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KIRISH SO“ZI

Global miqyosdagi muammolar va makroiqtisodiy noaniqliklarga qaramay, O°zbekiston
iqtisodiyoti 2024 yilda barqaror va o‘rtacha o‘sishni namoyish etdi. Xizmat ko‘rsatish sohasi,
ishlab chiqarish va qurilish, shuningdek, yuqori darajadagi investitsiya faolligi asosiy drayverlar
bo‘ldi. 2025 yil boshida iqtisodiy faollik o‘sishda davom etdi.

[jobiy tendensiyalar Ishbilarmonlik faolligi indeksining o‘sishi bilan o‘z tasdig‘ini
topmogqda. Iqtisodiy tadqiqotlar va islohotlar markazi baholashiga ko‘ra, u 2025 yil yanvar oyida
o‘tgan oyga nisbatan 8,4 foizga o‘sgan. IFI tarkibida tovar-xom ashyo birjasida xom ashyo xarid
qilish intensivligi 33,3 foizga sezilarli darajada oshgani va faoliyat yuritayotgan xo‘jalik yurituvchi
subyektlar soni 1,1 foizga o‘sgani qayd etildi.

Yanvar oyi O‘zbekiston uchun iqtisodiy o‘sish bilan ajralib turdi. Soliq va bojxona
yig‘imlari, tashqi savdo va yangi korxonalar soni kabi asosiy ko‘rsatkichlar barqaror o‘sishni
ko‘rsatdi. Tezkor ma’lumotlarga ko‘ra, yanvar oyida soliq tushumlari 10,3 foizga, bojxona
tushumlari esa 14,5 foizga oshgan. 2025 yilning birinchi oyida 6 126 yangi tadbirkorlik subyekti
tashkil etildi. Shu bilan birga, tovar eksporti 8,1 foizga oshdi.

2025 yilda iqtisodiy o‘sishning asosiy omillari investitsiya faolligining yuqori darajasi,
jumladan, qayta tiklanuvchi energetika va transport infratuzilmasi sohasida yirik infratuzilma
loyihalarini amalga oshirish, shuningdek, aholining real daromadlarini oshirish bo‘ladi. Iste’mol
talabini qo‘llab-quvvatlovchi barqaror pul o‘tkazmalariga, oltin va boshqa tovarlar narxlarining
barqarorligi hisobiga eksport o‘sishiga alohida e’tibor qaratiladi.

Prezidentning tadbirkorlikni qo‘llab-quvvatlash sohasida yil yakunlari va 2025 yilga
mo ‘ljallangan rejalariga bag‘ishlangan yig‘ilishda yalpi ichki mahsulot hajmini 120 mird dollarga,
iqtisodiyotga yo ‘naltirilgan investitsiyalar hajmini 42 mlrd dollarga, eksportni esa 30 mlrd dollarga
yetkazish rejalashtirildi.

Chorak yakunidan keyin rasmiy ma’lumotlar e¢’lon qilinishidan oldin YAIMning joriy
darajasini baholash va prognoz qilish uchun Markaz eng yaxshi amaliyotlar asosida tahlil o‘tkazdi.
20 ta asosiy toifadagi taxminan 250 ga yaqin haftalik Google qidiruv ma’lumotlarini o‘rganish,
shuningdek, alohida tovar narxlari va yalpi import va inventarlarning asosiy o‘zgaruvchilari tahlili
asosida haftalik YAIM prognozi tayyorlandi.

Mavjud ma’lumotlar va tendensiyalardan kelib chiqib, 2025 yilning birinchi choragida
O‘zbekiston yalpi ichki mahsulotining o‘sishi 6,2 foizni tashkil etishi kutilmoqda. Iqgtisodiy
o‘sishning prognoz qilingan diapazoni 6 foizdan 6,4 foizgacha, Jahon bankining yangilangan
hisobotiga ko‘ra, 2025 yilda O‘zbekiston iqtisodiyoti 5,8 foizga o°‘sishi kutilmoqda, Xalgaro
valyuta jamg‘armasi esa YAIM o°‘sishini 5,7 foiz darajasida prognoz qilmoqda.

I Mamatkulov,
Toshkent shahridagi Singapur menejmentni
rivojlantirish instituti rektori, i.f.d.
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I MALAYZIYA-O‘ZBEKISTON OLIY TA’LIM FORUMI VA KO‘RGAZMASI

Jorly yilning 4-fevral kuni Malayziyaning Kuala-Lumpur shahrida "I Malayziya-
O‘zbekiston oliy ta’lim forumi va ko‘rgazmasi" bo‘lib o‘tdi. Unda Toshkentdagi Singapur
menejmentni rivojlantirish instituti rektori, professor-o‘qituvchilari va talabalari ishtirok etishdi.
Forum "O‘zbekiston-Malayziya: Oliy ta’limda barqaror rivojlanishga erishish yo‘lidagi
imkoniyatlar va tashabbuslar" mavzusida bo‘lib, ushbu tadbir ikki mamlakat o‘rtasidagi ta’lim
aloqalarini mustahkamlash va akademik hamkorlik uchun yangi imkoniyatlar yaratishda muhim
qadamdir.

Forum davomida TSMRI vakillari faol ravishda ishtirok etib, tajriba almashdilar va
institutimiz tomonidan taqdim etilgan o‘quv dasturlarini taqdim etdilar. Bundan tashqari,
ko‘rgazmada TSMRI stendi namoyish etilib, unda mehmonlarga mintaganing sayyohlik
salohiyatini rivojlantirishga qaratilgan PQ-135 sonli Qarori loyihasi doirasida Toshkent viloyati
hokimligi bilan hamkorlikdagi ishlar haqida ma’lumot berildi.

Institut stendida TSMRI da ta’lim olishni istagan talabalar va mutaxassislar uchun turli
ta’lim dasturlari va o‘quv imkoniyatlari haqida batafsil ma’lumotlar berildi. Yana bir digqatga
sazovor jihati shundaki, mazkur ko‘rgazmada institut talabalari hamda moda va dizayn maktabi
rahbari tomonidan milliy matolarimizdan foydalangan holda yaratilgan, boy an'analarimiz va
madaniy merosimizni o‘zida mujassam etgan liboslar to‘plami ham namoyish etildi. Ta’kidalash
joizki, forum va ko‘rgazma Malayziya va O‘zbekiston o‘rtasidagi xalqaro aloqalarni kengaytirish
va ta’lim sohasidagi hamkorlikni mustahkamlash uchun o‘ziga xos zamin yaratadi.
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TSMRI MANAGEMENT AND SCIENCE UNIVERSITY (MALAYZIYA) BILAN
HAMKORLIK MEMORANDUMINI IMZOLADI

Jorily yilning 6-fevral kuni Malayziyaning Kuala-Lumpur shahrida Management and
Science University (MSU) va Toshkentdagi Singapur menejmentni rivojlantirish instituti (TSMRI)
vakillari o‘rtasida uchrashuv bo‘lib o‘tdi. Uchrashuv davomida ikki tomon ta’lim sohasida xalgaro
hamkorlikni mustahkamlash maqsadida samarali muzokaralar olib bordi.

Ta’kidlash joizki, Malayziyaning Menejment va Fan universiteti o‘z talabalarini 99 foizini
ish bilan ta’minlash darajasi va 200 dan ortiq akademik dasturlari bilan mashhur va yetakchi ta’lim
muassasa hisoblanadi. MSU 2024-yilgi QS Jahon universitetlari reytingida Mehmondo‘stlik va
dam olish boshqaruvi yo‘nalishi bo‘yicha dunyo miqyosida 29-o0‘rinni, San'at va dizayn yo‘nalishi
bo‘yicha esa 51-100-o‘rinlarni egallagan. Shuningdek, universitet 2000 dan ortiq sanoat
hamkorlari va 73 mamlakatdan kelgan talabalar bilan hamkorlik qiladi.

Tadbirning asosiy voqeligi MSU va TSMRI o‘rtasida hamkorlik memorandumining
imzolanishi bo‘ldi. Ushbu kelishuv ikkala muassasaning xalqaro alogalarni o‘rnatish
strategiyasida muhim bosqichni belgilab, akademik almashinuvlar, qo‘shma tadqiqot loyihalari va
hamkorlikdagi ta’lim dasturlariga yo‘l ochadi. Ushbu hamkorlik nafagat o‘zaro foydali bo‘lishi
balki global miqyosda ham oliy ta’limni rivojlantirishga hissa qo‘shishi kutilmoqda. Bu esa yorqin
va samarali hamkorlikning boshlanishini anglatadi.

W Vo |
F/nTSLl

’
FMSU = msu
»
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TSMRI VA O‘ZBEKISTON RESPUBLIKASI HISOB PALATASI O‘RTASIDA
HAMKORLIK MEMORANDUMINI IMZOLASH HAMDA TSMRI HUZURIDA KPMG
AKADEMIYASINING TANTANALI OCHILISH MAROSIMI

Joriy yilning 10-fevral kuni Toshkent shahridagi Singapur menejmentni rivojlantirish
institutida (TSMRI) ikki muhim tadbir, TSMRI va O‘zbekiston Respublikasi Hisob palatasi
o‘rtasida hamkorlik memorandumini imzolash hamda TSMRI huzurida KPMG Akademiyasining
tantanali ochilish marosimi bo‘lib o‘tdi.

Memorandumning birinchi bosqichida O‘zbekiston Respublikasi Hisob palatasi xodimlari
uchun «ACCA — moliyaviy hisobotning xalqaro standartlari» yo‘nalishi bo‘yicha
ixtisoslashtirilgan kurslarni tashkil etish ko ‘zda tutilgan bo‘lib, ushbu o‘quv dasturining o‘ziga xos
jihati shundaki, nazariy bilimlarni yetakchi xalqaro auditorlik kompaniyalarining amaliy tajribasi
bilan uyg‘unlashtirish, shuningdek, korporativ kurslarga KPMG ekspertlarini jalb etishdan iborat.

TSMRI huzurida KPMG Akademiyasining ochilishi 0‘z navbatida institutga korporativ
kurslar segmentida o‘z o‘rnini mustahkamlash imkonini beradi. Xalqaro auditorlik sohasida
yetakchi va «katta to‘rtliknka kiruvchi kompaniyalardan biri KPMGning TSMRI tomonidan
tashkil etiladigan korporativ kurslarni o‘qitishda faol ishtirok etishi, inson kapitalini rivojlantirish
va turli darajadagi xodimlarning malakasini oshirish uchun yanada keng imkoniyatlar yaratadi.
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JORIY YILNING 11-FEVRAL KUNI TOSHKENTDAGI SINGAPUR MENEJMENTNI
RIVOJLANTIRISH INSTITUTIDA BUYUK BOBOKALONLARIMIZ TAVALLUD
KUNLARIGA BAG‘ISHLANGAN 1JODIY KECHA O‘TKAZILDI.

O‘zbek she’riyati va adabiyoti jahon ma’rifatparvarlari tasavvurida, eng avvalo, Alisher
Navoiy va Zahiriddin Muhammad Bobur singari ulug® siymolar timsolida gavdalanadi. O‘zbek
xalqining buyuk mutafakkir shoirlari Alisher Navoiyning 584 yilligi va Zahiriddin Muhammad
Boburning 542 yilligi munosabati bilan "Buyuk siymolarni xotirlab" deb nomlangan bayram
tadbiri o‘tkazildi.

Talabalar tomonidan buyuk allomalarimiz g‘azallaridan namunalar, sahna ko‘rinishlari
tadbir ishtirokchilariga namoyish etildi. Shuningdek, badiiy-adabiy kecha davomida institutning
iqtidorli talabalari, institutda faoliyat yuritayotgan musiqa to‘garagi a’zolari tomonidan Alisher
Navoiy va Zahiriddin Muhammad Bobur g‘azaliga bitilgan kuy-qo‘shiqlar ijro etildi.
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“ATROF-MUHITNI ASRASH VA “YASHIL IQTISODIYOT” YILIDA AMALGA OSHIRISH
BO*YICHA DAVLAT DASTURI YOSHLARGA YETKAZILDI

© O°zLiDeP Toshkent shahar Kengashi tomonidan Singapur Menejmentni rivojlanitirish
institutida “O‘zbekiston — 2030 strategiyasini “Atrof-muhitni asrash va “yashil iqtisodiyot” yilida
amalga oshirish bo‘yicha Davlat dasturini yoshlarga yetkazish hamda “Yosh siyosatchilar ligasi”
loyihasi doirasida “Zamonaviy siyosat: Yoshlarning roli va mas’uliyati” mavzusida ochiq muloqot
tashkil etildi.

] Tadbirda Davlat dasturida 5 ta ustuvor yo ‘nalish bo‘yicha 2025-yil uchun amaliy chora-
tadbirlar, normativ-huquqiy hujjatlar ro‘yxati va maqsadli ko‘rsatkichlar nazarda tutilganligi,
mamlakat rivojlanishining ustuvor yondashuvlari sifatida qator vazifalar o‘rin olganligi ta’kidlab
o‘tildi.

</ Muloqot davomida ishtirokchilar o‘z fikrlarini bildirib o‘tishdi. Tadbir savol-javoblar
bilan ko ‘tarinki ruxda bo‘lib o‘tdi.
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& GUEST LECTURE ON ECONOMIC DEVELOPMENT WITH ELDOR TULYAKOV
AT MDIST BUSINESS INCUBATOR

On the 17th of February, the MDIST Business Incubator hosted a guest lecture by Eldor
Tulyakov, focusing on economic development and its impact on entrepreneurship and innovation.
During the session, Eldor Tulyakov shared key insights on economic growth strategies, market
trends, and opportunities for young entrepreneurs. Participants engaged in discussions and a Q&A
session, gaining valuable knowledge on navigating the evolving business landscape.

' The lecture was highly insightful and well received, reinforcing the MDIST Business
Incubator’s role in fostering learning and economic awareness.

A Stay tuned for more guest lectures and events at the MDIST Business Incubator!




MANAGEMENT, MARKETING AND FINANCE

INTERNATIONAL SCIENTIFIC JOURNAL VOLUME 2 ISSUE 2

FAOL VA INKLYUZIV TURIZM TURIZM: USTUVOR VAZIFALAR VA RIVOJLANISH
ISTIQBOLLARI

Joriy yilning 21-fevral kuni Toshkentdagi Singapur menejmentni rivojlantirish institutida
"Turizm va ekskursiya faoliyati: yangi muammolar va rivojlanish yo‘llari" O‘zbekiston VIII
Xalqaro gidlar forumi -2025 doirasida Faol va inklyuziv turizmning dolzarb masalalariga
bag‘ishlangan I Xalqaro ilmiy-amaliy konferensiya bo‘lib o‘tdi.

Anjuman O‘zbekiston Respublikasi Ekologiya, atrof-muhitni muhofaza qilish va iqlim
o‘zgarishi vazirligi, O‘zbekiston Respublikasi Turizm qo‘mitasi va Turizmni rivojlantirish ilmiy-
tadqiqot instituti hamkorligida tashkil etilib, unda turli mamlakatlardan olimlar, yetakchi
ekspertlar va turizm sohasi vakillarini 0‘z ichiga olgan 120 dan ortiq ishtirokchini jamladi.

Konferensiyada asosiy e’tibor mamlakatda va butun dunyoda faol va inklyuziv turizmni
rivojlantirish va targ‘ib qilishga qaratilgan bo‘lib, ekspertlar barcha toifadagi sayohatchilar uchun
qulaylikni ta’minlaydigan infratuzilmani modernizatsiya qilish bo‘yicha ilg‘or tajribalar bilan
o‘rtoglashdi.
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V3BEKUCTOHJIA TYPU3M COXACUHHU
PUBOXXJAHTUPULIHUHT YCTYBOP MYVHAJIUIILIAPUA

MamarkyJioB Uiixom AdaypamuioBuy
TomkeHT maxpugaru CUHranyp MEHEXMEHTHU
PUBOXKIIAHTHPHII HHCTUTYTH PEKTOPH, U.Q.]I.
https://doi.org/10.5281/zenodo. 15206972

Annomauun. Maszkyp maxonaoa mMamiakamumMusHuHe 00U MAOAHUL MepoCu, Mapuxuil
oouoanapu ea 2y3an madbuamu OUNGH, MYPUSMHU PUBONCIAHMUPULUSA KAMMA SbmMUbop
kapamuwy, “Y3zbexucmon — 2030 cmpameauscuda Y3b6exucmonoa mawiky 6a WuKu mypusmMHu
PUBONCTIAHMUPULL YYYH KEHS WapOUMLap apamuul 8a3ugacu, wyHUHe0ex XOpuxicuti mypucmiap
mawpugu  6yiiuva  Y3bekucmon nandemusoan onouHeu OapaNCAHU  OWUPUIL, XOPUICULL
MYPUCMIAPHU AHAOA KYNPOK HCAN0 KUTUWL MAKCAOUOA BU3A PEHCUMUHU COOOANAUMUPULU, SIHeU
UVHAIUWIAPHU ULA0 YUKUW, coXa OUlan OO&IUK oUUXanapea UHGeCmuyus KUpumunl, upux
maoodupnapru ymxazuws 6owka uty kaou 0o13apb macananapuea 3emubop KapamuieaH..

Kanum  cyznap: mypusm, mypusm  canoxusmu, mMapakkuém — napamempiapu,
MOOepHU3aYUsl, OUBEPCUPDUKAYUSL, CIMPAMeLUs, UXIMUCOCIAUMUPULL, MAWKU 60 UYKU MYPUSMHU
PUBOICTIAHMUPULL.

V36ekncTOH Y3MHHHT GOH MagaHHil MEpOCH, TapUXMil OOMIAnTapH Ba ry3al TabHaTH
OuiaH, TypU3MHM PUBOXKJIAHTUPUILNTA KaTTa YbTUOOP KapaTaJuraH AaBilaTiiap KaTopura KMpaiu.
“¥V36exucton — 2030” crparernsicuaa Y30eKUCTOH/IA TAIKY BA HUKH TyPH3MHH PHBOKIAHTHPHUII
YUyH KEHI' IIapOUTJIap SApaTulll OpKalIM calléxjiap COHMHU OLIMPUIL Bazudacu KyHuiras.

Xopwxuii TypucTIap Tampudu 6yitnua Y30eKHCTOH NaHIEMHSAIAH OJIMHIY JapaKAHUHT
98 domsunn Tarmkma >tan. XKymmagan, 2019 itmnna Vabexucronra 6,7 MIITHOH Habap XOPHKHIA
Typuctiap tampud Oyropran Oynca, 2024 iunra xenmmub 6,6 muwuinoH Hadapra erau. by sca
MaMJIaKaTUMHK3/1a TypU3M COXAaCUHMHI T€3 CypbaTiap OuilaH TUKIaHAETTaHUHU KypcaTau.

V36eKuCTORTa XOPIKMH TYPUCTIAPHM SHAaja KYIPOK Kau® KHIMII MaKCaauna BU3a
PEKUMUHH COAJANIAIITHPUIL YOPa-TaAOUPIIapH, STHIM HYHATUIUTAPHY UILIa0 YUKUIL, coXa OuiaH
OOFNUK JIoMMXanapra UHBECTULMS KUPUTHIL, HHPUK TaAOUpIapHH YTKa3HUII Kabu amanuil uuuiap
o0 OOpPUIMOKIA.

Macanan, 2023 iunga ymymuid kuiimMata 9,5 TpinH. cymmmk 508 Ta joiinxa amanra
OLIMPHUIITAHIUTH XucoOura skamMmu 9 492 ta siuru um ypuu spatwiay. 183 Ta sHru MEXMOHXOHA Ba
232 ta xocten (aonauATH Hynara KyHuauo, skaMu SKOMIAIITUPUIT BOCUTAIApU COHM 5 526 Tara
erau. Lllynunrnek, 452 ta onnaBuil MEXMOH yHU TallKW KUJIUHHUO, YTapHUHT YMYMHH COHM 3
458 Tara etau.

Typuctnap yuyH xusMmar kypcaryBun 8§10 Ta SIH'M TypUCTHK TALIKWJIOT Ba TypareHTJap
GbaonuaTy ynra KYHnIMIyM HaTWXKacua yIIapHUHT COHU 2 649 Tara eTau.

2017-2023 itmnnap qaBomuaa Y36eKHCTOHTa XOPIDKMIA TYpPUCTIAp COHH MU CaifiH opTHG
6opau. Xycycan, 2017 iimiiga 2,7 mutH. HadapHU TAIKWI 3Trad 6yica, 2023 inra kenud 6,6 MITH.
HadapHU TalIKWI 311, Oy aca 2017 itunra HucOaran 2,5 6apobapra, 2022 iunra HucOaraH sca
1,3 Gapobapra omraHuHU KYpUIIUMU3 MYMKHH.
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Caiiéxnap conu 2023 itmnna Anonusman — 5 6apobap, Xunaucron Ba Uranusinan — 3,5
GapoGap, AKlllman — 2 Gapobapra opriam. Y3sbekucronra 2023 iniga KeiraH XOPHKHIL
typuctinapausr 80,7 dbousu kyurau nasiamiap, 11,5 dousu konmran MJIX naBnatimapu xamaa 7,8
¢domsu Oomka naBnamiap xucooura Tyrpu kenmokna. Ly 6unan Oupra, TypuCTIapHHHT ypTada
Koymmu 4-5 kyHHu Tamkwi 3ti0, 2022 iwra (3 kyn) HucOaran 1,5 GapaBapra optau. by aca
MaMJiakKarja TypucTiapra Xxap TOMOHJIaMa KYIalauK spaTuiraHIuTMHUHT HaTHKACUIUP.

WNuku Typu3MHU pUBOXIIAHTHPHUII OYiirda XaM OUp KaTop aMalivii 4yopaiap KypuiIMoK/a.
“V36exucTon 6yitnad caéxar kua!” nactTypu goupacuia 15 miuH. Hadbap axoiu caéxarra YnKIH Ba
xynymiap 0Vitnad 21 moH. Tampud yroomrupuinaa. Mxrumonit kymak cudaruaa 1,1 munr Hadap
MMKOHUSTHU YeKJIaHTaH 1maxc Ba 570 muHr Hadap énurap caéxarra YUKapuiIIn.

2023 #finnna TypUCTUK XU3Matiaap 3KCnoptu 2 mipA. 143,5 MilH. 10J11.HY TAIIKWI 3TaU, Oy
2022 yimnra HucOaran 1,3 6apobap omranunu kypcaraau. lllyHuHraex, TypusM Ba yHra €Ha01n
coxanap WyHanmumuaa 70 mMuHr Hadapra SKUH SHTM Ul YpHU spatwinu. by sca mamiiakataa
TypUCTIIapra Xap TOMOHJaMa KYJIAHINK SpaTHITAaHIATHHUAT HaTWKaCUIUp. TypU3MHUHT
PUBOKJIAHMINY, IIYHUHTACK, MaMJIAKATUMH3HUHT XaJKapo PEUTHHIIApAA FOKOPH YPHHIAPHH
SraJuUTAIIMHU TAbMHUHIAMOK/IA.

Macanan, “Kaxon mycynmon caéxatu unaekcu” (GMTI-2023) xankapo 3uépar TypusmMu
peiitunruga V3bexucron 140 ta Mammaxar nunga 13-ypunnn sramians. "Halal In Travel Awards
2023" Tanbupuaa Xusa uaxpu “UHIHEHT MCIOM MEPOCH TypH3M MaH3HIM” COBPHHMHH KyIra
KUPUT/IH.

2023 #imnma Camapkana maxpuna 0ynu6 yrran UNWTO bom AccambnesicuHuHr 25-
ceccuscuna HaBowmii Bunostumaru Cento6 kunuiorum “Best Tourism Village 2023 Awards”
HOMUHAIUACH Oyirda Fomob O0yiam.

bynnan tamkapu, “Lonely Planet” xankapo Hampuér kommanuscu ToMoHuIaH 2024 finn
yayH “Y36eKHCTOH — 9HI SIXIIH caéXaT MACKAHH" HOMUHALISICH FOIMOU OYIIraHIuri MyHocadaTi
ouman Y36eKHCTOHra Maxcyc cepTHGUKAT TOMMHPHIIN. Y30ekucToHHUHr 2024 Hnmnga caéxar
KWINII YYyH DHT SXIIH JaBiariap pyixarura kuputwiuid Ba “World of Statistics” TomoHuaH
Oy XaKzaa 9bJIOH KUJIMHHIIHU, XOPMKUN TYpUCTIIap COHU OPTHUILHN Ba TYPU3M SKCHOPTH XQKMUHUHT
OLIMIINra XU3Mar Kujaau. bymapHuHr OGapyacu MaMmiakaTUMH3HUHI XaJIKapo MalJoHIa sHaAa
TaHUIUIura épaam oepaau.

VMyMaH ONranja, Y30eKHCTOH/A TypU3M COXACHHHMHT XO3MPIU XOJNATH Ba PHBOMKJIAHMII
TeHJCHIMSIApH IKOOUW HaTWKajJapHU KypcarMokiaa. MamuiakaTUMHU3[a TYpU3MHH sTHaza
PUBOKJIAHTUPUIL YUYH aMmajra OIUpHIAETraH 4opa-Tagdupliap Ba Kelakakiaaru UCTUKOOIIap
XaKUJary TaxJIiap yily COXaHUHT CTPATErvK aXaMUsITHHH TaCcTUKIIaiau.

[IlynuHraex, “¥36ekucron — 20307 CTpaTerusCua HasapAa TYTWIraH TYypU3MHHU
PUBOKJIAHTUPHUILTA OWJ] Bazuanap axolu JapoMay OUIUIIH, STHTY U YPUHIAPU SPATUIIUILIN Ba
XaJnK (hapOBOHJIUTMHU TAbMHHIIAIITA XU3MAaT KU Iu.

®OUVJAJTAHUJITAH ATABUETIIAP PYHXATH
1. V36exucron Pecry6mukacu Ipesunentunnar 2024 iinnauar 12 sasapaary “Pecry6nukara
XOPWXKHUH TypuUCTIIap OKMMHUHM KECKHH OIIMPHUII XamJa WYKH TYpU3MHHU sIHaja
KaJITalITHPUII Yopa-Taadupiapu Tyrpucuaa’tu ¢papmonu (lex.uz);
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2. V3bexucron Pecriy6nukacu Ipesunentu [lapkar Mupsuéesnunr 2023 iinn 16 oxrabpraru
Camapkana maxpuaa byrymxkaxon typusMm tamkwiotd (FOHBTO) Bom accambiesiciHuHT
25-ceccusicuniaru HyTKH (president.uz);

3. Alieva, M. T. (2023). Development of smart tourism in Uzbekistan. “Journal of Tourism
Futures” Nel. P. 189-202.
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FORMS OF IMPLEMENTATION OF INTEGRATION OF
EDUCATION, SCIENCE AND PRODUCTION IN UNIVERSITIES
OF THE USA AND JAPAN

Ishmanova Dinora Nurmamad qizi
Rector of MU University, associate professor
https://doi.org/10.5281/zenodo. 15041128

Abstract. In the modern conditions of development of national education, an important
stage of modernization of the higher education system is being carried out, the priority direction
of which is the integration of educational, research and production activities of students in the
educational process.

The bill “On Education in the Republic of Uzbekistan” on the form of implementation of
the integration of educational and research activities in higher education states that the integration
of educational and research activities in higher education is aimed at staffing scientific research,
as well as the development and improvement of higher education by using new knowledge and
achievements of science and technology.

Keywords: integration, education system, science, technology, a cluster of research
universities

In the modern conditions of development of Uzbek education, an important stage of
modernization of the higher education system is being carried out, the priority direction of which
is the integration of educational, scientific research and industrial activities of students in the
educational process. The integration of educational and scientific research activities in higher
education has the goals of staffing scientific research, as well as the development and improvement
of higher education through the use of new knowledge and achievements of science and
technology. One of the most important areas of integration of educational and research activities
in higher education is the creation of a cluster of research universities in various regions of the
country. In this regard, the urgent task is to determine the forms of the educational process
specifically in research universities (since there are also traditional universities), to establish the
educational content specific to them and, most importantly, to implement the integration of
education, science and production in them when training future specialists. This, in turn, actualizes
the need to study the relevant foreign experience, where the activities of research universities have
been carried out over the past decades, in order to determine the potential that can constructively
contribute to the development of our own concept for designing paths for the development of
national higher education. The forms of integration of education, science and production in each
country, and partly in a separate university, are implemented in a specific way, which determines
the need to study the diversity of integration forms. In this aspect, research on this issue is needed,
carried out from various angles. The results obtained in such research can make a serious
contribution to the development of a national concept of research universities. One of the most
priority areas in this area is a set of studies on the forms of implementing the integration of
education, science and production in universities in the USA and Japan. While recognizing the
undoubted achievements of European universities, we emphasize that it is the tested models of
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integrating education, science and production in universities in the USA and Japan that have
proven their viability and, moreover, prospects. The American model of integration, being one of
the most productive, is indicative in the aspect that graduates of research universities most often
become Nobel Prize winners. It is their pilot developments that then grow into a conveyor flow in
giant technology companies, providing both scientific and technical development and multi-
million dollar profits.

Although the non-state education services of developed countries, including European
countries Germany, Great Britain, and Asian countries China, Singapore, South Korea, and Japan,
are organized differently, the organization of educational and methodological work in them also
differs also it is distinguished by its positive aspects. Service characteristics of education, scientific
research on educational services, management and marketing issues of non-state educational
services are reflected in scientific research. Research in the field of integration of education,
science and production, as well as capitalization of academic knowledge and problems of
implementation of research into production have a fairly extensive array of studies abroad. To the
greatest extent, this problem is devoted to the research of American scientists: 1. Allen; P.G.
Altbach; R. Atkinson; T. Bailey; D. Baker; D. Bok; S. Brint; R. Brown; B.R. Clark; J. Croissant;
M. Crow; J. Davies; G. Drori; H. Etzkowitz; R. Florida; D. Frank; P. Galison; R. Geiger; M.
Gibbons; S. Goldstein; H.D. Graham; D. Greenberg; P. Gumport; P. Healey; E. von Hippel; A.
Irwin; M. Karp; D. Kirp; S. Krimskiy; N. Lacetera; L. Leslie; C. Limoges; M.I. Luger; J. Meyer;
K. Mohrman; D. Mowery; H. Nowotny; R. Oaxaca; F. Ramirez; S. Restivo; G. Rhoades; J.
Seaman.

Service characteristics of education, scientific researches on educational services,
management and marketing issues of non-state educational services, reflected in the scientific
researches of Ye.V.Burdenko , Sh.M.Aliyev and others . Systematic studies of educational services
are reflected in the scientific research of foreign scientists such as Altbach P.G., Kelly G.P and ,
R.B. Sariyev one of the scientists of our country.

One of the most important areas of integration of educational and research activities in
higher education is the creation of a cluster of research universities in different regions of the
country. In this regard, an urgent task is to determine the forms of the educational process
specifically in research universities (since there are also traditional universities), to establish the
educational content specific to them and - most importantly - to implement the integration of
education, science and production in the training of future specialists. This, in turn, actualizes the
need to study the relevant foreign experience, where the activities of research universities have
been carried out for several decades, in order to determine the potential that can constructively
contribute to the development of our own concept for designing the paths of development of higher
education. The forms of integration of education, science and production in each country, and
partly in a separate university, are carried out specifically, which determines the need to study the
diversity of integration forms.

In this aspect, research on this issue is necessary, carried out from various angles. The
results obtained in such studies can make a serious contribution to the development of a national
concept for the activities of research universities. One of the most priority areas in this area is a
set of studies on the forms of implementing the integration of education, science and production
in US universities. Recognizing the undoubted achievements of European universities, we




MANAGEMENT, MARKETING AND FINANCE

INTERNATIONAL SCIENTIFIC JOURNAL VOLUME 2 ISSUE 2

emphasize that it is the tested models of integration of education, science and production in US
universities that have proven their viability and, moreover, prospects.

The American model of integration, being one of the most productive, is indicative in the
aspect that graduates of research universities most often become Nobel Prize winners. It is their
pilot developments that then grow into a conveyor flow in giant technology companies,
simultaneously ensuring scientific and technical development and giving multimillion profits. The
study of the forms of integration of education, science and production in Japanese universities is
relevant because they adapted foreign cultural, primarily American experience. This adaptation
model can be used in research universities when using foreign approaches to the process of
integration of education, science and production.

The theoretical significance lies in the fact that:

1. The conditions for the development of optimally functioning integrated university
models in the USA and Japan are determined, which enriches the theory of professional pedagogy.

2. The processes of development of integrated university models of the USA and Japan are
characterized, which reflect both general and specific conditions for these countries of interaction
between science, education and production focused on innovative development, which can
contribute to the growth of knowledge in the field of higher professional education.

3. Scientific ideas are enriched and the scope of scientific and pedagogical knowledge in
the field of educational management, and pedagogy of higher education is expanded on the basis
of identified, systematized and substantiated trends in the development of integrated models in
universities of the USA and Japan, which contributes to the growth of scientific potential in the
field of comparative pedagogy.

The structure of the process of integration of education, science and production abroad
includes research universities, technology parks and technopolises. Research universities provide
for the existence of strong ties with industry; formation of the faculty based on the rotation of
personnel covering the spheres of education, science and business; implementation of various
programs based on an interdisciplinary approach; and multiple sources of funding. Technology
parks (research parks) arise on or around the campus of the university and combine the availability
of a technical base, the possibility of access to the latest scientific developments, rental benefits
from the university, tax benefits from the government, as well as human resources in the form of
university graduates and students. The forms of integration of education, science and business are
determined by the diversity of technology parks. Technopolises are a specially created site with a
concentration of universities, research laboratories and institutes to concentrate scientific forces
and production capabilities for implementing and promoting innovations. The main stages of the
process of integration of education, science and production in the leading universities of the world
are:

-from the end of the 19th century to the beginning of the 50s of the 20th century -
conceptual, which designated fundamentally new approaches to defining the role and function of
universities: from the accumulator of knowledge (the previous European model) to the production
of new knowledge.

-the 50s - 70s of the 20th century - differential. The creation and activity of research
universities and technology parks. The development of scientific and technological achievements
has strengthened the role of small businesses as a direct platform for the implementation of

scientific achievements.
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—the 1980s—early 21st century—integrative. The creation and development of the socio-
cultural space of technopolises, large research sites, including universities, national research
laboratories, and institutes, in which new knowledge is regenerated.

The leading trends in the development of the process of integration of education, science
and production in universities abroad are: expansion of the spatial area, enrichment of the internal
infrastructure, and increased variability of models and forms of integration. There are a number of
contradictions in the process of integration of science, education and production in universities in
the USA and Japan. The main one is the contradiction between the search for "truth" (universities
serving society) and "academic capitalism" (receiving profits by universities). At the goal-value
level, there is a contradiction between the socio-educational function of the university and the tasks
of ensuring profit from scientific research and the activities of enterprises. At the institutional
cluster, there is a contradiction between the main social institutions: the state, universities and
business. Each of these social institutions defends its interests in the process of integration of
education, science and production. At the subject level, there is a contradiction between the
strengthening of the role of administrators and researchers in universities who bring in funding
and the decreasing importance of university teachers. The conflict is resolved by strengthening the
role of the state in the form of grants, when the state is the main customer of new knowledge and
exercises control over business in the event of a violation of the principles of creation and
dissemination of new knowledge, preventing individual private companies from taking a
monopoly on new knowledge and turning it into a competitive advantage. Variable models of
integration of education, science and production in leading universities in the USA and Japan are
built on a hierarchy of the main components of the integration process: a model of integration
where production dominates in relation to science and education;

a model of integration based on the priority of science in relation to education and
production;

a model of integration based on the priority of science in relation to production and
education.

The most effective forms of integration of education, science and production, as historical
experience shows, are American forms of integration, when the main role in the integration process
in one form or another is played by the university.

It is in the USA that various economic and social cooperation projects are carried out;

the orientation of the educational system on the development of the creative, versatile
individuality of a future specialist is obvious;

the educational system of higher education in the USA is diversified and has a tradition of
searching for new forms and methods of teaching. The achievements of American higher education
in the field of functional and technical solutions, in the organization of the educational process, in
its computerization, and in the training of highly qualified personnel are undeniable. The Japanese
type of integration of education, science and production is indicative in that the creation of
technopolises with the help of the state at the initial stage leads to the possibility of coordination
of scientific processes by the state, creating a balance between the real need of the country for a
particular innovative product and the channels for its implementation and serial production.
However, with this form of integration, the university, even having the potential to create an
absolutely new scientific product that can become a competitive advantage for the country, does
not have the opportunity to develop and implement it precisely because of obligations to the state
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in the form of grants and program guidelines. It is symptomatic that the Japanese government has
decided to switch to American-type forms of integration of education, science and production.
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V3BEKUCTOHIA MHKJIIO3UB TYPU3MHU
PUBOXKJIAHTUPUIIHUHI' AXAMUSATHU

Xacanos Toxup A0xypamuaoBuy
TomkenT maxpunaru CHHranyp MEHEeKMEHTHU PUBOKIAHTUPUII HHCTUTYTH Vnmmuit
TaIKUKOTIAp OYiirda KOHCYIBTaHTH, U.(.11.
https://doi.org/10.5281/zenodo. 15207009

Annomauun. Maxonaoa myaiiug) momoHUOAH MAMAAKAMUMUZOA MYPUSM COXACUHU
PUBONCIAHMUPUWRA KAPAMUTICAH SIHSU MebEPUL-XYKVKULL  XYHCHCAMIADP, VIAPHUHE dACOCUOA
VMKA3UNaémean XaiKapo 8a Maxaiiuil maooupnap, mavium myaccacaiapu @Gaonusmu, sHeu
MYPUIM MAXCYIOMAAPU 84 UVHATUWIAPHU PUBONCTIAHMUPULL MACALANAPU MYXOKAMA KUTUHSAH.

Kanum cyznap: uxmucoouém, mypusm coxacu, mypusm uH@pamyuimaca, mpaucnopm.
Mexmouxona 6a 2acmpoHOMUK Xuzmamiap, cu@am Kypcamkuyiapu, CMAamucmux maxiui,
PUBOICIAHMUPUUL NPOSHO3TAPU.

MabiymMKH, MaMJTaKaTUMH3a TYPU3M COXACHHU PUBOXIAHTHPHINTA KapaTUITaH KYTIIa0
SIHTU MEBEPUN-XYKYKUH XYXOKaTiap UIIad YUKUIMOKAA. YHUHT aCOCHAA XallKapo Ba MaXaJUTui
Tanoupnap YTKa3zuiauO, TabJIMM Myaccacajiapu (aoJusITH Hyiara KyHWIMOKAa. SIHTH Typu3Mm
MaxcyJa0TIapyu Ba HyHaIUIITIApHU PUBOXKIAHTUPHIL, HH(PATYy3MIMaHU TAKOMUJUIAIITUPHILTA OUJT
cabil-XapakaTiap XOPIKHIl WHBECTOPIAPHH IKAT0 KHIHO, Y30CKMCTOHHHHI — XaIKapo
pelTHHINIap/a IOKOPH YPUHIIAPHU ArajUlallnura XaMm 3aMHUH sIpaTMOK/Ia.

Taxmunnap mynu kypcaraauku, 2024 iuaHUHT 6 o MoOaliHMIa MaMilakaTuMu3ra 3,5
MWUTHOH/IaH OPTHK XOPHIKUH caitéx Tampud Oyropras. by yTran HHIIHMHT MOC 1aBpura HucOaraHn
13 ¢owmsra omranunan nanonar 6epaau. XKXymmanas, “¥36eKnCTOH Oyiinab caéxar kui!” mactypu
noupacuia ca xynyaiaap 0yimad 12,7 muinuon Hadap axonu caéxarra yukad. 2024 WITHUHT
yrrad naspujaa 1 456 MUUIMOH OJUTAPAUK TYPU3M XHU3MaTH SKCIIOPTH aMalira O PUIIIN.

V36exucTon Pecniyonukacu Ilpesunentu IllaBkar Mup3uéeBanar Camapkany maxpuaa
yrran bByTyH)kaxoH Typu3M TamkwioTH bom AccamOnesCMHHHT 25-CECCHACH  OYMIIUIIT
MapoCHMH/JIa UIITUPOK STUIIM Ba COXAHU SHAJa PUBOXKIAHTHPHUII OYiinda OUp Karop MyXum
Tamab0yclIapHu WITapy CYPUIIN XaM TYPU3M KaXOH UKTUCOAUETUHUHT SHT T€3 PUBOKIIAaHAETTaH
Ba MCTUKOOJUIA TapMOKJIapuaaH OUpH SKaHUHU KypcaTaiu.

Optumu3ga Typu3M COXAaCMHU PUBOXKIAHTHPHUIITa YCTYBOP axaMUAT KapartuoO
KeJMHASTraHNn GOUC KeHMHIM HUnap/a 103ra IKHH MaMiIakaT (yKaponapH ydyH Y30eKHcToHTa
BHM3aCH3 KUPHII TH3UMH, 55 Ta AaBnar (ykapolapu Y4yH COIJANAIITHPHUITAH SJIEKTPOH BH3a
TapTHOU >kopui TUIAU. MexMoHxoHa Ypunnapu coHu 140 munrrara etkazwinun®, 70 Ta sHrU
CalEXJIMK MapIIPYTH OYUIAH, 6 Ta XyCyCHI aBUAKOMIIAHUS I OOILIAIH.

V36ekucToHIa TYpH3M COXaCMHM sHAja PHUBOXJIAHTHPHMII, MAasKyp  (paojusT
UMKOHHATIApUIaH TYIUK (QOWJamaHuIll Macanajapd MYXMM axaMmHsaTra osra. XycycaH,
[Ipe3unenTumu3 TomoHUAaH Typu3MHaH 2030 iriraya KOMIJIEKC PUBOXKIIAHTUPHIN OYitnda uiiad
YUKWIAETraH CTPATErus/ia 3aMOHABUN TypH3M Ba TPAHCTIOPT MH(pATY3UIMACHHH SPATHIIL, KaTTa
maxap Ba caiiéxyiap kym O6opaauraH mManszuwuiapaa 30 Ta WHpUK Typu3M KIacTepiapy TallKuil
srum, “KyxHa Tapux aypaoHamapu” MWUIMH JacTypu JOUpacuaa TYpUCTIApHHM Yy3ura xaid
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KWJIaaurad maaanuii mepoc oObekrnapu conwman 800 TamaH 2,5 MHUHITara eTKaszuil KaOu
Macajnanap Kaiij STWiIraH Id. YHJAA2 MamilakaTuMusgard 745 ta MagaHuil Mepoc OObEeKTH
pecraBpanus KAIUHUIIM Ba 20 Ta MebMOpUN EAropiaukaa “O4dK OCMOH OCTHAArd My3el jap
TAIIKWI STUJIUIINTA XaM YPFy OCpUIIIn.

3uépar Typu3MHu JACTypH JoMpacuja 3ca caéxarra KelyBUMJIap COHMHU XO3UPTrHUJiaH yd
Oapobapra OmMMpHIN, KYIIHU JaBIaTIApu OWIaH KyIIMa CaWEXJIMK WYHAIWIUIAPDUHH SPATHII
Macajajapy JMKKaT Mapkazuja Oyauily, Typu3M HYHAIMIUIAPUHU PUBOXKIAHTUPUIIT XUCOOUIaH
KeNnrycuja KaMuaa | MUJUTMOHTA STHTH MIII JKOWJIApH SIPATUI PeXAIAITUPHIITaHu Oopacuia Xam
TYXTanuO YTUIAN.

Xalkapo Typu3M COXacuJa MycTaxkaM XyKYKUH acocCiapHU Ky4aWTHPHII MakKcaauaa ica
BMT noupacuna ImoGan xaBdcu3 TypusM KOJEKCHMHM HIIA0 YMKUII JaBIaTUMU3 paxOapu
ToMoHHAaH Takud stunan. 1y MabHOMA alTHII )KOU3KH, UKJIUM Y3rapuluiapu To0opa Kydainno
Oopaérran AaBpAa ‘a1’ TYPU3MHU PUBOXKIIAHTUPUIL OYiinda XaJKapo XapakaTiap JacTypHUHH
KaOyJ KWJTUII Xap Ka4OHTHAAH XaM J0J13apOaup.

By Oopanmarm amanmuii xKagammap cudaruaa Xaiakapo TypU3M TaIIKWJIOTH JOUpacuaa
“Smmn” Typu3MHH KOpPHM ATUII OYiMya SHT SAXIIW [Iaxap’ HOMHUHAIUSCUHU TabCHC ATHIL,
myHUHTAeK, Mapkasuit Ocué€ arpod-MyxXUT Ba MKIUM Y3rapulIMHH YpraHWIl YHUBEPCUTETU
xamaa Camapkannnaru “Umnak #ynu” xalkapo YHHUBEPCHUTETH Xamkopiuruaa [moOam “smwmn’”
TYpU3M CTapTarviapy JJabopaTopusICH SIPATUIT KY3/1a TYTHIMOKIA.

NMKoHUATH 4YekNlaHraH ca€xjap y4yH Kylail [IapoWTIapHU sHaja KydaWTHpPHII Ba
VHKJTIO3HB TYPH3M HH(PATY3HMIMACHHH PUBOXKIIAHTHPUII MaKcaauaa Y36exucton IIpesnneHTH
2025 viwmHn “ByTyH)XKaXxOH MHKITIO3MB TYpU3M Hwim’ 1e0 3bJIOH KWIHII Ba MaxCyc JIeKIaparus
KaOyn kuium TamadO0ycuuu wiarapu cypad. lyawnrnek, &Enutap yuyyH —Cal€XJIMKHU
PUBOKJIAHTUPHUII JIOMMXAJIapy XaMJa SHTH FOSUTapHM sIpaTHIlIa MyXuM Ba (oiinanu maiinoHra
ailmanaguran JXaxon énulap Typu3MU CAaMMUTHHHMHI HaBOaTIaricHMHM TOLIKEHT IIaxpuaa
VYTKa3u Takiaud TUIIHN.

[y ypunna laxpucad3 maxpuga UKTrcommii XaMKOPIIUK TAIIKUIIOTUTA ab30 JaBjariap
XaMKOPIUTH/IA KOPHUMA WU TAIIKUII ATUIITaH XallKapo TaJA0MPHU XaM 3¢IaTud YTUIl Jo3uM. YHIa
HxTuconuii xaMKOopiuK TamkuwioTd bom kotubm Oommummruga MXTra ap3o gaBiarTiapHUHT
TypU3M MabMypHUSTH pACMUILIApU, XOpPUKUK Ba Maxauuii skcneptiap, OAB Bakwapu xamaa
TYPUCTHK omnepaTtopnapaad ubopat 600 gaH OpTUK MEXMOHJIAp UIITUPOKH TAbMUHIIAH]IH.

@opymaa Illaxpucad3 pexnapauuscu KaOynl KWiuHAd. Ymly XyxokaT Hadakar
V36exucronna, 6anku 6yryn MXT MakoHHIA TYpH3MHHM PHBOKJIAHTHPHUIILIA MYXHM IUIaThopma
O0ynu0 Xxu3mar KUiIaau.

bynnan tamkapu, MciaoMm xamkopiuru TamikuiaoTd XuBa maxpuHu 2024 iinn Hciom
OyHECUHUHT TypH3M Imaxpu, Ae0 HbJIOH Kuiau. byHuHT acHocuga HMcinoM XaMKOPIIHK
TAIIKUJIOTUTA ab30 JABIamiIap TypuU3M BazuplapuHUHT “Typu3M HHAYCTPUSCHHU OapKapop Ba
SIIOBYAH KUIUO puBOoxkanTUpuIn” MaB3ycuaa XII durunumm XvBaga YTKa3UIIH.

Poccus @enepanumsacuauar MockBa maxpu BJIHX kyprasma wMaxkmyacuga sca
“ITyTemecTByil” Xankapo TYpUCTHK Gpopymu Joupacuaa TypusM coxacuaaru XaMKopiauk Oyiinya
Kyl KOMHUCCUSHUHT MKKHHYM MaXJTMCH Ba KEHTaMTUPWITaH Tap3Jard OUPHHYN HUFWIUIIN
TAIIKWI KUIUH/IN.

TypusMm coxacuHU pUBOKIIAHTUPHIL Oopacuaaru unuiap qaBomu cudaruna 2024 HuaiHUHT
12 sHBapp KyHH Y306eknctoH PecryGnmkacu IlpesumeHTHHHMHT — “Pecry6imukara XOpryiKHii
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TYpUCTIIAp OKUMHUHM KECKMH OLIMPHUII XaMJa WYKH TYpPU3MHM SHAJAA KaJauIalITUPUII Yopa-
TanOupiapu TyFpucuaa’Tu hapMOHU KaOyl KUITHHIH.

Hapnatumu3 paxOapu pauciauruaa 2024 unHUHrT 3 MIOHHIA TYpPU3MHHU sIHaja
PUBOXKJIAHTHPHII OYHNYa yCTYBOP Macaiaiap 03acuAaH YTKa3WIraH BUIC0CEIEKTOP Ba COXAAaru
TaOUpKOpIIap OWIIaH MYJIOKOT HUFMIUINMIA TAPMOK Ba XyIyaaap paxoapiapu xopuil dunma 11
MUJUIMOH XOPWXUHN cal€xHU 01M0 KEeJNMIIM Ba TYpU3M S3KCIOPTUHHU 2,5 MUJUIMApA jAojuiapra
€TKa3MII YIyH Machyll Ba KaBoOrap OYnmumm Oenruianiu.

Xymoca KuauG aiTramga, Y30EKMCTOH *aXOH Typu3M 0O030pHIa SHI k03u0aI0p
MamJlakaTiapiaH Oupura aiinaHuO Oopmokna. By Oup ’kuxarmaH TypusM TapaKKMETWra KaTTa
9bTUOOp KapaTWIA€TraHu HaTwkacu Oyica, MKKUHYMAAH FOPTUMU3ZHHUHI a3ajJaH Tapuxui
oOupanapra OOMIMIH, XaJKUMHM3HUHI OarpuKEHI Ba MEXMOHIYCTIUTH Tydaimuaup. Jemak,
Ma3Kyp COXa MMKOHMATIAPUJIAH sHAMA TYIHK (poiinananuica, STHru Y36eKHCTOHMHT HCTUKGOITH
yYUyH camapaiu TUprak Oyia onaau.

®OMJAJTAHUJITAH ATABUETIIAP PYHXATH

1. V36exucron Pecrybmukacu Ipesunentununr 2024 iinmauar 12 suBapaarn “PecriyGnmkara
XOPIKMM  TypUCTIIap OKMMHHM KECKMH OIIMPHUII XamJa UWYKH TYpU3MHH sHajaa
KaJaJUaIl THPHIN Yopa-Taaoupiapu tyrpucuna’ i papmonu (lex.uz);

2. V3b6exucron Pecriy6nukacu Ipesunentn Illapkar Mupsuéesnunr 2023 iinn 16 oxtabpraru
Camapkana maxpuna byrymkaxon typusm tamkuiotd (FOHBTO) bBomr accambnesicuHuHr
25-ceccusicuaaru HyTKH (president.uz);

3. A.DmrraeB. Typusm — HKTHCOHETHHUHT €TAKYM COXACH, HATI KaIap Kanmai? (Uza.uz).
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V3BEKUCTOHIA MYCYJIMOH XAJIKJIAP YUYH TYPU3M
DPAOJIUATUHHU PUBOXKIAHTUPULHIHUHI AXAMUATHU

M ykypos Xypuma Hlaxo0uaannoBu4
TomkeHT maxpugaru CUHranyp MEHEXMEHTHU PUBOKIAHTUPUIL UHCTUTYTH Wnmuit
TaIKUKOTIIAp OYIMMU MEHEKEPH.
https://doi.org/10.5281/zenodo. 15207024

Annomauun. Maxkonaoa myaniug momMoHuOaH MYCYIMOHIAP VYYH OVCHOHA MYPUIM
(MT) apamuw bapua ropmaap yyyH 0013apb macanaza alanaémeanu, MyCyiIMoH caéxamuuniap
VUYH dfcozubanu caéxam ea 0am Onuwl UMKOHUAMIAPUHU APAMULL 3apYPUsmu ouaémeanu, 6y
6opadazu mysappaxusmau maxcpubanapuu ypeanuw Y36exucmon yuyn xam otioanu sxkanaui
Macananapu myxokama KuiuHeaH.

Kanum cyznap: uxkmucoouém, uciom oagramaapu mypusmu, mypusm uH@pamyzuimacad,
acosubanu caéxam 6a O0am OIUWL UMKOHUAMAAPU, MEXMOHXOHA 64 Xal01 OBKAMIAHUUL
Xuzmamaiapu.

MabnymMky, Mamiakatumuszaa Ttampug OyropaauraH caéxariap COHM KEHraitMoK/aa.
Mycynmonmnap yayH aycrtoHa typusMm (MJT) sparum Gapua ropTiap ydyH A03ap0 macanara
alllaHANITH — MCJIOM JIMHUTA YbTUKOJA KWIyBUMJIAp COHM 2 MMWJUIMapAra skuHiamad. by aca
MYCYJAMOH caéxaTdyuiiap y4yH >k03ubanu caéxaT Ba JaM OJIMII UMKOHUSTIAPUHU SpaTuil OWiiaH
6ynamm. By 6opanars MyBabhakus Tz TaXpHGATapHH YpraHui Y36eKHCTOH yayH XaM (hoilaam.

V36eKrCTOH KyHHAarH )KUXATIapra Kypa MyCYIMOH TyHECHHH Y3Ura %anb KuIa OTau:

* lcinom MaaHUSITH YUOFH;

* MaIIXYp ajyioMaJiap BaTaHu;

* MUHT WHJIJTMK YTMUII OujaH OOFJIaHraH Tapuxuii MadTyHKOp OMHOMIapu 6op;

* 1a33aTJIM TaOMJIapH OWJIaH MaIixyp;

* nak nynuHuHr Mapkasua xoitamran [Ilapk raBxapu.

MamiakaTuMu3ra MyCyJIMOH cai€xjap OKMMHU WHIIIaH Huiara optud 6opMokaa. AMMO
caitéxyapna Y36eKHCTOH XaKuaa sHaJa AXIIMPOK TAaacCypoT KOJHMIIM YdyH IIApT-IIApOUTIAP
SHaJa SIXUTMIAHUIIN Kepak.

MycynMoHap y4yH IYCTOHA TYpU3M — TYypH3M CAHOAQTMHHMHI MXTHUCOCHAIITAH IIaKIu. Y
Hcnom tamoliminapura MyBOQHK paBUILAa MYCYAMOH caéxaTuuiapHU KaOyn KWIJIMIITa
Kaparuirad. bynna WyHanunuiap, Typap Koinap, KypcaTHIaJuraH Xu3Mariap Ba OObeKTIap
(Mackannap) MycynMoH Tampud OyropyBumiap ydyH Kynail, Mciaom auuHm Tanabiaapra mMoc
oymamu.

AmMo Oy Hadakat MyCyIMOHAAp y4yH — Oapya y4yyH MHKIIIO3MB Ba MEXMOHIYCT MYyXUT
spatuil Bazudacuaup.

MasbaymoT yuayH: MycynMoHiapHUHT 1106an caéxat unaekcu (GMTI) mabnymoTnapura
Kypa, TyHE OYitnab MycylnMoH caéxaTymiapHuHr ymymuit conn 2023 innaa 140 muinonra etuo,
MaHJEMUsIaH OJJIMHTU Jlapaxkara siIKMHiamrad. XucoO-kutobnapra kypa, Oy kypcarkud 2028
iunra Oopu6 230 MWJUIMOHTa €THIIM KYyTWIMOKHa, OyHra capduaHagurad maOmar sca 225
MUJITHApA AoJiap arpoduaa OYIuim MyMKUH.
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2022 ¥inn MyCYIMOH caléxaTdmiap y4yH SHI Kylall MamilakaTtiaap pedTHHruia Kydju
iurupmatanukaa Manaiizus erakun, Typkus, Caynusi Apabuctonu Ba WHpoHe3us 2-YpuHHH
srajaraH, Y30eKHCTOH peifTHHIIA Ce3MIapiy SXIIMIAHUG, 7 IOFOHA IOKOpUIald, 9-ypuHHH
Arajularas.

Manaiizusi MycylIMOHJIap Y4yH OYCTOHA TYpU3MHU OmijiaH Mamxyp. Mamuakar “xamon”
cepruuKaTUTra 3ra Myaccacamapra, Kymiabd macxkuiapra, 6ot Mciom mepocura sra. Kyamna-
Jlymnyp Xajnkapo a’pomopTH HaMO03 VYKHII >KOWJIapd Ba Taxopar OJIMII Y4YyH IIMHAM
WMKOHHSTIapra sra, Oy kKaOu mapr-mrapowTtiap Oapya HHPUK CaBIO MapKasliapH, amKyMaH
capomnapu, JUKKaTra cazoBop Koiiapaa MaBxKy/l.

Manaizusina 03MK-OBKAT, MaxCyJOTJIap Ba XW3MaTiap YYyH SXIIM TAlIKWAJ JTHITaH
“xanon” ceprudukaty TU3UMHU MaBxKyd. Manaiizus Mcinom tapakkuéru aenapramentu (JAKIM)
cepTudUKaTIAMITAPUII KapaEHUHU Hazopar Kuiaau. Mciom typusm mapkazu (ITC) Manaitzusna
UCJIOM TYPU3MHHHM Tapru0 KWINII Ba MYCYJIMOH ca€xaTdyujap Y4yH MabJIyMOT Ba XHU3MaTiIap
KYpCaTULIHU PUBOKIAHTUPHIL OUJIaH IIyFy1aHaau. Manai3us Xanon MaxcyaoT Ba Xu3Matiiapra
uynantupuiaran  “Xamon Ilapk” tamab0ycuam amanra omwupau. by mapkmap “xamonr”
cepruduKaTura sra umad YMKapuil KyBBaTJapUHU, TAAKUKOT MapKa3JapHUHH Ba JOTUCTHKAHU
OMpIaIITHPAIH.

Cepkuppa uciaoM Tapuxura sra Typkus MyCyIMOHJIap y4yH AYCTOHA MaH3WI cudaTtuaa
TaHWJITaH: MaC)KH/I-y HaMO3X0OHaJIap, XaJloJl TAOMXOHaIap Ba KYmiad TUKKaTra ca3oBop *oiinapu
6op. McranOyn asponiopruia caéxaTdymiap yuyH Maxcyc HaM03 XOHalap TAUIKWI STUIITaH, HHPUK
0030pnap, KYHruiaouap MackaHaapuaa XaM HaMO3roxJiap, TaXOparxoHaJapHHU TOMHII MYMKHH.

Typxus xykymarn Hcmom TypusmuHU ¢aosl paBHInga TapFud Kwinil Ba Tampud
OyIOpyBYM MYCYJIMOHJIApTa JIyCTOHAa MyHOCAOaTHH sXmuiam Oyinda tamadOyciapHu amanra
omnpu6d kesMokaa. byHra xanomn Typu3MHU TapFuO KWIKII Ba MYCYIMOH caéXaTUMJIapHU Kylai
KoMnamtupuil  Basudanapu kupaaud. Typkuszga MaxcyloT Ba XM3MATIAPHUHT  XaJloj
CTaHJapTiaapura MyBO(QUKJIMIMHU cepTUUKamiaml ydyH Typk cTaHAapTIapy HHCTUTYTH Ba
XaJ1oJ1 akKpeUTalys areHTIUrd Kabu TallKWiIoTaap Gaoiusar IOpUTAIH.

BAA, xycycan, [{y0aii Ba AGy-/labu MyCyIMOHIIap Y49yH Iy CTOHA TYPU3MHH KYJIaid KAJTUIIT
HamyHacuaup. FOkopu napaxara MyBo(uUK Typap koilyiap, yMyMHil OBKaTJIaHHUIL, OWIABUN J1aM
OJIMIL, TUKKATra Ca30BOP JKOMIapja MYCYJIMOH ca&xaTumiap y4yH KEHI' KaMpOBJIM XHU3Matrjiap
spatwirat. XXKymianaH, HOTUPOHJIAp YYyH Ky/aid OYiaran Taxopar >koiJIapuHU yupaTacus.

JlyGaii xankapo a’pomopTuja MYCYIMOH caéxaTuuiiap y4dyH maxcyc xoi — “Halal
Traveler's Lounge” axxparunras.

JIYHEHUHT SHI WHUpPUK MYyCYIMOH JaBinatu MHIOHe3Ms MyCyAMOHJIAap Y4YyH AYCTOHa
TYPU3MHMHT XWIMA-XWUJ TYpJIapyUHU TakIuG KWIaIu: MamilakaT XajaoJl TaoMJIapiad TOpTUO, COKUH
MCIIOMMH J]aM OJIMII MacKaHJIapuraya OyiaraH Kynai mapr-mapouTiap TU3UMUHY sIpaTraH.

by epra tampud OyropyBumiap ydyyH XaJlojl pecTOpaHiap, Hamo3roxjap Ba MaJaHUN
MachyIUAT OUPUHYH YpHUHTa KYHWITaH KYy1ab MacKaHiap MyHTa3up.

WNupnonesus y3uHUHT “Axoiin6 MH1oHE3Ms” KaMIaHUsACH OPKAJIK Xajlod TYpU3MHHU (aoi
Taprub KWinb KeaMoKIa. MamiiakaT MEeXMOHXOHaJlap, pecTOpaHjap Ba TypH3M OuJIaH OOFJIUK
XU3MaTIapHU XAJI0J CepTU(HKATIAIITA CAPMOS] KUPUTTaH.

SnoHuss MycyaMOH ca€XaTuyWiIapHU >KOMWIAITHPHUIJAA, ylapra Xu3MaT KypcaTuilja
ce3WIapiy TyKiapra s3punsinTi. Hapura xankapo asponoprtu Ba Tokrogaru caBo MaxMmyajiapu
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HaMO3roxJjiap OWjaH TabMUHJIAHTAaH, MEXMOHXOHAJIApa 3ca UCTAarMHIHU3ra Kypa Xajoj TaoMiap
TaKIU( KUIUHAIH.

Kuoto Ba Tokno maxapnapunaru 6ab3u pecTopaH Ba MEXMOHXOHalapAa MOOAAT KHJIHUIL
Xoimapu 60p, “Xanon” cepTuuKaTuH Gaxp OMITaH HAMONHII ATUIIIA]TH.

XKanyouit Kopest — xymmyomana MEXMOHIYCTIHK

XKanyomii Kopes xam MyCyaMOH cai€xjgapHu KyTuO oJnumIga aH4a (aouiamras.
MamnakaTHUHT caléxJIMK TamadOyciapu Joupacuia Xu3MaT KypcaTyBud IpoBaijepiap y4yH
MYCYJIMOH TYPUCTJIAPHUHT Tajiabjlapy Ba 0JlaTjIapy YpraTuiaJurad TpeHUHIIap YTuiaaau.

Kanyouit Kopesmaru dupux aspornopriap, CaBlIo MapKaszjlapy Ba MaIIXyp Ca€xjiuk
YKOWJIapU MYCYJIMOH CaéXaTYWIAPHUHT HAMO3JIAPUHHU YKUILIUIAPH YYyYH MaXCyCc HaMO3 KOMIap UHH
takauM ostagu. Ceyn Ba Ilycan kaOu maxapiapaa Typiid OUIXOHajap, JKymulaJaH, Xajlojl
Tanabnapura xaBo0 Oepauran KOpec TaoMIapuHH TakIu@ KUIyBIH “Xanon” cepThudukaTura
ara pecTopaHiiap COHU OpTHO OOpMOKIa.

XKanyouit Kopes y3uHM MycynMOH caill€éxjap ydyH siHajga >K03U0aJ0p KUIUII YIyH
“Mycynmonnapra ayct Kopes™” mactypunu wmra tymupad. by Tamab0yc xamosn oObekrTiap,
AKyMmilaJlaH, MEXMOHXOHAIap, pecTopaHyiap Ba TypolepaTopiapHU CepTH(HKATIAIIHN Y3 HUnra
OJIau.

V36exncton mpesunentn Illapkar Mupsuée ByTyHXaxoH TypusM TamIKWIoTH borr
AccaMOnessCHHUHT 25-cecCHusiCHIard HyTKUa TyprU3M CoXacura KUpUTUIaETran xap oup gosiap
kenrycuna 3-4 GapoOap mapomaj KEITHPUIITHUHH, SApaTUIaETrad Xap OUp sIHTU Il YpHH OOIIIKa
TapMOKJIap/ia SIHA UKKATA UL YPHU XOCWJI KWIAIIWHU alTIH.

[y 6wman Oupra, UMKOHUSATH YEKJIAHTaH cal€xjap Y4YyH KyJail MIapoOHWTIapHH sSHaAA
SIXIITWJIAI, WHKIIO3UB TYpU3M WH(paTy3WJIMacHHU PUBOMIIAHTUPHUIN Makcamuaa 2025 WwiHH
“ByTyH)KaXxOH MHKJIIO3UB TYpU3M WU~ 11e0 IBJIOH KHJIUII Ba MaxCyc JeKapaius KaOya KHJIHII
TamadO0yCHU WITapH CYpIH.

“NHKITI03UB TypHu3M™~ MYCYIMOHJIAp Y4yH myctoHa TypusMm (MT) TymyHuacuuu xam y3
noupacura onanu. Iy Goucman, Y30eKHCTOHAA MYCYIMOHIAP Y4yH AYCTOHA TYPU3MHH SHAIA
PUBOXJIAHTUPUIIAA KyHHUAard HYHAIUIIIIAPHA TAKOMUJUIAIITAPHIL JIO3UM:

“Xanon” ceprudukary Ba CTaHIapTIap — MEXMOHXOHAJIAp, PECTOPAHIIAP Ba XH3MaTJiap
yuyH “xayon” cepTU()UKATUHUHT aHUK CTaHAapTIapuHU Oelruiall XxaMmJa Xaikapo TaxpuoOa Ba
TanabiaapHu YpraHuiil.

Pakamnu nnatdopmanap Ba mioBanap — Xajaoj XU3MaTiap, MacKuIjiap Ba MyCyIMOHIIap
yu4yH Kyaail Oynran Oolika KylalIuKiIap XakuJa pean BaKTJa MabIyMOT OepyBUM paKamiid
matgopMaiap Ba MOOWJ HIIOBAJApPHH MIIIJIA0 YMKHII Ba TAPFUO KHIIHIIL.

Xanon Xxu3MaTiIapuHi JUBepcru(UKaLKA KHIIUII — XaJI0J XU3MaTiap TyplIapyuHH OIIHPUIII,
AKyMJIaJiaH, JaM OJIMIL, KYHTUJIo4Yap, OMJIaBHI OBKATJIAHUILI MAaCKaHJIApuJa Ba Typap >Koiiapaa
MYCYJIIMOH Ca€XaTYMJIAPHUHT TYPJIU SXTUEKIAPUHU KOHIUPUII UMKOHUATIAPUHU SPATHILL.

Kymnait ubonar xoitapu — asponopriiap, CaBlo MapKazjiapy Ba CaléxJIMkK xoimapuna
nbojar KoWIapuHU Ba KymalnukimapHu sparuml. Kenrycupma skamoar (Xajlk) y4yH Xu3Mar
KUJIQAUTaH oO0beKmIap Kypuiuimuaa (Moduxanamiga) ymoy MIapTIapHH XucoOra OJMIl Ba
pexanamTupuUIL.

