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Endi Singapur menejmentni rivojlantirish institutida ham ACCA va IELTS (British
Council tomonidan tashkil etiladigan) imtihonlari o‘tkaziladi.

Joriy yilning 16-fevral kuni Toshkent shahridagi Singapur menejmentni rivojlantirish
institutida TSMRI va "British Council” o‘rtasida hamkorlik va o‘zaro anglashuv memorandumi
imzolandi. TSMRI rektori doktor 1lhom Mamatqulov va "British Council” ning O‘zbekistondagi
direktori Denise Waddingham boshchiligida bo‘lib o‘tgan uchrashuvda TSMRI rasmiy ravishda
IELTS ro‘yxatga olish markazi hamda ACCA va IELTS test hamkoriga aylandi. Bu esa oz navbatida
institut talabalari va xodimlari uchun bir gator imtiyozlarni taqdim etadi. Shuningdek, 2024-yilning
bahoridan boshlab TSMRI kampusida ACCA va IELTS imtihonlarini o‘tkazilishiga kelishildi.

Qayd etish kerakki, hamkorlik memorandumi ta’lim sifatini oshirishda hamda yoshlarni yetuk
kadr qilib yetishtirishda muhim omil ekanligi kelgusida hamkorlikni yangi bosgichga olib chigishga
zamin yaratadi.

*kkkx

On February 16, 2024, a memorandum of cooperation and mutual understanding was signed
between MDIS Tashkent and British Council, Uzbekistan.

MDIS Tashkent officially became an IELTS registration center and an ACCA and IELTS test
partner at a meeting chaired by MDIS Tashkent Rector, Dr. Ilhom Mamatkulov and Ms. Denise
Waddingham, Director of the British Council in Uzbekistan. This, in turn, provides a number of
benefits for the students and employees of the institute. It has also been agreed that ACCA and IELTS
exams will be held on campus from spring 2024. It should be noted that the memorandum of
cooperation is an important factor in improving the quality of education and training young people to
become mature personnel, which creates the basis for bringing cooperation to a new level in the

future.
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UzAuto Motors bilan istigbolli hamkorlik sari

Joriy yilning 20-fevral kuni Toshkent shahridagi Singapur menejmentni rivojlantirish
institutida "UzAuto Motors" ochiq aksiyadorlik jamiyati direktori Bo Inge Andersson bilan uchrashuv
bo‘lib o‘tdi.

Uchrashuvda zamonaviy axborot texnologiyalari sohasida, shuningdek, ta’lim faoliyati
sohasida hamkorlikni yo‘lga go‘yish, O‘zbekistonda axborot jamiyatini yanada rivojlantirish uchun
ustuvor ahamiyatga ega bo‘lgan loyihalarni amalga oshirish muhokama qilindi. Kelgusida
hamkorlikni bosgichma-bosqish yuqori darajalarga olib chigish magsadida turli xil samarali
kelishuvlarga erishildi. Jumladan, tomonlar o‘rtasida to‘g'ridan-to‘g'ri sheriklik munosabatlarini
o‘rnatish, donorlar, grantlarni o‘z ichiga olgan go‘shma loyihalar va talabalar uchun ish tanlash
jarayonida ularning ilmiy salohiyati, bilim darajasi va gobiliyatlaridan kelib chiggan holda ishga

joylashga ko‘maklashish kabi loyihalarni oz ichiga olgan.
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Akademik va baholash innovatsiyalari festivali (UOS Akademik treningi)

Joriy yilning 26-fevral kuni Toshkent shahridagi Singapur menejmentni rivojlantirish
institutida UOS akademik treningi bo‘yicha sertifikatlar o‘z egalariga topshirildi.

Trening xodimlar o‘rtasida akademik yaxlitlikni kuchaytirish, baholashni loyihalash va
amalga oshirish ko‘nikmalarini rivojlantirish, talabalarning muvaffagiyati va o‘quv natijalarini
go‘llab-quvvatlaydigan baholash strategiyasini yaratishga e'tibor garatish kabi mavzularni gamrab
oldi. Shuningdek, trening gatnashchilariga sertifikatlar topshirildi.

*kkk

Academic and Assessment Innovation Festival (UOS Academic Training)

On February 26, 2024, certificates for the academic training of UOS were handed over to its
participants.

The training covered topics such as enhancing academic integrity among staff, developing
assessment design and implementation skills, and focusing on creating assessment strategies that
support student success and learning outcomes.
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TSMRI turizmni rivojlantirish yo‘lida

Joriy yilning 29-fevral kuni Toshkent shahridagi Singapur menejmentni rivojlantirish instituti
vakillari Toshkent viloyatining Parkent tumani 1-ixtisoslashgan davlat umumiy maktabida bo‘lishdi.

Parkent tumanining namunali yuqori sinf o‘quvchilari uchun tashkil etilgan ochiq davra
suhbatida TSMRI vakillari tomonidan institut faoliyati hamda turizm va mehmondo‘stlik sohasi
hagida tagdimot o‘tkazildi. O‘quvchilar ushbu yo‘nalishda o‘zlarini gizigtirgan savollarga javob
olishdi.

Ta’kidalash joizki, tagdimot o‘quvchilar orasida yuqori gizigish uyg'otib kelgusida turizm
salohiyatini yuksaltirish yo‘lida amaliy dastur vazifasini bajarishini gayd etish mumkin.

*kkk

MDIS Tashkent is on the way to developing tourism
On February 29, 2024, representatives of MDIS Tashkent visited the 1st specialised state
general school of the Parkent district of the Tashkent region.

At an open roundtable discussion organized for exemplary high school students of Parkent
district, MDIS Tashkent representatives made a presentation about the activities of the institute and
the field of tourism and hospitality.

It should be noted that the presentation aroused high interest among the students and served
as a practical programme to increase tourism potential in the future.
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KIRISH SO“ZI

Bugungi iqtisodiy rivojlanishning tub zaminida zamonaviy yondashuvlarga asoslagan
menejment, marketing va moliyaviy faoliyat yotadi. Har ganday faoliyatning, avvalo, to‘g‘ri tashkil
etilishi va boshqarilishi, bozor talablariga asoslanishi, shuningdek moliyaviy resurslarning to‘g‘ri
harakatlantirilishi, shubhasiz muvaffagiyatni ta’minlaydi.

Menejment — maxsus boshgarish faoliyati. Menejmentning holati ishlab chigarish
samaradorligi, texnika va texnologiya darajasi hamda ishchi kuchining sifatiga ta’sir ko‘rsatadi.
Menejmentning mazmuni boshgaruv tizimi va boshgaruv obyekti orasidagi o‘zaro munosabat bo‘lib,
uning asosiy vazifasi boshqaruvning zamonaviy usullarini, rahbarlik san’ati sirlarini o‘rganishdan
iborat. Uning asosiy magsadi bozor munosabatlari sharoitida barcha bo‘g‘inlarda ishlay oladigan
yugori malakali boshgaruvchilarni tayyorlashdan iborat.

Marketing — sotuvchi va xaridor o‘rtasidagi mahsulot yoki xizmatlar almashinuvi natijasida
kompaniyaning giymati oshish jarayoniga aytiladi. Marketingning magsadi — yangi mijozlarni
mahsulot, tovar yoki xizmat uchun jalb qilish, ularga yuqori iste’mol sifatini taklif qilib, eski
mijozlarni saglab golgan holda, ularning tinimsiz o‘zgarib turuvchi ehtiyojlarini gondirishdan iborat.
Asosiy vazifasi — har bir bozorni ehtiyojlari va zaruratlarini aniglash, ular orasidan o‘z kompaniyalari
boshqa raqobatchilardan ko‘ra yuqori darajali xizmat ko‘rsata oladiganlarini tanlashdan iborat.

Moliya — markazlashgan va markazlashmagan magsadli pul fondlarini hosil gilish, jamlash,
tagsimlash va gayta tagsimlash yoki ishlatish yuzasidan paydo bo‘ladigan igtisodiy munosabatlardir.
Moliya igtisodiyotning pul sektorida yuzaga keladi va daromadlar asosida yuz beradi. Pul sektori pul
va pulga tenglashtirilgan aktivlarning harakati bo‘lib, buning natijasida pul fondlari vujudga keladi.
Moliya subyekti shu fondlarni yaratish, tagsimlash va ishlatishda ishtirok etuvchilar, ya’ni korxona,
turli xo‘jalik, xonadon, nodavlat jamoat tashkilotlari va davlat idoralaridan iborat. Moliya daromad
hosil gilish va uni sarflashni anglatadi.

“Menagement, Marketing and Finance” (Menejment, Marketing va Moliya) xalqaro ilmiy
jurnalining bunday nomlanishi ham, tabiiy, o‘ziga xos ma’noga ega. Ya’ni, mazkur jurnalda bugungi
kunda nafagat mamlakatimiz iqgtisodiyoti, balki jahon igtisodiyotidagi Menejment, Marketing va
Moliya sohalaridagi muammolar va ularning yechimlariga qaratilgan tavsiyalarning ilmiy
muhokamasiga asoslangan magolalar chop etib boriladi.

Ushbu xalqaro ilmiy jurnal tez fursatlarda ilmiy tadqiqotchilar hamda olimlar e’tiboridan joy
olishiga ishonaman va uning faoliyatiga omad tilayman.

I.A.Mamatkulov,
Toshkent shahridagi Singapur menejmentni
rivojlantirish instituti rektori, i.f.d.




MANAGEMENT, MARKETING AND FINANCE

INTERNATIONAL SCIENTIFIC JOURNAL VOLUME 1 ISSUE 1

3AMOHABHWH TABJUM TU3UMHUHUHT JABJIAT BA /KAMUSAT
PUBOXKUIATU AXAMUATH

MamatkyaoB Uinxom AGaypammnaoBuy
TomkenT maxpugaru CHHTAMyp MEHEKMEHTHU PUBOKIIAHTUPHIIT
UHCTUTYTHU PEKTOPH, U.Q.1I.

https://doi.org/10.5281/zen0d0.10827153

MasbiymMKH, TabJUM Ba TapOusi Macanacu JOMMO JaBjaT Ba KaMHUAT TAPAKKUETUHUHI acOCU
O6ynran. YyHKH MHCOH kaMusTAaru 6apuya MyHocabatiap, alloKaJapHUHT Mapka3zuja typaau. dan-
TEXHHMKA Ba axOOpoTHaru MHKWIOO MHCOH Ba YHUHI WIMHNH-Mabpu(uil CaloOXUATUHU MKTHUMOUI-
UKTUCOANN FOKCATMITMHUHT XaJ KWIyBUYM OMUJINTa ailllaHTUP/IH.

MamakaTuMH3aa oMl TabIUM THU3UMUHHM TyOJaH TaKOMWUIAIITUPUIL, KaJpiap Taiéprain
Ma3MyHUHU 3aMOHaBUH Tanmabnmap acocuja TyOAaH KalTa KYpuO 4YMKHIL, pakoOaTOapioul onui
MabJIyMOTJIM MyTaxacCuciap Talépriam Xamaa COXaHM JKaxOH CTaHJapTiapu Japa)kacujaa
PUBOXKJIAHTHPUIIAA  OJUH  TabJIUM  THU3UMHJA WHHOBAalMOH  (DAONUATHU  OOLIKAPUIIHU
TaKOMWJUTAIITUPUIITa aJIOXKUa 3bTHOOP KapaTUIMOK/IA.

By 6opana acocuii OmnuMm coxanapu 0yiinya 3IeKTPOH TabJIUM pecypciapy MILIIHI TU3UMUHU
SIpaTHILL, )KaXOHHUHT TabJIUM pecypciapura KUpuil Ba 0y HHPpacTpyKTypaHHU TaKOMUJUTAIITHPUIIL,
VKyB jkapa¢HH/1a )KaXOHHUHT Ba MUJUIHH 3JIEKTPOH TabJIUM pecypcliapiaaH ax00poT KOMMYHHUKAIUS
TEXHOJIOTHUsIapu OpKaiu (oiaanaHuil, YKyB IOpTIIapUHU MOJINI-TeXHIUKA 0a3aCHHU Ba TApMOKIH
nH(paTy3WIMaHu PUBOKIIAHTUPULI MyaMMOJIapH OJIMM TabJIMM TU3UMUJA 10J13apOaup.

XycycaH, ycub kena€TraH aBJIOAHMHT OYTyHTHM KyHJAa TabJIUM COXacHAa TAIIKWJI STUJITaH
3aMOHABUU MOJUIMM-TEXHUK OazacuaaH camapanu (oWmaJaHWUIIMHUA TAbMUHJIAII, OJIUH TabJIAM
THU3UMUJATH WYHAIWMIIAp Ba MyTaxaccuciap Oyinua JaBjaT TabduM CTaHIApTIapH, YKYB
nactypiapy, VKyB-METOAMK aIa0METIapHM KaiiTa KYpuO YMKUII Ba TaKOMMWJUIALITHUPHUIIAA
KaTop UIIAp aMajra OMmHpUIMOK/IA.

Xycycan, VY3bekucron PecryGmukacu Ipesmmentn 1llaBkar MupsuéeBuunr — Oummii
Maxuucra iynnaran  MyposkaatHomacuga “bu3  y3  ongumusra  MamulakaTUMHU3a Y UYUHYHU
Peneccanc moiieBopuHu 0apro STHIIACK YIyF MakKcaJHU KYWraH 3KaHMH3, OYHUHT Y4YyH SIHTU
Xopasmuiinap, bepynuiinap, MO6n Cunonmap, Mup3o VYnyrOeknap, Haouit Ba boOypnapHu
TapOusanad Gepaauran MyxuT Ba HIAPOUTIAPHU SIPATUILIUMHU3 KEpaK.

bynna, aBBasio, TabJiuM Ba TapOUSIHM PUBOXKIAHTHPUII, COFJIOM TYpPMYII Tap3UHU Kapop
TONTHPUII, WIM-(paH Ba HHHOBALUSJIAPHUA TapakKKUi STTHUPUII MUJUIMA FOSMHU3HUHT acOCUM
yCcTyHIapu OYnu0 Xu3MaT KWIMIIK JIO3UM. YOy Makcaja iynuaa €nuiapuMmMu3 Y3 ONgura karra
MappajapHu KYHuO, ylapra SpUIIUILIIAPH YUyH KEHI' MMKOHHSATIApP SpATHII Ba Xap TOMOHJIaMa
KyMak Oepuin — GapyamMu3 yuyH 3HT ycTyBop Basuda 6ymumu 3apyp. lynnaruna dapsananapumus
XaIKUMHU3HUHT acpuil Op3y-yMUNIapHHH pyEOra unkapaaurad OyroK Ba Ky IpaTiu Kyura aitnanaam’”,
Jiesl TabKUJUJIaHTaHI!.

Tabkugnam »OU3KH, )KaXOHHUHT PUBOXKIIAHTaH AaBnatinapuaa, xycycan AKII, I'epmanus,
bytok bpuranus, SAnonus, XKanyouit Kopes, CHHranmypHUHT pUBOXKJIAHUII TapoBH OYIMO MHCOH
OMWIMHHM Ky4YaWTHUPUIITra KApaTWUITaH WHBECTHLMSUIAII, S’bHU MHCOH CAJOXUATH TapakKUETH,
XyCyCaH axOJIM TabJIUM JapakaCUHUHT OIIUIIY Ba €1l KaApJIapHUHT MpodeccuoHan Taiéprapiauru
Ounan OenrmnaHaau. MamiakaT Ba MHHTaKaJapHUHT  yCTYBOP HWKTUCOAUN  YCHIIMHU
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TabMUHJIAITHUHT WYJIM 3aMOHaBUU OOCKHMYJAa aiiHaH TabJIUM CHU(DATHHU OIIUPHII COXACHA
TOIWJIA]IH.

Masbnaymku, OyryHrH KyHJIa AyHEHMHT PHUBOXKJIAHTAaH Ba PHBOXKJIAHAETraH JaBjaTiapuia
TaBJIUM Napagurmacu y3rapud 6opmokaa. Ocué TabiuM MOJAEIUra acocaH YKyB jKapa€HU Ha3zapuii
Ounumiap  OepumigaH  OJNMHTaH  OWIMMJIApHH — aMaiuéTAa  KyUlall — KYHUKMaJIapUHU
PUBOMKIIAHTHPUINTA, axOOpOT TEXHOJOTHsUIApU acocuaa Tajmabamapia MYCTaKHI TabJIUM  OJIUII
MaNaKaJapuHH I[IAKIAHTHPHINTA KApAaTHIMOKAA. Y30EKHCTOHJATH HCIOXOTIAp HCTHKOOIH
HadakaT MamJIaKaTIard MaBxkyja Oapya TaxpuOa, aHbaHA Ba KaJpHUATIIAP, OAJIKH WIFOpP XalKapo
XOpKUH Taxkpubagan (oiaaHuIITa XaM acoCIaHTaH.

ByryHru kyH yHHMBepcUTETIapHaa TablIMM HyHanumu Oyiindya OakanaBp Ba Maructpiapra
MOTEHLIMAT W OepyBUYMJIAPHUHT IpodeccroHall Me30HJapura MyBO(QUK amalra OLIWpUiIaéTraH
VKyB, YKyB-yCIyOUil, MWIMHH-TAAKUKOT (AOIUATHHN TAKOMUJUTAIITUPUII OPKAIA axO0pOT-TabIuM
MYXUTHHA PHBOXJIAHTHPHO, TabiauM CcU(ATHHUA OIIUPHIN J0j3apd MacajanapiaH OupuIup.
VYHuBepcureriapaa axO00poT-KOMMYHHMKAIUSl TEXHOJIOTHsUIapu  €pAaaMuja  axOopoT-TabIuM
MYXUTHHMA TAIIKWI OTHIN, Tanadamap XHUCCUETIApWHU MMAKIUIAHTUPHIN TH3UMHU cudaTuaa
WKTUMOUN-MaZaHu#, YKyB, KacOMi Ba WIMMI-TaIKUKOT >Kapa€HIapuHH OWpIamTHPUO, yrapaa
TErHIIUTM KOMITETEHTIUKIAPHU MIAKIDIAHTUPHO, MYyalssH WHAMBHIyal YKYB NACTypu JOUpAacHra
WYHAIITUPAJIA.

Omnuit TabIMM/IA ax0opOT-TabIIUM MYXUTHHA SIPATUIITHUHT MaKkcaIn
TabJIUM Myaccacacuaa coaup oynmaérran 6apua axO0opoT kapaéHIapuHH STHTH TEXHOJIOTHK OOCKHUTa
VYTKa3uIl, Tamabanapra banTapHH VKATHII KapaéHuaa ax00pOT-KOMMYHHKAIIHS
TEXHOJIOTUsIapUiaH (oiAaIaHuIl 3apyp apTIapJaH XUCOOIaHa 1.

V36exucron PecryGmukacu IIpesumentununr 2019 jimn 8 okrsOpmarn 11D-5847-con
dbapMonH GHnaH TacAUKIaHraH “Y36exucTon Pecrny6nukacy omuit TabamM TH3uMuHE 2030 jfirnrada
PUBOXKJIAaHTUPHUII KOHIENIUsACH 3-000MHUHT MKKUHYY Tlaparpaduaa ... pakamiId HKTUCOAUET yUyH
IOKOpH MaJlakajdl MYyXaHIUC-TEXHUK Kajpiap Talépiaml TH3UMMHM TAaIIKWI 3THUIL; 3aMOHaBUN
axOOpOT-KOMMYHHUKAIlMsl ~ TEXHOJIOTUSUIAPY Ba  TabJIMM  TEXHOJOTMSUIAPUHUHI  MyCTaxKaMm
MHTETPALUACUHA TabMHHJAW, Oy Oopaja neiaror KaJgpiapHUHI KacOMM MaxOpaTWHHU Y3IyKCHU3
PUBOXKJIAHTHPUO OOpUII yUyH KYIIMMua LIApPOUTIAp SpaTHUL; TabJIUM XKapaCHJIApUHU paKamiu
TEXHOJIOTUSIAp  acoCHJa  MHIUBUAyAJUIALITUPUII, Maco(paBUil  TabIUMM  XHU3MaTJIIApUHU
pUBOXJIaHTHpHII, BeOUHAp, oHNalH, «blended learningy, «flipped classroom» TexHOJIOTHSATIAPUHU
amManuérra KEeHI XOpPHM 3THII; 3aMOHaBHUH axOOpOT-KOMMYHHUKAIUSl TEXHOJIOTHSIApH acocuzaa
Maco(aBuil TabJIUM JACTypJIapUHM TALIKWIJI 3TUII» KaOM Taj0MpJIapHM amajira OMIMpHII Ky3Ja
TYTHJITaAH.

TapnuM COXAaCMHMHI XO3UPIM PUBOXJIAHUII OOCKMYM YKyB KapaéHMHUHI Oapua
UIITHPOKYWIApU (aonmusTura axOGopoT Ba TENCKOMMYHHMKAlUS TEXHOJIOTUAJIApUHU OMMAaBHH
paBMILa KUPUTHUIL OnitaH TaBcudaaHaay. TabauMHN ax00pOTIAIITHPHUIL YHU TAKOMUJUTIALITHPUILTA
MaxOyp KMJIyBUM acOCHH OoMUIUIapJaH OMpH XMCOOJIaHUO, YHUHT MyXUM BocuTacu — 0y MHTepHeT
TU3MMHUJIa Hallp STWITaH TablIuMra ouj axoopor pecypcnapunup. IIpodeccop-yrkutyBumnap
TOMOHU/IaH YKUTWJIAJUraH (paHIapHUHT HMHTep(haoa NapClIMKIApUHU, 3JEKTPOH YKyB-yciayOuii
MaXMyaJlapuHu €Kd BeO-CaliTiIapyMHM MIIUIA0 YMKUII, OJMHA YKYB MyacCaCaHHMHI aXOOpOT-TabIUM
MYXUTHHH SIPATHUILA aCOCUN OMIIT OYIMO XU3MaT KUJIAIH.

Iy myHocabar OmiaH onuil TabiuMmAa GaonusaT OpUTYBUM YKuTyBumiap Microsoft Office
nacrypnapunad MS Word, MS Excel, MS Power Point, MS Access, amanuii nactypnapaan AutoPlay
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media studio 8, Adobe Flash, Macromedia dreamweaver, BeO-caliTiIapHH sipaTHIITa MY KaJUTaHT aH
nacrypnapaan HTML, TurboSite, WordPress, Joomla Ba Oomka mactypnapman ¢oiinananu0
ANIEKTPOH axOOpOT-TahJIUM peCcypclapuHd Ba BeO-calTiapHu wWNUIad YUKHIUIAPH — Xamja
tanabanapra GanmapHu YKUTHII kapaéHuaa Goitaranud, ax00pOT-TabJIUM MYXUTHHH SPATHIILIAPU
MYMKHH.

[Tpodeccop-yKuTyBUnMIap TOMOHUIAH axOOPOT-TAbJIUM MYXWUTHHH JIOMHXalalga KyHumarua
TaMOWMIIIapra pros KWIMIIIApU MaKcaara MyBodukaup. Macanas:

Ky MyXUTJIWIAK — aXOOpOTJIapHH KaiTa WMIUIAII, CAaKJall, Y3aTHII Ba HAMOWHIN KHJIHMIIAA
KOMIIBIOTEpP TEXHOJIOTHSUIAPUTa MOCIANIyBYM MaTHJAp, OBO3, BHJEO, TpaguK TacBUp Ba
AHMMalMSUTApHU Talépiiant;

y3rapyBUaHIIMK — Tajabanapra MyCTaKWi paBUIIIA TABIUM OJMII WYHATWUIIUHU TaHIIaIl
UMKOHHMSTHHH SIPATHIIL;

MOCJIallyBUaHJIMK — TajalanapHu Kenrycu kacOui (aonusrtra taiépnamiia 3apyp Oyiran
ax0opoT-YKyB MaTepuaUIapUHH OSTKAa3uO Oepulll Ba JIIEKTPOH axOOpOT-TabJIUM PECYPCHHUHT
MyaiisiH ()aH MPEIMETHHUHT Y3HUra X0C XyCyCHSATIApUTa MOCIUTUHU TabMIHJIAIII;

Kyn QoiganaHyBUaHIMK — Tanalanapra HcTaiaral »oijnaH WHTepHET TapMOFU OpKaiu
ax0OpOT-TabJIUM MYXHTH TapKHOWH KUCMIIApUTa KUPUIITHH TabMUHJIANI Ba DJIEKTPOH axOopoT-
TabJIUM pecypcliapuaaH KeHT Ba OYHK (oiiTananum,

caMapaiopiiiK — MYXUT OOBEKTIapWHU KUAWPHII Ba Yy3aTHII BaKTUHH KaMaWTHUPHIILL,
TEXHOJIOTHSUIAP MHBAPHAHTIMTH OpKAJIM KYyIIMMYa WIIIOB OepuiMaciaH 3aMOHaBHH ax0opoT
MaxCyJIOTIapH Aapaskacy/ia UILiamra Tanép OYIii UMKOH OepauraH TeXHOJIOTHsI Y3rapuIliv Ba X.K.

[Ipodeccop-yKkuTyBUMIap TOMOHHJIAH 3aMOHABUH axOOpOT TEXHOJOTHSJIAPH acoChja
ax0OpOT-TAbJIUM MYXHTHHH SPATUII TAbIUM KapaéHUHUHT I0OKOPU MKTHCOAWN caMapaaopiIUTHHH,
MOCTIAITyBYAHJIUTHHA, DJIEKTPOH axOOpOT-TablMM pecypciapAaH KeHT (OoWJaaHHWITHH Ba
VKUTHITHUHT aHbaHABUH MAKIUIAPU KMKOHHSITIAPUHIHT CE3MIapIIN lapaxkaia KeHrauIHHA Xam1a
TaBJIMMHUHT SIHTH caMapaiy NIAKIUTAPHHA UILIa0 YNKUATIT MIMKOHUSITIAPUHH SPaTaId.

HlyHuHTIEK, OJHMI TablUMAa axOOpOT-TahJIMM MYXUTHHU SIPATUIIHUHT OWp KaH4Ya
a3LTMKIapH Ba KAMYIIIMKIAPUHH TAbKHUTA0 YTHIN KO3, YHUHT ad3ayutiKiiapu:

VKyB nactypuaard (QannapHuHr Oupukmacu cudatuga axOopoT-TabIUM MYXUTHHU
JIOWMXaJaml Ba SPaTHITHHHT COIIATUTH;

VKyB jKapaéHUHM HUCOATaH COMIA TAIIKHII STHIIL;

TypiH XWI TabJIUM TAaOIKWIOTIAPW TOMOHHJAH TaWEpiaHraH, CTaHIAPTIAIITHPWITaH
Kypcnapaa ¢oiifananunn Ba 6omkanap.

Kamunnmuknapu 3ca:

(dannapapo anokagapHU Y3 MUUTA OJaJuraH Ba (aHHHUHT anoxuaa OynumiapuHu O6aradcu,
YyKypJIallTHPAJIUTaH KYIIUM4Ya YKyB MaTepHalapura acoClaHTaH Ba YHH Oup-Oupura OOFIHK
OyJiMaraH MOAyJUIap TU3MMHU KYPUHHUIIKAJA TaKAUM STHIITA XapakaT KHJIAJUTaH TabJIUM JTacTypu
JOUpACUIark OMIIMMITAP TU3UMUHUHT SIXJUTIMTH YPTAaCHIard HOMYBO(DUKITHK;

Mya/UTM(HUHT 0OBEKTUBIIMIY HYKTaW Ha3apuaH TabJIMMUN KypCIIapHU Tal€piiall sxapaéHuia
UINTHPOK JTTaH IIeBara Xoc aramaliapH;

¢dan Oyiinya OMIMMIIAPHU UYYKYpJAIITUPHUII Y4yH KyIMIMMYa axOopoT MaHOalapuHU H3Jall
3apypUsTH;

YKYB MaTepUATMHH UIPOK ATHUIIJIA TUBUMITHIIHMK, SIXJTUTIMIMKHAHT Ba MOJTYJUTAPHUHT KYTUTUTH

YMYyMJIALITHPHILTA XUCCa KYIIMACIINUTH;
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VKyB gactypuia cabad Ba okuOaT MmyHocabaTIapu MAaHTHFUHUHT WYKIIUTH,

KEHI' KAMpOBJIM MyTaxacCHCIApHU Tau€piaimra MHYHAITUPWITAaH TabJIMM THU3UMHUra
MOCJIaUINII ATl KHHMHYWINKIIAD;

VKyB JKapaHW, WIMHHA Ba WIMHH-TIEIarOrMK MakKTaOJapHUHT aHbaHAJTApU YpTacuiaaru
TaoBYT Ba OOIIKANIApIaH TAIIKWII TOMA/IH.
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The difference in viewership between different gender in sports is a multifaceted issue that
involves various contributing factors. Despite efforts to increase the popularity of women's sports,
men's sports continue to attract larger audiences. This can be attributed to historical and cultural
factors that have traditionally favored men's sports in terms of attention and resources. Moreover,
disparities in physical abilities and performance levels between male and female athletes can lead to
variations in the pace and intensity of the games. Additionally, media coverage, marketing strategies,
and sponsorship opportunities predominantly focus on men's sports, reinforcing the cycle of male-
dominated viewership. Nevertheless, there is optimism regarding the potential to enhance the
popularity of women's sports through increased investment, promotion, and a shift in societal
attitudes towards gender and athleticism. This paper aims to explore the existing factors that
significantly contribute to the disparities between men and women in the sports industry. The review
will delve into the historical and cultural context of gender inequality in sports, analyze the media’s
role in promoting male-dominated sports, and examine the biological and social factors that
contribute to the perception of male superiority in sports. Through the examination of various
research studies and surveys, the goal is to gain a deeper understanding of these factors and work
towards bridging the existing gaps.

Keywords: Gender, media, stereotypes, inequality, athletes, sports

Introduction

Sports have always been a popular source of entertainment and leisure activities worldwide.
Whether it's basketball, football, cricket, rugby, tennis, or swimming, sports have captivated people
of all ages and genders. Both men's and women's sports encompass various athletic competitions
specifically designed for athletes, including team sports like soccer, basketball, and relay races, also
individual sports example wrestling, swimming, and weightlifting. Athletes from both genders have
gained recognition, shattered records, and achieved success across a wide range of sports, showcasing
their skill, athleticism, and dedication. However, when it comes to viewership, men's sports have
traditionally attracted larger audiences compared to women's sports. Several factors contribute to this
discrepancy. One significant reason is the historical and cultural context surrounding sports. Gender
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inequality in sports has been a persistent and complex issue. Despite the significant progress made in
terms of visibility, funding, and fan base for women's sports, men's sports continue to dominate the
global sporting industry. Throughout history, men have been associated with physical strength and
dominance, and sports have provided a platform for men to exhibit their physical prowess. This
cultural context has created a perception that men's sports are more exciting and competitive than
women's sports. Nevertheless, there is a gradual shift occurring with increased attention being given
to women's sports and the creation of more opportunities for female athletes to showcase their talents.
It is now our responsibility as fans, media outlets, and stakeholders to support and promote women's
sports, fostering a more equitable and inclusive sporting landscape. By actively working towards
breaking down barriers and providing equal opportunities, we can help bridge the gap and create a
more balanced representation of athletes across genders in the sporting world.

Cultural norms and societal expectations

Numerous studies and research have examined the reasons behind the higher viewership of
men's sports in comparison to women's sports. The disparity and inequality in women's sports leagues
and events can be attributed to several potential factors. One of the primary contributors to this
unfairness is cultural norms and societal expectations. Senne (2016) suggests that women continue to
face scrutiny and stereotyping due to social norms that define them as fragile, less capable, and
passive. Additionally, sports have traditionally been associated with masculinity, leading to a
perception that women are encroaching upon male domains. In certain communities, such as in
Myanmar, there may be disapproval of women participating in sports while it is seen as positive for
boys (Thein, 2015). Yu et al. (2017) found that girls in China, Shanghai, engaging in certain sports,
like soccer, were considered to be deviating from femininity. Senne (2016) further notes that sporting
norms and traditions reinforce notions of dominant masculinity, leaving women with limited roles in
co-ed sports or segregated women's teams, which can discourage female participation. Societal
expectations play a significant role in shaping women's involvement in sports across different
countries. There are specific gender roles that may deem certain sports inappropriate for women.
Women are often assigned specific societal roles that do not align well with sports, resulting in their
underrepresentation in many levels of the sports industry. According to Gender Differences in Sports
(2021), societal expectations make women less likely to participate in sports and they tend to face
more challenges when they do, leading to lower retention rates. It is particularly concerning that
female coaches are underrepresented in coaching education programs, leaving girls and women with
predominantly male role models in sports. The lack of confident and strong female athletic models
contributes to the issue. While male athletes are plentiful, girls are exposed to societal beauty
standards that may not align with athletic pursuits. Overall, societal expectations, cultural norms, and
the reinforcement of traditional gender roles contribute to the disparity and underrepresentation of
women in sports. Addressing these issues requires challenging stereotypes, promoting gender
equality, providing more opportunities for female athletes, and increasing the visibility of successful
women in sports to serve as role models.

Physical and biological differences

Although physical differences exist between men and women, it does not imply that men are
inherently superior to women in sports. From a biological standpoint, men generally possess larger
size and greater strength than women, which can pose challenges for women competing against men
in sports that emphasize physicality and aggression, such as high-speed collisions and powerful
dunks. This can make men's sports appear more thrilling and impressive to fans, particularly those
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who value physical strength and athleticism. The gender gap in sports, while narrowing, persists due
to a combination of biological differences affecting performance and socio-political factors that
hinder full female participation in various sports worldwide (Capranica et al., 2013). Coleman and
Shreve (2018) suggest that one reason men and boys tend to outperform professional female athletes
is due to testosterone levels. Testosterone levels produced by the female body, without
androgenisation, are not competitive against males, defined here as athletes with testes and
testosterone levels in the male range. These differences usually provide men with a competitive upper
hand in sports. Factors such as longer and larger bones and a higher muscle mass-to-body weight
ratio give men a clear mechanical edge over female athletes (Latham, 2018). TABLE 1 compares the
best results of boys under 18 to professional female athletes.

However, Sousa et al. (2019) conducted a study highlighting physical attributes that allow
women to excel in longer distances or colder environments. Women tend to have a higher body fat
accumulation and greater efficiency in utilizing fat oxidation for endurance performance, which can
be advantageous in longer events (Pro Sports, 2022). Additionally, Latham (2018) mentions that
female athletes are better than at converting glycogen to energy, a secondary fuel source used when
glucose levels drops. This is why female athletes excel in ultra-long-distance sports and usually avoid
hitting the point of exhaustion during extended races. While physical differences between men and
women can impact athletic performance, it is crucial to recognize each athlete as an individual and
strive to create an equitable playing field that allows all athletes to reach their full potential,
irrespective of gender. It is important to celebrate and support athletes based on their unique abilities
and achievements, considering a variety of factors beyond biological sex.

Table 1
*Under 18 boys
Best Women's Result | Best Boys' Result
Event
100 Meters 10.71 10.15
200 Meters 21.77 20.51
400 Meters 49.46 45.38
800 Meters 1:55.16" 1:46.3
1500 Meters 3:56.14 3:37.43
3000 Meters 8:23.14 7:38.90
2000 Meters 14:18.37 12:55.58
High Jump 2.06 meters 2.25 meters
Pole Vault 4.91 meters 5.31 meters
Long Jump 7.13 meters 7.88 meters
Triple Jump 14.96 meters 17.30 meters

Source: https://law.duke.edu/sports/sex-sport/comparative-athletic-performance/

Institutional and historical supports

Institutional and historical supports Institutional support plays a crucial role in shaping the
experiences and opportunities of female athletes and sports teams. This support encompasses various
resources, facilities, and services provided by sports organizations and governing bodies, including
financial aid, training facilities, coaching staff, and other support personnel. However, there is a huge
disparity in the level of institutional support between both male and female athletes in professional
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sports. Research conducted by Box (2021) reveals that male athletes receive $179 million more in
athletic scholarships annually compared to their female counterparts. Moreover, collegiate
institutions allocate only 24% of their athletic operating budgets to female sports, with even lower
percentages (16% for recruiting budgets and 33% for scholarship budgets) dedicated to female
athletes. Consequently, women's sports teams often face limitations in terms of resources, equipment,
training facilities, coaching staff, and other forms of support. This disparity hinders their ability to
succeed and compete at the same level as male athletes. Furthermore, the lack of sponsorship for girls'
teams at the community sport level is a significant contributing factor. Local businesses often provide
less sponsorship to girls' teams due to the perception of smaller supporter bases (Sports England,
2009). The inadequate support for women athletes extends beyond financial aspects and includes
factors such as limited access to fitness resources and equipment, inconsistent training schedules, and
emotional distractions, which are more prevalent among female athletes (Purc-Stephenson et al.,
2022). Additionally, sports halls tend to prioritize male sports for pitch time, resulting in less
convenient scheduling for women and girls (Sports England, 2009). The exclusion and lack of
inclusivity for women in sports date back to historical events. For instance, the founder of the Modern
Olympics, Pierre De Coubertin, excluded women from participating in any sports in the first
Olympics held in 1896 (Owyong, 2013). Discrimination against female participation in sports was
often justified based on the perception of physical weakness and the equation of athleticism with
masculinity. While progress has been made since then, with women gradually gaining more
opportunities, challenges persist. Although advancements have been made towards equality in sports,
there is still a need for ongoing efforts to ensure that women receive equal support and recognition.
Initiatives aimed at challenging gender biases and prioritizing gender equality in the sports world are
necessary to create an inclusive and equitable sports culture where all athletes, regardless of gender,
can thrive and receive equal opportunities.

Media coverage and sponsorship

Advertisers and marketers play a significant role in shaping the popularity of men's and
women's sports. However, their efforts often target male audiences by focusing on men's sports as a
means to reach them. This preference stems from the historical disparity in media coverage, funding,
and resources between men's and women's sports, making men's sports a more visible and profitable
platform for advertisers. Consequently, sports sponsorships and endorsements predominantly feature
male athletes and cater to male audiences, with male sports stars serving as spokespeople for various
products and services. The lack of advertising for female athletes has several negative consequences.
Media coverage heavily favours men's sports, with only a small portion, approximately 5%, dedicated
to women's sports in national and local print media on average (Sports England, 2009). The media
plays a crucial role in shaping public knowledge, opinions, and attitudes towards women in sports,
which, in turn, influences participation levels. Furthermore, media often perpetuates the notion of
sports being categorized as masculine or feminine, aligning with traditional gender expectations. This
reinforces gender barriers and makes it challenging for women to participate in traditionally male-
dominated sports and vice versa (Academy, 2018). Multiple factors contribute to the disparity in
sports sponsorships. A significant factor is the lack of media coverage for female athletes. Despite
nearly half of athletes in the United States of America being female, they cover only 2%-4% of media
coverage. The exposure to media significantly impacts an athlete's publicity and, consequently, their
sponsorship opportunities (lacovides, 2021). Recent statistics indicate that women's sports
sponsorships accounted for a mere 0.4% of all sports sponsorships (lacovides, 2021). The rise of
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social media platforms such as Facebook, Twitter, and Instagram has added additional pressures on
athletes to engage directly with fans. While social media can positively raise the profiles of athletes,
teams, and competitions, it also highlights the differential treatment of male and female athletes.
Female athletes are less likely to secure sponsorships because sponsors perceive the image of female
athletes as less lucrative compared to their male counterparts. This inequality needs to be addressed
to promote a more equitable and inclusive sports landscape.

Methodology

To investigate the reasons behind the higher viewership of men's sports compared to women's
sports, | conducted a survey using both face-to-face and video conference methods. The survey aimed
to explore various factors contributing to the gender disparities in the sports industry. The participants
consisted of 25 individuals, including 12 males and 13 females, aged between 22 and 40 years. All
participants were either athletes or coaches. To understand the reasons behind the inequality in the
sports industry between men and women, participants were presented with five options and asked to
choose which factor they believed contributed to the disparity. The options provided were skills level,
athleticism, strategy, speed of play, and rivalry. The survey results, shown in Table 2, highlight the
responses received from the 25 participants. Given the issues discussed earlier, it is crucial to further
explore the causes of gender inequality and seek ways to address these differences. Participant
identities were kept anonymous throughout the survey process.

Results

The survey data collected includes the proportions or percentages of respondents who indicated
a preference for men's sports over women's sports. This data has been instrumental in determining
the prevalence of this preference within the surveyed population. Through this study, we have gained
insight into the varying factors that contribute to the participants' preference for men's sports. This
allows us to gauge the relative importance of different reasons influencing their preference. The
findings reveal that "Rivalry"” among players and teams in men's sports is the most significant factor
driving the preference for men's sports. However, the survey results do not provide information
regarding the corresponding factor for women's sports.

Discussion

Gender equality and inequality in sports remain prominent issues in today's society, demanding
our attention and concerted efforts. While progress has been achieved in the pursuit of gender equality
in sports, significant challenges and disparities persist. One of the key manifestations of gender
inequality in sports is the discrepancy in participation rates and opportunities. Despite efforts to
encourage female participation, notable gaps remain across various sports at both amateur and
professional levels. Another crucial aspect is the unequal treatment in terms of pay and resource
allocation between male and female athletes. Female athletes often face lower salaries, fewer
sponsorship deals, and limited endorsement opportunities compared to their male counterparts. The
gender disparity is further reflected in the media coverage and representation of sports. Men's sports
tend to receive more attention, airtime, and media coverage, resulting in greater visibility and fan
support. Gender inequalities also extend to leadership and decision-making positions within sports,
including coaching, administration, and governing bodies. Women are frequently underrepresented
in these roles, which limits their influence and voice in shaping policies and strategies. Stereotypes
and discrimination based on gender continue to persist in sports, affecting both male and female
athletes. Women often encounter challenges related to stereotypes about their physical abilities,
appearance-based judgments, and biased evaluations of their skills. LGBTQ+ athletes may also face
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specific forms of discrimination and exclusion, further exacerbating the inequality in sports.
Nevertheless, there have been positive developments and ongoing advocacy for gender equality in
sports. Initiatives such as equal prize money in some tournaments, increased media coverage of
women's sports, and campaigns promoting inclusivity have shown promising steps forward.
Achieving gender equality in sports necessitates continuous efforts and collective action from various
stakeholders, including sports organizations, media outlets, sponsors, and society as a whole. By
addressing disparities in participation, pay, media representation, and leadership, as well as
challenging gender stereotypes, we can work towards creating a more equitable and inclusive sports
environment that benefits athletes of all genders.