JlaBnaT-xXycycuil IMIEpUKINK — MyCYAMOHJIAp Y4yH AYCTOHA TypU3M WH(paTy3WIMAaCUHU
PUBOXKJIAHTUPHII YYYH JaBiaT Ba XyCYCHH CEKTOp YpTacuaa XaMKOpJIMKHU Wynra Kyiuml. Yoy
XaMKOPIUK MOJIMSTIAIITHPHIL UMKOHUSATIAPUHY OIIUPAANA Ba OapKapop YCHIIHU TabMHUHIIANIN.
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Ceprudukariam ydyH AaBiaT TPAHTIAPU — “Xajaod”’ CEPTUPUKATHHH OJIMOKYH OyiraH
KOpxoHaJlapra (TallKWIOoTiapra) MOJMsBUM €paaM €KM TpaHTiIap TakauM JTUIl. By Kympok
MyaccacajlapHu cepTUHUKaTIaNl )kapaCHUIaH YTUIITa yHIaW 11, Oy 3ca MyCYIMOHJIAp YUyH Kynan
TYpU3M SKOTU3UMUHU SXIIUIAN]IH.

Hcnomuii Monus Xu3Mamiapy — MYCYIMOHJAp YYyH JYCTOHAa Typu3M OwiaH
UIYFYJIJIAaHYBYM KOPXOHAJIAp SXTUENKIAPUHU KYJU1a0-KyBBATJIOBUM MOJMSIBUN MaxcCyaoTiIapHU
TakIU( KUIUII YI9yH HCIOM OaHKJIApH, HCIOMHUI OaHK Iapyaiapy, UCIOMHNA CyFypTa (Takadymn)
XU3MaTiapyu OO30pHMHHM PHUBOXKJIAHTUPUIL by mrapmatra MyBO(QHK MOJUSUIAIITHPHII Ba
MHBECTULIMA UMKOHUATIAPUHY 3 NUUTA OJIAJIH.

Konynumink — M/IT puBOKMHM TabMUHJIAII MaKCaauaa, TETUIIIM KOHYH XYyXKKaTjaapura
Y3rapTUpHIlL Ba KyIIMMYanap KUPUTHIL, Oy Y4yH MabCyil Ba3UPIIUK Ba UIOPAJTApHA OUPUKTUPUILL
XamJa KOHYHHH (daomusaT onaud Oopa€tran TamOupkopiap (aonusTura apaiariMaciuK
HIapTJIapuHU KOHYH OPKaJIM sIHaJla MyCTaXKamJIanl.

Xymoca YpHMIA IIYHH ANWTHII MYMKMHKH, Y30EKHCTOH TypHU3M CAHOATH KaTTa
MOTEeHIMaNra sra. MycynMoHiIap y4yH OYCTOHA Typu3M HYHAIMIIMAAQ aMalra OIIUpUIaguraH
UCIOXOTIIAap XaM MaxaUluid TypuCTJIap, XaM XOpWXJIMK TypucTiap (3u€parduiap) Y4yH
MaH(paatnu Oynaau. PuBoxianuin Ba pakoOar naBpuaa saéTraHUMHU3 OOMC, SpKUH Ba Kyjaii
iapTiiap acocujia puBOXKIAHUIIUMU3 MYXUM axaMUsT KacO dTau.

OOMNJTAJIAHUJITAH AJABUETJIAP PYUXATH

1. Vs6exucron PecryGmukacu Ipesunentuaunr 2024 fiunaunr 12 supapaaru “Pecry6nukara
XOPIKMM  TypUCTIap OKMMHMHM KECKMH OIIMPHUII XamJa UWYKH TYpU3MHH sHaja
KaJaIIaI THPHUII Yopa-Taaoupiapu Tyrpucuaa’ra hapmonwn (lex.uz);

2. V36ekucron Pecriy6nukacu [pesunentu [llaBkat Mup3uéeBuunr 2023 jimn 16 oxtsabpaaru
Camapkana maxpuna byrymxkaxon typusm tamkuiotd (FOHBTO) bomr accamOnesicuHuHT
25-ceccusicuaaru HyTKH (president.uz);

3. W.TypcyHoB. MycyIMOHIAp Y4yH AYCTOHA TYPH3M: €TAKYH MAMJIAKATIAp Ba Y30EKHCTOH
yuyH umkonustiaap (islom.uz).
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WAYS TO IMPROVE MARKETING ACTIVITIES AT
UZMETKOMBINAT JSC

Musayeva Shoira Azimovnal, Usmonova Dilfuza llkhomovna?
Professor of Samarkand Institute of Economic and Service!, Associate professor of Samarkand
Institute of Economic and Service?
https://doi.org/10.5281/zenodo. 15041151

Abstract. In this article, marketing activities in the company are mainly focused on
developing interaction with customers, establishing relationships with the brand, selling products
and services, improving relations with customers and creating a safe and simple communication
environment with communication intentions mastered by the company, social media and digital
marketing.

Keywords: enterprise, customer, ferrous metallurgy, communication, industry, competition,
technology.

Annotatsiya. Mazkur magolada korxonada marketing faoliyati asosan mijozlar bilan
o ‘zaro munosabatni rivojlantirish, brend bilan munosabatlarni o ‘rnatish, mahsulotlar va
xizmatlar sotish, mijozlar bilan alogalarni yaxshilash va kompaniya tomonidan o ‘zlashtirilgan
kommunikatsiya niyatlari bilan xavfsizlik va sodda kommunikatsiya muhitini yaratish, ijtimoiy
media va ragamli marketing ko ‘rib chigilgan.

Kalitli so‘zlar: korxona, mijoz, qora metallurgiya, kommunikatsiya, industriya, raqobat,
texnologiya.

Annomayun. B dannoii cmamve paccmampviéaemcs MapKemun208as 0esimeibHOCHb 8
KOMNAHUU 8 OCHOBHOM HANPABIEHA HA PA38UMUe 83AUMOOCUCMEUS C KIUeHMAaMU, YCHAHOBLEHUe
OMHOULEHULL ¢ OPEHOOM, NPOOANCY NPOOYKMOS U YCye, VIYYUEeHUe OMHOUEHUL ¢ KIUSHMAMU U
co30aHue 6e30nacHoll U Npocmoll cpeobl O00UjeHUs. ¢ KOMMYHUKAYUOHHbIMU HAMEPEeHUSMU,
OCBOCHHbLIMU KOMIAHUEU, COYUATbHBIMU CeMAMU U YUPDPOBLIM MAPKEMUHSOM.

Knrwuesvie cnosa: npeonpusimue, 3aKa34ux, UePHAs MeMALLypeus, KOMMYHUKAYUSL,
NPOMBIULEHHOCb, KOHKYDEHYUSL, MEXHOI02USL.

Introduction. The development of ferrous metallurgy in the Republic of Uzbekistan is the
most important priority state task of the modern stage of economic development. Continuous
reconstruction, technical re-equipment and modernization of production allows us to produce high-
quality competitive products, which supply products to industrial enterprises and the construction
industry of the republic, as well as export.

In accordance with the Resolution of the President of the Republic of Uzbekistan No. PQ-
4937 dated December 28, 2020 “On the Program for the Development of the Joint-Stock Company
“Uzmetkombinat™”, a large investment project “Construction of a Casting and Rolling Complex”
is being implemented by the Joint-Stock Company “Uzmetkombinat”. The project implementation
period is 2020-2024. The “Construction of a Casting and Rolling Complex” project is the largest
investment project. Based on this project, the plant will produce 1.04 million tons of import-
substituting, export-oriented, hot-rolled steel sheet coils. As a result of the implementation of this
project, the plant's production capacity will almost double. The world leader in the supply of
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metallurgical equipment, Daniele (Italy), and the contractor Ronesanc Austria (Turkey), which has
extensive international experience in the construction of industrial facilities, are cooperating in the
implementation of this investment project. Currently, the construction of the Foundry and Rolling
Mill is in full swing.

Analysis of literature on the topic.An analysis of the existing literature on marketing
shows the need to improve modern marketing principles, brand promotion methods, and a flexible
approach to consumer requirements. In his textbook on marketing strategies, the expert
RGlIbragimov states the following: “Marketing strategy is understood as the use of a model of the
principles of an enterprise’s behavior in the market, established for a certain period of time. With
its help, the enterprise seeks to ensure its success.”Many economists have been involved in the
development and implementation of marketing strategies. Among them are such famous scientists
as F. Kotler, David Aeker, Clayton Christensen, Seth Godin, Kevin Keller, Byron Sharp, and Jay
Bayer.

While the research conducted in the field of marketing in our country for many years is
based on national characteristics, it is also necessary to recognize the scientists who have made a
significant contribution to the development of marketing theory. These include R.Ibragimov,
YO.Abdullaev, A.Saliev, M.Sharitkhodjaev, D.Rakhimova, Sh.Ergashkhodjaeva, Sh.Musayeva
and others..

Research methodology. The study used a systematic approach, marketing analysis,
benchmarking, and digital metrics. Mass surveillance methods were used to collect and analyze
data from social media platforms.

Analysis and results.Modern marketing involves new approaches to providing a better
experience to customers through new strategies and approaches using different channels and
technologies. It is different from traditional marketing, which is used to attract a large number of
users, provide them with a specifically targeted and enjoyable experience, and build good
relationships with customers.

Modern marketing offers companies a great opportunity to strengthen their relationships
with customers, attract them, and offer them convenience. This helps to innovate the market
through new approaches and strategies and develop successful marketing strategies for companies.

Increasing the success of the company: IMC plays an important role in increasing the
success of the company, as it helps to advertise the company on its various scales by combining
various communication tools and allows you to establish effective relationships with customers by
properly targeting all communication tools.

IMC plays a major role in building brand awareness and building effective customer
relationships by strategically working on a unified and consistent set of communications tools for
a company or product. It is essential in creating an integrated and cohesive marketing plan and
developing successful marketing strategies for a company.

Social media and digital marketing are tools that are of great importance to companies
today. They help companies develop customer interactions, build brand relationships, sell products
and services, improve customer relationships, and create a safe and simple communication
environment with the communication intentions adopted by the company. The role of social media
and digital marketing is significant in the following areas:
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Building customer relationships: Social media and digital marketing play a huge role in
building customer relationships for companies. They provide users with the opportunity to connect
in real and personal spaces and help build a good relationship with them.

Brand Awareness: Social media and digital marketing play a major role in building brand
identity and increasing brand awareness. They help to strengthen the connection between
customers and the brand by changing the brand image, conveying the brand's history, and
demonstrating brand values.

Selling products and services: Social media and digital marketing are important tools for
companies to sell products and services, helping them connect with customers by showing users
about the company's products and services, offering discounts, and rebates.

Improve customer relationships: Social media and digital marketing play a big role in
building better customer relationships for companies. They help build trust in the company by
establishing initial connections with customers, welcoming them, and accepting their feedback.

In general, to build and strengthen customer relationships in marketing, a company must
understand its customers well, provide superior service, use digital tools, and implement customer
loyalty programs. Through this process, the company will increase customer loyalty and succeed
in the market.

Today, the plant includes the following workshops:

1.Electric steel melting shop;

2. Roll forming shop;

3.Zoldir rolling shop;

4. Non-ferrous metals production workshop;

5.Heat-resistant materials production workshop;

6. Consumer goods production workshop;

7. Workshops for the preparation and processing of ferrous metal scrap and waste
throughout the republic;

8. Branches of the "Secondary Nonferrous Metals™ Department of "Uzmetkombinat™ JSC;

9. Ferroalloy production workshop.

Table 1.
Actual production volume (tons) for the following years
Shop name 2016 2017 2018 2019 2022 2023
ESPC (steel) 654.7 660.7 911.2 950.1 950.0 1000.5
SPTs-1 185.0 195.1 235.2 188.1 183.4 180.7
(pomolnye
shary)
CIIII-1 (variety) 6.0 6.7 6.2 14.0 7.6 9.0
SPC-2 (variety) | 522.7 520.8 809.3 855.0 899.0 740.6
StPC (wire) 10.3 10.8 10.0 10.6 10.1 23.0
PTsM (non- 0.8 0.8 1.0 1.3 1.5 2.0
ferrous metals)
PTIM (basalt) 8.7 8.5 7.4 12.2 11.2 6.5
TsPF - - 3.9 17.2 25.1 28.1
(Ferrosplavy)
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PTNP 2.2 2.4 2.7 1.7 2.8 8.5
(emelirovannaya
posuda)

From the table above, we can understand that the products and their quantities produced in
all workshops between 2016 and 2023. The demand for enamelware alone has increased by 200%
year on year, and the volume of production has grown by 200%. If in 2016 the production volume
was 2.2 thousand tons, then by 2023 this figure will be 8.5 thousand tons.

The composition of the goods produced by Uzmetkombinat JSC:

Armature
Circle
Rectangle

My tongue
Corner

Shweller

Hexagonal
o Steel rods

O O O O O O O

Figure 2. Ferrous metal rolling
Thermal insulation materials.

Tank (16.0; 32.0
)

Can (2.0; 3.0;
0.61)

Saucepan (1.5;
4.51)



https://www.uzbeksteel.uz/customers/productionuz/armatura
https://www.uzbeksteel.uz/customers/productionuz/krug
https://www.uzbeksteel.uz/customers/productionuz/kvadrat
https://www.uzbeksteel.uz/customers/productionuz/polosa
https://www.uzbeksteel.uz/customers/productionuz/ugolok
https://www.uzbeksteel.uz/customers/productionuz/shveller
https://www.uzbeksteel.uz/customers/productionuz/shestigrannik
https://www.uzbeksteel.uz/customers/productionuz/shari-stalynie
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Bucket (12.0 1)

Casserole with
stainless rim
(1.5; 3.50)

Cylindrical pan
(1.5;2.5;3.0;
3.5;5.5;7.0;

12.01)

Spherical
saucepan (2.5 1)

We can clearly see that the 4Ps, which are elements of the Marketing mix, are working at
the combine. According to them, the marketing concept of improving the product is followed first.
That is, special importance is given to improving the consumer properties of the product. The main
focus is onhighest qualityThe main focus is on the product, and therefore marketingactions affect
the quality of the goods, or rather, its modernization. This corresponds to the product in the 4P
elements.

If sufficient, even aggressive, efforts are not made in the field of product promotion, sales
and sales promotion, consumers will not buy the company's goods in the required quantities. Many
companies resort to this concept when they encounter difficulties in sales and signs of
overproduction begin to appear. The goal of such companies and firms is not to produce goods that
the market demands, but to sell the goods they have produced. Accordingly, the plant enters the
world market by exporting its products not only to the Uzbek market, but also to other developed
countries. For example, these include the countries of Central Asia, Turkey, Azerbaijan, the Baltic
states and a number of other European countries. As a result, the sales channels of the goods
expand. However, according to the terms of almost all contracts, the plant undertakes to deliver
them either to its borders or to the borders of the city of Bekabad.



https://fayllar.org/1-mustaqil-ish-mavzu-tovar-mahsulot-xizmatlarga-bolgan-talab-f-v5.html
https://fayllar.org/-1-tovar-va-uning-mohiyati-ozbekistonning-tovar-xom-ashyo-birj.html
https://fayllar.org/-1-tovar-va-uning-mohiyati-ozbekistonning-tovar-xom-ashyo-birj.html
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In a row, the combine www.uzbeksteeluz official website, social
media"Facebook","Instagram"," Twitter","Telegram"," YouTube"It also maintains its pages based
on the high standards and basic principles of professional journalism: objectivity, reliability, and
neutrality!

In conclusion, the role of direct and event marketing at the plant is also invaluable.
Uzmetkombinat actively participated in the recent exhibition in the field of "Black Metallurgy"
held in Syrdarya with the People’s Republic of China. These appearances at exhibitions and
festivals present their products to almost the entire population through sponsorship programs. All
of these represent the plant's communication channels. It produces a catalog representing the
product range, improves it, and thus carries out advertising activities.
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INNOVATSION IQTISODIYOT SHAROITIDA XIZMAT
KO‘RSATISH TARMOQLARIDA BOSHQARUYV SALOHIYATINI
OSHIRISHNI ILG‘OR XORIJIY TAJRIBALARI

Qalmuratov Baxtiyar Seytmuratovich!, Allamuratova Gulchexra Maxsetbayevna®
I.£d., professor Berdaq nomidagi QQDU “Iqtisodiyot” kafedrasi mudiri!
“Menejment” mutaxassiligi 2 bosqich tayanch doktoranti
https://doi.org/10.5281/zenodo. 15223645

Annotatsiya. Dunyo miqyosida iqtisodiy rivojlanishning eng muhim qonuniyatlaridan biri,
iqtisodiy o ‘sishning o‘zaro bog‘ligligi va milliy igtisodiyotda xizmatlarning tobora ortib
borayotgan roli hisoblanadi. Ushbu maqolada bugungi kunda mamlakatimizda xizmat ko ‘rsatish
sohasining o ‘ziga xos xususiyatlari va iqtisodiyotdagi o ‘rnini tahlili, xizmat ko ‘rsatish
tarmoqlarida boshgaruv salohiyatini oshirishni ilg‘or xorijiy tajribalari o ‘rganilib, ushbu
tajribalarni mamlakatimizni xizmat ko ‘rsatish tarmoqlarini salohiyatini samarali boshqarishda
qo ‘llanish bo ‘yicha taklif va tavsiyalar berilgan.

Kalit so‘zlar: xizmat, xizmat ko ‘rsatish, xizmat ko ‘rsatish tarmoglari, boshgarish,
salohiyat.

Annomavyuna. OOHUM U3 8AXHCHEUUUX 3AKOHO8 IKOHOMUYECKO20 PA3BUMUS 80 8CeM MUpe
ABNAEMCS  83AUMO3ABUCUMOCTL  IKOHOMUYECKO20 pOoCcma U 6eo3pacmaioujeli poau yciye 8
HAYUOHAIbHOL IKOHOMUKe. B cmambe ananuzuposano cneyuguueckue ocobeHnocmu cghepul yciuye
8 Hauwieli cmpaHe HA Ce20OHAWHUU OeHb U ee Mecmo 6 IKOHOMUKe, U3VUAemcs Nepedosoli
3apyOedcHblll OnbIM NOGbIULIEHUS YNPABIIEHYECKO20 NOmeHyuania 8 cgepe yciye, a makice 0aHo
NpeonodceHUs. U PEeKOMEeHOAyUuu No NPUMEHEHU0 3apybedicho2o onvlma Osl 3¢hhekmusrHoco
YNpagieHus NOMeHYuaiom cepul yciye Hauieti CmpaHbl.

Kntouesvle cnoea: ycnyea, npedocmasieHue yclye, CepeUCHble cemu, YNnpasieHue,
nomeyuai.

Abstract. One of the most important laws of economic development throughout the world
is the interdependence of economic growth and the increasing role of services in the national
economy. The article analyzes the specific features of the service sector in our country today and
its place in the economy, studies advanced foreign experience in increasing management potential
in the service sector, and provides proposals and recommendations for the application of foreign
experience for the effective management of the potential of the service sector in our country.

Keywords: service, service provision, service networks, management, potential.

KIRISH

Igtisodiy munosabatlarning globallashuvi sharoitida jahon amaliyotida xizmatlar sohasini
innovatsion rivojlantirish barqaror iqtisodiy o‘sishni ta’minlashda dolzarb ilmiy-amaliy ahamiyat
kasb etadi. Xizmatlar sohasini rivojlantirishning jahon amaliyoti tahlili ko‘rsatishicha, ushbu
sohani rivojlantirishni davlat tomonidan qo‘llab-quvvatlash orqali mamlakatlar iqtisodiyotining
tashqi iqtisodiy xavf-xatarlardan himoyalash imkoniyati ortib, jadal sur’atlarda iqtisodiy o‘sishni
ta’minlash uchun zarur shart-sharoitlarni yaratishga xizmat qiladi.

MAVZUGA OID ADABIYOTLAR TAHLILI
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Mamlakatlar milliy iqtisodiyotida xizmatlar sohasining tutgan o‘rnini baholash, uni tashkil
etish, jumladan aholiga xizmatlar ko‘rsatish sifatini oshirish, xizmatlar sohasini rivojlanishiga
ta’sir ko ‘rsatuvchi omillar va ularning ta’sir doiralarini baholash, ushbu sohani texnologik jihatdan
takomillashtirishga qaratilgan ilmiy tadqiqotlar , Keyns J.M., Marshall A., Fisher M., Xaksever
K.X., Render B.R., Rassel R.S., Merdik R.G., Shumpeter Y.A. va boshqalar tomonidan tadqiq
qilingan® kabi uzoq xorijlik olimlar tomonidan o‘rganilgan.

O‘zbekistonlik iqtisodchi olimlardan, Pardayev M.Q., Po‘latov M.E., Muxammedov
M.M., Zaynalov D.R., Mirzayev Q.J., Tuxliyev L.S., Arabov N.U., Safarov B.Sh., Utemuratova
G., Jumanazarov O., Ismaylov B? kabilarning va boshqalarning ilmiy ishlari bag*ishlangan. Ammo
yuqorida keltirilgan olimlarning asarlarida xizmat ko‘rsatish korxonalari faoliyatini samarali
rivojlantirishning ijtimoiy-iqtisodiy mexanizmining ayrim jihatlari o‘rganilgan. Shuningdek,
xizmat ko‘rsatish jaraénlarida ijtimoiy-iqtisodiy samaradorlikni oshirish masalalari kompleks
tadqiqot sifatida qisman o‘z aksini topgan. Iqtisodiy adabiyotlarda ushbu masala yuzasidan olib
borilgan tadqiqotlar tahlili xizmatlar ko‘rsatish sohasini innovatsion rivojlanish yo‘liga o‘tkazish,
jumladan, xizmatlar ko‘rsatish jarayonlarini tashkil etishda zamonaviy texnika va
texnologiyalardan foydalanishni rag‘batlantirish, mamlakatda innovatsion xizmatlar ko‘rsatish
infratuzilmasini shakllantirish orqali ko‘rsatilayotgan xizmatlarning global raqobatbardoshligi
ko‘rsatkichini yaxshilash kabi ustuvor magsadlarga erishishga e’tibor bergan. Biz o‘z
tadqiqotimizda innovatsion iqtisodiyot sharoitida xizmat ko‘rsatish tarmoqlarida boshqaruv
salohiyatini oshirishni ilg‘or xorijiy tajribalarini o‘rganishga harakat qildik va ushbu tajribalarni
mamlakatimiz xizmat ko ‘rsatish sohasida qo‘llanish mumkin bo‘lgan taklif va tavsiyalarni berdik.

TADQIQOTLAR METODOLOGIYASI

Magolani yozish jarayonida tizimli tahlil, guruhlash, induksiya va deduksiya, statistik va
solishtirma tahlil, abstrakt-mantiqiy yondashuv kabi metodlardan foydalanildi.

TAHLIL VA NATIJALAR

Jahon savdo tashkiloti ma’lumotlariga ko‘ra, AQSH iqtisodiyotida ko‘rsatilayotgan
xizmatlarning aholi jon boshiga to‘g‘ri keluvchi hajmi 2023-yilda 47745,7 doll.ni tashkil etgan.
AQSH xizmatlar ko‘rsatish sohasida aholiga moliyaviy xizmatlar ko‘rsatish boshqa sohalarga
nisbatan keng tarqalgan bo‘lib, jami ko‘rsatilgan xizmatlar hajmining 40,4 foizi aynan ushbu
sohaga to‘g‘ri keladi. Tahlillarga ko‘ra, taraqqiy etgan mamlakatlar amaliyotida aholiga moliyaviy

1 Keyns Dj.M. Obmaya teoriya zanyatosti, protsenta i deneg / Per. sangl. prof. N.N.Lyubimova, pod. red. d.e.n., prof.
L.P.Kurakova. — M.: MIEMP, 2010; Marshall A. Prinsipsr ekonomicheskoy nauki / A.Marshall: V 3 t. - M.: Progress-
T.Z.1984.-119s.; Regional labo rmarkets. Analitical contributions and cross-national comparisons. Ed. by. M.Fischer
and P.Nijkamp. - Elsevier Science Publishing Co, 1987. -500 p.; Upravleniye i organizatsiya v sfere uslug: teoriya i
praktika: Service Management and Operation — 2-ye mejdunarod. izd. (per. s angl pod nauch. red. V.V.Kulibanovoy)
/ K. X.Xaksever, B.R.Render, R.S.Rassel, R.G.Merdik. — SPb i dr.:PITER, PITER bux, 2002. — 751 s.; Shumpeter Y.
Teoriya ekonomicheskogo razvitiya. Kapitalizm, sotsializm i demokratiya [Tekst] / Y. Shumpeter: per. s angl. predisl.
V.S. Avtonomova. — M.: EKSMO, 2007. — 864 s

2, — Pardayev M.Q., Isroilov J.I., G‘apparov A.Q. Xizmat ko‘rsatish sohasida iqgtisodiy tahlilni takomillashtirish
muammolari. Risola. Samarqand. “Zarafshon”, 2009. - 66 b.- 4,1 b.t.; Po‘latov M.E., Mirzayev Q.J., Sultonov Sh.A.,
Shavqiyev E. Global igtisodiy rivojlanish (turizm igtisodiéti).O‘quv qo‘llanma.T.: Fan va texnologiya, 2018. — 296
b.; Muxammedov M.M. i dr. Ekonomika torgovli. Samargand.1998.5.282; Zaynalov D.R. Uslugi i servis kak
ekonomicheskaya kategoriya. // “Servis” jurnali. Samarkand: 2009, 1-son. 70-77 betlar. — 0,6 b.t.; Tuxliyev I.S.,
Hayitboyev R., Safarov B.Sh., Tursunova G.R. Turizm asoslari. Darslik. — T.: Fan va texnologiya, 2014. — 332 b.;
Arabov N.U., Artikov Z.S. Servis korxonalarida xizmat ko‘rsatish sifatini oshirish. Inson kapitali va ijtimoiy
rivojlanish jurnali//Samarqand, SamDU, Ne 1, 2021, 153-164 b.; Utemuratova G.X. Xizmat ko‘rsatish sohasida davlat-
xususiy sherikchiligining shakllari, modellari va mexanizmlari// Igtisodiyot va moliya jurnali, 2021-yil Ne 10 (46),

B.2-12,;
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xizmatlar ko‘rsatish boshqa sohalarga salmoqli ulushga ega sohalardan hisoblanadi[3]. Xususan,
Germaniya iqtisodiyotida aholi jon boshiga to‘g‘ri keluvchi xizmatlar ko ‘rsatish hajmining ulushi
2023-yilda 34630,6 doll.ga teng bo‘lgan bo‘lsa, jami xizmatlar tarkibida moliyaviy xizmatlarning
ulushi 41,7 foizni tashkil etgan (1-jadval).
1-jadval
Ayrim mamlakatlarda aholi jon boshiga ko‘rsatilgan xizmatlarning hajmi bo‘yicha
ko ‘rsatkichlari, 2023-yil[7]

AQSH Germaniya Rossiya O‘zbekiston

Xizmatlar ko .rsatlsh % ks ki % = ks % = kS % kS s
sohalari o= N ) = N o= .E o= .E

=22 |2 | =8 | E£E | == | £ | =2 &

Jami xizmatlar 47 745,7 | 100 | 34 630,6 | 100 | 6761,3 | 100 | 711,3 | 100

shu jumladan:

Savdovaumumiy | o ey | 195 | 55266 | 16,0 | 23469 | 35,0 | 1624 | 22,8

ovqatlanish
Ta’lim 94063 | 19.7 | 72649 | 210 | 6665 | 9.9 2l | 29
Sog‘ligni saglash 7,5 1,1
Transport 178,9 | 25,2
Aloqa va informatson | 4 2269 | 8,9 | 31644 | 9,1 935,2 | 13,8 406 | 57
xizmatlar (IT) ’ ’

Moliyaviy xizmatlar | 19 288,8 | 40,4 | 14 440,6 | 41,7 | 1289,9 | 19,1 | 76,7 | 10,8
Davlat xizmatlari 2917,1 | 6,1 | 21839 | 6,3 |1117,9| 16,5 - -
Boshqa xizmatlar 27385 | 5,7 | 2050,2 | 5,9 | 387,0 | 57 | 224,1 | 31,5

I-jadval ma’lumotlari tahliliga ko‘ra, mamlakatimizda xizmatlar ko‘rsatish sohasining
rivojlanish tendensiyalari jahon amaliyotidan sezilarli darajada ortda qolayotganini kuzatish
mumkin. Jumladan, mamlakatimizda ko‘rsatilayotgan xizmatlar hajmining 2024-yil yakunlariga
ko‘ra YAIMning tarmoq tuzilmasida kichik o‘zgarishlar gayd etildi. 2023-yilga nisbatan YAIM

tarkibida xizmat ko‘rsatish sohasining ulushi 46,2% dan 47,4% ga, sanoat 25,3% dan 26,4%

ga oshdi, qishloq, o‘rmon va baliq xo°jaligining ulushi 21,2% dan 19,2% ga, qurilishniki 7,3% dan

7% ga kamaydi. Axborot-kommunikatsiya texnologiyalari (AKT) xizmatlarining mamlakat

iqtisodiyotidagi ulushi 2,4% ga, axborotlashtirish va aloqa sohasi 2,7% ga, transport va saqlash

sohasi 5,4% ga yetdi.

Mamlakatimizda ko‘rsatilayotgan xizmatlarning aholi jon boshiga to‘g‘ri keluvchi hajmi
AQSHga nisbatan 61,1-marta, Germaniyaga nisbatan esa 51,5-marta kamligini inobatga olgan
holda, respublikada ushbu sohani rivojlantirish imkoniyatlaridan to‘liq foydalanilmayotganligi
bo‘yicha xulosalarni olish mumkin bo‘ladi.

Shuningdek, xizmatlar ko ‘rsatish sohasining mamlakatlar YAIM hajmidagi ulushi bo‘yicha
Xalgaro mehnat tashkiloti tomonidan berilgan ma’lumotlarga ko‘ra, taraqqiy etgan mamlakatlar
ko‘rsatkichlari qariyb 70 foizdan yuqori ko‘rsatkichni qayd etsa, bozor iqtisodiyoti
shakllanayotgan va rivojlanayotgan mamlakatlar guruhida ushbu ko‘rsatkich 65 foizdan kam
ulushga ega hisoblanadi. Tahlillar ko‘rsatishicha, 2024-yilda AQSH YAIM hajmi tarkibida
xizmatlar ko‘rsatish sohasining ulushi 80,5 foizga, Germaniyada 70,2 foizga, Rossiyada 63,3
foizga teng bo‘lgan bo‘lsa, mamlakatimizda ushbu ko‘rsatkich 38,6 foizni tashkil etdi. Jumladan,
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xizmatlar ko‘rsatish sohasining moddiy ishlab chiqarish tarmoqlari sohasidagi ulushi bo‘yicha
ko‘rsatkichlar tahliliga ko‘ra, yuqoridagi tendensiyaga aks holatni kuzatish mumkin bo‘ladi.
Bunda bozor iqtisodiyoti shakllanayotgan va rivojlanayotgan mamlakatlarda moddiy ishlab
chiqarish sohasida xizmatlar ko‘rsatishning ulushi 35 foizdan yuqoriligi bilan tavsiflanadi.

Iqtisodiy faoliyat turlari bo‘yicha YAIM tarkibi,
Jjamiga nisbatan % da

85.3 Yillar 26.4 0 47.4
" 47 2024 Q/’
19.2\/
—_ 7.3
8 2023 6\52
zn.z\/

25.7

7.8
442
5.0 2022 % \,’
22.3\/
2B6.3 8.3
) 41.8
23.5\/
26.0 8.3

2]

‘/ ﬁ'
—— B.B 2020 -
241 \/

@ Qishlog, o'rmon va Qurilish
& Yalpiqo” ga sof baligchilik xo‘jaligi
qiymat soliglar @ sanoat @ xizmatlar

I-rasm. Igtisodiy faoliyat turlari bo ‘yicha YAIM tarkibi[9]

u Xizmatlar ko'rastish sohasining moddiy ishlab chigarish tarmoglardagi ulushi

m Xizmatlar ko'rsatish sohasini YAIM ulushi

AQSH GERMANYA ROSSIYA O'ZBEKISTON

2-rasm. Xizmatlar ko‘rsatish sohasining mamlakatlar YAIM va moddiy ishlab
chiqarish sohasidagi ulushi (foizda, 2024-y.)[10]
Ushbu holat bozor iqtisodiyoti rivojlanayotgan va shakllanayotgan mamlakatlarda
postindustrial jamiyatni shakllantirish bilan bir qatorda uni rivojlantirishga qaratilgan islohotlarga
ustuvorlik qaratilayotganligi bilan izohlanadi(2-rasm).

70.2
62.9
45.3
AQSH GERMANIYA ROSSIYA O 'ZBEKISTON

3-rasm. Ayrim mamlakatlarda aholi xarajatlari tarkibida xizmatlarning ulushi,
foizda[6]
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Xizmatlar ko‘rsatish sohasini rivojlantirishning taraqqiy eigan mamlakatlar amaliyoti
tahliliga ko‘ra, ushbu mamlakatlar guruhida aholining xizmatlar ko ‘rsatish sohasidan foydalanish
imkoniyatlari bozor iqtisodiyoti shakllanayotgan va rivojlanayotgan mamlakatlarga qaraganda
sezilarli darajada yuqori hisoblanadi[4]. Xususan, AQSHda aholi xarajatlari tarkibida
xizmatlarning ulushi 70,2 foizni, 62,9 foizni tashkil esa, Rossiyada ushbu ko ‘rsatkich 45,3 foizga,
O‘zbekistonda bo‘lsa 20,0 foizga tengdir (3-rasmga qarang). Ushbu vaziyatdan kelib chiggan
holda, taraqqiy etgan mamlakatlar amaliyotida aholining xizmatlardan foydalanish bo‘yicha
xarajatlarining ularning jami xarajatlaridagi ulushi 50 foizdan yuqori degan xulosaga kelish
mumkin bo‘ladi.

Shu o‘rinda taraqqiy etgan mamlakatlar amaliyotida xizmatlar sohasini innovatsion
rivojlantirishga qaratilgan chora-tadbirlarni tahlil qilish lozim deb hisoblaymiz. Jumladan, U.Vitt
va K.Grosslar 0‘z ilmiy tadqiqotlarida 1970-2005-yillarda AQSHda transport xizmatlari ko ‘rsatish
sohasiga mugqobil energiya vositalarini joriy etilishi hisobiga xizmatlar ko‘rsatish sohasining
innovatsion rivojlanish yo‘liga o‘tkazish orqali ushbu sohadagi qo‘shilgan qiymat hajmini
oshirishga erishilganligi isbotlangan. Tadqiqot natijalariga ko‘ra, AQSHda transport xizmatlari
ko‘rsatish sohasida muqobil energiyadan foydalanish ushbu sohadagi mehnat samaradorligi
ko‘rsatkichining keskin ortishiga olib kelgan. Keyinchalik esa hukumat tomonidan texnologik
innovatsiyalarni turizm, bank-moliya, tibbiyot, ta’lim va shu kabi boshqa xizmatlar sohalariga jalb
etilishi boshlangan. Natijada mamlakatda xizmatlar ko‘rsatish sohasi innovatsion rivojlanish
yo‘liga o‘tgan holda sohada yaratilayotgan qo‘shilgan qiymat hajmi ortib, igtisodiyotning yetakchi
tarmogqlaridan biriga aylanga[6].

Xizmatlar ko‘rsatish sohasini innovatsion rivojlantirish orqali yuqori igtisodiy rivojlanish
ko‘rsatkichiga erishgan mamlakatlardan yana biri bu Yaponiya hisoblanadi. Yaponiyalik igtisodchi
olim F.Kyoji 0‘z ilmiy izlanishlarida mamlakatda xizmatlar sohasini innovatsion rivojlantirishning
ustuvor yo‘nalishlarini tadqiq etgan holda, uning iqtisodiy o‘sishga ta’sirini baholagan. 1868-
1912-yillar Yaponiya hukumati tomonidan mamlakat yoshlarining xorijiy mamlakatlarga bilim
olish uchun davlat hisobidan yuborilishi mamlakatda bilimlarni o‘zlashtirish imkoniyatini
oshirgan. 1950-1960-yillarda mamlakatda mehnatga layoqatli yoshdagi aholi sonining keskin
ortishi aholi bandligi sohasidagi muammolarni vujudga keltira boshlagan. Natijada mamlakatda
o‘zlashtirilgan bilimlar hisobiga xizmatlar ko‘rsatish sohasini noodatiy shaklda ko‘rsatish, bunda
zamonaviy texnika va texnoloiyalardan foydalanish amaliyotiga o‘tishga ustuvorlik garatilgan.
Xususan, 1989-yildan boshlab Yaponiyada oilaviy restoranlar va ozig-ovqat tarmoqlari bo‘yicha
xizmtlar ko‘rsatishga innovatsion texnologiyalarni joriy etilishi hisobiga ushbu xizmat ko‘rsatish
bo‘yicha biznes yuritish shaklining o‘rtacha yillik qiymati mamlakatda 138 mlrd. AQSH doll.ga
teng bo‘ldi. Xizmatlar ko‘rsatish sohasiga innovatsiyalarni joriy etish bo‘yicha davlat
dasturlarining muntazam amalga oshirilishi hisobiga, 2002-yilga kelib mamlakat YAIM hajmida
xizmatlar ko‘rsatish sohasining ulushi 78 foizga yetgan [5].

Jahon banki statistik ma’lumotlari tahliliga ko‘ra, Yaponiya xizmatlar eksporti hajmi
barqaror o‘sish tendensiyasiga ega bo‘lib, 2000-2024-yillarda 3-martda ortgan. Bugungi kunda
Yaponiya moliya, sug‘urta, ta’lim, tibbiyot kabi xizmat ko‘rsatish sohalarida innovatsion
texnologiyalarni joriy etish bo‘yicha jahonda yetakchi mamlakatlar qatoriga kiradi. Xizmatlar
ko‘rsatish sohasini rivojlantirishning jahon amaliyoti tahliliga ko‘ra, bugungi kunda innovatsion
xizmatlar ko‘rsatish amaliyotiga o‘tgan mamlakatlar jahonda xizmatlar eksporti hajmi bo‘yicha
yetakchi o‘rinlarni egallaydi. Bunda turistlarning ushbu mamlakatlarga oqimi ko‘payishi hisobiga,
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mamlakatga kapital oqimi hajmining ortishiga erishiladi. Xizmatlar ko‘rsatish sohasini
innovatsion uslulda rivojlantirish orqali mamlakatlar milliy iqtisodiyotining bargaror o‘sish
ko‘rsatkichlariga erishish qulay shart-sharoitlar yaratiladi. Mazkur holat xizmatlar ko‘rsatish
sohasini innovatsion rivojlantirish, jumladan, ushbu sohaga innovatsion texnologiyalarni joriy
etish, xizmatlar ko‘rsatishda intellektual texnologiyalarga asoslanishi ko‘rsatilayotgan
xizmatlarning sifat jihatdan takomillashuvi va mehnat unumdorligi ko rsatkichlarining ortishiga
olib keladi, degan xulosaga kelish imkonini beradi.

Tahlillarga ko‘ra, xizmatlar sohasini innovatsion usulda rivojlantirish mamlakat
igtisodiyotida xizmatlar sohasida yaratilayotgan qo‘shilgan qiymat hajmining ortishi bilan bir
qatorda, tashqi turistik oqimning ortishi orqali xizmatlar eksporti hajmini oshishiga olib keladi.

Ispaniyada mahalliy hokimiyat organlari tomonidan o°‘z hududida innovatsion xizmatlar
ko‘rsatishga ixtisoslashgan korxonalar, jumladan, turistik faoliyatni amalga oshirish bo‘yicha
litsenziyalash, ro‘yhatga olish, turizmni rivojlantirish bo‘yicha mintagaviy dasturlarni ishlab
chiqish ishlari amalga oshiriladi. Mahalliy hokimiyatlarda xizmatlar ko‘rsatish sohasini
innovatsion rivojlantirishga qaratilgan mintaqaviy dasturlarni ishlab chiqishda Ispaniya turizmni
rivojlantirish kengashi tavsiyalariga asoslaniladi. Turizmni rivojlantirish kengashi mahalliy
hokimiyat organlari uchun xizmatlar ko ‘rsatish sohasini innovatsion rivojlantirishga.

XULOSA VA TAVSIYALAR

Xizmatlar ko‘rsatish sohasini innovatsion usulda rivojlantirishning jahon amaliyoti qiyosiy
tahlili asosida keyingi yillarda mamlakatimizda ushbu sohasini isloh etishda ijodiy foydalanish
mumkin bo‘lgan quyidagi jihatlar aniglandi:

- respublika, jumladan viloyatlar kesimida xizmatlar ko‘rsatish sohasini innovatsion
rivojlantirish bo‘yicha byudjetdan tashqgari maqsadli jamg‘armalarni tashkil etish (AQSH);

- viloyatlar kesimida innovatsion xizmatlar ko‘rsatish salohiyatdan to‘liq foydalanish
imkoniyatini tadqiq etish asosida xizmatlar ko‘rsatish sohasini innovatsion rivojlanish
strategiyalarini ishlab chiqish (Fransiya, AQSH);

- respublika viloyatlari kesimida innovatsion xizmatlar ko ‘rsatishning afzalliklaridan kelib
chiggan holda, ixtisoslashuv yo‘nalishlarini aniqlash (AQSH);

- xizmatlar ko‘rsatuvchi iqtisodiy subyektlar faoliyatini innovatsion rivojlanish yo‘liga
o‘tkazish (Yaponiya, AQSH, YEI mamlakatlari);

- innovatsion xizmatlar ko‘rsatish, jumladan, innovatsion turistik faoliyat bilan
shug‘ullanuvchi iqtisodiy subyektlar faoliyatini imtiyozli shartlar asosida kreditlash dasturlarini
ishlab chiqish (AQSH);

- innovatsion xizmatlar, jumladan, innovatsion turistik mahsulot va xizmatlarning sifati va
narxlari ustidan nazoratni o‘rnatish, uni litsenziyalash amaliyotini jahon standartlari asosida
takomillashtirish (YEI mamlakatlari);

- xizmatlar ko‘rsatish sohasini rivojlantirishda zamon talablariga mos bo‘lgan, sohani
innovatsion rivojlanish yo‘liga o‘tishini ta’minlovchi davlat va xususiy sheriklik mexanizmini
ishlab chiqish va amaliyotga tadbiq etish;

- xizmatlar ko‘rsatish sohasi infratuzilmasini modernizatsiyalash orqali innovatsion
rivojlanish uchun yetarli shart-sharoitlar yaratish;

- mamlakatimiz xizmatlar ko‘rsatish sohasini innovatsion rivojlantirishda xalqaro
moliyaviy tashkilotlarning, jumladan xorijiy investorlarning mablag‘laridan foydalanishni

rag‘batlantirish va h.k.
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Fikrimizcha, yuqorida bildirilgan takliflarni inobatga olgan holda mamlakatimizda

xizmatlar ko‘rsatish sohasini innovatsion rivojlantirishga qaratilgan davlat dasturlarini ishlab
chiqish uzoq muddatli istigbolda ushbu sohaning mamlakat iqtisodiyotidagi ahamiyatini oshirgan
holda, bargaror rivojlanishiga erishish imkonini beradi.
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3AMOHABHUI PAXBAP ®AOJIUSITUHU
TAKOMWJIJIALITUPUILTI OMUJIVIAPUA

Tyxradaes A0aypamua TypcyHoBn4
Wkrucon dannapu HoM3oam, ipodeccop. AHAMIKOH JaBliaT TEXHUKA HHCTUTYTH “‘Byxranrepus
XucoOu Ba MEMHEXXMEHT Kadenpacu mpodeccopu
https://doi.org/10.5281/zenodo.15041312

Byrynru ’xaxoH uKTHCOAMETHIA Kedya€TraH Mypakkad jkapa€Hiiap, MYKM Ba TallIKu
0030paru KECKMH paKo0aT MyXMTH Xam/la MaMmJIakaT/ia aMmajra OMIMPIIIAETTaH sTHTH WK TUMOWH -
UKTUCOAMM MCIOXOTJIap IIAPOMTHJA 3aMOHABUM  TAlIKWIOTJIIAPHUHT  MyBadakusTHHU
TAbMHUHJIOBYM OMWIJIAPHU AHMKJIAII, YPraHWll, TaXJ Wi Ba TAJAKUK KWJIHII Xamza OONIKapWII
Kapa€Hllapura yiaapHU >KOPHHA OTHIN, MyHTa3aM TaKOMHJUIAIITHPHII Ba caMapajopiIuTHHU
OLIMPHII MYXUM XxucoOnaHagu. YmOy omwuiapaaH Oupu Oy TamKuwioT MyBaddakUsITHHU
TQbMHHJIOBUM pax0ap-MEHEKEPIAPHUHT WHTENCKTYall CAJOXUSATH, OWIMMH, Malakacl Ba
YIIApHUHT UIra Oyiran MyHocabaTura OOFIIHK.

V36ekucton Pecryomukacu Ipesupent 1I.M.Mup3uées Tabkumiaranuaex, "Xo3upru
3aMOH OOIIKApyB KaJpilapu, MEHEXKEpJIapu IOKOpH KacOui Maxoparra sra OyiamOrnHa KoJiMaiu,
OasKu xap >KUXaTJAaH MabIyMOTIIH, Y3 COXAJIApUHUHT OWITUMIOHH, Tarmrab0ycKop, TOMIITUPHITaH
Ul y9yH KOH KyWIUpaauraH, MyaMMOJAapHU XaJl KWJIHUINra WKOAWN €HIOMIAJANraH KULIHIap
OYIuIIUTapH, S)HT MYXUMHU 3ca, BaraHnMu3HuHT ynHakam (unodinnapu Oynaunuiapu jo3um'[1].
“BU3HUHT KYJIaMJIM peXaJapuMHU3HU Xa€Tra TaJAOWK ATHII Y49yH Kajapiap OujaH WIUTAITHUHT
OyTyH TU3MMHHU TaKOMIJUIAIITUPUII OYiinya Katop yopa TaaOUpIIapHH amalira OIIMPHUIINMU3
Kepak Oymamn’[2].

Bynunr 6oucu, 3aMoHaBUi Kajpiap *KaMUSTHH Xapakarra KeJITUPad, XalIKHUHT KON
Ky4IapuHHU, Tamab0yc Ba MHTWIMIIUHU YWFOTAIW, YHUHT WKTUMOMM-UKTUCOAMM Ba MabHaBUI
xaétuHu skoHnaHTUpaaud. KauoHku paxOap xap »KuxaTaaH MyKaMMald Ba HaMyHa Oyica,
oJlaMJIapHU HMUIIOHTUpPA OJica, YIapHU OOMMHH Oup KWwinb, ¥3 OpTUIAH Hpraimtupa oJjca
PUBOXKJIAHMIN SHAJA Kajajamand. bexxusra smoH NoHMIIMaHANapu «SIxmm paxbap rypyHu
eTUILTUPAAU, EMOHH KypMaK YCTHpAIH, aK/UIMCH epra UIIOB Oepaau, Y30KHH KY3JIOBUMCH KaJp
Taépnaiiany ned aiTmaranma7].

Pax0apnukHUHT amanuii TOMOHJIApUHY YPraHUIIIaH aBBaJl YHTa OUJl ACOCUH TyIIIyHUanap,
yCyJ Ba BOCHTalIapHU Ominb onvin Makcaara MyBoduk 6ynaau. bymapHunr Oapuacu paxdapiuk
(GaONMATUHUHT MOXUSTUHM TYFpPU TYIIYHUIITa Ba YHH caMmapaid TallKWiI KWIWII Ba
MyBaddaxkusaTIN amanra omupura Epaam oepaau.

MenexMeHT ¥3u Huma?, paxOap (MeHexxep) KMM? - JeraH caBojulapra OJuMiIap,
MyTaxaccucinap  Typiauya Tabpudiap Oepagunap. bab3unmap, MeEHEXMEHT - OOLIKapuII
¢daonuaTu Oyitmua paxOap Kaapnmap TaiépiaoBun ¢(an aeifuiica, Oab3wiap, MEHEKMEHT —
OomkapyB (QaonmusTuma WHCOHNIApHHM  (GaoUIAITHPUIN  Aedumaad. WHIN3  TUIMHUHT
¢dynnamentan Okchopa myratuia MeHe:kMeHT — "MHconnmapHu ¥3apo MyHocabaTinapaa Oyuimn
yCy/uIapu, XOKHMHST Ba OOIIKApHII CaHbaTH' MabHOCHIA TYIIyHTUpHITaH. @OuKpuMmu3ua,
MEHEeXMEHT (OomKapum)ra — “y3ra KUAIIWIAp MEXHATH, MHTEJUIEKTH Ba XaTTH-Xapakariaapu
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MOTHUBIapHUIaH (oHaaTaHraH X012 Ky3JaHraH Makcaajapra Spuiia oJuIaup’ 1erad Ma3mMyH zia
TaspudIanca Makcaara MyBoduk Oymamam [6].

by xapaénuma paxOap (MeHexkep) Ba OYyiicyHyBunm xoaumiap (TypyX) KaTHaIIaIu.
Pax0apmuk — Oy MeHexkepHHUHT Oo1KapyB daonustuaup. bomkapys GaoausaTi coxa €ku xapaéH
cudaruia KyHumarujaapHd TYIIYHTHPHIO OWJIaH OOFJIMKINP: «HUMAa Y4YyH» Ba «HHUMaHU
OKHOaTHa» TAIIKUIIOTIAP PUBOXKIAHMO, miurapmiad keraau €ku O6apbon Oynmanu. bup kapamina
MyBo(ddakusaTin 6ynmb kypunran unuap (QaomusTinap), akcuHua OYIuUO YMKAIU, YyHKHA Xap
JOMM SIPOKJIM, Oapya KWIWIAp YIyH Ba Xoamiap OVinda Oup XWigard Wyn-Wypuk xamjaa
BOCHTAJIAPHUHT OYIHIIN MyMKWH Mac. [LlyHuHT yayH XxaM OyTryH HHCOH (haoHsITHIATH SHT OFHD,
SHT MypakkaO Ba 3HT HO3UK caHbaT — Oy OOLIKapyB caHbaTuaup Aed Oexusra anTuamainau.

bapua tamxkunornap, ¢upma Ba KOMIAHUSIApHUHT MyBOoQ@akusTé Ba 06ap6boj Oynuin
MHUCOJUIapA OWTTa YMYMHH XyCyCHSITra 3ra, yJapHUHT OapyacH TAIIKWIOT XHCOOJIaHaIH.
TamkunoT 3ca paxOapiap JyHECHHUHT aCOCHHH TAIIKWJ 3TaJd Ba MEHEKMEHTHHHT MaBXKY
oYU apTUANP.

PaxOapnap Oomkapuin ¢daonuaTd OuiaH MIYFY/UIAaHYBYM, SBHM OYICYHYBUMIAPHUHT
MEXHaTH, OWJINMH, KOOWJISTIIApYM Ba XaTTHU-Xapakarjapy MOTHBIApUAaH ¢oigananrad Xojaa
TaIIKWIOTHUHT OJIUra KyWWIraH MaKcaJjlapura SpUIITHpa OJaIuraH, oJamiiap Ba Typiu
WKTUMOUH TypyXJjiap Opacuari WXTUMOHWIN Ba UKTUCOIUN MyHOCa0aTaapHu MyBO(MUKIAMITAPA
OJIAIMTaH, YIAPHUHT MEXHATWHU TAIIKMJIOT MaKCa/jlapu CcapH HYHaNTHpa OJaIuraH, Maxcyc
OwMMmIIap MaxMmyacura Ba TaxpuOara sra OYaraH  IOKOpH Majakald MyTaxaccuciap
Toudacumup.

Opnamumapra(rypyxra) pax0oapiauk KHIyBYM IIAXCHUHT OOpYCH YHHHT Ba yHTa Jpraira
TypyXHUHT MyBahdaKusTHHH OCITHIOBYM acoCHii oMmil xucoOmaHaau. PaxOGapHuHT 00pycu
arpodaarwiapHUHI, aiHUKCAa YHra »SprauryBUMJapHUHT HWIIOHYM OpKaidu udoJanIaHaIq.
BouikanapHuHT UIIOHYM 3ca Kyiuaarmiap acocuja IakiulaHaIu:

o XaTTHU-XaPaKATIIAPHUHT TaOUHIAJIVNTH;

o MyoMaJaja SpKHHIIHUK;

o arpodaarminapra HucOaraH 4yKyp XypMaT Ba SXTHPOM;

o Y3uHM Ba OOIIKAJapHU HOKYJIA X0Jarra COJIMaciuK;

. MMKOHHUATH Ooprya OomKagapHu Xada KHIMACIIUK;

o OOINIKAJIAPHUHT UILUTA apaialiMaciuK;

. O6ynap-6ynmacra(KHHMHYUIMKIApIaH ) HOJIMMACIIHK;

o KaMTapJIMK Ba ap3UMaraH Ba3usTIap/a Ky3ra TalllaHMAaCIIHK;

o Y3UHUHT IMKOHUSTIIAPUHU Xa/IJJaH TaIIKapH 1macT 0axosiaMaciiuK

(nadakar GomrkamapHu, Y3UHU XaM XypMaT KHUIIUII);

o CY3MHUHI Ma3MyHU MAaHTUKHM, acociu Ba KaTbUU, JIEKMH IOMIIOK IIaKJiaa
nudomanaHUIIN;

o OomIKanapHUHT(CYyXOaTIOIHUHT) CY3UHU OYIMaciuk Ba Gourkanap [7].

Paxbapmap  TamIKUIOT  ab30JAPUHMHI  MYHOCAOAaTIapUHU ¥3ap0 MOCIAITHPHIL,
YIapHUHT Xap OMpHWHU MaKca/ulapd Ba MHTWIMNUIAPUHU TAIIKWJIOTHUHT YMYMHMH Makcaaiapu
capu HYHaJITUPHIL, XOJUMJIAPHU TaHJIAI, Taléprialt, )oi-koiura KyHuIll, TalKuIoTra Hucoaran
TallKd MYXUT Y3rapyBUWJIApMHH XHMcOOra oOJraH XoyiJa IOKOpW OOIIKapHIll MaxkKaMaslapH,
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pakobOarumiap, HCTEHMOTYMIAP Ba XOKa3ojap OwWwiaH My3okapanap om0 Oopwuin, Typiu
HUFUIMIIUTAPHY YTKA3MII Ba ylap/a KaTHAIIKII XxaMm/ia Oo1ka BasudanapHu Oaxapaauiap.

YMymaH ofiraHaa paxOapiMKHHHT ME30HMHHM MOTHUBAIMA >KapaéHu OeNrviIanm.
MoTHBanus — TAlIKWIOTHUHT QJIOXMAA XOJUMHHHM EKA TYPYXMHH TAIIKWJIOTHUHT YMyMHUH
MakcaJlapu HYHaIMIIUAAru camapanu (paomusTira MOC paBUIIA MOAIUM Ba MabHAaBUU
parOartmanTupuin kapaéunup. Opamimap y49yH OSHIT MYXUMH YJIapHUHT HWHCOHUHJINK
XyCYCUATIIADHHNA KaJpJIaHWIIM Ba XaKKOHMW Oaxomammmuaup. Kanpmam, Oaxomam €xu
TaKAMpIIAll JIeraH/ia oJamiiap y3jaapy y4yH SHI KUIMMaTJId HapCaHU TYIIMHAH.

OnamutapHy TAIIKWJIOTHHHT YMYMUH MaKcaUlapy capy HHTHIIANLIApUIAa MyBad haKkusITHH
Ce3MIIapu, XW3MarT [OFoHalapu OYiiMda KYTapwivil HWMKOHUSTIAPUHUHT OOpPIUTMHU
Oownmmmnapu, arpoduaaruiap (aHUKca pax0Oapiap) TOMOHHJIAH TaH OJUHHUIINHN, MabCYIIHSIT,
UMKOHUSTIAPUHUHT OPTHIIM KaOwirap MyxuM YpuH Tyraad.  OpamiapHuHT Tanabnapw,
KyTHIIJIAPY Ba XaKKOHHUH TaKIUPIaHUIIHN TYFPU TYIIHHUILIAPY Ba KaOyJl KWIHIIUTAPH OpacuIaru
MYyHOCa0AaTIapHU YpraHWII Ba YIap acOCH/Ia TAIIKAIOTHH OONIKAPUIII MOTHBAIMSIHUHT HETU3HHU
TaIITKWIT ATa]TH.

Xap KaHzal TamKWIOT (QAONMATUHUHT CcaMapaJopiurd Ba MyBapakusaTu, Iy
TAIIKWIOTJAArd WHCOHJIAP TYypyXJjapH, yJIapHHHT Yy3apo MyHocabaTiapu Ba ¥3apo camapaid
xamkopsmrura 0ornuk. 1y cababmu OyryH pax6apnuk (HaoausTHHU amaira OMUPHUIIIa MyXUM
Macajanapad Oupu Oy TypyXJapHUHT XaTTH-XapaKaTHHH YPTaHUIITHUHT 3apypIuruaup. [ypyx —
Oy Y3JIapuHd YMYMHI Makcajlapura ara Oyaras xamoa 1e6 KaOyJ1 Kujaaaurad KAIIWJIapHUHT Xap
KaHai Oupramuny 0yau0, maxcuii MakcayIapHUHT OUp-OupUra MOC KETUIIUINP.

WNHconnapau rypyxJjapra OupiamidiuuIiapUHUAT acoCuid cababiapu Kyiuaaruiaap OViuimm
MYMKHH:

® I'ypyXxra MaHCyOIMK XMCCUHHU KOHAUPUIIL,

e {3ap0 MYIIOKOTIa MyXTOXJIHK;

e {3ap0 XaMKOPJIMKKA MYXTOXIIHK;

e y3apo EpaamMra MyXTOXKIIHK;

® YMYMHUH HIITA XUCCA KYIITAHINK XHUCCUTa 3ra OYJIUII;

e y3apo EKTUpHII KU OOIIKATApHU EKTUPMACITHK Ba OOIIKaIap.

Tamkunornapaaru rypyxjaapau myBaddakustiu OomIKapuiAa yIapHH pacMUi Ba
HOpacMuil rypyxjapra Oynu0 ypranwnanu. Pacmuii rypyxjiap unuwiad yukapuml €Kd Xu3mar
KypcaTuil >kapaHUHHM YIOIITUPHUII Ba aMaira OLUIUPHUII YUyH paxOapusT TOMOHHJAH TallIKHII
sTHNaau. by rypyxiapHUHT Basudacu Ma3Kyp TAIIKWIOTIArH MEeXHAT TaKCUMOTHTa MYBO(HK
MyalsiH uluapHu Oakapuigad udopataup. Pacmuii rypyxiap onguHAaH aHUKJIAHTaH TalKHUIUN
TY3WIHIIY OUIaH aXpaiud Typaau Ba aHUK OENTUIIaHTaH poJijiap OPKAJU amalra ONIMPUIaIH.

Tamkunotnapaa makisaHaIuTaH TypyxJjaapAaH siHa Oup Typu Oy HOpacMuid TypyXJaapaup.
bynpaii rypyxjiap HIIJIOBUMIAPHUHT ¥3apo CaMHUMHITH, TYCTOHA MyHOcabaTiapu acocuia
OupopTa MyalisiH Makcajra SpHUIIULI YIyH YIApHUHT UCTaru Oyinya TaIIKWI STHIAIN. AWpUM
xomnapaa OyHImall rypyxjap pax0apJaH HOpPO3U KUIIMIAD TOMOHHJAH TAallKWJI STUIHIIN
MyMKkuH. Hopacmuii rypyxyap Gapua pacMuil Typyxjlap HYdJa MaBXyl OYJIMIIM MYyMKUH.
HopacMmuii rypyxJTapHUHT TabCUP Ky4dH KyAa IOKopu OO, MyalisiH IapOUTIIap/ia Y YCTYHIIHK
KUITNO, paxOapusATHUHT XaTTH-XapaKaTIapuHU HYKKA YNKAPUIIH XaM MYMKHH.
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Hopacmuii rypyxJlapHH TaBCH(IIOBYM aCOCHUN XyCYCHSTIapH, Oymap: TypyX HUuia
YpHaTWIraH WXKTUMOMM HA30par, y3rapuiuiapra KapLIMIUK KypCcaTHIl Ba HOPACMHUHI €TAK4U
(capnop)iapHuHr Mapxyaauruaup. ['ypyx vumaa ypHaTuiarad XylK-aTBOpP MEbEpIApU YHUHI
ab30J1apH YCTUAAH HA30paT KWK UMKOHHHHN Oepaan. Arapaa Oy mKTUMOMA Me€pIiap TallKUIOT
MakcaJyiapura 3uj 0yica, TAIIKUIOTHUHT MaKCaUIapura SpUILUIIN KUHMHIIAIIa 1.

Hopacmuii rypyxiapra xoc Oynran sHa OuUp XyCyCHST — YJIApHUHI Xap KaHzai
y3rapunmiapra Kapmmink Kypcatumuanp. ByHUHT cababu — ylnapHHUHT KeNrycH (aojusTHra
Taxaua €ku xaB(-XaTap TYFWIMIIM MYMKUHJIWTHHHM KyTumumaaup. Hopacmmuii erakum - Oy
pacMmuii pax0ap Oynmaran maxc 0ynu0, y Y3WHUHT maxcuil dazuiatiapu, kKacO MaxopaTu €Ku
Oomka xuciaTiapu OuiaH jkamoana oOpy-3bTHOOP KO30HraH OYiIaau Ba YHUHT XYyJK-aTBOpHUTa
KUJUIMA  TabCcUp KypcaTta onaau. Hopacmuit rypyxna xamkacOmapra EpnaM  KypcaTuin EKd
yinapJaH €pJaM OJIMII UMKOHUSTIApU KYNpoK OViamu, 1y cadalnu TAlIKWAJIOTTa SHTH  KelraH
XOUMIIap XaM OyHAal rypyxJjiapAa KaTHalIUIIra MHTHIaguap.

Pax6ap HOpacmuii rypyXJapHUHT YpHH Ba pOJIMHM OWITaH XOJja yiapra camapaid
TabCUpP KYpCaTHIra XapakaT KWIMIIK Kepak. ByHUHT y4dyH TalIKWIOT pax0apu HOpacMuid
TYPYXHH TaH OJIMIIH, Y3rapullljiapra KapUIWIMKHUI KaMaWTHPHIL YIyH TYPYXHU Kapopiap KaOyi
KUJIUIIIa MIITUPOK JTUINTA Kajdd STHUIIM, MUII-MULUIAPHU OJIMHHU OJIMII Y4YyH 3apypuil Ba
eTapiau axoopotra ara OYJIMII WMKOHUSTHUHU SIPATHILN 33apyp.

Tamkunotnapaa pax0apHUHT acocuil (aouaTH ofamiap OWiaH WIUIAMIIaH HOOpaTaup.
Pax0ap »xamoa onaura KyiHuiran MakcaylapHu COH Ba cudar KypcaTkuwiapu Oyiinda Oakapuiim
yYU4yH MIJOBYMIIAPHUHT OMIMMHUAAH, KacOWJaH, MHTWIMILIAPU Ba XYIK-aTBOPUIAH MakKcaara
MYBOGMUK (oii1aJaHUIIN Ba YIapHH OUP OKUMTIa HYHAITHpA OJUIN KOOWIHMATHTa d3ra OYJIHIIN
kepak. Jlemak, TalKuiIoT GaosIuATH HaTwKajlapura paxOapHUHI TabCUPU JKyla KaTTaaup.

SIXIIM TaIKWIOTYMHUHT MyXUM cu(aTiapuiaH ssHa OUpH, YHUHT XOJUMJIapra, YlIapHUHT
Taxpubacu, KOOWIMATH, ILAXCHH XUCIATIIAPUHU  XucoOra osiraH  XoJla MEXHaTHHU
Takcuminamuaup. TamaOuaniuk, s’bHU OepHIIraH TONIIMPUKHUHI Oa’KapUIMIIMHU §3 BaKTUAA
Ha30paT KWJIMII Ba Tajad KUIIMII XaM TAlIKWIOTYM paxOapHUHI MyXUM cHU(aTiapu >xymiacura
KHpaju.

[Hyauar OnnaH Oupra y3u OomIKapaauraH XOJUMIIAPHUA TapOMsUIaml paxOapHHUHT JUKKAT
Mapkazuja Oynumu kepak. Xap Oup paxOap AOUMHI paBUIlga XY>KAIMK, TAIIKWIOTYMIMK Ba
TapOusiBUil wunutapHu Oupra kymuO onub® Oopumm 3apyp. Paxbap ’xamoa ab3onapuHu
TapOusnaniia, OMpuHYM HaBOaTAa TapTHO-UHTU30MHH iyra Kyiummu 3apyp. by Macanana yHuHr
Y31 XoaumIIapura ypHak OYJIUIIH JO3UM.

Pax6apnap gaonusTu cepkuppa Ba TypAU-TYMaHIUp. Y IapHUHT MEXHATUHU (PakaT akiui
MeXHaT Jecak, erapiau Oynamaiiau. Pax6ap xap Xui1 MabMypH-TalIKWINK €4MMIIAPHU KUIUPUIL
*Kapa€Hu1a MyXaHUC-TeXHUK XOIUMIIap, UXTUpOUMIap OuiaH Oupra koAUl MeXHaAT OMIaH XaM
HIYFyJUTaHAIM Ba Oy MIIUTApHU KeTMa-KeT aMac, OaJIKu mapauies paBuilga oakapasm.

Pax0apHuHr MabMypHuil-Tamkuiuid Ba TapOusiBuil daonuartu OwiaH OofiauK OYynrax
UITAPHU ~ ONTH  Typra OYiauIm  MYMKUH:  TAIIKWJIOTYM, TapOusuu, OOLIKapyBYH,
MYBO(MUKIAIITUPYBYM, Ha3opaTdyud Ba OaxosjoBud. TamIKuIOTHHM camapand OOIIKAapHIIl Ba
pax6apnuk BasudanapuHu MyBaphakuATIN aMaira OMIMPHII Y4yH paxOapiap XoAaumjapra
YMyMUH Makcaaiap WYnuaa TabCUp Kypcara OMIIMINM, XyKM YTKa3a ONUIIM 3apyp. ByHuHTr yayH
ylnap TabCUp YTKA3WII Ba XOKUMHUSATHUHT WYIIJIapy Ba BOCHTAJApUHHM YYKYp YpraHulljIapu

JIO3UMAUP.
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Pax0apnukHUHT acoCWHH OVICYHYBUHIIApra TahCUpP YTKa3a OJIMII UMKOHHUSATH TAIIKHII
staau Oy dca ¥3 HaBOaTHIa YHUHT OOIIKamap XaTTH-XapaKaTiapu Ba XYJIK-aTBOPUTA TabCHP 3Ta
onui uMKoHUSATHAMP. Camapanu OOIIKapuIl y4yH pax0ap TabCUp ITHII MEXaHU3MIIAPUHH Ba ¥3
XYKMUHHM YTKa3ulIHA Ownumu 3apyp. LLlyHMHT ydyH yHra pacMuil Bakojamiapra KyluMm4a
paBUIIIa XOKHMIST XaMm/ia YHIaH Moc xoia (oiinananum nMkorusTH 3apyp. Comnnosor Pobept
bupcrenHuHT TapkuIammnya, "XOKUMHUAT Xap OMp TAIIKMWJIOTHUHT OpKAacHAa Typaad Ba YHUHT
CTPYKTypacHHHU ynuiad Typaau. XOKAMUSATCH3 TAIKKIIOT XaM, TapTud xam uyxmaup"[5].