Conclusion

Sports offer valuable lessons to young athletes, regardless of their gender. They teach skills
such as teamwork, cooperation, discipline, and time management, among others. Sports also provide
a source of joy, relaxation, and escapism from the challenges of everyday life. However, it is
important to acknowledge the disparities that exist between men'’s and women's sports in terms of
visibility, investment, and opportunities, as discussed and demonstrated in this paper. Historically,
men's sports have received more attention and resources, resulting in larger fan bases and higher
levels of commercialization. Nonetheless, the landscape is gradually changing as efforts to promote
gender equality gain traction. Both men's and women's sports possess unique qualities and contribute
to the diverse tapestry of athletic competition. Men's sports often emphasize physicality, power, and
speed, while women's sports highlight grace, agility, and skill. It is crucial to recognize and appreciate
the achievements and abilities of athletes irrespective of their gender. Gender equality in sports is not
only a matter of fairness and justice but also vital for personal development, health, empowerment,
and social progress. Promoting equality in sports requires collective action. This involves challenging
traditional norms, advocating for equal pay and resources, increasing media coverage and exposure
for women's sports, and providing mentorship and support for female athletes. Many individuals and
organizations have been making efforts to promote gender equality and bolster support for women's
sports over the years. Encouraging girls and women to participate in sports, ensuring equal funding
and resources, enhancing media coverage, and advocating for policy changes are some of the ways
that individuals and organizations have contributed to making a difference. In summary, the reasons
behind the higher viewership of men's sports compared to women's sports are multifaceted and
influenced by historical, cultural, and structural factors, as well as media coverage and advertising.
While these factors contribute to the existing disparity, it is crucial to challenge and address these
biases, support women's sports, and work towards creating a more inclusive sports environment that
provides equal recognition and support for athletes of all genders.
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TEOPETUYECKHUE ACIHEKTBI TPAHC®OPMALIUU TPYJOBBIX
OTHOIIEHUM B TYPU3ME

HNmanxoxxaesa {nniopa AnekcanapoBHa
JIMpeKTOop 1Mo Hay4IHOU pabOoTe, MHHOBAIUAM U MEKIYHAPOIHBIX OTHOIICHUSM
CuHHranypckoro MHCTUTYTa pa3BUTUSI MEHEKMEHTA B TallkeHTe

https://doi.org/10.5281/zenodo.10829389

TpynoBble OTHOWmIEHHS B Typu3Me OOJNAAIOT PSIOM YHUKAIBHBIX OCOOEHHOCTEH,
OTpaXkarolux crenuduxy 3Toit orpaciu. Typu3M 4acTO XapaKTepU3yeTcsl Ce30HHOCThIO, BHICOKOM
CTENEHbI0 3aBHCHUMOCTH OT KOHBIOHKTYpBI PbIHKAa, a TaKK€ 3HAUYUTEIbHBIM YYacTHEM Majoro H
cpenHero Ou3zHeca. JTO CO3/1a€T OIpeIeTICHHbIE TEOPETUUECKHE aCIIEKThI U BBI3OBHI JIJIsl YIIPABIECHUS
TPYJOBBIMHU OTHOIIEHUSIMHU:

Ce30HHOCTP W HeCTAOMJIBHOCTH 3aHATOCTH. TypH3M dYacTo NOJBEPKEH CE30HHBIM
Kojie0aHUsIM, YTO NPUBOAMT K BPEMEHHBIM M HECTaOWJIbHBIM (opMaM 3aHATOCTU. DTO CO3IAET
HEO0OXOUMOCTh Ui THOKUX (POpM TPYJIOBBIX OTHOIIEHUN M YIPaBJICHUS MEPCOHAIOM, a TaKke
TpeOyeT pa3paboTKu cTpaTeruil uisi oOecredeHns COLMaIbHOW 3alUThl BPEMEHHBIX U CE30HHBIX
PabOTHHKOB.

Hu3skuii ypoenb kBanmdukanuu u odpazopanus. MHorue J0KHOCTH B TYPUCTHYECKON
oTpaciii He TpeOYIOT BHICOKOM KBaJIM(UKAIIMK, YTO MOXKET MPUBECTU K HU3KOM 3apabOTHOM Tu1aTe U
OTpaHMYEHHBIM BO3MOXKHOCTSIM JUIsI KaphEePHOTo pocTta. PemieHue 3Toil mpoOieMbl Mpeanonaract
BIIO)KEHHS B OOy4YyeHHE M pa3BUTHUE IME€PCOHANA, a TaKKe CTUMYJIMPOBAHHE IOBBIIICHUS
KBaJIM(UKALIMK COTPYAHUKOB.

Pa6ora ¢ kiameHTtamu. TypucCTHUeCKHil OW3HEC B 3HAYUTEIBHOW CTETICHHM 3aBUCUT OT
B3aUMO/JICHCTBUS C KJIMEHTaMH. JTO TPeOYET OT COTPYAHUKOB BHICOKOTO YPOBHS KOMMYHUKATHBHBIX
HAaBBIKOB, FOCTEMIPUUMCTBA M CIIOCOOHOCTH YAOBJIETBOPSATH OKUAAHUSA U MOTPEOHOCTU KIIMEHTOB.
VYnpasiieHue TpyJOBBIMU OTHOIICHUSMH B 3TOM KOHTEKCTE BKJIIOYAeT B ceOs oOyueHue HaBbIKaM
00CITy’KMBaHUS KJIMEHTOB U Pa3BUTHE KOPIOPATUBHON KyJbTYpPbl, ODHEHTUPOBAHHOMN HA KIIMEHTA.

MexkKyJbTYpHbIE B3auMoJeicTBUs. Typu3M 4YacTO BKJIIOYAET B3aUMOJICHCTBUE C
KIIMEHTaMH U COTPYAHHKAMU U3 PA3IUYHBIX KYJIbTYp. DTO TpeOyeT OT COTPYIHUKOB MOHUMAaHUS U
YBaXEHUS KYJIbTYPHBIX Pa3IU4YUid M CIIOCOOHOCTH aJanTHUPOBAThCA K MEXKKYJIbTYPHOU cpefe.
TpeHuHru Mo MEXKYJIbTYPHOMY OOILEHUIO U YIPABICHUIO MOT'YT TOMOYb B PA3BUTHUU ITUX BaJKHBIX
HaBBIKOB.

3n0poBbe u 0e3o0nmacHOCTL Ha pabouem Mecte. OTpaciib Typu3Ma MOJBEPKEHA PA3TUYHBIM
pHUCKaM, CBSI3aHHBIM C O€30MaCHOCTHIO U 3[IOPOBLEM, BKIIIOUAsi padOTy B HOYHOE BpPEMsl, yIIpaBICHHUE
TPAHCIOPTHBIMU CPEICTBAMHU M KOHTAKT C MOTEHIMAILHO OMACHBIMU MaTepuanaMu. D heKTuBHOE
yIpaBleHUE TPYJIOBBIMU OTHOLICHUSMH JOKHO BKIIIOUATh pa3pabOTKy U BHEAPEHHE CTPOTHX MEp
0€30IacHOCTH U 37I0pOBbS Ha paboyeM MecTe.

3akoHogaTebHOE peryaupoBaHue. TypusM Kak OTpacib 4YacTO IOABEPKEH CTPOrOMYy
3aKOHOJATEIBbHOMY PEryJMPOBAaHUIO, BKIIIOYAsl 3aKOHBI O TPYAE, UMMUIPALMU U JHUIIEH3UPOBAaHUU.
[ToHnMaHue u COOJIOZICHNE STHX 3aKOHOB U HOPM SIBJISIETCS HEOTHEMJIEMOM YacThO YHpPaBJICHHUS
TPYAOBBIMH OTHOIIEHUSIMU, YTOOBI H30€KaTh IOPUIUUECKUX MTPOOIEM U ITpadoB.

YcroiiuuBoe pa3sBUTHE W COLMAJIBHAS OTBETCTBEHHOCTb. TypH3M HMEET 3HAYUTEIBHOE
BIIMSIHME Ha 5KOHOMUKY, OOIIECTBO M OKPY>KAIOIIYIO Cpey. YIpaBiIeHHE TPYIOBBIMU OTHOIICHUSMHU
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B OTOW OTpAciM BKIIOYAET B ceds oOecreueHrue yCTOMYMBOTO MCIIOIBb30BAaHUS PECYpPCOB, 3aIIUTY
npaB ¥ O1aromnoirydnst pabOTHUKOB U CHOCOOCTBOBAHUE COLIMAIBHOMY U SKOHOMHUYECKOMY Pa3BUTHIO
MECTHBIX COOOIIECTB.

HccnenoBanne TEOPETHUYECKMX AaCHEKTOB TPYAOBBIX OTHOUICHHH B Typu3Me Tpelyer
KOMIUIEKCHOTO TIOJIX0/1a, YYWTHIBAIOUIETO YHUKAIbHBIE XapPaKTEPUCTUKH U BBI3OBBI OTPACIH.
Pazpabotka u BHepeHne Y3PPEKTUBHBIX CTPATETHIA YIPABJICHUS IIEPCOHAIIOM, KOTOPBIE YYUTHIBAIOT
3TH 0COOCHHOCTH, MOT'YT CIIOCOOCTBOBATh HE TOJIBKO MPOIBETAHUIO OTACIBHBIX MPEINPUATHIA, HO U
YCTOHYMBOMY Pa3BUTHIO BCEH TYPUCTHUECKON HHAYCTPUH. DTO BKIIIOYAET CO3/IaHUE OJIarompusTHBIX
YCIOBHH Ui paOOThI, CTUMYJIMPOBAHUE KAYECTBEHHOTO OOCITYXMBAHUS KIMEHTOB, IMOAICPKKY
Pa3BUTHS HABBIKOB M MPO(ECCHOHAIEHOTO POCTa COTPYAHUKOB, a TAK)KE MPOIBIKEHHUE MTPUHITUTIOB
COLIMAJIBHOW OTBETCTBEHHOCTH Y YCTOWYUBOIO Pa3BUTHSL.

Hayunblie Tpyabl B 001aCTH TPYIOBBIX OTHOIICHUI B TypHU3Me OXBATHIBAIOT IMIMPOKHUNA CIIEKTP
TeM U MPoOJIEM, CBSI3aHHBIX C OCOOCHHOCTSAMH PabOTHI B 3TOM TUHAMUYHOM U MHOT'000pa3Hoii chepe.
VYdeHple W WCCIENOBATENH AHAIM3UPYIOT pa3IMYHBIC aCMEKThl TPYJOBBIX OTHONIECHHWH, OT
VIPaBJICHUS YEIOBEYCCKUMHU PECYpCaMy JI0 COIUATTbHO-IKOHOMHUYECKHIX TOCIEACTBUN TyprU3Ma Ha
pabouyro criry. BoT HeKOoTOpBIE KITFOUEBbIe HANIPABIICHHUS U aBTOPHI, BHECIINE 3HAYNTEIILHBINA BKIIA]T
B U3Y4YEHHE TPYAOBBIX OTHOIICHUH B TypU3ME:

VYnpaBieHue 4YeloBEYECKMMH pecypcaMu B Typusme. MccnenoBanust B 3Toi  oOiacTu
(GOKyCHpYIOTCSI Ha MeETOJax IPHUBICYCHUS, OOYYCHUS U yIepKaHHUS KBAIH(UIIMPOBAHHBIX
COTPYJIHUKOB B TYPHUCTHYECKOM CEeKTope. ABTOpHI Takux pador, kak Keit Bamm (Kate Walsh) u
Maiikn JIx. Jluau (Michael J. Lynch), oOcyxnatoT cTparerun ympaBjieHHS MEPCOHATIOM U HUX
BIIMSIHUE HAa KAUeCTBO OOCITYKMBAHUS U yIOBIETBOPEHHOCTh KIMEHTOB.

ConmanbHO-3KOHOMHYECKHE acleKThl TPYAOBBIX OTHOIIEHHWH B Typusme. MccnenoBarenw,
Brirouast Xyana Wruacuo ITynmno-®eprangesa (Juan Ignacio Pulido-Fernandez) u Moseda Uemeka
(Jozef B. van Doorne), aHanu3upyIOT, KaK TYpU3M BJIHMSET Ha DKOHOMHKY PETMOHOB, CO3/IaHWE
pabounx MecT U colaibHoe pazButue. OHU U3y4aloT, KaK U3MEHEHHSI B TYPUCTHUECKOM HHIYCTPUH
BIIUSIIOT HA TPYJIOBYIO CHITy U MECTHBIE COOOILIECTBA.

Ce30HHOCTh U HECTAOMIIBHOCTH 3aHATOCTU B Typu3Me. Ce30HHOCTh SIBJISETCS 3HAYUTEILHBIM
(dakTopoM B Typu3Me, BIHUSIOUIMM Ha YPOBEHb 3aHATOCTH, JOXOJbl U YCIOBUS Tpyja.
UccnenoBarenu, takue kak Tomac baym (Thomas Baum) um Jluaga Jloymak (Linda Lowry),
MOPOOHO paccMaTpUBAIOT ITH ACMEKTHI, aHAIU3HUPYs CTpaTeruu, KOTOpble MOTYT IOMOYbL B
CMSITUEHUU HETaTUBHBIX MOCIIEACTBUM CE30HHOCTH ISl PAOOTHUKOB.

MeXKynbTypHbIE KOMIIETEHIIMM M YIpaBlieHHE pa3HooOpasuem. B cdepe Typusma, rre
BCTPEUAIOTCS pa3Hble KyJIbTYpbl U HAIIMOHATHHOCTH, MEKKYJIBTYPHOE B3aUMOJICHCTBUE CTAHOBUTCS
KIIFOYEBBIM 3JIeMeHTOM ycrexa. ABTopsl, BKiarouas IOmut Xemmunrton (Judith Hemmington) u
aBuna Xopuepa (David Horner), u3ydaror, kKak KyJbTypHOE pa3HOOOpa3ue BIUSET Ha TPYJIOBBIC
OTHOIICHHUS W Kak yMpaBieHHE STUM pa3HOOOpa3HeM MOXKET YIYYIIUTh KOMMYHHKAIUIO U
COTPY/AHUYECTBO Ha paboyeM MecTe.

Pa3znuunble uccnenoBaTe Iy MbITATUCh U3YUYUTh B3aUMOCBSI3b MEXTYy TYPU3MOM H 3aHSITOCTHIO.
Yunesamc A. u Illoy JX. OpoAoKMIM IMCKYCCHIO O 3aHSATOCTH, OOYCIIOBIEHHOW TYpPHU3MOM,
MpOJBUTAas TypU3M Kak «HaaexAy Ha pocT 3aHsatoctd B CoeaumnenHoMm KoponeBcTe
(BenukoOputanum)». ABTOpBI OJUEPKUBAIOT HEOOXOIUMOCTh JTAIbHEHIIIEro IeTaIbHOTO N3YyYEHHSI
OTpaciu, yjaenss ocoboe BHMMaHHE 3aHATOCTH B cdepe TypusMa. HoBwle HampaBieHus pocra
3aHATOCTH B cdepe TypusMma ObuUIM HM3y4deHbl TayHCEHIOM A., NpPEeIroararoliduM IOTeHIUAI
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3aHATOCTH T'OPOJICKOTO TypU3Ma W PErMOHOB C HHU3KMMHU JI0OXOJaMU B PErHOHaxX C JIy4IIHMU
BO3MOKHOCTSIMH TPYJ0yCTpOWCTBA. V3-3a M3yUeHHOM CIIOKHOCTH PhIHKA TPyZa B cepe Typu3Ma B
JUTEpaType MpeiaracTcsi MEXIUCIUIIMHAPHBIN MCCIeI0BaTEeIbCKHIA MOAX0/I, CIIOCOOCTBYIOMINMA
IMAJIOTy MEX]y Pa3IMYHBIMUA TOYKaMH 3PEHHsI Ha PBIHKE TpyAa B cepe Typusma.

[To mamneiM FOHBTO u MOT (2014), skoHOMHYECKOE BIHMSHUE HHAYCTPUU TypHU3Ma Ha
3aHSATOCTh MOKHO PpE3IOMHpPOBATh Kak MpPSAMYIO 3aHATOCTb B OTPACIsAX TypHU3Ma, KOCBEHHYIO
3aHIATOCTh B CEKTOpaX, IOCTABJIAIOIIMX PECYpPChl Uil MHIYCTPUU TYypHU3Ma, HHAYLHUPOBAHHOE
BIMSHHE Ha 3aHATOCTh B pE3yJbTaTe pacxoJOB W o0Ollee BIMSHAE HA 3aHATOCTh YeEpe3
MYJIBTHIUTUKATOP 3aHATOCTH B OTPACISX TYpPH3Ma, UTO yKa3bIBaeT Ha 3(h(heKTUBHEIN crIoc00 OOPHOBI
c Oe3paboTuiieil. HecmMoTps Ha mporHo3upyemMble BO3MOKHOCTH TPYI0YCTPOICTBA B chepe Typusma,
3aHATOCTh B oTpacisax Typusma, no gaHHeiM IOHBTO um MOT, ocrtaercs onHUM W3 HauMeHee
M3Y4YEHHBIX HallpaBJICHUN TypU3Ma.

DT HayyHble TpPYyAbl M MCCIEIOBAaHUS NPEJOCTABISIOT TEOPETHUUECKYI0 OCHOBY JUIS
MMOHUMAaHUs TPYJIOBBIX OTHOLIEHHHA B TypU3ME, BBISBISS KaK BBI3OBBI, TaK U BO3MOXKHOCTH JJIS
YIIy4ILIEHUs] YCIOBUM Tpy/a, YIIpaBlIeHUsI IEPCOHAIOM M Pa3BUTHSI OTPACIH B LIETIOM.

Hayunbie Tpyabl B 0051acTH TPYJOBBIX OTHOIIEHUH B TYpHU3Me OXBAThIBAIOT HIUPOKUN CIIEKTP
TeM U MPo0JIEM, CBSI3aHHBIX C 0COOCHHOCTSMH PaOOTHI B 3TOM JUHAMUYHOM U MHOT000pa3Ho# cdepe.
VY4yeHble W UCCIENOBATENN aHAIM3UPYIOT pa3IUYHbIE AaCHEeKThl TPYIOBBIX OTHOUICHWH, OT
YIpPaBJIEHUS YEJIOBEUECKUMHU PecypcaMu J0 COLUAIbHO-DKOHOMUYECKHX MOCIEACTBUM Typu3Ma Ha
pabouyto cuiy.

B crpanax CHI' cdepa Typusma akTHBHO pa3BHUBAETCsA, YTO TMPUBOIUT K YTIyOJCHUIO
WCCIEAOBaHUN B 0OJACTH TPYMOBBIX OTHOIIEHWH B OTOM OTpaciv. YUYEHbIE M3 ITHX CTpPaH
COCPEOTOYMBAIOTCS HA PA3JIMYHBIX ACHEKTax, BKIKOYas yIPaBICHUE YEIOBEUECKHMMU PECYypCaMH,
CTaHAApPTHl TPyZAa, YCIOBHUS TpyAa, U COLMAIbHYIO OTBETCTBEHHOCTh KOMMAaHUN. BOT HekoTOphIE
MPUMEPBI HAYYHBIX TPYJOB U UCClienoBaHU yueHbIX u3 ctpad CHI' mo Teme TpynoBbIX OTHOIICHHI
B TYpHU3ME:

TpynoBbie oTHomeHUS B cdepe TypusMa — AHaIM3 TEKYLIErOo COCTOSHUS U IMEPCIEKTHB
pa3BUTHUS TPYIOBBIX OTHOIIEHUI B MHAYCTpUHU Typu3Ma. McciaenoBaHus MOTYT BKIIFOYATh U3YUEHUE
TPYZIOBOI'O0 3aKOHOJATEIbCTBA, YCIOBUU TpPyAd, a TAKXKE CTPATErMil YIpaBJICHUS IEPCOHAIOM B
TYPUCTHYECKUX KOMIIAHUSAX.

VYnpaBiieHue 4eloBEYECKUMU pecypcamMu B TypusMe — M3ydenne 3pQekTUBHBIX CTpaTeruil u
MpakTUK B o00JacTU yHOpaBlIEHUS [EPCOHAJIOM, HAMpPABJICHHBIX Ha IMOBBIIICHHE KauecTBa
00CITy’KMBaHUS U YJOBIETBOPEHHOCTH KIUEHTOB.

KynpTypHble acnekTsl TpyAOBBIX OTHOLIEHMH B Typusme — lccnenoBaHue BIMSHUS
MEXKYJIBTYPHOTO B3aMMOJCWUCTBUS Ha TPYIOBBIE OTHOILIEHHUS, BKIIOYAs aJalTaluio U oOyueHue
nepcoHana Juis paboTsl B MEXAyHAPOAHOM cpeie.

DKOHOMMYECKHE U COLMAIbHBIE ACIIEKThI TPYIOBBIX OTHOILEHUN B Typu3Me — AHaJIU3 BKJIaia
Typu3Ma B DKOHOMMKY CTPaHBI, OLICHKA COLMAJIBHBIX ACIEKTOB TPYJIOBBIX OTHOILIEHUH, BKIIIOYas
YPOBEHb 3aHATOCTH, 3apabOTHYIO IJIATy U YCIOBUS TPYy/la B TYPUCTHUECKONW OTpaCciy.

ConuanbHass OTBETCTBEHHOCTb W YCTOMYMBOE pa3BUTHE B TypusmMe — lM3ydeHue poin
TYPUCTHUYECKHX KOMIIAHUH B COLIMAIBLHOM pa3BUTUH PErMOHOB, BKJItOYasl oOecredeHrne TOCTOMHBIX
YCIOBUH TpyJAa, MOJJIEPKKY MECTHBIX COOOIECTB M COXpPaHEHUE NPUPOAHOTO MU KyJIbTYpHOI'O
HacJeausl.

bezonacHocts Tpyaa B Typusme — MccnenoBanus, CBs3aHHbIe ¢ o0ecrieyeHneM 0e3011acCHOCTH
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U 37I0pOBbS  paOOTHMKOB B  TYpUCTHYECKOHM  HWHAYCTPHHM, BKIOYas  NPO(UIAKTUKY
npodeccroHaIbHBIX 3a00JI€BaHUIl U TpaBMaTU3Ma Ha paboueM MecTe.

OTH UCCINENIOBaHHUS TAaKKe CHOCOOCTBYIOT (opMUpOBaHUIO A(PPEKTUBHON MOIUTUKU
VIPaBJICHUST YEIOBEUYECKUMHU pecypcamu, oOecrieunBas OJIarompusiTHbIE YCIOBHS Jsi padoTHI,
pa3BUTHS MPO(ECCHOHATFHBIX HABBIKOB M YIIYUIIICHUS! KauecTBa OOCITY)KMBAHUS B TYPUCTHUECKOM
CEKTODE.

HccnenoBanust B 001aCTH TPYIOBBIX OTHOIICHWH B TypH3Me B Y30EKHCTaHE MPEICTABIISIOT
co0OM BaXHYI0 YacThb HAy4YHBIX pa3padOTOK, HANpABICHHBIX Ha YJIy4IIEHHE W pPa3BUTHE
TYPUCTUYECKON OTPACIIH CTPAHBI.

ObecrieunTh yCTOMYMBOCTh U CTAOMJIBHOCTH (DYHKIIMOHUPOBaHUS (UPMBI, HENPEPHIBHOCTh
OTIEpaIMOHHBIX MPOIIECCOB OMOraeT 3(h(HheKTUBHOE MOCTPOEHHE COLIMATBLHO-TPYIOBBIX OTHOLICHUH,
YTO MOJIpa3yMeBaeT peryIupoBaHie BHYTPEHHETO PbIHKA TPYJa, COOTHECEHNE MOJIUTUKU 3aHATOCTH
C COLIMATILHOM, (PMHAHCOBOM, MHBECTULIMOHHONW U MPOMBIIIIEHHOW MOJUTUKOW OpraHu3aluu. JTo
MPUBOJUT K HEOOXOAUMOCTH YIIPABJISATH COLMATBHO-TPYIOBBIMUA OTHOIIEHUSIMUA OpraHU3aliy.
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COBPEMEHHBIE TOAXO0/Abl MAPKETUHI OBOM JEATEJIBHOCTH
BBICIINX YUEBHBIX 3ABEJEHUI

Ammposa Kanna Ainb0eproBHa
JIMpeKTop 10 MapKETUHTY U KOPIIOPATUBHBIM Jie1aM CHHranypcKoro MHCTUTYTa
PasBUTUA MCHCIDKMCHTA B TamkenTte

https://doi.org/10.5281/zenodo.10829409

MapkeTHHroBasi ACSITEILHOCTh B Pa00Te YHUBEPCUTETOB JOCTATOYHO JABHO 3aKPEIIIIACh KaK
OJlHA W3 HamOoJee 3HAYMMBIX COCTABIISIONINX, HAIIPABJICHHBIX HA BO3MOXKHOCTH MX YCTOWYHUBOTO
pasBUTHUA B YCIOBUAX YCIOKHCHUSA KOHKYPCHTHOTO IIOJIA W BBINIOJHCHUA YHHBCPCUTCTAMU
BO3JIO’KEHHBIX HA HUX MUCCHI B HAallpaBJI€HUHN 00pa30BaTeNbHOM, HayYHO-UCCIIE10BAaTEIbCKON U TaK
HAa3bIBAEMOM «TPETheld MHCCUMW», 3aKITFOUAIONICHCS BO BJIMSHUHA HA COIHAIBLHO-IKOHOMHYCCKHE
npeoOpa3oBaHMsl HAa TEPPUTOPUH JIOKATU3AIMK YHUBEPCUTETA M B3aUMOJICHCTBYIOIIUE C
y4peKJIEHUEM BbICIIEro 00pa3oBaHUs ay JUTOPHH.

OpHako B HAYYHOM JINTEpAType U B IPAKTUUECKUX PELIECHUSAX, IPUMEHSEMBIX YHUBEPCUTETAMHU
B paMKaxX pe€ajin3allui MapKCTHHI'OBBIX MHCTPYMCHTOB, B HACTOAIICC BPEMS HE MPOCIICIKUBACTCA
€IMHCTBA B TIOHUMAaHUM KaK TOTO, Ha KaKyo MmiaaTdopMy B BUJE MPEBAIUPYIONIEH MapKETHHI OBOM
KOHICIIOWKN CIICAYCT OMUPATHCA, KAKME BUIAbI MAPKECTUHIA OOJIKHBI OBITH BOBJIEYEHEI B pEeUICHUC
CTOSAIIUX TIEpe]l BYy30M 3ajad, Ha KaKWX IEJCBBIX ayAUTOPHIX M MOUYEMY IeIecoo0pa3Ho JeiaTh
aKIeHT, PAaBHO KaK M KaKyl0 MOJICITb KOMIUIEKCa MAapKETHHTa OMPABIaHHO MPUMEHSTh.

Crnemyer ampHOpHO KOHCTaTHPOBAaTh, YTO OJHO3HAYHBIX JIE€TATM3UPOBAHHBIX OTBETOB Ha
TaHHBIC BOMPOCHI MPUMEHHUTEIBHO KO BCEM BBICIIMM YYEOHBIM 3aBEICHUSM OJHOBPEMEHHO HE
MOXET OBITh MOJYYEHO, XOTS MOTYT OBITh CHOPMYJIHUPOBAHBI JOCTATOYHO YHH(PHUIIUPOBAHHBIC
TpeOOBaHUSI K MIOHUMAHUIO W HANIOJHEHUIO MapKETUHTOBOW NIESTEILHOCTH COBPEMEHHBIX BY30B C
Y4eTOM MOHWMaHHs creludukn ux (HOKYCHPOBKM Ha OMPEACICHHBIX MHCCHUSX, TAPTETUPOBAHUU
ayJMTOpUH, a TaK)Ke OIICHKH TMOHMMAaHUs BEKTOpa TpaHC(HOPMAIMOHHBIX U3MEHEHUH, B KOTOPBIX
HAXOJUTCSl CHUCTeMa BbICHIero o0Opa3oBaHWs B Y30CKHCTaHE W3-32 TOJMTUYECKUX pealuii,
OTPa3MBIIMXCS Ha COIHMAIbHO-3KOHOMHUYECKOH CHUTyallMd B IEJIOM, a TaKXKe YCIOBUSAX U
BO3MOKHOCTSIX ~ (DYHKIIMOHMPOBAHUSI YHUBEPCUTETOB. B  yKa3aHHOM KIIOYE aKTyaJbHBIM
MPEJICTABIISETCS UCCIIEIOBATh BOMPOCHI HATIOJHEHUSI MAPKETHHIOBOH JIEITETLHOCTH YHUBEPCUTETOB
B YCIIOBHSIX TPaHC(HOPMAIIMOHHBIX U3MEHEHHUI B CHCTEME BBICIIIETO 0Opa30BaHUsI.

B aHaiMTHYECKOM pacCMOTPEHHH BOIPOCOB pEaTM3allid MAapKETUHTOBOW JCATEIBHOCTH
YHHBEPCHTETOB B YCIOBHSX TPaHC(HOPMAIIMOHHBIX U3MEHEHH B CUCTEME BBICIIETO 00Pa30BaHUs MbI
OIUpPAaEeMCsl Ha CHCTEMY HAayYHBIX B3TJISJIOB CHCIMAIHMCTOB, MCCICIYIONUX JaHHYIO MPEIMETHYIO
00JIaCTh, M KPUTUYECKOE HW3YYECHUE WX HAYYHBIX HW3bICKAHWW B PaMKax TEKYIIETO COCTOSHUS
MaKpOCpeIbl, XapaKTepU3yroIleld OOBEKTUBHYIO PEaIbHOCTh (D)YHKIIMOHHPOBAHUSI YHUBEPCUTETOB.
Hcnonb30BaHbl METOABI HAay4YHOTO TIOWCKA, CpPaBHEHUS, aHauuW3a M CHHTEe3a MOJYyYeHHOU
nH(popMaIiY, Ha OCHOBAaHHUU YeT0 c(hOPMHUPOBAHBI HEMPOTUBOPEUHUBHIC BHIBOIBI.

Onupasch Ha MHEHUS PA3IUYHBIX YUYEHBIX B TIOHUMAHUU POJIEBOTO y4acTHs MapKEeTHHTa B
pPa3BUTUM BY30B MOKHO TPUBECTH TPU OCHOBHBIX BOBIEYEHHBIX B YKa3aHHYIO JESITENbHOCTD
noaxona (puc. 1).
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|— IpOIlecCHEBIH

L D VHEIHOHATEHEIA

pHTocod CEHA

OCHOBHEE NMOAX0E

Puc. 1. OcHOBHbIe MOAXOAbI K POJEBOMY Y4YACTHI0O MAPKeTHMHra B /1eSTeJbHOCTH
YHUBEPCUTETOB

B pamkax mTpUBEICHHOTO TMEPBBIM TMPOLECCHOTO TIOJAXO0/la MapKETHHTOBas aKTHBHOCTH
YHHBEPCUTETA TPAKTYETCSI B KIIACCHYECKON MHTEPIIPETALMH, COTJIACHO KOTOPOH 3TO NESITeIhbHOCTD
0 yJIOBJIETBOPEHUIO TIOTPEOUTEIHCKHUX 3aIPOCOB, B paMKax KOTOPOH MMEHHO B Ipoliecce 0OMeHa
3arpochl yAOBIETBOPSIOTCS, a By3 MOIyYaeT 3a 3TO HEOOX0AMMOE MaTepHUaIbHOE BO3HATPAXKICHHE.
Cam mporiecc MapKETHHTOBOW JEATEIBHOCTH MOXET MMETh pa3jMYHOe HAIOJHEHHE W TIyOuHY,
UCXOMS M3 CTOSIIUX 33/1a4 M CYIIECTBYIONIMX BO3MOXHOCTEH, IETEPMUHUPYEMBIX B TOM YHCIIE
OF0/DKETOM Ha MapKETHHTOBYIO JAEATEIbHOCTb.

[Tpu GyHKIMOHATFHOM ITOAXOJIE aHAM3Y IMOUIEKAT COCTABIISIONINE KOMIUIEKCAa MapKETHHTA
VHHBEpPCUTETa, B O0sI3aTETPHOM TMOPSAKE BKIIOYAOMME B ce0S caM  TPOAYKT, €ro
MO3UILIMOHUPOBaHNE, KOMMYHHUKAIIUH C OTPEOUTENIMHU, [IEHOOOpa30BaHue, BOBIEKAEMbI B paboTy
MepCcoHa U T. [I.

[Tpu paccmotpenun ¢unocodcekoro moaxoaa moapazyMeBaeTcs, YT0 MApPKETHHT, MAPKETHHT -
MEHEPKMEHT MPUHU3BIBACT BCE CQephbl ACATEIbHOCTH YHHUBEPCUTETA, BKJIIOYAs KOHTAKTHI KakK C
BHEITHUMH (00ydYaroniuecs), TaKk ¥ BHYTPEHHUMH (COTPYIHUKH ) IIOTPEOUTEIISIMH, YTO TIPEATIOIaraet
MHTETPUPOBAHHBIN MOAXO0/1 W IPUMEHEHHUE XOIUCTUYECKOW MO MapKEeTHHT .

OTMeTuM, YTO COBPEMEHHBIE CHEHUAIMCTBI, TOBOPS O MPEBAIUPYIOMIEH MapKETUHTOBOMN
KOHIENIMU B JESATEIbHOCTH YHHBEPCUTETOB, CKJIOHSAIOTCA K TOMY, 4YTO 3TO €€ COLHUaIbHO
OpPUEHTUPOBAHHBIN BApUAHT.

Psan  oTeuecTBEHHBIX  CHEHMUANIMCTOB  ONpEAeiseT MapKeTHMHI By3a B  KauyecTBE
L[EJICHANPaBICHHON JESITeNbHOCTH, OCYIIECTBIISIEMOM €ro ONpPEleNeHHBIMU CTPYKTYpPHBIMH
Mo/Ipa3iefIieHUsIMU U/UJTU TIEPCOHAJIOM By3a B 1IEJIOM JIJIsl YTOYHEHUSI M YJIOBJIETBOPEHUS (B MEPBYIO
ouepenb) 00pa30BaTEIbHBIX MOTPEOHOCTEH COIMyMa, OTIENbHBIX HMHIMBUIOB U TOCyHapcTBa B
MPOJIYKTaX U CEPBUCAX YHUBEPCHUTETA.

JlanHble uccnenoBaTenu B OONBIICH CTENEHM aKIEHTUPYIOT BHHUMAaHHE Ha TMEPBUYHOU —
00pa3oBaTeNbHON MUCCHH BY30B, UTO B HACTOSIEE BPEMS B TEKYIIEH CUTyalluu HE B MOJHOU Mepe
CIpaBeUIMBO, TaK KaKk B paMKax pealn3yeMbIX pedopM BbICIIEH IIKOIbI, OHH CTAHOBSITCS
IIAIJIApMOM  HMHHOBAIIMOHHBIX  MpeoOpa3oBaHWMM, YTO YCWJIMBAeT 3alpoc HAa HAy4YHO-
HCCIIEIOBATENCKYIO COCTABIISIOIIYIO.

Jlpyrue yueHble JeNaloT aKLEeHT Ha HeoOXOAMMOCTH pa3rpaHUYEHHs MapKETHHTOBOU
JEeSITeNPHOCTH KaK MO MPHUMEHSEMOMY HMHCTPYMEHTApUIO0, TaK M MO HANpPaBIEHHOCTH, a UMEHHO
npeiaraloT  quddepeHunanuo B pealu3yeMoid  By30M MAapKETUHTOBOW  CTpaTerMd Ha
MpEeANpPUHIMAEMYI0 B «0Opa30BaTeIbHOM TIOJIe» W «IOJIe HAyKH U UWHHOBaIWMi». B wux
UMHTEpHpETallMd 1e1eCOO0pa3HbIM  SIBISETCS MCCIEOBAaHUE pPBIHKA, KIIOUEBBIX MapTHEPOB,
CYLIECTBYIOIETO MPEJIOKEHHUsS, WHCTPYMEHTOB TPOJBMKEHUS, IMPAKTUKH COTPYJHHYECTBA C
nmapTHepaMHd W KOMMYHHKAIUi C 1EJIeBBIMU ayAUTOPHUSIMH, OIEHKHA YIOBIETBOPEHHOCTHU
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noTpeOUTENel M CIOXKHUBILErOCS MMHDKA YUPEKICHUS IO HANpPaBICHUAM 00pa3oBaTENbHOW WU
HAY4YHO-HMCCIIEI0BATENbCKOM cep nesITeTbHOCTH.

JlaHHbIE MCCIENOBATENM B HEAOCTATOYHOW CTENEHH TOBOPAT O CHeuu(puKe IeIeBbIX
ayJUTOPUN YHUBEPCUTETOB, KOTOpBIC BKIIOUAIOT B ce0s (IIpH PAcCCMOTPEHHUH TOTpeOUTENnei)
aOUTYpPHEHTOB, MOCTYMAIONIMX HAa NPOTpaMMbl OakajlaBpHara, CICIHAIUTETa, MarucCTPaTypHl,
aCIUPAHTYphI, JHUI, OOydYalOMMXCsi B OW3HEC-UIKOJAX MPH YHUBEPCHTETaX JUIsl IMOBBIIICHUS
KBUTM(DUKAIIMH W/HITH TIepenpoUIH3aIim.

Take psag BbICIIMX y4eOHBIX 3aBEACHUWH MOTYT (POKYyCHpPOBAaThCS Ha pPaCHIMPEHUU
BBIJICTICHHBIX IIEJICBBIX ayAUTOPHI 3a cUeT OHJIaliH-(popMaTa B3auMOJCHCTBUS U OOYUCHUS; pyTHE,
HANpPOTHUB, JeJaTh CTaBKy Ha o(daifH-popmare, B IOATBEPIKICHHE IKCKITIO3UBHOCTH TPETaraeMbIX
KypCOB M HENOCPEICTBEHHOT0 HACTABHUYECTBA B O0YYECHUH, HCITOJIH30BAHUN 00OPYIOBAHUS H T. 1.

B manHOM KITIOYE 11€7IeCO00pa3HBIM MPECTABIISETCS! OMMMPAThCS Ha MPEBATMPYIOIINE MOJIEIH
YHUBEPCUTETOB, HANpUMeEp, TaKHe KaK: KOPIOpaTHBHAas MOJENb (TOATrOTOBKA/IEPEroroTOBKa
CTIEMAIIMCTOB YISl OTPEIEICHHBIX KOPIOPALUH 10 MX 3aIpocy), TUIOIMAIKH OHJIAHH-00pa3oBaHus
(OpHeHTHpPOBaHHBIE HA MUPOKYIO ayJUTOPUIO MM y3KOCTICIIUATN3NPOBAHHBIE CETMEHTHI), HAyYHO-
HCCIieIoBaTeNbCKasi WHPpACTpyKTypa (IUIOMIaaKka) B peruoHe (TpU akKIEHTHPOBKE HAa HAydHO-
WCCIIEIOBATENILCKONW PaboTe ¢ WHAYCTPHAIBHBIMU TAPTHEPAMH W TIOATOTOBKE COOTBETCTBYIOIIMX
KaJ[pOB); MMPOEKTHO-UCCIIEIOBATEIHCKIE YHUBEPCUTETHI U T. JI.

['pynma ydeHBIX B paMKax pa3BUTHS, NMPUBEACHHBIX BHIINIE HJCH, WCCIIEAOBANa BOIPOCHI
MPUMEHEHHs] MapKETHHI'OBBIX WHCTPYMEHTOB YHHBEPCHTETOB (B YAaCTHOCTH OCHUMApKWHTA) TIPH
(YHKIIMOHMPOBAHUN PA3IUYHBIX MOJEIeH YHHBEPCHUTETOB, B TOM YHCIIE NMPH HAPAUIMBAHUH MMHU
HAY4HO-HCCIIEZIOBATEIbCKOM  TPAeKTOPHH. OmHako  mMpH  OCYIIECTBICHHMHM  HAy4dHO-
MCCIIeI0BATEIbCKOM MUCCHH TaKXkKe HEOOX0ANMO TOAPOOHO MCCIIeI0BATh 3aIIpOC By3aM CO CTOPOHBI
rocyaapcTBa W OHM3HECa, TO €CTh MHAYCTPHAIBHBIX IMAPTHEPOB, KOTOPHIE TAKXKE JOJDKHBI OBITH
CErMEHTHPOBAHBI Ul TMOHMMAaHUS W YTOYHEHHS 3alpoCOB M BOBJIEKAEMBIX MapKETHHTOBBIX
MHCTPYMEHTOB CO CTOPOHBI YHUBEPCHUTETA, YTO B HEJOCTATOYHOI CTETEHH NMPHUBEACHO B HAYYHOU
paboTe MPHUBEACHHBIX BBIIIE YUCHBIX.

BaxHo moHMMaTh, YTO B HACTOSAIIEE BPEMs OJHOM M3 3HAYMMBIX IENEBBIX ayAUTOPUN IS
MapKETHHIOBOW aKTHMBHOCTH BY30B BBICTYIIAeT MEPCOHAT 00pa30BaTEILHON OpraHu3aliy, KOTOPbIH
caM SIBJISICTCS BHYTPCHHUM IOTPEOUTENeM YHUBEPCHTETA, C OJJHOI CTOPOHBI, a C IPyrol CTOPOHBI
BBICTYIIAeT KaJPOBBIM, HMHTEIUICKTYAIbHBIM ITOTCHIMATIOM, OTPAXAIOUIMMCS Ha MeECTe By3a B
npoQUIBHEIX pPEHUTHHTaX M S(QGEKTUBHOCTH TPHUBJICYCHUS MNOTpEOUTENe W MapTHEPOB. OTO
00CTOATENILCTBO ~ aKTyalnu3upyeT TnpobnemMaTnky npumeneHus HR-Openamnara B pamkax
MapKETHHTOBOW aKTHUBHOCTH YHUBEPCHUTETOB.
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MPUMEHEHHUE MC®O B Y3BEKMCTAHE: OCHOBHBIE ACHEKTEHI 1
PEKOMEH/IALINN

'Hoaupa Paxumxomkaena, 2M6poxumM AXMaaX0HOB
lexan CUPMT no manpapieHusM GakanaBpuaTa
2 AymuTop-6yXrantep B ayauTopckoii opraausamus SFAI Ipenonasarens B CUPMT
https://doi.org/10.5281/zenodo.10829424

1. IIpeAnOCHIJIKH CO3aHUSI MEKIYHAPOAHBIX CTAHAAPTOB (PMHAHCOBOI OTYETHOCTH
(MC®O)

Byxrantepckuii (PMHAHCOBBIN y4YeT, MCIIOJIb3YyEMbIl KaKk CPeACTBO KOMMYHHUKALUU C LENbIO
MpeAoCTaBlIeHus MHPOPMAIMKM TMOTEHIIMATBLHBIM HMHBECTOPAMH W KPEIUTOPAMH, 3a IOCICIHUE
NECATUIICTHS] TIpeTepres Hemano wusMeHeHuid. [lo wmepe ykpemyieHus Triao00amu3aliMmOHHBIX
SKOHOMHUYECKUX WJIU WHBIX OTHOIICHUH, CBI3aHHBIC C YCUJIMBAIOIIEH OTKPHITOCTHIO HAITMOHAIBHBIX
SKOHOMHK, BCE€ OOJBIIMM YIIyOJe€HHEM CTpaH B MEXIyHApOJHbIE SKOHOMHYECKHE CBS3H,
BO3PACTAOIIECH HEOOXOAMMOCTHIO MPUBIICYEHUSI MHOCTPAHHOTO KaluTajaa U HHBECTUIINHN, MTOSBUIIACH
ocTpasi HEOOXOUMOCTh JJII KPYITHOTO OWM3HEca HMCIOJIb30BaTh €IUHBINA S3BIK OOIIEHUS, KOTOpas
BBIPAKAETCSl B COCTABJICHUH (PMHAHCOBOW OTUETHOCTH KOMITAHWWM HA OCHOBE €IMHBIX MPHUHIIUIIOB,
MPaBUJI M CTAHIapPTOB.