XOKUMHAT TYpiId XWI KYpUHUILIApAa OYIUIM MyMKAH. XOKUMUSAT TYpPJIapHHUHT
TacHU(Ura Kypa yHUHT O€Ill aCOCHH IaKIN MaBXKY/:

1. MaxOypnai Ba KYpKUTHUIITa acOCIaHTaH XOKUMUAT (OYHCYHYBUM paxOapHUHT Ka30
Oepa ONMILIKMHYU ce3ul Typaan);

2. Takaupmnaiira acociaaHrad XOKUMHUST (OYHCyHYBUM paxOapHUHT YHUHT OMpOp TaaabuHu
KOHJUPUIIUTA UIIOHAIN);

3. DOkcmepr XOKHMIIMK (paxOap wmaxcyc Owimumiapra 3ra OYJTaHJIuTH  y4yH,
OYHCYHYBUMHHUHT OMpOp Tanadu KOHAWPWINLINIa UIIOHYH 00p);

4. KonyHuit €ku aHbaHaBUN XOKUMIIMK (paxOapHUHT OyipyKiap Oepuiira MabiyM XyKyKH
O6opiuruHM OYiicyHyBUYM OWIaau Ba YHHM OakapuIl Y3UHUHT OypuM SKaHIUTUHU OMI1aan);

5. Ubpatiu xoxkumiuk (paxOapHMHI HIaxcuil cudarinapu IIyHIaW y3ura TOPTaIuKH,
OYHCYHYBUM XaM YHTa VXIIAIIHU XoXjauan). ByHmail XOKMMIMKHA MEHEKMEHT Hazapuscuia
«Xapuzmay n1ed aranajy.

XyKM YTKa3UITHUHT sTHA OMp TYpUHHU aJlOXKJia auTHO YTUIl 3apypKu, Oy WITOHTHUPHII Ba
UIITHPOK 3TUIITA ACOCIAHTaH XOKUMUSTIUP. By Typaru Xykm YTKa3uill BOCUTAIapUIaH pacMuit
pax0ap xaM, HOpacMuil capmop XaMm (OWTATAHWIIA MYMKHH. YIIOYy XOKUMHSAT TypJIApUHUHT
OapyacCHMHUHT MKOOWH Ba caiOMii TOMOHIApU MaBxyn Oynu0, ymapaad ¢oigananuin O0UIKapyB
BazusATUTA OOFIIMKAND [7].

TamkunoTHy MakcauIapura SpUIIni HyHamumuaara GaoausiTHHA caMapalid OOUIKapHIL
y4yH pax0ap capIOpiHK XUCIaTIapura xam sra 0ynuiu 3apyp. Capaopiuk - 6y oJamiapHu Ba
TypyXJIapHH Makcajajapra OSpHUIIHAII Hyiauaa WIDamra YHJIOBYM TabCUp YTKa3a OJIMII
KOOUTUSATUIUD.

Camapainu OoIIKapuIIl Ba caMmapaliy capIopiuK - Oup xui1 Hapca smac. 1y ca6abnu capaop
OynHIl y4yyH Ba camapaiu CapAOpIWK KHIWII Y4yH HUManap 3apyp JleraH caBoj OOIIKapuIIl
WIMHIa MyXUM Macananapian Oupuaup. bormkapuin xaTTH-XapakaTiapuHU YpraHui OuiaH
IIYFYIJIAHYBYM OJMMIIAp camMapaiy CapAOPIUKHUHT aXaMUATIN OMUJUIAPUHN aHUKJIAITA yd XU
HyKTau-Ha3apJaH €Hamaauiap, Oymnap:

° [IaXCHI XUCNaTIap HyKTau-Ha3apuaaH €HIOMIHIIL
° XYIK-aTBOPIH EHIOIIUIIL,
° BasHUATIN EHOOIINIIL.

Hlaxcuii xucnariap HyKTaW Ha3apuaaH €HJOIIMILITa acocaH, capiop OyroK MHCOHJapra
XOC IIaXCHH Xucnatiapra sra Oyaumm 3apyp. bynap rokopu OuinmuM, a1onamininK, XaKKOHUHIINK,
¢baonnuk, Tamab0yCKOPIMK, MIIOHWIMINK, MabCyTUATIWINK Ba Oomka cudariaapaup. Jlekus,
YTKa3uiaraH TaAKUKoTIap Oapya MUpHUK capAOpIapHHUHT IIaXCUH XUCIATIApUHU YMYMIIAITUPUO,
ylnapHM AroHa Oup TacHU(ra, sskHU Xap OMp capiopra Xoc¢ IIaxCUH Xuciartiap HUFUHAWMCUra
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Kentupa onMaau. Typnu BasusTiiapaa paxOapiap Typiau XWI IIAXCHH XUCIATIapUHH HaMOEH
KHUJITaHjap.

CapIopiMKHMA TYHNIMHUIITA XYJIK-aTBOPJIH EHIOIIYBIra acocaH CapJOopJiMK paxOapHUHT
IIaXCUH XHUCIaTIapu OmiiaH 3Mac, 0Ky YHUHT OYVHCHMHYyBUMIIapra HUCOATaH XyJIK-aTBOPH Ba
V3uHU TyTHIM OwinaH Oenruianagu. YOy €HIOMMITHUHT OOIIKApyB WJIMHUTA KYIITaH acOoCHA
XHccacu - pax0apiuK — ycuyonmapuHH TypKymutamra acoc coimu. Iy Owman Owupra, Oy
€HJIOIIYBHUHT aCOCU KaMUYWINTH paXx0apIMKHUHT ATOHA SHT MabKyJl (ONTHMAaN) YCIIyOr MaBxKy/I
ne0 XucoOIaHTaHuInp.

XO03Upru 3aMOH CapJOPJUK Ha3apUsACH KYMPOK Ba3UATAN EHIOUIUIITA YBTHOOPHHU
KapaTtMoK/ia. byHra kypa, pax0apHuHr y €ku Oy IIaXCui XHCIIaTIapyuHu, y €K Oy XyJIK-aTBOPH Ba
V3UHU TYTHIIWHU HAaMOEH KWJIMIIU aHUK Ba3HUATra OOFIMKAWD. By €HAOIIYB IOKOpHIATH MKKalia
EHIIOIUIIIAPHU TYIIUPUO, MyKaMMaJIallITHPATH.

Pax6apnuk Qaonusaruma OomIKapuIl yCyJlapd Ba YCIyOJIapuHU OWJIMIN Ba ylapJaH
OKWJIOHA (QoiJaraHa OJHUII MYXUM axaMmHsITra sra. Yjap OOIIKapyBHUHI HEru3u OYIMHIL
XOAMMJIapra Ba alpuM OJIMHTaH TypyxJjap (aoTUSTHHH caMapajyl TAIlKWJ ATHIN Ba TapTHOTa
COJIMIIHMHT TabCUpYaH Hysuiapu xucobmanaau. bonikapuin ycynnapu acOCHHU TabCHP YTKA3ZUIIT
MeXaHU3MJIAPH TAIIKHII 3T IH.

Xoaumiap XaTTH-XapaKaTHHU TapTUOra cojyBuM 6apya TabCUp YTKA3UIL HYIIapUHU UKKH
rypyxra Oyiauil MyMKHH:

. MacCUB TabCHp YTKA3UII MeEXaHU3MJapu, XoAumiiapra OeBOCHTa TabCUP
STMaluraH, JEKWH jkamMoa (aoNHSITHHU TapTHOra COJYyBYM MEBEP Ba KoWAaap, OoIIKada
ailfTranja sipaTHIrad MapouTiIap MaxXMyH;

. ’Kamoara Ba aHHMK xoaumra (aojl TabCUp YTKA3uIl MeXaHU3MJapH, S’bHU Yyaap
(aonusTura 6eBoCUTa TAbCUP ITAAUTAH HYIUIap Ba yCcysulap MakKMyH.

PaxOapnukHuHT camapanu ycayOum KyWuaard OMMIJUTApHU XucoOra oJiraH XxoJjjaa

aHUKJIaHAU:
. pax0apHUHT IIaXCUN MICUXOJIOTUK XyCYCUSTIAPH;
. OyicyHyBuUMIap 3XTU&KIapu Ba MaH(paatnapu;
. XOJIMMJIAPHUHT MaJjlaka Japakajapy Ba )KaBoOraplivK XHCCH;
o MabMypUSIT (PAONHUSITUTA TABCUP ITYBYM MUKH Ba TAIIKU OMUILIAP.

XO03upru 3aMOH pax0apuiaH IOKOpHIAru pax0apiuK ycya Ba yciayOnapuHu
Makcaara MyBoQUK KyJutail ol tanad stunaau. Paxoapiuk ycnyOnapiHu TaKOMUAJUIAIL THPHUILL
Oyinya Kyiuaaru TaBCcusJIapHu OepHIll MyMKHH:
Kanp-kummarnapau 6enrunab Oepuill Ba MaXCHi MakcaaJapHU MIUTA0 YUKUILL.
Hlaxcuii puBOXKJIaHUII OOCKUYIAPUHM Ba KOPHU (DaOTUATHU pexalallTHPHUILL.
OpHIIMITaH HaTWKaJapHU MYHTa3aM TaxXJIAJI KAJIHIL.
KoMMyHUKaTUB KOOWIMSTIAPHU PUBOMXJIAHTHPHIL: SUIMTHII, YKUII, TalHpHIL,

b=

€3MILI.

KummmunapHu TyIyHMOKHH YpraHuil Ba Ky3aTyBUaHIMKHU PUBOXKIAHTHPHULLL.
Xap KyHHU (UKpramra BakT TOMUIL, GUKPIapHU MyHTa3aM €3u0 Gopuil.
Bomka coxa kumminapu OMiiaH MyJTOKOTHH KEHT alTHPHILL

Bomr macanara pTHO0p KapaTUIHU YpraHHIL.

Hanun, caboTau Ba MaTOHATIN OYIUII.

A PR AN
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10.  MyHTa3aM UMKOHUATIAPHH M3JIAIl Ba Talrab0yc KypcaTHILL.

Hlynnait kunubd, paxOapiuk ycyn Ba yciybnapu Jieranjga OomIKapuil oObeKTUra aipum
XOJUM, TypyX €Kd JXKaMOAHMHT MabliyM MaH(]aaTiapuHu XpcoOra ojiraH Xojjua Makcaira
MYBO(UK paBHIIIA TABCUP YTKASUITHUHT HYI-HYPUKIIApU MAXKMYyacH TYIIYHHUIIAIH.

Byrynru puBoxyanui iynuaa foB 0yInb Typran MyaMMOJIapHH €4HUI, MaBXy/] 3aX1pa Ba
MMKOHHUSTIAPHU UIITa COJIUII, T0JI3ap0 Macaiainap Ba yCTHBOP Bazudanapau MyBadHaKUsITIN Xaj
KWJIHII Ba aMalira OLIMPHINJA 3aMOHABUH paxOapiapHUHT YpHH OEKMEC DKAHIMTUAAH KeanO
quKHO, yraap GaoauATHHU TH3UMIIH TAKOMIIIAIITUPHII Tajuad dSTUIMOK/IA.

Xynmoca YpHUIA TabKUIJIAIl >KOM3KH, OyryH Mamulakatiga Oapya coxajiapaard kalOu
OOIIKapyB TU3MMHHHM TaKOMWJUIAIITHPUII OOopacuaa amaira OMUpUIaéTraH W34 Ba TH3UMITH
UCIOXOTIap Karopuja TallKWioTiapaa pax0apiauk (GaoJusTUHU — aMmaira OLIHMPHILIHU
TaKOMWJUTAIITHPHUII, YHUHT STHTH MEXaHM3MJIAPUHU JKOPUI KHIIMII OyryH OOIIKapHII cOXacHaa
€UMMUHU KyTa€TraH Macaajap, MypakkabIukiIap XxamJa KaMUMIMKJIapHU OapTapad 3THII Ba Xall
ATHIIIA YIIOY U3JTaHUIIIIAa aMaJiTa OIIMPIIITaH TaXJIHIap, aMaliiil Takimg Ba TaBCHsUIAP Y3UHUHT
WKOOWIA HaTHKACUHU KypcaTaan 1e0 XucoomanMms.
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YITPABJIEHUSA PASBBUTUU DOKOHOMHNYECKHUX
MOKA3ATEJIEH MPOMBIINIJIEHHOCTHU U TEHJAEHIIUA
PECIIYBJIMKHU KAPAKAJIITAKCTAH

BekoocbinoB Aiinoc Kypanaoaesuu
HouenT kadenps! “bByxranrepckuii yuet u ynpasienue ousHecom’”, YHuBepcurera MamyHa
https://doi.org/10.5281/zenodo.15041389

Annotatsiya. Maqgolada Qoraqalpog ‘iston Respublikasining sanoat sektorini rivojlantirish
tendentsiyalari va omillari ko ‘rib chigiladi. Hududning asosiy igtisodiy ko ‘rsatkichlari dinamikasi
tahlil qgilinadi, asosiy muammolar aniglanadi va ularni hal qilishning ehtimoliy yo ‘llari taklif
qilinadi. Innovatsiyalar, ishlab chigarishni diversifikatsiya qilish va integratsiya jarayonlarining
sanoatni modernizatsiya qilishdagi o ‘rniga alohida e’tibor qaratilgan. Shuningdek, sanoat
zonalarini rivojlantirish va hududga investitsiyalarni jalb qilish istigbollari ko ‘rib chigiladi.

Kalit so‘zlar: boshqaruv, sanoat rivojlanishi, igtisodiy ko ‘rsatkichlar, investitsiyalar,
innovatsiyalar, diversifikatsiya, Qoraqalpog ‘iston, modernizatsiya.

Annomayun. B cmamve paccmampusaromcs menOeHyuu U axmopvl pazeumus
npomviuiienHo2o cekmopa Pecnyonuxu Kapaxannaxcman. Ilposeden ananusz OUHAMUKU OCHOBHBIX
IKOHOMUYECKUX NOKA3amenell pecuoHd, BblasleHbl KIUegble NpooieMbl U NpeoriodtCceHbl
8o3ModicHble nymu ux pewerus. Ocoboe sHUMAHUE YOeLeHO POlU UHHO8AYUU, Ousepcudurayuu
npou3600CmMed U UHMESPAYUOHHBIX NPOYECco8 8 MOOEPHU3AYUU NpombluieHHocmu. Takace
PACCMOMPEnbl NEPCREKMUBbL PA3GUMUSL NPOMBIULEHHbIX 30H U NPUGIeYeHUs UHBECUYUll 8
PecuoH.

Knrouesvie cnosa: ynpasienue, npomvluiieHHoe pazeumue, SJKOHOMUYECKUe noKazamen,
ungecmuyuu, uHHOBayuu, ousepcugpuxayus, Kapaxammaxeman, mooepHusayus.

Abstract. The article examines trends and factors influencing the industrial development
of the Republic of Karakalpakstan. The dynamics of the region’s key economic indicators are
analyzed, key challenges are identified, and possible solutions are proposed. Particular attention
is paid to the role of innovations, production diversification, and integration processes in
industrial modernization. The prospects for the development of industrial zones and attracting
investments to the region are also considered.

Keywords: management, industrial development, economic indicators, investments,
innovations, diversification, Karakalpakstan, modernization.

BBenenue. HpOMLIH_IJ'IeHHOCTL — 3TO0 ocobas C(bepa XO3$[I\/'ICTBa, rac peainus3yeTcda u
OCYHICCTBIIACTCA TIPOMBIIIIICHHAA IMPAKTHKA 91 (0) CTPAHBI. PazButue MMPOMBITIIJICHHO CTU
MOXXHO OINCHUTH IBOSKO. BO—HepBLIX, MPOMBIIIVICHHOCTDb ABJISICTCS OCHOBHO# 0a3oi Pa3sBUTHA
HAaYYHO-TCXHHUYCCKOTO IIporpecca, H, BO-BTOPLIX, o6paTHa51 TCHACHLUA IMPOMBIIIICHHOCTU
SABJIACTCS MOIIHBIM ABUIAaTCJIICEM HWHHOBAMOHHOTO PA3BUTHSA, T.C. TAC IMMPOU3BOAUTCA CO3JAHUC
HOBOM TEXHHMKH U TCXHOJIOT'UH, BBIITYCKa HOBOM NpOAYKIHH, PCATU30BBIBAOTCA HOBBIC UICHU T10
WHHOBauaM. Takum 06p330M, IMPOMBIIIVICHHOCTL W HWHHOBAIMOHHOC PA3BUTHUC — 3TO
B3aHlMO CBSI3aHHBIH mnmpounecc. 3a TroJbl HC3aBUCUMOCTHU B V306ekucrane Oblia IMPOBCCHA pe(popMa
10 FJ'Iy60KOMy Hp606p330BaHI/IIO IMPOMBIIIVICHHOTO ITPOU3BOJACTBA, IMPEIKAC BCETO M3MCHCHUC ec
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CTPYKTYpBl, MOJICPHU3AIIMH, BHEIAPEHHIO HOBBIX (OpM oOpraHM3alMud W  YIPaBICHUIO
MIPOU3BOJICTBA, OCHAILIEHHIO HOBOI TEXHOJIOTUH, Pa3BUTHIO AUBEPCU(DUKAITMOHHBIX U KIIACTEPHBIX
MIPOIIECCOB, MOBBIIICHUIO KOHKYPEHTOCIIOCOOHOCTH MPEANIPHUITHH.

[IpombinenHoe pasputue KapakanmakcraHa UIpaeT KIIIOYEBYIO POJb B COLIMAJIbHO-
SKOHOMHMYECKOM Da3BUTHUHM peruoHa. HecmoTps Ha Haiumyue HPUPOJHBIX PECYPCOB, PETHMOH
CTAJIKNBACTCSI C PSAIAOM BBI30BOB, BKIIIOYAsh HEIOCTATOUYHOE pa3BUTHE HHQPACTPYKTYpHI M
3aBUCHUMOCTD OT BHEILIHUX NIOCTaBOK. L{esb JaHHOTO HecnenoBaHus - MPOaHAIM3UPOBATh TEKYILEE
COCTOSIHME MPOMBIIITIEHHOCTH B KapakanmnakcTane U IpeyioKUTh BOZMOXKHBIE ITyTH €€ pa3BUTHSL.

Metonoanorus. MccnenoBanre OCHOBAHO HAa aHAJIN3€ CTATUCTUYECKUX JAHHBIX, IPABOBBIX
JOKYMEHTOB, a TaKXe MyOIMKalui, MOCBSIIEHHBIX SKOHOMHYECKOMY Ppa3BUTHIO pPErHOHA.
[IpumenstoTcss METOJbl CpaBHUTENbHOrO aHanuza, SWOT-aHanu3a M SKCHEpTHBIX OLEHOK. B
Ka4eCTBE MCTOYHUKOB JAHHBIX HCIOJIL30BaHbI O0T4éThl HarmonanpHOro kommtera PecmyOonmuku
VY30ekucTaH Mo CTaTUCTUKEe, MUHHCTEpPCTBa 3KOHOMHUKHM M (DMHAHCOB, a TaKXe MaTepualibl
MEXAYHApOJHBIX OpraHu3auil.

WHHoBalMOHHAs 5SKOHOMHUKA IPEAINOJaraeT HCHOJIb30BaHUE PE3YJIbTAaTOB HAyYHBIX
UCCIIEIOBAHUN Ha BCEX CTAAMIX MHHOBAIIMOHHOTO IIMKJIA, B CBSI3U C YEM B PA3BUTHIX CTpaHaX MHUpa
u3 roga B rox pa3zsuBaroT HUOKP na ocHoBe yBennueHust 00beMoB puHaHCHpoBaHUS [1].

B pecnyOnuke 13 rozia B roa MeHseTcst 00bEM MPOMBIIIIEHHOTO IPOU3BOJICTBA B CTPYKTYpE
BBII. Eciu B 2000 rogy 00b€M IPpOMBIIUIEHHOCTH COCTaBIsuT 24 %, TO B HacTOAILIEE BpeMS OH
BbIpOC 10 36%. B skcniopre 00bEM TOTOBOM MPOIYKIIMK MTPOMBIIIJIEHHOCTH B HACTOSIIEE BpeMs
paBen 70 mponientam. B 2020 rogy o0mém 3kcmopta coctaBui 6osiee 16,0 mupa momn. CIHIA,
OO0JIBIIIYIO YACTh SKCIIOPTA COCTABIISET MPOMBIIITICHHAS TPOIYKIIHUS.

B nOpoMBINIUIEHHOCTH 3HAYMTENIbHBIE WM3MEHEHUs MPOU30LUIM B TEXHOJOTHYECKOM
O0OHOBJIEHUU MPOU3BOJICTBA, OBLIO BHEIPEHO HOBOE MPOMBIIIJICHHOE 000PYI0BaHNE HA MOI00MH
3apyOeKHBIX AHAJIOIOB, CPEACTBA MEXaHU3allMW W aBTOMAaTH3alMH, U POOOTOTEXHUKU. ITO
MOBBICUJIO  HAayKOEMKOCTh  IPOM3BOJCTBA,  BBIPOC  YPOBEHb  (POHIOBOOPYKEHHOCTH,
MEXaHOBOOPY)KEHHOCTH U 3HEPrOBOOPYKEHHOCTH, YBEIWYWIACh NPOU3BOJUTEIBHOCTh TPYHA.
3HAYUTENHHO BBIPOC 00BEM MPOU3BOICTBA K BHICOKUM JJOOABICHHON CTOMMOCTH.

B cBere nmpuHATHSA MporpaMMbl COLMAIBHO-PKOHOMHYECKOTO pa3BUTHUSI CTpaHbl B 2022-
2026 rr.» O Crparerun pa3Butusi HoBoro VY3bekuctana na 2022 — 2026 rome» 00bEM
MIPOMBIIIIICHHOTO MPOHU3BOJICTBA J0JDKEH OBbLIT yBETUUUTHCA OoJiee ueM B 2 pasa. [2]

OcHOBHBIE COIMATLHO-KOHOMUYECKHE TIOKA3aTeH U Pa3BUTHE SKOHOMUKU Y30eKuCTaHa
OXapaKTepHU30BaHbI JaHHBIMH B Ta0nure 1.

Coznanuie mpOMBIIUICHHO-2KOHOMUYECKUX 30H B PECITYOJIMKE CTaJ0 HOBBIM TOTYKOM K
YBENTUYCHHUIO 00bEMa MPOMBIIILIICHHON MpoayKIuu. B HacTosiiee BpeMs B Halllel cTpaHe YHCIIO
CBOOOIHO-3KOHOMMUYECKUX U MPOMBIIUIEHHBIX 30H 10CTUT Oosiee 47 eaunul. Crenyer OTMETUTb,
YTO OCOOEHHO OBICTPHIMH TEMIIaMU PAa3BUBAIOTCS Mallble MPOMBIIIJICHHBIE 30HbI. [10 MHUIIMAaTHBE
[Ipesunenta I1I. Mup3uéeBa mias obecriedeHUs 3aHITOCTH MOJOAEKU padotoit ¢ 2024 roma B
VY30ekucTaHe Hauajao CO3/1aBaThCsl MOJIOIEKHBIE MaJbIe TIPOMBIIIIEHHBIE 30HbI, aHAJIOT'a KOTOPOTO
B MHpE HeET.[4]
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Taonuya 1
Jlunamuka pazeumusn ocnoenvix nokazamenei Pecnyonuxku Y3zoexkucman [3]
IToka3zaresn

Oon.ém Ceabckoe | CTpouTtesibHbIE
T'on BBII IIpoMBbILIEHHOCTH . 3aHsTOCTD,

(a— (- X0351iCTBO padoThl S

(Mupa cym) (Mapa cym)
cyM)
2011 | 103232,6 47 587,10 48 068,30 9 504,80 11919,1
2012 | 127590,2 57 552,50 58 549,30 11 753,90 12223,8
2013 | 153311,3 70 634,80 69 391,30 15 219,30 12523,3
186

2014 829.50 84 011,60 85 101,70 20 060,40 12818,4
2015 221 97 598,20 103 302,00 25423,10 13058,3

350,90 ’ ’ ’ ’
2016 253 111 869,40 119 726,70 29 413,90 13298.,4

421,90 ’ ’ ’ ’
2017 | 317476,4 148 816,00 154 369,40 34 698,00 13520,3
2018 | 424728,7 235 340,70 195 095,60 51 129,30 13273,1
2019 | 5293914 322 535,80 224 265,90 71 156,50 13541,1
2020 | 602193 368 740,20 261 892,20 88 130,30 13236,4
2021 | 734587,7 456 056,10 317 027,60 107 492,70 13538,9
2022 | 888341,7 551050,9 364500 130800 13835,9

3a mociemHUE TOABl OCYLIECTBIsSIETCsl pedopMa MO CTPYKTYpPHOMY MpeoOpa3oBaHHUIO
CEKTOPA, 3a CUET ITOTO YBEIMYEHHS B CTPAHE CO3AAIOTCS IIPOMBIIICHHBIE TOBAPHI IO KAYECTBY U
KOHKYPEHTOCIIOCOOHOCTH 3apyOeXHBIM TOBApOM, T.€. IPOMBIIIJICHHOCTh TMEPEXOJUT Ha
3KCIIOPTOOPUEHTUPOBAHHO € IPOU3BOJICTBO B COOTBETCTBUU C MPOIPAMMOM JOKAJIA3ALUU.

Bzaumocssaszp Mexay BBII (BasioBbIM BHYTPEHHHM MPOJIYKTOM) U IPOMBILIUIEHHOCTHIO
SIBIISIETCS. Ba)KHBIM ACIEKTOM HSKOHOMHUYECKOTO pa3BUTHUSL CTpaHbl. [IpOMBIIIEHHOCTh UIpaer
3HAYUTENBHYIO0 poiib B (opmupoBanuu BBII u cnocobcTByeT ero pocty. 3a mocieaHue roisl B
PecniyOnuke VY30ekucTaH TPOUCXOOUT aKTHBHBIA pocT oO6vemoB BBII 3a cuer Toro, d4ro
MIPOMBILIUICHHBIE MPEANPUATUS MPOU3BOIAT PA3IUUYHBIE TOBAPHI U YCIYTH, BKJIIOYas MAaIlUHbI,
obopynoBaHue, aBTOMOOUIIH, YEKTPOHUKY U T.1. (Tabnuua 1). [Iporecc mpousBoacTBa U MPOAAKU
3THX TOBApPOB MPUHOCHUT NMPHOBLIL, KoTOpas yBenuurnBaeT BBII.

ITo cocrosnuto Ha 2022 rox o6weM BBII B ctpane coctaBnsier 888341,7 mupa. cym, 3To
o cpaBHeHuto ¢ 2011 rogom B 8,6 pa3 Beitie. HecomuenHo, pocty BBII ciocoGcTByeT MHOKECTBO
(bakTOpoB, cpenud KOTOPBIX 3aHATOCTh, HMHBECTHIIMM, OJKCIOPT M T.I. B Hameill crpane
TMIOJIOKUTEHHBIMU TEMITAMU MPOUCXOAUT POCT MOKa3aTeNel B CTPOUTENHHOU chepe U B CENbCKOM
X034icTBE. 3a MOCIETHHE HECKOJIbKO JIET B CTpaHe HaONMIOmaeTcsi CTPOUTENBHBIR «Oym»,
BO3BOJSATCS HOBBIE JIOMa, CTPOSITCI OOBEKTHI coluanbHOW cdepsl, Tompko 3a 2022 ron
CTPOMTENBHBIX PaboT ObLTO BhIMOMHEHO Ha 130800 Mipa. CyM, 3TO CBUIETENbCTBYET, YTO TEMITBI
pOCTa MO CPaBHEHUIO C MPOLLIBIM FOJOM MOBBICHIIUCH Ha 21%.

OnHako CTOUT OTMETHTh, YTO TOJOKHUTENbHAs JWHAMUKA HAOMIONAETCS HE TOJNBKO B
BBIIIIEYKAa3aHHBIX cepax, HO U B IPYTHX OTPACIISAX MTPOMBIIUIEHHOCTH (pucl).
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140000
120000
100000
80000
60000

40000
Vol A
(M | l-I,I.I,I-I,I,- _I_.___-_ -l_l_l_l_l-l.l-l-lll

2011 2012 = 2013 = 2014 2015 2016 = 2017 2018 = 2019 | 2020 @ 2021 | 2022

o

B MammHocTpoeHue 319.1 | 467.2 776.6 | 8145 | 787.6 | 983.7 1586.2 3504.5 4373 @ 4291.3 3926.6 5830.7

Xumunueckast 2594.7 2924.7 | 3350.1 4130.1 4993.7 7378.9  9893.8 15078.4/18974.3 21213.5/27577.9 33350.2
B [Iumepas 7305.8 8610.6 11373.7 14387 18512 22400.5 23217.7 25256 |35337.3 42314.9/51094.4 59421.9
W Kosxanast 1224 1521 3484 5272 7579 9814 14146 1647.9 15888 1616.9 1983.2 | 2188.9
= HedrerazoBas 2383 | 2265.7 2470.3 3062.7 3102.6 2886.7 3681.9 5589.3 9964.2 11003.3 11335.2/15064.1
B CrpoutensHble MaTepuans | 9,504.8011,753.915,219.3@0,060.4@5,423.129,413.934,698.06:1,129.3071,156.5@8,130.3007,492.71.30767.1
= Jipyrue 1406 1873 2311 3539 450.6 1077.1 1032.9 1363.7 1523.3 | 1699.3 2151.2 | 5035.4

Puc. 1. Temnwvt pocma ompacaeit npomviutiennocmu (6 mapo. cym) [5]

[lo pucynky 1 BuaHo, 4TO cdepa MPOU3BOACTBA CTPOUTEIHHBIX MaTEpUATIOB HMEET
Han0oJIee sIPKO BRIPAXKCHHYIO TUHAMHUKY, 32 2022 101 00hEM CTPOUTETHLHBIX MAaTEPHUAIOB COCTABUIT
130767 mapa. cyM, Tak ke BBICOKMMH Pa3BUBAETCs MUILEBAs U XUMUYECKasi IPOMBIIIIIEHHOCTb, a
HEKOTOPBIE OTPacCiIv HANpOTHB HE UMEIOT PE3KMX M3MEHEHUW B CBOEW TuHamuke. B 1ernowm,
pa3BUTHE OAHOM OTPACIM MPOMBIIIEHHOCTH MOXXET MMETh KacKaJTHbIi >QQeKT Ha pa3BUTHE
JpYruX oTpaciel, co3aaBasi HOBble BO3MOXKHOCTH JIJIsl OU3HECa, HHBECTHIIMM U POCTa SKOHOMHUKH
B LIEJIOM.

N3meHeHne cTpyKTyphl oTpaciieidl MPOMBIIIJICHHOCTH TOBOPUT O TpaHcPopMaluu U
Pa3BUTUU PKOHOMUYECKON Cpeibl. ITO MOXKET ObITh BBI3BAHO PA3JIMYHBIMU (PAKTOpPAMH, TAKUMU
KaK TeXHOJOTUYECKUE MHHOBALIUY, U3MEHEHHUE CIPOCa Ha MPOIYKIHUIO, TOJIUTHYECKUE PEIICHUS,
W3MEHEHHUE PETYIATOPHON CpeAbl U JAPYrUMHU IKOHOMHYECKUMHU CIABUTaMU. Takke HM3MEHEHUe
CTPYKTYpPBI OTpacieil MPOMBIIIJICHHOCTH MOXET MPUBECTH K BOSHMKHOBEHHUIO HOBBIX OTpaciie,
POCTY CEKTOpOB, CIEUUANIM3AINKU MNPEANPUATUN U TOSBICHUIO HOBBIX PBIHKOB. DTO MOXET
CO3/1aBaTh HOBbIE BO3MOKHOCTH ISl IPEANIPUHUMATENEH, HTHBECTOPOB U paboveil CUIIbL, a TaKKe
CIOCOOCTBOBATH IKOHOMUYECKOMY POCTY M Pa3BUTHUIO (pHC. 2).

2022 - ¥ /- TG A A .V A

2021 4 4 C Y

2020 S X R S % M T S K

2019 - I/ AN ¥

2018 YN 1 G X A W A

2017 v N S V¥ WG G - XN W

2016 4 Q 5 0/ 7

2015 Ty A VA A W

2014 | R % WG IO :

2013 Y v S S 7 MGV - N Y W S

2012 4 0 4 o 004

2011 4 4G 05 100
0 20 40 60 80 100

B /Ipyrue otpaciy B MamuHocTpoeHue M XumMmuyeckas

Hedrerasosas B JHepreTHkKa B CTpouTesbHas

Puc.2. Uzmenenue cmpyxkmypol ompacieti npomviuinennocmu (%) [6].




MANAGEMENT, MARKETING AND FINANCE

INTERNATIONAL SCIENTIFIC JOURNAL VOLUME 2 ISSUE 2

B Hameil ctpaHe 3a mocieAHMM TOJ NMPOM3OLUIM 3HAUUTENbHBIE CIABUIH B CTPYKType
OTpaciiel MPOMBIIIJIEHHOCTH HAa CETOJHSAIIHUN IEHb CTPOUTENBHASI IPOMBIIIIEHHOCTh 3aHUMAET
HaMOOJIBIIYIO YaCTh — 3TO 0K0JI0 23,7%, cieaoM uaetT 3HepreTuka ¢ 7%, n0Js Apyrux orpacieii B
COBOKYIHOCTHU cocTaBisieT — 59,5%.

CTouT OTMETUTH, YTO U3MEHEHUE CTPYKTYPhI OTPACIEd IPOMBILUIEHHOCTH TAKK€ MOXKET
IPUBOJUTh K YCTApEBAHMIO U CHIKEHUIO 3HAUMMOCTHM HEKOTOpPBbIX oTpaciieil. Bo3moxHo,
HEKOTOpbIE NPEAIPUATHS CTAaHYT HEPEHTAOCIbHBIMHU WM OKa)KyTCsl HE BOCTPEOOBAaHHBIMU H3-3a
U3MEHEHUSI KOHKYPEHTHOTO OKpYXEHHUS MM TEXHOJIOIMYECKOTO YyCTapeBaHMs. OJTO MOXKET
MIPUBECTH K COKPAIICHUIO pab0uYuX MECT U COLMATIbHBIM MPOoOIeMaM.

Kpowme Toro, uameHeHue CTpyKTypbl OTpaciieid MPOMBIIIIEHHOCTH MOXKET TaK)Ke MOBIIUATh
Ha MI00albHYI0 KOHKYPEHIMIO M paclipelielieHne MPOU3BOACTBa MEeXAy cTpaHamu. Hekotopsie
CTpaHbl MOTYT CMeIlaTh CBOM (OKyC C OJHOM oOTpaciu Ha Jpyryr, 4TOObl OCTaBaThbCs
KOHKYPEHTOCIOCOOHBIMH. JTO MOXKET IIPUBECTHU K NEpepacipeesIeHHI0O MHBECTULIUHN, PECYPCOB U
PBIHKOB MEKIy CTpaHaMH, YTO MOKET UMETh KaK MO3UTHBHbBIC, TaK U HETaTUBHBIE MOCIEICTBUS
VIS pa3INYHbIX SKOHOMHUK.

KoneuHo, mnpu wu3ydeHWH JWHAMUKM U3MEHEHHUS  IPOMBIIIJICHHOCTH, CTOUT
¢doxycupoBaThbCs Ha OTAEIbHbIE TEPPUTOPUU OJHOM M3 Takux sAsnsercs PecrnyOnuka
Kapakanmakcran. [laHHBIH pernoH No TEPPUTOPUAIBHO-TeOrpaduyecKkoMy pacroiOKEHUIO B
VY30ekucTaHe SBISETCS CaMbIM OOJIBIIUM PETHOHOM, OJTHAKO MO Pa3BUTHIO MPOMBIIIIEHHOCTH
Moka ocTaéTcsi OJHUM M3 CaMbIX OTcTajibix. He ocTaHaBiuBasch MOJIpOOHO HAa ATOM BOMPOCE,
MPOBEJEM aHallu3 pa3BUTUS NPOMBILIUIEHHOTO cekrtopa Pecnybnmuku Kapakanmakcran u eé
CpPaBHEHHE CO CPETHUM YPOBHEM Pa3BUTHSI PECITyOJIUKH.

Crnenyer OTMETUTh, YTO VYACJIBHBIM BEC MPOMBINUIEHHOCTH KapakanmakcTtaHa B
obuiepecnyOnukanckoM 00béMe cocTasiseT 2,3%, a mo skcnopty - 16%. Kpaitne Huskuit temn
pa3BUTHUS MIPOU3BOJICTBA MPOMBIIIJICHHOCTH HAOIIOMAeTCsl B AUBEPCUPUKAIIMOHHBIX MPOIECCaX.
Bmecre ¢ 3TUM Hajo ckaszaTh, YTO 3a MOCIEAHHME TOAbl MPOMBIIICHHOE Pa3BUTHUE pPEruoHa
MpeTepreBaeT cepbE3nbie n3MeHeHus. OCyIIeCTBISIOTCS MaclITaOHbIe 331a41 110 KOMILIEKCHOMY
Pa3BUTHIO BCEX PETHOHOB Y30eKkucTaHa. B aTom miane u mpomblluieHHOE pa3BuTue Pecnydonuku
Kapakanmakcrana cieayer OCYIIECTBISATh C OINEpPEXKAOMMMU TeMnaMu. W3BecTHO, dYTO
Kapaxkanmakusi pacriosiaraeT OrpOMHBIMH 3aiacaMy HEAP W MOJIE3HBIX UCKOMAEMBIX (HaIpUMep,
MeCOK, 1e0eHb, METAJI, CHIPbE JJISl U3TOTOBJICHUS MUILEBOM U TEXHUYECKOU cobl u apyrue). K
HUM OTHOCATCS 3alachl ChIPbS MHOTOMWJUIMOHHBIMHU TOHHaMH, OOECHEUMBAIOUIUN €ro
UCIOJIb30BAaHUE B MPOU3BOJICTBE COJIbI CBBIIIE CTA JIET.

B mporpamme «Crparerust aedictBum», mnpunsaton B 2017-2020 rr. paspaborana
pecnyOnuKaHCKas MporpaMMa IO JalbHEHWIIEMYy pPa3BUTUIO MNPHOPUTETHBIX OTpacieit
IIPOMBIIIJIEHHOCTH. 3@ 3TU TOAbI CO3JIaH PsAJl 00BEKTOB MPOMBIIIJIEHHOTO Ha3HAuYeHHsI, 0COOCHHO
B 00J1acTH epepabOTKU BTOPUUYHBIX PECYPCOB, IPOU3BOICTBA CTPOUTEIBHBIX MAaTEPHAIIOB, CO3/1aH
LEeMEeHTHBIA 3aBoj. OnHako, B pecmyOnuKe MoKa B HEJOCTATOYHOW CTENEHHM BBITYCKAIOTCS
IIPOMBIIIJICHHbIE TOBapbl, KOTOPbIE Obl YIOBJIETBOPSUIM MOTPEOHOCTH HaceleHHs, 0COOCHHO
KaueCTBEHHBIE TOBAphl HAa OCHOBE CIIPOCAa MUPOBOIO PHIHKA.

BwMmecre ¢ 3TUM Haj0 monarark, 4TO B TEOPHUU YIPaBIECHUS MPEANPHUATHEM YCTAHOBIIEHHI,
YTO HE BCE TOBAPhI MOKHO M3rOTABIMBATE B OJJHOM MecTe pacioioxkenus. Heo6xomumo pa3BuBarhb
UHTETPAllMOHHBIE W KOOIepallMoOHHblE cBs3U. Hampumep, B SnoHMM npu M3roToBIeHUU
aBTOMOOMJIEH MCIONIB3YIOTCS KOOTIEPAIlMOHHBIE CBSI3H, T.€. YaCTh JeTaje BBO3HUTCS U3 JIPYTUX
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NIPEANPUATHN, TaK HA3bIBAEMBIX JOTOBOPHBIX Ipeanpuatuid. [lonarasce Ha 3Ty TEOPHIO, CHUTAIOT
HE IIe71eco00pa3HbIM MPOU3BOAUTH BCE TOBapbl B oAHOM peruoHe. Ilo moacu€ry skcmeproB
apisiercs 3¢ pexTuBHbIM cooTHomenue 70:30.

Nmeercs emé onHa mpodiemMa — 3TO AMBEPCH(HKAIMS MTPOU3BOACTBA M TOBAPOB. DTOT
MIPOIIECC MOIYYHII Pa3BUTHE C TIEPEX0I0M Ha PRIHOYHYIO IKOHOMUKY. CyIITHOCTB TUBEPCUPUKAIINN
COCTOWT B TOM, YTO ITPOU3BOJICTBO PACIIUPSIET BBHIITYCK HE OHOTO, @ HECKOJIBKO TOBAPOB.

CpaBHI/ITCJH)HI)IC II0Ka3aTecjin 0Tpacnel71 MPOMBIIIVICHHOCTH CBUACTCIBCTBYCT, YTO TCMII
pocrta npomblnuieHHOCTH KapakanmakcTana emé OTCTaeT OT CPEeJHEPECIyOIMKAHCKOTO YPOBHS
(Tabmuua 2).

Tabauuya 2.
Temnot pocma npomvtunennocmu Pecnyonuku Kapaxkannaxkcman (%) [7]
OTtpacian T'on

NPOMBIILICHHOCTH 2015 | 2016 | 2017 | 2018 | 2019 | 2020 | 2021
MamuHocTpoeHue 49,3 | 272,7 | 288,1 75,7 188,9 | 63,5 44,1
Meramryprudeckas 114,7 | 63,5 86,3 90,7 | 263,5 | 71,3 | 2073
Xumuaeckas 239,8 | 563,5 | 112,3 | 96,77 | 108,2 | 103,2 | 105,6
[MumeBas 137,5 | 103,6 104 108,7 | 109,5 | 109,4 | 100,5
CTpouTensCcTBO 105,3 89,4 112,3 | 1258 128 107 103,8
Koxanas 92,5 122,6 | 69,3 127,1 | 359,2 | 120,3 96,4
dapmarieBTHYECKAS 72,7 142,2 | 2743 | 204,8 | 127,2 | 170,5 53,6

[To maHHBIM TaONUIBI BUAHO, YTO CYLIECTBYIOT BEIYIIHE OTpaciu MPOU3BOACTBA, TaKUe
KaK METaJUTyprusi, CTPOUTEILCTBO, MUILEBAs U XUMUYECKash TPOMBIILIEHHOCTh. Tosbko 3a 2021
roJl METaJUlypruyeckas IPOMBIIIEHHOCTh IMoKazaja TeMnbl pocra B 290,7%, uytO
CBUJCTEIBCTBYET O aKTMBU3aLMU paObOT B JaHHOM HAlpaBiICHUHU. AHAINU3 JAHHBIX MOKa3bIBaET,
yro B Pecnybnuke KapakanmakcTan cymiecTBYIOT UM OTCTAOIIME OTPACid, CPelud KOTOPBIX
MalIMHOCTpOeHHE U (papmarieBTHKa. MUPOBOI OTBIT MOKA3bIBAET, YTO MPOMBIIIJICHHOCTD J0JKHA
pa3BHUBAThCA BO BCEX peruoHax rocyaapcersa. B atom miane [Ipesuaent PecniyOnuku Y3oekucran
HECKOJIBKO pa3 OTMETUJ 3HAYMMOCTb PAa3BUTHUSl INPOMBIIUIEHHOCTH HE TOJBKO B LEHTPAJIbHBIX
ropojax, a 0 He0OX0IUMOCTH y4€Ta Pa3BUTHUS KaKIOTO OTIAEIBLHOTO paiioHa B peruoHax. [loatomy
MOJINTUKA PA3BUTHUS MaJbIX MPOMBINLIEHHBIX 30H (MII3) nomkHa ObITh HallpaBlieHa Ha peIlIeHUe
ATOM MPOOJIEMBI.
Tabnuya 3
Temnot pocma npomwluiieHHbIX npeonpuamuii no paiionam Pecnyonuku
Kapaxannakcman (%) [8]

Paiionnl 2014 2015 2016 2017 2018 2019 2020 2021
Amynapbs 108,9 | 119,8 | 107,7 | 121,6 | 118,6 106 105 110,3
Bepynnii 105,7 | 115,3 | 101,3 120 100,6 | 102,9 | 104,9 | 111,5
Bo3aray - - - - - 107,9 | 107,6 | 108,6
DILUTHKATBA 96,5 115,7 93,6 100 121,1 | 177,2 | 111,7 | 108,8
Kanuasbikya 96,3 127,8 | 112,4 | 100,4 | 109,1 | 1424 | 107,4 104
Kapayssak 122,2 | 1344 74,9 170,8 | 171,2 | 122,77 | 116,4 106
Kereiiin 97,5 116,4 | 103,7 | 113,5 | 119,8 | 108,2 123 81,6
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Kynrpar 142,6 | 112,9 | 104,5 | 108,7 97,7 127,7 | 110,4 | 108,5
Myiinak 121,1 | 1299 | 113,2 | 105,9 | 124,5 | 119,4 | 141,7 | 113,8
Hykyc p-u 97,2 134,6 96,2 101,7 | 118,1 | 127,3 | 101,2 | 100,8
Hlymanai 94 132,7 | 102,3 98,7 135,1 98.4 173,3 | 105,2
Taxrakymup | 94,6 122,7 104,5 160,7 95 1223 118.,7 101,4
Taxusaram - - - 94,6 127,2 135 120,7 123.4
Typrkya 106,9 | 133,1 97,2 105,2 | 116,8 | 107,8 | 119,4 110

Xynekedsim 104,1 105 99,7 110,5 | 103,3 | 101,3 | 106,7 81,4
Yumoaii 111,6 | 198,2 | 114,4 98,5 94,4 113,1 | 110,8 | 103,5
r. Hykyc 110,6 144 300,9 | 110,1 100,4 106 98,1 107,8

B Tabmume. 3 npuBeneHsl CBEAEHUS O IPOMBIIIJIEHHOM pPa3BUTUM  pPalOHOB
Kapakanmakcrana, TyT MOKHO 3aMETUTh, YTO HEKOTOPBIE paiOHBI HE Pa3BUBAIOTCS BOBCE, O YEM
CBHJICTEIBCTBYIOT crarucTuueckue nanHele. K npumepy Kerennmiicknid, XyKaWIuniCKUi,
Hyxyckuii, Yumbaiickuil paiioH o Temmam pocTa MpearnpHUsITHI MOKa3bIBAIOT OTPULIATENIbHYIO
JUHAMHKY, @ 3TO TOBOPUT, YTO HE BeAeTcs paboTa Mo CO3/IaHUIO0 HOBBIX MPOMBIIIJIEHHBIX 30H U
MPEANPUATHN.

Pesyabrarbl. AHanu3 mnoka3aja, 4YTO BEOYIIMMHM OTpacisiIMH IMPOMBINUIEHHOCTH B
PecniyOnuke KapakanmakcTaH sSIBISIOTCS XMMHYECKasl, MUILEBasi, TEKCTUJIbHAS U CTPOUTENIbHAS.
JloObIYa MPUPOJHBIX PECYPCOB, TAKUX KAK T'a3 M MOJIE3HbIC UCKOIIAEMBbIE, TAKXKE UTPAET BAXKHYIO
pOJIb B SKOHOMMKE pernoHa. OIHAKO ypOBEHb TEXHOJIIOTHYECKOTO Pa3BUTHsI OCTAETCS HU3KHUM, a
IIPOU3BOJICTBEHHBIE MOIIHOCTH HCHOJB3YIOTCSA HE B NOJIHON Mepe. OCHOBHBIMHM IpoOieMamu
SBJISIIOTCSL HEXBaTKa MHBECTULMH, HU3Kas KBaJU(UKALMA KaJpOB U DSKOJIOIMUECKUE PHCKH,
CBSI3aHHBIE C TPOMBIIJICHHBIM IIPOU3BOICTBOM.

3nech cienyer yAaelauTh ocoboe BHMMaHUE BollpocaM auBepcupukanun. Kak usBecTHo,
IuBepcU(pUKaLUs NOApa3AeseTcss Ha TPU BUIA: PErHMOHAIBHO-OTPACIEBast, TEXHOIOIMYECKas,
nponykroBas. [l pa3sBUTHS NPOMBIIUIEHHOTO IIPOM3BOJACTBA BCE€ OHM BaxkHbL. OpHaKo
IuBepcUpUKaLUs MPOAYKIMM KpailHE HEOOXOJMMa B ILENAX YBEIMYEHHUs acCOpPTUMEHTa U
HOMEHKJIaTYpbl Ipou3BoAcTBa. Ha mpomblinuieHHbIX npeanpusatusax KapakaimakcTaHa ypoBEHb
IUBEPCU(PUKALNY HAXOAUTCS HA OTHOM U3 NTOCIEAHNUX MECT CPEIU PETUOHOB CTPaHbl, YTO TPeOyeT
MHHOBAI[MOHHOI'O Pa3BUTHUS PErMOHA HAa OCHOBE Pa3BUTHUS TUBEPCU(UKALIMOHHOMN MOJIUTHKH.

VMHHOBaLMOHHOE PAa3BUTHE BCETAA COOTHECEHO C BBITYCKOM HOBOM Nponykuuu. [Tostomy
BCErJa IpH aHalu3e JCATEIbHOCTH MPENNpUATHs 1eJecoo0pa3HO y4YMTHIBATh MOKa3areseil
TEXHOJIOTUYECKOro OOHOBJIEHHS M MOJIEPHU3ALMM NPOU3BO/ACTBA. Takol aHamu3 B 3apyOexHOU
IIPAKTUKE IpPUMEHsETCs 4YacTo. Tak Kak IPOMBILUIEHHOE IIPOM3BOJACTBO, HAILICJIEHHOE Ha
TEXHOJIOTHYECKOe OOHOBIIEHHE, BCETIa HAXOJUTCS HAa YPOBEHbB BBIIIE, YeM APYTHUe MPEANpHUITHS,
HE HCHOJb3YIOIIKE 3TONH BO3MOXKHOCTH. OHM YacTo B IIeNAX OIpaHUYEHHs 3aTpaT NMpUOerarT Ha
MOJICpPHU3ALUI0 TEXHOJIOTUYECKHUX IIPOLIECCOB.

D¢ hexTUBHOCT, HOBOW TEXHUKH M TEXHOJIOTHUHU YCTAHABIMBAETCS C BBICOKMM YPOBHEM
UCIIONB30BaHUs  MPOU3BOJCTBEHHOM  MOIMHOCTM. Ha  DIPOMBILUIEHHBIX — IPEANPUATUAX
MOJTHOMAcIITa0HOE  MCIIOJIb30BAHWE  IPOU3BOJICTBEHHOM  MOIIHOCTH  SIBIISIETCS.  OCHOBOM
yBeIMUYEHHUs] 00bEMa MPOU3BOCTBA M MOBBIIIEHHS TPOU3BOIUTEIBHOCTH Tpyaa 06e3 Kakux-I1nbo
JOTIOJIHUTENBHBIX 3aTpaT. AHAIU3 HCIOJIb30BaHUs NPOU3BOJICTBEHHON MOIIHOCTU MOKAa3bIBaET,
4YTO €€ YPOBEHb HE OXBATHIBAET BCIO IIPOU3BOACTBEHHYIO CTPYKTYpY. I B OCHOBHOM €€ ypOBEHb
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3aBHCHUT OT YpOBHS 3((EKTUBHON OpraHU3alluy IPOU3BOJICTBA U TPyna. Tak Kak Ha MPOU3BOJICTBE
MMEET MECTO TOTEPH, HEIMOJaIKU, HE CBOEBPEMEHHOE O0ecIleueHHe pecypcaMu, 3aHECEHHBIMU
4acTAMU U T.J. AHaIU3 COLUAIbHBIX IIOKA3aTesleld Ha MPOMBILIJIEHHBIX MPEANPUITHIX UMEET
BaXHOE 3HaueHue. Tak Kak MEXJIy COLMAIbHBIMU U IPOU3BOJCTBEHHO-PKOHOMHYECKUMHU
[I0Ka3aTeJIsIMU UMEETCSl TECHAsi B3aUMOCBS3b.

Oocy:xxnenue. g nanpHEHIIero pa3BUTUS NpOMbIIUIEHHOCTH B KapakannakcraHe
HEOOX0IMMO pean30BaTh KOMIUIEKC MEp, HAIpPaBICHHBIX HAa MOJIEPHHU3AIMIO CYIIECTBYIOMIMX
NPEIIpUITUNA, NPUBICUEHUE HWHOCTPAHHBIX MHBECTHIMH U  Pa3sBUTUE TPAHCHOPTHOM
nHppacTpyKkTypbl. BaskHyt0 posib UrpaeT rocyaapcTBeHHasl MOJIEpKKa B BUJE HAJIOTOBBIX JIBIOT
U TporpaMM CTUMYIMpPOBaHHUS Majloro W cpenHero OusHeca. Takxke cieqyeT Y4HUTHIBaTbh
SKOJIOTUYECKHE aCIEKThl, BHEAPSS TEXHOJOTMH 3€lE€HOM HKOHOMUKM U BO300HOBISIEMBIX
HCTOYHUKOB DHEPIUH.

VrydnieHue COUMalbHBIX IIOKa3aTelel He TONbKO O00ecleyrBaeT ypOBEHb JKU3HU
YeJI0BEYECKOro (pakTopa, HO CTAHOBUTCS CTUMY/ISITOPOM PAa3BUTHS MPOU3BOJICTBA U pOCTa 00bEMA
npousBojcTBa.  ColMaibHble  IOKa3aTelld  XapaKTepHU3ylOT, BO-NEPBBIX,  yBEIUYEHUE
KaueCTBEHHBIX IOKa3aTeseil MpOou3BOJICTBA; BO-BTOPHIX, TOBBHIINIAET YPOBEHb MOTHBAlLlUM; B-
TPEThbUX, COKpalllaeT HENPOW3BOJCTBEHHBIE 3aTpaTrhbl; B-UYETBEPTHIX, MOCTOSHHO MOBBIIIAETCS
MpUOBUIBHOCTE Mpou3BoJcTBA. [lo pacueTam BBINOJHEHHBIX MEXAYHAPOAHBIMH SKCIEpTaMU
YCTaHOBJIEHO, YTO IMOBBIIIEHUE KAauyeCTBa COIMAJIbHBIX MOKa3zaTeseld oOecreyrBaeT MOBbIIICHNE
Mpou3BoACTBa 10 40 MPOIEHTOB.

Ha nmpoMBblIIIeHHBIX NPEIpUATHAX YCIIEIIHOE pa3BUTHE MHHOBALIMY U TPOU3BOJICTBA B HE
MaJIol CTENEeHM 3aBHCUT OT nepcoHana. Pabouas cuia Ha Bcex dTanax oOIIEeCTBEHHOTO pa3BUTHUS
Obula  OCHOBHBIM  (DaKTOPOM  COLIMAIBHO-3KOHOMHMYECKOTO  Pa3BUTHsI  MPOMBIIIJICHHBIX
OpeAnpusATHiA. PbIHOYHAs SKOHOMHKAa MHOTO€ M3MEHWIO B OOJIACTH HCIOJIb30BaHMA paboueit
CHJIBL, KaK B TEOPETHMUYECKOM, TaK U B IIPAKTUYECKOM I1IaHe. J[eJ0 B TOM, 4TO B OBIBLIEM COIO3€ U
B PBIHOYHON SKOHOMHUKE Y30€KMCTaH OTHOCHTCS K TPyAOM30BITOYHOMY peruony. [losromy B
HacTosiIee BpeMs NpodiiemMa 3aHATOCTH cTajla IJIaBHOM NpoOiemMoii npaBuTenscTBa PecyOnuku.

3akoHbl pBIHKA Tpyla HE BCErna OTPAXKAKT HCTHMHHOE IIOJIOKEHHE HKOHOMHUYECKUX
nporeccoB. Tak Kak B [IOJHON Mepe HEe YYUTBIBAET 3aKOH MIPEIIOKEHU 1 OaraHca pabouelt CUIIbI.
[ToaToMy B Y30ekucTaHe 3aKOH MPeUI0KEHUS OIIepekaeT 3aKOH CIIpoca.

3akirouenne. [IpombinenHoe passutue Pecnyonuku Kapakannakcran —TtpeOyeT
KOMIUIEKCHOTO ~ TIO/IX0Jla, BKJIIOYAIOIIEr0 HMHBECTHLIMOHHYIO IIOJIUTHKY, MOJEPHU3ALUIO
TEXHOJIOTUIM M TMOBBILIEHHE KBaTM(UKaUM pabdouux KagpoB. locynapcTBeHHas MOAJEpXKKA U
MEXJIyHapOJHOE COTPYIHHUYECTBO MOIYT CTaThb BaKHbIMU (DakTOpamMM YCIEIIHOTO pPa3BUTHUS
IPOMBIIIJICHHOCTH B peruoHe. Peamuzanus MPeAoKEHHbIX Mep I03BOJUT 3HAYUTENIbHO
MOBBICUTh KOHKYPEHTOCIIOCOOHOCTh MPOMBIIIJIEHHOTO CEKTOpa W YIYUIIMTh 3KOHOMHYECKOE
II0JIO’KEHUE PETHOHa.

Takum oOpa3oMm, NpPOBENEHHBIN aHaNIU3 COLMAIBHO-?KOHOMHUYECKOTO IOJIOKEHUS
JESITEILHOCTH NPOMBIIIJIEHHOCTH PErMOHA, €T0 KaUECTBEHHBIX M KOJMYECTBEHHBIX NOKa3aTenen
CBUJETEIBCTBYET O TOM, YTO B PETHOHE MHOTO HEUCIIOJIB30BaHHBIX BO3MOKHOCTEN U PE3EPBOB IS
JambHEeUIero pa3sBUTHS HHHOBAIMM, 00BEMa NPOM3BOJCTBA, IMPOU3BOJUTENBHOCTH Tpyda M
s dexTuBHOCTH. J{JIs1 JambHEeHIIIero 5JKOHOMHUYECKOTO POCTa B PErHOHE Ha J10JITOCPOYHBIN TEPHO.T
11€J1IeCO00Pa3HO OCYIIECTBUTH CIETYIOIUE MEPHIL:
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- pa3paboTKa CTPAaTErMYEeCKUX MEp M0 PAMOHAIBHOMY HCIIOJIb30BAHUIO TIPUPOIHO-
CBIPBEBBIX PECYPCOB HA JOJITOCPOYHBIN EPHOL;
- OCYILIECTBIIEHUE MOIEPHU3ALIMH [TPOU3BO/ICTBA B COOTBETCTBUH C MHHOBALIMOHHBIM

pa3BHUTHEM;

— noBbIeHUe d(P(HEKTUBHOCTH UCIOJIB30BaHUs (PAKTOPOB MPOU3BOJICTBA (Tpyla U
Kanuraza);

- YCHJICHUE WHHOBAIIMOHHO-UHBECTUIIMOHHOW AKTUBHOCTH B IPOMBIIIJICHHOCTH
peruoHa;

- pa3BUTHE TUBEPCU(DUKAIIMOHHON U KJIACTEPHOU MOJUTUKU B PETUOHE;

- yIIydlleHWe  JIeJIOBOM  aKTUBHOCTM M WHHULUUATUBHOCTH  MECTHBIX
npeanpuHuMaresneil 1 Ou3Hec-cpeipl;

- BHEJPEHHUE TPOTPECCUBHBIX METOJOB OpraHM3allMd TMPOU3BOJACTBA CHCTEM
yIpaBJIeHUs, 0COOCHHO KOPIIOPATUBHOTO METO/A yIIPaBJICHUS;

- Hapall¥BaHWE 3KCIIOPTHOIO MNOTEHIMaNa IPOM3BOJCTBA € Y4ETOM MEpexoaa K
MHHOBAI[MOHHOM MPOAYKLHMH, BBITYCKa KOHKYPEHTOCHOCOOHBIX M 3CKIOPTO-OPHUEHTUPOBAHHBIX
TOBApOB, NOBBIIEHUS 3()PPEKTUBHOCTH MTPOU3BO/ICTBA.
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MHAJUINA UKTUCOIUETHU PAKAMJIAILITUPHUII
IITAPOUTHUJIA TABJIUM TU3UMUJA PECYPCJIAPIAH
®ONJATTAHUII CAMAPAJTOPINT MTHU UKTUCOANM-

MATEMATHUK MOJEJUIAIITHPHUIII

Hdycanos Canum MamapacyinoBu4
Hkrucomuér danmapu 6yitnaa dancada nokropu (PhD), TormkeHT naBiaT HKTHCOAUET
YHUBEPCHUTETH, MYCTaKHII TaIKHKOTIH
https://doi.org/10.5281/zenodo. 15035117

Annomauun. Makonaoa mavium mMusUMUOA MOAUSIAUMUPUWL  CAMAPAOOPIUSUHU
AHUKAUOA MAMMEMAMUK MOOETAUMUPULUHUHE XaMOad YHUHZ aXAMUsmu Kypcamubd YmuieaH.
Xycycan onutl mavium myaccacaiapuoa mavium — cugamuda owupuuioa  MOIUABUL
PECYPCIAPHUHE aXaMusimu 6a YHU Macappy@ smuut 103acu0an maxiuiutl EHOauLyenap Ha3aputl
HCUXAMOAH YP2AHUN2AH XaMOa Me2UULIU XYL0Canap 6epuiea.

Kanum cyznap: mavium musumu, MOIUALAUMUPUWL, MOTUSLIAUMUPULUHUNHE XOLAMU,
MYyamMmonapu 8a NPOSHOINAPU, MAMEMAMUK MOOCLIAUMUPU, MABIUM MYACCACALAPUHU
camapanu bowKapu, peumune, MOIUAsUll OAPKApoPIuUK, Myn06-KaOuiusmu,peHmaoeniux

KUPHUII

XX acp uaTuxocu Ba XXI acp ubtupocuma Typiu Mamiiakariaapaa TabJIMMHH, XyCyCaH,
JaBJIaT TabJIUM TU3UMUHU MOJIMSJIAIITHPHILI MEXaHU3MIIAPUAA CE3UTIapiM Y3rapuliap 103 oepau.
by Ttabnum TtU3uMmmaa Tanmabanmap, YKyBUMJIAD COHUHMHI KECKHH OPTHUIIM Ba OHOKET
MaOJaFJapUHUHT YeKJIaHTaHJIM OwiaaH OoFnuK OynuO, maBimar (OromkeT) MalnariapuiaH
doitnananuI camapaJopIUTrTHU OIIMPHIL XaM/a OI0MKETIaH TalllKapu Malnafiap MaHOalapyuHU
neBupcuukanus KWIUIIHA Tanad o3Tagu. TU3MMHU MONUSIJIAIITUPUIN [IAKUIApU  Ba
MEXaHU3MJIAPUHUHT Y3rapulInra HHAWBUIyal TabJIUM JaCTypIapuHU MAKIUIAHTUPHILL, YIAPHUHT
Ma3MyHHM, MyQJaTH Ba IIaKiapu Oyinya JuBepcHUPHKALMS KWINALI 3apypaTH TabIUMHHUHT
MOXHMATHA Ba Ma3MyHMHMHT Y3rapulllura Tabcup Kwiaud. Maskyp y3rapuiuiap Ba TeHASHIUsIAP
Ky1u1a0 AaBiaTiaap yuyH Y3HUra Xoc axaMusT kacO Taju.

Mae3zyza ooup adadbuémnap maxnuiu.

Tabnum TU3UMHIA MONUSBUN pecypciapiaH (oWJallaHUITHUHT Ha3zapuil acociaapuHu
TaKOMIJITAIITUPUII TU3UMIATH MaBXKyl XOJaTHH 0axoJialil UMKOHHU SPATUIIMIIUHU KYPCAaTMOK/A.
by Oopana mactna® puBOXIIaHTaH MamJjakariapAa TaAKUKOTIAp amalra OMIMpuiIraH Oymuo,
XyCyCaH, XOPIKIUK onumiapaad T.Mantyc TabIMMHH ax0du COHM KyNaluIM KOHYHIapu OuiaH
6ormaiiay, XK. AT nmnad yukapun oMuuiapu ynymaopauru oumnas, JX.Kynou umnad aukapuiin
Ba HMCTEHMON Hazapuscu opkand, JK.Mumi TabIUMHU MEXHAT TaKCUMOTHHUHT JECTPYKTHB
KapaéHu Ty(aiiiy MITYMIAPHUHT TaHa33yira gasBocu cudatuna kypubd umkaam®. IlyHuHrmeK,
A.Cmut, J.Puxapno, A.Mapmamnn, [Jx.Mumn, 3.Xexmep, b.Onun, I.Xa6epnep, [.CanBarope,

3 Cmur A. Wcnenosanue o npuposie M IpHYMHAX GoratcTBa HapomoB. — M.: Compkrus, 1962. ¢. 332., Pukapmo JI.
Hadano nonmutudaeckoi 3KOHOMHH U HajoroBoro oomoxxenns. —M.: [Iporpecc, 1993. c. 292.,
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WN.H.By3znanos, A.lankeBuu, X.XKOHCOH, PJlunceii* kabu oJIMMJIap TOMOHHUJAH aMalira
OLUMPWIraH W3JaHULUIAp/AA TAabIUM THU3UMUAA MOJMSIBUM HCIOXOTJIAp, MHCOH KalmuTalura
TaBJIUMHHHT TabCUPH, TAbIUM HWKTUCOMUETHHUHT BYXKYIra KeIulM, OOCKHWIapu Ba
XyCYCUSITJIapH, MIapT-IIapOUTIIapH, PUBOKJIAHUILIM, MUUIMA MKTHUCOAMET Y4yH camapacu Ba
yCIIyOuid KuXaTiapu acociad OepuiraH.

HxTrcomun oJIMMIIApHUHT acapiiapujia TabJIuM TU3UMUHU MOJHSUTAIITAPUILI, MOJUSBHUI
pecypciiap camapaJopiuri, UHCOH KalUTalld TYIIYHYacH Ba YHUHI METOJIOJIOTUSICH Ba YCTYBOP
fiyHanmunuiapn umia6 uMkprad, Yrtran acpuuHr 20-immmapuna axagemux C.I.Crpymunms
OupuHuMnapaan O0ynub ¥3 TaAKUKOTIapuaa “...TabJIMM OMWIN Ty(halii MUUIMKA JTapOMaJHUHT
VeumuHM XucoOnam TakaupuHu Oepra”, Oy 3ca y3 HaBOarujga TabiuMra HyHalITHpUITaH
MHBECTUIUAIAPHUHT CaMapaopJIUry TYFPUCH/IA TaUPHIITa UMKOH Oepann’™.

Mumiii MKTHCOMUN  caMapaJopJIMKHU  OaxOJAITHUHT KOPPENAlMoH EHJIONIYyBIapH
AKIInuk uKTHCOMYU OJIMMIIapTa XaM xoc OynuO, »xymiuanaH, Iasapa @.J[eHncoH TabIUuMHUHT
VTN Kydu cHaTHIa HAMOSH OY/IraH NKTHCOIMH aXaMHSTH FOSICHHH HIITapH CypraH®.