Bropas monoBuHa mpomuioro Beka, B 0COOEHHOCTH Tepuoa HaunHatomuii ¢ 1970-x rogoB —
OBLJI0O HayaJlOM HOBOM DSIIOXHM, KOTOpas BHeECIa OOJbIIHNE KOPPEKTUBHI B CTaHIAPTU3AIUIO
(bMHAHCOBOM OTYETHOCTH KaK CHUCTeMbl (UHAHCOBOM WH(OpPMANMK, MPU TIOMOIIU KOTOPOM
MHBECTOPbl M aKUMOHEpPhl KOMMAHWM MOJIYYWIM BO3MOXHOCTh OIICHMBATh OW3HEC, BBISBIATH
MpoOJIEeMHbIE CTOPOHBI, M NPUHUMATH PpEHICHUS, HCXOIS U3 MPEIOCTABICHHOM OTUYETHOMU
naopmanuu. Mmenno nepuon ¢ 1970-x rogoB MOXKHO CMENO MPUUYUCITUTH K TEPBBIM IIaram Io
BHEJIPEHUIO MEXKIYHAPOIHBIX CTaHAapTOB (uHaHcoBoi oTuéTHOocTH (MCDO) Ha MacmTaOHOM
YPOBHE.

Tak, B 1973 roay cosmaercs KoMurter mo MexIyHapOIHBIM OYXTaJITEPCKUM CTaHAapTaMm
(KMC®O), mnpu conmelcTBUH OyXTraaTEepPCKHUX acCOlMalMi W3 JIeCATH KpPYIHBIX CTpaH -
BemukoOpuranuu, CIIA, Kananp, ABcrpanum, Mekcuku, SAnonwun, Ppannuu, ['epmanuw,
Hunepnannos u Hopoii 3enanauu. C MmomenTa oopazoBanus Komurera mo MC®O 6b1a mpojenana
orpoMHass pabota 1o YyHU(UKAUWKW OyXTraldTepcKUX CTaHIApPTOB, BHECEHBI KOPPEKTHUBBHI B
MpeI0CTaBlIeHNU (PMHAHCOBBIX OTYETHOCTEMH, OMpeIeTeHbl HE TOJIBKO UX (POPMBI U CTPYKTYPBI, HO U
chopMyIMPOBaHbI OCHOBHBIE MIPUHIIMIIBI, TPABUIIA, KOTOPBIE MOIHSIN OYXTaaTepCKyl0 OTYETHOCTh
Ha Ka4yeCTBEHHBIN HOBBII ypOBeHb. XOTs, B IIEPBbIE I'0JIbl, HOBbIE YHU(DPUIIMPOBAHHBIE CTAHIAPTHI HE
TMI0JIB30BAJIUCH MOMYJISPHOCTHIO, TTOCTENIEHHO MO0 MEpe YCWJICHUS TI00aTH3alMOHHBIX MPOIECCOB,
OTKPBITOCTH (PUHAHCOBBIX DPBIHKOB, CIIMCOK CTpaH, ucnonb3yrmux MCOO ans cocraBieHUsS
(MHAHCOBBIX OTUETHOCTEW CTalo MOCTOSHHO pacmuparcs. Ha cerogusaunii gens, MCPO
SIBJITIOTCSI 00s13aTeILHBIMU JIJIs1 TUCTUHTOBBIX KOMMaHui B Ooniee yem 150 cTpaHax mupa, BKIIOUYas
EBpomneiickuii Coro3, ABcTpanuio u MHOTHE cTpaHbl A3un U AQpuku. ECTh Takke CTpaHbl, KOTOpbIE
npussuiit MCOO no6poBoIbHO, MPU3HABAS UX BAXKHOCTH JUTS TJI00aTbHON KOHKYPEHTOCTIOCOOHOCTH
Y 3aBOEBAHUs JOBEPHS HHBECTOPOB.

Uto kacaeTcs caMHUX CTaHIApTOB, W3 KOTOpeIX coctout MCPO, OHM TOCTOSHHO
COBEPIICHCTBYIOTCS. KOPPEKTUPYIOTCS WITU YK€ 3aMEHSIFOTCSI HOBBIMH JJIsi 60Jiee SICHOTO M MOJIHOTO
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IIPEIOCTABIICHUS PE3YJIbTATOB JESITEIbHOCTH OJOTYETHBIX KOMIIAHUNA. OCHOBHOM aKLIEHT IPU ATOM
JieTIaeTcsl Ha MpeloCTaBIeHUe TOM nH(pOpMAaIUK ISl 3aMHTEPECOBAHHBIX CTOPOH, KOTOpasi IOMOTaeT
MOHATh 3KOHOMMYECKYIO CYIIHOCTb ONEpaluuil U IMPUMEHUTb KPUTHUYECKOE CYXKICHHE I €€
COCTaBHUTEJICH B LEJSAX MPEIOCTABICHUS KaUeCTBEHHON MH(pOpMAIMKU JUTS BIaJIeNbleB Ou3Heca, ux
HMHBECTOPOB U KPEIUTOPOB.

2. Buenpenne MC®O B Y30eKuCTaHe KaK HEOOXOAUMOCTh COTMIKEHUs] HAIMOHAIBHBIX
CTAHAAPTOB (PUHAHCOBOI OTYETHOCTEMN C MEKIAYHAPOIHBIMH.

Hnst Y30exkucTana HEOOXOIMMOCTh BHEAPEHHS MEXKIYHApOJHBIX CTAaHIAPTOB (PHMHAHCOBOM
OTUYETHOCTH BbI3BaHA BIIOJIHE OOBEKTUBHBIMU NMPUYMHAMU. B CBETE MPOBOAMMBIX 3aKOHOIATEIHHBIX
npeoOpa3oBaHMii, HAMpaBJICHHBIX HAa PAa3BUTHE KOHKYPEHTOCIIOCOOHOW U 0oJjiee OTKPBITOM
SKOHOMHUKH CTpaHbl, paOoTaoliell Mo MnpaBujiaM pbIHKA, peOPMUPOBAHUE HAJIOTOBOI CHCTEMBI,
OAHKOBCKOT'O CEKTOpa, (PMHAHCOBBIX UHCTUTYTOB, IPUBJICUEHNE HUHOCTPAHHOIO KalMTaja sBISIOTCS
TJIaBHBIMU cTUMYJIsiTOpamu Jutst BHepeHust MC®DO B Y30ekucrane.

Cnenyetr otMeTuTh, uTo BHeApeHne MCDO B pUHAHCOBYIO OTYETHOCTh KPYIHBIX KOMIIAHUI
B Y30eKHuCTaHE OCYLIECTBIISIETCA IOATaNHO. VIMeroTcs, MOAKpENeHHble Ha 3aKOHOAATEIbHOU
OCHOBE, HOpPMaTHBHO-IIPABOBBIE aKThl, KOTOpble oOycnaBiauBaloT npumeHenne MCDO s
(mHaHCOBBIX OTYeTHOCTEH. B wacTHOCTH, 32 2018-2023 TOABI OBLTH MPUHSTHI JBA 3aKOHOAATEIIHHBIX
akta PecrryOnmku Y30ekucraH, 4 mocTaHOBJIEHHMS IJ1aBbl HAILlEro TOCyAapcTBa, 6 MOCTaHOBIIEHUI
Kabunera MunuctpoB u 17 BeZOMCTBEHHBIX HOPMATHBHO-TIPAaBOBBIX JOKyMeHTOB. Hinke
MIPUBEICHBI OCHOBHBIE HOPMATHBHO-TIPABOBHIE aKThl. KOTOPBIE M 03HAMEHOBAJIM ITOATAITHBIN IEPEXO/]
(bMHAHCOBOM OTYETHOCTHU B CTPaHE HA MEXKIYHAPOAHbIE CTAHIAPTHI.

- Vka3 [Ipesunenta PeciyOnuku Y36exkuctan ot 24 anpens 2015 r. Ne VI1-4720 «O mepax mo
BHEJIPEHUIO COBPEMEHHBIX METO/I0B KOPIOPATHUBHOTO YNpaBJICHHs B aKIIMOHEPHBIX o0IiecTBax». B
JTAHHOM yKa3e ObLI IPelyCMOTPEH MePeX0 1 BCEX aKIIMOHEPHBIX OOIIECTB K IMyOJUKALUU €KEer0THOM
(bMHAHCOBON OTYETHOCTH U MPOBEJICHUIO €€ BHEIIHETO ayIUTa B COOTBETCTBUH ¢ MexXTyHapOAHBIMU
CTaHJapTaMH ayauTa 1 MexyHapOaHBIMU CTaHIapTaMH (PMHAHCOBOM OTYETHOCTH B TeueHue 2015-
2018r.

- Va3 IIpesunenta Pecyonuku Y36ekucran ot 1 aBrycra 2018 roga Ne VII-5495 «O mepax
[0 KapJIWHAJIBHOMY YJIYYIIEHHI0O MHBECTUIIMOHHOTO KiauMmaTa B PecnyOnuke Y30ekucran». Cpenu
Mep MO YIy4IlIEeHHI0 MHBECTULIMOHHOTO KiuMaTa B Y30eKucTaHe, Takke 0co00e MECTO OTBOIMIIOCH
BOIIPOCAaM TapMOHU3AIMU HAlMOHAIBHBIX CTAHIAPTOB OyXTralITepCKOro ydyeTa €O CTaHAapTaMH
MC®O.

- [locranoBnenue [Ipesunenta PecnyOnuku Y36ekuctan Ne [1I1-4611 ot 24 despans 2020 r.
«O JOMONHUTENBHBIX MEpax IO TMepexoay Ha MEXAyHapOJHbIE CTaHAApPThl (UHAHCOBOM
otuetHocTu». C 1 sHBaps 2021 r. akumoHepHble oOIIecTBa, KOMMEpUYECKHE OaHKH, CTPAXOBBIC
OpraHM3alii U IOPUAMYECKUE JIMIA, OTHECEHHBIE K KPYIHBIM HAJOTOILIATENbIINKaM, OOS3aHbI
MIPEIOCTaBIATh (PUHAHCOBYIO OTYETHOCTb, HauMHas ¢ uToros 2021 roga, Ha ocaose MC®O.

SIcHO, 4TO Mepexo/ Ha MEeXKAYHAPOHbIE CTAHIAPThI MPEBEIIAI0T OOIBIINE BO3MOXKHOCTH IS
WHBECTUIMI CO CTOPOHBI BHEIIHUX MOJIb30BaTeNIeH, UIsl KOTOPBIX OLIEHKAa KaluTajda KOMIaHUU, €€
PECYPCOB H 00s13aTENbCTB OYyJIET pPerIaMeHTUPOBATHCS OOIIENPUHATHIMUA CTaHAapTaMu. B memom,
commxernre MCDO ¢ HallMOHANBHON OyXrajaTepcKoil OTYETHOCTHIO OO aeT PAIOM MPEUMYIIECTB
MpaKkTUYECKoro xapakrepa. OHM UCXOIAT U3 Leiel 3aaau nocrasieHHol nepen Cosetom MCOO,
KOoTOpas Obula coznaHa mytem pectpykrypuszanuu Komurera MCDO B 2001 roay. IlocraBneHnHbie

3ala4y OXBATBIBAKOT TAKUC BA’KHBIC CIICKTPLI ACATCIIBHOCTHU KaK:
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e YaHu(uUKanus U cTaHAapTU3ALMS HALIMOHATIBHBIX CHCTEM Y4eTa M OTYETHOCTH

¢ O6001IeHNE OTIBITA ¥ MTPAKTHKH y4eTa HanOosee NpOIBUHYTHIX CTPaH

e JlanpHelinee COBEpPIICHCTBOBAHNE CTAaHIAPTOB (PMHAHCOBOI OTYETHOCTH

WcnonHenue naHHbIX 3a/1a4 10JKHO IPUHECTH HECOMHEHHYIO BBITOY JUIsl TEX CTPaH, KOTOphIE
MOCTaBWIIN TIepes] cOOO0i 11eh HHTETPallii B MEPOBOE SKOHOMUYECKOE M (PMHAHCOBOE COOOIIECTBO,
9TO U COOTBETCTBYET BHIOpaHHOMY Kypcy PecrryOmiku Y30ekucTaH.

3. Mpoodaembl npumenennss MC®O B Y30ekucrane

B MupoBOW mpakTHKe pa3neNnsioT TpU OCHOBHBIE (opmbl mpumeHeruns MCDO s
(MHAHCOBOW OTYETHOCTH:

eMC®O mnpumeHsieTcs IMOJHOCTbIO, CIIeAys BCEM IMpEANMCaHHBIM CcTaHjgapTam 0e3
WCKJIIOYEHHS] © UMEHHO OHU BBIMOJHSAIOT POJIb HAIIMOHAIbHBIX CTAaHIAAPTOB.

o [I[puMeHeHne 00s3aTeNIbHO ISl TEX KOMIIaHWi, KOTOpbIe 00s13aHbI 110 (hopMe COOCTBEHHOCTH
U 3aKoHO/aTeNbCTBY MpUMeHITh MC®O 11 prHAHCOBBIX OTYETHOCTEH U yueTa.

e [I[pumenenne MC®PO B 100pOBOJILHOM MOPSIZIKE, KOIZAa 3aKOHOJATENbHO JaeTcsi BhIOOp
MeX1y HallMOHAJbHBIMU CTaHAAPTAMU U MEXKTyHAPOIHBIMH, U KOMIIAaHUS UMEET MpaBo BeIOOpa Oe3
HE00X0MMOCTH AyOIUpOBaHUS HAIIMOHAIBHBIM CTaHJAPTOM YYeTa.

[Ipyu yacTUYHOM MPUMEHEHUHU MEXTYHAPOAHBIX CTAHJAPTOB, CBONCTBEHHBIN 1151 Y30eKucTaHa
u psaga crpaH-ydactHull CHI', mpuopuTeT mnpu cocTaBieHHMH OyXTalTepCKOro ydera OTAAeTcs
HallMOHANILHOMY cTaHAapTy. Jns mpenoctaBinenus ordetHocTd 1nmo MCOO B TakoMm ciydae
UCIOJIb3YIOT MH(POPMAIUIO, COCTABJICHHYIO JJIS OTYETHOCTEW MO HAIMOHAJIbHBIM CTaHJAPTaM.
Bo3moxxeH Takke BapMaHT NapajUIeIbHOTO y4yeTa, KOrja BBHUAY CYLIECTBEHHBIX PAaCXOXKICHHUU
MEX 1y MEKYHapOIHBIMU M HAIlMOHAJIbHBIMU CTaHJapTaMu, OpraHu3alus BbIOUpaeT BeACHNUE yUeTa
o AByM MetozojorusiM. OqHaKo, Takol BUA He sABisieTcs d3PPEKTUBHBIM TaK KaK 3aHUMAeT MHOTO
BpEMEHH I MOATOTOBKH M MOXET MOTpeOOBaTh HAIMYHUE JOMOJHUTENbHBIX JIFOJCKUX PECYpPCOB.
bonee Toro, morpaueHHOE BpeMs M CTOMMOCTb TaKOW OTYETHOCTH MOJKET BbI3BATh HETATHBHYIO
PEaKIMIO CPeId COCTAaBUTENIEH U TOJIb30BaTeNIe HHPOPMaIIUH.

Cpenn napyrux mpoOieMm, mpensaTcTByomux commkennto MC®PO ¢ HaluMoHaIbHBIMH
CTaHJapTaMH MOXHO BBIACIUTH MPOOJIEMBbl MHCTUTYLIMOHAIBHOTO, OPraHMU3allMOHHO-TIPAaBOBOTO,
(bMHAHCOBOI'O U METOJIOJIOTUYECKOTO XapaKTepa.

HNHcTHTYUMOHAIBHBIE NPOo0JeMbl B OOJbIIEH CTENEHW CBS3aHBl C TPaJAUIIMOHHOW
HaIpPaBJIEHHOCTHbIO (DMHAHCOBBIX OTYETHOCTEH, KOTJa OCHOBHBIM €€ MOTpeOUTEeJeM BBICTYIAIO
rocyJapcTBO WJIM rOCyJIapCTBEHHbIE opranbl. DHHAHCOBAasi OTYETHOCTh HE BBINOJIHAJIA TOW POJIH,
KOTOpasi CTAaBUTCSI IEPE] MEXTYHAPOIHBIMU CTAHIAPTAMU B PEAIUSIX COBPEMEHHOI'O BPEMEHH, KOTAa
TJIaBHBbIE TOTPEOUTENN — WHBECTOPHI MOJararoTcs Ha (PMHAHCOBYIO OTYETHOCTb MJISl HPUHSATUS
HKOHOMUYECKUX, (PUHAHCOBBIX WJIN CTPATETHUECKUX PEIICHHI.

Oprann3anuoHHO-NPaBOBbIe MP00JIeMbI: B Psiie CTPAH CYMTAETCH BeCOBBIM (aKTOpOM,
npensTcTByomuM BHeapennio MCOO Tak Kak aHTTUHCKUHN SI3BIK, SBISIETCS Pa0OUYUM SI3BIKOM JIJISt
MEXJIyHapOAHbIX cTaHaapToB. CTaHmapThl OOCYXIaroTcs, N0padaThIBAIOTCS, KOPPEKTUPYIOTCS U
BBIMYCKAIOTCSI Ha aHIIuiickoM s3pike. OJHako, B Y30ekucTaHe B 3TOM HalpaBlIeHUH OBbLIH
JOCTUTHYTBHl CYIECTBEHHBbIE MPOJBMKEHMsI MNOCKOIbKY cranaaptel MC®PO mnepeBeneHsl Ha
roCy/apCTBEHHBIN SI3bIK. bosiee Toro, korjna HoBele cTaHAapThl BelmyckaroTcss CosetoM o MCOO,
M0 ycTaHOBIIeHHOW noroBopéHHOCTH ¢ hoHAOM MCDO, B Teuenune 90 qHEH, HOBbIE CTaHAAPTHI
HE3aMEeUINTEIBHO NEPEBOIATCS Ha TOCYAAPCTBEHHBIN S3BIK.
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BwMmecTe ¢ Tem, oco00oe BHUMaHHE 3aCTyKHBAET BOPOCH M0 MOATOTOBKE U MepenoaroroBKe
KaJIpOB, CICIMATUCTOB, KOTOPHIE 3HAIOT CTAHJAPTHI M CIHOCOOHBI COCTABJSATH TPAMOTHO
(UHAHCOBBIE OTYETHOCTH, MPUMEHSS KPUTHYECKOE CYXKJICHHE, W BBIpaKas SKOHOMHYECKYIO
CYIITHOCTh TIPOBOJMMBIX CJIEJIOK B KOMMaHWSX. Ecim Takue mpoOiieMbl He OyayT yCTpaHEHBI B
KpPaTKOCPOUYHOM NEePCIEKTUBE, OHU MOT'YT CYILIECTBEHHO IIPUTOPMO3UTH Iiponiecc BHeaApenus MCDPO
B Y30ekucrane. Takxke HEOOXOIUMO BBIJICIICHUE OOJBIIMX CPEJCTB HA BBIMTYCK yu4eOHHKOB B BY3,
MPOBEACHUE KPATKOCPOUHBIX KYypCOB MO TOJTOTOBKE M TMEPENOJArOTOBKE KaJpPOB KakK ILEITOCTHOE
HarpaBJIEHUE JUIsl B3pallMBaHUS HAIMOHAIBHBIX KaJIPOB.

W nocnennee, y4MThIBas, 4YTO JJIsi MHOTHX KOMIIAHUH B Y30CKHCTaHE, OTHOCSIIMXCS K
KaTerOpHH KPYIHBIX HAJIOTOILIATEIBIIMKOB, CeYac UIET aJanTalliOHHO-TI03HABATEIbHBIN TIEPHO/I,
rae nyteM Tpo0 W OMHMOOK MM HYXXHO BBICTpaMBaTh HOBBIE TMOAXOABl K MPUMEHEHHUIO
MEXAYHapOAHBIX CTaHAAPTOB (PMHAHCOBOM OTEYHOCTH, ObUIO OBl I11€eCO00pa3HbIM pa3padoTarh
onpeNIeIEHHYI0 METOJUKY (PMHAHCOBBIX OTYETHOCTEH, yuumThIBas crienuduky mx OusHeca. Takue
paboune 1madIoHbBl BMECTE C JOMOJHEHHBIMU PEKOMEHAAMSIMU MOTJIM OBl CYIIECTBEHHO MOMOYb
aJanTHPOBATHCSI MHOTUM KOMIIAHUSM U IIeJICHANPaBIeHHO ucxoas u3 npuHiunoB MC®O BeIOUpaTh
B OyIy1ieM MOJIeNId OTYETHOCTEH, KOTOPhIE B MOJHON Mepe pacKpoIOT CYIIHOCTh OM3HECa OTYETHBIX
KOMITAaHUH ¥ TIOMOT'YT UM TIPUBJIEYh HHBECTOPOB.