Cyurru Wwmnapaa pecrmyoaukamm3fa 0030p MyHocalaTjiapu IMApOUTHAA TabJIMM
XU3MaTJIApUHUA OOIIKAPHII, COXaJla MApKETHHT TAIKUKOTIapW KaOW HyHaIMmiapaa MyHOCHO
UMUK u3naHunuiap o6 6opran myammudmnap cudaruna C.C.Fynomos, K. X.AOmypaxMoHOB,
Bb.}O.XomueB, A.lll.bekmypomnoB, M.X.Caumnos, Y.A.bypxanos, C.A.A0xymnaeB, P.P.XacaHos,
A.B.Baxa6oB, T.C.MamukoB, H.X.Xaiimapos, J[.X.HabueB, O.0.Omumxonos, 3.Ky3ues,
H.CarnymmaeB, A.MaxmymoB, X.Pexanos, A.lllepoB, C.By3pykxoHoB Ba OomkaitapHu/
KYpCaTHUIll MyMKHH.

Tabkumnam KOU3KH, TabJIUM THU3UMH Ba YHAArd MOJUSBUN  peCcypClIapHUHT
caMapaJOpJMTMHU  OUIMPUIIHMHI  Ha3apuid  JKUXaDIapu  TaAKUK  OSTWIMILK,  YHH
nuBepcu(UKanMsIan, coxada pakoOaT MyXUTH HIapT-IIAPOUTIAPUHM SIHaga KydaTUpuI,
caMapaJOpJMTMHU  AQHUKJIAIIHUHT  WIMHNA-yCIyOMil,  MaBXyl  XOJaTHU  MaTeMaTHK
MOJICJUTAIITUPHUII SKUXATIIApUHU YPraHull macajaiapu Aoj3apoiauruya KoJMoKaa. ANWHUKca,
Macajara MAJUIMA UKTHCOAUET HYKTalM HazapulaH, Tajaba Ba axoJid KeHI KaTjamiapu Xamja
MUHTAaKaBUM HyKTalll Ha3zapujaH 3aMOHaBUM (yHJAaMEHTAl-WHHOBAIIMOH XapakTepiaru
UKTHUCOJIMHI TaIKUKOTIAPHH TALIKWJ STHILITa4Ya OYJITraH y3/I0KCU3 OJIHHA TabJIUM TH3UMU cudatuia
€H/alTyB aManra OlMpHIMaraH.

Taokukom memooonozusacu. TaagkukoT onu0 Oopuil TaBOMHIIA MOHOTpPAdUK TaxJIUI
XaMmJla SKCHEpT Ba TU3UMIM TaxJWi ycymwiapuaaH (oigananran Xoiga OJHM TablIuM
MyaccacajJapUHUHI MOJMSIBUI MYCTAaKWUIMTMHUHT axaMHUsSITH Ba MOJMSIBUN pecypciap
camMapaJOpIMTUHU OUIUPUII YCYIUIAPUHU TAaKOMIWLIAIITUPUIL OYiinya Taknudiaap Tai€piaanau.

Taxnun éa namuscanap:

4 C.I.CrpymuiuH. MeTofONOrUs OLEHKM M HOBBIIIEHHS 3(P(EKTHBHOCTH TOCYIAPCTBEHHOH CHCTEMbI BBICIIETO
npodeccruoHanpHOro 00pa3oBanus: Aproped. muc. HokT.okoH. Hayk (08.00.05). — CII6., 2002. — 41 c.

> K.B.fkymepa Meroauueckye PpEKOMEHIAMUM IO pacueTy HOPMATHBOB OMOMKETHOrO (DUHAHCHPOBAHMS
obOpa3oBaTenpHBIX yupexxaeHnit. — M.: HoBas mkomna, 1995. —64 ¢, Cuctema ¢prHAHCHPOBaHUS 00pa30BaHUS: aHATIN3
a¢pexturocTH / [Tog pen. C.A. bensikoBa. — M.: Texnorewats, 2003. — 182

6 Hom6posckuit PJI. Opranusanmst ynpapineHus (YHKIMOHMPOBAHHEM W Pa3BUTHEM CIOKHBIX SKOHOMHKO-
TIPON3BOJICTBEHHBIX OOBEKTOB : JIHC. ... IOKT. 3KOH. HayK. - JIbBOB, 1992. - 298 c.

7 ¥ 36eKUCTOH Pecniybmukacu onmit TabauM tuzuMuaA 2030 Hurada pUBOKIAHTHPHUIIT KOHIISTIITASCHHN TaCIUKIAIIT

tyrpucuaa’ru I1d 5847-con dpapmonnaa.
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JaBnar napakacuaa OJMH MabIyMOTIM MyTaXacCHCIApHM Taléprall, YJapHHU HIIra
KOMIATUPHUII Ba OaHUIMTMHM TabMHUMHJIAII JXKapaCHIapuaa JaBiaT OOLIKAPyBH MEXaHHU3MHU
amoxuaa axamuar kacO stanu. Hazapuii xuxarnan Oy mammmakar OTMnapuausr TanabanapHu
KaOyJT KHJTUII PeXach HKTUCOAUET TAPMOKIAPUHUHT aMaJlIark Taadura Tyjia Moc OVIIHII Kepak
neranuaup. ByryHru KyHaa onmii TabiuM HyHanmunuiapugara HOMyBOGUKIHK 20-35 dousHu
TaIIKWI eTagu. XyCycaH, Melaroruka, MyXaHIUuCJIUK, THOOUET WXTUCOCIHKIAPUHUHT KyNTUHA
HyHanunuiapu Oyinda opTukya Kaaprnap taiépmanmoxna. Keitmnru dnmapaa pecrnyOauKaHHHT
0ab3u BUIIOSITIIApHIA OJIMH MabJIyMOTIIA MyTaXacCHCIapHH Tal€pIamt XyayUIapHUHT HKTHMOMIA -
WUKTUCOJUHN Tajabjiapura MOC KelMaiiu, MacajiaH, 0ab3u BwiosTIapAa ¢akar nemarorjiap Ba
Bpawnap Tanépmanmokna. Kanmpmap Ttaiépnamra, cudar Kypcarkuunmapu Ba JiaBo3uMmIIap
MUKJIopura 0yiran tanad keckuH y3rapau. Mira omyBunnap kyn xomiapjaa TETHIUIM AUIIIOMIa
emac, OaJKu WIIHM OMJIMIUIMK, KaJpjap KacOuil manakacura ebTuOop Oepmoknanap. Aipum
OTMuap mexHat 0030pu Tayiadiapura Ba TabJIMM XU3MaTh 0030piiapu Tajadiapura xaBob Oepa
onMaiau, OyHUHT OoKHOaTHa KYNrMuHa MyTaxaccuciapra Kylima, XyCyCHii, 4eT 3J1 Ba MamJlakaT
Oomka KopxoHanmapuaa Tanad mamxkynm smac. byrwnr ycrura OTMmapHuUHT MyTaxaccuciap
Taépnammuaa YXmanuiuK Ky3aTUIMOKIa — aiHu Oup coxa myraxaccucu Typiu OTMmapaa
TalépnaHaau, rapyM yHra Bujosmiapia 3XTHEXK Oymaca-aa.

Bynapuunr Oapuacu onMii TabIMM MaKOMUTAa Ba yHra HYHalTHpWITaH MOJHUSBUN
peCypCIIapHHHT caMapalil XaMmJla MaKCaJIWINK KypcaTKuuiapura cainOuil Tabcup Kypcaraiau Ba
MyTaxaccuciap Tainépiuami cudaTUHU OIIUPHUIITA KUUTA Taadmap Kysu.

TabnmuMm TH3UMHra XycycaH OJHMH TabiIuM TH3UMHTA HWyHaITHpUiIaéTran Oapya
WYHANMMIIIard MOJHUSBHHA pecypciiapra OynraH TamaOHM XucoOiam y49yH KyHUAaru acocui
OOIITaHFUY MabJIyMOT MaTepuaiapyu XucoOaaHaau:

—Tabaum TH3UMUA HaBiIaT OyIOpTMacH acocuia OrmKeT MabIariapu XUCOOUIaH TaXCuil
oNaéTraH TabJIUM coXalapu Oyiinya MyTaxaCcCUCIAPHUHT MHUKIOPU Ba TY3WJIUIIH, Yiap
JTMHAMHKACH;

—Tabaum TH3UMHUAA OENTHIIaHTaH TYJIOB-KOHTPAKT MaOnaFiapu XHUCOOMIAaH TaXCHIl
onaérran Tanabanap Ty3WIMaBUIl Y3rapululapuHu, coxafga OanHj OYiaran Xxoaumiap, Iy
XKyMIilaJlaH, OJIM MabIyMOTIM MyTaXaccuciap COHMHU Oaropariaii;

BamopatnanHiHr METOI0JIOTUK ACOCHHU TAIIKWII €TYBUM HETU3JIU EHIAIINIITA KyiHIaru
acocnap/a Oamopatianl TaauTyKIHIup:

—MeBEP Ba MEBEPUN XyxoKaTIap;

—Tanabanap KOHTUHTCHTH Ba YHAAru TYy3UJIMaBUN CHIDKUIILIAD;

—TexHUKaBUh-ukruconut  Kypcarkuumap ¥y3rapumm TeHAeHCHsICH (KYII  OMIJUIH
MO/JICJUIAIITHPUII )

-MyKOOWJINTa acoCIaHHIII.

Menép Ba Mebpépuil Xyxokamiap acocuga OTM TuznMura HyHaNTHPUIAETIaH MOJIUSBUN
pecypciapra OynaraH TamaOHM Oallopariaml YIapHUHT Typiau XwulapuiaH Qoiiaananumra
acoCJIaHAH.

Ty3unmaBuil cupKuIIap acocuaa MOJIMSIBUNA pecypcnapra Oyiuran TanabHu Gamopariar
Tanabanap KOHTUTEHTHIATH apuM Imakmiapu (6a3aBuil TYIOB-KOHTPAKT, TabaKalalITUPUITaH
TYJOB-KOHTPAKT, KyIIMa JacTypiap acocuaa ka0 eTwiraH Tajabanap KOHTHHICHTH)
YCTYBOPJIMTU XaMJa PHUBOXJIAHUIIMHM XUcOOra oiu0 MOJHSIBHI pecypclapHUHT OKUMHMHU
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aHMKJIAIl Heru3ura Kypuiaau. 5-10 fimumk gaBpra OamopariamiHUHT KUAIHA HYHAIUILIApU
O0ynmub Kyinmarmiap XucoOmanaiy;

—OTMra naBnar OypTMAacHMHUHI €HI' MyXUM HyHanunuiapuga tanadanap KOHTHHTCHTH
XQKMUHUHT YCHII JMHAMUKACHHHUHI Ky4alHIIH;

—axoJM JapoMa JapakacuHUHT optumu optuaad OTM tuznmura rabakalamTHPHITaH
TYJIOB-KOHTPAKT aCOCH/Ia TaabalapHUHT WHPHUK MUKIOP/IA JKaI0 eTHUIIHIIH;

—nm OepyBYMJIAPHUHT OylOpTMajapu, 4YeT el MHBECTUIMSUIAPUHUHT OPTHUIIHA acoCHAa
KymuM4a Tanadanap KOHTHHTEHTHHUHT omuim (0y Ou3Hec, MapKEeTHHT, MOJIUS Ba XUCOO-KUTOO
coXacujia MyTaxaccuciapra TaJaOHUHT OIIUIIUTA OJTHO KeJajn);

TexuukaBuil-uxtucoauii Kypcarkuunap y3rapuimHu mapouTiap acocuaa Oamopariamt
(Ky11 OMUJUIM MOJEJUIAIITUPUI) JeMOrpaUuK OMUIUIAp, aXxoJid JapoMaj Japa’kacu, MKTUMOUM
PUBOXKJIAHMIAATH KyTWUIa€TraH Ty3wiMmaBui cwpkunviap mapoutuga OTM  tusmwura
HYyHanTUpUIAaETTaH MOJIMSIBUI pecypciap OKMMH aXBOJIM Ba pPUBOXKJIAHUII UCTUKOOJIMHYU YpraHUIL
XaMJla TaxJIn KWJIUII acocHja amalira omupuiaad. by xonna Gamoparnamn Moaenu Oup Heda
OOCKWYHU Y3 WUUra OJIaJIu:

1. Axomm pgapoMan JapakaCMHM Ba XoJlaTUHU Oaxonam (OyHzma OomnutaHFud
MAaKpOUKTUCOJIUHN KypcaTKuwiapaaH GoiiaanaHuIaiIm).

2.AxonuauHT Ba AaBimatHUHr OTMra 6ynran kytunaérran tamaba xaxmu. by 6ockuuaa
JlaBJIaT Ba XyAy/l OOMKETHIaH, ITYHUHT/IEK, OOIIKAa MOJIMsIIAII MaHOaanapyuiaH KeJIUI MyMKHH
OyJraH MHBECTHLIMATIADP AHUKJIAHA M.

3.Kyrunaérran nemorpaduuk y3rapunuiap (aemorpaduk Tapkudaa MexHaAT pecypciapu
TapkuOuaa Ba MKTUCOAMETHU KalTa Kypullja 103 OepaéTraH y3rapuIlIapHU TaxXJIWJI KWW
acocuja aHUKJIaHAIH ).

YMymMaH MOJCIUIATHPHIN TEXHUKABHUU-UKTUCOANM, WXTUMOHH, AeMorpaduk Ba
MEBbEPUH—MaBIYMOTHOMABHIM KYpCaTKUWIAp axOopuil-MebEPUl MabiayMoOTIIap 0azacu acocujia
amaJira OIUMpHUJIaJIu.

Kanpnap Tait€pnam My nactypuaa Ky3ga TyTHITAH TabJIUM XU3MaTUra, MOJJIAN
unuad YMKapuil Ba W)KTUMOMN coxajapAa IOKOpH Majakaid Kajapiap Taiéprnam Ba Kaira
Tal€pIallHUHT MyHTa3aM MOHUTOPUHIY Ba yiapra 0yiran tanad xaMmJa Takiu@Hu 6amopamianl
KEHI' KaMpoBJIX Ba3uda 0Ynud, y Myraxaccuciapra Oyirad 5XTHEKHU YpraHUIINHY Tanad eTaau:

—pecnyOnuKa, BWIOST, MKTUCOAMET TapMOKJIapu Ba W)KTUMOUN HHOpaTy3HiIMa, OIUN
TabJIUM HyHAIUIIApU (MXTUCOCIUKIAPH) MUKECHUA;

—Majaka (OakajiaBpiap, MarucTpiap) Ba TabiauM (OJWH, ONMH TabIUMIAH KCHUHTH)
napaxacu Oyiinya.

byHJa TaqKUKOTHUHT KyWuJaru ycyiiapuaas GoijanaHuiaim:

—VOKTUMOUMH TaJIKMKOTIAp;

—V36exucton Pecnybnukacu gmaBnar  Ba  Homamar OTMmap Xamma  XOpPMIKHiA
MaMJIakaTiaap/Aaru oJvi TabJIMM XU3MaTUHUHT KUECUH TaXJIMIIH, Kaapiap Taiépnai 6yiinya omauii
TabJIMM Myaccacajapd UMKOHUSATIAPUHHU YpraHHIL;

—TE€XHUKAaBUH-UKTUCOANN KYpcaTKuujaap Ba 0030p KOHBIOHKTypacu OwiaH Oofnal omuii
MabJIyMOTIH Kajipiapra Oyiaran TanabHu MOJEIUIAIITHPHUILI,

—MebEp Ba MEBEPUN XyXHOKAT acocuja OJIMH MabIyMOTIM Kajpiapra OyiaraH TajaOHU
Garoparnar;

—OJIMH TABJIMMHMHT aXBOJIM Ba PUBOKIJIAHHUII MOHUTOPUHTY TU3UMHUHU MIIUIA0 YMKUIIL
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—axoJii OaHITUTHHU 0axoJall acoCuaa Kaapiaapra Oyirad eXTUEKHHA YpraHuIIL,
-coxanap/a aJoxXuaa-aJoxXuaa Kaapiapra Oynaran exXTuéK KOHyHUSTIApUHU YpraHuil, Oy
OJIMI MabJIIYMOTIIM MyTaxaccuciapra peciyOinka HKTHCOTUETH Oapya coXalapuaaru eXTHEKHU
TabMHUHJIAII UMKOHUHU Oepaiu.
1-scaosan
Vibexucmon Pecnyonuxacuoa OTMuapuu Moruaniauimupuwiuny 6awopamiauHune
my3unamasuii-axoopuii mooenu®

HcnoxornapHu puBOKIaHTUPHIL Onuii Tapnumra Hxruconuér
Ba TY3WIMaBHH KailiTa KypuIl JlaByiat TaApPMOKJIAPUHUHT TYJIOBra
nyHanuuuiapu Oyitnua gapiar OromKeTuIaH KoOMJI Tanabu
JACTypJiapu axpaTmanap
MamnakaT UKTHCOIUHU OTMunap bromxernan Tamkapu
PUBOXJIAHTUPUIITHUHT OrOKETUHU MOJIMSJIAI TapKUOU Ba
KyTUJIa€TraH Tap3u (Tex. — UKT. Oaxomari JTUHAMHUKacH
K¥pcarkuunapu 6amopath)
OTM Ttuzumura Onuit Mmasnymoriu | OTMra AXOJIMHUHT
WYHAITUPUJIAIATaH MyTaxaccuciapra | Kaoyn TYJI0Bra
WHBECTHUIUSIIAD XAKMU Tanad Gamoparu YMYMHUH KOOMJI Tanmadu
MUKJIOpU
OamropaTtu
CyHru imsuiapaa TapMoKJiap Ba Uynamammap, uxracocmukiap 6yitmaa OTM
HXTHUCOCIIUKJIApAArua KaOyJIMHUHT MUKAOPH Ba Ty3WJIUIIH Oaroparu

MyTaxaccuciap MUKIOPH

JUHaMHKacu

Hopasmar OTMunapHuHr KaOyin Oyirda Tanad MUKIOPH Ba TY3WINIIN

Honaenar OTMnapaa myraxaccuciap XyKyMar Xyayaui opraHjiapuHUHT
TalEpIallHUHT TY3WIHILN MyTaxaccuciap Taiépinail Ba Taaad MUKIOPU
xakuaaru Takaadaapu (OTMra kalyi)

OTM Ttusumura MoJIMSBUHN pecypciiap OKUMHUHUHT Oaloparuia 3HI MyXUM OMMJUIapJaH
Oupn Myraxaccucnapra OynraH Tanad OamopaTapUHMHT HaTWXKajlaph YIapHHHT YMYMHA
MUK/IOPY Ba MKTUCOAMETHUHI alipuM TapMOKJIapHIa, IIYHHHIJCK, MyalsH OamopariaHaéTra
Huira pecnyOnuka Xyayslapd MUKECHIA UKTHCOMMETHIUHT MEbEPUI (paoiauaT KypcaTuIiy yuayH
3apyp Oynran kacOuii Ty3unumuHu kypcaraau. Lllynnait kunu6, TanaOHUHT Oy KypcaTKU4u KaMu
¢daonuaT KypcaraéTraH MyTaxacCHciap KOHTHHI€HTH Ba TY3WIMLIMHM KYypcaraiau, YIapHH
Taiépram MUKJIOpH 3ca OamopatiaHaéTrad Huiiaa HOMabJIyMIIMTH4Ya KOJIa/Iu.

Ymymuil Tanab omrad xoiulapaa Oy Takcumutaml Yeu6 GopumM Jsio3uMm. bamoparHuHr
Ty3unui—axoopuit mogenu: OTMnapra Tanabanap kaOynu OamopaTHHU UIIIa0 YMKHII acoCUaa
OamopamiaHaéTraH MUKIOpJap Ba MyTaxaccuciapra OyiraH Kymumya Tanad Ty3WJIHILN JO3UM
(TapMOK Ba XyIlyl MUKECHIA).

Myraxaccucnapra OynraH TamaOHU KOHAMPHII HYKTaW HaszapuJaH Tanabamnap KaOyn
KWJIUIITHUHT YMYMHUH MUKJIOpUHH Oaxojamniaa KyiHuaru OMWIIapHU ebTHOOpra oI 3apyp:

8 Man6a: Taxmunmii MaTepuasIIap acocuia MyauTnd TOMOHU/IAH Ty3HIITaH.
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—MYTaXaCCUCIApHUHT Taynad eTwiaéTraH, aWHUKCca, WCTHKOONIa Tanald eTWiIaguraH
MUKIOPH, TY3WJIUIIA Ba Talépiamr >KOMIAlIyBUra MOC KelaguraH OJMHA Makradaa 3apyp
MoyusiBHi  (OrOMKeT XucoOuaa), MONIMI HETH3HUHI, MPOQeccop-YKUTYBUM Kaapiap
MaBXYIJIUTUHY;

—IOpUMK Ba KHUCMOHHI IIAXCIAPHUHT OIODKETNAH TalIKapy MaOlarjapuHU KaJl0 eTHII
UMKOHUATIApH (PpupMa, KOPXOHA Ba aXOJIMHUHT TABJIUM XHU3MaTUTa TYJIOBra KOOWI TaqaOMHUHT
0ax0oCH)HUHT OOPIIUTHHU;

—Ttayabrop abWUTypUEHTIApJa OJUH TabJIMM Ba MXTUCOCIMKHU TanabmaH Kelud YHKUO
Oamoparnanaérran Mukaopaa Ba OTMra kaOyn KMl Ty3WJIMIINTa MYBO(UK OJHUII HUSTH
OOpJIUTHUHY;

—pecnyOnuKa XyIy[Ulap MHUKECHIA TeTUNUIM €Il TypyXjapu Oyiimdua axoiim COHHIA
abUTypUEeHTJIapHUHT yMuIuHY (1->xanBan).

Bbynna acocuii (Gamopamiam yuyH O0nUIaHFUY) KypcaTKuwiap Oamoparian KaTTaaurura
era OynuIn 3apyp: axoiu coHu (aemorpaduk Oamopar); unagTraniap yMyMui conu (OaH UK
OamopaTtH); WKTHCOAMETAA OaHJ MYTaxXaCCUCIAPHUHT YMYMHUH COHHM (TaBCUS eTWIaéTraH
yeyuapad Oupu/ia aHUKITaHAIH €KU Tanad OIIUIINTA TAbCUP €TYBYH OMIIIIAp OYyTYH MaKMYHHHU
xpcoOra oJiraH X0J1/1a SKCTPATOJIAINS aCOCH 1a OSNTHUITaHAIN ).

OHr X1 ycyiapaad oupu 6ynub, MonMMsIBHI pecypciapra OYiaraH eXTUEKHU TaxJIni
KWAJIMII Ba OanroparialiHuHT UKTHCOANI-MaTeMaTHK XaM/la CTaTUCTUK YCYUTapyd XUCOOIaHaIH.
Koppensaunon Ba perpeccuB TeHINIaManap CTAaTHCTUK NapaMeTpllapyuHH OJJIMHIaH OaxoJjaiira
acoCllaHTaH PHT KaM KBaJpariap Ha3apusiCH, IUCTIEPLMSIBUIN TaxJIui, o0pa3iapHu UIPOKIAIIHUHT
acoCHil KOMIIOHEHTJIapH, SKCTPEMYMHHU TacoAu(uil M3Jaml Ba UMHUTALMSIBUI MOJEUIAIITHPHUII
yCYJUTApUHU Ma3Kyp yCyljiap KaTopura KUpUTHII MyMKUH. VKTHCOAMI-MaTeMaTHK METO Tap/aH
(ol TaTaHUIITHIHT MOXUSTH ITYHAaH HO0OpaTKH, OyHIa MOJHUSBHI pecypciapra Oyiran 3XTHEKHU
Oamopamiam y €k Oy OMIIHMHI TaAKUK OSTWIa€TraH Kypcarkuura KyIuiad CTaTHCTHUK
napaMeTpiap Ba TaHJaHraH OeNru-oMWIap, NaTWUIapHU KeWHHYAIMK UMHUTAIMUIa0 TEeruiun
koedunuentnap EpaamMuaa TabCUPUHU MHUKAOPHM Oaxojaml acocuia amaira OLIWPHIIAIN.
Mopernnm sKcriepeMeHTa coXxaaaru rnpodeccop-yKUTyBYM Ba XOAUMIIAp COHM, acOCHii Tanabanap
KOHTHUHTEHTH Ba OKHUMH, MOJIUSBHM pecypciap MaHOanap, TYJIOB-KOHTPAaKT KUWMaTH Ba
OomKayiap XucoOianau.

MonusBuii pecypcnapra Oyiaran TanabHu yprada MyaaTra Ba y30K Myaaarra 6amopariani
Y4yH MaTeMaTHK-CTaTUCTUK MOJIET OJIUI TabJIUM TU3UMHU MUKECH]IA UILIIA0 YUK MYMKHH.
bynna Tamara Tabcup €TyBYM OMMIUIAPHU NWCHEPUHUSBHHN TaXJTWIMHU JacTiaOku Oockudia
YyTka3um Makcaara wMyBoduK Ba (dakaT IIyHJaH KeHMHrMHAa Tanad KYpcaTKUYMHU
MOJICUTAIITUPHUIITA KAPHUILUII JIO3UM.

2-arcaosan
V3bexucmonoa manaéanap conu, munz kuwu (1 aneap xonamuza)®
Husnap T Tanaéanap cOHM, MHHT
KHIIH
2016 itua 1 279 674
2017 itun 2 314 467

® Onwii TabauM,paH Ba HHHOBAIMAIAP BA3UPJIMTHMHUHT CTATHCTUK MabIyMOTIIAPU aCOCU/IA TaiépIanIn
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2018 itna 3 344 790
2019 iina 4 468 399
2020 itna 5 590 077
2021 iina 6 710 732
2022 iina 7 832127

[IporHo3namHUHT €Hr coafa ycy/ulapuuaH Oupu OYnraH TpeHI (DYyHKCHSCH OpKaIH
Tanabarap COHMHM MCTUKOOIM JaBp YYyH MpOrHo3 Kwiamu3. byrma tpern R=A+BxT
¢byHkuMscuaa VY3rapyBUWIApHU HWWJUIap KWIMO oJlaMu3 XamMJa YM3UKIN (YHKCHS XOCHII
KWJINHA]IH.

Tpenn QyHKCHSICHHM Ty3HWII Ba y OpKalM MporHo3 KuiuiiHu ‘“‘Maiikpocodt Excen”
macTypuia “‘aHanu3 JaHHUX EpaaMmaa Oakapamu3. YHTra Kypa, Y3rapyBuwiap HWusuiap
XxucobnaHaiu.

3-arcaosan
Maenam 6100xcemuoan monuanammupunaouzan OTMnapza 6100>cem
Maobnaznapununez xapaxcamaap oxumu ounamurxacu 2017-2021 tiunnap

(mapo cym)
2021 iina
. 2016 | 2017 | 2018 | 2019 | 2020 Veuw
Kypcarkuuiaap N . . . . Y
i | dma | dmo | g | daa Veuw | xoegh
Koeq. 2016
Cymval 5020 | iiurea
tun Hucoba
mau
Oummii TabJIMM Myaccacajapu
1 D 637, 1 738, 878.8 ! ! 2 1,33 3,48
L ami, Yy 8§ | 6 © 12973 | 670,1 | 2202 | ’
KYMJIAJIAH
H rypyx 537, | 594, 1 1 1
2. 743,0 1,32 3,36
Xapaskarjiap 3 3 ’ 085,2 | 365,6 | 807,3
Oftmt st | 280, | 303, 1 300 5 | 6174 | 6513 | 8280 | 127 | 295
Xaku poHan 5 9
Wnmuii
Aapaziaiiap 154,0 | 217,1 | 1,41 x
parbaTiaHTUpH
1 poHIN
256, | 290
Crunenaus 7’ 95’ 363,8 | 467,7 | 560,3 | 762,1 | 1,36 2,97
3. | MHIYRYS e a6 | 918 | 1508 | 1799 | 2568 | 143 | 3,73
XapakaTiapu
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HB rypyx

31,6 | 69,6 | 43,9 61,3 | 124,6 | 156,0 | 1,25 4,94
Xapaskatjiapu

Man6a: Mosusi Ba3UPJINTH CTATHCTHK XHCco0OT/IapH acocuaa Myauing TOMOHHMAAH
TY3WJI/M.

IOkopunarn xaaanma OTM TH3UMUIAard €Hr WHPHUK MOJMSBHIA MaHOa XUCOONaHTaH
OromKeT MalOnariapuiaH aMaira OMIMPHIITaH Xapaxariap OKMMH Kypcatu®d yrwirad. bynma
xapaxarinap 2020 #wmnga 1,33 wxoeddumment, 2021 #mnga 2016 iwnnra wHucOaran 3,48
koe(duTcueHTra ycranauruiu Kypummmus MmymkuH. Ly Ounan 6up karopaa OTMunapaunr B
rypyx xapaxkarnapu OeBocuta 2020 #mnma 1,25 xoedpdurcuent, 2021 #unga 2016 iwira
Hucb6aran 4,94 xoeddurcruenT omrad. bromkeTnan axpaTuiran Madiariap, acocaH, OMIMK MII
XaK{ Ba CTHUIEHIUsIAp XUCcacura TYFpu kenaau. UyHKuW, Xap MWW Teruuuid Kapop OuiaH
pecnybonuka MukEcuaa OWIMK MII Xaku Ba crunenausuiap 10-12 ¢gous Muknopuaa omupud
KEJIMHMOK/Ia.

bynu xyitnaa sxkagsanga OTMnap napoMaiapu TMHAMHAKACHHE allOXK/1a KYpHO YMKaMu3.

4-srcaosan
Maenam 6100xcemuoan moruanawmmupunaouzan OTMnapoa oapomaonap ounamuxacu 2017-
2021 aunnap (mapo cym)

. 2017 vimn 2018iimax | 2019 wimx | 2020 iiman | 2021 iinn
Yiauos

Kypcarkuunap oupJur

Konrpak | Konrpak | Konrpak
Kontpakr P P P KonTpakTt
T T T

1, | FlapoMajKamu, my | MAPACY |, 1o 34485 | 5000,1 | 69903 | 84442

)KyMJ'la).IaH M
1. tun 6 .
1L botiura WIPACEY | 4445 946,0 14998 | 21498 | 32032
1 KOJIIHK M
L . .
, | Hnamme rymyw M”‘;f Y| 19072 25025 | 35003 | 48405 | 52410
wiynoan MADILE
maGaKarammupunza l;f' Y o101 568,9 626,9 11284 | 19183

H KOHmpaxm oyuuua

Man6a: Monusi Ba3UPJINTH CTATHCTHK XUCOOOTJIApH aCOCHIA MYAaLJIM() TOMOHUIAH
TY3WJIIH.

By VYcumra ommb KenraH acocHii OMHIUIApAAH OMPHMHUNCH JaBIAT OIOKETHIAH
aXpaTuiagurad MaOnariap opTraH, MKKMHYKMaH, faBiat OTMiapra tabakanamTHpUiIrad TyYI0B-
KOHTpaKT acocuja KaOyn kymaiiran, yunHungaH OTMuapHUHT TYJIOB-KOHTPAaKT MalOiariapu
XrcoOuaaru KoJAUK Mallariap THKopar OaHKJIapyUra Typiid Xuil (ou3 cTaBKajJapuaa JeTo3UTra
KOMITAIITUPUITUIIY KaOMJIapHU KypacaTud YTUITUMHU3 MYMKHH.

Hly 6unan O6up Karopna, oMUl TAabIUM THU3UMHJAA XaM MOJMUIAIITHPUIIA, MOJHUSIBUMA
pecypciap OKMMHJA XaM Y3rada EHAallyBlap aMaira OLIMPHIIIH, KyMIlaJaH, TajabanapHH
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KaMpal OJHII JapakaCMHM Kynatupum wmakcaauna, OTMnap COHMHUHI OpTHIIH, KaOyin
KBOTQJIapW  MapaMETPIAPUHUHT  COJJANANIaTUPUITraH  TapTuOmapu  SKOpUH  eTHIMIIH,
TabaKanamTUpUiIral (cyrmep) KOHTPAKT Tap3uja KaOyTHUHT KYNMaHWIIM HaTH)Kacuaa TU3UMIA
MOJMSBHMA pecypenap Kynawau. by XonmarHu KyWuparm auarpaMma KypUHUIIMAA aHUK
KYpULIMMH3 MYMKVH.

5-acaoean
Maenam 6100xcemuoan monuanammupunaoucan OTMnapoa oapomaonap ounamuxacu 2017-

2021 tiunnap (mapo cym)
Japoman :kamu

9,000.0 84442 84442
8,000.0

7,000.0

6,000.0
5,241.0 5,241.0

50001 50008 40405 48405

5,000.0

4,000.0
3,203.2 3,203.2

3,000.0 ,502.5 2,502.5

23517 23517
19183 1918314
2,0000 14260 14260

1,000.0

0.0
2016 il 2017 yil 2018yil 2019 il 2020 yil 2021 yil

@ | Daromad jami, shu jumladan mird.so'm 1.1 Yil boshiga goldig mird.so'm

1.2 Yillik tushum mird.so'm 1.2 Shundan tabagalashtirilgankontrakt bo'yicha mird.so'm

Mano6a: MoJinsi BA3UPJIMTH CTATHCTUK XMCOOOTJIAPH ACOCHIAa MYAJLIM( TOMOHUIAH
TY3WJIIH.

Juarpammanan kypuHuO Typudauku, OTMimapausr 6apua monusiBuii ManOanapuaa 2017-
2021 Wnitap opaliuFUia YCUIIl Ky3aTHIITaH.

XVJI0CA

1. TapauMHM MONUANAIITAPHUIL MaHOATApUHU KEHTaWTUpHIl OeBOCHUTAa TH3UM
paxOapriapuaaH IOKOpH KacOuii maxopaT OuiaH MaOnaFiapHU Kand KWIMII YYyH TYpIH XWJ
JaBJIaT MOJHUSABUYN parOaTIaHTUPUII BOCUTATIApUIaH Ba JacTakiapuaaH (HoiganaHUIIHA TaK030
3Taju:

2. PecniyOnukamusia oJinii TabJIMMHU MOJUSIAIITUPHUIL TU3UMU, XYJUIA OJTMHA TaAbJIUMHUHT
V3U CHHrapH, >KMIQUM SHIWIAHUIITa MYXTOXK. DYryHrum KyHZa OJMH TabIMMHUHIL, acOCaH,
9KCTEHCUB pPHUBOXKJIAHUIIM YHUHT pecypc O0a3acMHM MIAKUIAHTUPHUII OJAuAa TypuOau.
MonuanamTipui TU3SUMUHN TaKOMUJUTAIITUPUIIT OYiiYa MyKappap Kapopiap YMKapUJIUIIN Ba
MaBXyIJIapuHH KaiiTa KypruO YuKuUII Tanad sTuiIaau.

3. byryuru kyHna kymnal® faBiarmiap TabiuM THU3UMHU OJIUA TypraH MyaMMoJapIaH
Oupu, Tanabanap Ba YKyBUMJIAD COHUHHMHI Te3 YCHIIM MOJUSBUI pecypclapHU KyHaWTHpHIIT
UMKOHUATHJIAH YCTyH. By kabu Xxonatna YKyB TYJIOBIApH >KOPHM KUJIMHAIM EKH OIIMPHIAAN
XamMJia YMYMHUH TabiuM XapaxaTJapuHU MOJUSJIAIITUPHUILIATH YIyIIA opTagu. MonusBui




MANAGEMENT, MARKETING AND FINANCE

INTERNATIONAL SCIENTIFIC JOURNAL VOLUME 2 ISSUE 2

pecypcnapaan  ¢GoiaNiaHUIIIA TabIMM MyaccacallapHMHT XYyKyK Ba APKHHJIMKIAPUHU

KEHTalTHPUI, XycycaH, OIO[KeT Mabnarjapu XUCOOWIaH aXKpaTWiraH Xapaxariap CMeTacuiaa

XKOpu ui (oiiganaHuIMaran MabJaaFrIapuHu TabJIMM MYacCaCaCHHMHT OIO/DKETIAH TaIlKapu

PUBOXIIAHTHPHUIL XaMFapMacura yTKEBHHI, TabJIUM TalIKWJIOTIIapura MOJIUSIBUM AKTHBJIapra sra

OYIIMII UMKOHUSTH Ba YIapHU KYMAUTHPHUII XaMa ylaplaH JapoMaj oJdiuiapu Oyiuda 3apyp
[IapT-mapouTiap ssparud oepuin OyryHru KyH Tanadbaapuaan Oupuup.

10.
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MODERN CONCEPT OF DEMAND FORMATION AND
DEVELOPMENT OF SALES PROMOTION SYSTEM

Musayeva Shoira Azimovna
Professor of Samarkand Institute of Economic and Service, Samarkand, Uzbekistan
https://doi.org/10.5281/zenodo. 15035126

Abstract. The article discusses the current state of the art in marketing practice in
developed countries, where the CRM (Customer Relationship Marketing) system for managing
customer relationships in the field of demand generation and sales promotion (FOSSTIS) is widely
used. Based on this system, the sales volumes of companies are increasing year by year, and the
need for this method is also relevant for the subjects of our national economy. This scientific article
is aimed at explaining the essence, purpose, importance, principles of operation and levels of
opportunity of the system.

Keywords: demand generation and sales promotion system, CRM technology of
relationship management, communicative marketing, commercial enterprises, customer loyalty.

Introduction. The program of drastic measures being implemented in our country
demonstrates the need to further strengthen efforts, widely introduce modern technologies into
enterprises, develop the process of localization of production, expand the scope of attracting
investments for this purpose, and use them effectively.

Since the consumer, as the central subject of the market, reveals the essence of socio-
economic relations and is a factor determining the success of economic systems, the issue of
obtaining and increasing the profits they generate requires that they be resolved precisely within
the framework of the consumer and his will.

In conditions of fierce competition, the issue of achieving competitive advantage through
the broad involvement of non-price factors, that is, the marketing communication complex, is
becoming a priority. Accordingly, the success of marketing communication, which is an important
lever of company management, in terms of achieving customer goodwill towards the enterprise,
depends on the scientific and theoretical formation of one of the modern directions of marketing -
the concept of mutual relations. In this regard, having complete and accurate information about
customers and their behavior is an important task.

Based on foreign experience, it should be noted that many economists have been engaged
in the development of marketing principles and their application in practice. Among them, we can
include such famous scientists as F. Kotler, M. Porter, D. Evans, 1. Ansoff, M. Berman, M.
Golubkov, P. Samuelson, D. Marshall.

Analysis of literature on the topicWhile the research in the field of marketing conducted
in our country for many years is based on national characteristics, it is also necessary to recognize
the scientists who have made a significant contribution to the development of marketing theory in
the economy. These include M. Mukhammedov, M. Pardaev, R. Ibragimov. YO. Abdullaev, A.
Saliev, M. Sharifkhodjaev, B. Khodiev, D. Rakhimova, Sh. Ergashkhodjaeva, Sh. Musaeva and
others.
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Research methodology.The research process used a systematic approach, abstract-logical
thinking, grouping, comparison, factor analysis, and selective observation methods.

Analysis and results.Each commercial enterprise’s microdatabase of its customers is not
sufficient to justify specific commercial decisions. This situation can be solved positively by
implementing one of the new communication technologies - the CRM system - and based on it.

First of all, this system concerns consumer segmentation, implementation and
determination of marketing activities, as well as interaction with customers. Establishing personal
contacts with customers allows for targeted advertising activities, introduction of the most
demanded types of goods and services. In addition, the wide use of CRM-system capabilities
creates great opportunities for increasing the competitiveness of sales services and organizing
marketing management in general.

CRM (Customer Relationship Marketing / Management) is a communication tool that
involves the formation of a business strategy for the continuous development of a business based
on the principle of customer orientation. Technically, the CRM system consists of special tools and
software that collect all information about customers of commercial enterprises (for example, in
trade organizations, hotel or travel agencies, banks), process them and ensure the operational
updating of information. The main task of this system is to support the company's marketing
activities, sell goods and services and organize customer service (sales and after-sales service), as
well as guarantee the effectiveness of the activities carried out. The system helps to store
information about customers for a long time and has the ability to process and use it at any time.

Commercial enterprises (providing wholesale and retail services, banking services, tourism
and social and household services, business services, catering services, and similar services) set
the following goals when introducing a CRM system into their activities:

- firstly, the interest in maintaining relations with its customers in order to more fully satisfy
their needs and, on this basis, to obtain a certain level of profit;

- secondly, to have complete information about its customers and, on this basis, to make a
reasonable offer at the right time in order to fully satisfy their needs;

-thirdly, developing and implementing measures aimed at increasing customer loyalty.

One of the conditions for creating an advantage in the competitive struggle is the constant
updating of a detailed database of customers of a commercial enterprise (a trading organization, a
banking institution, a travel agency, a communication service, and other intermediary enterprises)
based on new information, depending on changes in market conditions.

The CRM system can be used in any area of business where it is necessary to create all the
conveniences for customers with high customer personalization:

- in the field of services;

- in production;

- in wholesale and retail trade;

- in insurance and finance;

- in the field of telecommunications and transport;

- in construction;

- in tourism and others.

Today, the advent of the Internet, which is considered a remote channel for promoting and
selling goods and services, is giving impetus to the development of Internet marketing in our




MANAGEMENT, MARKETING AND FINANCE

INTERNATIONAL SCIENTIFIC JOURNAL VOLUME 2 ISSUE 2

country. This commercial network includes search, banner, interactive and text advertising related
to the promotion of goods and services.

This proposed method also allows solving some problems related to internal factors in
increasing the competitiveness of sales of goods and services. This business strategy uses advanced
management and information technologies to collect and analyze data on the implementation of
purchases and sales in all processes of customer activities.

Commercial enterprises that implement a CRM system will be able to achieve the
following as a result of mutually beneficial relationships with their customers:

- the implementation of the system will bring income to the commercial institution;

- customers gain socio-economic, consumer benefits or other moral values;

-The system helps to activate mutually beneficial relationships.

International practice shows that the implementation and development of a CRM system is
not effective for all industries. The implementation of this system is considered appropriate for the
following types of companies:

- institutions that collect, process, and analyze very large amounts of data on their
customers and other sectors. These may include large wholesale and retail retailers, exclusive
distributors, branded hotels, commercial banks, credit card companies, insurance companies,
mobile phone companies, etc.;

- companies with a constantly expanding customer base, high demand, and economic
stability.

When organizations introduce a CRM system into their operations, the following goals are
considered:

- firstly, the interest in conducting relations with its customers in order to more fully satisfy
their needs for goods and services and, on this basis, to obtain a certain income;

- secondly, to have complete information about its customers and, on this basis, to make a
timely and reasonable offer in order to fully satisfy their needs;

- the enterprise’s offer should satisfy the customer's needs, provide him with convenience,
have a positive impact on his activities, and at the same time bring a certain level of income to the
enterprise;

- The company must be able to demonstrate that it will only maintain mutually beneficial
and mutually beneficial relationships with each of its customers, based on their individual
characteristics. There is no uniformity in this regard.

In international practice, the increasing importance of the SRM system in the life of
companies should be highlighted by the following issues:

- the first issue is to form a complete, accurate, and reliable database of consumers based
on various (primary and secondary) sources, enrich it, and use it effectively. High-tech CRM
systems make this possible, and on this basis, modern marketing can quickly adapt to any changes;

- the second issue is to determine the economic potential of each consumer based on the
use of functional cost analysis (Activity based Costing — ABS, Return on Marketing Investment —
ROMI) and Customer Lifetime Value — CLV — Analysis;

- the third issue is to develop consumer-oriented offers and deliver them personally;

- the fourth issue is the creation of a communication center and website in commercial
departments and their widespread use in telemarketing, as a result of the intensification of mutually
beneficial relations between the company and its consumers.
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In conclusion, the main activity of commercial enterprises is to achieve a set economic goal

(profit) by allocating resources, conducting various commercial transactions with customers,
creating and implementing programs in accordance with the wishes and desires of customers. In
this context, the use of this communication technology is of great importance. This system is being

effectively used in the marketing practice of developed countries, but local companies are waiting
for their opportunity to fully utilize the capabilities of this system.

10.
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INSON VA KOLLABORATIV ROBOT (HRC) O‘RTASIDAGI
HAMKORLIGIGA ASOSLANGAN YIG‘ISHNING DASTLABKI
BOSQICHIDA SIFAT VA YIG‘ISH VAQTI NUQTAYI
NAZARIDAN TAQQOSLASH
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Jamshid*
1.2.34 Toshkent shahridagi Turin politexnika universiteti, Mashinasozlik texnologiyasi va
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Anotatsiya. Ushbu maqola inson va kollaborativ robot (HRC) hamkorligiga asoslangan
yig ‘ish jarayonining dastlabki bosqgichida vaqt va sifat ko ‘rsatkichlarini o ‘rganishda qilingan
tajribalar yoritilgan. Sanoat 4.0 va 5.0 konsepsiyalari doirasida kobotlar (kollaborativ robotlar)
takrorlanuvchi, bir xil turdagi yig ‘ish vazifalarini kechayu-kunduz, xato qilish darajasi juda past
va xavfisiz bajarishi mumkinligi sababli, ishlab chigarish jarayonida sezilarli samaradorlik va
moslashuvchanlik taqdim etadi. Magolada LEGO Mindstorm detallaridan foydalanib, besh xil
murakkablik darajasiga ega bo ‘Igan yig ‘ish amaliyotlari o ‘tkazildi. Har bir darajaga mos detallar
soni, ulardagi gismlarning murakkablik ko ‘rsatkichlari, bog ‘lanishlar va topologik murakkablik
hisoblandi.

Tajriba natijalari shuni ko ‘rsatadiki, yig‘ish jarayonining vaqt talabligi yig ish
murakkabligiga super-chizigli bog ‘lig holda ortadi: murakkablik darajasi oshgani sayin, jarayon
uzoqroq vaqt va ko ‘proq e’tibor talab qgiladi. Shuningdek, jarayonda yo ‘l qo ‘yiladigan xatolar soni
ham murakkablikka nisbatan oshib boradi va bunday xatolar paydo bo ‘lishi chizigli emas, balki
murakkabroq (non-linear) ko ‘rinishga ega. Turli xildagi elektronik va mexatronik mahsulotlarni
tez-tez o ‘zgartirib ishlab chiqarish zarur bo ‘lgan sharoitlarda dolzarb bo‘lgan vaqt va sifat
samaradorligini oshirish imkoniyatini mazkur natijalar orgali anglash mumkin.

Kelgusida ushbu tajribalar uch xil ko ‘rinishda — inson tomonidan mustaqil, inson va kobot
hamkorligida hamda inson, kobot va kamera (sun’iy intellekt) birgalikda, ya’nada ham
kengaytirilishi rejalashtirilgan. Ushbu yondashuv ishlab chiqarish jarayonidagi xatolarni
minimallashtirish, xavfsizlikni oshirish va mablag ‘ni tejash imkonini berishi mumkin.

Kalit so‘zlar: sanoat 4.0/5.0, Sun’iy intellekt, kollaborativ robot (HRC) , mexatronik tizim,
raqamli egizak

Abstract. This article describes experiments conducted to study the time and quality
indicators in the initial stage of the assembly process based on human-collaborative robot (HRC)
cooperation. Within the framework of the concepts of Industry 4.0 and 5.0, cobots (collaborative
robots) offer significant efficiency and flexibility in the production process, as they can perform
repetitive, identical assembly tasks around the clock, with a very low error rate and without risk.
In the article, assembly operations with five different levels of complexity were carried out using
LEGO Mindstorm parts. The number of parts corresponding to each level, the complexity
indicators of the parts in them, connections and topological complexity were calculated.
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The experimental results show that the time requirement of the assembly process increases
in a super-linear relationship with the complexity of the assembly: as the complexity level
increases, the process requires longer time and more attention. Also, the number of errors in the
process increases with complexity, and the occurrence of such errors is not linear, but rather non-
linear. These results can be used to understand the possibility of increasing time and quality
efficiency, which is relevant in conditions where it is necessary to produce various electronic and
mechatronic products with frequent changes.

In the future, it is planned to expand these experiments in three different ways -
independently by a human, in cooperation with a human and a cobot, and in combination with a
human, a cobot and a camera (artificial intelligence). This approach can minimize errors in the
production process, increase safety and save money.

Keywords: industry 4.0/5.0, Artificial intelligence, collaborative robot (HRC), mechatronic
system, digital twin

Abcmpaxkm. B oOanHOU cmambe ONUCHIBAIOMC DKCNEPUMEHMbl, NPOBeOeHHble OJis
U3yyYeHus nokazamenell 8pemMeHU U Kauecmed Ha HaYyaIbHOM dmane npoyecca cOopKu Ha OCHO8e
gzaumodeticmsuss uenoseka u koanabopamusrnoeco poooma (HRC). B pamxax ronyenyuii
Unoyecmpuu 4.0 u 5.0 xobomuwl (KoanabopamusHvie pooOMbL) NPEOIA2aAOMm 3HAYUMENbHYIO
appexmusrnocms u 2uOKOCMb 8 NPOU3BOOCMBEHHOM NPoYyecce, NOCKONbKY OHU MO2YM 8bINOJHAMb
nosmopsowuecs, UOeHMUYHble 3a0a4u no cOopKe KpyeloCyMOYHO, C OYeHb HUSKUM YPOBHEeM
owuboK u 6e3 pucka. B cmamoe 6viau 8vinonnensvl cOopoyHvle onepayuu ¢ NAmovlo pasiuyHbLMU
YPOoBHAMU ClodCHOCMU ¢ ucnoav3osanuem oemanei LEGO Mindstorm. Paccuumano konuuecmeo
oemareti, COOMBEMCMBYIOWUX KANCOOMY VPOBHIO, NOKA3ZAMENU CIONCHOCMU Oemanel 8 HUX,
COEOUHEHUSI U MONOLOSUYECKAsl CIONCHOCMb. Pezynomamul sKcnepumenma nokazwleéarom, ymo
8peMeHHble MPebosanus npoyecca cOOPKU YBeTUUUBAIOMCS 8 CBEPXTIUHEHOU 3A8UCUMOCTNU OM
CILOACHOCMU COOPKU. C POCTOM YPOBHSL CLOACHOCTIU Npoyecc mpebyem bobuLe 6pemeru u OobuLe
gHumanus. Taxoce KoIUYecmso owmuboK 8 npoyecce YBeruuuBaemcs ¢ pOCMOM CLONCHOCMU, U
B03HUKHOBEHUE MAKUX OUUDOK HOCUM He JIUHEUHbIl, a CKOpee HeluHelHvlll xapakmep. Dmu
pe3yriomamsl  Mo2ym Oblmb  UCHONb308AHbL O NOHUMAHUSL  BO3MOJCHOCMU  NOBBIUEHUS
apghexkmusnocmu 8pemenu U Kauecmeda, 4mo aKmyanibHoO 6 YCI0BUAX, Ko20d HeoOX00UMOo
npouU3600UMb PA3IUYHbLE INEKMPOHHBLE U MEXAMPOHHbIE U30EIUS C YACMbIMU USMEHEHUSIMU.

B Oanvuetiwem naanupyemcsi pacwupums 5mu  IKCHEPUMEHMbL MPeMsi Pa3TUdHbIMU
Cnocobamu - CamoCmosimenbHO 4el08eKOM, 8 COMPYOHUYECMBE C HeNL0BEKOM U KOOOMOM, a MAKice
8 COUemaHuu ¢ 4en08eKomM, KOOOmMoM U Kamepou (UCKyccmeeHHblll unmeniekm). Taxou nooxoo
NO360J51eM MUHUMUSUPOBAMb OWUOKU 8 Npoyecce Npou3eo0Ccmed, NoGblCUmb 6€30NACHOCIb U
COKOHOMUMb OEHb2U.

Knrwoueswvie cnosa: unoycmpus 4.0/5.0, Hckyccmeennviti unmenniekm, KoaiabopamueHsiii
pobom (HRC), mexampounas cucmema, yughpogou 080UHUK

1. Kirish Inson va kollaborativ robot (HRC) o‘rtasidagi hamkorligi Sanoat 4.0 va Sanoat
5.0ning asosiy fundament elementlaridan biri bo‘lgan holda ragamli texnologiyalarni ishlab
chiqarish jarayoniga integratsiyalashga qaratilgan yo‘nalishlaridan biridir [1]. Hozirgi zamonda
ushbu yangi sanoat paradigmalari ishlab chiqarish jarayoniga tezda moslashuvchanlik va tezkor
ishlab chiqarish talabini ilgari surmoqda. Bugungi kunda shiddat bilan rivojlayotgan bozorda qisqa
muddat ichida turli xil mahsulotlarni ishlab chiqarishga talab ortib bormoqda. Bu mijozlarning
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0°‘zi uchun individual hohish istaklarining talabi ortishi bilan bog‘liq bo‘lib, bu bir turdagi
mahsulotlarning turli xil toifa va variantlari sonini ko‘payishiga olib keladi [2]. Bu jarayon
ommaviy moslashtirish deb atalgan holda, ushbu yondashuv orqali mijozlarning o°‘ziga xos
ehtiyojlari, afzalliklari va talablariga tez va tejamkorlik bilan moslasha oladigan moslashuvchan
ishlab chiqarish jarayonlaridan foydalanishni o‘z ichiga oladi [3]. Kolloborativ robotlar ushbu
ehtiyojlarga juda mos keladi.

Chunki ular keng ko‘lamli vazifalarni bajarish uchun osongina dasturlash taminotiga ega
holda va shu bilan bir gqatorda qayta konfiguratsiyasi qilish imkoniyatiga ega. Kollaborativ
robotning bu parametrlari umumiy samaradorlik va mahsuldorlikni oshirish afzalliklarini beradi.
Bundan tashqari, kobot robotlar ishlab chigarish jarayonlarini optimallashtirish va mahsulot
sifatini yaxshilash uchun ishlatilishi mumkin bo‘lgan ma’lumotlarni real vaqtda boshqaruv
bo‘limiga taqdim etishi mumkin. Real vaqtda ma’lumotlarni to‘plash qobiliyati kolloborativ
robotlarni butun ishlab chiqarish tizimining ragamli egizakiga integratsiyalash imkonini beradi[4],
bu ishlab chiqarish jarayonlarini doimiy monitoring qilish va mashina diagnostikasi uchun
zarurdir.

2. Tadqiqot Metodologiyasi

2.1. Ma’lumotlar to‘plami Ishlab chigarilishi kerak bo‘lgan mahsulot turi, xususan, uni
yig‘ishning murakkabligi ishlab chiqarish jarayonida kuzatilishi kerak bo‘lgan faktorlardan biri
hisoblanadi va operator yig‘ish jarayonidagi samaradorligiga ta’sir ko‘rsatadi [5]. Strukturaviy
murakkablik paradigmasidan foydalanilgan holda, har bir mahsulot yig‘ilishi jarayoniga
murakkablik darajasi berildi [5]. Ushbu tuzilmaviy murakkablik paradigmasi dastlab qo‘lda
yig‘ish jarayoni uchun mo‘ljallangan, keyinchalik inson-robot (HRC) yig‘ish jarayonlariga bir
nechta tuzatishlar bilan qo‘llanilishi mumkin, bu erda kobot asosan tashkiliy va logistika
vazifalarini bajaradi, masalan, ma’lum bir tartibda yig‘iladigan komponentlarni tanlash va ularni
operatorlari yetkazib berish vazifasini bajaradi.

Verna et al. [5] ga ko‘ra, yig‘ishning murakkabligi C bilan aniqlanadi:

C=Ci+C*Cs

bu yerda C; , C> va C3 mos ravishda gismlarni, ulanishlarni va topologik murakkablikni
ifodalaydi.

2.2. Model arxitekturasi Alohida holatlarda mahsulot qismlarini boshqgarish va ular bilan
o‘zaro ta’sir qilishning texnologik muammosi qismlarning murakkabligi yig‘indisi bilan
ifodalanadi, ya’ni Ci. Yig‘ish jarayoni uchun dizayn (YJUD) metodologiyasi qismlarning
murakkabligini baholash va normallashtirilgan ishlov berish indeksini olish uchun ishlatiladi [6].
Ushbu qiymatni yaratish uchun o‘lcham, vazn, ishlov berish qiyinchiliklari va orientatsiyaning
jismoniy xususiyatlari (alfa va beta simmetriya) ishlatiladi. Mahsulot tarkibida topilgan juft
bog‘lanishlar murakkabliklari yig*indisi bog‘lanishlarning murakkabligi, ya’ni C>. Lukas usuli [7]
yordamida hisoblangan normallashtirilgan moslama indeksi ulanishlarning murakkabligini
o‘Ichash uchun ishlatilishi mumkin.

Juftlash qiyinligiga ta’sir etuvchi jismoniy xususiyatlarni (masalan, qismlarni joylashtirish,
qismlarni biriktirish, juftlash yo‘nalishi, ko‘rinish, tekislash va joylashtirishga qarshilik) jazolash
orqali moslama indeksi yig‘ilishni ulashning qiyinligini taxmin qiladi. Tizim topologiyasi
markazlashgan arxitekturadan tagsimlangan arxitekturaga o‘tgan sari mahsulotning qo‘shnilik
matritsasidagi yagona qiymatlarning o‘rtachasi, ya’ni tayyor mahsulot arxitektura qolipining
topologik murakkabligini o‘Ichaydigan Cs ortadi. Yig‘ishning murakkabligini aniqlashning ushbu
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usuli keng ko‘lamli yig‘ish murakkabligini o‘z ichiga olgan mahsulotlarni tanlashga harakat qilib,
amaliy tadqiqotlar uchun eng mos elektron taxtalarni aniqlash uchun ishlatilgan.

2.3. Eksperiment shartlari Ushbu tadqiqotda davomida Lego Mindstrom boshlang‘ich
to‘plamlari (LEGO®) yordamida qiyinlik darajasi besh xil bo‘lgan detallar to‘plami (Level 1 —
Level 5) yig‘ildi. Tajriba davomda lego detallarini yig‘ish jarayoni amalga oshirildi, chunki
to‘plamlarning tarkibiy qismlari turli darajadagi murakkablikdagi moslashtirilgan mahsulotlarni
yaratish uchun ishlatilishi mumkin. Bundan tashqari, ushbu detallar yig‘ilganidan so‘ng real vaqt
rejimida unga dasturiy ta’monotni yuklagan holda, yig‘ish jarayonini to‘g‘ri yoki noto‘g‘ri
ekanligini tekshirish imkonini beradi. Tanlangan boshlang‘ich to‘plami mikrokontrollerni va
komponentlarni (masalan, simlar, tugmalar, motor va boshqalar) o°z ichiga oladi (Rasm 1).

Rasm 1 - Lego Mindstorm detallari

Mikrokontrollerda maxsus portlar bo‘lib, ularga sim ulagichlar orqali kerakli sensorlar va
motor yuritgichlar ulanadi bu esa payvandlash zaruriyatini yo‘q qiladi. Haqiqatan ham, Lego
Mindstrom mikrokontrollerini "choksiz" deb ta’riflanadi, chunki komponentlarni payvand qilish
shart emas, balki oddiygina teshiklarga kiritish kerak, 2(a)-rasmda yig‘ilgan Lego Detallari
namunasi ko ‘rsatilgan ( Level-4).

3. Natijalar va Tahlil Har bir tanlangan 5ta qiyinlik darajadagi yeg‘ish jarayonida, Lego
mikrokontroliga turli xil komponentlar ulangan, bu esa yuqorida aytib o‘tilganidek [8], yig‘ish
murakkabligining keng diapazonini qamrab olish uchun.

Rasm 2 - Kobot va LegoMindstorm detallariga mo ‘ljallangan
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hisoblandi.
Jadval 1 - Yig‘ish jarayonlarida ishlatilgan detallar
Qiyinlik
Daraja Level 1 Level 2 Level 3 Level 4 Level §
Controller Controller Controller Controller — Controller
Drive Drivel Wheel Drivel Drivel
blueCl Drive2 Drive Drive2 Drive2
blueC2 blueCl  Rectangle  blueCl blueCl
greyH blueC2  yellowCl  blueC2 blueC2
connB blueC3  yellowC2  blueC3 blueC3
Wheel
Small blueC4 blackF1 blueC4 blueC4
. greyAxis  greyHlI blackF2 greyH1 greyH1
% greyH2 blackC1 greyH2 greyH2
g connBl1 blackC2 connBl1 greyH3
= connB2 blackC3 connB2 greyH4
%‘J WheelS1  blackC4 rightAl greyH5
é: WheelS2  blackAxis  rightA2 greyH6
= greyAxisl  greyCl midB1 connB1
-E greyAxis2  greyC2 midB2 connB2
% connB midB3 GreyM1
= midB4 GreyM2
= WheelSI  GreyM3
% WheelS2  WheelS1
>~ greyAxisl ~ WheelS2
greyAxis2 BlackAxisl
BlackAxis2
WhiteLL1
WhiteL.2
Spherel
WhiteF1
GreyF1
GreyF2
Detallar soni 8 15 16 21 28
C1 1.54 2.84 3.26 4.38 9.74
C2 0.196 4.26 5.44 6.87 9.83
C3 1.0225 1.06 1.145 1.09 0.9038
C 1.74041 7.3556 9.4888 11.8683  18.624354

Bu tadqiqotning magqgsadi elektron jihozlardan tashkil topgan elektron detallarni yig‘ish
murakkabligiga nisbatan yig‘ish vaqtini va jarayon xatolarining trendini o‘rganish edi. Kobot
robotini yig‘ish jarayonlarida tatbiq qilish orqali, ular operatorlar bilan birga takrorlanuvchi
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vazifalarni to‘xtovsiz yoki charchashsiz bajarishga qodirligi sababli, ishlab chiqarish jarayonining
samaradorligini oshiradi. Ular xavfsiz ish mubhitini yaratishga yordam beradi, chunki ular
ishchilarni xavf soluvchi xavfli vazifalarni o‘zlari mustaqil bajarishga qodirdir. Ushbu tajriba
orqali robot bilan hamkorlikda yig‘ishning murakkabligining yig*ish vaqtiga va jarayon xatolariga
ta’sirini tekshirildi.

Xulosa. Tajriba amaliyoti davomia Sta qiyinlik darajasi bo‘lgan detal yeg‘imlarni robot
bilan yig‘ish jarayoni ishlari olib borildi. Natijalar shuni ko‘rsatadiki, Lego detallarni yeg‘ish
uchun talab qilinadigan vaqt uning yig‘ish murakkabligi bilan super-linear aloqaga ega. Yig‘ish
murakkabligi oshgan sari jarayondagi xatolar ko ‘proq yuzaga keldi, va bu aloga non-linear shaklga
ega. Kelgusida bu tajribalarni 3 qismdan tashkil gilgan holda qayta tashkillashtirish reja qilindi.
Birinchi holatda insonning o°‘zi (operator) mustaqil ya’ni barcha yig‘ish jarayonida operatorning
0°zi qatnashadi, ikkinchi holatda operator va kobot robot hamkolikda birga bajaradi va uchinchi
holatda operator, robot va kamera hamkorlikda yig*ish jarayoni o‘tkazish reja qilingan. 3-holatdagi
amaliyot uchun qo‘shimcha suniy idrok (Al) ishlatish reja qilingan.
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B2B MARKETING FAOLIYATINI REJALASHTIRISH
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Annotatsiya. Ushbu magolada B2B marketingi faoliyatini zaruriyati, o‘ziga xo0S
ustuvorliklari, mavjud imkoniyatlari va uni samarali amalga oshirishni rejalashtirish masalalari
hamda rejalashtirish orgali kutiladigan natijalar yoritib berilgan.

Annomauusn. B cmamve noouepkusaemcs Heo6X00uMOCmMb NPOBEOeHUsL MAPKEMUH20B8bIX
Meponpuﬂmuﬁ BZB, Ux KOHKpemHbvble npuopumembvl, UMEIOWUECT 603MONCHOCMU U B60NPOCHL
NIAHUPOBAHUSL OISl UX IPPHeKmUBHOU pearuzayuu, a makxice oxcuodaemvle pe3yabmamsl Om
NJAaHUpO6aHUusl.

Abstract. This article discusses the necessity, specific priorities, available opportunities,
and planning issues for effective implementation of B2B marketing activities, as well as the
expected results of planning.

Kalit se‘zlar: marketing, B2B, B2B marketingi, marketing faoliyati, rejalashtirish,
kompaniya, strategiya.

Knrwouesvie cnosa: mapkemune, B2B, B2B-mapkemune, mapkemuneosas 0esimeibHOCMb,
ni1aHupoeaHue, KOMnarusl, cmpamecusl.

Keywords: marketing, B2B, B2B marketing, marketing activities, planning, company,
strategy.

Marketingning zamonaviy turi bo‘lib B2B marketingi hisoblanadi. Ushbu marketing ijodiy
talablar, budjet chegaralari va kanal o‘rtasida marketing strategiyasini ishlab chigishda
go‘llaniladi. Bu auditoriyanni birinchi navbatda tushuna olish va u yerdan ular bilan mulogot
gilishni o°z ichiga oladi. Umumiy biznes darajasidagi raqobat strategiyasi Case kompaniyasi amal
gilishi kerak bo‘lgan to‘g‘ri strategiyani tanlash uchun go‘llaniladi [1]. Avvalo, marketing
tarkibidagi B2B tushunchasi “biznesdan biznesga” degan ma’noni anglatadi. Ya’ni, bu biznes
modeli sifatida unda korxonalar mahsulot va xizmatlarni iste’molchilar o‘rniga boshga
kompaniyalarga sotadilar. B2B marketingining magsadi boshga korxonalarni tovar nomi bilan
tanishtirish, mahsulot yoki xizmat giymatini ko‘rsatish va ularni mijozlarga aylantirishdan iborat
bo‘ladi.

B2B marketingi o‘z tashkiloti nomidan yoki ular uchun xaridlarni amalga oshiradigan
shaxslar ehtiyojlari, qiziqishlari va muammolariga qaratilgan bo‘lib, korxonani mijozga
aylantiradi. B2B marketingi tadbirlarning muvaffaqiyati marketologlar qobiliyatlari, ko‘nikmalari
hamda tadbirlarni to‘g‘ri vaqtda tanlash bilan belgilanadi [2]. Bu borada B2B marketingi tadbirlari
tarkibiga masofaviy jamoalar va frilanserlarga ofis maydonlarini ijaraga beradigan kovorking
maydoni, buyurtma bo‘yicha buyurtmani bajarish, saqlash va ekranni bosib chiqarish (printful)
Xizmati, ijtimoiy tarmoqlarni boshqarish vositalari va boshqa marketing vositalarini sotadigan
marketing dasturiy ta’minot kiradi.