3akimouenue: bonee gem 3a 50 net cBoeii nesarensHocTH Komurer mo MCDO, koTOphIit ObLT
npeoOpa3oBaH B Havase MuuieHnyMa B COBET, BHEC OTPOMHBIM BKJIaa B Jelie YHU(DUKAIMU U
TapMOHM3AIMK MEXTyHapOIHBIX (OPM OTUYETHOCTH M y4eTra. HecoMHEHHO, uTO B Y30EeKHCTaHE C
CcaMOro Hayaja OCHOBaHMS HAllMOHAJBbHBIX CTAHJIAPTOB y4eTa, MPUHUMIBI U KoHUenuuu MCDO
obutH puOmKeHsl. OHaKo, YTOOBI MOJHATH HA HOBBIN YPOBEHb YK€ MMEIOIINECs JTOCTHKEHUS,
He0oOXO0MMO Jajbllle CJIe0BaTh MHTETPALlMOHHBIM IMpoleccaM B chepe (GUHAHCOBOM OTUETHOCTHU
nockonbKy mepexon Ha MC®O mpenocTtaBUT cTpaHe OoJbIIe BO3MOXKHOCTH ISl peau3aluu
MOTEHIIMATBHBIX PECYPCOB, CJAEIaB SKOHOMHKY CTpaHbl 0o0jee OTKPBITBIM C TOYKU 3pEHUs
(MHAHCOBOW OTYETHOCTH, IMO3BOJIMB TEM CAMbIM YCUJIUTh (PMHAHCOBYIO TUCIUILIMHY B KOMIAHHSIX,
KOTOpBIE 110 CBOEH OPraHU3allMOHHOM CTPYKTYpPE SBIIAIOTCS aKIMOHEPHBIMU. VIMEHHO € 3TO# TOUKH
3peHus, CTaHET BO3MOXKHOM 0oJjiee aKTHBHOE NMPUMEHEHHE COBPEMEHHBIX MEXAYHApOAHBIX (opM
KPIOPATUBHOTO YIIPaBJICHUS OU3HECOM.
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Y3BEKHCTOHJIA YI-)KOH KOMMYHAJI XV KAJUTUJIA THHOBAIIMOH BA
WHBECTHIIMOH ®AOJMATHU TAIIKWJI STHJINIIHU BA PUBOXKJIAHUIIN

Xacanos Toxup AoaypamuaoBuy
TomkenT maxpugaru CUHranyp MEHe>KMEHTHU PUBOXKJIAHTUPULL
WHCTUTYTH XOJAUMHU, U.(.11., TOLEHT

https://doi.org/10.5281/zenodo.10829436

Vil-KoH KOMMYHaJI XY)KaIWTH, KOMMYHaJl Xu3MaTinapra Ttapud cu€catu, SHI MyXUMH
aXOJIMHUHT yH-KOH KOMMYHAJI XM3MaTJiapura OyiraH SXTHEXIAPHHU Te3 MyJUIaT/Aa KOHIAWPHIIL,
camapai Ba ¥3 BaKTHa TAbMHUHJIAII UMKOHHUATHTA dTa OymMaraHn camapacus OOIIKApyB THU3UMUHU
TaKOMIJUIAIITUPHUILL Xap JOMM Xam JaBjaT OolIKapyBuUJaru Ao0ia3ap0 Basudanap cudaruga
kKapanaau. llly mynocabar Ownan mammakatumu3z [lpesunentu [1I.M.Mupsuée 2018 #un 29
nexkabpaaru Onuii Maxkiucra MyposkaatHomacuaa: “MabiiyMKH, KOMMYHaJT XYKAIUK COXAaCH Y30K
Aunnapaax OyéH KyTI120 YBTUPO3JIApPTa cabab OyIMOKIa. [lyauHr Y4YyH
2019 #wmnman Oommad TapMOKIA JaBJAT-XyCYCHM IIEPUKIWK Oyilmya WHBECTOpiap OuiaH
XaMKOPJIMKIA UIUTAIIHU OomIaiitMu3” AeraH GUKPHU UIATapH CYp/H.

VYii-xo#l XyKaauru KOMMYHaJ XYKaIUTHHUHT 3HT HUPUK coxacHu OYnuo, y ¥3 nuura yi-xoi
¢donnuHu OomiKapuml, yH-KoH (oHAWra Xu3MaT KypcaTyBUM KOpXOHajap Ba axojura Xu3Mar
KypcaTaguraH MHIIOOTIAPHH KaMpab onaau. MycTakuiik iunnapuaa ¥36exucron Pecry6ankacu
yi- KoM (OHIUHMHT YMYyMHUH MaWIOHW CE3WJIapJId Japaxkaja OUIAW, axoJdd COHHM Kymanuo
Oopa€Tranura KapamacjJaH, OJaMJIapHU Typap-KOol OwiaaH TabMHHJIANIAA >KOH OOIIura TYFpH
KeJlauraH Yi-Koil MalJJOHH KeHTainb 60pMoKa.

V36exucronaa yii-xoit myHocabaraapu 1998 it 24 nexaGpaa KaGyn KHIHHTaH Y36eKHCTOH
Pecny6ukacuHuHr “Yii-Koif Kogexcn” GuiIaH TapTHOra coTMHAIM Ba Y36eknucTon PecryGnukacu
Baszupnap Maxkamacu xama MaxaJuIMid JaBJiaT XOKUMUATH OpraHIapuHUHT Oy coxacuaa Oup KaTtop
BaKoJaTiapra fra.

Kymnanan, Vz6exucron Pecny6imkacu Basupnap Maxkamacu yii-koil MyHOcaGaTiapHHH
TapTHOra COJMII COXacH/Ia:

- yii-xoil Gonaunan oilgagaHuIl Ba YHUHT acpaUIIMHU TabMHUHIJIAII COXACHAard JaBjaT
CUECATUHU IOPUTAAM, YI-)KOI COXAaCHMHM PUBOXKIAHTUPHUIIHUHT AABJIAT KOMIUIEKC NACTypJIapuHU
KaOyJ1 Kuiaau;

- yH-XKOM XYKaIUrd Ba KOMMYHAJ XU3MaT KypcaTtuil Oyiinua naBiaT OOLIKapyB OpraHiapu
(haonusaTUTa pax0apIUK KUIAIN;

- Typap >KOWJIapHHU TaKCHMJIAIl XaMJa apeH/a, wxapa mapTHomManapu oyiinya ¢ykaponapra
Oepulll, MIYHUHTJCK YJIapHU aJMAlITUPHUII XamJa COTHII TapTHOWHM HIUIA0 4YUKagu Ba
TacIMKJIaN M,

- yi-%o0if Ba KOMMYyHAaJI XU3MaTJIap YUyH XaK TYJIall TU3UMUHHA TapTHOra coyaju;

- KOMIIEHCAIMs, KPEAUT XaMa ccyaainap Oepulll TapTuOu Ba mapTIapyuHA TapTHOra cosaju;

- KOHYH Xy>XKaTinapura MyBo(uK OoIlKa BakoJIaTIapHHU aMalra OIrpaiy.

Maxamuii JaBiaaT XOKMMUSTH OpraHJapUHUHT YH-KOW COXacHJard BakojaTiapura sca
KyHugaruiap KUpaau:

- y#i-koil TYFpUCHAArd KOHYH XYXOKaTIapUHUHT WKPOCUHU TabMHHIIAIL,

- yi-xoii poHaM Ba KOMMYHaJI OOBEKTIIAPHU OOMIKAPUIITHU TAIIKKUI STHUII;
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- ¥3 tacappyduparu Xyayana KOMMYyHaJ XU3MaTiapra oux Tapud cuécatnHu OenruiiaHraHl
TapTUO/Ia MAKTAHTUPHIL;

- y#-xoii poHAMHM XECOOTa OJIUIII,

- JaBiar yH-koi (oHAMmAru Typap KOWJIApHM TaKcUMJiaml Ba (ykapoiapra mkapa
IapTHOMAacH LapTiapy acocuaa OepHilr;

- JaBiar yi-KoW QOHAMTArM Typap OKOWJIApHH ylapaaH OeNrujiaHraH Makcaia
¢olimanaHuIn y4yH IOpUIHK [IaxXcIapra apeH/ia MapTHOMACH IapTiapy acocuaa OepuI;

- yd-xoi QonaumaH QoinamaHWIMIIN Ba YHHMHT acpajHIld, axojHura KypcaThiaguraH
KOMMYHAJI XH3Matiap cuatu yCTHIaH Ha30paTHU TAbMHHIIAII;

- AXOJMHMHI WXKTUMOMM >KMXAT/JAaH XMMOSUIAaHMaraH Ba KaM TabMUHIJIAHTaH ToHQasiapu
opacuaH yi-oi mapouTIapuHy XIINJIAIra MyXToX Oyaran ykapoiaapHu XMcoOra oIl XaM/1a
yJIapHU aHUK MaKCaJJTl KOMMYHaJ yi-Koi GoHIAUIaH yil->)KOW OMJIaH TabMUHJIAI;

- (yKapoJapHUHT WKTHUMOUH KUXAaTJaH XMMOsUIAaHMaraH Ba KaM TabMHMHJIAHTaH ToM(aniapu
YUYH YH-KOW KypHIL;

- yH-KOW KypyBUWJIapra yW-KOM KypuIl y4yH, [IYHHHIJIEK XYCYCHM  yH-)KOU
MYJIKJIOPJAPUHUHT MIKPKaTIapura JouMui ¢oiananuiira Geruianrald TapTudaa ep yuyacTKanapu
Oepuii;

- yi-xoi ¢oHaura Xu3MmaT KypcaTyBUM KOMMYHaJl XH3MaT KypcaTHIl, WXXTHUMOUH Ba
TPaHCIOPT  HMH(pATy3wIMacd OOBEKTIApUHUHT  JIO3UM  Japaxaaa CakJaHUIIM  Xamja
PUBOXKJIAHTHPUIMIIMHU TabMUHJIALIL

- JIaBJaT yW-)KOH (GOHAWMHUHT Typap *KOWJIAPUHU OPOHIAMITUPHUII Ba aIMAIITUPHIII;

- KOHYH Xy’}OKaTiapura MyBoQHK OOIIKa BaKOJATIApPHU aMajra OUIMPHIL.

[y 6wman Oup KaTopja, MaMjaKaTUMH3Aa YW-)KOH MyHOcaOaTIapyuHU TapTHOra COJIMIIIA
(GyKapoJapHUHT Y3MHU y3M OOLIKAPUII OpraHJapUHUHI MIITUPOKMHU XaM KYpHII MYMKHH.
XycycaH, ynap:

- (dykapomapra yi-koit donaumaHn (QolgamaHWIIIa XaMJa YHUHT  CaKJIaHWUIIUHU
TabMMHJIANIA KYyMaKJIaIlau;

- KypuIl Ba yi €H aTpo(MHM Cakjall KOMJAJapura puos STHIUILN YCTHIAH >KaMOATYHIIMK
Ha30paTHHU amMalra OlMNpaau;

- (QYKapoJapHUHI MaUIIMH-yH-)KOW IIAPOWTIAPMHM AXIIWIALl TYFPUCHIA TErMIUIN
opraxyapra Takjaniap KUpuTaiy;

- KOHYH Xy’OKaTiapura MyBo(pHK OOIIKa BaKoJaTJIapHU amMajra OLUIMpaiu.

HlyHu anoxuia TabKUAJIAL )KOM3KH, KAMUATAA KTUMOUIN COXaHUHT PUBOXJIAHUIL Jlapa)kacu
aXOJIMHUHI YH-)KOH XYKalIUI'¥, TypMyLI IIAPOMTH Ba KOMMYHaJl XHM3MAaT KYpCaTHUII COXACHHUHT
PUBOKJIAHTAHJIMK Japaxacura OeBocTa OOFIUK. YH-KOH KOMMYHal XYKalIUrM TU3UMUHHUHT
PHUBOYKIIAHUII JAPAXKACH aX0JIU TypMYLI INAPOUTUHUHT MUKH TALIKWIIAIITHPUINIIN Ba Xa€T Tap3UHU
O6enrmnabd Oepagu. LlyHuHr yuyH xaMm, pecnyOnukamu3ja ailHaH yH-)KOM KOMMYyHall XHM3MaT
KYpcaTHIL TAPMOFMHU UCIIOX KWJIMIITa aJOXH/]1a 3bTHO0P KapaTHIMOKA.

IIpesunent IllaBkar Mupsuée Yy3ununr 2017 imn 22 nexaOpp kynu Omnumit Maxuncra
MypoxaatHomacuaa «bus, aBBasio, 4eTJaH KpeauT Ba capMmosuiap oMl kenuin Oyinda camapanu
TU3UM SIPATUILIUMU3, Xap OUp KPeAUTHHU aHUK MIUIATUIIHU YpraHUIIUMU3 JI03UM. by Macanazia eTtu
Yym4ab, bup MapTa Kecaaurad, OKHOaTHHU MyxTa Yitnad um onub 6opaguran nasp kenau. Ly vykran
Ha3apAaH, JABJIATHUHT WHHOBALMOH SHIWJIAHWII JACTypUHHU IIAK/UIAHTUPHIL, WHHOBALUSA Ba
MHBECTULIMSIApAAH camapaiu (oijlaaHaural sHIM aBJIOJl KaJpJapHHM, SHTU capMosaopiap
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cuHGUHU Talépiaml yTa MyXHM axamusTra dra», ae0 tabkumpiagu. llyHuHrnek, maskyp
MyposkaaTHOMa 1A pax0ap XO0IUMIAPHUHT WHBECTUIUSUIAP Macallachia Basudanapy Ba MaChyIHUIATH
TYFpUCHJla KyWHUJAarujap TabKUIJAHTaH: «XOKAMIIAp, JaBJaT OpraHjapyd Ba TAIIKWJIOTIAPU
paxOapiIapUWHUHT UHBECTHUIMSUIAPHH K0 ITHII, XOPMKH WHBECTOpIIap OMIaH XaMKOPJIUK KHJIUIII,
SHTY WNUTA0 YMKAPUIT TYpPIAPUHU TANIKWI ITHIN, WII YPUHIAPH sSpaTuil Oyinda (GaouTuruHH
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Abstract. Islamic principles provide a robust foundation for environmental preservation,
emphasizing responsible stewardship and ethical conduct. The concept of "Amanah™ entrusts
humanswith the duty to safeguard the environment, with khalifah (stewardship) outlining the divine
mandatefor Earth management. Designated as stewards in the Qur'an, humans are responsible for
judiciously managing the Earth and utilizing resources responsibly to avoid harm. This
interconnectedness of Islamic principles and environmental ethics forms the bedrock for a
synergistic approach between Green Banking and Islamic Finance. At the core of Islamic Finance
lies the essence of ethical financing, aligning seamlessly with the goals set by Green Banking.
Green Sukuk, one of the main instruments in Islamic Finance for fundraising, emerges as a
powerful tool akin to green bonds. It serves as a means to channel funds specifically into
environmentally friendly initiatives, offering a unique contribution to the green finance landscape.
This article delves into the common goals, principles, and potential challenges that unify Islamic
finance and Green Banking in their pursuit ofsustainable and eco-friendly financing.

Keywords: Green Banking, Islamic Finance, green bond, green Sukuk

1. OVERVIEW OF GREEN BANKING

Green banking, synonymous with sustainable or ethical banking, prioritizes financial
practicescentered around environmental sustainability and social responsibility. The concept gained
prominencein the late 20th century, with the term "green banking" first coined in the 1990s, driven
by the increasing recognition of the financial sector's impact on the environment and society. The
term greenbanking officially appeared in 2003 with the aim of protecting the environment. Hence,
(The EquatorPrinciple) were established and approved by some of the world's leading banks, such
as: Giti group —Inc, The Royal Bank of Scotland, and Westpac Banking Corporation. (Lalon).
Green banks are defined as the banks that adopt the financing of projects that mainly preserve the
environment. Somedefine it as the banks that provide their financial services in a way that enhances
economic well-beingand does not harm the environment and society. Green banking is a type of
banking activity in whichbanks take the initiative to conduct their everyday operations. Banks that
engage in such banking operations are referred to be socially responsible, sustainable, green, or
ethical banks (Hossain, Zhixia). Tariffs for green banking services vary, covering sustainable
lending, investment in renewable energy projects, and eco-friendly investment portfolios. While
specific rates differ amongfinancial institutions, many green banking initiatives aim to provide
competitive financial products aligning with both profitability and environmental/social goals.
Green Banks are dedicated institutions utilizing innovative financing to expedite the shift to clean
energy and combat climate change. Their mission-driven nature prioritizes deploying clean energy

over profit maximization.



MANAGEMENT, MARKETING AND FINANCE

INTERNATIONAL SCIENTIFIC JOURNAL VOLUME 1 ISSUE 1

Actively cultivating a pipeline of clean projects, Green Banks proactively seek market
opportunities, addressing climate change and pursuing goals such as enhancing resilience or
servinglow-income communities. As enduring institutions, Green Banks establish organizational
culture andexpertise, with the autonomy to adapt to real-world challenges. Unlike programs,
institutions can experiment, learn from failures, and iterate. Green Banks employ financing, not
grants, anticipating eventual capital return to maximize impact. They focus on markets with
potential payback, emphasizing proven, technically viable projects beyond the research and
development stage. Financing aligns with other market development activities. With a focus on
accelerating the clean energy transition, Green Banks prioritize swift market penetration to replace
dirty energy, distinguishing them from programs that passively provide capital.

g D
\ .‘r'):.
J===N

S o I

2. OVERVIEW OF ISLAMIC FINANCE

As indicated by the Islamic Finance Development Report 2023, the international Islamic
finance sector experienced an 11% growth in its asset size, reaching US$4.5 trillion in 2022, with
Islamic banking responsible for 72% of the total industry assets. Moreover, the industry has
exhibitedremarkable growth, surging by 163% since 2012, and there are anticipations for a further
expansion to US$6.7 trillion by 2027. Green and sustainability Sukuk emerge as a focal point at
COP28 in Dubai, acting as a driving force for the expansion of sustainability initiatives and
Environmental, Social, and Governance (ESG) Sukuk issuance in developing nations. The global
ESG Sukuk issuance reached a noteworthy milestone, totaling US$8.4 billion in 2022, marking
another record- breaking year and sustaining its rapid growth trajectory since the inception of such
Sukuk in 2017. As of the close of 2022, the value of Islamic ESG funds stood at US$6.6 billion,
exhibiting a 14% decrease from their peak of US$7.6 billion in 2021 (IFDI report 2023). Islamic
finance has demonstrated a commitment to socially and environmentally effective products. This
aligns with thebroader goals of responsible finance. Prohibiting usury and encouraging ethical
investments, Islamicfinance has shown resilience during economic downturns, further highlighting
the sustainability of its ethical principles.

3. PRINCIPLES OF ENVIRONMENTAL PROTECTION IN ISLAM

Islam holds a wealth of principles that are apt for the preservation of the environment. Within
Islamic teachings, there is a significant emphasis on the concept of *Amanah" or trust, signifying
the responsibility entrusted to humans to safeguard the environment and its resources. It is
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imperative todelve into the principles of khalifah (stewardship) and trust (Amanah) (Azmi
Sharom), as they serveas the fundamental basis for environmental protection in Islam. This is
primarily because these principles delineate the role of humans, created in this world as a caliph
(khalifah). In the Qur'an, Allah conveys, "Behold, thy Lord said to the angels: 'l will create a
vicegerent on earth' (surah Al- Bagarah). This verse elucidates those humans have been appointed
as stewards on earth, tasked with the responsibility of managing the Earth to the best of their
abilities. Humans, integral to God's creation, share a close relationship with the surrounding nature.
Furthermore, the Qur'an asserts that the Earth is a living entity deserving of respect and careful
treatment, aligning with the principle of justice. Allah S.W.T commands that the outcomes of the
Earth's resources should be appropriately managed, distributed, and utilized by the inhabitants of a
nation. This encompasses various resources such as agricultural produce, livestock, timber,
petroleum, minerals, gold, and more (Azmi Sharom).It extends to human conduct towards the
environment, emphasizing the avoidance of harm. It is essential to recognize that the numerous
disasters and environmental harm witnessed globally stem from human greed and negligence.
Hence, Muslims are enjoined to exercise caution, recognizing a moral duty to preserve the
environment and uphold the rights of all living entities. Islam underscoresthe significance of
conserving water, recognizing it as a vital natural resource essential for survival. The scarcity of
water can have profound consequences on everyone, as humans can only endure for three days
without it (Mohd and Ibrahim). Consequently, Muslims are urged to use water judiciously, and
the act of wasting it is deemed a transgression. A common practice contributing to water waste is
ablution, a ritual Muslims perform five times daily. Unfortunately, this often results inexcessive
water usage. The Prophet Muhammad (peace be upon him) explicitly discouraged such
wastefulness: “‘Abdallah b. ‘Amr b. al- ‘As said that the Prophet came upon, Sa’d when he was
performing ablution and asked, “What is the meaning of this extravagance, Sa’d?” He replied, “Is
there extravagance in ablution?”” He said, “Yes, even if you are beside a flowing river.”” (Ahmad
andlbn Majah). Furthermore, Islam strongly condemns waste and extravagance. Muslims are
encouraged to use resources wisely and avoid extravagance, fostering a mindset of conservation.
Corruption on Earth, which includes environmental degradation, is strictly prohibited in Islam.
Muslims are urged to prevent harm to the environment.

4. INTERRELATIONSHIPS BETWEEN GREEN BANKING AND
ISLAMIC FINANCE

The interrelationships between Green Banking and Islamic Finance are intricately woven,
sharing common principles rooted in ethical and sustainable practices. Islamic Finance, grounded
inShariah principles, prohibits usury, and ensures investments adhere to ethical considerations,
while Green Banking, aligned with ethical goals, emphasizes socially responsible investments and
sustainable practices. Both domains converge on the objective of environmental sustainability, with
Islamic Finance focusing on ethical financing and sustainable economic development, and Green
Banking directing funds towards eco-friendly projects and renewable energy. Moreover, both
IslamicFinance and Green Banking endorse asset-backed financing, tying transactions to tangible
assets to minimize speculative activities. They share the fundamental principles of risk-sharing and
profit-and-loss sharing, fostering a partnership approach in financing. This alignment incentivizes
commitmentto environmentally friendly initiatives through shared risks and returns. Additionally,
both sectors actively avoid investments in harmful activities, whether deemed ethically or




MANAGEMENT, MARKETING AND FINANCE

INTERNATIONAL SCIENTIFIC JOURNAL VOLUME 1 ISSUE 1

environmentally detrimental. Islamic Finance prohibits investments in sectors such as alcohol and
gambling, while Green Banking refrains from supporting environmentally harmful activities,
directing funds toward positive contributions to sustainability. Both Islamic Finance and Green
Banking prioritize community welfare, with Islamic Finance seeking social justice and addressing
economic disparities, and Green Banking viewing environmental sustainability as integral to
community welfare. Their shared commitment to broader social good extends to global sustainable
development efforts, with Islamic Finance contributing through adherence to ethical and
environmentally conscious practices, and Green Banking directly aligning with global initiatives
for environmental sustainability and climate action.

In_meeting the requirements of international standards, both Green Banking and Islamic
financing have their own and appropriate approaches: In the domain of Green Banking,
Corporate Social Responsibility (CSR) involves initiatives aimed at reducing ecological
footprints, supporting sustainable projects, and engaging in community welfare programs.
Simultaneously, Islamic Financing embeds CSR principles by avoiding investments in activities
harmful to society or the environment.

Environmental, Social, and Governance (ESG) criteria guide Green Banking to consider
environmental sustainability and socially responsible investments in its decision-making processes.
Similarly, Islamic Financing integrates ESG principles, emphasizing ethical and socially
responsibleinvestments in alignment with Shariah compliance.

Green banking actively contributes to achieving UN Sustainable Development Goals
(SDGs)related to environmental sustainability, clean energy, and poverty alleviation. Islamic
Financing aligns with various SDGs, contributing to poverty reduction and sustainable economic
development etc.

In the realm of Socially Responsible Investing (SRI), Green Banking follows SRI principles
by directing funds toward environmentally friendly projects and socially responsible initiatives.
Islamic Financing, too, aligns with SRI by avoiding investments in harmful sectors and prioritizing
ethical and socially responsible projects.

Value-Based Intermediation (VBI) is particularly relevant to Islamic Financing, where VBI
emphasizes value-based decisions, ethical conduct, and social responsibility in alignment with
Shariah principles (BNM).

Shariah

- Pork

- Conventional Financial
Services

- Entedainment

- Financial Ratios Related to
Leverage and Cash Holdings

Source: S&P Dow Jones indices LLC. Chart is provided for illustrative purposes
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5. ETHICAL AND ECO-FRIENDLY FINANCING IN ISLAMIC FINANCE

Islamic finance has demonstrated a commitment to socially and environmentally effective
products. Countries such as Malaysia, Indonesia, and the Gulf Cooperation Council (GCC) nations
have been pioneers in integrating Islamic finance with green principles. For instance, Malaysia’s
Green Technology Financing Scheme, supported by Bank Negara Malaysia, has been a success
story in promoting eco-friendly initiatives(gtfs.my). Indonesia has seen the issuance of green
Sukuk to fund environmentally sustainable projects. In the GCC countries, there is a growing
emphasis on Shariah-compliant sustainable finance products, aligning with their broader economic
diversificationgoals. Fitch Ratings foresees continued prominence of ESG sukuk in the latter half
of 2023 and beyond, driven by government sustainability initiatives in OIC countries. ESG sukuk
experienced strong growth in 2Q23, totaling USD 30.5 billion, up 22% quarter on quarter. The
projection is for ESG sukuk to surpass 7.5% of global sukuk in the next five years. Key issuers are
concentrated in Saudi Arabia, Indonesia, Malaysia, and the UAE. In core Islamic finance markets,
sukuk holds a significant share of ESG debt. The UAE has introduced regulations exempting
companies listing green or sustainability sukuk or bonds from registration fees in 2023 (Fitch
ratings).

6. CHALLENGES

Non-eco-friendly financing poses negative effects on both society and nature. This includes
environmental degradation, loss of biodiversity, and social inequality. Green banking and Islamic
finance offer opportunities to address these challenges through sustainable financial practices,
fostering economic growth that considers environmental and social well-being. The following
issuesare pertinent to the sustainable development of social and economic sectors that are beneficial
for both society and the environment, as well as in the establishment of an ecosystem that adheres
to international standards:

Capacity Building - developing the necessary expertise within financial institutions stands
as a common challenge. This includes training professionals to assess, fund, and manage projects
aligned with green and ethical principles. Capacity building is crucial for both Green Banking and
Islamic Financing to navigate the complexities of environmentally conscious and Shariah-
compliantinvestments.

Waste Management - financing projects related to waste reduction, recycling, and
sustainablewaste management poses challenges for both sectors. Effective waste management
strategies are integral to the success of green financing initiatives and must comply with Shariah
principles in the context of Islamic Financing.

Financial Institutions Frameworks — a lack of well-defined frameworks for integrating
environmental, social, and ethical considerations into decision-making processes is a common
hurdle. Establishing robust frameworks that align with both green principles and Shariah
requirements is imperative for financial institutions operating in these domains.

Government Regulations - clear and supportive regulations from governments are essential
for fostering a conducive environment for green and ethical financing. Both Green Banking and
Islamic Financing rely on government support to create regulatory frameworks that incentivize
andfacilitate their respective initiatives.
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Industries Readiness - industries may not be fully prepared or equipped to meet the stringent
criteria required for sustainable and ethical financing. The commitment and investment needed for
industries to transition towards sustainability are challenges shared by both sectors.

Awareness of Society - a lack of awareness among the general public about the benefits and
options in green and ethical financing is a common challenge. Building awareness is crucial for
garnering support and participation in initiatives that align with both environmental and Shariah-
compliant standards.

7. FUTURE TRENDS

The future of green financing in Islamic finance envisions a stronger embrace of technology,
particularly blockchain, for enhanced transparency in Green Sukuk transactions. Smart contracts
on blockchain platforms will automate processes, ensuring adherence to stringent green standards.
Fintech solutions will streamline Social Islamic finance, including Cash Waqgf processes and
innovative structures like Cash Wagf-linked Sukuk (CWLYS) issuance. For example, Indonesia is a
country that has implemented CWLS and is effectively using its capabilities. CWLS is a
mechanismfor depositing waqf funds (cash waqf) in State Sukuk (SBSN) to assist the Government's
social facility development program (Hafandi & Handayati). The CWLS scheme is considered
suitable for funding environmental and social-based projects, including renewable energy projects.
In addition, green construction and solar energy sectors will continue to develop through green
financing(Green bonds, Green Sukuk).

Anticipated trends suggest a continued integration of fintech and blockchain across Islamic
finance, ensuring transparent and secure transactions, especially in the issuance and trading of
Islamicfinancial instruments like Green Sukuk. The commitment to refine and expand regulatory
frameworks reflects an evolving, supportive environment for green finance initiatives. This
transformative journeyis driven by the capabilities of fintech and blockchain, securing a sustainable
and environmentally conscious future for Islamic finance.

8. CONCLUSION
In conclusion, the interplay between Green Banking and Islamic finance offers a promising

pathtoward ethical and eco-friendly financing. As global awareness of environmental and social
responsibilities grows, this synergy not only contributes to sustainable development but also
positions financial institutions as key players in shaping a conscientious and resilient global
economy. The collaboration between these two domains represents a crucial step towards fostering
a financial sectorthat values both profit and ethical considerations, mitigating the negative impacts
of non-eco-friendlyfinancing and contributing to the well-being of societies and the environment.
The principles of Islamare embedded in Islamic finance. The operational foundation of Islamic
finance and banking based on these principles means that it has the capability to meet all the criteria
of green banking. Green finance and ethical investments are gaining traction in Islamic finance,
aligning with principles of sustainable development. Furthermore, Implementing the extensive and
beneficial opportunities presented by green banking and Islamic finance encounters several
challenges. These include the need for staff capacity building, a scarcity of local ESG-focused
investors and issuers, regulatory constraints, a heightened complexity in the issuance process,
uncertainties surrounding pricing advantages, and additional challenges arising from market

dynamics and evolving global financial landscapes.
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Abstract. This article examines the imperative role of human resource development in fostering
growth within Uzbekistan's tourism industry. It explores the country's burgeoning tourism sector and
the associated challenges and opportunities. Through a comprehensive analysis of government
initiatives, educational programs, and industry partnerships, the study identifies key issues hindering
human resource development and proposes practical solutions. By addressing these challenges,
Uzbekistan can cultivate a skilled workforce capable of driving sustainable growth and
competitiveness in the global tourism market.

Introduction:

The tourism industry in Uzbekistan stands at a critical juncture, poised for exponential growth
amidst evolving market dynamics. The Republic of Uzbekistan has witnessed a remarkable surge in
international visitation during the year 2022, welcoming an impressive 5,232,800 foreign visitors
from across the globe. The share of travel and hospitality total contribution to global gross domestic
product (GDP) was 7.6%, amounted to 7.7 trillion U.S. dollars. In 2023 Samarkand was elected as
capital city of the United Nations World Tourism Organization (UNWTO) and the venue for the 25th
anniversary session of the UNWTO General Assembly (tourcentralasia.com). These comprehensive
statistics illustrate the diversity of motivations that attract visitors to Uzbekistan and highlight the
importance of our country's growing tourism sector on the world stage. Moreover, it should also be
emphasized that the travel patterns of citizens who left the country for tourism purposes was
5,163,200. From business and education to leisure, family connections, and regional exploration,
these journeys reflect nation's openness and curiosity about the global community.

Increasing number of demands for travel can prove the importance of human resources
enhancement to meet the labor demand of the economy during the development of this industry.

Methodology:

Employing a mixed-method approach, this study utilizes qualitative analysis of government
policies and industry initiatives, complemented by quantitative data on tourism sector growth and
employment trends. Data collection methods include analysis of government decrees and initiatives,
and statistical analysis of employment data. By integrating deductive and inductive reasoning, the
research aims to provide actionable insights for policymakers, educators, and industry stakeholders.
To start with, in 2019, Uzbekistan was home to 139 museums, 366 pilgrimage sites, 427 tourist routes,
3,755 handicraft workshops, 623 souvenir shops, 191 amusement parks, 26 theme parks, 28 water
parks, 54 water attractions, 186 folklore ensembles, 24 tasting rooms linked to the gastronomic
tourism offer, and 101 tourist information centers. By 2019, 193 ecotourism facilities had been
created. Ecological parks are actively involved in the tourist turnover, the total number of which
amounted to 26 at the end of 2019. As a consequence, the volume of exports in tourism services
reached a total of USD 1.3 billion approximately and tripled from 2016-2019. In the same period,
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the number of tourism organizations increased three times and the number of employees in the
tourism sector increased 1.5 times (UNWTO, 2023).

In employment and job creation this represents around 210,000 jobs in average considering the
employment data from 2019 to 2021. According to the World Tourism Organization report, in
Uzbekistan the top tourism industries that generate employment are the ‘food and beverage-serving
services’ employing 62,898 people; ‘road passenger transport’ with 56,430 jobs; ‘accommodation
services’ with 51,955 employees, followed by ‘sports and recreational with 16,236 people; and
‘cultural services’ employing up to 11,693 people in average considering 2019 to 2021.

Moreover, through consistent reforms and visionary policies, it is aimed to create jobs, diversify
our economy, accelerate regional development, and improve the quality of life for citizens. One of
the cornerstone initiatives is the Presidential Decree dated December 2, 2016. This decree, titled "On
measures to ensure accelerated development of the tourism industry of the Republic of Uzbekistan,"
outlines the key tasks and priorities of our state policy in the field of tourism (www.lex.uz). It
unequivocally designates tourism as a strategic sector of our economy, positioning it as a powerful
tool for sustainable development. In addition to the 2016 decree, several other Presidential Decrees
have been implemented to facilitate and bolster the growth of our tourism industry:

Result:

As a result of government degrees and initiatives, In the last three years, the industry has
witnessed an extraordinary expansion in the number of higher education institutions dedicated to
tourism education. From a modest 16 institutions, there are now 35 institutions specializing in tourism
(www.stat.uz). Equally remarkable is the increase in the number of students pursuing studies in the
field of tourism. In just three years, the number of students studying tourism rise from 4,100 to an
impressive 11,500 (uzdaily.uz). This surge in enrollment underscores the growing interest and
importance of tourism education in Uzbekistan.

To complement this growth, we have also made substantial progress in enhancing the scientific
potential of our educators. In 2020, the scientific potential of pedagogues teaching in the field of
tourism in higher education institutions stood at 24.2 percent. Today, | am pleased to share that this
figure has risen to an impressive 37.6 percent in 2023. This signifies our commitment to research,
innovation, and academic excellence in hospitality.

However, we should also note the challenges hospitality industry facing to provide the qualified
personals to the industry. The tourism sector holds significant potential for economic growth and
cultural exchange in Uzbekistan. Current challenges are

- Theoretical Level Knowledge: Many educational programs in Uzbekistan focus primarily on
theoretical knowledge rather than practical skills relevant to the tourism industry. Graduates may lack
the hands-on experience required to excel in various roles within the sector.

- Talent Training Programs: EXxisting talent training programs may not adequately prepare
individuals for the diverse and evolving demands of the tourism sector. Programs may lack practical
components and fail to incorporate industry-relevant skills and knowledge.

- Lack of Vacancies: Despite the potential for growth in the tourism sector, there may be a
scarcity of suitable job vacancies for graduates and professionals. Limited job opportunities
contribute to underemployment and talent migration to other sectors or countries.

- Less Competitive Environment: The tourism sector in Uzbekistan may face challenges in
attracting and retaining skilled professionals due to a less competitive environment. Factors such as




MANAGEMENT, MARKETING AND FINANCE

INTERNATIONAL SCIENTIFIC JOURNAL VOLUME 1 ISSUE 1

inadequate wages, and insufficient training programs may deter individuals from pursuing careers in
tourism.

- Developing Sector: While Uzbekistan's tourism sector is experiencing growth, it is still in the
developmental stage compared to more established destinations. Human resource development
initiatives need to be tailored to support the sector's growth and enhance its competitiveness on the
global stage.

The following solutions are provided taking into consideration the above mentioned challenges:

- Practical Teaching: Introducing practical training components within tourism-related
education programs to enhance students' hands-on skills. Establishing partnerships with tourism
businesses to provide students with opportunities for internships and real-world experience.

- Curriculum Integration: Updating academic curricula to reflect current trends and demands
within the tourism industry. Incorporating modules on cultural competency, sustainable tourism
practices, and customer service to prepare students for diverse roles within the sector.

- Teacher-Student Cooperation: Encouraging collaboration between educators and students to
facilitate a deeper understanding of industry dynamics and challenges. Organizing industry visits,
guest lectures, and workshops to expose students to real-world scenarios and foster networking
opportunities.

- Expand Tourism Products: Diversifying tourism offerings beyond traditional attractions to
attract a wider range of visitors. Investing in the development of niche tourism products such as
adventure tourism, culinary tourism, and eco-tourism to cater to diverse traveler interests.

Enhancing human resource development in the tourism sector of Uzbekistan is essential for
maximizing the sector's potential contribution to economic growth and sustainable development. By
addressing the current issues through practical teaching, curriculum integration, teacher-student
cooperation, and expansion of tourism products, Uzbekistan can build a skilled workforce capable of
driving the tourism industry forward and it enables to unlock the full potential of its tourism sector
and contribute to economic growth and sustainable development.

Conclusion:

In conclusion, having examined tourism sector through a comprehensive analysis of
government initiatives, educational programs, and industry partnerships, key issues hindering human
resource development and proposes practical solutions are provided. By addressing these challenges.
Enhancing human resource development in the tourism sector of Uzbekistan is essential for
maximizing the sector's potential contribution to economic growth and sustainable development. By
addressing the current issues through practical teaching, curriculum integration, teacher-student
cooperation, and expansion of tourism products, Uzbekistan can build a skilled workforce capable of
driving the tourism industry forward and it enables to unlock the full potential of its tourism sector
and contribute to economic growth and sustainable development.
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OZIQ-OVQAT SANOATI KORXONALARIDA XODIMLARNI RAG’BATLANTIRISH
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Toshkentdagi Singapur menejmentni rivojlantirish instituti, yetakchi o‘gituvchi , Toshkentdagi
Xalgaro Vestminster universiteti, mustaqil tadgigotchi
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Annotatsiya. Ushbu magolada 2018 yildan 2023 yilgacha bo ‘lgan davrda ozig-ovgat sanoati
korxonalarining uchtasida ishchilar soni dinamikasi tahlil gilinadi. Ishchilarning umumiy soni,
boshgaruv tuzilmasi, ishlab chigarish xodimlari va yordamchi xizmatlardagi o ‘zgarishlar o ‘rganildi.
Tahlil asosida korxonalarda samaradorlik va mahsuldorlikni oshirish magsadida motivatsiya va
xodimlarni boshqarish tizimini optimallashtirish bo ‘yicha tavsiyalar berilgan.

Kalit se‘zlar: ishchilar soni dinamikasi, ozig-ovgat sanoati, motivatsiya tizimi, xodimlarni
boshgarish, mehnat unumdorligi.

Abstract. This article analyzes the dynamics of the number of employees in three food industry
enterprises in the period from 2018 to 2023. Changes in the total number of employees, management
structure, production staff and support services were studied. Based on the analysis,
recommendations were made to optimize the motivation and personnel management system in order
to increase efficiency and productivity in enterprises.

Keywords: workforce dynamics, food industry, motivation system, personnel management,
labor productivity.

Armomauuﬂ. B oannoti cmamove npoanaiusuposara OUHAMUKA YUCTIeHHOCHU pa60me<06
mpex npeonpusmuil nuwesol npomviuiienHocmu 6 nepuod ¢ 2018 no 2023 200. H3yuenvl usmenenus
8 00Owell YUCIeHHOCMU COMPYOHUKOS, CMPYKmMype YNpasienus, npouzso0CmMEeHHOM NepcoHale u
scnomocameslbHblx CJZy.?fC6ax. Ha ocnoee ananuza oanwi peKOMeH()auuu no onmumu3zayuu cucniemaol
momueayuu u ynpaeieHus nepcoraiom C yenvio NnoBblUEHUA a(quekmuenocmu u
npouU3800UMeENbHOCMU MPYOd HA NPEONPUAMUSIX.

Kniwoueewvte cnoea: ounamuxa pa60ueﬁ CUJlbl, nuwesasl npomMblUIEeHHOCNb, cucmema
momueayuu, ynpasieHue nepcoHaiom, Npou3800UmMeIbHOCMs mpyod.

Kirish

Igtisodiy rivojlanishning zamonaviy va bozorda raqobat kuchaygan davrda ozig-ovqat sanoati
korxonalari nafagat o‘z mahsulotlarining yuqori sifatini ta’minlash, balki ichki jarayonlarni
xodimlarni rag'batlantirish va faoliyatni optimallashtirish orgali samaradorlikni oshirish zaruriyatiga
duch kelmogda. Xodimlarni samarali rag'batlantirish tashkilot maqgsadlariga erishish, mehnat
unumdorligini oshirish [1], xodimlar go‘nimsizligini kamaytirish va ishdan gonigishini oshirishda
asosiy rol o‘ynaydi. Ishlab chigarish jarayoni sifat va mahsulot xavfsizligi standartlariga yuqori
darajada rioya qilishni talab giladigan ozig-ovgat sanoatida xodimlarni rag'batlantirish aynigsa
muhimdir.

Ushbu magolaning magsadi ham ozig-ovqat sanoati korxonalarida xodimlarni rag'batlantirish
mexanizmlarini o‘rganish va tahlil gilish, ushbu sohadagi eng samarali yondashuv va amaliyotlarni
aniglash, shuningdek olingan ma’lumotlar va mavjud nazariy bilimlarni tahlil gilish asosida
motivatsiya tizimini takomillashtirish bo‘yicha tavsiyalar ishlab chigishdir.
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Mavzuning dolzarbligini bir necha dalillar bilan keltirish mumkin. Birinchidan, ragobat
kuchayib borayotgan va mahsulot sifatini doimiy ravishda yaxshilash zarurati oshib borayotgan
sharoitda ozig-ovqgat sanoati korxonalari ishlab chigarish jarayonlari va boshgaruv amaliyotlarida
maksimal samaradorlikka intilish talab etiladi. Ikkinchidan, ozig-ovgat mahsulotlarining sifati va
xavfsizligini ta’minlashda inson omilining roli juda muhim bo‘lib, bunda xodimlarni rag'batlantirish
va mukofotlash masalalari asosiy omil hisoblanadi. Uchinchidan, mehnat qonunchiligidagi
o‘zgarishlar, xodimlarni boshgarishga yangi yondashuvlar va motivatsiya nazariyalarini ishlab
chigish mavjud rag'batlantirish tizimlarini ko‘rib chigish va zamonaviy vogelikka moslashtirishni
talab giladi.

Magolada motivatsiyaning mavjud nazariyalari tahlil gilinadi, ozig-ovqat sanoati korxonalarida
xodimlarni rag'batlantirish amaliyotlari ko‘rib chigiladi, shuningdek korxonalarning umumiy
samaradorligini oshirish uchun motivatsiya tizimlarini takomillashtirish bo‘yicha tavsiyalar beriladi.