O‘sib borayotgan ichki va global raqobat tufayli yuzaga kelgan muammolarni hal qilish
uchun biznes kompaniyalari muvaffaqiyatli biznes strategiyalarini ishlab chiqishda marketing
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funksiyasi rolini tan olmoqdalar [3]. Samarali biznes strategiyalari ko‘pgina umumiy
xususiyatlarga ega. Ammo, ular bozor ehtiyojlariga javob beradi, tashkilotning maxsus
vakolatlaridan foydalanadi va atrof-muhit tendensiyalari va raqobatbardosh xatti-harakatlar
to‘g‘risidagi taxminlardan foydalanadi. Eng muhimi, ular raqobatbardosh ustunlikni ta’minlash va
qo‘llab-quvvatlash uchun real asosni taklif qilishlari kerak [4]. Buning uchun biznes marketingi
firmasida strategiya ishlab chiqish muhim ahamiyat kasb etadi. Ushbu tadbirlar bevosita B2B
marketing faoliyatini rejalashtirish bilan belgilanadi.
B2B marketing faoliyatini rejalashtirishda mijozlarning xohish va istaklari asosida uning
ustuvor yo‘nalishlari aniqlanadi. Bu esa quyidagi unsur va tarkiblardan iborat bo‘ladi (1-jadval).
1-jadval
B2B marketing faoliyatini rejalashtirishda uning ustuvor yo ‘nalishlari

Asosiy unsurlari B2B marketing uchun mos tarkibi

Mijozlarning investitsiyalardan foydalanish, samaradorlik va

magsad tajribani oshirish

xarid motivatsiyasi | Mijozlarni mantiq va moliyaviy rag‘batlantirish bilan boshqarish

Mijozlar ta’lim olish xohlaydilar va bu yerda B2B kontent

htivoi
chtiyo) marketingini qo‘llash

xarid qilish Mijozlarni hisob menejerlari va sotuvchilar bilan ishlashini
jarayoni ta’minlash

xarid qilish bilan | Xarid qilish to‘g‘risida qaror gabul qilishdan oldin mijozlarning qaror
shug‘ullanish qabul giluvchilar bilan maslahatlashishlarini ta’minlash

Mijozlarning uzoq muddatli yechimlar uchun xaridlarni amalga

xarid qilish vazifasi .. . .
q oshirishlarini ta’minlash

Mazkur 1-jadvalga asosan, B2B marketing faoliyatini rejalashtirishni magsad, motivatsiya,
ehtiyoj, xarid qilish jarayoni, u bilan shug‘ullanish va uning vazifasi ta’minlaydi. Buning uchun
maqsadli auditoriyani B2B marketing kanallari bilan bog‘ligligini ta’minlash talab etiladi.
Shulardan kelib chiqib, B2B marketingini rejalashtirishda uning quyidagi turlari qo‘llaniladi [5]:

- B2B elektron pochta marketingi. B2B marketingida elektron pochta marketingi individual
iste’molchilar va biznes mijozlariga erishishning haqiqiy usulidir. Shu orqali onlayn xatlar yozish
ishlari bajariladi. Buning uchun undagi foydalanish faolligini oshirish talab etiladi.

- B2B ragamli marketing. B2B marketingida har qanday biznes raqgamli mavjudlikka ega
bo‘lishi kerak. Bu pullik reklama, qidiruv tizimini optimallashtirish, veb-sayt va B2B kompaniyani
onlayn faol boshqa hududlardan iborat bo‘ladi.

- B2B kontent marketingi. B2B marketingida mavjud ustuvorliklarga ega bo‘ladi. Ya’ni,
kontent marketing strategiyasi qimmatli ma’lumotlarni qo‘shadi va ushbu ma’lumotlardan
iste’molchini bevosita xabardor giladi. Bu esa B2B mijozlarning izlayotgan savolini tashkil etadi.

- B2B ijtimoiy media marketingi. B2B marketingi xaridorlari mahsulotlarni xarid qilishda
jjtimoiy tarmoqlardan foydalanishlari mumkin. Ushbu ijtimoiy media marketingi individual
iste’molchilarga brendlar uchun mo‘ljallanadi.

B2B marketingini rejalashtirishda brendga asoslangan strategiyalar qo‘llanilib, bu bevosita
xaridorlarga yetib borish va ularga ta’sir o‘tkazish uchun yuqori sifatli modellariga tayaniladi. Bu
borada marketing guruhlari ushbu talabni qondirish uchun yangiliklarni chuqur biladigan jamoa
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a’zolariga muhtoj bo‘ladi. Marketingni rejalashtirish mahsulot sifatiga salbiy ta’sir ko ‘rsatmasdan
kompaniya xarajatlarini qanday kamaytirish mumkinligini ko‘rsatadi. Ya’ni, kompaniya
mablag‘larini saqlab qolib, biznes jarayonlarini o‘zgartirishga imkon beradi [6].

Olib borilgan tadqiqotlarga asosan, B2B marketingini rejalashtirishda ushbu marketing
turlaridan foydalanish turli farqlarga ega bo‘ladi. Unga asosan, 2024-yilda budjetning sezilarli
pasayishidan keyin marketing budjetlari o‘zgarib tursa-da, 2025-yilda kontent bilan bog‘liq
resurslardan foydalanilmoqda. Uning asosiy sabablari sifatida shuni aytish mumkinki, ijjodkorlar,
koordinatorlar va strateglarning barchasi ijtimoiy tarmoqlarda kontent rejalarini ishlab chiqishga
faol qatnashganligidir (1-rasm).

m |jtimoiy tarmogqlar
koordinatori

13,17% 16 22% ® Kontent yaratuvchisi

15, 20%

Ijtimoiy media strategi

16, 22%

ljodiy direktor

® Marketing ma'lumotlari
tahlilchisi

I-rasm. 2025-yilda B2B marketingini rejalashtirishda marketing turlaridan foydalanish
ulushi, foizi [5]

Ushbu 1-rasmga asosan, har bir kasb egasi marketing rollarini bajaradilar. Ularning ichidan
Top-5 likdagi marketing turlariga mos bo‘lgan mutaxassis-xodimlar asosiy rollari tahlil qilinib,
bir-biridan tubdan farq qiladi. Bu esa 2025-yilda ularni yollash uchun ustuvor vazifa bo‘lib
hisoblanadi. Shuningdek, B2B marketing faoliyatini rejalashtirishda shartnomaga asosan
kontentni boshqarish talab etiladi. Unga asosan, marketing rahbarlari brendga asoslangan tarkibni
ishlab chiqarish, tarqatish va boshqarish uchun marketing budjetlarini shakllantirishlari lozim
bo‘ladi. Tahlil qilingan ushbu kasblarning barchasi B2B marketing faoliyatini samarali
rejalashtirishda qatnashishlari va marketing g‘oyalarini qo‘llab-quvvatlashlari kerak.

Darhaqiqat, B2B marketing faoliyatini rejalashtirish bir nechta bosqichlarni oz ichiga
olgan kompleks jarayon bo‘lib qaraladi. Ushbu jarayon quyidagi bosqichda amalga oshiriladi:

1) vaziyatni tahlil qilish:

- ichki tahlil (kompaniya resurslari. marketing strategiyasi va taktikalari samaradorligi,
kuchli va zaif tomonlar.

- tashqi tahlil (bozor hajmi va o‘sish sur’atlari, raqobatchilar, sanoat tendentsiyalari va
texnologik o‘zgarishlar, siyosiy, iqtisodiy, ijtimoiy va texnologik omillar, xaridorlar xatti-
harakatlari va ehtiyojlari)

2) magsadlarni belgilash:

- smart magqgsadlari: Ushbu magsadlar aniq, o‘lchanadigan, erishish mumkin bo‘lgan,
tegishli va vaqt bilan cheklangan bo‘lishi kerak. Ushbu maqgsadlar sifatida yangi xaridorlarni jalb
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qilish, brend xabardorligini oshirish, savdo hajmini oshirish, xaridorlar sodigligini mustahkamlash
va bozordagi ulushni oshirish kabilar xos bo‘ladi.

3) auditoriyani aniqlash:

- xaridor shaxsini yaratish: Ideal xaridorning batafsil profilini yaratishga asoslanadi. Bular
tarkibiga lavozimi va roli, kompaniya hajmi va sanoati, qabul qilish jarayoni, muammolari va
ehtiyojlari, ma’lumot manbalari hamda motivatsiya va maqgsadlari kiradi.

- segmentatsiya: Auditoriyani umumiy xususiyatlarga ko‘ra segmentlarga ajratish.

4) marketing strategiyasini ishlab chiqish:

- pozitsiyalash: Kompaniya mahsulotlari yoki xizmatlarini raqobatchilardan ajratib
turadigan jihatlarni aniqlash va shu asosda ularni pozitsiyalashtirish;

- qimmatli taklif: Xaridorlar muammolarini hal qilish va shu orqali qiymat yaratish;

- marketing kanallari: Auditoriyaga yetib borish uchun eng mos kanallarni tanlash (kontent
marketing, SEO, ijtimoiy media marketing, elektron pochta marketingi, tadbirlar va reklama);

- kontent strategiyasi: Ma’lum turdagi kontent yaratish va kanallar orqali tarqatish (blog
postlari, elektron kitoblar, vebinarlar, infografikalar, video, case studies va boshqalar);

- taktikalarni ishlab chiqish: Marketing strategiyasini amalga oshirish uchun aniq
harakatlar rejasini tuzish.

Shulardan kelib chiqib, B2B marketingi faoliyatini rejalashtirishda SEO marketingi kalit
so‘zlarni tadqiq qilish, saytni optimallashtirish va link buildingni ishlab chiqishda, kontent
marketing blog postlari yozish, elektron kitoblar yaratish va vebinarlar tashkil qilishda, ijtimoiy
media marketing kontentni rejalashtirish, reklama tadbirlarini o‘tkazish va hamjamiyat bilan erkin
muloqot qilishda, elektron pochta marketingi esa e-mail list yaratish, segmentlarga ajratish va
avtomatlashtirilgan tadbirlarni o‘tkazishda qatnashadilar.

B2B marketingi faoliyatini rejalashtirishda asosiy e’tibor budjetni rejalashtirishga qaratilib,
u o‘z ichiga marketing faoliyatiga ajratilgan mablag‘ni aniqlash, har bir kanal uchun budjetni
tagsimlash va ROI formulasini hisoblashga qaratiladi. Uni samarali amalga oshirish va monitoring
qilish uchun esa marketing rejasini amalga oshirish, natijalarni doimiy ravishda kuzatib borish,
KPIlarni belgilash va o‘lchash, Google Analytics, CRM tizimlari va boshqga analitik vositalardan
foydalanish talab etiladi. Ushbu rejalashtirishni optimallashtirish uchun olingan natijalarga
asoslanib, strategiya va taktikalariga o‘zgartirishlar kiritish, doimiy ravishda test qilish va bozor
o‘zgarishlariga moslashuvchan bo‘lish lozim.

Xulosa shuki, B2B marketingini rejalashtirishda xaridorlar bilan uzoq muddatli va
mustahkam munosabatlar o‘rnatish, xarid qilish jarayonini sabrli va qat’iyatli bo‘lishini ta’minlash
hamda xaridorlarga qiymat yaratishni aniq ko ‘rsatib berish kabi chora-tadbirlarni amalga oshirish
lozim. Ushbu bosqichlarni ketma-ket bajarish orqali samarali B2B marketing rejasini tuzish va
biznes maqsadlariga erishish mumkin bo‘ladi. B2B marketingini rejalashtirish har qanday
o‘lchamdagi biznesga ega bo‘lgan, marketing faoliyatini tartibsiz olib borishga intiladigan
tadbirkor uchun zarur bo‘ladi.

Uni amalga oshirish zarur harakatlarni aniqlashga imkon beradi. Shu orqali kompaniya
harakati ketma-ketligini shakllantirish va raqobatbardoshlikni oshirishga erishish mumkin.
Samarali rejalashtirish maqgsadlarga erishish uchun alohida ko‘rsatmalar yaratadi. Ya’ni, faoliyat
bosqichlarida bosqichma-bosqich harakatlar ro‘yxatini tuzish uchun reja kerak. Hamda ishni
tugatish vaqti va ularning budjetini belgilashga imkon beradi.
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Annomauun. Cmamus cooepicum uccied08amensbCKuti omyem 00 UCmopuu 0elogoll
aKmusHocmu 8 cgpepe yciye u npusHaKkax npeonpunumamenscmea. [laemcs nayunoe oovscHenue
NONONCUMENbHBIX NOCIe0CMEUUl U (QYHKYUU npeonpunumamenei u npeonpuHuUMamenbCmad.
IIpusedenvl nayunvle npednodtceHusi U 8b1800bL NO COBEPUIEHCNBOBAHUIO NPEONPUHUMAMENbCKOU
oessmenbHOCmu.

Knrouesvie cnoea: npeonpunumamenbcmeo, UHUYUAMUBA, HOBAMOPCMEO, MEOPUECHBO,
pegopmamop, puck, entrepreneur.

Abstract. The article contains a research report on the history of business activity in the
service sector and the characteristics of entrepreneurship. A scientific explanation is given for
the positive effects and functions of entrepreneurs and entrepreneurship. Scientific proposals and
conclusions for improving business activities are presented.

Keywords: entrepreneurship, initiative, innovation, creativity, reformer, risk, entrepreneur

BBEJIEHUE

18 nexabps 2023 roma monm mpenacedarenbcTBOM IIpe3umeHTa COCTOSUIOCH BHJIEO
CEJICKTOPHOE COBEIlaHWE, Ha KOTOPOM OOCYXKJajduCh BOMPOCHl MPEANPUHUMATENCH 10
JabHEUIIIEMY PACIIMPEHUIO MPOU3BOACTBA U PA3BUTHIO YCIYT B peruoHax. [1]

B xone oOcyxpaeHus ObUIO yAEIEHO BHUMAHHUE BOMPOCY MPOMBIIIJICHHOTO Pa3BUTHUS
ropona Hykyca u paitonoB Pecniyonuku Kapakanmakcran. Ha pacmmpenne nmpou3BoiCcTBa B 3TOM
ob6nactu BeizeneHo 100 MWITHOHOB J0JIIapoB Mo HU3KUE mporieHThl. CdopmupoBaHo 23
MEePCIIEKTUBHBIX MPOEKTa M MPUCOEINHEHbI KoMMepueckue Oanku Pecriyonuku Kapakanmnakcras.
B xome Berpeunm Oblmu 0OCYXKAEHBI BOMPOCH JalbHEHIIEr0 pPACIIUPEHUS CEPBUCHBIX H
TYPUCTHUECKUX BO3MOXKHOCTEH.

Craructuyeckue JaHHbIEe MOKA3bIBAIOT, YTO KOJIMYECTBO MPEANPUITHIA U OpraHu3aluui B
Hamie crpane cokpamaercs. [lo cocrosuuio Ha 1 ¢eBpasis Tekymero roga KOJIHYECTBO
MPEANPUATHIA U OPraHU3aluil COKpaTUiIoch Ha 24,6% 10 CpaBHEHUIO ¢ 2 r0JjaMU paHee.

3a 3TOT mepHoj TakKe YMEHBIIUIOCh KOIUYECTBO CYOBEKTOB IMPENNPHUHUMATEIHCTBA.
KonnyecTBO akTHBHBIX CYOBEKTOB XO3SHCTBOBAHUS COKpATHIIOCH Ha 27,6% MO CpaBHEHHIO C
JBYMs TOJIaMU paHee.

Ecte MHOrO mpoGnem B cdepax yCayr, Takux Kak (UHAHCBI, TPAHCHOPT, TYpPHU3M,
oOpa3oBaHue, MeOuIMHA, WH(GOPMAIMOHHBIE  TEXHOJIOTHH. Bo3moxnoctn  ans
MPEANPUHUMATENBCTBO KIYT CBOETO PELICHHUS.

AHAJIN3 JIMTEPATYPbI
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MBI n3ydyaem Takue IOHSATH, KaK IIPEAIPUHUMATENBCTBO, U Y PA3HBIX MCCIIEI0BATEIIECH
pa3HbIC B3MVISLIBI HA IPOUCXOKACHHE CII0BA «IIPEAIIPUHUMATEINBY, I0ITOMY MBI BBIIBUTA€M CBOU
COOCTBEHHBIE B3IVISIIBL.

OTtH 1poOiIeMbl BOSHUKAIOT BCE Yallle, YTO CBHJETEIBCTBYET O PACTYIIEM HHTEpece K
9TOH cepe He TOIBKO B HAIIEH CTpaHe, HO M BO BceM Mupe. OIHAKO 10 CHX MOP HE CYIIECTBYET
YEeTKOTO, OOLIETPHHSITOTO OMPEACTICHUS MOHATHS «IIPENNPUHAMATEIbY» M €ro CymHOCTH. B
MPOILJIOM TIPOUCXOXKICHUE CIIOBA «IPEANPHUHUMATENbY BOCXOAUT K (PpaHIy3CKOMY CIIOBY
«entrepreneur-anrpenpesepy». OHO uMeeT PpaHITy3CKoe MPOUCXOKACHHE U OYKBAILHO O3HAYAET
«IIPEAIPUHUMATENbY.

B cpenHne Beka ImpeanpuHUMATEIBCTBO PACCMATPUBAIOCH KAK OPraHU3aTOpP BOEHHBIX
MapaZioB U MY3BIKAJIBHBIX NpeacTaBieHuil. [1031Hee TOCPETHNKOB B TOPrOBII€ CTAIM HA3bIBAThH
TaKXe NPEeAIPUHUMATEIIMH.

Benukuii nyremectBeHHuk Mapko [lono pacckasbiBaeT Ham 00 OJHOW M3 TEPBBIX
JacTo4eK-nocpeTHUKoB. OH M3BECTEH KaK MEPBbIA MyTEIIECTBEHHUK U KyIell, TPUObIBIINI B
Kwuraii niia roproenu u3 EBponel. Co cioBoM mpeanpuHuMareab 3HakoMuT Hac Mapko [loro,
CTOSIBILIMH B LIGHTPE pa3BUTUsI €BpoIielickoil Toprosiu B CpeaHue Beka.

Wcnonb3ys mnpuBENeHHYIO HIKE TaOMuIly, MbI TIOKa3blBa€M THUIIOTE3Yy CJIOBa
«IPEAIPUHUMATENB» U €r0 CYITHOCTh, HCTOPUIO PAa3BUTHUS TEPMHUHA «IIPEAIPUHAMATEIBCTBO.

Taonuya. Hcmopusa pazeumus mepmuna «npeonpuHuUMameb-entrepreneury u e2o
10

3Hauenue
Bek Ton YuéHnbIit CymHoCTh peAnpUHUMATENS
a Bl
XVI 172 Puuapn MpEANPUHUMATENb — 3TO YEJIOBEK, KOTOPBIA JEHCTBYET
I 5 Kantunbo | Ha oCHOBe pucka, GYHKIHS MPEIOCTABICHUS KamuTasia
H OTJIIMYAeTCs OT (PYHKIMHU MPEANPUHUMATEILCTBA B ATON
chepe nmpenoxxeHus.
179 bono JIML0, HECYILIee OTBETCTBEHHOCTh 33 MPEAIPUHUMAEMOE
7 JIeJI0; TOT, KTO ITUTAHUPYET, KOHTPOJIUPYET, OPraHU3YyeT U
BJIa/ICET IPEANPUATHEM.
XVI 180 Kan JOXO.I Ha KamnuTall OTJINYaeTCs oT
II 3 barucr MPEANPUHAMATEIIBCKOTO 10X0/1a.
Con
XIX 187 ®psHCcHC CIENyeT pa3jindaTh T€X, KTO MPENOCTABIIACT KalUTall U
6 Yokep [IOJIy4aeT 3a O3TO IPOLEHTBI, M TEX, KIO IOJIy4aeT
npuOblIb  Onmarojaps  CBOMM  OPraHM3aTOPCKUM
CIOCOOHOCTSIM.
XIX 193 Jlxo3ed HNpeIIpUHUMATENb -  3TO  HOBAaToOp,  KOTOPBIA
4 Hlymnere | pa3pabarbiBaeT HOBbIE TEXHOJIOTHU.
P

10 Pazpaborano aBTOpoM.
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196 JpBun NpEANpUHAMATENb - 3T0 DJHEPIUYHBIA  YEJOBEK,
1 Makknen JEHCTBYIOLIUH B YCIOBUAX YMEPEHHOI'O PUCKA.

JaH/
196 [Turep NPEAIPUHAMATENL - O3TO YEJIOBEK, HCIOIb3YIOLIHI
4 Hpykep THO0YI0 BO3MOYKHOCTH ¢ MAKCUMATBHON BBITOION.
197 Anpbept [IpennpuanMarens 3T0 TpeOOBaTeNbHBI K cebe,
5 [Manupo VHUIMATABHBIA YEJIOBEK, OPraHU3YIOIIHMKM COLMAIBHO-

HSKOHOMHYECKHE MEXaHW3MbI B oOmiectBe. J[eHcTBys B
YCIIOBUSX PA3IMYHBIX PUCKOB, OH OepeT Ha ceOs MOTHYIO
OTBETCTBEHHOCTH 3a CBOM BO3MOXHBII MPOBAJ.

198 Kapn NpEeANPUHAMATENh TO-Pa3HOMY BBIVIIIUT B  IJIa3ax
0 Becniep SKOHOMMCTA, TICUXOJIOTa, APYTUX MpEearpuHUMaTene 1
TTOJTUTHKOB.

198 I'udpdopn | uHTpanmpeHep © aHTpPENpPEHEp: HWHTPANpPEHEp - ITO

3 [TuamoT AHTPENPEHEpP, JICUCTBYIOIIMHA B  YCIOBHUAX YK€
CYIIECTBYIOILIETO  MPEANpPUATUS, B  OTIMYHE  OT
COOCTBEHHO  aHTpenpeHepa -  MpeanpUHUMATeNs,
CO3/IaI0IET0 HOBOE MPEANPUSITHE.

195 PoGept NPEANPUHUMATENBCTBO — O3TO YEJIOBEK, KOTOPBI

5 Xuzpuu Y4acCTBYeT B TIPOILIECCE CO3JaHUsS HOBOTO IPOIYKTa

OTIPEACNICHHOW LEHHOCTH, 3aTpayuBacT HEOOXOAuMOe
BpeMsi U CWJIbl, IPUHUMAaET Ha cebs CyHIeCTBYIOIINE
(uHaHCOBBIE, NICUXOJIOTUYECKUE U COLIMAIIbHBIE PUCKH,
MojiyyaeT B pe3yibTare  BO3HArpaXIeHHE U
YAOBJIETBOPEH JOCTUTHYTBHIM YCIIEXOM.

C XVII Beka uenoBek, BEAYIIUM Jielia ¢ TOCYIapCTBOM, 3aKJIFOUAJl 3apaHee OTOBOPEHHbIN
noroBop. Takoif uenoBek HpUHUMAET Ha ceds MOJHYI (PUHAHCOBYIO OTBETCTBEHHOCTH 3a
BBITIOJIHEHUE YCIIOBUI I0TOBOPA, HO €CIIA €EMY YAAETCsl YJI0KUTHCS B MEHBIIYIO CYMMY, Pa3HULLY
oH npucBanBaeT cebe. Ero HaszpiBanu "anTpenpenep'.

PesynbraTel uccieqoBaHus MOKA3BIBAIOT, YTO B CPEIHEBEKOBOM DpaHIIMU U3BECTHO, YTO
TEPMUH «AHTpENPEHEP-NPEAIPUHUMATENIb» HCIONb30BAJICSI B JBYX pa3HbIX 3HAYCHUSX.
Hampumep, c10BOM «IIpeAnpuHUMATENBY CTAIM HA3bIBATh OPraHU3AaTOPOB PA3JIMYHbBIX M1apaJoOB
U MY3bIKaJbHBIX MPEACTABICHUI M PYKOBOJIUTENEW KPYIHBIX MPOU3BOACTB. B Te BpeMmeHa
PYKOBOJUTENIb TAKOTO MpOeKTa (haKTUYECKH MpUHAIIeKan cBAlleHHUKaMm. [loromMy uto oHm
HUYEM HE PHUCKOBAJM, U OH CIPABWICS CO BCEMHU CTPOMUTEIbHBIMM paboTaMH, HCIIONb3Ys
NpeAoCTaBlIeHHble eMy pecypchl. IlpmunHa B TOM, YTO MO OOIIECTBEHHOMY OObIYAIO
CpenHeBEKOBBS UTEHUE U MIPENOAABAHNE B MOHACTBIPE BBEJIM CBALICHHUKH. FIMEHHO mOo3TOMY
CTPOUTENIM TOTO BPEMEHM TBOPWJIM B MOHACTBIpAX M LepkBsax. llostomy um mnopydanu
CTpOMTENbHbIE PA0OThl M APXUTEKTYpPHBIE INPOEKTHl 3aMKOB, YKPEIUICHWH, OOIIEeCTBEHHBIX
31aHUM U MOHACTBIPEH.

[TonsiTHe MpennpUHUMATENbCKOTO pucka copmupoBanock Toxke B X VII Beke. Puckom
MIPEINPUHUMATENST CUUTAETCS JIMIO, 3aKJIIOYMBIIEE JOTOBOP C FOCYAAPCTBOM Ha BBINOJIHEHHE
paloT MM TOCTaBKy OIpeeeHHON MpoayKuuu. [10CKonbKy 1leHa KOHTpakTa ObLla OrOBOpeHa
3apaHee, pa3Mep NpUObUIM WM YOBITKA OMPENeNsICs TOJNbKO yhadel npeanpuHumareneid. To
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€CTh YCIIOBUS TOAMMCAHHOTO C TOCYAAPCTBOM COTVIAIICHUS JOJDKHBI ObUTH OBITH BBITIOJHEHBI B
cpok. menno B atot nepuon Jxon Jloy u3 Illotnanauu, ocHoBarens KoponeBckoro 6aHka
®paHIuy 1 KOMIaHUU MHCCUCHUITH, HaYall CBOIO Kapbepy, MOJTYYUB MOHOTMOIUIO HA TOPTOBIIIO
Mexay OpaHuuen 1 IpuHaIeKaBIIel Toraa JoauHou peku Muccucunu. Ero kapeepa He 3aiuia
nanexo. IlpuumHa B TOM, 9T0 OONBIION ycmex (paHITy3CKOrO SKOHOMHUYECKOTO IpaBa TOTO
BpeMeHU ObUT HenoiaruM. Ero kommaHusi 00aHKpPOTHIIACh, IMOCKOJBKY BBITYCTHJIA aKIIWH,
CTOMMOCTH KOTOPBIX 3HAYUTEIHHO MPEBHIIIAIa CTOUMOCTh €€ aKTHBOB.

Puuapn KanTunboH, n3BeCTHBIN aHIIMKACKUNA 3KOHOMHUCT Hadana XVIII Beka, oco3Han
omuOKy Jlo. OH ObUT OTHUM U3 TEPBBIX, KTO TOHSUT KOHIIETIUIO MPEANPUHUMATEIBCKOTO PUCKA.
UccnenoBarenu cuntaror KaHTHibOHA OTIIOM TEPMHUHA «IIPEANPUHUMATENHY, 0003HAYAIOIIETO
MPEANPUUMYNBOTO 4YesoBeka. OH TpeanpuHUMATENb, KOTOPBIM JCHCTBYET B pa3IMYHBIX
PUCKOBAaHHBIX CHUTYaIUSIX M COCTOUT U3 TOProBIEB, (EpPMEPOB, PEMECIECHHUKOB U JIPYTHUX
MENKUX BJAJCNbIIEB COOCTBEHHOCTH. TOproBIBI TOJIara€TCs TMOKyMaTb TOBaphl IO
OTIPEICTICHHOW IIeHe W TPOJaBaTh WX IO HEU3BECTHOM IIEHE, TO €CTh MM BCETrNa MPUXOIUTCS
paboTtartb ¢ puckom. [2]

K XVII Beky npowusomnina auddepeHuuanus npeacTaBieHui 0 IpeanpuHIMaTeIbCTBE.
Kanmuranuctel ctamm oTnensThCs OT MpeanpuHuMareneid. To ecTh cTanu pa3iandarh (yHKIIHIO
MPEANPUHAMATENIFCTBA U TIPENOoCTaBieHre KanuTtaina. OJHOW W3 MPUYMH, BBI3BABIIUX JTY
Pa3HUILY B 3TOT MEPHO/, ObIJIa MPOMBIIINICHHAs] peBOIIONHS. TakuM 00pa3oM, OH MOKa3all poib
MpEANPUHAMATENIEH U BIIAJIEIbLEB KAIUTAJIa B SKOHOMUYECKOM Pa3BUTHH.

[ToaTOMy MBI MOKEM BUJIETH 3TO HA IPUMEPE TAKUX MPEANIPUHUMATENEH, KaK DM YUTHHU
u Tomac Dnucon. O0a oHM ObUIM BETUKUMM HM300pETATENSIMHU, COBEPIUIMBUIMMH HACTOSILINE
TEXHOJIOTMYeCKHe MpopbIBbl. OHAKO Y HUX HE OBLJIO COOCTBEHHBIX (DUHAHCOBBIX PECYPCOB IS
(buHaHCUPOBAaHUS CBOMX M300peTeHUil. D YUTHU ObLI co3JaresieM MEepBOro Ha TOT MOMEHT
xjonkoounuctutend. Tomac DOAMCOH, HCMOJB30BAaBUIMM ero Uil  (PUHAHCHPOBAHUSA
SKCHPONPUUPOBAHHOTO HMMYILECTBA AHIIIMHCKOM KOPOHBI M 3a CUET YaCTHBIX CPEJICTB, ObLI
aBTOPOM MHOTHX HM300peTeHUIl B pa3IMYHbIX 00JACTIX MEKTPOTEXHUKU U Xumuu. U YutHu, u
DIKMCOH BIOXKWIN JIEHBI'M B OM3HEC U CTalU MpEANpPUHUMATEISIMU, HE Biajes uM. To ecTh 1o
SKOHOMHUYECKOMY 3aKOHOAATEIbCTBY TOIO BPEMEHH CYILIECTBOBAJIN BEHUYPHBIE KATUTAJIUCTBL, U
WX Ha3bIBAIM BEHYYPHBIMU  KanuTamucTamu. Wx cuumramm  npodeccruoHaIbHbIMU
YIOPABIAIOMIMMYU JI€HbraMH, KOTOPbI€ MHBECTHUPOBAIM CPENICTBA AKIMOHEPOB B PUCKOBAHHbIE
MPEIIPUSTUS TSI TOCTHXKEHUS BBICOKOM MPUOBLIH.

CornacHo pe3ynbraram ucciieoBanus, B koHue XIX - nayane XX BB. peANpUHUMATETN
PEAKO OTIEISUIMCH OT XO3SIMCTBEHHBIX YIIPABIEHLEB, TO €CTh YIPABISIOIUX I€HbIaMU, U CTAIIN
yAeNSATh BHUMaHHE SKOHOMHUYECKOW CTOpOHE cBoel aestenbHOCTH. OHHM cTapaiuch ObITh
MOJIHOCTbIO KOPBICTHBIMU. CTaBKM CTaBUJIUCh Ha CHIPbE M Marepuaibl, UCIOJIb30BaHHBIE B
MIPOU3BOJCTBEHHOM TIpollecce, Ha 3eMIII0, Ha Tpyd paboTaromux OOTaHHMKOB, a TaKXKe Ha
KaIluTaJl, BIOKEHHBIN B OIJIATy JEHCTBYIOIMX pacTeHUuM. OHM TaK)Ke yCOBEPUIEHCTBOBAIN CBOU
WJIeH, 3HAHUS U HaBBIKH B O0OJIACTH IJTAHUPOBAHUS, OPraHU3ALMU U YIIPABICHHS IPEATTPUSITHEM.
OHU HeCyT OTBETCTBEHHOCTD 332 BO3MOXKHBIE YOBITKH, 1aXKe €CIIH KaKHe-Tn00 yObITKA BO3ZHUKIIN
He 1Mo ux BUHE. Jlake eciu 3TO MPOU30IIIO U3-32 HEOXKUJAHHBIX HEOMarompUsTHBIX KallpU30B
MPUPOJBI WM, HAOOOPOT, ecnu OM3HEeC-MPOLeCcC HW3MEHUJCS B JYYIIYIO CTOPOHY, OHH
MPUKAPMAHWIA BCIO MPUOBLIb, CBI3aHHYIO ¢ OM3HecoM. JIMUHBIN A0X0J MpeanpuHUMATeNs B
MPOIILJIOM BEKE OMNPEACISICA KaK pa3HHUIla MEXKIY AOXOAAMH U PacxoJlaMU €ro MpearpHusiThs.
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«OHUM U3 SIPKUX IPUMEPOB 3TOTO MpuMepa sABisieTcs DHApo KapHeru, KoTopslii caM HUYEro
HE M300peTal, HO yMell YyBCTBOBaTh HOBbIE Wjeu. Ero BOmpockl, CBsI3aHHbIE C pa3padoTKoi u
BHeZIpeHneM 3((HEKTHUBHBIX TEXHOJIOTUN U MPOIYKTOB, MHOTOUYHCICHHBI KapHeru, BeIXo/el 13
LIOTJIAaH/JICKOM CEMbH, U3BECTEH KaK MPeANpUHUMATEb, CYMEBILIUHN PEBPATUTh CTAJICIUTEHHYIO
IIPOMBIIIIEHHOCTh aMEPUKAHCKOTO 1ITaTa B 4yl10 UHAYCTpUAJIbHOTO MUpa. B cBoell kappepe oH
JIOOHMBAJICSI B OCHOBHOM IIEJIH IIPEBOCXO/ICTBA HAJl KOHKypeHTaMu. Ha camom zene, 3To He Kakoe-
TO n300perenue. Bo3mMokHO, OHM JOOUIHCH OOJBIINX YCIIEXOB CBOMMH TBOPUYECKUMH HJICSIMH B
IIPOU3BO/ICTBE.

Haunnas ¢ XX Beka (opMUpPYIOTCS COBpEMEHHbIE KauecTBa MPEANPUHUMATENS Kak
HoBaropa: K »TomMy croneTio 3amauya mpeanpUHUMATENed — BHEAPUTh H300peTeHus B
IIPOU3BOJICTBO, CHAOUTh PHIHOK HOBBIMH TOBapaMU WJIM MTOBBICUTH MIOKa3aTelb KaueCTBa 3a CUET
HCIIOJIb30BAaHUSI HOBBIX TEXHOJIOTMYECKMX BO3MOXKHOCTEH HOBOIO IPOU3BOJCTBA CTapbIX
TOBapoB, pe(OpMUPOBATH METO MPOU3BOJICTBA ITYTEM OTKPBITHS HOBBIX NMPOJYKTOB. HA PHIHKE
oOHapyxeH. BHenpsncs HOBBIN PBIHOK HWCTOYHHMKA CBIPhS WM TOTOBOM MPOAYKIUHU - Ja)Ke
BOCIIPOM3BO/IS CTAPBIN U CO37aBasi UIsi HETO HOBYIO OTpPacib. [3]

CylHOCTh 3TOH JeATENIbHOCTU TMOJHSJIach Ha YpPOBEHb KauecTBa WHHOBALMN U
MHHOBAIlMM Kak HEOTHhEMJIEMOM 4YacTu MpearnpuHUMarenbcTBa. KOHEYHO, MOMCK HOBBIX
MIPOM3BOJICTBEHHBIX UACH U UX pealn3alus — OJHa U3 CIOKHEUIINX 33734 MpeIIpUHUMATEIS.
Takue ycrnoBus TpeOyIOT HE TOJIBKO YMEHHUS TBOPYECKH MBICIUTh WU HAXOJIUTh HOBBIE
TEXHOJIOTMYECKHE PElIeHHs, HO U 00ecreynBaTh 1 MOHUMATh OalaHC MPOU3BOAUTEIBHBIX CHUII,
paboTaronux B J00bIX cuTyaluusaXx. OH OXBaThIBAE€T BCE: OT HOBOT'O IMPOMBIIUIEHHOTO MPOIYKTa
JI0 HOBOM OpraHU3alMOHHON CTPYKTYPBI, KOTOPYIO MOKHO MPEJIOKUTH B KAYECTBE HOBOM UIEH.
K Takum mnpenmpuHumaTessiMm oTHOcaTcs Oasapa [appuman, pedopMarop aMepuUKaHCKOU
xKene3HoaopoxkHo cetu, u JxoH IlupmoHT MopraH, NOCTpPOMBIIHI CBOIO OaHKOBCKYIO
MMIIEpUIO IIyTEM pPEOpraHU3alli IPOMBIIUIEHHOCTH CTpaHbl. KOHEYHO, HalTH HOBOE
OpraHU3aI[MOHHOE PEIIeHKE B IPEANPUHUMATEIBCKOM IEATEIIbHOCTH HE TPOILe, YeM H300pecTH
TPAH3UCTOpP WJIM Jla3ep, XOTA 3a4acTyl0 IOJ CIIOBOM «U300peTeHHe» MOoJpa3yMeBaloOT He
OpraHU3allMOHHOE PEIICHHUE, 3 HOBOE, TEXHUYECKOE pELICHUE.

CriocobHOCTh M300peTaTh HOBbIE TEXHOJIOTMM U HOBBIE BUIBI JESATEIBHOCTH — 3TO
YyeJoBeuecKasl XapaKTepucTruka. BomionieHue MHHOBALMM Mbl MOXKEM YBUJETh B IMUPaMHAAX
Erunra, mocTpoeHHbBIX H3 MHOTOTOHHBIX CTPOUTENBHBIX OJIOKOB, TYHHOM MOJYJIE KOCMUYECKOTO
Kopabms «AMOJIJIOH» U JIA3€PHBIX JTydax.

METOAOJOT U HCCIIEJOBAHMUSL.

B nanHO# cTarbe MCIOJIB30BaHBI TEOPETUUECKUNM aHAIM3 MHEHUW, CTaTed W HAyYHBIX
paboT OTEUYEeCTBEHHBIX U 3apyOEKHBIX YUEHBIX IO TEME, UCCIIEIOBAHNE KPUTUIECKUX MOIX0/I0B
Y B3IVIS0B, BRIPAXKAIOIIUX aBTOPCKOE OTHOIIEHHE K HUM, CPAaBHUTEIbHBIA U CTAaTHCTHYECKUN
aHaJIN3 CYILECTBYIOMIMX (PAKTOPOB.

AHAJIN3 U PE3VJIBTATBI

B xoz1e pa3BuTHA HAyKN U TEXHUKUA MEHSIOTCS HE TOJIBKO MHCTPYMEHTBHI, HO U PAJUKAIbHO
W3MEHSIOTCSI U OOHOBJISIFOTCS PU3HAKHA U CUMIITOMBI TTPEIPUHUMATENILCTBA.

[Ipu3Haku mnpeanpuHUMATENBCTBA — OTO MPU3HAKU, KOTOPHIE XapaKTEPHU3YIOT
MPEIPUHUMATENBCKYIO AEATEIbHOCTh M OTIMYAIOT €€ OT JPYrMX BHJIOB JA€ATENbHOCTU. TONbKO
JesITeNbHOCTh, HMMEIOIIas Takue TMpHU3HaKu (TMPU3HAKM), SBISIETCS MPENPHHUMATEIbCKON
NESATENbHOCTBIO WM MPEAIPUHUMATENBCTBOM. JleSITeIbHOCTh, HE MMEIOIIAs 3TUX MPU3HAKOB
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(TIpU3HAKOB) MM HEKOTOPBIX M3 HUX, HE ABJSIETCS MPEANPUHIUMATEILCTBOM, a IPOCTON pabOTOH,
JesTeNbHOCThI0. OCHOBHBIE PU3HAKU NIPEAIIPUHUMATENBCTBA IIpeacTaBieHbl Ha Pucynke Ne.1.
Pucynx Nel. OcHoeéHnble npusHaku npeonpuHuUMamenbcmea

OnHUMM U3 [VIaBHBIX MPU3HAKOB NPEANPUHUMATEILCTBA SIBISAETCA WHUIUATUBHOCTD.
[IpennpuHUMATENTbCTBO — 3TO YHUKAJIBHBI TBOPYECKUH TOIXOJ K OCYIIECTBICHHIO JIOOOH
paboThl, omepanuy, [esATEJIbHOCTH HE3aBHUCHUMO OT €€ pa3Mepa, YPOBHS 3HAYUMOCTH,
HACBIIEHHBI OCTOSITHHBIMU HCCIIEI0OBAaHUSMH, TOMCKOM HOBBIX BO3MOKHOCTEH U MOTBITKAMHU HX
peanuzoBarhk. [IpennpuuMuMBBEIA YEIOBEK HAXOOUT T€ CTOPOHBI U AJIEMEHTHl PabOThl WU
NesITeNIbHOCTH, Ha KOTOPBIE JIPyrye He 00paliaroT BHUMAaHUS WM CYUTAIOT BA)KHBIMU, B YACTHOCTH
TOHKHE CTOPOHBI, KOTOPbIE HE 3aMETHBI, U BBIBOAUT UX HA YPOBEHb BaXKHBIX (haKTOPOB.

[ToBeiienue 3¢h(HeKTUBHOCTU TOCTUTAETCS IMYTEM COBEPILICHCTBOBAHUS KaxJA0H pabOThI,
orepanuu, IesTeIbHOCTU U METOJIOB €€ OpraHU3aIK U OCYIIECTBIICHUS.

Takum o00pa3oMm, MNpeANpPUHUMATEIBCTBO OTIMYACTCS CBOEH HHUIMATHUBHOCTHIO,
HampaBICHHOW HAa HOBEWIINE U Jy4IIUE Pe3ylbTaThl, KOTOPbIE MOXKHO MOJIYYUTh B Pa3IMYHBIX
obmactsx. VHHOBAaMOHHOCTH (HOBAaTOPCTBO) TAKXKE CUUTAETCS OCHOBHBIM IPHU3HAKOM
MpeIIPUHUMATENBCTBA. ITa 0COOEHHOCTD U €€ MpU3HaK chopMUpOBAIKCH B cepearHe XX Beka B
HOBBIH MIEPUO]T Pa3BUTHSI SKOHOMUYECKHU PA3BUTOM CTpaHbl — UHHOBALIMOHHBIN (MHGOpMAIIMOHHAS
UHIYCTPHSI).

B nacrosiiee Bpems OHO cTaino enie cuiibHee. [Ipennpuaumareny Bceraa Haueky v CIeasT
3a TOSABISIOIMIMMUCSA HOBOCTSMHU. [loATOMYy OHM TI€pBBIMHM HCHOJIB3YIOT HOBBIE METOBI,
TEXHOJIOTHH, ChIpb€, MaTepuajbl, PbIHKM U METOJbl yIpaBieHus. Takue npeanpuHUMAaTeNn
MOBBIIIAIOT TPOU3BOAUTEIHHOCT U A((EKTUBHOCTH Tpyda M TONY4YalOT KOHKYPEHTHBIE
npeumyiiectBa.  Jlpyrue  cieayrOT = 3TOMY  NpPUMEpY, MBITAasiAChb  MOBBICUTH  CBOIO
KOHKYPEHTOCIIOCOOHOCTh. TakuM 00pazoMm, COIMAIBHO-IKOHOMHUYECKOE pa3BUTHE O0OIecTBa
YCKOPSIETCSL.
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[IpennpuHUMarenbCTBO — 3TO TBOpYECTBO. Ero Muccus M OpU3HAK MPOSIBISETCS B
CO3aHMHM HOBOTO TPEMJIOKEHUS WIM HOBOH KOMOMHAUMU (COYETaHUS) MPEIJIOKEHUS B
COOTBETCTBUH C BO3HHMKAIOLICH MOTPEOHOCTHIO, M Yepe3 Hero (popMupyeTcst HOBBIH PHIHOK.

Takum 00pa3zoM, MpenINPUHUMATENBCTBO YBEJIWYMBAET OOTarcTBO OOINECTBa, CO3aBas
HOBO€ TPEIJIOKEHUE, TO €CTh LEHHOCThb. Elle OJHMM NPEeUMYyLIECTBOM M IPU3HAKOM
MPEANPUHUMATENLCTBA SBISIOTCS pedopmbl. [IpeanpruHuMaTenscTBO MPUBOJIUT K HOBOMY, Ooiee
COBEPIICHHOMY coOuYeTaHuio (kKomMOmHammu) (akTopoB mpom3BOACTBA (Tpyna, Opymuil Tpyna,
npeaMeTa Tpyaa), peopraHu3aiy IPOU3BOACTBA, CTPYKTYPHOH mepecTpoiike, pe(hoOpMHPOBAHUIO
COLIMANIbHO-3KOHOMHYECKO cucTeMbl. B pesynbrare pa3sBHBaloTCS NPOU3BOIUTENBHBIE CHIIBI
CTpaHbl, YAy4lllaeTcsd B3aMMHas COBMECTHMMOCTb IMPOU3BOAUTEIbHBIX CHUJ U MPOU3BOJICTBEHHBIX
OTHOILIEHUH, MOBBIMAETCA YPPEKTUBHOCTh MPOU3BOACTBA. [IpennpruHUMATENbCTBO HE JIUILIEHO
puckoB. PblHOYHas SKOHOMMKAa XapakTepusyeTcsl HeolpeleleHHOCThio. [lpu  Takoi
HEONPEAECNEHHOCTH W OTCYTCTBUM TapaHTUH TOro, YTO MOSIBUTCS HOBBIM CIIPOC Ha HOBOE
MpeIOKEHNE, a TAK)KE MEHSIOLIUXCS PHIHOYHBIX YCIIOBUAX, HEOOXOIUMO UJITH HA PHUCK.

Ho puck Taxke A0mKeH OBITH OIEHEH, O0OCHOBAaH W pasymeH. Takum oOpazowm,
MPEeIIPUHUMATENHCTBO CYUTAETCS MIPEIITPUHUMATEIHCTBOM TOJIBKO C PACCMOTPEHHBIMU BHIIIIE €TO
acrneKTamMH U Impu3HakaMmHu. JenoBast JesITeNbHOCTh OPraHU3yeTCsl U OCYIIECTBIISIETCS Ha OCHOBE
psga npuHuunoB. [IpuHIMNIBI OHU3HECAa NPEACTaBISAIOT COOOM COBOKYMHOCTh KOHKPETHBIX
TpeOOBaHUN W TMpoLEeAyp, a MpeArnpuHUMAaTenbckas AeSITeIbHOCTb, OpraHW30BaHHAs U
OCYILECTBIIIEMAs B IIOJIHOM COOTBETCTBUU C HUMH, CUUTAETCS pealbHON MPEANPUHIUMATENbCKON
NEATeIbHOCTBIO.

Ha Hux HanoXeHbl pa3IMyuHble OTPAaHUUYECHHUS. X HAPYILIEHUE U HEIPAaBUIbHOE TOJIKOBAaHUE
ABIISIIOTCSL (PAKTOPAaMU, MPENATCTBYIOIMMH OCYIECTBICHUIO U Pa3BUTHUIO PEIIPUHUMATENBCTBA.
[TpuHIMIOBI TPEANPUHIUMATENBCTBA UMEIOT OOIIMM TOH, M UX peaau3alus MOXKET ObITh Pa3HOU B
Ka)XJ101 cTpaHe. YeM BblllIe COLMAIbHO-3KOHOMUYECKOE Pa3BUTHE CTPAHbl U OCHOBBI IEMOKPATHH,
TEM IIOJIHEE pealMu3yloTCs IPUHLUUIBI OpeArnpuHUMarenbcTBa. OCHOBHBbIE —NPUHIIMIIBI
IPEANPUHUMATENILCTBA [TOKa3aHbl Ha pUCyHKe No.2.

JlenoBast A€ATENBHOCTh TPeOyeT OCHOBHOIO KaluTaua, TO €CTh 3JaHUi, 000pylOBaHUS U
JOMOJTHUTEIBHOTO KallUTaja, ChIpbs U Pa3JIMUYHbIX MAaTEPHAIIOB, CPEICTB U IPYTUX MaTepHaIbHbIX
U HEeMaTepUalbHBIX PECYpCOB. OTH KamUTalbl, HCIOJb3yeMble B HPEANPUHUMATEIbCKOM
NEeATeNbHOCTH, SBIIAIOTCS COOCTBEHHOCTbIO TpennpuHumarens. IIpennpuHumarens BoJieH
UCIOJb30BaTh 3TO UMYILECTBO, TO €CTh OH MOJKET HCII0JIb30BaTh €r0 B TEX LIEJIAX, KOTOPbIE eMy
HpaBarcsa.  Koncrutyuus  PecnyOnuku — V30ekuctaH M COOTBETCTBYIOILME — 3aKOHBI
IIPEAYCMaTPUBAIOT HETIPHUKOCHOBEHHOCTD JINUHOM M YaCTHOM COOCTBEHHOCTH I'pakKaaH U CBOOOTY
ee Hcroiap30BaHusA. Kpome TOro, mnpeanmpuHuMarenb CBOOOJEH B BbIOOpe cdepbsl, BuUAA,
HampaBiieHus,, (opMmbl, MecTa, MapTHEPOB M JAPYrMX CTOpOH OHM3Heca, M 3Ta cBoOona
rapaHTUpYeTCs 3aKOHOAATeNIbCTBOM. [IpeanpuHuMarens NOTHOCTHIO HE3aBUCHM B OpraHU3aIUH,
MIPOBE/IEHUH M HCIIOIB30BAHUU J0X0/Aa (MPpUOBUIN), KOTOPBIM OH MOJIy4aeT B pe3y/bTaTre CBOEH
neaTenbHOCTH. OH MOXKET CaMOCTOSITEIbHO pacropskaTbCsi HPUObUIBIO IO CBOEMY YCMOTPEHHUIO.

3anperiiaercsi BMEIIAaTeIbCTBO B MPEANPUHUMATENbCKYIO JESITEIbHOCTh IOCYIapCTBEHHBIX
U TIPAaBUTEIBCTBEHHBIX OPTraHOB U UX JOJKHOCTHBIX JIHII.

HezaBucumocTs OH3HECa TakKe TapaHTUPYETCS COOTBETCTBYIOIIMMHU IPAaBOBBIMHU
nokymenTami. IlpeanpuHumMarenbckas AesSTEIbHOCTh MOXKET OCHOBBIBATbCS HA pasHBIX (hopmax
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COOCTBEHHOCTH: YAaCTHOM COOCTBEHHOCTH, OOIICCTBEHHONM COOCTBEHHOCTH, CMECIIAaHHOM
CcOOCTBEHHOCTH. 3aKOHBI ITPETyCMaTPHUBAIOT PABEHCTBO BCeX (POPM COOCTBEHHOCTH.

Takum  oOpazom, He3aBHCHUMO OT (OpPMBI  COOCTBEHHOCTH BCE  CYOBEKTHI
NPEANPUHAMATENILCTBA ~ CUMTAIOTCS  PABHONPAaBHBIMA BO  Bcex cdepax. 3aHMMaThCA
NPEANPUHUMATEIILCKON  eSITeIbHOCThIO, HAHWMAaThb M HAaHUMarh pabOTHUKOB B cdepe
npeaANpUHUMATCIIbCTBA HeoOsI3aTeNbHO. HpeI[HpI/IHI/IMaTCHB MOKET HAHATBb KOI'O YroaHo, a
HAaHMMAEMBIH YEIIOBEK MO0 COOCTBEHHOMY JKEIaHUIO BBIOMPAET MECTO pabOThl M MPUCTYIAET K
paborte.

Pucynk No.2. Ocnoenvle npuHyunsl npeOnPUHUMAMENbCHEA
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OnHako TpynOBBIE W TPYIOBBIE OTHOLIECHHUS PErYIUpYIOTC TpyHOBBIM KOIEKCOM,
I'paxk1aHCKMM KOJEKCOM M JAPYTMMHU IpaBOBBIMM JIOKyMeHTamMu Pecnyonmuku VY30ekucras.
JlenoBast NeITeNbHOCTh CBsI3aHa C HEONPEIEIEHHOCThIO U puckoM. Takast cuTyauus TpeOyer oT
IOpeANpUHUMATeNss HPUHATHS Ha ceOs (UHAHCOBOW OTBETCTBEHHOCTH BO BpeMs CBOEH
HeqaTenbHOCTH. B ciyuae ymepba, HNPUYMHEHHOTO NPEANPUHHUMATENbCKOM J1eATeNbHOCTBIO,
IpeANpUHUMATENIb caM BO3MECTHT BeCh YIIEepO, M HHU TOCyIapcTBO, HU Kakas-Iubo apyras
OpraHu3aiys He IOMOTYT €My B BO3MEILEHUH yiepoa.

ITosToMy mnpu BeneHun Ou3Heca HEOOXOAMMO HE CIIENIO PUCKOBaTh, a paboTarh IO
TIIATEJIbHO pa3paboTaHHOMY IUIaHy. M3BecTHO, YTO MpeANpUHUMATENBCTBO — 3TO AESTEIbHOCTD,
KOTOpasi OCYIIECTBISIETCS B paMKax JICHCTBYIONIUX B 001IeCTBe 3aKOHOB. [IpennpruHumarenbckas
NEATeNbHOCTh PEryaupyeTcss JCUCTBYIOUIMMHM OOIMMH M CIEUUAIBHBIMU  IPaBOBBIMU
nokyMeHTamMu. Kaaplii nmpeanpuHUMaTeab JOJDKEH ObITh 3HAKOM C HOPMATHBHO-TIPABOBBIMU
JOKYMEHTaMH, KacaloUIUMUCS €ro c(epbl AeATENbHOCTH, TPEOOBAaHUSAMU 3aKOHOAATENbCTBA U
BO3MOYKHOCTSIMH, KOTOpPBIE OHU CO3Aat0T. TOJIBKO TOTAAa OH CMOKET 3HATh CBOU 3aKOHHBIE IIPaBa,
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3alUIIATh CBOM MPaBa M MHTEPECHI, BHIOIHATH CBOU 003aTENIbCTBA HA IPUEMIIEMOM YPOBHE U
n30eraTb pa3InYHbIX HAPYIICHUI.

HaGnromaercst TeHaeHuus pa3BUTHS cepbl OOCITY)KHBaHUS B IPeIIPUHUMATEIHCKON
nesrenbHOCTH. OHO MMEET CBOM OCOOSHHOCTH M PEIIAIOTCS TEKYIUE MPOOIEMbl Pa3BUTHSL.

XapaKkTepUCTHKH ¥ OCHOBBI Pa3BUTHA C(Pepbl YCIIYT BaXKHBI IS YITYYIICHUS U PACIIUPEHUS
€e SKOHOMHYECKOTO M COIMAJIbHOTO 3HAYCHHS. OTa OTPACib IMPEACTaBIseT co00#l OTpacisb,
KOTOpast OBICTPO pa3BHBAETCS, MMEET CBOM OCOOCHHOCTH M 3aHHMaeT 0co00e MecCTo B
SKOHOMHYECKOW cucteMe. Huke 3-pucyHke MpencTaBieHbl OCHOBHBIE OCOOCHHOCTH CEPBHCA H
OCHOBHBIE TIPUHIIHITHI €r0 Pa3BUTHSL.

Pucynx No.3 Cehepa ycnye

Cdepa ycnyr — 3To HEMaTEpPUanbHbIA TOBap
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Oco0eHHOCTH NpeINPUHUMATEILCTBA B cepe YyCJIYyTr MOKHO 00bSICHUTD CJIeTYOIMM
oOpa3om.

Cdepa ycayr — 310 HemMaTepuaabHbIA TOBap. OH HE UMEET HEBUIMMOIO TOBAPHOTO,
MaTepUaJbHOTO HW3MEpPEHHUS 10 CpPaBHEHUIO C ToBapaMu wid mnpeameramu. CreneHb
MPEIOCTABJICHUS YCIYT U3MEPSIETCA 3TOM KaTeropueit kauectBa. ETo ¢XoICTBO C TOBapOM COCTOUT
B TOM, YTO 3aBEpIICHHE BBHINOJHEHHON PalOTHI Moramaercss cymMMoul neHer. Bo-BTropbix, oHu
JOTIONHSIOT Apyr apyra. OHU TECHO CBSA3aHbI APYT C APYroM B chepe peaan3alnuu TOBapoB U UX
JOCTaBKH.

HUcnonnurensckue HaBbIKUW. CIy)KeHUE JIMYHOCTH U TMPENOCTABJICHUE €€ OOIIECTBY
MIPOUCXOUT OJHOBpEMEHHO. B HeMm HeBuauMasl pyka U CO3HATENbHbIE MCKPEHHHE JEHCTBUS
SBJIAIOTCSI MEPUJIOM KadecTBa. Hampumep, B TOCTUHHYHBIX YCIIyTax WM PECTOPaHax KIUEHTHI
Y4acCTBYIOT B IpoIecce 0OCITyKUBAHUS U HEMOCPEICTBEHHO MOIy4al0T YaCTHOE 00CTy)KMBaHHE.

KauecTBeHHBIH cepBHC W HW3MEHEHHME TNPAKTHMKHM. BapuaTuBHOCTH mponecca
MIPEIOCTABJICHUS YCIYT U TMOKa3aTelell MX KauecTBa 3aBHCHT OT PA3IUYHBIX cpel U (haKTOpPOB.
Hanpumep, Ha kadecTBO OOCIY>KHBaHHSI BIUSIOT HACTPOCHHE OOCTYKHBAIOIIETO MEepCoHaIa U
KITUEHTOB, MOTPEOHOCTH KIMEHTOB MIJIA PA0OTOCIIOCOOHOCTh TEXHUYECKOTO 000PYA0BAHHUS.

I'mokocTh. Ycenyru TpeOyroT THOKOCTH B OONACTH JOCTaBKH JUISL YIOBIIETBOPEHUS
KOHKPETHBIX TPeOOBaHUN KIMEHTOB. [ KakKIOro KJIMEHTa YCIIyra JOJKHA COOTBETCTBOBATH
KBATM(DUKAIIMOHHBIM TpeOOBaHUSIM M OBITh KauecTBeHHOW. Ero xapakTepucTHKH TpeOyroT
COOTBETCTBYMOIIEH peun. Hampumep, kBanuduuupoBaHHAs KOHCYIbTAIUS, WHIAWBUAYaJIbHBIC
Kypchl 00y4eHUs], YaCTHBIE MEIUITMHCKHIE YCIIYTH.
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Konkypenuuss u Opena. [lpennpustiss B cdepe ycayr CTaIKHUBAIOTCS C KECTKOU
KOHKYpEHIIMEH 3a co3/laHie OpeH/I0B U penyTaluuu. Ycrex U AajbHellee pa3BUTHE YCIYyT 4acTo
3aBUCST OT LICHHOCTH U KaYeCTBa, KOTOPbIE OHU MPEAOCTABIISIOT KIMEHTAM.

I'mOpuanblii  cepBHC. [IpenocraBnenne yciyr COCTOMT M3 MaTEpPUAIBHBIX U
HEMaTEepUaJIbHBIX AJIeMEHTOB. Hanmpumep, rOCTUHMYHBIM HOMEp (MaTe€pHalIbHBIN) U TOCTEBBIE
yCIIyru (HeMaTepHallbHBIN) TIOKa3aHbl BMECTE KaK ycIyra.

BriBOaBI M NIpeI0KeHHUA

BoiBoabl: C y4eTOM SKOHOMHUYECKOW MHPPACTPYKTYpPBI CTPAHBI 32 MOCIEAHUE JIBa TO/1a
OHa cokpartuiach Ha 28,7%, B 4aCTHOCTH: NMPOMBILUIEHHbIN cekrop - Ha 40%, cTpouTeabHbIN
cekTop - Ha 38,7%, cenbckoe, JIECHOE U PBIOOJIOBHOE XO3scTBO - Ha 38,7%, cexTop yciayr
MPOXKUBAHUS U MUTaHUSA - Ha 24%, npennpusarus, padoraromue B chepe Toprosiu - Ha 21,4%,
CEKTOP TPAHCHOPTHBIX U CKIAACKUX YCIyT - Ha 21%, nesarenbHOCTh B chepe MHPOpMAIIUU U CBSI3U.
OpraHu3aluii, MPeaoCTaBIAIOINX €T0, COKpaTUIoch Ha 15,7 mpoueHra.

OnHako OH TIOKAa3bIBAeT, YTO KOJUYECTBO TMPENNpUATHH, paboTaromux B cdepe
3PaBOOXPAHEHUS U COLIMATIBHBIX YCIIYT, YBETUYMIOCH Ha 4,4 IPOLIEHTA.

Ho »tux mokazarenei HeEI0CTAaTOYHO.

Crnenyer OTMETWUTh, YTO pacCIIUPEHHUE MNPEANPUHUMATENLCKOW IEeSTeNbHOCTH SBISETCS
BaXHBIM (DAKTOPOM TMOBBIIICHUS] YPOBHS JKU3HM HaceleHHs. Pa3zButue mnpeanpuHUMareabCcTBa
SIBIIIETCS Ba)XHBIM (DAaKTOPOM MEPCIEKTUBHOTO Pa3BUTHS SKOHOMHYECKOTO pPOCTa CTpaHbl U
3aHUMAeT LEHTPAJIBHOE MECTO B MOBBIIIEHUH HAIIMOHAIBHOTO MOTEHIMana obmecTsa. B To xe
BpPEMsI OHO UI'PAET BaXKHYIO POJIb B CO3JJAHUU HAIMOHAIBHOTO OOraTCTBa, MHTErpaliid SKOHOMUKH
CTpaHbl B MHPOBYIO SKOHOMMYECKYID HH(PPACTPYKTypy, OOECIEUEeHUH COLUAIbHOW U
MOJUTUYECKOHN CTaOMIIBHOCTH.

Koneuno, B Hamiei cTpaHe AOCTAaTOYHO OJATOMPHUSATHBIX BO3MOXKHOCTEH M YCIOBHUH ISt
pa3BuTHs npeanpuHumarenabersa. Onnako ee 1o B BBII Bee elie Huxke ypoBHS pa3BUTBIX CTPaH
MHDAa, U B 3TOH cdepe CyLIECTBYET MHOXKECTBO OPraHU3allMOHHbIX, S)KOHOMUUYECKHUX, IPABOBBIX U
COLIMANIBHBIX MPO0JIEM, KOTOPBIE JKIyT CBOETO PEILIEHHS.

[TosTomy 1eJ1ec000pa3HO CO3/JaBaTh BO3MO)KHOCTH Ui pacimpeHust
IPEANPUHUMATENILCTBA HA OCHOBE Pa3BUTHS Kaxka0ro perruoHa. C 3ToH 1ebio pa3padaThIBatOTCA
3aKOHbI, yKa3bl W  TIOCTAQHOBJEHMs,  HaNpaBIEHHblE HAa  IIUPOKOE  BOBJEYECHUE
IPEANPUHUMATENLCKON  JiesiTenbHOCTH.  CHUCTEMHBIE  Mepbl  PEaIM3yITCsl [0  TaKUM
HalpaBJICHUSM, KakK HOJJIEpXKKa MPeANPUHUMATEIbCKOW JesTeIbHOCTH, O0ecHeueHne Hx
YCTOWYMBOIO pa3BUTHS, YBEIMYEHME MX JOJM B IPOM3BOJACTBE M 3aHATOCTH HAaCENICHMS,
YIOBJIETBOPEHHE MOTPEOHOCTU B KPEAUTHBIX pECypCax.

Oco0eHHOCTH NpeaIPUHUMATENILCTBA B cepe yCIyT BKIIOYAIOT CTPaTeruu, OCHOBaHHbIE
Ha TEXHOJIOTHsIX, OPUEHTALMN Ha KJIMEHTa, NOBBIIIEHNH KadyecTBa U 00ydeHuu. binarogaps stum
XapaKTepUCTUKAM OH HUIpaeT BaKHYIO POJb B 3KOHOMUKE M 00ECHeYyMBAET HKOHOMHYECKYIO
CTaOMJIBHOCTH BCJIEJCTBHE KOHKYPEHTOCIIOCOOHOCTH.

> Oco0eHHOCTH MPpeITPUHUMATEILCTBA B Chepe YCIyT 3aKIII0YaI0TCS B CIEAYIOLIEM:

> HeusBecTHbI: ycayrn He MMEIOT MaTepHalbHONW (OPMBI, MOITOMY HMX HENb3s
YBHUJIETh UJIM NTOYYBCTBOBATH IPH MOKYIIKE;

> HHTepakTUBHOCTB: nporiecc  OOCHyXHBaHHS  TNpeanojaraeT  OpsMoe
B3auMoJieiicTBre ¢ KineHTamu. [IpeanpuHuUMaTeNs MODKEH aaanTHpPOBATh YCIYTY MO HYXKIbI

KIIMCHTA,
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> BpemenHasi cTaOMIBbHOCTB: BpeMsi OKa3aHUs YCIYTH, a TAKXKe MPOIIECC U Pe3yabTaT
€€ MPEeI0CTaBICHUS IPOUCXOAAT OJJHOBPEMEHHO. JTO 3aBUCUT OT MHEHHUS U OIbITA 3aKa34MKa;
> Beictpora: VYciyrd 4YacTo TPEACTABISAIOT COOOW OHOPA30BBIE IPOIIECCHI,
XapaKTepu3yIomuecs OBICTPOI U POCTOM JOCTABKOM U HCITOTHEHHEM.
IMpenyoxenusi: B xoe HalIMX HAYYHBIX MCCIEAOBAHUN Mbl PEKOMEHIIYEM CIICAYIOLINE
MIPEMIIOKEHHUS 110 PA3BUTHIO IPEIIPUHUMATENBCTBA B HAILIEW CTpaHe:

1. [IpenocTaBnenue JbroT MO HAJIOTY HA NPUOBLIb NPEANPUATUSAM U OpraHU3aLMIM,
TOJIBKO HA4aBIIMM CBOIO IIPEANPUHUMATEIBCKYIO JAESATEIBHOCTD;

2. [IpenocraBuTe NpeANPUHUMATENSIM BO3MOXKHOCTh IPUMEHSTh  HAJOTOBYIO
T depeHInaluio B 3aBUCMOCTH OT PACIIOJIOKEHUS TEPPUTOPHIL;

3. [lepenava mycTyromux 34aHUI U 3eMENbHBIX YIaCTKOB, HAXO SAIIMXCS Ha OanaHce
BJIACTH, IPEANPUHUMATEIISAM I10 HYJIEBOU LICHE;

4. [IpenocraBnenre HaIOTOBBIX JIBIOT MPEANPUHUMATEISAM, SKCIOPTHPYIOLIUM
IIPOTYKIIHIO;

5. Opranuzanuss  KypcoB  IpEINpUHUMATENbCTBA B PErHOHAX  JIOJDKHA

CHOCOOCTBOBATH JalIbHEHIIIEMY PACIIMPEHUIO0 KPEAUTHBIX JIBIOT 7Sl CTapTal-IIPOEKTOB.

CIIUCOK UCITOJIb3OBAHHBIX JIMTEPATYPA
. Mup3uéeB. 2023 roma 18 nexaOpsi BHIICOCEICKTOPHOE COBEIIAHHWE IO BOIPOCAM
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TYPU3MJIA HHBECTHUILUSA ®PAOJIUSITHU CAMAPAJIN
BOIIKAPUIITHUHT UCTUKBOJIJIN MYHAJIUIIAPH

Ap3umartoB boOupmup3o 3o0kup:KoH VF/IH
@®aproHa [losmrexnuka HCTUTYTH TastHY TOKTOPAaHTH
https://doi.org/10.5281/zenodo. 15041191

Annomauun. Ywoy maxonaoa mypuzm coxacuoa uH8eCmuyus Qaonusmunu camapaiu
bowKapuwHuHe UCMUKOOLIU UYHATUWAAPY MAaXIul KuiuHean. Makonanune maxcaou mypusmea
UHBECMUYUS HCANO KUTUUL HCAPAEHUOA YUPATIOUSAH MYAMMONAPHU AHUKLAWL 84 YIAPHU CAMAPATIU
bowKapuwt y4yH ucCmuK00ILIU CMpame2usiiapHy mascus Kuaumoan ubopam. Taoxuxom oasomuoa
0aBIam-XyCycutl WepUKIUKHU PUBONCIAHMUPUL, MEXHOTOSUK UHHOBAYUALAPHU HCOPULL IMULL 84
CapMOoAULL MYXUMHU AXUUIaw Oyuuya magcusnap uunad yukuiean. Maskyp mascusnap mypusm
UHDPAMY3UIMACUHU  PUBONCIAHMUPULL, U VPUHAAPU ApaAmuus 6d UKMUCOOUL  YCUULHU
MALMUHAQUEA XUSMAM KUTUULU MYMKUH.

Kanum cyznap: mypusm coxacu, umeecmuyusi aoiusmu, 0aeiam-xycycuul wepuxiuk,
MEXHONOSUK UHHOBAYUALAD, UKMUCOOUL DUBONCIAHUWL, UHBECMUYUALAD OOWKAPY8U, MYpusm
uHhpamysuImacu.

KUpPHIl

Typu3sm coxacu HKTUCOAMETHUHT CTPATETUK TapMOKJIapuAaH Oupu XxucoOaHaau, YyHKH y
Hadakart Ui YpuHIApH SpaTHII, 0K MamIakaTra KeJuo Tylmaaurad gapomMas Manoau cudaruaa
XaM MYXHMM axamusTra sra. MHBectunusiiap sca TypusMm HH(QPaTy3WIMaCHHU PUBOXKIIAHTUPHUIILIA
Ba pPaKo0arOapIOLUIMIMHY OLIMpHINJA acocuil BocuTa OYnuO XusMar Kwiaau. AMMO,
MHBECTHLMJIAPHU KaJl0 KWIMII Ba YIapHU caMapaid OoLIKapuIil >kapaéHU KYNTHMHA
MYaMMOJIAPHU ¥3 HUUTA OJIATH.

MAB3YHUHI' YPTAHWITAHJIUK JIAPAYKACH

A. A. AGnykapuMOB TaAKHUKOTIApHJa Typu3M HH(paTy3UJIMacUHU PHUBOKIAHTUPUIIIA
JABJIaT-XyCyCHUHA  IIEPUKIMK Ba  HMHBECTULMSUIADHUHI  CaMapaJOpJMIMHU  OIIMPHINTa
WYHANTUPUIITAH CTpaTerusiap ajJjoxXuaa YpuH TyTraH.

HI. P. KoaupoB TagkuKoTIapuaa TYpU3M COXACHAa CAPMOSUIAPHM KAl KUIMIIAArH
acocuil OMHIUIAp Ba XaJIKapo TaXKpuOaJapHU KYJUlall MyXUMIIMTH TabKUJIaHTaH.

V. 1. KypOOHOBHHMHI TaAKHUKOTIApU JAaBIaT-XyCyCHHM IIEPUKIMKIAa WHHOBAIMOH
MHBECTHLIMA JIOMMXaTapUHU TaTOUK STHIL Ba YIAPHUHT YCTYHJIUKIApU MyXOKaMa KWJIMHIaH.

N. W TyxraeB ¥3 TaIKMKOTIApuaa Y30EKMCTOHIA TypHM3M MH(PATY3UIMACHHHU
PUBOXKJIQHTUPHIL, XOPWXKUNH CapMOSUIAapHM KO0 KWUJIMII Ba MHBECTUIMS (aONUATHHU
OoIIKapHIla 03ara KeJaJuraH MyaMMOJIapHH YpraHraH.

Xankapo mukécaa, aiaukca EBpoma Wttudoxu naBnatnapuna Ba Kanyou-Illapkuii
Ocuéna AXII typusmzaa MyxuM BocuTa cudaruia Kapaigaad. XOpWKHA oinumiap, KymiaiaH,
®wmn Kotnep Ba XKon boyen, JIXIII nolinxanapuHUHT TypU3M pUBOKIAHUIINATA aXaMUSTUHU
TabKUJIAIITAH. Yiap JaBjiaT pecypcllapy Ba XyCyCHH KamUTalHU OHMpIAIITHPUII OpKAIU
MHOPaTY3WIMaHU PUBOKIAHTUPHIL, XU3MaT KypcaTull CU(paTUHU OIIUPHUII Ba SHI'M TYPUCTHUK
MapKa3JapHU SpaTyIl UIMKOHWHM TaKAUM STHILIWHU KAl 3Taguiap.
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Xopwxk onumiapw, xxymianan, byxamuc Jlumutpuoc Ba Po6 Jloy, pakaMmin TeXHOIOTHSIIAP
Ba [T COXaCMHMHI TypH3M HWHBECTHULMSAIAPUIArM POJIMHM 4YyKyp YpraHUIUraH. YJIApHHUHT
TAIKUKOTIAPH paKkamJId BOCHTAJap Ba OHJIAWH IUIAaT(GOpMAJIAPHUHT CAUEXIHK TaKpHOACHHU
Y3rapTUpHIIl Ba HWHBECTHULMSA CaMapaJOpiWIMHU OLIMPHILJIArM axXaMUATHHH Kypcarau. Yiap
TEXHOJIOTUK WHHOBAIMSUIAD MHBECTHIMS JKal0 KWIHMIIAA paKkoOaTIoml YCTYHJIMK OSpUIIMHU
TabKUJIAIIAN.

METO/JIAP

Typusm coxacuaard WHBeCTHLUS (DAONHMSATHTA OWJ MHUJUIMH Ba XaJKapo MaHOalapaaH
OJINHTaH CTaTUCTUK MAbIyMOTJIAp, WIMHUN TAAKUKOTIAp Ba JABJIAT CTATUCTUKACH KYyMHUTAacH
MabJIYMOTJIApH TAJIKUKOTHUHT aCOCUI MabIyMOT MaHOanmapu OYIub Xxu3mar KUjiau.

TAXJINJI BA HATH/KAJIAP

TaakuKOT HaTWXKamapura Kypa, Typu3M cOxXacHjaa MHBECTULHUsIIAD HadaKaT MKTHUCOIUM
Yeui, 0anku KyliMMya Uil YpUHIapy SpaTull Ba XyAyaud MHQPaTy3WIMaHU PUBOKIAHTHUPHIL
yuyH Mmyxumaup. Karop puBoxi1aHaéTraH Mamilakamiapia TypU3MIra HMHBECTULIMSIAD Kayil
KWIHII OPKAJIN aXOJIMHUHT TYPMYII JapaKacH SIXIIUIaHMOK/IA.

. 2021 unnna 2022 unnna
2020 #finnna xano
. )Kal0 KWJIMHTaH | )Kaj0d KUJIWHTaH
WNHuBecTHIHs HYHATATIH KWJIMHTaH MaOJiaF
Mabmar (MIIH. Mabnar (MJIH.
(MH. moyap)
JIOJIIap) JIoJIIap)
Typusm undparyzmimacu 150 200 250
Xankapo MEXMOHXOHajap Ba 120 170 730
KypopTiap
DKOTypHU3M Ba arpoTypu3M 30 50 75
Mananuii Ba TapuXuil TypU3M 80 120 150
I[alusnaT-xycycnn HIEPUKITUK 500 300 150
noiuxanapu

1-s1caosan. Typusm ungppamysunmacunu pueodHcianmupunl 6a Xaaikapo XamKopiuK opKaiu
MYPU3M COXACUA HCANO KUTUH2AH CAPMOAHUNZ YCUUL OUHAMUKACU.
Typusm coxacuaaru uHBecTUIUS (HAOTUATHAA KaTOp MyaMModap MaBxya. JKymiagan:

Myammo Euum

Jasnar Ba  Xycycui CEKTOPHUHT
WHbpaTy3uiIMaHUHT €TUIIMOBYHUIINTH .
XaMKOPJIUTMHU KydalTUpHIL

. . MonusnamTipuI MeXaHU3MJIapUHU
JlolnxaapHUHT FOKOPH MOJIUSIBUI PUCKU
TaKOMUJIJTAIITHPHUILL
KOoHYHUMITUKHUHT TYCUKIIap ¢xku | KOHyHUMIIMKHEM ~ MCIOX — KWIMII — Ba
MyaMMOJIapu MHBECTHULIMS YUyH KyJIail [apouT spaTHill

Typusm canoxustura HucOaraH xyna kyn | TeXHOJIOTMK MHHOBaLUsIap Ba pakoOaTHU
Tajouuiap parGaTIaHTUPHIL

2-acaosan. Hneecmuyusn ghaonuamuoazu acocuil Myammonap 6a Yi1apHuHz e4umiapu.
TypusMaa WHBECTUIUSIAPHUHT XyAYIUN TaKCUMIAHUIIHM TaXIHJ KWJIWHTAHNA, aCOCHA
capmosutap Tomkent, Camapkana, byxopo kabu TypuUCTHK Mapkasznapra TYFpU KelaéTraHu
Ky3atuiau. by maxapnapaa uHGpaTy3WIMaHUHT I0KOPH Japakaga PUBOXKIAHTAHIIUTH, TYPUCTHK
Xu3Mariap CUGATHHUHT FOKOPUINTY WHBECTUIMSUIADHUHT CaMapaJOpJIUTUHU TabMHHIAMOKIA.
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ynra kapamaii, kKaM pUBOXKJIAHTAH XyIyaidapAa WHOPaTy3WIMaHHU SXIIAJIAIl OPKaJd TYpU3M
CAJIOXUSATHHH OLTUPHUII UMKOHHUSITH MaBXYyI.

Omu6 Oopwiran TaxJwuiap WIyHAAH Jajojar OepajuKd, IaBlaT-XyCyCHH HIEPUKIHK
(DXSH) noituxamapu Typu3Maa WHBECTHIHMSJIAPHU caMapayd OOIIKAPHII yIyH MYXHM BOCHTA
xucobmanaan. DXSH noitnxanapu uHGpaTy3WIMaH! SXIITWIALL, SHT MEXMOHXOHA Ba XH3MaTIap
Kypcartui o0beKTIIApUHU 0aprio ITHIIIA MyXUM POJb YiHaiau. Maskyp Jioduxanap MaxaJuTHid
unuiad YMKapyBUMIIap Ba XU3MAT KypcaTyBUMIap yUyH SSTHTM UMKOHUSTIAPHH sIpaTajIi.

90
80
70
60
50
40

30

Haru:xa napaxacu (%)

20

10

A J 1 4 4

Hxruconuii Hudparysmiva banamux MonusiBuit Woxrumonit
caMapaIopIIuK PHUBOXH Jlapakacu ¢oiina XHU3MatTiIap
cudaru

1-ouazpamma. /lasnam-xycycuil wmepukiuK 10UUXaniapuUHUHZ AcOCUl HAMux3icanlapu

TypusM coxacuaard MHBECTULIMSIIAD MaXaUTUH HKTUCOAMETTa KYIiad mxoOuil Tabcup
kypcaragu. Taxyuiiap myHH KYypcaTaJaukH, sSIHTU TYPUCTUK OObEKTIApHUHT OYHIIMIIH Ba yaapra
capMosUlap KUPUTHILI OpKalu KYIUlad SHTH WII YpUHIApU spaTuiaau, Oy 3ca HIICHU3JIUKHU
KUCKApTUPHUIITa XU3MaT Kuiaau. MHBecTHIMsIap MaXallInii MaxCcylnoT Ba Xu3Matiapra Oyirax
TajaOHM OIIMPHIL OPKAJIM YMYMHUH UKTUCOIUM YCULITHU KYI11a0-KyBBaTIali 1.

Typusmaa OGapkapop pPHUBOXKIAHUII TAMOWMWJUIAPUHU OKOPUM KHIWII ~ HKTHCOAMMA
camapagopiuk OwiaH Oupra arpod-mMyxuTra OyiraH TabCUPHM XaM KaMaTHpUII UMKOHUHU
Oepaau. Taxnmunnmap MmIyHH KypcaTaIuKe, SKOJIOTMK To3a Ba OapKapop TypusM Joiuxamapura
HYHANTUPUITAaH WHBECTUIUSIAD Y30K MYAIATId HMCTUKOONJAa FOKOPU PEHTa0eIUTMKHU
TabMUHJIANAA. DKOTYpU3M JIOMUXAllapu, aliHUKCa, V36ekucTOHHUHT GOi TabuuWii Ba MajaHWii
MEPOCHHH XHCOOTa OJITaH X0J1/1a, KaTTa KU3UKHUII YIHFOTMOK/IA.

Typusmaa  3aMOHaBHM  TEXHOJOTHSUIAPHM — KyJUIall  XaM  MHBECTULHUSUIAPHUHT
caMapaJOpIMTUHU OIIMPHUIIHUHT MYXUM OMHIIHM XHCOOIaHaau. DNEeKTpOH OpoHNaIl, BUPTYyas
SKCKYpCHsUIAp Ba MHTEPAKTHB XM3MaTJIap OpPKAJIM TypUCTIIapra XWU3MaT KypcaTHll Aapa)kacu
omupunaan, Oy 3ca yMyMHid KOHUKUII Ba Typusmra OYiran TamaOHU omupaad. Taxmuiiap
IIYHJaH JaoyaT OepajuKy, paKaMIId HHHOBAIUSIAp HMHBECTOPIAPHUHT KU3UKUIIIMHH OLTHPUIIIA
XaM MYXHUM axaMHsT KacO aTaju.
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Typu3sm coxacuaara MHBECTHLINS JOMUXAIAPUHUHT MOJIMSABUN Oaxomamniy, skymnagan, ROI
(Return on Investment) Ba SROI (Social Return on Investment) kypcaTKuaIapuHu Tax 1M KUITHIL
CapMOSUTAPHUHT caMapaJopiIuTruHu Oaxoiaimiga acocwii Me3OHJIapaaH Oupu xucobOmanamu. by
yCylutap capMOsUTApHUHT HadakaT MOJUSBUN caMapaJopJIMTUHU, OaJIKM MKTUMOMIA (oiimacuHau
XaM aHUKJIaIl UMKOHUHU Oepaju.

TypusMa MHBECTHIMSUIAPHU OOIIKAPHUII UCTHKOOUIApH. KTHCOMUI YCHUIITa SPHUIIHIIT
YUyH KyWHJ1ard UCTUKOOJIIIN MyHaNUIIap aHUKJIaHU:

1. laBnar-xXycycuii EpUKIMKHA pUBOXIIaHTHpHUII: MHBecTUus QaonusTuaa naBiaT Ba
XyCYCUI CEKTOPHMHI KHMH XaMKOPJIUTU OpKaliu MHGpaTy3ujIMa Ba XU3MaT KypcaTHil cupaTuHu
OIIMPUIIT MyMKHH.

2. TexHONOTMK WHHOBAIUSIAPHHU KOpUH STuil: TypusMmzaa pakamiIn TEXHOJOTHUsIIAp,
OHJIal{H OpOHJIAII Ba MApKETHHT BOCUTAJIAPUHY KEHT KYJUIAIl OPKaIHU TYPUCTIAPHHU Kajl0 KUJINII
MMKOHMSTIApU OLIAIN.

3. Maxamumii Ba XaJaKapo capMosuiap y4yH IapouTiapHu sximwiaint: CoTuK IMTHESTIapH,
WHBECTHUIMSIAPHY KYJTa0-KyBBaTIaIl (OHIN Ba FOPUINUK KYJUTa0-KyBBaTIIAIL.

MYXOKAMA

Hatmwxanap Taxiaunu Ba amanuérra Tabcupu: TagkKMKOT HATHXKaJapy IIYHIAH Jajnojar
OepalvKH, Typu3M coXacuja HHBECTHIMS (aoNUATUHU camapaiu OOIIKapull y4yH JaBiar-
XyCyCUH XaMKOPJIMKHU KYJ1aO-KyBBaTjall, WHBECUTHIMS >Kapa€HJapura HHHOBAIOH
eUMMJIapHU >Kain0 KWIMII KaOu 4yopa-Taaldupiap MyXUM axamusrtra sra. by TaBcusmap Typusm
CEKTOpUAAaru MKTUCOANM PUBOKIIAHUII Ba TYpU3M MH(GPATYy3WIMACHHU SXIITUIAIIA aCOCHH OMUIT
cudaruga KypruIMOKIa.

TankukoTaa MabiyM YEKJIOBIAp Ba MyaMMOJAp MaBxkyl OYiauO, yTapHUHI aKcapusiTH
MabJIYMOTJIAp €THUIIMOBUMIINIY, KOHYHUMWJIMK TU3UMUHUHT YCTYBOP AMACIUTH OuiaH OOFIHK.
HlyHuHrexk, Typu3aMaaru capMosIapHU caMapaiiy OOLIKApHIIIa TABAKKATYMINK FOKOpU OYiraH
XoJamiap/ia XaM KyluMya MOJMSBHIA KYMaK MeXaHU3MJIapy Tajnal ATUIIaIH.

XVJIOCA

TankukoT HaTwkajgapura Kypa, Typu3M COXacHulla WHBECTHIMS (PaoIUSITHHH caMapalid
OOoLIKapHIll OpKAIM HH(pATy3WIMaHH PUBOKIAHTUPHUII Ba MKTUCOAUIM YCUITHU TabMHHJIAII
MyMKHH. CapMost ka0 KHIUII Ba OOIIKapUII KapaéHUIa JaBlaT Ba XyCyCHI CEKTOP XaMKOPJIUTH
acocHii axamusIT kacO ATaju.

TypusMm cexTopuia UHBECTULMSIIAPHH camapaiy OOUIKAPHIL YUyH KyHUAard TaBCUsIIapHU
TakIu¢ KUIMMaH:

1. laBnar-xycycuil IEpUKIMKHU PUBOXIIAHTHUPHULLL.

2. Conuk UMTHEINAPU Ba KOHYHUMIIMK TapTUOIAPUHU TAaKOMUJUIAII THPHIIL.

3. PakaMiiu MHHOBaIUSIJIAPHU JKOPUM 3TUII Ba TYPUCTIAP YUYH KYJIAWIUKIAp SPaTHILL.

®OVJATAHUJITAH AJTABUETJIAP
1. Tyxrae WM. Y36ekucTonma Typu3M HHOPATY3UIMACHHY PHBOKIAHTHPHII CTPATETHSIAPH.
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2. Kyp6onor V.. [laBnar-xycycuil IIEPUKIUKHUHI TypU3MJaru axaMHATH. — TOIIKEHT:
Ommnit TabimMm, 2017.
3. HOcynoB C. Typusmaaru xajakapo XaMKOPJIMK Ba MHBECTUISUIAPHU >Kai0 KUIUIL. —

Tomkent: Dxonomuka, 2021.




MANAGEMENT, MARKETING AND FINANCE

INTERNATIONAL SCIENTIFIC JOURNAL VOLUME 2 ISSUE 2

10.

11.

12.

Xomunos T., PacynoB A. TypusM coxacupard HMHBECTULIMS JIOMMXajapu: Ha3zapuil Ba
amanuéraaru Macananap. — TomkenT: UkTuconuit taxum, 2022.

Philip Kotler Ba John Bowen "Marketing for Hospitality and Tourism" (Kotler, Bowen,
Makens) 1996.

Buhalis Dimitrios Ba Rob Law "eTourism: Information Technology for Strategic Tourism
Management™ (Buhalis) Ba "Progress in tourism management: A review of website evaluation
in tourism research” (Law, Buhalis) 2003.

Zokirjon o‘g‘li A.B. TURIZMNING IQTISODIYOTDA TUTGAN O‘RNI //EDUCATION,
SCIENCE AND INNOVATION IDEAS IN THE WORLD. - 2023. — T. 13. — No. 2. — pp.
159-162.

Arzimatov B. TURISTIK KORXONALARDA INVESTITSIYALARNI BOSHQARISH
JARAYONLARINING O‘ZIGA XOS XUSUSIYATLARI //Eurasian Journal of Law,
Finance and Applied Sciences. — 2022. — T. 2. — No. 13. — pp. 22-25.

Arzimatov B. O ZBEKISTONDA TURIZM SOHASIGA INVESTITSIYALAR JALB
ETILISH HOLATI VA SOHA RIVOJLANISHIDAGI O 'ZGARISH TENDENSIYALARI
/[Oriental renaissance: Innovative, educational, natural and social sciences. — 2022. — T. 2. —
No. 11. — pp. 807-812.

Arzimatov B. HUDUDLARDA TURIZM SOHASI RIVOJLANISHIGA INNOVATSION
YONDASHUVLAR //Science and innovation. — 2022. — T. 1. — No. A7. — pp. 692-696.

ugli Arzimatov B. Z. SPECIFIC ASPECTS OF INVESTMENT MANAGEMENT IN THE
TOURISM SECTOR //World of Scientific news in Science. — 2024. — T. 2. — Ne. 3. — C. 144-
148.

Arzimatov Bobirmirzo Zokirjon ugli Doctoral student of Fergana polytechnic institute.
(2024). IMPLEMENTED REFORMS ON THE DEVELOPMENT OF TOURISM
INFRASTRUCTURE. Zenodo. https://doi.org/10.5281/zenodo.10899840




MANAGEMENT, MARKETING AND FINANCE

INTERNATIONAL SCIENTIFIC JOURNAL VOLUME 2 ISSUE 2
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Abstract. Strategic management is a dynamic field that has evolved significantly over the
past century. From classical management theories to contemporary frameworks, organizations
have continually adapted to changing environments. This article explores the historical
development of strategic management, key challenges in modern business contexts, and emerging
trends that are shaping the future of the field. By analyzing various strategic management theories
and real-world applications, this study aims to provide insights into how businesses can navigate
uncertainty and gain a competitive advantage.

Chapter 1: Introduction

Strategic management is the process of formulating, implementing, and evaluating cross-
functional decisions that enable an organization to achieve its objectives (David & David, 2017).
The field has developed in response to changing business landscapes, technological advancements,
and globalization. This chapter outlines the importance of strategic management, research
objectives, and the structure of the study.

Chapter 2: Theoretical Foundations of Strategic Management

Strategic management is a fundamental aspect of organizational success, integrating
theories from economics, business studies, and behavioral sciences. It involves planning,
execution, and evaluation of strategies that ensure a company’s long-term competitiveness. Over
the years, scholars have developed multiple theories to explain and guide strategic decision-
making in businesses. This article explores the key theoretical foundations of strategic
management, highlighting their significance in shaping corporate strategies. Strategic management
theories provide a foundation for decision-making and competitive positioning. Some of the most
influential theories include:

. Classical Theories: Originating from the works of Fayol (1916) and Taylor (1911),
these emphasize efficiency, planning, and hierarchical structure.

. Porter’s Competitive Strategy: Michael Porter (1980) introduced the Five Forces
Model, which helps businesses analyze their industry’s competitive landscape. The model
examines:

. Threat of new entrants - barriers to entry, such as capital requirements and brand
loyalty, affect industry competition;

. Bargaining power of suppliers - the power of suppliers to influence prices and
availability of raw materials;

. Bargaining power of buyers - the ability of customers to demand lower prices or
higher quality;

. Threat of substitute products or services - the presence of alternative products

that can replace existing ones;
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. Industry rivalry - the level of competition among existing firms.

Porter’s framework remains widely used to understand market dynamics and develop
strategies to achieve a competitive advantage.

. Resource-Based View (RBV): The Resource-Based View (RBV), popularized by
Barney (1991), emphasizes that a firm’s internal resources and capabilities determine its
competitive edge. According to this theory, valuable, rare, inimitable, and non-substitutable
(VRIN) resources contribute to sustained superior performance. RBV suggests that companies
should focus on leveraging their unique assets rather than just reacting to external market
conditions.

. Dynamic Capabilities Framework: Teece, Pisano, and Shuen (1997) introduced
the Dynamic Capabilities Theory, which extends RBV by emphasizing the ability of firms to
adapt, integrate, and reconfigure internal and external resources in response to changing
environments. This theory is crucial in understanding how organizations sustain competitive
advantages despite market uncertainties in today's fast-paced business world.

. The SWOT Analysis: The SWOT Analysis (Strengths, Weaknesses,
Opportunities, and Threats) is one of the oldest strategic management tools, attributed to Albert
Humphrey in the 1960s. This framework enables organizations to evaluate their internal and
external environments systematically.

. Strengths — Internal attributes that provide a competitive advantage.
. Weaknesses — Internal factors that limit performance.

. Opportunities — External factors that the firm can capitalize on.

. Threats — External challenges that can hinder success.

SWOT analysis remains widely used for strategic planning and decision-making.

Chapter 3: Challenges in Contemporary Strategic Management

Strategic management has evolved significantly over the decades, yet contemporary
organizations continue to face complex and dynamic challenges. Globalization, technological
disruptions, shifting consumer behaviors, and sustainability concerns have forced businesses to
rethink their strategic approaches. The classical theories of strategic management, while still
relevant, often fall short in addressing the multifaceted nature of today's business environment.
This article explores the key challenges in contemporary strategic management and the evolving
frameworks that help organizations navigate these complexities.

1. Digital Transformation and Technological Disruption

One of the most pressing challenges in strategic management is the rapid pace of
technological change. Digital transformation has redefined traditional business models, forcing
organizations to adapt or risk obsolescence. Emerging technologies such as artificial intelligence
(AI), blockchain, and big data analytics are altering competitive landscapes (Brynjolfsson &
McAfee, 2014). Strategic managers must not only integrate new technologies but also anticipate
future disruptions and align their strategies accordingly.

2. Globalization and Geopolitical Uncertainty

While globalization has opened up new market opportunities, it has also introduced
volatility due to geopolitical tensions, trade wars, and regulatory challenges. Companies operating
across multiple countries must navigate complex political and economic environments, adapting
their strategies to mitigate risks (Ghemawat, 2017). Additionally, shifts in global supply chains,
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such as those witnessed during the COVID-19 pandemic, have highlighted vulnerabilities in over-
reliance on certain regions for production and logistics.

3. Sustainability and Corporate Social Responsibility (CSR)

The increasing emphasis on sustainability presents both an opportunity and a challenge for
strategic management. Governments, investors, and consumers are pressuring companies to adopt
environmentally and socially responsible practices. The transition to sustainable business models
requires long-term planning and investment, which may conflict with short-term financial
objectives (Porter & Kramer, 2011). The integration of sustainability into strategic decision-
making is now a necessity rather than an option.

4. Organizational Agility and Change Management

Traditional strategic planning models, which rely on long-term forecasting and stability,
struggle to accommodate the need for agility in a rapidly changing business environment.
Organizations must develop dynamic capabilities to adapt to market shifts (Teece, Pisano, &
Shuen, 1997). Effective change management and the ability to foster an adaptive organizational
culture are crucial for sustaining competitive advantage.

5. Talent Management and Workforce Evolution

With the rise of remote work, the gig economy, and generational shifts in workforce
expectations, companies must rethink their talent management strategies. Attracting and retaining
skilled employees in an increasingly digital and decentralized work environment is a growing
concern. Employee engagement, diversity, and continuous learning have become critical factors
in ensuring long-term organizational success (Cappelli, 2008).

6. Data Privacy and Ethical Considerations

The increasing reliance on data-driven decision-making raises concerns about data privacy
and ethical issues. Companies must comply with stringent regulations such as the General Data
Protection Regulation (GDPR) while maintaining consumer trust (Acquisti, Brandimarte, &
Loewenstein, 2015). Ethical considerations in Al, automation, and surveillance technologies
further complicate strategic decision-making.

The challenges facing contemporary strategic management are more complex than ever,
requiring businesses to embrace flexibility, innovation, and sustainability. While classical theories
provide a foundation, modern organizations must integrate new strategic frameworks that account
for digital transformation, globalization, sustainability, and workforce evolution. Strategic
management is no longer just about competitive positioning—it is about long-term resilience and
adaptability in an unpredictable world.

Chapter 4: Emerging Trends in Strategic Management

As businesses operate in increasingly complex and unpredictable environments, emerging
trends in strategic management provide new frameworks for maintaining competitive advantage.
Here are given key emerging trends, their implications, and how organizations can leverage them
to navigate modern business challenges effectively.

. Digital Transformation: The integration of digital technologies such as artificial
intelligence (Al), big data analytics, and machine learning has revolutionized strategic decision-
making. Al enables businesses to enhance forecasting, automate complex processes, and optimize
customer experiences (Brynjolfsson & McAfee, 2014). Digital transformation is no longer
optional but a necessity for organizations seeking efficiency, scalability, and competitive
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advantage. Companies must adopt data-driven strategies to stay relevant in fast-changing
industries.

. Agile Strategy Execution: Traditional long-term strategic planning is being
replaced by agile methodologies that allow businesses to respond quickly to disruptions and
uncertainties. The concept of "strategic agility" emphasizes iterative planning, decentralized
decision-making, and continuous innovation (Doz & Kosonen, 2010). Companies like Tesla and
Amazon have successfully implemented adaptive strategies, enabling them to pivot rapidly in
response to market changes.

. Ecosystem Strategies: The rise of digital ecosystems has transformed how
businesses create and capture value. Instead of focusing solely on internal capabilities, companies
now build strategic partnerships and participate in platform-based business models. Organizations
such as Apple, Google, and Alibaba leverage ecosystem strategies to integrate suppliers,
customers, and third-party developers into their value-creation processes (Adner, 2017). Strategic
management must now consider network effects and ecosystem dynamics for sustainable growth.

Chapter 5: Conclusion and Future Implications

Strategic management remains a crucial discipline in navigating business complexity.
Organizations must balance traditional frameworks with emerging trends to stay competitive.
Future research should explore the integration of Al-driven decision-making, sustainability, and
evolving workforce dynamics in strategic management. By integrating advanced technologies,
ethical considerations, and adaptive frameworks, businesses can build resilient strategies that drive
long-term success.
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Abstract. Leadership styles significantly influence decision-making processes within
organizations, shaping outcomes and team dynamics. This paper explores the relationship between
various leadership styles—autocratic, democratic, laissez-faire, and transformational—and their
impact on decision-making effectiveness. By examining how these styles affect leader engagement,
team involvement, and overall organizational performance, the study highlights the importance of
adapting leadership approaches to situational demands. Transformational leaders, for instance,
foster collaborative environments that enhance creativity and collective decision-making, while
autocratic leaders may prioritize efficiency at the cost of team input. The findings underscore the
need for leaders to be aware of their style’s implications on decision-making and to cultivate
flexibility in their approach to optimize organizational outcomes.

Keywords:  Leadership  styles, decision-making, organizational performance,
transformational leadership, autocratic leadership, democratic leadership.

Introduction

Leadership significantly influences decision-making processes within organizations.
Different leadership styles—autocratic, democratic, laissez-faire, and transformational—affect
how decisions are made, the level of team involvement, and the overall effectiveness of outcomes.
This paper explores the relationship between these leadership styles and their impact on decision-
making, particularly focusing on ethical considerations and team dynamics.

Leadership Styles

Leadership styles are defined as the approaches leaders use to motivate and direct their
teams. The four primary styles are:

. Autocratic Leadership: Leaders make decisions unilaterally, often resulting in
limited input from team members.

. Democratic Leadership: This style encourages participation from team members in
the decision-making process, fostering collaboration.

. Laissez-Faire Leadership: Leaders provide minimal guidance, allowing team
members to make decisions independently.

. Transformational Leadership: Leaders inspire and motivate their teams,

encouraging innovation and collaborative decision-making.

Decision-Making Processes

Decision-making is a critical managerial function that involves selecting a course of action
from various alternatives. The effectiveness of this process is influenced by leadership style,
organizational culture, and external factors. Ethical decision-making is particularly important as it
affects organizational integrity and stakeholder trust.

Ethical Decision-Making
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Ethical decision-making involves considering moral principles when making choices.
Research indicates that transformational leadership is most effective in fostering an ethical climate
by promoting open discussions about values and ethics (Vignesh, 2020)1.

Methodology

This study employs a mixed-methods approach, combining qualitative literature reviews
with quantitative data analysis. A survey was conducted among 300 managers across various
industries to assess their leadership styles and decision-making practices.

Data Collection

Data were collected using an online questionnaire distributed via professional networks.
The questionnaire included:

. Demographic information (age, gender, industry)

. Leadership style assessment (using a validated scale)
. Decision-making effectiveness (self-reported)

. Ethical decision-making scenarios

Data Analysis

The collected data were analyzed using statistical software to identify correlations between
leadership styles and decision-making effectiveness. Descriptive statistics summarized
demographic information, while inferential statistics assessed relationships between variables.

Results
Demographic Overview
The survey sample consisted of 300 managers with diverse backgrounds:

e Age Distribution:
e 20-30 years: 25%
e 31-40 years: 35%
o 41-50 years: 25%
e Sl+years: 15%

e Qender:
e Male: 55%
Leadership Style Percentage
Autocratic 20%
Democratic 40%
Laissez-Faire 15%
Transformational 25%

o Female: 40%

e Other: 5%
Leadership Style Distribution
The results indicated varying distributions of leadership styles among respondents:
Decision-Making Effectiveness
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Respondents rated their decision-making effectiveness on a scale from 1 (low) to 5 (high).
The average effectiveness scores based on leadership style were as follows:

Leadership Style Average Effectiveness Score
Autocratic 3.0
Democratic 4.2
Laissez-Faire 3.5
Transformational 4.5

Ethical Decision-Making Insights

The survey examined how different leadership styles impacted ethical decision-making.
Respondents reported that transformational leaders were more likely to foster an environment
conducive to ethical discussions and decisions.

Discussion

The findings indicate that leadership style significantly influences decision-making
processes within organizations. Democratic and transformational leaders tend to create more
inclusive environments that enhance collaboration and ethical considerations in decision-making.

Implications for Management Practice

Organizations should consider adopting more democratic or transformational approaches
to leadership to improve decision-making outcomes. Training programs focusing on developing
these leadership skills could benefit managers at all levels.

Limitations

This study acknowledges several limitations, including reliance on self-reported data,
which may introduce bias. Future research could benefit from longitudinal studies that assess
changes in decision-making effectiveness over time.

Conclusion

In conclusion, the relationship between leadership styles and decision-making is complex
but critical for organizational success. Understanding how different styles impact ethical
considerations can help leaders make better-informed decisions that align with organizational
values.
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Annotatsiya. Hozirgi vaqtda qurilish materiallari sanoati iqtisodiy rivojlanishning muhim
tarmoqlaridan biri bo ‘lib, uning innovatsion faolligi mamlakatning texnologik taraqqiyoti va
raqobatbardoshligini oshirishda muhim rol o ‘ynamoqgda. Ushbu tadqiqotda qurilish materiallari
sanoati korxonalarida innovatsion faollikni oshirishga qaratilgan iqtisodiy mexanizmlarni
takomillashtirish bo ‘yicha takliflar ishlab chigilgan.

Tadgiqotda innovatsion faollikni oshirishda asosiy omillar sifatida Moliyaviy salohiyat,
Ishlab chigarish salohiyati, Marketing salohiyati, Mehnat salohiyati, Boshgaruv salohiyati,
Ehtimoliy salohiyat tahlil gilingan.

Kalit so‘zlar: qurilish materiallari sanoati, innovatsion faollik, igtisodiy mexanizmlar,
investitsiyalar, moliyaviy qo ‘llab-quvvatlash, texnologik rivojlanish.

Kirish: Hozirgi zamonda qurilish materiallari sanoati mamlakat iqtisodiyotining strategik
tarmogqlaridan biri hisoblanadi. Ushbu sohaning raqobatbardoshligini oshirish va barqaror
rivojlanishini ta’minlash uchun innovatsion yondashuvlarni qo‘llash muhim ahamiyat kasb etadi.
Innovatsion faollikni oshirish nafagat yangi texnologiyalarni joriy qilish, balki iqtisodiy
mexanizmlarni takomillashtirish orqali ham amalga oshirilishi mumkin. Shu bois, qurilish
materiallari sanoati korxonalarining innovatsion faolligini oshirishga yo‘naltirilgan iqtisodiy
mexanizmlarni shakllantirish va rivojlantirish bo‘yicha samarali takliflar ishlab chiqish dolzarb
masala hisoblanadi. Bugungi kunda qurilish sanoatining mamlakat iqtisodiyotidagi o‘rni va
ahamiyati kundan-kunga ortib bormoqda. Xususan, O‘zbekiston Respublikasi Prezidentining 2023
yil 11 sentyabrdagi “O‘zbekiston — 2030 strategiyasi to‘g‘risida”’gi PF-158-son Farmonining
“Sanoatning “drayver” sohalarini rivojlantirish va hududlarning sanoat salohiyatini to‘liq ishga
solish” nomli 2-bo‘limi 4-bandida “Qurilish materiallarini ishlab chiqarish hajmini 2 baravarga
ko‘paytirish va yangi turdagi energiya tejamkor materiallarini ishlab chiqishni kengaytirish”
masalasiga alohida urg‘u berilganligi mazkur sohaning nechog‘liq ahamiyatli ekanligidan dalolat
beradi.[1]

Innovatsion faollik — bu yangi mahsulotlar, texnologiyalar va ishlab chigarish usullarini
ishlab chigish va amaliyotga joriy etish jarayoni hisoblanadi. Qurilish materiallari sanoatida
innovatsion faollik quyidagi jihatlar bilan bog*lig:

Innovatsion mahsulotlar ishlab chiqarish koeffitsienti. Bunda innovatsion mahsulotlarning
umumiy mahsulotlar hajmidagi ulushini hisoblash uchun quyidagi formula qo‘llaniladi.

Im=Mi/ Mt

Bu yerda: Im - innovatsion mahsulotlar ulushi;

Mi — innovatsion mahsulotlar hajmi;
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Mt — umumiy mahsulotlar hajmi.

2. Innovatsion xarajatlar ulushi. Bunda innovatsion xarajatlarning umumiy xarajatlar
hajmidagi ulushini hisoblash uchun quyidagi formula qo‘llaniladi.

Ie=Ci\Ct

Bu yerda: Ic — innovatsiyalarga qilingan xarajatlar koeffitsienti;

Ci —innovatsion faoliyatga sarflangan xarajatlar;

Ct —umumiy xarajatlar hajmi.

3. Innovatsion mahsulotlarning foydasi. Innovatsion mahsulotlardan olingan foydani
hisoblash uchun quyidagi formula qo‘llaniladi.

Ip=(Pi-Ci)/(Pt-Ct)

Bu yerda: Ip —innovatsion mahsulotlardan olingan foyda koeffitsienti;

Pi— innovatsion mahsulotlardan olingan umumiy daromad;

Ci — innovatsion faoliyatga sarflangan xarajatlar;

Pt — mahsulotlarni sotishdan olingan umumiy daromad,;

Ct — umumiy xarajatlar hajmi.

4. Ilmiy-tadqiqot xarajatlar ulushi. Ilmiy-tadqiqot ishlariga sarflangan xarajatlarning
umumiy xarajatlar hajmidagi ulushini hisoblash uchun quyidagi formula qo‘llaniladi.

Sc=Si/Ct

Bu yerda: Sc — ilmiy-tadqiqot xarajatlari ulushi;

Si— ilmiy-tadqiqot ishlariga sarflangan xarajatlar;

Ct — umumiy xarajatlar hajmi.

5. Ilmiy darajaga ega ishchi va xodimlar ulushi. Korxonada faoliyat yuritayotgan ilmiy
darajaga ega bo‘lgan ishchi va xodimlarning umumiy ishchilar sonidagi ulushini hisoblash uchun
quyidagi formula qo‘llaniladi.

ILul=ILish/Uish

Bu yerda: ILul- ilmiy darajaga ega ishchi va xodimlar ulushi;

ILish- ilmiy darajaga ega ishchi va xodimlar soni;

Uish - umumiy ishchi va xodimlar ulushi.

6. Innovatsion samaradorlik indeksi. Innovatsion faoliyatning samaradorligini baholash
uchun quyidagi formula qo‘llaniladi.

Ie=(Pi-C1)/(C1)

Bu yerda: Ie — innovatsion samaradorlik indeksi;

Pi— innovatsion mahsulotlardan olingan umumiy daromad;

Ci— innovatsion faoliyatga sarflangan xarajatlar

7. Patentlar va litsenziyalar ko‘rsatkichi. Bunda korxona tomonidan olingan patentlar va
litsenziyalar soni bo‘yicha ko ‘rsatkichni baholash uchun

PI=Np/N1

Bu yerda: P1 — patentlar va litsenziyalar ko ‘rsatkich koeffitsienti;

Np — patentlar soni;

NI — litsenziyalar soni.

Ushbu formulalarni qo‘llash orqali korxonalar oz innovatsion faolligini baholash va tahlil
qilishlari mumkin. Bunda asosiy e’tibor innovatsion mahsulotlar va jarayonlar, ilmiy-tadqiqot
ishlari va ularning iqtisodiy samaradorligiga qaratilgan bo‘ladi.

Shunday ekan, bizningcha korxona innovatsion faolligini belgilovchi yagona meyoriy
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koeftitsiyent mavjud bo‘lishi talab etiladi. Bizningcha ushbu ko‘rsatkichni aniglash imkoniyati
mavjud bo‘lib, innovatsion faollikni tashkil etuvchi barcha ko‘rsatkichlarning umumiy integral
koeffitsiyenti orqali ifodalanishini anglatadi.

INF = (Im*Ic*1p*Sc* ILul*1e*Pl)1/7

Mazkur formula asosida korxonaning innovatsion faolligining umumiy yagona qiymati
hosil qilinadi va ushbu ko‘rsatkich mazkur korxonaning iqtisodiy holati hamda iqtisodiy
rivojlanish imkonini belgilab beradi. Xulosa o‘rnida shuni aytish mumkinki, qurilish materiallari
ishlab chigarish sanoati korxonasining innovatsion faolligini ifodalashda yagona ko ‘rsatkichdan
foydalanish lozim va bu ko ‘rsatkich orqali korxonaning umumiy iqtisodiy rivojlanish ko ‘rsatkichi
to‘g‘risida tasavvurga ega bo‘lish kerak bo‘ladi. Ushbu jadvladi O‘zbekiston Respublikasining
asosiy ijtimoiy-iqtisodiy rivojlanish ko ‘rsatkichlari quyidagi jadvalda keltirilgan bo‘lib “Qurilish
materiallari sanoat korxonlarini innovatsion faollikni oshirish”da tahlil qilishga asosiy omil
sifatida xizmat qiladi.

O‘rtach
a
o
Yillar 2013 | 2014 | 2015 | 2016 | 2017 | 2018 | 2019 | 2020 | 2021 2022 | 2023 ”gha”s
koyeffits
iyenti
. 186829, | 221350,| 255421 4 10582
VAIM (mird. | 5oy | 186829,1221350,1 255421, 11006 4l 424728.7( 520391 4 602193 | >*87 | 896617,0| 1098208 1 20
s0‘m) 5 9 9 7 7
Qurilish ishlari 107492
hajmi (mird. | 152193 | 200604 | 254231 20413.9| 34698 | 511203 | 711565 | 881303 | " "| 1307909/ 150792.6 128
s0‘m)
Qurilish

tarmog‘ida ish
bilan bandlar
soni (ming Kishi)

1144 1183,3 | 1222,2 | 1263,6 | 1290 1205,5 | 1324,6 | 1305,6 | 1350,8 | 13143 | 1502,2 1,02

Aholining
umumiy | oo6g | 140392 | 1693341 197962, (e 1] 300842.7| 365735.6] 420338.3 | 2120 634797.0( 7288261 1.20
daromadlari 9 3 4 7

(mlrd. so‘m)

Qurilish oynasi
(ming kv.m) 7139,3 | 71892 | 7232,4 | 7283.0 | 7348.0 | 9295.8 | 16853.9 | 17983.7 | 19032.9| 20702,3 | 27715,1 1,12

Sement (ming

tonna) 7991,3 | 8071,2 | 8313,4 | 8645.9 | 9132.2 | 9080.4 | 10763.8 | 11239.7 | 11998.4| 11078,2 | 14556,1 1,04

Qurilish géishtlari

(million dona) | 0o o | 15816 | 13073 | 13334 | 13790 | 17042 | 12672 | 123763 | 13563.7| 13567.3 | 825,01 | 1,89

Keramika
plitalari (ming

¢ ) 268.5 276,6 | 2794 | 262.6 245.6 1894.0 | 9596.1 | 10023.8 | 10987.6| 11996.4 | 12113,2| 2,09
onna

Qurugq qurilish
aralashmalari

R 106,6 132,2 | 152,0 | 183.9 245.1 762.4 846,7 1000,8 | 1154.7 | 1218,6 302 1,37
(ming tonna)

O‘z navbatida bu shuni anglatadiki, ushbu davrda mamlakatda YAIM manfaatdorlik
o‘rtacha koyeffitsiyenti ham 1,22 ga teng bo‘lganligini kuzatish mumkin. Qolaversa
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o‘rganilayotgan davrda qurilish ishlari o‘rtacha manfaatdorlik koyeffitsiyenti 1,28 ga teng
bo‘lganligini ko ‘rish mumkin. Bu ham shuni anglatadiki, bugungi kunda qurilish tarmog‘ining tez
sur’atlar bilan ortib borishi va barcha boshqa yirik tarmoqlardanda tez rivojlanish va manfaatdorlik
ko‘rsatkichiga ega hisoblanmoqda. Keltirilgan davrda qurilish tarmog‘ida ish bilan band
bo‘lganlar sonining ortib borishi manfaatdorlik o‘rtacha koyeffitsiyenti 1,02 ga teng bo‘lganligini,
aholining umumiy daromadlari miqdori manfaatdorligi o‘rtacha koyeffitsiyenti 1,2 ga teng
bo‘lganligi ko‘rishimiz mumkin. Bundan tashqari mamlakatda qurilish materiallari ishlab
chiqarish dinamikasi bo‘yicha asosiy qurilish materiallaridan qurilish oynasi ishlab chiqarish
o‘rtacha manfaatdorlik koyeffitsiyenti 1,12 ga, sement ishlab chiqarish o‘rtacha manfaatdorlik
koyeftitsiyenti 1,04 ga, qurilish g‘ishtlari ishlab chiqarish o‘rtacha manfaatdorlik koyeffitsiyenti
1,89 ga, keramika plitalari ishlab chiqarish o‘rtacha manfaatdorlik koyeffitsiyenti 2,09 ga va quruq
qurilish aralashmalari ishlab chigarish o‘rtacha manfaatdorlik koyeffitsiyenti 1,37 ga teng
bo‘lganligi ko ‘rish mumkin.

Bu ham shuni anglatadiki, bugungi kunda qurilish tarmog‘ining tez sur’atlar bilan ortib
borishi va barcha boshqa yirik tarmoqlardanda tez rivojlanish va manfaatdorlik ko ‘rsatkichiga ega
hisoblanmoqda. Keltirilgan davrda doimiy aholi sonining ortib borishi manfaatdorlik o‘rtacha
koeffitsiyenti 1,02 ga teng bo‘lganligini, igtisodiyot tarmoqlarida bandlar sonining ortib borishi
manfaatdorlik o‘rtacha koeffitsiyenti 1,01 ga teng bo‘lganligi, aholining umumiy daromadlari
miqdori manfaatdorligi o‘rtacha koeffitsiyenti 1,20 ga teng bo‘lganligi va aholi jon boshiga to‘g‘ri
keluvchi yalpi ichki mahsulot migdori manfaatdorlik o‘rtacha koeffitsiyenti 1,16 ga teng
bo‘lganligini ko ‘rishimiz mumkin.

Jadval tahlilidan ko‘rish mumkinki, YAIM miqdori koeffitsiyenti va aholi daromadlari
o‘rtasida tafovut mavjud, bundan tashqari doimiy aholi soni koeffitsiyenti va iqtisodiyot
tarmogqlaridagi band bo‘lganlar koeffitsiyenlari o‘rtasida ham katta tafovut mavjud. Bu ham shuni
ko‘rsatadiki bugungi kunda aholi sonining ortishi va band bo‘lganlar sonining ortishi o‘rtasida
katta farq mavjudligidir. Yana bir ushbu jadvalning e’tiborli jihati shundaki, tahlil qilinayotgan 11
yil davomida mamlakatimizda qurilish tarmog‘iga kiritilgan investitsiyalarning o‘rtacha
manfaatdorlik koeffitsiyenti 1,67 ga teng bo‘lgan va bu barcha boshga tarmoq va sohalarga
kiritilgan investitsiyalar manfaatdorlik indeksidan yuqori ko‘rsatkichni tashkil etgan. Mazkur
jadval ma’lumotlari nafaqat umumiy, qolaversa har yilgi manfaatdorlik koeffitsiyentining
qanchalik o‘zgarganligini ham ko‘rish mumkin bo‘ladi va ushbu jadval bo‘yicha barcha miqdor
ko‘rsatkichlariga ega ma’lumotlar bilan 1-ilovada tanishish mumkin bo‘ladi.

Quyida keltirilgan 2.2-jadvalda asosiy kapitalga kiritilgan investitsiyalarning texnologik
tarkibi foiz ko‘rinishida va ularning o‘zgarishi koeffitsiyentlarda keltirilgan bo‘lib, bunda asosiy
e’tibor asosiy kapitalga kiritilgan investitsiyalarning qurilish-montaj ishlarini bajarish uchun,
asbob uskunalar va jihozlar uchun va boshqa barcha kapital ishlari hamda xarajatlari uchun
yo‘naltirilgan investitsiyalar foiz hamda koeffitsiyent ko‘rinishida keltirilgan. E’tiborli jihati
shundaki mamlakatimizda asosiy kapitalga kiritilgan investitsiyalarning texnologik tarkibi ya’ni
qurilish-monta;j ishlari uchun kiritilgan investitsiyalar 2014-2023 yillar davomida doimiy o‘sish
ko‘rsatkichini namoyon etmagan, aksincha eng yuqori ko ‘rsatkich 2017 yilda tashkil etgan bo‘lib
keyingi davrda bir muncha kamayganligini ya’ni 2013 yilda 49 ,7 foiz, 2017 yilda 52,0 foiz va
2023 yilda 48,7foizni tashkil etganligini ko ‘rish mumkin.

Mos ravishda qurilish montaj ishlariga Kkiritilgan investitsiyalar manfaatdorligining
o‘zgarish koeffitsiyentlari ham turli davrlarda turlicha bo‘lib 2013 yilda 1,02 ga, 2017 yilda 1,02
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koeffitsiyentga va 2023 yilda 1,04 koeftfitsiyentga teng bo‘lgan. Shu bilan birga asbob uskuna-
jihozlar uchun kiritilgan investitsiyalar miqdori esa ortganligini, ya’ni 2013 yilda 35,2 foiz, 2017
yilda 34,4 foiz va mos ravishda 2023 yilda 33,4 foizni tashkil etganligini ko ‘rishimiz mumkin
bo‘ladi. Bundan tashqari manfaatdorlikning o°zgarish koeffitsiyentlari ham turli 2013 yilda 1,05
koeffitsiyentga, 2017 yilda 1,09 va 2023 vyilda bu ko‘rsatkich 0,92 koeffitsiyentga teng
bo‘lganligini ko ‘rish mumkin.

Xulosa va takliflar

Qurilish materiallari sanoati mamlakat igtisodiyotining muhim tarkibiy gismi bo‘lib, uning
innovatsion faolligini oshirish orgali tarmogning ragobatbardoshligi va barqgaror rivojlanishi
ta’minlanadi. Tadgiqot natijalari shuni ko‘rsatadiki, innovatsion jarayonlarning jadallashuvi
moliyaviy go‘llab-quvvatlash, solig imtiyozlari, ilmiy-tadgiqot ishlari va ragamli texnologiyalarni
keng joriy etish bilan bog*lig.

Taklif etilgan igtisodiy mexanizmlar, jumladan, davlat-xususiy sheriklikni rivojlantirish,
investitsiyalarni jalb gilish va texnologik modernizatsiya strategiyalarini amalga oshirish orgali
sanoatning innovatsion salohiyatini oshirish mumkin. Qurilish materiallari ishlab chigarish
hajmini oshirish va yangi, energiya tejamkor mahsulotlarni rivojlantirishga garatilgan choralar
umumiy iqtisodiy o‘sishga ham ijobiy ta’sir ko rsatadi.

Shunday qilib, qurilish materiallari sanoatida innovatsion faollikni oshirish igtisodiy
mexanizmlarini takomillashtirish nafagat tarmoq korxonalarining samaradorligini oshiradi, balki
butun mamlakat igtisodiy bargarorligini ta’minlashga xizmat giladi. Ushbu yo‘nalishda amalga
oshiriladigan chora-tadbirlar innovatsion rivojlanishni rag‘batlantirish va yuqori texnologiyali
mahsulotlarni ishlab chigarishga ko‘maklashish imkonini beradi. Qurilish materiallari sanoati
korxonalarining innovatsion faolligini oshirish igtisodiy taragqiyotning ajralmas gismi bo‘lib, bu
jarayonda moliyaviy qo‘llab-quvvatlash, ilmiy-tadgiqot faoliyatini kengaytirish va ragamli
texnologiyalarni joriy etish muhim ahamiyat kasb etadi. Taklif etilgan igtisodiy mexanizmlar
yordamida sanoatning samaradorligi oshib, milliy igtisodiyotga ijobiy ta’sir ko rsatishi mumkin.
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MUSTAQILLIK YILLARIDA O‘ZBEKISTONDA TURIZM
STATISTIKASI: TARAQQIYOT BOSQICHLARI VA
ZAMONAVIY YONDASHUVLAR

Mardonov Sanjar
Kadrlar malakasini oshirish va statistik tadqiqotlar instituti
“Ipak yo‘li” turizm va madaniy meros xalqaro universiteti
https://doi.org/10.5281/zenodo. 15041269

Annotatsiya. Turizm sohasi har qanday mamlakat iqtisodiyotining muhim tarmogqlaridan
biri bo‘lib, uning rivojlanishi ijtimoiy-iqtisodiy barqarorlik va xalgaro hamkorlik darajasiga
bevosita ta’sir ko ‘rsatadi. O ‘zbekiston mustagqillikka erishgach, turizm sohasi jadal rivojlana
boshladi va milliy iqtisodiyotning strategik yo ‘nalishlaridan biri sifatida qaralmogda. Turizmning
holati va rivojlanish tendensiyalarini tahlil gilishda statistik ma’lumotlar muhim ahamiyat kasb
etadi.

Mustaqillik yillarida mamlakatimizda turizm statistikasi tizimi tubdan isloh qilindi, yangi
metodologik yondashuvlar joriy etildi va xalgaro standartlarga mos ravishda takomillashtirildi.
Xususan, turizm ogqimlarini aniglash, mehmonxona va infratuzilma tarmog ‘ining o ‘sishini
baholash hamda turistik xizmatlar eksportining iqtisodiy ahamiyatini o ‘rganish bo ‘yicha statistik
usullar rivojlantirildi.

Ushbu maqolada mustaqillik yillarida O ‘zbekistonda turizm statistikasining shakllanishi,
rivojlanish bosqichlari va zamonaviy metodologiyalar tahlil gilinadi. Shuningdek, turizm
statistikasi tizimining samaradorligini oshirish bo ‘yicha amalga oshirilgan islohotlar va kelajak
istigbollari haqgida fikr yuritiladi

Kalit so‘zlar: turizm statistikasi, Turistik ogimlar, Turizm igtisodiyoti, O ‘zbekiston turizmi,
Turistik infratuzilma

Adabiyotlar Tahlili: Taleb Rifai, Birlashgan Millatlar Tashkilotining Butunjahon Turizm
Tashkiloti (BTT) bosh kotibi sifatida, Toshkentga tashrifi davomida turizm sohasida samarali
strategiyalar ishlab chiqish uchun statistik ma’lumotlarning muhimligini alohida ta’kidlab o‘tdi. U
turizm statistikasi sohasidagi muammolarni tahlil qilar ekan, quyidagicha fikr bildirdi: “Turistik
mahsulotlarga bo‘lgan talab va taklif hajmini belgilashda aniq ko‘rsatkichlar va ma’lumotlardagi
nomuvofigliklar samarali strategiyalar ishlab chiqishda asosiy to‘siqdir. Bu ma’lumotlarni fagat
yig‘ish emas, balki ularni chuqur va to‘g‘ri tahlil qilish ham o‘ta muhimdir.” Ushbu bayonot turizm
sohasining rivojlanishida statistik ma’lumotlarni to‘plash va ulardan foydalanishning naqadar
ahamiyatli ekanini ochib beradi. Rifai xalqaro miqyosda gabul qilingan standartlarning statistik
ma’lumotlar sifatiga bo‘lgan talabni oshirayotganini hamda bu talablar milliy turizm siyosatini
yaxshilashda muhim o‘rin tutishini qayd etdi.

O‘zbekiston o‘zining boy madaniy merosi, tarixiy obidalari va go‘zal tabiati bilan, turizmni
rivojlantirishga katta e’tibor qaratadigan davlatlar qatoriga kiradi. “O°zbekiston — 2030»
Strategiyasida O‘zbekistonda tashqi va ichki turizmni rivojlantirish uchun keng sharoitlar yaratish
orqali sayyohlar sonini oshirish vazifasi qo‘yilgan.
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Xorijiy turistlar tashrifi bo‘yicha O°zbekiston pandemiyadan oldingi darajaning 98 foizini
tashkil etdi. Jumladan, 2019 yilda O‘zbekistonga 6 min. 748 ming nafar xorijiy turistlar tashrif
buyurgan bo‘lsa, 2023 yilga kelib 6 mln. 626 ming nafarga yetdi. Bu esa mamlakatimizda turizm
sohasining tez sur'atlar bilan tiklanayotganini ko ‘rsatadi.

O‘zbekistonga xorijiy turistlarni yanada ko‘proq jalb qilish maqsadida viza rejimini
soddalashtirish chora-tadbirlari, yangi yo ‘nalishlarni ishlab chiqish, soha bilan bog‘liq loyihalarga
investitsiya kiritish, yirik tadbirlarni o‘tkazish kabi amaliy ishlar olib borilmoqda.

Masalan, 2023 yilda umumiy qiymati 9,5 trln. so‘mlik 508 ta loyiha amalga oshirilganligi
hisobiga jami 9 492 ta yangi ish o‘rni yaratildi. 183 ta yangi mehmonxona va 232 ta xostel faoliyati
yo‘lga qo‘yilib, jami joylashtirish vositalari soni 5 526 taga yetdi. Shuningdek, 452 ta oilaviy
mehmon uyi tashkil qilinib, ularning umumiy soni 3 458 taga yetdi. Turistlar uchun xizmat
ko‘rsatuvchi 810 ta yangi turistik tashkilot va turagentlar faoliyati yo‘lga qo‘yilishi natijasida
ularning soni 2 649 taga yetdi.

2017-2023 yillar davomida O‘zbekistonga xorijiy turistlar soni yil sayin ortib bordi.
Xususan, 2017 yilda 2,7 mIn. nafarni tashkil etgan bo‘lsa, 2023 yilga kelib 6,6 mln. nafarni tashkil
etdi, bu esa 2017 yilga nisbatan 2,5 barobarga, 2022 yilga nisbatan esa 1,3 barobarga oshganini
ko ‘rishimiz mumkin.

Jadval 1

2023-yilda O'zbekistonga kelgan sayyohlarning yoshi bo'yicha tagsimoti

Yosh guruhi Sayyohlar soni (ming)  Ulushi (%)
18 yoshgacha 723,3 10,9
19-30 yosh 846,5 12,8
31-55 yosh 32736 49,6
50 yoshdan yugori = 1069,6 16,2

Sayyohlar soni 2023 yilda Yaponiyadan — 5 barobar, Hindiston va Italiyadan — 3,5 barobar,
AQShdan — 2 barobarga ortdi.

O‘zbekistonga 2023 yilda kelgan xorijiy turistlarning 80,7 foizi qo‘shni davlatlar, 11,5 foizi
qolgan MDH davlatlari hamda 7,8 foizi boshqa davlatlar hisobiga to‘g‘ri kelmoqda. Shu bilan
birga, turistlarning o‘rtacha qolishi 4-5 kunni tashkil etib, 2022 yilga (3 kun) nisbatan 1,5
baravarga ortdi. Bu esa mamlakatda turistlarga har tomonlama qulaylik yaratilganligining
natijasidir.

Ichki turizmni rivojlantirish bo‘yicha ham bir qator amaliy choralar ko‘rilmoqda.
"O‘zbekiston bo‘ylab sayohat qil!" dasturi doirasida 15 mln. nafar aholi sayohatga chiqdi va
hududlar bo‘ylab 21 mln. tashrif uyushtirildi. [jtimoiy ko‘mak sifatida 1,1 ming nafar imkoniyati
cheklangan shaxs va 570 ming nafar yoshlar sayohatga chiqarildi.

2023 yilda turistik xizmatlar eksporti 2 mlrd. 143,5 mln. doll.ni tashkil etdi, bu 2022 yilga
nisbatan 1,3 barobar oshganini ko‘rsatadi. Shuningdek, turizm va unga yondosh sohalar
yo‘nalishida 70 ming nafarga yaqin yangi ish o‘rni yaratildi. Bu esa mamlakatda turistlarga har
tomonlama qulaylik yaratilganligining natijasidir.
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Jadval 11
2023-yilda O‘zbekistonga tashrif buyurgan xorijiy sayyohlarning mamlakatlar bo ‘yicha
taqsimoti quyidagicha:

Mamlakat | Sayyohlar soni (ming)
| Qozog'iston 1551, |
| Tojikiston 14478
| Qirg'iziston 1356,9
| Rossiya 5677
| Turkiya 75,6

Janubiy Koreya 19,9

Germaniya 17,7
AQSh 13,1
Fransiya 11,0

Buyuk Britaniya = 10,5

Turizmning rivojlanishi, shuningdek, mamlakatimizning xalqaro reytinglarda yuqori
o‘rinlarni egallashini ta’minlamoqda. Masalan, "Jahon musulmon sayohati indeksi" (GMTI-2023)
xalqaro ziyorat turizmi reytingida O‘zbekiston 140 ta mamlakat ichida 13-o°‘rinni egalladi. "Halal
In Travel Awards 2023" tadbirida Xiva shahri "Yilning islom merosi turizm manzili" sovrinini
qo‘lga kiritdi.

2023 yilda Samarqand shahrida bo‘lib o‘tgan UNWTO Bosh Assambleyasining 25-
sessiyasida Navoiy viloyatidagi Sentob qishlog‘i "Best Tourism Village 2023 Awards"
nominatsiyasi bo‘yicha g‘olib bo‘ldi. Bundan tashqari, "Lonely Planet" xalqaro nashriyot
kompaniyasi tomonidan 2024 yil uchun "O‘zbekiston — eng yaxshi sayohat maskani"
nominatsiyasi g‘olibi bo‘lganligi munosabati bilan O‘zbekistonga maxsus sertifikat topshirildi.

Metodologiya: Ushbu maqolani yozishda oldingi ilmiy tadqiqotlar chuqur o‘rganilib,
ularning taqqoslash usuli orqali tahlil qilindi. Turizm statistikasi va uning iqtisodiy ta’siri bo‘yicha
maqolalar, kitoblar hamda xalqaro tashkilotlarning (UNWTO, OECD, WTTC) hisobotlari asosida
tahlillar olib borildi.

Natijalar: O‘zbekiston mustaqillikga erishganidan so‘ng, mamlakatning turizm sektori
jadal rivojlanish jarayoniga kirishdi. Bu rivojlanishning asosiysi, albatta, turizm statistikasining
samarali tizimini yaratish va uning xalqaro standartlarga moslashishini ta’minlashga qaratilgan
sa’y-harakatlar bo‘ldi. Mustaqillik yillarida turizm statistikasining rivojlanishida amalga
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oshirilgan islohotlar, yurtimizning global turizm bozorida 0z o‘rnini mustahkamlashga, iqtisodiy
barqarorlikni ta’minlashga va turizm infratuzilmasini takomillashtirishga xizmat qildi.

Mustaqillikning dastlabki yillarida O‘zbekiston turizmni rivojlantirishga alohida e’tibor
qaratdi. Biroq, bu davrda turizm statistikasi hali shakllanmagan, faqatgina ba’zi asosiy
ma’lumotlar yig‘ilishi yo‘lga qo‘yilgan edi. Yirik turistik markazlar va ahamiyatli yo‘nalishlar
yaratish uchun zarur bo‘lgan infratuzilma hali rivojlanmagan edi.

Mustagqillikning dastlabki yillarida O‘zbekiston hukumati turizm sohasini rivojlantirishga
qaratilgan bir qator tashabbuslar e’lon qildi. Lekin, turizm statistikasi tizimining yo‘qligi yoki
zaifligi tufayli turistik oqimlarni aniq hisoblash va iqtisodiy ta’sirni baholashda muammolar
mavjud edi.

Shuningdek, turistik xizmatlar sohasida me’yoriy hujjatlar, qo‘llanmalar va tizimlarning
yetishmasligi turizm statistikasi bilan bog‘liq tahlil qilish imkoniyatlarini cheklagan edi. Xalgaro
standartlarga to‘liq mos keladigan statistika tizimining mavjud emasligi bu davrning asosiy
muammosi bo‘lgan.

2000-yillarning  boshidan  boshlab, O‘zbekiston turizm statistikasi tizimini
takomillashtirish bo‘yicha keng gamrovli islohotlarga kirishdi. Bu davrda turizmni rivojlantirish
uchun zarur bo‘lgan yuridik va tashkiliy infratuzilma shakllanib, davlat va xususiy sektorlar
o‘rtasidagi hamkorlik kuchaygan.

2001-yilda O‘zbekiston Respublikasida turizmni rivojlantirishga qaratilgan strategiyalar
ishlab chiqildi. Bu strategiyalarning bir qismi turizm statistikasining asosiy ko‘rsatkichlarini
to‘plash va tahlil qilishga garatilgan edi.

2000-yillarning o‘rtalaridan boshlab, O‘zbekiston Butunjahon Turizm Tashkiloti (BTT)
bilan hamkorlikni yo‘lga qo‘ydi. Bu esa turizm statistikasi tizimining xalqaro standartlarga
moslashishiga olib keldi. Turizm sektoridagi ma’lumotlar yig‘ish metodologiyasi va hisobot
tizimlari yaxshilandi.

Statistik Tizimni Markazlashtirish: O‘zbekiston 2000-yillar oxirida turizm statistikasi
tizimini markazlashtirishga kirishdi. Buning natijasida turizmga oid barcha ma’lumotlar yagona
tizimga jamlandi va ularni tahlil qilish imkoniyatlari kengaydi.

2010-yildan keyin O‘zbekiston turizm statistikasini xalgaro miqyosda sifatli va
tagqoslanadigan tizimga aylantirish uchun katta qadamlar tashladi. Bu davrda turizmni
rivojlantirishning iqtisodiy va ijtimoiy ta’sirini baholashda yangi texnologiyalardan foydalanish
boshlandi.

2010-yillarning boshida O‘zbekiston turizm statistikasi tizimining xalqaro hamkorlikka
asoslangan metodologiyalarni joriy qilishni boshladi. BTT va boshqa xalqgaro tashkilotlar bilan
o‘tkazilgan forumlar va konferensiyalar natijasida turizm statistikasi tizimi yangi metodologiyalar
bilan boyitildi.

O‘zbekiston raqamli texnologiyalarni keng joriy etish orqali turizm statistikasi tizimini
yanada samarali qilishga erishdi. Elektron vizalar tizimi, yagona darcha tizimi va onlayn turizm
platformalarini yaratish orqali turizm statistikasi sohasidagi ma’lumotlar yig‘ish va tahlil qilish
jarayonlari tezlashdi.

2010-yildan keyin turizm daromadlari va xarajatlarining aniq hisoblanishi bo‘yicha yangi
metodologiyalar joriy etildi. Bu, turizmning iqtisodiy ta’sirini yaxshiroq baholash va iqtisodiyotga
qo ‘shgan ulushini aniglash imkonini berdi.

114



MANAGEMENT, MARKETING AND FINANCE

INTERNATIONAL SCIENTIFIC JOURNAL VOLUME 2 ISSUE 2

Jadval 111
Mustagqillik yillarida mamlakatimizda turizm statistikasining rivojlanish bosqichlari

O'zbekistonda Turizm Statistikasi Rivojlanish Bosgichlari (1991-2025)
Modemizabon & Innovabion
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2020-yillarda O‘zbekiston turizm statistikasi tizimi yanada rivojlanib, xalgaro miqyosda
raqobatbardosh tizimga aylanishi kutilmoqda. Yangi texnologiyalarni qo‘llash, statistik
metodologiyalarni takomillashtirish va xalqaro hamkorlikni yanada kengaytirish bo‘yicha
ishlanmalar davom etmoqda.

O‘zbekiston 2021-yildan boshlab yagona turizm statistikasi tizimini yaratishni magsad
qilgan. Bu tizim orqali barcha turizmga oid ma’lumotlar markazlashtiriladi va ulardan samarali
foydalanish ta’minlanadi.

O‘zbekiston turizm statistikasi sohasida sun’iy intellekt, katta ma’lumotlar (Big Data) va
boshga zamonaviy texnologiyalarni qo‘llashni boshladi. Bu esa ma’lumotlarni real vaqtda yig‘ish
va tahlil qilish imkoniyatini yaratdi.

Xulosa: Mustagqillik yillarida O‘zbekistonda turizm sohasi jadal sur’atda rivojlandi va bu
jarayonda statistik ma’lumotlarning to‘g*ri yig©ilishi, tahlili hamda xalgaro standartlarga muvofiq
tarzda shakllantirilishi muhim o‘rin tutdi. Turizm statistikasi rivojining dastlabki bosgichlarida
tizimda jiddiy kamchiliklar kuzatilgan bo‘lsa, bugungi kunga kelib, ularni bartaraf etish magsadida
gator islohotlar amalga oshirildi. Xususan, xalgaro tashkilotlar bilan hamkorlikni mustahkamlash,
zamonaviy axborot texnologiyalaridan foydalanish, elektron monitoring tizimlarini joriy etish va
turistik ogimlarni aniq prognoz qilish usullarini rivojlantirish muhim qadamlardan biri bo‘ldi.

Kelajakda turizm statistikasi yanada takomillashtirilishi kutilmogda. Turizm sektori
igtisodiyotning muhim bo‘g‘ini sifatida diversifikatsiya qilinib, yangi xizmat turlari va bozor
segmentlarini 0‘z ichiga olgan holda yanada rivojlanadi. Zamonaviy texnologiyalar va sun’iy
intellektdan keng foydalanish turizm statistikasi sifatini oshirishda asosiy yondashuvlardan biri
bo‘lishi mumkin. Shu bois mamlakatimiz turizm iqtisodiyoti rivoji uchun ishonchli statistik
ma’lumotlar bazasini shakllantirish va ularni doimiy yangilab borish muhim strategik yo‘nalish
hisoblanadi.
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THE ROLE OF WAQF IN SOCIO-ECONOMIC DEVELOPMENT:
GLOBAL EXPERIENCES AND CASH WAQF OPPORTUNITIES
IN UZBEKISTAN
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Abstract. Wagqf, an integral institution in Islamic finance, plays a pivotal role in socio-
economic development, providing essential services in areas such as education, healthcare, and
poverty alleviation. This article examines real-life waqf models from Turkiye, Malaysia, and
Indonesia, highlighting their contributions to social welfare through modern adaptations,
including cash waqf initiatives. In Uzbekistan, the waqf sector is currently overseen by the Waqf
Public Charitable Foundation, which manages waqf properties and donations collected at
religious sites. This study analyzes Uzbekistan's waqf governance, reviews successful global waqf
models, and offers practical recommendations for enhancing the wagqf sector's socio-economic
impact in the country, with a particular focus on cash waqf potential.

Keywords: socio-economic development, Waqf, Islamic finance, Uzbekistan, cash wagqf,
poverty alleviation, waqf governance

Introduction

The term waqf, originating from the Arabic waqafa (to hold or restrain), traditionally
involves dedicating assets for perpetual social benefit. Historically, waqf has underpinned the
development of Islamic civilizations by funding essential public institutions, including mosques,
schools, and hospitals (Al-Arif, 2010). The concept has evolved with the introduction of cash waqf,
allowing monetary donations to support socio-economic projects across a wider spectrum. This
article analyzes successful waqf models globally, with a particular focus on cash waqf initiatives,
to provide a framework for optimizing waqf's impact in Uzbekistan. Given that Uzbekistan has a
population exceeding 37 million, with more than 93% are Muslims, the potential for cash waqf as
a widely embraced socio-economic tool is significant. This strong Islamic demographic foundation
represents an invaluable opportunity to expand the waqf sector by increasing public participation
in cash wagqf.

Global Waqf Applications And Governance Structures

Overview of Waqf in Turkiye Waqf, known as foundations in Turkiye, has historically
been a central institution in supporting socio-economic development. Dating back to the Ottoman
Empire, waqf has been instrumental in establishing public services, including education,
healthcare, infrastructure, and religious facilities, creating a well-organized welfare system for the
community (Insight Turkiye).

Regulatory Framework in Turkiye, waqf activities are regulated by the Foundation Law
of 2008, which outlines the legal structure for managing and safeguarding waqf assets. The
Directorate General of Foundations (DGF), an agency under the Prime Ministry, is responsible for
overseeing waqf operations. The DGF’s role includes managing and monitoring waqf properties,
ensuring that they are preserved, economically managed, and aligned with their intended charitable
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purposes. This organization ensures transparency and accountability in the waqf system, especially
for cash waqf (Wikipedia - Directorate General of Foundations).

Types of Waqf Turkiye’s waqf system encompasses several types, each with unique
governance and management protocols:

Fused Foundations (Mazbut): Inherited from the Ottoman period, these waqf institutions
are managed directly by the DGF.

Annexed Foundations (Miilhak): These are family waqfs still under the management of
the original family or the DGF, depending on the specific foundation.

New Foundations: Established after the Ottoman period, these foundations are registered
and monitored by the DGF, ensuring they adhere to modern waqf regulations (Insight Turkiye).

Emphasis on Transparency and Accountability to maintain stakeholder trust and ensure
effective management, the Turkish waqf governance system emphasizes transparency and
accountability. The DGF mandates regular audits, applies comprehensive accounting principles,
and publishes reports on waqf activities. Such practices bring waqf governance in line with non-
profit best practices, helping to secure the rights of all stakeholders, including donors and
beneficiaries (Academia.edu - The Ottoman Cash Wagqf as Altruistic Finance Model).

Contribution to Education Waqf plays a significant role in supporting higher education in
Turkiye. Waqf funds provide scholarships, research grants, and essential infrastructure for various
universities, including both public and waqf institutions. A prominent example is Istanbul
Sabahattin Zaim University, which was established by the Ilim Yayma Foundation. This university
exemplifies a successful waqf-funded educational model, continuing the tradition of supporting
higher learning and research through waqf-based funding (Academia.edu - The Ottoman Cash
Wagqf as Altruistic Finance Model).

Directorate General of Foundations’ Broader Mission The DGF’s mission extends beyond
managing wagqf properties. Its broader objectives include:

Promoting social and cultural services through waqf

Maintaining national and international coordination for waqf-related activities.

Establishing cultural centers, museums, and libraries to preserve and promote Turkiye’s
rich waqf heritage. The DGF’s comprehensive mandate demonstrates Turkiye’s commitment to
preserving wagqf assets, expanding waqf’s reach, and maintaining a governance structure that
respects the waqf’s charitable and perpetual nature.

Cash Waqf in Turkiye Cash waqf, a form of endowment where the principal is in cash
rather than physical assets, has played a significant role in Turkiye’s socio-economic development.
Cash wagqf allows for a flexible and inclusive form of waqf, enabling individuals from various
income levels to contribute. Funds from cash waqf are invested in Shariah-compliant ventures,
with returns used for public welfare projects such as healthcare, education, and microfinance
(Insight Turkiye - Ottoman Cash Waqfs: An Alternative Financial System).

Modern Applications and Integration with Islamic Finance Cash waqf in Turkiye integrates
well with Islamic finance, particularly with instruments like cash waqf-linked Sukuk (Islamic
bonds). These bonds enable waqf funds to be invested in Islamic bonds, generating consistent
income for wagqf projects. This approach not only ensures sustainability but also aligns with
Turkiye’s waqf governance standards (DergiPark - The Cash Waqf Model in Turkiye).

Waqf Management in Malaysia

Legal Framework and Governance
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In Malaysia, waqf'is governed by state authorities under the jurisdiction of the State Islamic
Religious Councils (SIRC), with each council acting as the sole trustee for waqf properties within
its respective state. This governance structure reflects Malaysia’s federal system, where Islamic
matters are managed at the state level, creating a decentralized approach to waqf management
(Rani & Aziz, 2010). The Federal Constitution of Malaysia grants the King authority over Islamic
matters in states with a Sultan, while states without a Sultan, such as Penang and Sabah, fall under
the jurisdiction of the Yang di-Pertuan Agong or other designated leaders for Islamic governance.
Matters related to the administration of Islam, including waqf, are managed by the states and
supported by specific state legislation, as prescribed in Schedule 9, List II of the Federal
Constitution (Rani & Aziz, 2010).

In 2004, the Department of Awqaf, Zakat, and Hajj (JAWHAR) was established at the
federal level to coordinate waqf, zakat, and hajj administration across Malaysia. This department
supports the standardization of waqf management practices and aids the development of waqf
properties through collaboration with SIRCs, promoting a more systematic approach to waqf
governance (Rani & Aziz, 2010).

Types of Waqf and Innovations

Malaysia has introduced innovative waqf products to enhance socio-economic
development. These include:

Cash Wagqf: This type of waqfallows individuals to donate cash rather than physical assets,
making waqf contributions more accessible and inclusive. Cash waqf funds are pooled and
invested, with the returns directed toward public welfare projects, such as schools and hospitals
(Mat Rani, 2010).

Corporate Waqf: Corporate entities, such as Johor Corporation Berhad (JCorp), have
developed waqf shares, whereby corporate assets are endowed, and the proceeds are distributed
for social welfare. This approach has been effective in mobilizing corporate resources for public
benefit (Rani & Aziz, 2010).

Medical Waqf: Medical waqf funds healthcare facilities and equipment to meet Malaysia’s
rising healthcare demands. This specific waqf model provides essential medical services and
facilities, supporting public health infrastructure (Rani & Aziz, 2010).

Agricultural and Commercial Waqf: These waqf types aim to promote food security and
economic sustainability through income-generating projects, such as property development and
agricultural initiatives, thereby contributing to Malaysia’s socio-economic resilience (Mat Rani,
2010).

Sole Trustee Role of the Islamic Religious Councils

The Islamic Religious Councils serve as the sole trustees for all waqf properties, whether
categorized as general or specific waqf. This designation ensures adherence to Shariah principles
and mitigates risks of asset misuse. The councils are responsible for preserving, maintaining, and
developing waqf properties, ensuring these assets continue to benefit intended recipients as
specified by the waqf donors (Rani & Aziz, 2010). This centralized trustee role, mandated by the
state enactments, supports a structured and transparent waqf management system that aligns with
both Islamic principles and Malaysia’s legal framework.

Cash Waqf in Malaysia: Overview and Significance

Cash waqf, a financial endowment in cash rather than physical assets, allows individuals
to contribute to public welfare by donating funds that are invested in Shariah-compliant ventures.
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In Malaysia, cash waqf'is a flexible and inclusive tool that has expanded the reach of waqf beyond
traditional land or property donations.

In 2007, Malaysia’s National Fatwa Council declared cash waqf permissible, broadening
waqf participation to include contributions of any amount, which has increased public involvement
(Chowdhury et al., 2011). Cash wagqf funds in Malaysia are generally managed by Islamic banks
or State Islamic Religious Councils (SIRCs), which act as trustees. These institutions ensure that
waqf funds are invested responsibly, with profits directed toward charitable projects in education,
healthcare, and poverty alleviation. Cash wagqf provides sustainable funding for public welfare
initiatives. Examples include the development of schools and hospitals, funded by the returns from
cash waqf investments (Chowdhury et al., 2011). Corporate waqf models, such as Johor
Corporation Berhad (JCorp), have incorporated cash waqf by transferring shares to wagqf, thus
generating continuous income for charitable activities.

Innovative Cash Waqf Models:

Wagqf Certificates: Introduced by institutions like the Social Investment Bank Limited in
Bangladesh and adapted in Malaysia, these allow individuals to endow cash waqf with low entry
amounts, making waqf accessible to a broader audience.

Microfinance Initiatives: Cash waqf funds are also used for microfinance, targeting
poverty reduction by offering non-interest-bearing loans to entrepreneurs who lack access to
conventional financing (Chowdhury et al., 2011).

Proposed Cash Waqf Model: Chowdhury et al. (2011) propose a hybrid cash waqf model
involving Islamic banks as trustees. These banks oversee fund collection, investment, and profit
distribution, ensuring transparency and Shariah compliance.

The model suggests using funds for high-impact projects such as SME loans, microfinance,
and emergency relief, while enabling profit reinvestment to maintain waqf sustainability.

Malaysia’s Wagaf An-Nur Corporation Berhad (WANCorp) demonstrates corporate waqf’s
potential, combining state resources with corporate endowments to fund healthcare and
community projects. WANCorp, endowed with shares valued at RM 141 million in 2006, grew its
assets to RM1.2 billion by 2024. The corporation's strategic investments in equities, Islamic REITs,
and the Ar-Rahnu gold business allowed it to impact over 2.5 million people, illustrating the waqf
sector's capability for significant socio-economic contributions through strategic investment and
reinvestment (Shah et al., 2020). Healthcare Initiatives (Prishatin): WANCorp has significantly
contributed to healthcare by offering accessible medical services through Wagqf-funded clinics,
dialysis centers, and mobile clinics. As of December 31, 2023, WANCorp operated 11 Waqf
clinics, 9 dialysis centers, and 10 mobile clinics, serving a cumulative 2.1 million patients. The
first clinic, established in 1998 in Johor Bahru, has since expanded nationwide. Healthcare services
are provided at subsidized rates to ensure affordability for low-income groups: Dialysis treatment:
RM130 per session, Clinic treatment: RM10 per visit. Educational Projects: WANCorp funds
educational initiatives, such as the Senior Citizen Islamic Education Centre in Pasir Gudang, Johor.
Built on a 5.4-acre site, this center offers lecture halls, cottages, homestay facilities, and a café,
serving around 200 elderly beneficiaries monthly and approximately 10,000 public visitors
annually. This project is funded through internal funds and crowdfunding, emphasizing lifelong
learning and social welfare for senior citizens.

Indonesia - Cash Waqf Linked Sukuk (CWLS) Model. Indonesia’s Cash Waqf Linked
Sukuk (CWLS) integrates cash waqf and Sukuk to fund social development projects. CWLS
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exemplifies how a structured cash waqf mechanism can support socio-economic projects by
engaging both private and public sectors. Oversight by the Indonesian Waqf Board (BWI) in
collaboration with Bank Indonesia ensures compliance with Islamic finance standards and
effective waqf asset management (Yusroni & Chandhiq, 2021).

Healthcare Example: In 2020, CWLS funds allocated IDR 50 billion to develop the
Achmad Wardi Eye Hospital, Indonesia’s first waqf-based retina center, which provides
specialized care for underserved communities.

Public Engagement: The CWLS retail series SWRO001, launched in October 2020, raised
IDR 14 billion through 1,340 donors, showcasing strong public support for cash waqfin Indonesia.
The Indonesian Waqf Board (BWI) oversees CWLS in collaboration with Bank Indonesia,
ensuring compliance with Islamic finance standards and promoting effective waqf asset
management.

Bangladesh - Cash Waqgf for MSME Development. Bangladesh mobilizes cash waqf to
support micro and small businesses through its Small and Medium Enterprise Development Unit
(SMEDU), creating economic inclusion by providing financing for entrepreneurs who lack
conventional credit options. This structured model also reinvests returns in Islamic banks or waqf
beneficiaries, balancing operational costs with socio-economic impact (Marzuki et al., 2012).

Wagqf As Management And Charitable Outcomes

The waqf system primarily involves the endowment and careful management of assets. A
founder dedicates assets (land, property, or cash) as waqf, entrusting these resources to be managed
by a trustee or administrator (often called a mutawalli). This management includes preserving,
maintaining, and potentially investing the assets in a way that ensures they continue to generate
income over time. The charitable benefits resulting from waqf-managed assets are the intended
outcomes, with profits or returns from these assets directed toward initiatives like education,
healthcare, poverty alleviation, and public welfare. This structure aligns with waqf’s purpose of
creating a sustainable source of benefit for society.

Cash Waqf as A Key Financial Instrument For Socio-Economic Impact

Cash waqf has emerged as a transformative tool in waqf systems, offering flexibility,
inclusivity, and sustainable growth potential. Unlike traditional waqf assets, cash waqf allows
monetary contributions that can be invested in Shariah-compliant ventures, generating returns for
public welfare projects.

Importance of Cash waqf

Flexibility and Accessibility: Cash waqf democratizes waqf participation, allowing
contributions of any size from all income levels, fostering a culture of continuous giving.

Sustainability and Perpetuity: Cash waqf generates regular returns, supporting long-term
projects without depleting principal amounts.

Effective Resource Allocation: Cash waqf funds, when pooled, can be directed toward
sectors like healthcare, education, and poverty alleviation.

Enhanced Economic Inclusion: Cash waqf creates financing opportunities for micro, small,
and medium enterprises (MSMESs), promoting entrepreneurship and bridging economic disparities.

The Role of Cash Waqf in Socio-Economic Development in Uzbekistan

Uzbekistan’s Islamic demographic provides a fertile environment for cash waqf
development, supporting projects in healthcare, education, and economic empowerment. Models
such as Indonesia’s CWLS or Malaysia’s healthcare waqf clinics can serve as blueprints to
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enhance Uzbekistan’s public services, especially in underserved communities. It is essential to
recognize that waqfitself is a system focused on the management of endowed assets, whether these
assets are physical properties, investments, or cash contributions. Through this management
framework, waqf assets are preserved and maintained in ways that allow them to generate
continuous income. The charitable benefits resulting from waqf-managed assets are the intended
outcomes, contributing to societal welfare through funding projects like healthcare facilities,
educational institutions, and poverty alleviation initiatives. Cash waqf in Uzbekistan presents an
impactful opportunity for enhancing social services, inspired by global models like CWLS.

Uzbekistan’s Waqf Sector: Current Status and Potential

The Wagqf Public Charitable Foundation under the Board of Muslims of Uzbekistan,
established in 2018, manages Uzbekistan’s waqf sector It oversees waqf lands, real estate
properties, and donations at religious sites, ensuring their utilization aligns with Shariah principles.
Notable waqf assets include:

“Abdulla Norinjoniy” Majmuasi — A revered ziyoratgoh (place of pilgrimage) that serves
as a center for spiritual enrichment and community engagement.

"Qo ‘shchinor-Agro” LLC — An agricultural enterprise dedicated to the cultivation of
agricultural products, contributing to socio-economic development.

In the first half of 2024 (Table 1), total donations amounted to 15,892.49 million so‘m,
with nearly 50% of this amount (7,371.78 million so‘m) attributed to Zakat, Fitr, and Ushr
contributions (https://vaqf.uz/oz/transactions/statistics). These funds were primarily allocated to
mosque maintenance, support for low-income families, assistance for citizens in need of medical
care, aid to vulnerable segments of the population, and initiatives aimed at fostering the religious,
scientific, and intellectual development of citizens. However, the potential for maximizing the
impact of these donations is currently limited due to the lack of Sharia-compliant investment
options, absence of Waqf or Trust law and challenges in effectively managing and growing these
funds. Additionally, the shortage of skilled professionals in Islamic finance and wealth
management further constrains the optimal deployment of these resources. Therefore, the
development of an Islamic capital market and the establishment of a robust Islamic finance
ecosystem are seen as essential steps toward ensuring the effective and sustainable utilization of
these charitable funds.

Months Total donations Dut ufthm:n: Zal.mt, Expenses (in
. . fitr, ushr (in mllion . .
(2024 year) (in mllion so'm) . million so'm)
so'm)

January 1524,50 486,60 329,04
February 1088,61 118,12 613,03
March 2119,19 504,88 995,20
April 7 364,96 5663,12 1646,56
May 1729,95 321,87 1372,24
June 2065,28 277,19 815,90
Total 15892,49 7371,78 5771,97

Table 1.
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Despite these efforts, the Foundation’s activities remain largely focused on religious and
basic charitable projects, with limited extension into broader socio-economic initiatives
(Imamnazarov, 2020). A 2020 UNDP survey underscores the sector’s challenges in awareness,
transparency, and governance. Only 36% of businesses and 34% of individuals are familiar with
waqf, while 49% of businesses and 62% of individuals expressed dissatisfaction with current
activities. Additionally, 36% of businesses and 46.81% of individuals emphasized the need for a
comprehensive legal framework governing wagqf assets, and 35% of businesses, along with 46%
of individuals, advocated for increased transparency. Concerns over fund distribution transparency
led some to opt for direct donations to local mosques or known individuals, reflecting a need for
clear monitoring and reporting mechanisms to build public trust (UNDP, 2020). Expanding waqf
activities to broader socio-economic initiatives, guided by successful models from Bangladesh and
Indonesia, could unlock substantial potential in Uzbekistan’s waqf sector.

The Following Factors and Economic Indicators Present Significant Opportunities
for the Development of Waqf (Including Cash Wagqf) in Uzbekistan

Economic Growth and Rising Incomes: Uzbekistan’s economy has shown steady growth,
with GDP expected to increase further due to broad economic reforms and industrial
diversification initiatives (Asian Development Bank, 2023). These developments have contributed
to a gradual rise in income levels, improving the population’s capacity for charitable giving, which
creates favorable conditions for expanding waqf contributions and social finance initiatives.

Youthful and Dynamic Demographic Structure: With over 60% of the population under 30,
Uzbekistan’s demographic structure is ideally suited for long-term waqf development. Younger
generations in Uzbekistan have shown increasing interest in social finance and community
support, contributing to a promising environment for waqf expansion (World Bank, 2022).

Advancing Islamic Finance Reforms: The Uzbek government has introduced significant
reforms to develop a legal and regulatory framework for Islamic finance. These reforms, supported
by partnerships with international institutions, aim to incorporate Shariah-compliant financial
instruments, thus expanding the scope and management of waqf assets (Islamic Development
Bank, 2023).

Alignment with Social Finance Initiatives: Wagqf aligns well with Uzbekistan’s goals in
social finance, offering innovative funding mechanisms for key socio-economic priorities like
healthcare, education, and poverty alleviation. According to the United Nations Development
Programme’s (UNDP) 2020 report, integrating waqf into social finance could provide sustainable
support for welfare projects, particularly in underserved communities in Uzbekistan.

Islamic Development Bank allocated TA grant resources to the Government of Uzbekistan
to establish enabling environment for the Waqf regulation and management as well as raising
awareness in this field. TA is managed by the Committee on religious affairs under the Cabinet of
Ministers of Uzbekistan.

Recommendations

Establish Waqf Authority: Establish an Independent Waqf Authority or enhance the
Committee on Religious Affairs with Waqf regulation and management functions to oversee asset
management, ensure Shariah compliance, and enhance transparency.

Adopt Cash Waqf Schemes: Encourage participation from a diverse donor base through
flexible cash waqf schemes to support sustainable social welfare projects.
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Develop a Comprehensive Waqf Law: Create a robust legal framework outlining waqfasset
management and protection, empowering waqf managers, and fostering public confidence.

Promote Public Awareness: Implement campaigns to raise awareness about waqf’s socio-
economic benefits, enhancing public support and participation.

Integrate Corporate Contributions: Motivate corporations to establish waqf funds within
CSR programs, expanding resource pools through incentives.

Develop Targeted Waqf Initiatives: Establish healthcare, education, and MSME support
waqf projects tailored to Uzbekistan’s development needs.

Leverage Digital Platforms: Facilitate online cash waqf contributions to engage a tech-
savvy, younger audience in waqf activities.

Implement Transparent Monitoring Mechanisms: Regularly report waqf fund usage and
impact, building public trust and maximizing waqf resources.

Develop Islamic Capital and Fund Markets: Establish a comprehensive Islamic capital
market framework to provide Sharia-compliant investment opportunities and foster the growth of
Islamic funds. Creating dedicated Islamic fund markets can attract both local and international
investors, allowing waqf funds and other charitable contributions to grow sustainably within
Sharia-compliant investment vehicles.

Strengthen Islamic Finance Expertise: Enhance training programs to develop a skilled
workforce in Islamic finance and wealth management, ensuring that professionals can effectively
manage and expand Islamic capital resources.

Resource Mobilization: Attract investments from [sDB and World Waqf Foundation to
finance waqf projects and create waqf properties.

Conclusion

Uzbekistan can enhance its waqf sector by integrating successful practices from Turkiye,
Malaysia, and Indonesia. Legal reforms, public engagement, and innovative models like cash waqf
can empower Uzbekistan’s waqf institutions to support socio-economic development goals,
fostering economic growth and social welfare through well-governed and widely embraced waqf
initiatives.
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Abstract. This article gives general overview of family-owned business in Uzbekistan as
an emerging type of entrepreneurship. Through a qualitative analysis, it investigates the
development of family-owned businesses in Uzbekistan, focusing on governmental regulations and
policies that have influenced their emergence and growth of family-run businesses in Uzbekistan.
The key findings include the significance of government supports to promote and develop this type
of entrepreneurship in Central Asian country, Uzbekistan. The paper concludes with discussion of
future potential of family businesses in Uzbekistan.

Keywords: family entrepreneurship, Uzbekistan, government, regulatory framework.

Introduction

Tourism and family entrepreneurship are the key contributions of governments’ economy
in not only Uzbekistan but also all around the world. The development of family business in
tourism initially started with some changes in governmental regulations in the government of
Uzbekistan. Based on international world experience, Uzbekistan has chosen its own way of
development based on free democratic pricing system and market laws. Uzbekistan has decided to
manage the market reforms gradually unlike dramatic reforms. Still Uzbekistan is considered a
new sphere for scholars as family entrepreneurship spheres of Uzbekistan has not been researched
yet. The transition from a centrally planned to a market-oriented economy has been a major
challenge for many countries in the post-Soviet era including Uzbekistan to start and develop
family business in many sectors including Uzbekistan. Uzbekistan, like many other former Soviet
republics, has experienced significant changes in its economic structure since the collapse of the
Soviet Union. One of the most notable changes has been the emergence of family-owned
businesses as a new force in the country's economy. The family-owned businesses has been a topic
of interest in the context of Uzbekistan, which has undergone significant economic reforms since
gaining independence in 1991. Previously state-owned firms in Uzbekistan have traditionally been
characterized by bureaucratic and centralized management structures, with little regard for market
forces or competitive pressures. However, since the early 2000s, the Uzbek government has
implemented a series of economic reforms aimed at liberalizing the economy and improving the
performance of state-owned firms. Since then the number of family — owned businesses have
increased notably.

Currently as the government of Uzbekistan has created more opportunities for privatization
in many sectors a new type of management — family-owned business is being emerged in
Uzbekistan. Furthermore, the family-owned businesses are considered one of the new, unsearched
spheres in Uzbekistan, which is very significant for the researchers. Family-owned businesses in
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Uzbekistan have traditionally played an important role in the economy, particularly in the areas of
agriculture and trade and of course mainly in Tourism sphere. Especially small family businesses
usually understand their local culture well. They use this knowledge to give visitors a unique and
real experience. They share local cuisine, traditional ways, and practices. Non-family enterprises
might find this difficult to do. What is more family-run tourism businesses, they tend to be more
flexible in responding to changing market demands and shifts as well as consumer preferences.
This adaptability management skill allows them to quickly adjust services, offerings, and
experiences, staying relevant in the dynamic tourism industry, which experienced much during
Covid-19 pandemic and post-pandemic period due to many changes in Tourism all over the world.

Nowadays as family businesses are very important in Uzbekistan, it has significant
influence on Uzbekistan economy. As Uzbekistan is still in transformation period, private firms or
individuals have owned not all sectors. Especially, most large sectors including transport,
telecommunication and manufacturing are still regulated and owned by a government. However,
the government of Uzbekistan is working on a new policy regarding to minimizing the share of
government in businesses. The economy of Uzbekistan has been influenced a lot during past
decades and most probably, it is going to remain in near future. However, it is planned to reduce
the percentage of the state owned enterprises in Uzbekistan up to 30% by 2021, 65% by 2023 and
75% by 2025 (Dunyo.info May 28, 2021). By reducing the share of the government, it pushes to
have more family enterprises in Uzbekistan. According to May, 2023 there are 47813 registered
family-owned firms in Uzbekistan. These numbers are expected to grow in near future as the
number of state-owned companies are decreasing (https://stat.uz/uz/. 2024).

Family-owned businesses are mostly funded by own finance or by combining family banks.
In Uzbekistan to support family-owned businesses in all spheres, Uzbekistan Government provide
preferential bank loans for business owners with reduced percentage of interest rate and 6-month
period at an interest-free rate. To run family business in Uzbekistan bank loans are provided with
the maximum amount of 300 million sum (according to current currency rate $24000) up to 3 years

including interest-free rate period.
Research objectives:
- To analyze the growth and trends of family-run businesses in Uzbekistan over the past five
years.
- To review some presidential decrees and governmental policies about family-run
businesses
- To assess the effectiveness of the “each family — an entrepreneur” program and its funding
- To evaluate the role of the law “about family businesses” in sustainability and development
of family-run enterprises.
METHODOLOGY
On this study of family entrepreneurship in tourism in Uzbekistan, a qualitative method was
employed to gather some data about family-run businesses in Uzbekistan. To gather exact data, |
contacted to statistics agency to get updated numbers about the research topic and scope.
Moreover, some presidential decrees were reviewed towards the support of family businesses in
Uzbekistan in different sectors and in tourism field. In addition, the number of registered family-
run businesses in Uzbekistan in five years was retrieved from the statistics and provided in results.
The overall registered family-owned business, their distributions according to Uzbekistan regions
is reviewed, and statistical numbers are given. For deeper understanding of the topic some essential
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data are taken from the book “Small and family business: creation and development” by I.LPugach
(2012).

RESULTS

After reviewing and studying the materials, cases, laws and decrees, some information was
retrieved about the family business in Uzbekistan. When comparing enterprises registered in our
republic by organizational and legal form, after limited liability companies (LLC) and private
enterprises, the third place is occupied by family enterprises, which as of June 1, 2023 made up
10.9 percent of the total number of business entities. The periodic changes of this data are
following: The number of enterprises registered in this field in the corresponding periods of the
last five years is as follows (https://stat.uz/uz/. 2024). As 2024 January 1 67 778 businesses are
registered as a family business however 44 935 family companies are functioning
(https://stat.uz/uz/ 2024).

REGISTERED FAMILY-RUN BUSINESSES IN
UZBEKISTAN

2024 Janl

Figure 1. Number of registered family-run businesses in Uzbekistan in five years
(Source: https://stat.uz/uz/)

Below number of functioning family businesses are presented according to 12 regions and
some cities of Uzbekistan. The distribution of family-owned businesses across Uzbekistan shows
a concentration in certain regions, highlighting their regional importance.

Known for its colorful history and varied traditions, Uzbekistan has gone through many
economic changes that shaped its business world. The government's past impact on business
activities is clear, as moving from a controlled to a free market brought big changes to the
government's role in business (Smith, J. Economic reforms and the changing role of the state in
Uzbekistan. Journal of Central Asian Studies. 2010. p. 32-48). Government rules greatly help in
creating a suitable environment for family businesses. New plans, like tax breaks and rule changes
are made to boost the rise of family firms (https://daryo.uz/2019/01/21/0%CA%BBzbekistonda-
oilaviy-tadbirkorlik-qay-darajada-yo%CA%BBlga-qo%CA%BByilgan) in different sections and
industries in Uzbekistan. For example, Government policies have been pivotal in fostering this
growth. Key initiatives include the 2018 presidential decree on the "Each Family — An
Entrepreneur" program, which allocated $200 million in funding to promote family
entrepreneurship. Concessional loans with interest rates as low as 3% per annum have further
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incentivized growth. This program aims to popularize family entrepreneurship, crafts and other
types of business activities, to create conditions for each family to have a stable source of income
and eliminate unemployment (https://daryo.uz/2019/01/21/0%CA%BBzbekistonda-oilaviy-
tadbirkorlik-qay-darajada-yo%CA%BBIlga-qo%CA%BByilgan).

Number family businesses
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Figure 2. Family businesses according to regions of Uzbekistan
(Source: https://stat.uz/uz/)
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Figure 3. Funding plan of “each family - an entrepreneur” program.
(Source: https://stat.uz/uz/)

The Republic of Uzbekistan adopted a law “about family-business” on April 27 in 2012 which
explains the fundamentals of family business improvements in Uzbekistan. This law includes 5
chapters:

1. First chapter is devoted to the fundamentals of small sized family-run enterprises,
strong and weak sides of this type of business.
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2. Second chapter is about studying contracts inside the business with its members.

3. Third chapter includes all information about juridical questions about starting and
registering family businesses.

4. Fourth chapter is devoted to the benefits and payments for the study of the system
of government regulations and small businesses support.

5. The final fifth chapter is devoted to the activities of small family businesses in

conditions of financial difficulties.

Additionally, the 2012 law "About Family Business" has laid the legal foundation for
family enterprises, addressing key aspects like business registration, legal contracts, and
government support mechanisms. This legal framework has been instrumental in formalizing
family businesses and guiding them through financial challenges.

CONCLUSION

The findings of this study highlight the significant role of family entrepreneurship in
shaping the tourism landscape of Samarkand, Uzbekistan. Government support mechanisms play
a crucial role in facilitating the growth and sustainability of these businesses, although further
improvements in accessibility and effectiveness are needed. Moving forward, developing a safe
environment for family entrepreneurship through targeted policies, streamlined regulations, and
enhanced access to finance will be essential for unlocking the full potential of Uzbekistan family-
business sector. By capitalizing on their cultural heritage and collaborative spirit, family-run
businesses can continue to succeed and contribute to the economic and social development of the
region. Family business in Uzbekistan is newly developing sphere and there some lacks as well
which are not here mentioned in this article. However, through governmental supports this sphere
can be developed in near future. In conclusion, Uzbekistan's family-owned businesses have grown
substantially due to government-backed initiatives and legal reforms, positioning them as a crucial
component of the country's economic landscape. The sector's future growth is expected to continue
as more state-owned enterprises are privatized and additional regulatory support is introduced.
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MINTAQADA SANOAT KLASTERLARINI INNOVATSION
RIVOJLANTIRISH MODELLARI

Kadirov San’at Yuldashevich
Urganch davlat universiteti mustaqil izlanuvchisi
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Annotatsiya. Ushbu magolada mintaqada sanoat klasterlarini innovatsion rivojlantirish
zarurligi, mavjud imkoniyatlari, modellari va modellaridan foydalanishning ustuvor yo ‘nalishlari
yoritilgan.

Annomayusn. B cmamve paccmampusaemcsi HeoOXo0UMOCMb UHHOBAYUOHHO20 PA3GUMUS
NPOMBIULIEHHbIX — KIACMEPO8 8  pecuoHe,  CYuwecmsyloujue B03MONCHOCMU, MOOenu U
npuopumemHvle HanPAIeHUs Ux UCNOAb308AHUS.

Abstract. This article highlights the need for innovative development of industrial clusters
in the region, existing opportunities, models and priority areas for using them.

Kalit so‘zlar: mintaqa, klaster, model, innovatsion rivojlanish, sanoat klasterlari,
hamkorlik, texnologiya.

Knrouesnie cnosa: pecuon, knacmep, mooeib, UHHOBAYUOHHOE PA38uUmMue, NPOMbIULLEHHble
Kaacmepwl, KOONepayus, MexHoLo0euu.

Keywords: region, cluster, model, innovative development, industrial clusters, cooperation,
technology.

Klaster yondashuvi mintaqaviy iqgtisodiy rivojlanishni davlat tomonidan umumiy daraja va
muayyan sohalarda boshqarish uchun ko‘p qo‘llaniladigan usul bo‘lib hisoblanadi. Chunki,
innovatsiya sohasida davlat hokimiyati organlari alohida o‘rin tutadi. Ular innovatsiyalar va sanoat
klasterlarini rivojlantirishni qo‘llab-quvvatlashlari kerak. Bu borada mintagada innovatsion-
sanoat klasterlari ishtirokchilari innovatsion va yuqori texnologiyali mahsulotlarni ishlab
chigarishga garatilgan innovatsion ishlanmalarda ishtirok etadilar. Ushbu mahsulotlar mintagada
o‘sish uchun “katalizator” bo‘lib xizmat qilib, iqtisodiyotga investitsiyalarni jalb
qiladi. Mintaqada sanoat klasterlarini innovatsion rivojlantirish uchun modellari zarur bo‘ladi. Bu
borada mintaqaviy klasterlar tarkibi tarmoqlararo aloqalarning rivojlanishi tufayli hududdagi
iqtisodiy faoliyat turiga qaraganda samarali bo‘lib qaraladi. Chunki, tashqi muhitning dinamik
tabiati tufayli mintaqaviy innovatsiyalar va sanoat klasterlarini moslashuvchan davlat boshgaruvi
modelini ishlab chiqishga ehtiyoj mavjud bo‘ladi. Klaster tarkibida moslashuvchan davlat
boshqaruvi modeli klasterni rivojlantirishdagi noaniqlik sharoitida samarali ishlaydi. Mazkur
model vositalar o‘zgarishiga va jarayonning belgilangan maqsadlari algoritmiga asoslanadi. Ya’ni,
mintaqaviy innovatsiyalar va sanoat klasterlarini moslashuvchan davlat boshqaruvi modelining
joriy etilishi innovatsiyalarni rivojlantirish, mintaqa iqtisodiyotining raqobatbardoshligini
oshirish, tarmoqlararo va mintaqalararo hamkorlikni kengaytirish hamda hududda yuqori sifatli
inson kapitalini shakllantirish uchun yetarli shart-sharoit yaratishga imkon beradi [1].

Mintaqada sanoat klasterlarini innovatsion rivojlantirish modellaridan foydalanish uchun
sanoat klasterlarini adaptiv davlat boshqaruvi modelini joriy etish lozim. Bu orqali
innovatsiyalarni rivojlantirish, hudud igtisodiyotining raqobatbardoshligini oshirish, tarmoqlararo
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va hududlararo hamkorlikni kengaytirish, hududda yuqori sifatli inson kapitalini shakllantirish
uchun shart-sharoit yaratiladi. Tadqiqotlarda hududlarning innovatsion klasterlari va mintaqaning
innovatsion rivojlanish ko ‘rsatkichlari tahlil qilinadi. Xususan, unga asosan, sanoat majmuasining
innovatsion faoliyati tayyorgarliksiz amalga oshiriladi va sanoat majmuasining innovatsion
faolligi ko‘rsatkichlari statistik tahlil gilinadi.

Hududiy sanoat majmuasini samarali innovatsion rivojlantirish uchun texnologik bazani
modernizatsiya qilish zarur. Shularga asosan, innovatsion klasterlarga asoslangan hududiy
sanoatni innovatsion rivojlantirish modeli taklif etiladi [2]. Mintaqada sanoat klasterlarini
innovatsion rivojlantirishni asosini klaster unsuri tashkil etib, ushbu unsur bevosita innovatsiya
asosida samarali taraqqiy qilib borishi lozim. Ya’ni, klaster innovatsion faol bo‘lgan
korxonalarning doimiy konsentratsiyalashib borishini anglatadi. Ya’ni, innovatsion faollik, firma
va korxonalar faoliyatlarini innovatsion rivojlanishga yo‘naltirilishini nazarda tutadi [3].
Klasterlar orqali mos mintaganing iqtisodiy tuzilmasini taraqqiy qildirish uchun o‘zaro
hamkorlikda mos innovatsion model yaratiladi. Jumladan, klaster faoliyati modelini yaratish
integratsiyaga yondashuvlar, jumladan, iqtisodiy integratsiya vositalaridan foydalanishni
takomillashtirish uchun yetarli asos yaratadi va mavjud imkoniyatlarni ochadi [4].

Asosly masala bo‘lib innovatsion klasterlarni yaratish sifatida uning orqali iqtisodiy
salohiyatni oshirish rejalari belgilanadi. Unga asosan, mintaqa iqtisodiy hududini boshqarishning
innovatsion klasterlarini shakllantirish asosida iqtisodiy rivojlanishni modellashtirishning uslubiy
vositalari takomillashtiriladi. Buning uchun innovatsion klasterlarni shakllantirishning iqtisodiy-
matematik modelini ishlab chigish va hududiy rivojlanishni prognozlash va rejalashtirishning
uslubiy salohiyatini kengaytirish talab etiladi. Ya’ni, klasterda optimal hududiy joylashuvni
aniqlash va sanoat ishlab chigarishini uzoq muddatli rivojlantirish muammosi shartlarini
belgilaydigan innovatsion klasterni shakllantirish jarayoniga e’tibor garatiladi [5]. Shular orqali
mintaqada klaster tashabbusini samarali amalga oshirish jarayonida yangi tarmoqlarning hududiy
tagsimlanishini optimallashtirishga erishiladi.

Bu bilan mavjud tarmoqlarni rivojlantirish muammolari ko‘rib chiqiladi hamda
innovatsion klasterlarni shakllantirish va rivojlantirishni matematik modellashtirishga
yondashuvlar umumlashtiriladi. Mintagani samarali boshqarish uchun innovatsion klasterini
shakllantirishning iqtisodiy-matematik modeli tuziladi. Shunga asosan, innovatsion klaster
asosida mintaqani iqtisodiy rivojlanishning optimallashtirish muammosi ko‘rib chiqiladi.
Mintaganing iqtisodiy rivojlanishi uchun igtisodiyot tarmoqlarida klasterlar innovatsion siyosatni
ishlab chigish uchun zarur bo‘ladi.

Ya’ni, agrosanoat klasterlari qishloq xo‘jaligi sanoatida innovatsion rivojlanishni
rag‘batlantirishning istigbolli modeli bo‘lib xizmat qiladi [6]. Shunga asosan, hamkorlikdagi sa’y-
harakatlar va umumiy resurslar orqali ushbu klasterlar zamonaviy texnologiyalar, tadqiqot
yutuqlari va barqaror amaliyotni integratsiyalaydi. Ya’'ni, klaster ishtirokchilari o‘rtasida miqyos
va bilim almashish orqali mahsuldorlikni oshirish va bozor raqobatbardoshligini oshirish uchun
qulay mubhit yaratadi.

Darhaqiqat, mintaqada sanoat klasterlarini innovatsion rivojlantirish modellari xilma-xil
bo‘lib, bu bo‘yicha turli yondashuvlar to‘plangan. Ular mintaganing o‘ziga xos sharoitlari,
resurslari va magsadlariga bog‘liq bo‘ladi. Shulardan kelib chiqib, mintaqada sanoat klasterlarini
innovatsion rivojlantirishning quyidagi samarali modellari qo‘llaniladi:
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1) An’anaviy klassik model. Ushbu model geografik jihatdan yaqin joylashgan, bir-biri
bilan bog‘langan kompaniyalar, yetkazib beruvchilar, xizmat ko‘rsatuvchi sub’ektlar, ilmiy-
tadqiqot institutlari va tashkilotlar (masalan, kasb-hunar ta’limi muassasalari va savdo
uyushmalari) guruhiga asoslanadi. Klaster a’zolari o‘rtasida bilim almashinuvi, hamkorlik va
raqobatni rag‘batlantiradi. Bu esa innovatsion g‘oyalar va texnologiyalarning tezroq tarqalishiga
imkon beradi.

2) Innovatsion ekosistema modeli. Ushbu model klaster modelining kengaytirilgan
versiyasi bo‘lib, unda turli manfaatdor tomonlar (startaplar, venchur kapital egalari, davlat
tashkilotlari, universitetlar va boshqalar) o‘rtasida o‘zaro bog‘liqlik va hamkorlikka e’tibor
qaratiladi. Yangi g‘oyalar va texnologiyalarni yaratish va tijoratlashtirish uchun qulay muhit
yaratadi.

3) Texnologik parklar va innovatsion markazlar modeli. Ular yangi texnologiyalarni ishlab
chiqish va tijoratlashtirishga yo ‘naltirilgan maxsus infratuzilma va xizmatlarni taqdim etadi. Ya’ni,
bular startaplar va innovatsion kompaniyalar uchun inkubatsiya, akseleratsiya va moliyalashtirish
dasturlarini taklif etadi.

4) Raqamli model. Axborot-kommunikatsiya texnologiyalaridan foydalangan holda
geografik jihatdan tarqalgan kompaniyalar va tashkilotlarni birlashtiradi. Ragamli platformalar,
katta ma’lumotlar va sun’iy intellekt orqali innovatsiyalarni rag‘batlantiradi.

5) Barqaror rivojlanish modeli. Ekologik toza texnologiyalar, qayta tiklanadigan energiya
va resurslarni tejashga yo‘naltiriladi. Barqaror yechimlarni ishlab chiqish va joriy etishni
rag‘batlantiradi.

Yuqoridagi tahdillarimizdan kelib chiqib, mintaqada sanoat klasterlarini innovatsion
rivojlantirish uchun quyidagi ketma-ketlikka asoslangan modelni shakllantirish zarur, deb
hisoblaymiz (1-rasm):

Mazkur 1-rasmga asosan, mazkur model tarkibida uning ishtirokchilari faol ishtirok
qilishlari talab etiladi. Bu holatda mintagada sanoat klasterlarini innovatsion rivojlantirish uchun
davlat siyosati, infratuzilma, ta’lim va malaka, moliyalashtirish, hamkorlik hamda innovatsion
madaniyat kabi unsurlarni ham hisobga olish lozim. Bu borada muvaffaqiyatli klaster rivojlanishi
uchun doimiy monitoring, baholash va moslashuv muhim ahamiyat kasb etadi.

Xulosa shuki, mintagada sanoat klasterlarini samarali innovatsion rivojlanishi uning mos
modellari va asosiy yo ‘nalishlariga bog‘liq bo‘ladi. Buning uchun innovatsiyalarni modellashtirish
magsadida innovatsion hayot sikli turli bosqichlardan amalga oshirilishi kerak. Bu borada
innovatsion loyihalar tuzilishi ko‘rib chiqiladi, innovatsion loyihalarni tanlash tartibi taklif etiladi
hamda turli magsadlar uchun texnik komplekslar va texnologik faoliyatni modellashtirish uchun
tanlov sxemasi taqdim etiladi.

Dastlab modellashtirishning nazariy jihatlari, so‘ngra esa uning amaliyoti ko‘rib
chigiladi. Shunga asosan, mintaqa iqtisodiyotini rivojlantirish muammolarini hal qilish uchun
innovatsion rivojlanish yo‘liga o‘tish va bilimga asoslangan iqtisodiyotni yaratish zarur, deb
hisoblaymiz. Buning uchun tanlanadigan mintaqaning sanoat korxonalari innovatsion
rivojlantirish modeli yuqori texnologiyali klasterlarni shakllantirish va rivojlantirishda davlat
hokimiyati va sanoat biznesining sa’y-harakatlarini o‘ziga birlashtirishi kerak. Natijada, yangi
mintagaviy innovatsion tizim yaratiladi, optimal innovatsion faoliyatning klaster modelidan
foydalaniladi va innovatsion infratuzilma yaratiladi.
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Davlat, hududiy davlat organlari, davlat sanoat-innovatsion siyosati va davlat
institutlari

Mintaqaviy innovatsion salohiyat va hududiy infratuzilma

Innovatsion sanoat klasterlari Klasterlar rezident korxonalari

Klaster yadrosi tarkibi

1. Viloyatdagi yetakchi korxonalar

2. Ilmiy-tadqiqot va ta’lim tashkilotlari

3. Infratuzilma korxonalari va ilmiy-tadqiqot tashkilotlari
4. Mahsulotni tijoratlashtirish korxonalari

5.Savdo tashkilotlari

Klaster faoliyatini qo ‘llab-quvvatlovchi korxonalar, shu jumladan, servis,
ta’mirlash va kafolat xizmatini tashkil etish

Logistika va innnovatsion mahsulotlarni sotish korxonalari

Faoliyatni nazorat qilish va monitoring qilish

Bozor

I-rasm. Mintaqada sanoat klasterlarini innovatsion rivojlantirish modeli**
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Annotatsiya. Ushbu maqolada tijorat banklarida kreditga layogatlilik darajasini oshirish
zaruriyati va tajribalari yoritilgan hamda ushbu tajribalardan foydalanish imkoniyatlari AQSh
va Rossiya mamlakatlari misolida chuqurroq ko ‘rsatib berilgan.

Annomayun. B cmamve paccmampusaiomcsi HeoOXoOUMOCMb U ONbIM  NOGLIULEHUS
KpeoumocnocoOHoCmu KOMMepYecKux OAHKO8, a Maxdi#ce 803MONCHOCMU UCHONIb308AHUSL IMO20
onvima 6onee noopobro urnocmpupyromes va npumepax CILIA u Poccuu.

Abstract. This article discusses the need and experiences of increasing the level of
creditworthiness in commercial banks, and the possibilities of using these experiences are shown
in more depth using the examples of the USA and Russia.

Kalit sozlar: tijorat banki, kredit, kreditga layoqatlilik, kreditga layoqatlilik darajasi.
tajriba.

Knrouesvle cnoea: xommepueckuil Oauk, Kpeoum, KpeoumocnocoOHOCMb, YPOBeHb
KpeoumocnocoOHOCmu. Onwlm.

Keywords: commercial bank, credit, creditworthiness, level of creditworthiness.
experience.

Kreditga layoqatlilik gqarz beruvchining bahosiga ko‘ra qarz majburiyatlarini bajarmaslik
ehtimoli yoki yangi kredit olishga loyiq o‘Ilchovi bo‘lib xizmat qiladi. Chunki, kredit layoqati
kreditorlarning har ganday yangi kreditni tasdiglashdan oldin ko‘rib chigadigan yangi vazifasi va
yo‘nalishi bo‘lib xizmat qiladi. Ushbu kategoriya tijorat banklariga tegishli eng muhim tushuncha
bo‘lib hisoblanadi.

Tijorat banklarida kreditga layoqatlilik darajasini oshirish muhim ahamiyat kasb etadi. Bu
bo‘yicha turli tadqiqotlar amalga oshirilmoqda. Xususan, ayrim tadqiqotlarda tijorat banklarining
raqobatbardoshligini oshirish bo‘yicha xorijiy tajriba va uni O‘zbekistonda qo‘llash istigbollari
tahlil qilingan [1]. Bu borada xorijda raqobatbardoshlikni oshirish uchun chora-tadbirlarni o‘zida
mujassam etgan kompleks yondashuv qo‘llaniladi. Xususan, omonatchilar va bitimlarning boshqa
ishtirokchilar huquqiy himoyasi, mijozlar pul oqimlari rivojlanishini ta’minlash, qulay soliq
muhiti, biznesning barcha sohalarida bank mahsulotlarini ilgari surish, muddati o‘tgan kreditlar
ulushini kamaytirish, davlat investitsiyalarini jalb qilish bo‘yicha puxta maqsadli marketing
siyosati, iste’molchilar manfaatlarini o‘rganish, bank xizmatlari innovatsiyasini takomillashtirish,
bank sektorini liberallashtirish va hokazo shular tarkibiga kiradi. Ushbu o‘rganish natijalaridan
o‘tish davridagi iqtisodiyotga ega mamlakatlarni rivojlantirish bo‘yicha strategik qarorlar qabul
qilish tizimida foydalanish mumkin.

Barcha rivojlangan davlatlarda bank tizimi iqtisodiyotning boshqa tizimlariga qaraganda
eng kuchli nazorat qilinadigan obyekt bo‘lib hisoblanadi. Bank faoliyati “pul savdosi” bilan
shug‘ullanuvchi boshqga tuzilmalar faoliyatiga nisbatan ko‘proq umumiy xususiyat kasb etadi.

136



MANAGEMENT, MARKETING AND FINANCE

INTERNATIONAL SCIENTIFIC JOURNAL VOLUME 2 ISSUE 2

Banklar mijozlar, tashkilotlar, sanoat va tijorat korxonalari va xususiy shaxslarning himoyasini 0‘z
zimmalariga oladilar va o‘z qarzdorlarining to‘lov qobiliyatini kuzatib boradilar [2].

Tijorat banklarida kreditga layoqatlilik darajasini oshirish yuzasidan biz AQSh va Rossiya
tajribalarini alohida tahlil qildik:

- AQSh tajribasi. AQShda kredit agentliklari kredit byurolari sifatida tanilgan. Bu kredit
tarixi va moliyaviy xatti-harakatlar bilan bog‘liq ma’lumotlarni to‘playdigan va tahlil giladigan
ixtisoslashgan kompaniyalar bo‘lib hisoblanadi. Ushbu tashkilotlar tomonidan mijozlarning
kreditga layoqatlilik daraajasini aniqlash borasida kredit ballari hisoblanadi. Bu holatda kredit
ballari qarz oluvchining kreditni to‘lash tarixi va boshqa omillarni uch xonali ragamga
aylantiradi. Moliya institutlari ushbu ballardan uy ipoteka kreditlari, avtokreditlar, shaxsiy
kreditlar va boshqalar uchun kredit qarorlarini xabardor qilish uchun foydalanadilar. Ammo, kredit
hisobotlari kredit ballarini 0‘z ichiga olmaydi. Lekin, kredit bali o‘sha hisobotlar va kredit ikki xil
mulohazaga asoslanadi. Asosiy kredit hisobot byurolari o‘zlarining kredit ballarini ishlab
chigaradilar. Ammo, ko‘pchilik kreditorlar sigmagan ball deb nomlanuvchi kredit ballari turiga
tayanadilar. Ushbu ball 1950-yilda iste’mol kredit axborot uchun kredit o‘rtasida bozor qurish
uchun tashkil etilgan.

O‘rtacha kredit ballari past bo‘lgan joylarda ish joylari davlat darajasidagi taqiq gabul
qilingandan so‘ng ish tajribasini talab qiladi. Ya’ni, ish beruvchilar ishga qabul qilish to‘g‘risida
qaror qabul qilish uchun kredit ballari ma’lumotlarini boshqa mezonlar bilan almashtirdilar. Bu
esa, qora va yosh ishchilar uchun ish bilan ta’minlashning salbiy natijalariga olib kelishi mumkin.
Biroq, jahon moliyaviy inqirozigacha investitsiya banklari an’anaviy nazorat sohasidan tashqarida
golib, samarali ravishda tartibga solinmagan bank tizimining markaziga aylandi. Investitsion bank
sektori AQSh gimmatli qog‘ozlar va birjalar komissiyasi tomonidan quyidagi yo‘nalishlarda
tartibga solinadi [3]:

- investitsiya bankining sof aktivlari hajmini aniqlash qoidalari va mijozlari bilan
munosabatlarni tartibga solish;

- investitsiya banklarining boshqga bo‘linmalari va o0‘z tarkibida investitsion bank biznesiga
ega bo‘lgan yirik moliya-bank konglomeratlari faoliyatini tartibga solish.

Shuningdek, xazinalarga bo‘lgan yuqori talab AQSh davlat qimmatli qog‘ozlari bo‘yicha
foiz stavkalarining pastligini anglatadi. Bu esa foiz stavkalari biznes kreditlari, iste’mol kreditlari
va talabalarga moliyaviy yordam uchun boshqa barcha foiz stavkalari asosini
ta’minlaydi. Hukumat qarz olishi mumkinligi sababli yangi biznes boshlash, uy yoki mashina sotib
olish yoki o‘qishga borish istagida bo‘lgan amerikaliklar kam qarz olishlari mumkin. Bu yanada
mustahkam iqtisodiyot va yuqori turmush darajasini anglatadi.

Mamlakatda tijorat banklarining investitsiya faoliyatini tartibga solishning zamonaviy
yondashuvlari tahlili shuni ko‘rsatadiki, uni mafkuralashtirish, real iqtisodiyot ehtiyojlarini
hisobga olishni rad etish va tizimli xatolar uchun javobgarlikni pul-kredit organlaridan bozor
ishtirokchilariga o‘tkazish rejalashtirildi. Bu esa AQSh bank tizimining barqaror ishlashiga zarar
yetkazmasdan emas, balki fundamental tartibga solish algoritmlarini muntazam va tubdan qayta
ko‘rib chiqishga majbur qiladi [4]. Shunga asosan, past foiz stavkalari ish o‘rinlari va keng
tarqalgan farovonlikni ta’minlaydigan mustahkam tiklanishni ta’minlash uchun yetarli ema.
Buning uchun mamlakatda uzoq muddatli budjet muammolarini oqilona tarzda hal qilish
kerak. Ammo, mamlakatning kreditga layoqatliligini isrof qilish iqtisodiy muammolarni yanada
murakkablashtiradi.
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- Rossiya tajribasi. Xorijiy banklarning kredit qobiliyatini baholash usullari ko‘p jihatdan
Rossiya banklari tomonidan qo‘llaniladigan usullarga mos keladi. Bu borada Rossiya, Fransiya va
AQShda qarz oluvchilarni baholash unsurlari qo‘llaniladi [5].

Rossiyada korporativ mijozning kreditga layoqatliligini baholash uchun foydalaniladigan
unsurlarni solishtirganda baholash vositalari qo‘llanilishini kuzatish mumkin. Ikkala holatda ham
vositalar yuridik shaxsning moliyaviy holatini baholash va baholash metodologiyasini
shakllantirish uchun ishlatiladi. Kreditga layoqatlilikni baholashdagi farqlar shundan iboratki,
Rossiya banklari kreditga layoqatlilikni baholashda o‘z mijozlarining texnik hujjatlari talablariga
murojaat qilmaydilar. Shuningdek, o‘z tahlillarini o‘tkazish va xulosalarini shakllantirishda
xususiy audit hisobotlariga murojaat qilmaydilar va wular marketing ma’lumotlariga
asoslanmaydilar. Ushbu farqlar Rossiya amaliyotida qarz oluvchining kredit layoqatini baholash
uchun zarur bo‘lgan vaqtni qisqartirishga imkon beradi. Ammo, ushbu vositalardan
foydalanmaslik tahlilni mavjud ma’lumotlarga asoslangan holda ehtiyotkorlik bilan o‘tkazish va
yuridik shaxs moliyaviy holati jihatlarini to‘liq aks ettirish mumkinligini anglatadi.

Hozirgi kunda Rossiya bank tizimi faol rivojlanmoqda. Shu bois, bank faoliyatida xorijiy
tajribadan foydalanish masalasi keng muhokama qilinadi. Jahon amaliyotida qarz oluvchining
kreditga layoqatliligi va moliyaviy to‘lov qobiliyatini baholash muammosini hal qilish uchun
ko‘pgina turli usul va yondashuvlar qo‘llaniladi. Bu borada har bir metodning ijobiy va salbiy
tomonlarini tushunish uchun xorijiy mamlakatlar tajribasini tahlil qilish muhim ahamiyatga ega
[6]. Bu borada moliyaviy sektorda qo‘llaniladigan vositalar magsadi kredit hisobotlari, moliyaviy
hujjatlar, elektron pochta va boshqalardan olingan tegishli ma’lumotlarni qo‘shish orqali ushbu
turdagi kredit modellarini yaxshilashga harakat qilishdan iborat bo‘ladi. Keyinchalik esa,
ma’lumotlar o‘zgartiriladi va moliya institutlarining qaror qabul qilish jarayonlarida keng
foydalaniladi.

Keyingi yillarda Rossiya banklari skoring tizimini qo‘llashdan ko‘ra tahlilning
anderrayting tamoyiliga ko‘proq e’tibor garatadilar. Bu fikr bank mijozlar bilan ishlashda rus va
xorijiy amaliyot o‘rtasidagi fargning mavjud emasligini asoslaydi. Chunki, bir necha yil oldin
aksariyat banklar skoring tizimidan foydalangan holda kreditlar berishgan. Inqiroz davrida bunday
banklar eng ko‘p muddati o‘tgan kreditlarni ko ‘rsatdi va uning texnikasi samarasiz bo‘lib chiqdi.
Bugungi kunda esa kredit tashkilotlari potensial qarz oluvchilar kreditga layoqatliligini hisobga
oladilar. Biznes rivojlanishiga ta’sir qiluvchi ichki va tashqi omillarni tahlil qiladilar. Shu bois,
banklar tomonidan kredit qobiliyatini baholashning yagona metodologiyasiga o‘tish Rossiyada
ushbu segmentni magsadli moliyalashtirish uchun muhim ahamiyat kasb etadi.

Kreditga layoqatlilik muhim ahamiyatga ega. Chunki, bu kredit berish to‘g‘risida qaror
qabul qilish uchun asos bo‘lishi mumkin. Shuningdek, u kredit uchun foiz stavkalari yoki to‘lovlar
kabi ma’lum shartlarni belgilashda rol o‘ynaydi. Qarz oluvchining kredit layoqatini hisobga
oladigan potensial kreditorlar orasida ipoteka yoki avtokredit beruvchilar, kredit karta emitentlari
va kommunal kompaniyalar ham bo‘lishi mumkin. Kreditorlar potensial qarz oluvchi kredit
layoqatini shaxsning moliyaviy odatlarini tasvirlaydigan kredit hisobotlariga kirish orqali
o‘Ichaydilar. Kreditorlar kreditni uzaytirish yoki kreditni tasdiqlash yoki bermaslik to‘g‘risida
qaror qabul qilish uchun to‘lovlar tarixi kabi hisobotlardagi ma’lumotlarni ko‘rib chiqishi
mumkin.

Olib borilgan natijalar shuni ko‘rsatadiki, mamlakatlarda mijozlarning ishonchliligi va
moliyaviy barqarorligi bank risklarini kamaytiradi va bankka yuqori daromad olishga imkon
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beradi. Bank yuqori darajadagi mijozlar bilan shug‘ullanadi. Ular orasida mijozlar ishlab
chigarishni noto‘g‘ri tashkil etish, bozorni noto‘g‘ri o‘rganish yoki noto‘g‘ri tanlangan
strategiya tufayli moliyaviy qiyinchiliklarga duch keladilar. Bu borada mijoz imkoniyatlarini
to‘g‘ri aniqlash va ularning kuchli va zaif tomonlarini tan olish qobiliyati kredit tashkilotlari
uchun muhim vazifa bo‘lib xizmat qiladi. Shu bois, ushbu analitik ko‘rsatkichlar qarz
oluvchining kreditga layoqatliligini xolisona baholash imkonini beradi.

Biroq, moliyaviy koeffitsientlarni tahlil qilish asosida sifat parametrlarini baholash
kerak. Ya’ni, mijozning kredit tarixi, uning bankdagi xizmat muddati, ma’muriyat sifati, uning
yetkazib beruvchilar va mijozlarga bog‘ligligi va kredit xavfsizligini tahlil qilish kerak. Bu
borada kredit agentliklari va banklarning kredit riskini baholash usuli sifatida foydalanuvchi
profilini yaratish uchun moliyaviy vositalarni tahlil qilib boradilar. Bu holatda oylik daromad,
qarzlar va oz aktivlari miqdori kabi ma’lumotlar mijoz kredit profiliga mos kelishini baholash
uchun ishlatiladi.

Xulosa shuki, tijorat banklarida kreditga layogatlilik darajasini oshirish tajribalari barcha
mamlakatlarga o‘ziga xos xususiyatlarga ega bo‘lsa-da, AQSh va Rossiyada bir-biridan farg
giladi. Ushbu ko‘rsatkich olingan va mavjud kreditning migdoriga, mijozlarni banklarga nisbatan
gizigishlarining oshishlariga va mavjud pul summalariga bog‘liq bo‘ladi. Natijada, tijorat banklari
kelajakda gullab-yashnashi va oz nufuzini oshirishi ta’minlanadi. Mavjud tajribalarga asosan,
kreditga layoqatlilikni baholash va risklarni boshqarish siyosati asosida banklar kredit garorlarini
gabul giladilar. Ular kreditni tasdiglashlari, kredit so‘rovini rad etishlari yoki muqobil shartlarni
taklif gilishlari mumkin. Banklar kredit garorlari bilan bog‘lig potensial kredit xavfini baholash
uchun risklarni boshqarish siyosatiga ega bo‘ladilar. Ushbu siyosatlar kreditni tasdiglash bo‘yicha
ko‘rsatmalar va mezonlar, jumladan bajarilishi zarur bo‘lgan aniq xavf chegaralarini belgilaydi.
Bu holatda kreditga layoqatlilikni baholashning aniq jarayoni va mezonlari turli banklarda bir-
biridan farg qilishi mumkin. Unga asosan, banklar me’yoriy talablarga javob berishda kredit
xavfini kamaytirish magsadida rentabellikka bo‘lgan ehtiyojni muvozanatlashtirishga intiladilar.
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Annomayun. Maskyp maxonada xaakapo cmaHOapmiapHuHe KOPXOHALAp2a Maxcoypuil
HCOPULL IMUTUUUOARU ACOCULL MYAMMOLAP 64 YHUHE OKUOAmaapu Keue épumuncan. Xaikapo ea
MULIUL MAOKUKOMIAP acocuod, CMAaHOApMIApHUHe UKMUCOOULl, UNCUMOULL 8a IKOIOSUK
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UKMubOoCaap Kenmupuiub, MyamMmMOHURS HA3APUL 84 AMATUL HCUXAMIAPU YP2AHUT2AH.

Kanum cyznap: xankapo cmaunoapmiap, maxcoypuil Hcoputi Smuud, KOPXOHALAP,
UKMUCOOUTI MABLCUP, IKOLOSUK MALCUP, UHHOBAYUALAD.

Annomauun. B oannoii cmamve noopoOHO paccmampusaomcst 0CHO8Hvle NPooiembl U
nocieocmsusi 0053amenbHO20 HEOPEHUSL MENCOYHAPOOHLIX CMAaHOapmos Ha npeonpusmusx. Ha
OCHOBE MeXCOYHAPOOHBIX U HAYUOHATbHBIX UCCTIe008AHULL NPOAHATUZUPOBAHO UX IKOHOMUUECKOE,
coyuanvhoe u 3Konocuyeckoe eausnue. Kpome moeco, npusedenvl MmHeHUs 3apYOe’CHLIX U
OmMeuecmeeHHbIX YUeHbIX, YUMo NO360JiAem U3y4umy meopemuyecKue u npakmuyeckue acnexkmol
npobnemui.

Knrwoueevie cnosa: mexncoynapoouvle cmanoapmoul,  00A3amenvHoe  8HeOpeHue,
npeonpuamus, IKOHOMU4ecKoe 8030elicmaue, dIKo102udeckoe 8030elcmasue, UHHOBAYUL.

Annotation. This article comprehensively examines the key problems and consequences of
the mandatory implementation of international standards in enterprises. Based on international
and national research, the economic, social, and environmental impacts of standards are analyzed.
Furthermore, quotes from foreign and local scholars are provided to explore both the theoretical
and practical aspects of the issue.

Keywords: international standards, mandatory implementation, enterprises, economic
impact, environmental impact, innovations.

KUupuill

Cyurru  Hwulapga Xajakapo CTaHaapmiap cu(aTrHU TabMMHJIAl Ba  OapKapop
PUBOXKJIAHMIITA SPUIIMII YYYH MYXUM BOcuTa cudaruja KapalMoKaa. XaJlKapo CTaHaapmiap
nyHE OYiinad mnuiad yuKapuil Ba XM3MaT KYpcaTUIl cOXalapHua MyXUM axaMusT KacO 3Tajau.
Vnap MaxcynoT cU(aTHHM SXIIMJIAII, SKOJOTHUK OapKapOpiIMKHM TabMHUHJIAII XaMmJia XajaKapo
0030piapra YUKUII UMKOHHUSTIAPUHM KEHIaMTHPUII y4yH Xu3MaT Kuiaau. bupok, ymoy
CTaHJApPTIApPHUHT KOpXOHAjapra >KOPUM STWIMIIMHUHT MaxOypuil Kuiumb OenruiaHuIu
UKTUCOAMH, XYKYKMH Ba WKTHUMOMH okuOamiapra oiau0 kemagu. YmOy Makojaza MasKyp
Kapa€HHUHT TypJIN KUXATIapH TaxJINI KUIHHAIA.

MAB3YTA OUJ] ATABUETJIAP IIIAPXU

IMoprep ¥y3unmur "Competitive Advantage" acapuiga XaJkapo CTaHIApTIAPHUHT
MKTUCOUI camapaopirKKa TAbCUPHHU TaxJ Il Kuitaau. JKaxoH 6aHku XucoO0oTiIapuia Xaakapo
CTaHJapTJap KMYUK Ba YpTa OM3Hecra KaHjail tabcup KwmmmHu Eputaau. lyaunraek, BMT
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arpog-myxutr npactypu (UNEP) TtomMOHMAaH TakauM STWiraH XxucoOomiapaa ymoy
CTaHJIAPTIAPHUHT SKOJIOTHK OapKapopiuKKa TabCUpH OaxosiaHaau. XEHCOH Ba PeapnoH 3
TaJKUKOTJIapUAa XyCYCHH XaJKapo CTaHJapTIapHUHI O3UK-OBKAT CAaHOATUra TabCUPUHU
Vpranrad. JlyauHr Ba OomIKaizap 3ca O3WK-OBKAT XaB()CU3IWTH Ba OOMIKAPYB TH3UMIIAPHHUHT
KOpXOHaJIap y4yH WKOOUH Xama cajaOuil )kuxaTiapuHy TaxJ Wi KUIrad. MU TaAKuKoTYusIap
3ca V36eKHCTOH MKTHCOAMETHTA XATKapO CTAHAPTIAPHUHT TAhCHPU XaKHIa GaXC IOPUTHIITaH.

TAAKUKOT METOAOJIOTI'UACH

TanKukoTAa XaJIKapo Ba MUUIMK WIMUNA MaKoJjanap, CTAaTUCTUK MAbIIyMOTJIAp Ba SKCIIEPT
MHTEPBBIONApUAaH Qoiganannian. Taxauwn HaTwkallapy Juarpammainap Ba jKajBajljap acocuja
Eputmiian. Ymly Makojada TaxXJ MMM, TaKKOCHAll Ba CYpPOBHOMA YTKAa3WII METO/JIapHaaH
dornananmiau. Taxaunuidi MeToja — MaBXy[d WIMHNA Ba CTAaTUCTHUK MabIyMOTIap acocHuaa
XaJIKapo CTaHJAPTIAPHUHT MKTUCOAUETTA TabCUpPHU ypraHwigu. Takkocnam Mertoauaa — Typiau
JaBiaTiapia Xalkapo CTaHJApPTIapHUHT JKOPHM OSTWIMINM HaTHWXKaJapy COJMIITHPUIIN.
HTEepBBIO Ba CYPOBHOMANA — Y30EKHCTOH KOPXOHANAPH BAKHJLUIAPH OPACHIA XaJIKapo
CTaHJapTIApHUHT aMajiuil TabCUpH OYinua Ypranum yTKa3uiau.

TAXJINJ BA HATU/KAJIAP

Xankapo CTaHAapTIApHUHT MaKOypHil >KOpHW STWIMIIMHUHT IKOOWM Ba canmOuit
TOMOHJIapU Kyduaaruiaapad noopar OYIuIy MyMKHH.

Woxobuit Tomonmapu: Maxcymnor cudaru omamau, Oy 3ca ISO 9001 kabu cranmaptiap
KOopxoHayiapra cugar Ha30paTUHU SXIIUIAll UMKOHUHU Oepaiu.

Xankapo Oo3opiapra KHUpHILI OCOHJIANIAAW, YYHKH CTaHAApTiIapra MOC MaxcyjaoTiap
XaJKapo caBjoja IOKopH Tanmabra sra 0ynaau. DKoJOTHK OapKapOp/IMK TabMHHIJIAHAIA MacaJlaH,
ISO 14001 sxomoruk craHmapTiapu KOpXOHATApHU arpod-MyXuTra ybTHOOp Oepuilra MaxOyp
KUJIaau. DKCIOPT MMKOHHUATIAPU KEHTasid Ba XallKapo CTaHAapriapra MyBO(QHUK MaxcyiaoT
Unuiad YUKapuIl KOPXOHAJApHUHT TalllKK Oo3opiapaa pako0arOapIOUUIUTUHU OMIMPAIH.
XKamustna cudarra 3pTHOOp Kydasnu. Cranpapriapra aMain KWIHII OpKaldd MaxcyloT Ba
Xu3Mariap cCU(PpaTHHUHT AXITUIAHUIIN HCTEBMOIYIIAP YUYH WKOOHi Tabeup Kypcaraau. ATpod-
MYXUTHU Myxo(asza KuIdira xucca Kymuiaa, YUKAHIIApH KaMalTUPHIL Ba pecypciapHu
TeKalll UMKOHHATH a0 Oymaau.

Canbuii oxubarnap KyWugaruiaapHu Y3 uuura onafu: Moivs IOKMHUHT OPTHUIIH, SHHU
KMYUK Ba ypra OM3HEC KOpXOHAIAPH YUyH CepTU(PUKATIAMITUPHIL XapakaTiaph FOKOPH OYIuIIn
MyMKHH. Mocnamum >kapaéHUHUHT KHUHUWHIUTHA, SHHU MaxaUIMi KOpXOHalap Xalakapo
CTaHAapTiapra MOCJIAIIUIIA TEXHOIOTUK Ba XYKYKU KUHUHYMIUKIApra Ayd KeJITUIIH MYMKHH.
Nimmamn kyun Kaiita Tail€pnamn 3apypartd, SbHH CTaHJApTJIAPHH >KOPUM 3TUII >KapaCHHIa
XOJIMMJIAPHU KalTa YKUTHII Tanal 3TUIIa/IH.

HOxopuaaru xonatnap HaTHKacKIa UILIA0 YUKAPHII XapakaTIIapUHUHT OIIUIINTA, KHYUK
Ba ¥pTa KOpXOHAIAP y4yH MOJHUSBUHN IOKHUHT OPTHUIIINTA, KaJApJiap MaIaKaCUHU OIIMPUIII 3apypaTH
KeIu0 YMKHUIIKNTa Ba UIIYIIIAP YU9yH SHTU TanaOnapHUHT Maio OYauimmra onud Kenasim.

V36exncronna Gaonuar KypcaraéTran TagGUpPKOPINK CYOBbEKTIAPH YPTAch A YTKASHITaH
CYpOBHOMara acocaH XaJKapo CTaHJapTJIapHUHI >KOPUN HSTWIMIIM KyHuIaru OKuOaTIapHU
kentupu6d uumkapran (1-kagsam). CypoBHOMaga HUTHpPMagaH OpPTUK OKCHOPT Owuiax
IIYFYIJIAHYBYHM KOPXOHATAP UIITHPOK JTTaH.
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1-scaosan. Taobupxopnuk cydvexkmaapu ypmacuoa ymkazui2an cypoeHomMaza acocan
XanKapo cmanoapmiapuune Hcopuil IMUIUMN KeTMUpUd YuKapaouzan oKuoamaap.

Oxubarnap HoxoOumii Canomit

Maxcynor cudaru

Xankapo 6030pra 4uKumI

DKOJOTHK GapKapOPIUK

MosnusBuii 10K
TeXHOIOTUK MOCIAIIHII
Kanpmapau KalTa

TaI?I'ePpJI:HI

Kyiinaa xankapo CTaHJAPTIIAPHHUHT KOPHUW STWIMIIHWJAAH OJIIMH Ba KEWHWHIM aCOCHM
Kypcatkuwiap Yy3rapuim TtacBupianrad (1l-pacm). [Imarpammana TYpTTa acocHii KaTteropus
OepuiraH:

1. Kopxonanap xapaxartaapu ommmu — CTaHnapriapHy XKOpUM ATHUIIAAH aBBall
Oy kypcatkuu 30% atpoduna Oynran Oyica, craHaapTiap TaTOMK STHiraHnaH keitun 70% ra
eTrad. by aca crangapTiiapra Mociamuil y4yH KopXoHanapra Kymumya capg-xapaxariaap tanad
STUJIMIIUHYA KYypcaTau.

2. IKCMOPT Xa:KMHU — XalKapo CTaHAApTIap XKOpPUMl STHIMAcHUIaH aBBaj SKCIOPT
xaxxmu 50% 6ynran 6yica, ynap Tarouk strirasaan cyHr 80% raua yeran. By aca crannaptinap
MaxaJUIMi MaxCyJOTJIapHH XalKapo ©0030pra UWKApUIl WMKOHUSTIAPUHHU OLIUPHUIIUHU
Kypcaraiu.

3. Numyunap manakacuHuHr ommmu — Jlactina® umrymnapHuHr manakacu 40%
napaxacua Oyiras, JeKHUH CTaHAapTIIap *KOpUH STHIranaaH keiuH 85% raua ycras. by aca suru
tanabriapra xaBo0 OepHUIll y4yH XOJAUMIIAPHUHT KYIIMMYa YKUTHIMIIN Ba MaJaKaCUHU OLIMPHIL
MYXUMJIUTUHU KYypcaTaiu.

4, Ikojioruk 0apkapopauk — CTaHAapTiapHU KOPHUM ATHUIIIAH OJJUH SKOJOTHK
Oapkapopiuk napaxkacu 45% HU TalKWJ KWITaH, JIEKUH ylap XKOpUW STWIraHgaH cyHr Oy
kypcatknu 90% raua Ycran. by oca oskosoruk TanmabIapHUHT Ky4aWTHUpWIMIIKA —Ba
KOPXOHAJIAPHUHT aTpOo(-MyXUTIra YbTUOOPUHHU OLIMPUIL OUIaH OOFIIHUK.
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KopxoHanap DKCMOPT XaXKMu Nwynnap DKONOrMK
XapaxkaTaapu ownm ManakKaCUHUHT 6apKapopvK
ownwmn

o O O O

B CTaHZapTNapHU }KOpUI 3TULWLAAH ONAMH (%)

B CTaHAAPTNAPHU JKOPUIA 3TraHaaH KelnH (%)
1-pacm
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JleMak, Xainkapo CTaHJApTIAPHUHT KOPUHM STUJIMIIN KOPXOHAJIAP Y4yH alpuUM MOJIASABUI
IOKJIQpPHU OIIMPCa XaM, y30K MYIAATIN MCTUKOONIJa SKCIIOPT UMKOHUSATIAPUHUHT KEHIaMHIIIH,
WIIYWIAD MAJIAKACHHUHT OIIMIIM Ba DSKOJOTHK OapKapoOpiuKKa OSpHUINUII KaOW WKoOUi
HaTWXaJapHU Kentupud umkapamu. LllyHuHrnek, knuuk Ba ypra OW3HEC ydyH ymOy >kapaéH
KAWMHYAIMKIIAD TYFIUPUIIM MYMKHH, Iy ca0albmu AaBiaT TOMOHHUIAH KYJU1aO-KyBBaTJIAII
MEXaHU3MJIApH UIUTA0 YMKHIUIIA MaKcara MyBopuK Oyiau.

XVYJIOCA BA TAKJIUDJIAP

XaJKapo CTaHIAPTIAPHUHT MaXOYpWiH >KOpUH STHIMIIM OHp KAaTOp HMKTHCOAWN Ba
VOKTUMOUN MyaMMOJIapHU 0o3ara KelITHpaau, aMMO Y30K MYyIJaTiu HUCTUKOosga y Oapkapop
Tapakkuérra xusmat kunaau. 1y cababnu Kylingaru yopa-taaOupaapHu aMara Ol PHIL TaBCHs
STUIIAJIN:

. Kuuuk 6uzHec yayH cyOcuaus Ba UMTHESIAP KOPUN ITUIL

. Wiy KyduHUHT MaJlakaCHHU OLIMPHII OYiinya acTypiap UIUIa0 YUKHIL

. Xankapo craHgapriapra MOCIAIITHPUII Xapa€HUHU OOCKMUMa-OOCKUY amalira
OLLMPHII

. XyKymMaT Ba XYCYyCHM CEKTOp XaMKOPJWIHAA XalKapo CTaHAAPTIApHHUHT
MOCJIAITYBYaHJIUTUTa OUJ MAaXCyC AAcTypJap UILIa0 YUKUIIT

. Munmuii cTaHgapTIapHU XallKapo Tajadiapra WHTETpars KWIHII Ba MaXaJUTAN
IapoMUTIIapra MOCIAIITHPHIL

. Xankapo CTaHIapTJIapHU S KOPUM OSTHUIN  >Kapa€HHJA MXKTUMOUKM  XUMOS
MEXaHU3MJIAPUHU Ky4au THPHIL

. KopxoHnanapra TeXHMK KyMaK Ba MacjiaxaT Xu3MaTIapuHU KEeHT aUTHPHIILI

. VM HHOBaIIMOH TEXHOJIOTUSJIAPHU KOPUN KUJIUIL OPKAJIM CTAHAAapTJIapra MOCIIAIIHII

XapakaTJapuHU KaMalTUPUII
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POJIb YIIPABJIEHUSA ITPOEKTAMMU B YCIIEXE MAJIOI'O
BU3HECA

Hacuposa Iuépa KOcyd:xkon kuszu
Maructpant rp. MMN-02, TamkeHckuii rocyapcTBEHHBIN S5KOHOMUYECKUNA
YHUBEPCUTET
https://doi.org/10.5281/zenodo0.15035139

Armomauuﬂ. Cmamobs nocesAuena anatusy poju ynpasjienusl npoeKkmamu 6 obecnevenuu
ycnexa manozo OusHeca. B pabome paccmampusaromcs Kirouesvle acnekmsl 3¢Qghekmuenoco
VNpasienus NpoeKmamu, Komopvle CHOCOOCMBYIOmM pocmy U YCMOUYUBOCMU — MATbIX
npeonpuamuti. Ocoboe 6HUMAHUE YOENeHO  BANCHOCMU  NPABUIbHO20  NIAHUPOBAHUS.,
pacnpeodenieHust pecypcos U YHpasieHus PUcCKamu 0s 00CMUNCEHUs NOCMABIEeHHbIX yenell U
obecneuenuss 00120CPOUHOU KOHKYPEHMOCNOCoOHOCcmu. B cmamve makoce amanuzupyromcs
I’lp06ﬂ€/l/lbl U 6bl306bl, C KOmMopsviMU CmMAJIKUearomcs mdajble npe()npuﬂmuﬂ npu 6He0peHuu
NPOEKMHO20 Nno0X00a, U NpeoNazaomcs peKomeHoayuu O0as ux npeodonenus. Bvisoowv
noduepkueaiom, umo ycneutHoe ynpaejleHue NnpoeKkmamu AeJAemcst OOHUM U3 peuarnmux
qbakmopoe, Komopbzﬁ nomocaem majiblimM KOMNAHUAM aaanmupoeambc;z K  U3MEHANOWUMCA
PBIHOYHbIM YCI06UAM U oocmuz2ams C80UX 5M3HeC-L;eJZ€L7.

Abstract. This article is dedicated to analyzing the role of project management in ensuring
the success of small businesses. The paper examines key aspects of effective project management
that contribute to the growth and stability of small enterprises. Special attention is given to the
importance of proper planning, resource allocation, and risk management in achieving set goals
and ensuring long-term competitiveness. The article also discusses the challenges and obstacles
faced by small businesses when implementing a project-based approach and offers
recommendations for overcoming them. The conclusions emphasize that successful project
management is one of the critical factors that help small companies adapt to changing market
conditions and achieve their business objectives.

Knroueevie cnosa: ynpaejienue npoexkmamu, Manwvliil 6u3H€C‘,‘ ycnex 6u3Heca;
njiarupoearnue npoexkmoe, pecypcHoe ynpaejieHue, ynpaejeHue puckamu,
KOHKypeHmOCI’ZOCO6HOCmb,' cmpamecuyecKkoe  ynpdaejleHue, paseumue  Majloco 6M3H€CCI,'
NpPOeKmMHas Memoooi02us; 3pHekmusHocms NPoeKmos, 00J120CPOYHAS YCIMOUYUBOCHTb.

Keywords: project management; small business; business success; project planning;
resource management; risk management; competitiveness; strategic management; small business
development; project methodology; project efficiency; long-term sustainability.

BBenenue: AKmyaJZbHOCI’}’lb memvsl UCCIACAOBAHUSA 3aKIIOYACTCA B TOM, YTO B(b(l)eKTI/IBHOC
YIIPABJIICHUEC ITPOCKTAaMU CTAHOBUTCA KIIFOUCBbBIM Q)aKTOpOM U yeuexa MaJlbIxX HpeﬂHpHﬂTHﬁ. B
YCIOBHUAX OTPAHUYCHHBIX PECYPCOB U BBICOKOM KOHKYPCHIIMN MaJIbIC OM3HECHI JOJIDKHBI OBITh
THOKMMU U aJallTUBHBIMU, YTOOBI YCIICITHO CHPaBJIATBCA € BHCINHHUMU W BHYTPCHHUMU
BbI3OBaMu. YHpaBHCHI/IC IMPpOCKTaMU 1NOMOTaCT MHUHUMHU3BUPOBATH PUCKHU, ONTHUMU3UPOBATH
HCIIOJIb30BAHHUEC PECYPCOB U obecneunBaTh ,Z[OJ'IFOCpO‘-IHLII\/'I POCT KOMITIAHHWU. HccnenoBanue
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JAHHOW TEMBbl BAXKHO Ui pa3pabOTKM MNPAKTUYECKUX PEKOMEHJAllui, HalpaBiICHHBIX Ha
MOBBIIIEHUE KOHKYPEHTOCTIOCOOHOCTH U YCTOWYMBOCTH MAJIBIX MIPEIIPUATHHA.

Llenv cmambu SBASETCS aHAIU3 POJIM YIPaBJIEHUS INPOEKTaMU B JIOCTHKEHUM yCIeXa
MaJIoro OM3Heca, BBISIBICHHE KITFOUEBBIX (DaKTOPOB, CIIOCOOCTBYIOMUX 3(h(HhEeKTUBHOM peann3anun
MIPOEKTOB, OIPENIEICHNE METOJOB M CTPATeTHil, KOTOpPBIE MOMOTAIOT MaJbIM TPEANPHUITUIM
3P PEKTHBHO UCTIONB30BaTh PECYPChl, MUHUMH3HPOBATH PUCKHU M JOCTHTaTh CBOMX OM3HEC-TIeTeH
B YCJIOBHSAX KOHKYPEHTHOH Cpenbl, a TaKKe KPUTHYECKH MPOAHAIM3UPOBATH POJIb M YCIEX
yIpaBieHUs IPOEKTaMU B MaJIOM OW3HEce.

PoJib ¥ 3HAYMMOCTH yNIpaBJIeHHS MPOEKTAMH B MAaJIOM Ou3Hece

VYnpaBiieHue MpoeKTaMy UIpaeT KIIOUEBYIO POJIb B yCIeXe Majoro OM3Heca, Tak Kak OHO
no3BoJisieT A(PQPEKTHBHO JOCTHTaTh IeNeld, MUHUMH3HPOBATh PHCKH W ONTHMH3HPOBATH
WCIIOJIb30BAHME  OTpaHMYEHHBIX pecypcoB. B wuccienoBaHMM  pa3iMyHBIX  aBTOPOB
MOTYEPKUBACTCS, YTO MAJTBIE IPEANPHUATHS, CTAIKHBASCH C YHUKAJIbHBIMH BBI30BAMH, HYKIAIOTCS
B TMOKOCTH U CLIOCOOHOCTH aJIJalTUPOBATHCS K M3MEHEHUSIM, UTO JIeJIaeT yIpaBJeHHe MPOeKTaMu
KPUTHYECKH BKHBIM JIJISI UX PA3BUTHUS U YCTOWIHBOCTH.

I'mOKOCTh M aIaNTUBHOCTH B YIPABICHUH MTPOSKTAMH SBIISTIOTCS] KITFOUEBBIMU aCTICKTaMU,
KOTopble noguepkuBatoT benrrccon u xosuteru (2007). s ycnemHoro yrnpaBieHHs IPOEeKTaMu
HE00X0IMMO aIalTHPOBAThH TPAAUIIMOHHBIE METO/IBI K M3MEHEHUSIM BHEIIHEH CPEeIbl, TAKMM Kak
HEOIPEACIIEHHOCTh W W3MEHsomuecs: TpedoBanus [3]. DTo 0COOCHHO BaXHO TSI MaJibIX
HNPEONpPUATHH, CTAJIKUBAIOLUIUXCS C JWUHAMUYHBIM pPBIHKOM, OBICTPHIMH H3MEHEHHUSMHU B
MOTPEOUTENLCKUX MPEANOYTEHUSAX U HOBBIMU TEXHOJIOTUSAMHU. YMEHHE ObICTPO pearnpoBaTh Ha
W3MEHEHMsI IOMOTaeT MajlbIM KOMMAaHUAM 3()()EKTUBHO CIPABIATHCS C BHI30BAMHM U OCTABATHCS
KOHKYPEHTOCITOCOOHBIMHU.

Komananas padota u >¢dekTuBHASI KOMMYHHUKAIIUS TAKXKE HWIPAlOT BAKHYIO POJIb B
YCIIEIIHOM pealn3aliy POSKTOB. B ManbIX mpeAnpusTUsiX, IJ1e KOMaH bl 3a4acTyt0 HeOOoIbLINE,
BAXHO oOOecreunBaTh YETKYIH0 KOOPJAMHALMIO U B3aUMOJICHCTBHE MEX]y Y4YaCTHHKaMHU.
D¢ pexTuBHAsT KOMMYHUKALUS CHOCOOCTBYET YCTPAHEHUIO HENOpPa3yMEHUH, YCKOpPSAET Ipolecc
IPUHATUS PELICHUH U MO3BOJISET ONEPAaTUBHO pellaTh BOZHUKAIOLIME POOJIEMBI, YTO KPUTUYHO
MpU OTPaHUYEHHBIX pecypcax [4].

VYnpaBieHne puUCKaMM M WCIHOJb30BaHHWE  IPOLIECCHOTO  IMOJXOJAa  IOMOTaroT
MUHUMM3UPOBATH MOTEHLIUAIBHbBIE YIPO3bl, YTO OCOOEHHO Ba)KHO /ISl MalbIX MPEANPUITUHN C
OrpaHUYEHHBIMU pecypcaMU. BEHITCCOH M ero KoJulern MmoJ4epKUBAIOT, YTO CO3JAHUE YETKUX
IpoLenyp ¥ KOHTPOJBbHBIX TOYEK CHOCOOCTBYET AS(PQPEKTHUBHOMY YIIPABJIECHUIO IPOEKTaMH,
MI03BOJISIi KOMIIAHUSAM KOHTPOJIMPOBaTh IPOTPEcC BBIMOJHEHUS 3ajady, pearupoBaTbh Ha
M3MEHEHHMs U MOJIePKUBATh BHICOKUIN YPOBEHb KauecTBa U MPOU3BOIUTEIBHOCTH [3].

I'n6kocTh U CIOCOOHOCTH AAANTUPOBATHCS K U3MEHEHUSM PhIHKA CTAHOBATCS OCOOCHHO
aKTyaJbHBIMH B YCJIOBUSAX SKOHOMUYECKON HECTAaOMIBHOCTH. AJbXaJUKEpH OTMEYaeT, 4To
YCIIEIIHOE YIPaBJICHHE MPOEKTaMHU SIBISETCS OCHOBOM pocTa MalbIX MPEeInpUsTHI, KOTOpbIe
4acTo padOTalOT B YCIOBHUSAX OTPAHUYECHHBIX PECYPCOB U BBICOKON KOHKypeHUuu. Komnanwuu,
KOTOpBIE HCIOJIb3YIOT METObl YIpPaBIEHHs MPOEKTaMHU, CHOCOOHBI ObICTpee pearupoBaTh Ha
M3MEHEHMsI BHEWIHEH cpeabl UM 3(PQPEKTHUBHO paclpenesaTh CBOM PECypChl, YTO [aeT MM
KOHKYPEHTHOE NpeumyniecTso [1].

VYnpaBieHne MpoeKTaMH TaKKe MMEET CTPaTerniyecKkoe 3HaueHUe JJs J0JTOCPOYHOTO
ycrexa Majblx OHM3HECOB. AJbXa/Kepu YTBEPXKIAET, YTO IJIAHUPOBAHUE, MOHUTOPUHT U
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KOHTpPOJIb BBIIIOJIHEHHUS 33/1a4, a TaKXKeE YINPABICHUE KaueCTBOM MU BPEMEHEM CIOCOOCTBYIOT
JOCTIDKEHUIO LeJed M yAy4IIEHHI0 KOHKYPEHTOCHOCOOHOCTHM KoMmanuu. B noarocpounoit
MEPCIEKTHBE YCHEIIHOE YIPaBICHUE MPOESKTaMH MO3BOJISIET MaIoMy OM3HECY CTa0HIN3UPOBATh
CBOIO TO3UIIMIO HAa PhIHKE U 00ECIIEUYNTh YCTOMUMBBIN POCT U pazutue [1].

WHTerpanust pa3iuyHbIX HOJIXOJ0B M METOJOB YIPABIICHUS MHPOEKTAMHU TAKKE HMEET
BAKHOE 3HAUYEHHUE B YCJIOBHUSAX pPAcTyIEHd CIOXKHOCTH W HEONPEAEIEHHOCTH COBPEMEHHBIX
poekToB. KeMn oTMmeuaeT, YTO YCIEUIHOE YIPAaBJIEHUE IPOEKTAMU BO3MOKHO TOJIBKO IPHU
CIOCOOHOCTH MEHEDKEPOB aJaNTHPOBATh TPAAWIMOHHBIE METOJBI C HOBBIMH MOJXOJaMHU U
TeXHoJorusMu. Takol nmoaxox TpedyeT BhICOKON I'MOKOCTH M CIOCOOHOCTH aJalTHUpPOBAThCs Ha
BCEX dTanax MpoeKTa, YTO NOMOTraeT 3p(GEKTUBHO CIPABIATHCS C BOSHUKAIOIINMHU BbI30BaMu [3].

dakTopsl, BJAMAIOLINE HA YCIleX M Heylady yIpaBJeHus IPoeKTaMHi B MaJ1oM Ou3Hece

VYopaBieHue MmpoeKkTamMu B MajoM OW3HECE SIBISETCS CIOXKHBIM IPOLECCOM, KOTOPBIN
3aBUCUT OT MHOXKECTBa (DAKTOPOB, KaK BHYTPEHHHUX, TaK M BHEIIHUX. M3ydeHue paznuyHbIx
aCMeKTOB ATOT0 BOIPOca, MpeAcTaBleHHBIX B paboTtax berno, ['oBpo, @nopunkyisl, TXoHrcases,
Mynnca, beetipmu u lllenxapa, mo3BOISET BBIICTUTH KITIOYEBBIE (PAKTOPHI, KOTOPHIE MOTYT KaK
CIOCOOCTBOBATH yCIEXy MPOEKTOB, TaK M CTATh MPUIMHON X HEyaay.

DaKTOpkI ycnexa:

YnpasiieHue 4yejioBe4eCKUMHU pecypcaMM, Kak OCHOBHON (akTop ycrexa B IPOEKTHOM
yIOpaBJIe€HUH — 3TO TPaMOTHOE YIpaBlIeHHWE YelOBeYeCKUMHU pecypcamu. KommereHTHbIE,
MOTHUBHPOBAaHHBIE W IPABUJIBHO paCHpeNeI€HHbIE COTPYAHUKU SBISIOTCA KIFOYEBBIMHU JUIS
YCIIEIIHOTO 3aBeplIeHHs] MpoekTa. BaxkHo Taike co3naTh 310poByI0 pabouyio arMmocdepy,
MOBBICUTH BOBJICUEHHOCTh COTPYAHHUKOB, OOECIEUUTh 4YETKOE paclpeaeieHre poyied u
OTBETCTBEHHOCTH, a TAK)KE HAIAIUTh KOMaHAHYIO paboTy U B3auMojeicTeue [2].

MMoanepxkka Majoro Ou3Heca, BKIOYas (PUHAHCOBYIO, HMH(POPMAIMOHHYIO,
KOHCYJIFTaTUBHYIO, TE€XHOJOTMYECKYI0O M CETEBYI), MOYKET CYHIECTBEHHO IOBIUATH Ha YCIIEX
npoekra. BakHo, 4TOOBI MpeanpUHUMATENId BOCIHPUHUMAIU MOJICPKKY KakK IOJIE3HYIO H
JNOCTYITHYIO. AJIeKBaTHas MOJJIEP>KKa [TOMOTaeT yIpaBIATh PUCKaMU, OBBIILIATE KOMIIETEHIUU U
YCTOMYMBOCTh OM3HECA, YTO CIIOCOOCTBYET yCIexy MpoeKToB [3].

OO0yuyeHue ¥ pa3BUTHE COTPYAHUKOB U MX HABBIKOB IIOMOTAET MOBBICUTH KAY€CTBO PaOOTHI
U YCIEHIHOCTh MpOoeKkTa. BaxkHO mojiep:kuBaTh KapbepHBIA POCT U OOECreyuBaTb KOMaHIY
HEO0OXOTUMBIMU 3HAHUSAMU JJIs1 pealin3aluu nmpoekra [2].

DakTOopbl HEYIAYM:

HenpasuiibHOe IVIAHMPOBaHHUeE SIBJISIETCS OJHOM U3 INIABHBIX IPUYUH HEYAAYH, A UMEHHO
OTCYTCTBHE YETKOTO U JACTAJIBHOIO IJIaHUpoBaHus. be3 sicHbIX 1eneil, 3a1a4, BpeMEHHbIX paMOK U
pacripeneneHusl pecypcoB TMPOEKT MOXKET CTOJKHYThCS C MHOXXECTBOM MpoOieM, OT
He0O(MHAHCUPOBAHUS JI0 CPHIBOB CPOKOB [5].

HexBaTrka onbiTa ¥ 3HaHMil. Manblii OM3HEC 4acTO CTAJIKUBAETCS C OTPAaHUYEHUSMU B
OTBITHBIX Kaapax. Henocrarok 3HaHM B yIPAaBIE€HUN NTPOEKTAMH MOXKET IIPUBECTH K HEBEPHBIM
peueHusM, Hea(pheKTUBHOMY pactpeieIeHUIO PECYPCOB U HEAOCTATOYHOM OIIEHKe PUCKOB[S].

IIpobieMbl ¢ KOMMYHHKalueHd, HEBO3MOXXHOCTb  HalaauTh  3(PQPEKTUBHYIO
KOMMYHHMKAllI}0 BHYTPM KOMaHAbl M C BHEIIHMMHU IapTHEpAMH MOXET IPUBECTH K
HeJIoOpa3yMeHHsIM, OIIMOKaM U, Kak CJIEJICTBUE, HEy/laue MpoeKkTa. BaxkHo, YTOObI BCe y4aCTHUKU
IIPOEKTa UMEJHU YETKOE TOHMMAaHUE 3aJa4 1 3aj1ad4 [7].
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Henoonenka puCKOB WIM MX UTHOPUPOBAHHE U HEJOCTATOYHOE BHHUMAHHE K MOXKET
NPUBECTH K HEOXKUJAHHBIM MpobOnemaM. I[lmoxoe ympaBieHHEe PHUCKAMHU YacTO CTAHOBUTCS
IIPUYMHOM cpbIBa MpoekTa [5].

Hepeanucruunble oxuaanusi. Korma Manple TpeANpHATHS TEPEOLCHUBAIOT CBOU
BO3MO)XHOCTH WJIM HE YYHUTHIBAIOT PEAIbHBIC OTPAHWYCHHUS, ITO MOXKET NMPUBECTH K IPOBATY
npoekra. Hepeannctuunbie 0)XKUIaHuss OTHOCUTENHHO OIOKETa, CPOKOB HIIM PE3YIBTATOB YaCTO
CTAHOBSTCSI IPUYUHOM pa304apoBaHUi U CPHIBOB [7].

HeonpenesennocTs 1 BHemHue pakTopbl. Maiibie IpeANpUATHS 4aCTO CTAITKHBAIOTCS C
BIIMSIHUEM BHEITHUX (PaKTOPOB, TAKMX KaK M3MEHEHUS B DKOHOMHKE, 3aKOHOJATEIbCTBE MM HA
pBIHKE. DTH HM3MEHEHHsI MOTYT CTaTh NMPUYMHON CpBIBAa MPOEKTAa, €CIM He ObUIa TpOBeIeHA
COOTBETCTBYIOIIasi MOATOTOBKA WJIM HE YUYTEHBI pUCKH [7].

VYopasieHue NpoekTamMu B MajoM Ou3Hece TpeOyeT KOMIUIEKCHOTO MOAXOJa, TAE YCHeX
3aBHCHUT OT TPaMOTHOTO YIPAaBICHUS pECypcaMM, YETKOTO IIAaHUPOBaHUS, S((EKTHBHON
KOMMYHUKAIlMM W CIIOCOOHOCTH aJaNnTUPOBaTbCs K BHEINTHHM HM3MEHEHHsSM. BaxHO co3marh
YCIIOBWSI JUTSI BOBJICYCHHOCTH M MOTHBAIMH COTPYIHHUKOB, 00ECIIEYNBATH TTOCTOSTHHOE 00yICHUE H
pa3BUTHE, a TaKXKe HCIIOIB30BATh JOCTYITHYIO TOIJEPXKKY. B TO ke Bpems, Ui MUHUMH3AIUN
PHUCKOB HEynauu HeoOXOOUMO THIaTeIbHOE IIaHWPOBaHME, BHUMAHUE K PHUCKaM, KOHTPOJb 3a
BBITIOJTHEHUEM 33]1a9 U a/ICKBATHBIC OJKUIaHUS.

3akJiiloueHue: YTpaBleHUE MPOEKTaMH B MAJIOM OM3HECEe MPEACTABISAET COO0M CIOKHBIN
Y MHOTOT'PAHHBIN MPOLIECC, B KOTOPOM YCIIEX 3aBHCUT OT MHOXKECTBA (PAKTOPOB, KAK BHYTPEHHHUX,
Tak W BHeHuX. KiroueBbIMM acmeKkTaMi, CIOCOOCTBYIOIIMMH YCIEIIHOMY 3aBEpIICHUIO
IIPOEKTOB, SBJIAIOTCS T'PaMOTHOE YIPABICHHE YEIOBEYECKMMM pecypcaMu, ajeKBaTHas
NOJJEP)KKa €O CTOPOHBI BHEIIHMX OPraHU3alMii M IOCTOSIHHOE pa3BUTHE COTPYAHUKOB.
KomnereHTHble M  MOTMBMPOBAaHHBIE KOMaH[Ibl, NOJJAEpPKKa B BHJE (UHAHCOBBIX,
MH(GOPMALMOHHBIX M KOHCYJIBTaTUBHBIX PECYPCOB, @ TAKXKE MIPABUIIBHOE paclpe/ieieHue pojiei 1
OTBETCTBEHHOCTH UTPAIOT PELIAIOILYIO POJIb B JOCTHXKEHUH LIeIeH IPOEKTa.

OnHako CyIIeCTBYIOT U HEMaJlble PUCKH, KOTOPbIE MOTYT IIPUBECTH K HEyAaye MPOEKTa B
MaiioM OuszHece. OmuOKM B IUIAHMPOBAHUHM, HEJOCTATOK ONbITA M 3HAHUH, IUIOXas
KOMMYHHKAIHsI, UITHOPUPOBAHUE PUCKOB U HEPEATMCTUYHBIE OXHIAHUS MOTYT CYILECTBEHHO
YXYIIIUTh pe3ynbraThl. Kpome TOro, oTcyrcTBue NOJJIEPKKH CO CTOPOHBI KJIFOUEBBIX
3aUHTEPECOBAHHBIX CTOPOH M BJIMSHUE BHEIIHUX (DAKTOPOB, TAKUX KAK 3KOHOMMYECKHE WIIU
3aKOHOJIaTeJIbHbIE U3MEHEHUs], MOTYT CJIeJIaTh MPOEKT yA3BUMBIM M IPUBECTH K €r0 MPOBAIy.

Takum o0pazom, A JOCTHXKEHUS ycliexa B YIpaBJIEHUM IMPOEKTaMU MajoMy Ou3Hecy
BaXHO YYMTBIBaTh, KaK BHYTPEHHHME, TaK U BHeIIHHUE (akTopbl. KoMIiekcHbI moaxon,
BKJIIOYAIOLUI  TIIATeNbHOE IUIaHUpOBaHME, dS((EeKTUBHOE YOpaBICHHE pPUCKAMU U
KOMMYHHKAIMEeH, a TakKe pa3BUTHE YEIIOBEUECKOTo KaluTalsla, SBISIETCS 3aJ0rOM YCHEUIHOW
peanu3auu NpoeKToB.
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HODIMLARNI MOTIVATSIYA QILISH VA ULARNING ISH
FAOLIYATIGA TA’SIRI: O‘ZBEKISTONDAGI KICHIK VA
O‘RTA BIZNES MISOLIDA

Yuldashev Aziz
Unversity of Bussines and science, Iqtisodiyot yo‘nalishi, magistr
https://doi.org/10.5281/zenodo. 15041015

Anotatsiya. Ushbu magqolada O zbekistondagi kichik va o‘rta biznes korxonalarida
hodimlarni motivatsiya qilish usullari va ularning ish faoliyatiga ta’sirvi tahlil qilinadi.
Motivatsiya tushunchasi, uning moliyaviy va nomoliyaviy turlari, ish unumdorligiga ta’siri
muhokama qilinadi. Shuningdek, O zbekistondagi kichik va o‘rta biznes subyektlarida
uchraydigan asosiy muammolar va ularning yechimlari ko ‘rib chigiladi. Tadgiqot natijalari shuni
ko ‘rsatadiki, samarali motivatsiya strategivalari korxona samaradorligini oshirish, kadrlar
almashinuvini kamaytirish va innovatsiyalarni rivojlantirishga yordam beradi.

Annomayun. B 0annoli cmambe aHATUZUPYIOMC MemoObl MOMUBAYUU COMPYOHUKOS 8
Manom u cpeonem ousnece Yzbexucmana u ux 6ausHue Ha NPoghecCUOHAIbHYIO 0esmelbHOCb.
Paccmampusaromess nonamue momugayuu, eé QuHancosvie u HeQhUHAHCOBLLE BUObL, A MAKJiCE
GIUAHUE HA NPOU3BOOUMENbHOCMb mpyoa. Taxdce 00cyxHcoaromcesi OCHOBHble NpodIeMbl,
BO3HUKAIOWUE 6 MAIOM U CpeOHeM OusHece Y3Oekucmana, u npeonazaromcs 603MONCHbIE
pewenus. Pesynemamul  uccnedosanus nokaswieaiom, umo dgexmuenvie cmpameuu
MoOmueayuu  CnOCoOCMEYIom NOGbIUUEHUIO  IPGeKmueHocmu  npeonpusmusi, — CHUNCEHUIO
meKyyecmu Kaopos u pazeumuio UHHOBAYUL.

Annotation. This article analyzes employee motivation methods in Uzbekistan’s small and
medium-sized businesses and their impact on work performance. The study examines the concept
of motivation, its financial and non-financial types, and its influence on labor productivity.
Additionally, key challenges faced by SMEs in Uzbekistan and possible solutions are discussed.
The research findings indicate that effective motivation strategies help improve business efficiency,
reduce employee turnover, and foster innovation.

Kirish

Har ganday biznesning muvaffaqiyati uning ishchi kuchining samaradorligiga bog‘liq.
Aynigsa, kichik va o‘rta biznes (KO‘B) subyektlari uchun hodimlarning motivatsiyasi asosiy
omillardan biri hisoblanadi. O‘zbekistonda KO‘B iqtisodiyotning muhim sektorlaridan biri bo‘lib,
mamlakat yalpi ichki mahsulotining katta qismini ta’minlaydi. Ushbu maqolada, KO‘B
korxonalarida hodimlarni motivatsiya qilish usullari va ularning ish faoliyatiga ta’siri tahlil
qilinadi.

1. Motivatsiya tushunchasi va uning ahamiyati

Motivatsiya — bu hodimlarni maqsad sari harakat qilishga undovchi ichki va tashqi
omillarning majmuidir. Ish joyida motivatsiya ikki asosiy turga bo‘linadi:

Ichki motivatsiya: Hodimning ishga bo‘lgan qiziqishi, kasbiy o‘sish istagi, 0‘z ishidan
mamnunlik olishi.
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Tashqi motivatsiya: Maosh, mukofot tizimi, lavozim oshirish, ijtimoiy himoya va boshqa
tashqi omillar.

Tadgqiqotlar shuni ko‘rsatadiki, motivatsiyasi yuqori bo‘lgan hodimlar:

Ishda faolroq bo‘lishadi,

Ish unumdorligi ortadi,

Innovatsiyalarga tayyor bo‘lishadi,

Ish joyiga sodiqligi kuchayadi.

2. O‘zbekistondagi kichik va o‘rta biznesning o°ziga xos jihatlari

O‘zbekistonda KO*B so‘nggi yillarda jadal rivojlanib, iqtisodiyotning muhim qismi bo‘lib
bormoqda. Davlat tomonidan qo‘llab-quvvatlash choralari, imtiyozli kreditlar va soliq
yengilliklari natijasida yangi bizneslar paydo bo‘lishi tezlashdi. KO‘B korxonalarida hodimlarni
motivatsiya qilish uchun asosiy e’tibor quyidagi jihatlarga qaratiladi:

Ish sharoitlarini yaxshilash,

Maosh va rag‘batlantirish tizimlarini takomillashtirish,

Malaka oshirish va kasbiy rivojlanish imkoniyatlarini yaratish.

3. Hodimlarni motivatsiya qilish usullari

Kichik va o‘rta biznes subyektlarida motivatsiya strategiyalari yirik korporatsiyalarga
qaraganda biroz farq qiladi. Quyida samarali usullarning tahlili keltirilgan:

3.1. Moliyaviy motivatsiya

Moliyaviy rag‘batlantirish hali ham eng samarali motivatsiya usuli bo‘lib golmogda. Unga
quyidagilar kiradi:

Maoshning raqobatbardosh bo‘lishi: Ishchi kuchi migratsiyasining oldini olish uchun ish
haqi darajasining mehnat bozoridagi o‘rtacha ko‘rsatkichlardan yuqori bo‘lishi kerak.

Mukofot tizimi: Ish natijalariga qarab mukofot puli berish hodimlarni yanada faol ishlashga
undaydi.

Bonus va qo‘shimcha imtiyozlar: Bayram mukofotlari, savdo bonuslari va boshqa
go‘shimcha imtiyozlar ish faoliyatiga ijobiy ta’sir qiladi.

3.2. Nomoliyaviy motivatsiya

Ba’zan hodimlar puldan ko‘ra ko‘proq boshqa omillarga ahamiyat berishadi. Bunga
quyidagilar kiradi:

Ma’naviy rag‘batlantirish: Yaxshi ishlagan hodimlarni omma oldida maqtab, ularning
gadrini oshirish mumkin.

Moslashuvchan ish vaqti: Aynigsa, yosh oilalar uchun bu juda muhim omil hisoblanadi.

Karyera va kasbiy rivojlanish imkoniyatlari: O‘zbekistonda KO‘B korxonalarining
ko‘pchiligi cheklangan miqdordagi boshqaruv darajalariga ega bo‘lsa-da, hodimlarning bilim va
tajribasini oshirishga imkon berish motivatsiyani oshiradi.

3.3. Ish sharoitlarini yaxshilash

Ish joyida qulay muhit yaratish: Xodimlar uchun ergonomik sharoitlar, zamonaviy
texnologiyalar bilan ta’minlash va xavfsizlikni ta’minlash muhimdir.

Jamoaviy muhit va korporativ madaniyat: Yaxshi jamoaviy muhit ishchi motivatsiyasini
oshiradi, mehnat unumdorligini ko ‘taradi.

4. Motivatsiyaning ish faoliyatiga ta’siri

Motivatsiya darajasi yuqori bo‘lgan hodimlar quyidagi natijalarga erishadi:

Ish unumdorligi oshadi: Hodimlar o‘z ishiga mas’uliyat bilan yondashadi.
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Kadrlar almashinuv darajasi pasayadi: Bu esa kichik biznes uchun muhim, chunki tajribali
ishchilarning ketishi biznes rivojiga salbiy ta’sir ko ‘rsatishi mumkin.

Innovatsiyalar va ijodkorlik rivojlanadi: Yangi g‘oyalar va tashabbuslar oshadi.

Mijozlarga xizmat ko‘rsatish yaxshilanadi: Motivatsiyalangan xodim mijozlarga yaxshi
xizmat ko‘rsatadi, bu esa kompaniya imidjini oshiradi.

5. O‘zbekistondagi kichik va o‘rta biznesda motivatsiya bo‘yicha muammolar va ularning
yechimlari

Muammolar:

Ish haqi darajasining pastligi.

Kadrlarning yetishmovchiligi va migratsiyasi.

Rivojlanish va kasbiy o°‘sish imkoniyatlarining cheklanganligi.

Yechimlar:

Ish haqi va rag‘batlantirish tizimlarini yaxshilash.

Korxonalarga innovatsion motivatsiya dasturlarini joriy etish.

Hodimlarning  malakasini  oshirish ~ bo‘yicha  dasturlar  ishlab  chiqish.
Dunyoning turli mamlakatlarida kichik va o‘rta biznes (KO*B) subyektlari ishchi kuchini samarali
boshgarish va motivatsiya qilish bo‘yicha turli strategiyalardan foydalanadi. Quyida AQSh,
Germaniya, Yaponiya va Janubiy Koreya tajribalari tahlil gilinadi.

1. AQSh: Performance-Based Compensation (Natijaga Asoslangan Rag‘batlantirish)

AQShda KO*B korxonalari odatda natijaga asoslangan motivatsiya tizimidan foydalanadi:

Ish haqi va bonus tizimi: Hodimlarning natijalariga qarab, ularga bonuslar yoki aktsiyalar
taklif etiladi.

Moslashuvchan ish grafigi: Masofaviy ishlash, gisman ish kuni kabi variantlar keng
go‘llaniladi.

Kasbiy rivojlanish: Xodimlar malakasini oshirish uchun kompaniyalar trening va kurslar
taklif qiladi.

O‘zbekiston uchun darslar: Natijaga asoslangan rag‘batlantirish tizimini joriy qilish orqali
xodimlarning ish samaradorligini oshirish mumkin.

2. Germaniya: Ijtimoiy Xavfsizlik va Barqaror Ish Mubhiti

Germaniyada kichik va o‘rta biznes xodimlari uchun barqarorlik va ijtimoiy himoya
muhim ahamiyatga ega:

Kafolatlangan ish haqi va ijtimoiy himoya: Mehnat qonunchiligi orqali xodimlarga uzoq
muddatli ish barqarorligi kafolatlanadi.

Korporativ madaniyat va jamoaviy ish: Ko‘p korxonalarda demokratik boshqaruv usuli
qo‘llanilib, xodimlar garor qabul qilish jarayoniga jalb qilinadi.

Ish va hayot muvozanati: Ish soatlari qat’iy belgilangan bo‘lib, xodimlar dam olish vaqtiga
ega bo‘lishadi.

O‘zbekiston uchun darslar: Barqaror ish muhitini yaratish va xodimlarning ijtimoiy
himoyasini kuchaytirish motivatsiyani oshirishga xizmat qiladi.

3. Yaponiya: Uzoq Muddatiy Ishga Sodiglik Madaniyati

Yaponiyada xodimlarning motivatsiyasi korxonalarga bo‘lgan sodiqlik orqali oshiriladi:

“Lifetime Employment” (Uzoq muddatli ish bilan ta’minlash): Xodimlarga doimiy ish
berish orqali ularning kompaniyaga sodiqligi oshiriladi.
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Korporativ ijtimoiy faoliyatlar: Xodimlar uchun jamoaviy tadbirlar, treninglar, sport
musobaqalari uyushtiriladi.

Ichki o‘sish imkoniyatlari: Xodimlar korxona ichida lavozim jihatdan o‘sish imkoniyatiga
ega bo‘ladi.

O‘zbekiston uchun darslar: Xodimlarning kompaniyaga sodiqligini oshirish uchun
ularning kasbiy o°sishini qo‘llab-quvvatlash va jamoaviy mubhit yaratish kerak.

4. Janubiy Koreya: Innovatsiya va Texnologiyadan Foydalanish

Janubiy Koreyada KO‘B sektorida motivatsiya ko‘pincha innovatsion usullarga
asoslangan:

Texnologik qulayliklar: Xodimlarga masofaviy ishlash, elektron boshqaruv tizimlari orqali
ishlash imkoniyati beriladi.

Korporativ imtiyozlar: Kompaniyalar xodimlarga bepul ovqatlanish, transport xarajatlarini
qoplash kabi imtiyozlarni tagdim etadi.

Shaxsiy rivojlanish dasturlari: Xodimlarga o‘z sohasida bilimlarini oshirish uchun
kompaniya hisobidan ta’lim olish imkoniyati beriladi.

O‘zbekiston uchun darslar: Innovatsion boshqaruv tizimlarini joriy qilish va xodimlarga
shaxsiy rivojlanish imkoniyatlarini taqdim etish motivatsiyani oshirishi mumkin.

Xulosa

Kichik va o‘rta biznes muvaffaqiyatining asosiy omillaridan biri hodimlarni samarali
motivatsiya qilishdir. O‘zbekiston misolida ko‘rilsa, moliyaviy va nomoliyaviy motivatsiya
usullari birgalikda qo‘llanganda eng yaxshi natijaga erishish mumkin. Ish haqi, rag‘batlantirish
tizimi, qulay ish sharoitlari va kasbiy rivojlanish imkoniyatlari bilan ta’minlangan hodimlar o‘z
faoliyatida yuqori natijalarga erishadi, bu esa biznesning barqaror o‘sishiga xizmat giladi. Xorijiy
tajribalar shuni ko‘rsatadiki, motivatsiya strategiyalari mamlakatning iqtisodiy, ijtimoiy va
madaniy sharoitlariga bog‘liq bo‘lsa-da, umumiy tamoyillar mavjud:

Natijaga asoslangan rag‘batlantirish (AQSh).

Bargaror mehnat sharoitlari va jamoaviy ish (Germaniya).

Uzoq muddatli sodiglik va jamoaviy tadbirlar (Yaponiya).

Innovatsiyalar va shaxsiy rivojlanish (Janubiy Koreya).

O‘zbekistondagi kichik va o‘rta biznes uchun bu tajribalar asosida quyidagi strategiyalarni
joriy etish tavsiya etiladi:

Xodimlarning mehnat unumdorligini oshirish uchun natijaga asoslangan rag‘batlantirish
tizimini rivojlantirish.

Xodimlarning sodiqligini oshirish uchun ichki o‘sish imkoniyatlarini ta’minlash.

va hayot muvozanatini yaxshilash uchun bargaror ish sharoitlarini yaratish.

Innovatsion texnologiyalarni joriy qilish orqali ish jarayonlarini yengillashtirish.

Bu strategiyalar kichik va o‘rta biznesning samaradorligini oshirishga va hodimlar
motivatsiyasini kuchaytirishga xizmat qiladi.

FOYDALANILGAN ADABIYOTLAR
1. O‘zbekiston Respublikasi Statistika qo‘mitasi hisobotlari.
2. O‘zbekiston KO*B sektoridagi tadgigotlar va ekspert izlanishlari.
3. Xalgaro biznes va menejment bo‘yicha ilmiy maqolalar.
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MMPOBJIEMBI CO3JAHUSI KOPIIOPATUBHOM CUCTEMBbI
YITPABJIEHUSA ITPOEKTAMUA B COEPE MAJIOT'O BU3HECA

Hacuposa /Iuépa KOcy¢:xon ku3u
Maructpant rp. MMN-02, TamkeHCcKHi rocyaapcTBEHHbIH SKOHOMUUECKUM YHUBEPCUTET
https://doi.org/10.5281/zenodo.15041009

Annomavyun. Cmamos nocesauiena anaiusy npodiem co30anus KOpnopamueHou CUcmembl
VIpagneHusi npoekmamu 8 cgpepe mano2o busneca. B ycnosusx cospemeHHbIX IKOHOMUYECKUX
peanuii manvie Npeonpusmusi CMaikugaromces ¢ ps0omM 6bl306068, MAKUX KAK 02PAHUYEHHOCMb
pecypcos, HeoOCmamoK Onvlma 6 YAPAGNeHUU NPOeKmamu U HeoOX00UMOCmb OblCmpPOo20
peazuposanusi Ha U3MEHEeHUsl 8 PLIHOYHOU cumyayuu. B cmamve paccmampugaiomcs Kiiouesvie
acnekmsl, CéA3aHHble C 6HeOpeHueM Ihhekmuenoli cucmemvl YNpasieHus NPOeKmamu, 8KI04aAs
8b100p MEMOO08 U UHCIMPYMEHMO8, NOOX00AUUX OJ1s1 Mano2o buzneca. Ocoboe sHUMaHUE YOeTLeHO
npobnemam adanmayuyu KOpnopamueHvlX CUCIEM YNPasleHUus NPOeKmamu K cneyugpuke mauozo
busHeca, a maxaice peKOMeHOAYUAM No YIYUULeHUIO NPOYECCO8 NIAHUPOBAHUS, KOHMPOTIS U OYEeHKU
npoexmos. B 3akniouenue npeonacaromcs npakmuueckue cosemvl 07 npeonpuHumamenet,
CMpeMAWUXC ONMUMUIUPOBATb YNPABIeHUe NPOEKMAMU HA MA10M NPEOnpUSmMUY U NO8blCUMb
KOHKYDEHMOCNOCOOHOCMb.

Abstract. The article is dedicated to analyzing the issues of creating a corporate project
management system in the small business sector. In the context of modern economic realities, small
enterprises face a number of challenges, such as limited resources, lack of experience in project
management, and the need for quick adaptation to changes in the market situation. The article
examines key aspects related to the implementation of an effective project management system,
including the selection of methods and tools suitable for small businesses. Special attention is
given to the problems of adapting corporate project management systems to the specifics of small
businesses, as well as recommendations for improving planning, control, and evaluation
processes. In conclusion, practical advice is provided for entrepreneurs aiming to optimize project
management in small enterprises and enhance their competitiveness.

Knrouesvle cnosa: xopnopamuenas cucmema ynpasieHus NPOeKmamu, Mauivili OusHec;
YnpagieHue npoekmamu; adanmayusi cCucmem YnpasieHus, Memoosbl YNpagieHus npoeKmamil;
UHCMPYMEHMbL YAPAGIIeHUsT NPOEKmMamu, KOHKYPEHMOCNOCOOHOCIb Mano20 OuzHeca, npoyecc
NIIAHUPOBAHUSA, NPOYECC KOHMPOJISL, OYEHKA NPOEeKmos, ONMUMU3AYUsL YAPAGIEHUsT NPOEeKMAMU;
PUCKU 8 YApABIeHUU NPOeKmamu, cmpame2uu YynpagieHus npoekmami.

Keywords: corporate project management system, small business; project management;
adaptation of management systems, project management methods,; project management tools;
small business competitiveness, planning process, control process, project evaluation; project
management optimization; project management risks,; project management strategies.

BBenenne: AKTyaabHOCTh TEMbI MCCIEOBAHUS 3aKIIOYAETCS B PACTyILEH MOTpeOHOCTH
ManbIX NpeAnpusATHid B 3()(QEeKTUBHBIX MeToJax YNpaBICHHs NPOEKTaMU Ui IOBBIIICHUS
KOHKYPEHTOCIIOCOOHOCTH W aJanTalud K HM3MEHEHHMSM pblHKa. OrpaHu4YeHHbIE Pecypchl U
OTCYTCTBME OIIBITAa B YOPABICHUM NPOEKTaMU CO3AAIOT TPYJHOCTHM NPU BHEIPEHUU
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KOPIIOPATUBHBIX CUCTEM, UTO JIeJIaeT TEMY BaXKHOMU JJIs pa3pabOTKU aaTHPOBAHHBIX PEIICHUH,
CHOCOOCTBYIOIIMX ONITHMH3AINH ITPOLIECCOB ¥ CHIKEHUIO PUCKOB.

Lenv cmamuu SIBASICTCS aHATN3 IPOOJIEM CO3JIaHHSI KOPIIOPATUBHOM CUCTEMBI YIIPABICHHUS
MPOeKTaMu B cepe MaJIoTo OM3HEeca, BBISBUTH OCHOBHBIE TPYTHOCTH, C KOTOPBIMH CTaJIKUBAIOTCS
MaJjible TPEANPHUATHS P BHEIPCHUH TAaKUX CHUCTEM, a TaKXKe MPEUIOKHTh PEKOMEHIAINH 10
ONTHMH3AIMKA TPOIECCOB YIPABICHHUS MPOCKTAMH JUIS TOBBIIICHUS S()(OEKTUBHOCTH W
KOHKYPEHTOCIIOCOOHOCTH MaJIoro Ou3Heca.

[TpoGieMbl co31aHUs KOPIIOPATUBHOM CUCTEMBI YIIPABJICHUS MTPOCKTaMHu B cepe Manoro
On3Heca BKIIOYAIOT HECKOJBKO KITIOUEBBIX (hakTOopoB. OrpaHWYEHHBIE PECYpPChI, TAKUE Kak
(UHAHCOBBIC W YEIIOBEYECKHE, 3aTPYIHSIOT BHEIPCHHE KOMIUICKCHBIX CHCTEM YIIPABJICHHS
npoektaMu. OTCyTCTBHE KBaJU(UIIMPOBAHHBIX CIEIHUAIMCTOB CHIDKAET A(P(HEKTUBHOCTH
BHEJPEHUS TAKUX CHUCTEM, a CONMPOTUBJICHHE U3MEHEHHSIM BHYTPHU KOMITAHUH MOXET 3aME/ITUTh
MpoIiecC X aganTauu [2].

Maeiii 6u3HEC 4acTO CTAIKUBAETCS C HEAOCTATOYHOM CTaHAapTU3AIMEH TTPOIECCOB, UYTO
MeIaeT WHTETPaIi U YHU(DHUKAIIUHU TTOIX0/I0B K yrpaBiieHuIo npoekramu [3]. KopnoparusHbie
CUCTEMBI, MPETHA3HAYCHHBIE JUTSI KPYITHBIX OpTaHW3aIlui, OKA3bIBAIOTCS CIUIIKOM CIIOXKHBIMUA U
TPYIHBIMH JUTS BHEAPEHUS B MAJIBIX KOMITaHUAX. KpoMe Toro, MaioMmy OM3HECY He BCerja XBaraeT
JIOJITOCPOYHOTO CTPATETUYSCKOTO BUJICHUS, YTO IPUBOMT K HECOOTBETCTBHUIO MMPOCKTOB OM3HEC-
nensiM.  BBICOKHE ypOBEHb HEONPENCICHHOCTH W HECTAaOMIBHOCTH Ha PBIHKE 3aTpPYyIHSCT
IUTAHUPOBAHKE U PeaIN3alfIio IPOEKTOB.

Jlnst pemienust ATUX MpoOaeM HE0OXOJAMMO pa3padaThiBaTh TMOKHWE W aJallTUPOBAHHBIC
METO/IbI YIIPABJICHUS MPOEKTaMH, YYUTHIBAIOIIE OTPAHUUEHUSI M1 0COOEHHOCTH MaJloro Ou3Heca.

Tak, k npumepy, AHanbuH B.M. yTBepkaaeT, 4T0 KOHKYPEHTHOE MPEUMYIIECTBO MOKHO
TOCTUYh 4epe3 3(PPeKTUBHOE YIpaBICHHE MPOEKTaMH, KOTOPHIE CIIOCOOCTBYIOT BHEIAPCHHIO
WHHOBAIIMM, YIyYOICHUIO TMPOLECCOB U CO3JAHUI0 YHUKAJIbHBIX MPOIYKTOB. B  Manbix
MPEIIPUITUSIX BaXXHO aJalTUPOBATh MPOEKTHBIN MOJXOJ C YYETOM OTpaHHMUYEHHBIX PECYpCOB U
cnenuduKku OU3HEca, YTO CIOCOOCTBYET MOBBIIICHUIO KOHKYPEHTOCIOCOOHOCTH. YIpaBlieHHE
MIPOEKTaMH IOMOTAET YIYYIIUTh BHYTPEHHHE IPOLECCHI, CHU3UTh 3aTPaThbl U MOBBICUTH THOKOCTb,
YTO 0COOCHHO Ba)KHO B YCJIOBUSX )KECTKOW KOHKYypeHIuH [1].

B cBoro ouepenp, Uepnor JI.B. paccMmarpuBaeT HpoeKTHOE YIpaBICHHE KaK Ba)KHBIN
MHCTPYMEHT Ha Pa3HbIX CTAIUSAX )KM3HEHHOTO LIMKJIA OpraHu3aiuu. B cTajauu cTaHOBIEHUS OHO
MOMOTaeT CTPYKTYpUPOBaTh MW W IUIAHUPOBATH KIIOUEBHIE MPOEKTHL, B CTAaIUH POCTa —
CHUCTEMAaTU3UPOBAThH MPOILIECCH M UCIOIL30BaTh 00JIee CIIOKHBIE METObI YIPABICHUS, B CTAAUH
3pelnoCTd — CTAHOBHUTCS 4YacThi0 KOPIOPATHUBHOM KyIbTYphl, a Ha CTaJuH CHaja WiId
TpaHchopMauu — TOMOTAaeT aJanTHUPOBaThCSl U PECTPYKTYpPUPOBATH OPraHU3alUI0 IS
BOCCTAHOBJICHUSI KOHKYPEHTHBIX NO3ULUN [4].

B3msaaer Turnera R., Ledwith A. u Kelly J. moaguepkuBaior, yTo Majble M CpeiaHHE
MpeanpusTus TpeOyIoT THOKHUX U YIPOIIEHHBIX METOJIOB YIIPaBICHUs MpoeKkTaMu. B oTimyne ot
KpymnHbIX opranu3zanuii, ;s MCII BaxkHa aganTaius METOI0B MO UX PECYPCHBIE OTPAHUYCHUS U
YHHUKaJIbHbIE MOTpeOHOCTH. OHHU aKIEHTHPYIOT BHHMAaHHE Ha BOBJCUEHHH BIAJENbLEB U
KITFOUYEBBIX COTPYIHHUKOB B YIpaBIE€HHWE MPOEKTaMU, YTO IMOBBIMIAET BEPOSITHOCTH YCHEIIHON
peanusanuu NpoeKTos [5].

OTH MOAXOMBI CBSI3aHBI C MPOOIEMaMH CO3JIaHUSI KOPIIOPATUBHON CHUCTEMBI YIIPaBICHHS
MpoeKTaMu B cepe Maioro Ou3Heca, TJe HeoOXOIUMO BHEAPSATH aJalTUPOBAHHBIE MPAKTHKH,
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COOTBETCTBYIOIIME Pa3MepaM KOMIAHUU M €€ BO3MOXKHOCTSAM, 4TOOBI 3(p(heKTUBHO yIPaBIATH
MIPOEKTaMH, OBBIIIATh KOHKYPEHTOCIIOCOOHOCTh U 00€CIIeUnBaTh YCTOMYMBOE Pa3BUTHE.

3akiouenne: B 3akimioueHHe MOXHO OTMETHTh, YTO co3faHue dS((EeKTHBHOU
KOPIIOPaTUBHON CHUCTEMBI YIIPaBJICHUS MIPOEKTaMH B cepe Maioro OM3Heca sSBISIETCS BAXHON U
aKTyaJbHOM 3a1a4eil. Masble MpenpusaTUs CTAIKUBAIOTCS C PAJIOM CIIEHU(PUIECKUX TPYIHOCTEH,
TaKUX KaK OTPaHMYCHHBIE PECYPCHI, OTCYTCTBUE KBATU(HUIIMPOBAHHBIX CIICIIHATUCTOB M BHICOKAs
CTEIEHb HEOIPEICIIEHHOCTHU Ha pblHKE. OIHAKO IPAaBUIIbHBIN MOAX0/ K IPOEKTHOMY YIIPaBJICHHUIO,
YUUTBHIBAIOIIMM  OCOOEHHOCTHM MaJloro OW3HEca, MOXET 3HAYUTENIbHO IIOBBICUTH  €ro
KOHKYPEHTOCIIOCOOHOCTb U aJJalITUBHOCTb.

Wnen, Boickazanasie AnanbuabiM B.U., Uepnoseim J[.B. u uccnenosarensimu Turner R.,
Ledwith A. u Kelly J., moguepkuBaioT HE0OXOJMMOCTb aJalTallMd METOJOB YIPaBICHUS
MPOEKTaMHM TMOJl YCJIOBHUS MalbIX MNpeanpusTuil. O(PeKTuBHOE BHEAPEHHE MPOEKTOB,
OpPUEHTHUPOBAHHBIX HA NHHOBAIIMHM, MOBBIILIEHNE TMOKOCTH U CHUKEHHE 3aTpaTt, CIOCOOCTBYET HE
TOJIbKO YIYUIICHHIO BHYTPEHHUX IIPOLECCOB, HO M IOMOTaeT MajloMy OH3HEecy YCIEIIHO
a/IanTUPOBATHCS K U3MEHEHUSIM Ha PhIHKE.

Takum ob6pazom, g 3PPEKTUBHOTO CO3/aHUS U BHEAPEHUS KOPIOPATUBHBIX CHCTEM
VOpaBJICHUS TMPOEKTaMH MajloMy Ou3Hecy HeoOXoauMo  paspabarbiBaTh THOKHE U
aJlanTUPOBAHHbIE TMOJXOJbl, KOTOpble OYyIyT Yy4YWUTHIBaTh OTpPAaHUYEHUS M CcHelupUYecKHe
MOTPeOHOCTH KOMIAaHUH. DTO MO3BOJIUT ONTUMHU3UPOBATH MPOLIECCH, MUHUMU3UPOBATh PUCKHU U
MOBBICUTh KOHKYPEHTOCIIOCOOHOCTb, YTO ABJISETCS KIHOUOM K YCHEIIHOMY Pa3BUTHIO B YCIOBHSX
COBPEMEHHOTO PBIHKA.
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