Mavzuning o‘rganilganlik darajasi

Motivatsiya nazariyasini tadqiq etish boshqaruv nazariyasi bilan bog’liq bo‘lib, igtisodchilar va
ruhshunoslar tomonidan keng tahlillarga sabab bo‘lgan, bugungi kunda ham munozalar markazida
bo‘lgan igtisodiy-psixologik mavzudir.

Dale H. Schunk, Maria K. DiBenedetto fikriga ko‘ra, motivatsion jarayonlar - bu shaxsiy, ichki
ta’sirlar bo‘lib, ular tanlov, harakat, qat’iyatlilik, yutuq va atrof - muhitni tartibga solish kabi
natijalarga olib keladi. Motivatsiya - bu ijtimoiy kognitiv nazariyaning muhim xususiyati bo‘lib,
modellashtirishning dastlabki tadgiqotlaridan tortib, zamonaviy ishtirokchi tushunchalariga gadar
bo‘lgan davrni o‘z ichiga oladi. Asosiy ichki motivatsion jarayonlar-bu magsadlar va taraqgiyotni
o‘zini-o‘zi baholash, ijtimoiy taqqoslash, gadriyatlar, kutilgan natijalar, atributiya va o‘z-o‘zini
boshqarish. Nazariya duch keladigan muhim muammolarga xilma-xillik va madaniyat, metodologiya
va aralashuvlarning uzoq muddatli ta’siri Kiradi [2].

David W. Shwalb, Barbara J. Shwalb, Delwyn L. Harnisch, Martin L. Maehr, Kiyoshi Akabane
tomonidan olib borilgan tadgiqotlarda yaponiyalik va amerikalik ishchilar o‘zlarini ganday idrok
etishlari o‘rganilib, ularni ma’lum ishga undaydigan ichki va tashqi omillar tahlil gilinadi [3].

Nikitina V.V. fikriga ko‘ra, motivatsiyani gismlarga ajratmaslik kerak, chunki uning moddiy
va nomoddiy komponentlari har doim yagona kompleksni tashkil giladi, uning amaliy go‘llanilishi
kompaniyaga darhol ijobiy natijalar beradi. Bundan tashqari, G’arbning eng yaxshi rahbarlari tajribasi
shuni ko‘rsatadiki, oz qo‘l ostidagilar oldiga vazifalar go‘yib, ularni bajarishga har ganday yo‘l bilan
erishganlar emas, balki xodimlarni gizigtirish, yoqish, kompaniyaning topshiriglarini bajarishga
ilhomlantira oladiganlar muvaffagiyat qozonadi [4].

Yugoridan ko‘rinib turibdiki, motivatsiya nazariyasi va amaliyoti yuzasidan cheksiz fikr va
mulohazalarni keltirish mumkin. Ammo ushbu fikr-mulohaza va amaliyotni giyoslash, tahlil gilish
ularning gaysi biri samarali ekanini ko‘rsatishda ahamiyatli hisoblanadi. Va bu muammoni yoritish
muxim ilmiy axamiyatga ega.

Tahlil va natijalar

Tadgiqot davomida 3 ta 0zig-ovgat sanoati korxonasining faoliyatini tahlil gildik. Bular:

- 85 ta xodim mehnat qilayotgan “Gold PYRAMIDS” OAJ;

- 72 ta xodimga ega “Status snack seeds” OAJ;

- 47 ta xodim faoliyat olib borayotgan “Ramazan GP” qo‘shma korxonasi.

Tadgigot davomida ularning 2018-2023 vyillardagi xodimlari soni, xodimlar sonida asosiy,

ishlab chigarish va yordamchi xodimlarning ulushi tahlil gilindi.
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1-jadval
“Gold PYRAMIDS” OAJ ning xodimlari soni
2018-y. | 2019-y. | 2020-y. | 2021-y. | 2022-y. | 2023-y.

Jami xodimlar 56 60 65 83 83 85
Ulardan:

Asosiy boshgaruv
1 xodimlari 3 4 4 6 8 8

Ishlab chigarishda

2 bevosita ishtirok 48 51 55 71 67 69
etuvchi xodimlar

Yordamchixodimlar
3 5 5 6 6 8 8

*korxona ma’lumotlari asosida muallif tomonidan tayyorlangan.
1-jadval ma’lumotlariga ko‘ra, "Oltin piramidalar" OAJ xodimlari 2018-yilda 56 nafar
xodimdan 2023-yilda 85 nafargacha oshgan Ragamlarda sezilarli sakrash 2020 va 2021 vyillar
oralig'ida sodir bo‘ldi. Boshgaruv xodimlari soni 3 tadan 8 tagacha orishi, bu kompaniyaning o‘sishi
va rivojlanishiga javoban boshgaruv tuzilmasi kengayganligini ko‘rsatishi mumkin. Ishlab
chigarishda bevosita ishtirok etuvchi xodimlar 48 dan 69 taga oshgani ishlab chigarish quvvati
kengayganligidan dalolat beradi.

2-jadval

“Status snack seeds” OAJning xodimlari soni
2018-y. | 2019-y. | 2020-y. | 2021-y. | 2022-y. | 2023-y.

Jami xodimlar 40 45 52 60 64 72
Ulardan:

Asosiy boshgaruv
1 xodimlari 4 5 6 / 8 8

Ishlab chigarishda

2 bevosita ishtirok 32 36 40 46 48 56
etuvchi xodimlar

Yordamchixodimlar
3 4 4 6 7 8 8

*korxona ma lumotlari asosida muallif tomonidan tayyorlangan.

2-jadval " Status snack seeds " OAJ faoliyati ko‘rib chigilayotgan davrda xodimlar soni 40
tadan 72 taga ko‘paydi, bu faoliyatning rivojlanishi va kengayishidan dalolat beradi.

Boshgaruv xodimlari sonining 4 tadan 8 taga Kko‘payishi, boshgaruv apparati
mustahkamlanishiga ishora giladi. Ishlab chigarishda bevosita ishtirok etuvchi xodimlar 32 tadan 56
taga ortgan, bu esa ishlab chiqarish operatsiyalari kengayganligining ko‘rsatkichidir.
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3-jadval
“Ramazan GP” qo‘shma korxonasining xodimlari soni
2018- | 2019-y. | 2020-y. | 2021-y. | 2022-y. | 2023-y.
y.
Jami xodimlar 25 30 34 38 45 47
Ulardan:
Asosiy boshgaruv
1 xodimlari 4 4 > 6 7 7

Ishlab chigarishda

2 bevosita ishtirok 19 23 25 26 32 34
etuvchi xodimlar

Yordamchixodimlar
3 2 3 4 6 6 6

*korxona ma’lumotlari asosida muallif tomonidan tayyorlangan.

3-jadval ma’lumotlariga muvofig, "Ramazan GP" go‘shma korxonasida xodimlar soni 2018
yildagi 25 tadan 2023 yilda 47 taga ko‘tarildi. Boshgaruv xodimlari sonining 4 dan 7 taga ko*payishi,
bu boshgaruv jamoasini kengaytirishga nisbatan konservativ yondashuvni ko‘rsatishi mumkin.

Ko‘rib chigilayotgan davrda har uchala kompaniya ham xodimlar sonining o‘sishini ko‘rsatdi,
bu sanoatning kengayish va o‘sishning umumiy tendentsiyasini ko‘rsatishi mumkin.

Boshgaruv xodimlari sonini ko‘paytirish orqgali boshgaruv tuzilmalarini mustahkamlash
tendentsiyasi kuzatilmoqda, bu boshgaruv vazifalari hajmi va murakkabligi oshishiga javob bo‘lishi
mumekin.

Barcha korxonalarda ishlab chigarishda bevosita ishtirok etuvchi xodimlar soni ortib
borayotgani ishlab chigarish quvvati kengayganidan, balki mahsulotga talab ortishidan ham dalolat
beradi.

4-jadval
Korxonalardagi jami xodim va ularni rag’batlantirish ko‘rsatkichi

Yillar Jami xodimlar | Rag'batlantirilganlarning Jami xodimlarda
soni ulushi rag'batlantirilganlarning

ulushi, foizda

2018 121 0 0

2019 135 0 0

2020 151 1 0,66

2021 181 2 1,104972376

2022 192 5 2,604166667

2023 204 4 1,960784314

*korxona ma lumotlari asosida muallif tomonidan tayyorlangan.

Ko‘rib chigilayotgan davrda yuqorida keltirilgan 3 ta korxonada xodimlar sonining 2018
yildagi 121 kishidan 2023 yilda 204 kishigacha bargaror o‘sishi kuzatildi. Bu korxona faoliyatining
kengayishi va ishlab chigarish hajmining oshishi mumkinligidan dalolat beradi.

Hisobot davrining dastlabki ikki vyilida (2018 va 2019 vyillar) motivatsion tadbirlar

go‘llanilmagan, bu rag'batlantirish dasturlarining yo‘gligi yoki samarasizligini ko‘rsatadi. Biroq,
2020 yildan boshlab xodimlarni rag'batlantirishning birinchi holatlari paydo bo‘ladi, bu xodimlarni
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boshqarishga yangi yondashuvlarni joriy etish yoki mavjud rag'batlantirish amaliyotini gqayta ko‘rib
chigish ehtiyojini keltirib chigaradi.

Xodimlar umumiy sonining o‘sishiga garamay, mukofotlangan xodimlarning ulushi nisbatan
past bo‘lib golmoqda, 2022 yilda eng yugori cho‘qqgiga (2,6%) erishadi va 2023 yilda 1,96% gacha
kamayadi. Bu rag'batlantirish mexanizmlarining tanlab go‘llanilishi, samaradorligi cheklanganligini
yoki rag'batlantirish mezonlari yanada gat'iylashayotganini ko‘rsatishi mumkin.

Mukofotlangan xodimlarning past ulushi, aynigsa xodimlar sonining ortib borayotgani fonida,
rag'batlantirish va mukofotlash tizimini batafsil tahlil gilish va mumkin bo‘lgan tuzatish zarurligini
ko‘rsatishi mumkin. Mavjud mexanizmlarning ishdan gonigish darajasi, mehnat unumdorligi va
xodimlarning sodigligiga ta’sir qilish darajasini, shuningdek, ular korxonaning strategik
magsadlariga erishishga ganday hissa go*‘shishini baholash muhimdir.

Natijalar tashkilotning magsad va vazifalariga, shuningdek, shaxsga moslashtirilgan
rag'batlantirishning moddiy va nomoddiy tomonlarini hisobga oladigan kompleks motivatsiya
strategiyasini ishlab chigish va amalga oshirish muhimligini keltirib chigaradi.

Shuni ham ta’kidlash kerakki, har uch korxona ham kichik korxonalar bo‘lib, inson resurslarini
boshgarish tizimi to‘liq yo‘lga go‘yilmagan. Korxonalarda HR emas, balki xodimlar bo‘limi faoliyat
olib boradi. Xodimlar bo‘limida fagatgina bitta mutaxasis faoliyat yuritib, korxonalar Nizomiga
muvofiq Xodimlar bo‘limi mutaxasisining vazifasiga xodimlarni rag’batlsntirish tizimi va baholash
mezonlarini ishlab chigish kirmaydi. Shu sababli ham, kichik korxonalarda rag’batlantirish tizimini
rivojlantirish uchun HR bo‘limini tashkil etish yoki HR bo‘yicha mutaxasisni ishga yollash (hech
bo‘lImaganda autsorsing asosida) xodimlarni boshqgarish, ularning malakasini oshirish va
rag’batlntirish tizimini rivojlantirish uchun ahamiyatli.

Kichik biznes uchun inson resurslarining asosiy yo‘nalishlari:

Ishga gabul gilish va saglash;

Kompensatsiya va imtiyozlar;

Xodimlarni jalb qilish;

Trening va rivojlanish;

Mehnat gonunchiligiga rioya qilish[6].

Tadgiqotlar shuni ko‘rsatdiki, agar xodimlarning 75 foizi kompaniya oz tashvishlarini tinglashi
va hal qilishini his qilsalar, tashkilotda uzoqrog qolishadi. Aynigsa, kichik kompaniyada
xodimlarning ehtiyojlarini tinglash va hal gilish uchun korxona egasidan boshga odamning bo‘lishi
barchaning professional tarzda birgalikda ishlashiga yordam beradi [5].

HR mutaxasisining korxonada faoliyat olib borishi xodimlarni moddiy rag’batlantirish bilan
birga, ularning kasbda o‘sishi uchun treninglar o‘tkazishiga ham imkon beradi.

Xulosa va takliflar

2018-yildan 2023-yilgacha bo‘lgan davrda uchta ozig-ovgat sanoati korxonalari xodimlari
sonining tahlili xodimlarning umumiy soni bo‘yicha ham, xodimlar toifalari bo‘yicha ham umumiy
o‘sish tendentsiyasini ko‘rsatdi (asosiy boshgaruv hodimlar, ishlab chigarishda bevosita ishtirok
etuvchi xodimlar, yordamchi xodimlar). Bu korxona faoliyatining kengayishi va ishlab chigarish
quvvati ortganini ko‘rsatadi. Korxonalar o‘rtasidagi o‘sish ko‘lami va kadrlar tarkibidagi farglarga
garamay, shuni ta’kidlash mumkinki, xodimlarni boshqarish tizimini yanada takomillashtirish va
xodimlarni rag'batlantirishga umumiy ehtiyoj bor.

Yugoridagi tahlillardan kelib chiggan holda, quyidagi takliflar shakllantirildi:




MANAGEMENT, MARKETING AND FINANCE

INTERNATIONAL SCIENTIFIC JOURNAL VOLUME 1 ISSUE 1

Rag'batlantirishning moddiy va nomoddiy tomonlarini hisobga oladigan kompleks
rag'batlantirish tizimini ishlab chigish va joriy etish tavsiya etiladi. Bu xodimlarning qoniqgish
darajasini va ularning kompaniyaga sodigligini oshiradi, shuningdek, mehnat unumdorligining
o‘sishini rag'batlantiradi.

Xodimlarni boshgarishning muhim jihati xodimlarni tayyorlash va malakasini oshirish
tizimidir. Xodimlarning nafagat kasbiy mahoratini oshirish, balki kompaniyada martaba o‘sishiga
ham xizmat giladigan muntazam treninglar va malaka oshirish kurslarini tashkil etish taklif
etilmoqgda.

Boshqaruv jarayonlari samaradorligini oshirish va garorlar gabul gilish samaradorligini oshirish
uchun korxonalarda boshgaruv tuzilmasini gayta ko‘rib chigish va kerak bo‘lganda optimallashtirish
tavsiya etiladi. Bunga vakolatlarni topshirish, ierarxiyalarni soddalashtirish va jamoaviy ishlarni
kuchaytirish kiradi.

Inson resurslarini boshgarish tizimlari (HRM tizimlari) kabi HR texnologiyalaridan foydalanish
HR ishining samaradorligini sezilarli darajada oshirishi, yangi xodimlarni tanlash va ishga gabul
gilish jarayonini soddalashtirishi va vaqgtning ko‘p jihatlarini avtomatlashtirishi mumkin.

Kichik korxonalar uchun HR boshgaruvinining zamonaviy usullaridan foydalanish va bunda
rag’batlantirish tizimiga alohida e’tibor berish ahamiyatli. Shuningdek, korxonalarga HR
mutaxassislarini jalb gilish ish samaradorligining ortishiga olib kelishi mumkin.
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Abstract. The paper explores the potential impact of smart tourism on unlocking sustainable
growth opportunities in Uzbekistan's tourism sector. By analyzing Uzbekistan's current state of
tourism, the paper highlights the significance of adopting smart tourism practices to enhance visitor
experiences, improve destination management, and foster long-term sustainability. The research
delves into the concept of smart tourism and its relevance to Uzbekistan's unique cultural and
historical offerings. It investigates how leveraging technology, data analytics, and innovation can
attract more tourists and ensure responsible tourism development. The study underscores the
importance of strategic planning, infrastructure development, and stakeholder collaboration in
harnessing Uzbekistan's tourism potential through smart tourism initiatives. Ultimately, the paper
advocates for the integration of smart tourism strategies as a key driver for achieving sustainable
growth, preserving cultural heritage, and maximizing economic benefits in Uzbekistan's dynamic
tourism landscape.

Keywords: Tourism, smart tourism, destination management, sustainability.

In recent years, countries worldwide have highlighted tourism as a vital industry that promotes
their overall economic development. One of the first industries to digitally transform corporate
operations worldwide was tourism, which led to the introduction of online travel and hotel booking.
When information and communications technology (ICT) spread over the world, the tourist industry
consistently embraced new platforms and technologies first (Digital Transformation | UNWTO,
2020). The tourism industry has been impacted by the smart phenomenon due to its high reliance on
information technologies which have become increasingly integrated into travel experiences and
product management in recent years (Gretzel et al., 2015). The European Union specifies "smart
tourism™ as a destination that uses ICT-based (information and communications technology) solutions
to make it easier for visitors to access tourism and hospitality products, services, venues, and
experiences. A city's intelligence is enhanced, and tourist engagement is increased via the investment
and development of these resources. This affects both individuals and companies who gain from more
effective infrastructure and service delivery (Mines Tiernan, 2023).

There is abundant potential for growth in the Uzbek tourist sector with its rich historical,
archaeological, architectural, and ecological resources. The country's tourist industry has grown
substantially over the several years as one of the areas targeted for reform and economic growth.

On January 28, 2020, the President of the Republic of Uzbekistan convened a special meeting
to discuss future tourist initiatives, pointing out the issues of promoting physical culture, and tourism
development. This is clearly demonstrated by the efforts being made to attract visitors and improve
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the construction of tourism infrastructure in various areas, particularly the approval of the "Tourism
Development Concept in Uzbekistan for 2019- 2025" (Presidential Decree..., 2019). The primary
objective of the state's tourism policy in Uzbekistan is to guide the industry in the future to ensure the
rapid, all-encompassing development of regions and their infrastructure, the resolution of current
socioeconomic issues, the growth of jobs, diversification, and development (Tadjieva, 2022). The
rapid advancement of information and communication technologies (ICTs) has altered the
conventional framework for the growth of the tourist industry and added intelligence to destinations.
It is important to combine technology and tourism in ways that go beyond the typical visitor
experience or development cycle, which will structurally change the tourist industry as a whole. The
tourist sector is still undergoing a significant transformation since more advanced technical solutions
are emerging (Buhalis, 2022).

Smart tourism

Smart tourism refers to the use of technology, data analytics, and digital platforms to enhance
visitor experiences, improve destination management, and optimize tourism operations (Wang et al.,
2020). Numerous academics have paid a lot of attention to the emerging smart tourism industry by
examining the topics of technology implementation, the impact of technologies on visitors and
suppliers, and smart destinations, and as a result, there are several different definitions of Smart
tourism have been defined. The Organisation for Smart Tourism in the U.K. introduced different
definitions of smart tourism in 2011, referring to digital or "smart" tourism as using technology in the
tourist industry. According to Jennie Germann Molz (2012), "smart tourism™ is an emerging
philosophy that uses mobile digital connectivity to forge links between travellers and the destination
that are more intelligent, meaningful, and sustainable as a way to engage deeply in civic life rather
than merely as a means of simple consumption (Li et al., 2017). Gretzel Sigala et al. (2015) defined
smart tourism as the collection and exchange of data via hardware and software to improve visitor
experiences, encourage value co-creation, and ultimately boost the development of a tourist
destination. According to the UNWTO (2015), tourism is a social, cultural, and economic
phenomenon that involves people travelling to other nations or locations for personal, business, or
professional reasons (Gretzel et al., 2015).

The Importance of Smart Tourism in Uzbekistan

In the context of Uzbekistan, smart tourism initiatives can play a crucial role in attracting a
diverse range of travellers, from adventure seekers to cultural enthusiasts. For example, the
development of mobile apps, virtual reality tours, and interactive maps can provide visitors with
valuable information about historical sites, cultural events, and local attractions, enhancing their
overall experience in the country. The growth of digital technology has had an impact on the tourist
business in Uzbekistan in recent years. Some gradual improvements have been observed even in
developing country Uzbekistan in terms of digitalisation, though modern Uzbekistan still needs to
adapt to the Smart City's standards. Management, taxes, infrastructure, marketing, education,
medical, and other fields have all created eastern "smart" systems throughout history, particularly in
Uzbekistan's cities. On the state policy level, the development of smart cities in Uzbekistan is now
attracting the most attention, and the government has established a strategy for implementing smart
city technology (Shohistahon et al., 2020). Furthermore, data analytics can help tourism stakeholders
better understand visitor preferences and behaviour, enabling them to tailor their offerings to meet
the needs of different market segments. By leveraging technology in this way, Uzbekistan can
position itself as a cutting-edge destination that caters to the evolving demands of modern travellers.
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In addition to enhancing visitor experiences, smart tourism can also play a critical role in promoting
sustainable practices and responsible tourism principles in Uzbekistan. As the country seeks to attract
a growing number of visitors, it is essential to ensure that tourism development is carried out in a way
that preserves the country's cultural and environmental heritage for future generations (Mukhtorova,
Kiran and Ekiz, 2023).

By adopting sustainable practices such as waste management, energy efficiency, and
community engagement, Uzbekistan can minimize the negative impacts of tourism on its natural
resources and local communities. Moreover, responsible tourism initiatives that promote cultural
exchange, support local livelihoods, and respect traditional customs can ensure that the benefits of
tourism are shared equitably among all stakeholders. Uzbekistan is consistently progressing in this
direction in an effort to improve its tourism sector and attract more foreign tourists. The State
Committee on Tourism of Uzbekistan is developing a proposal for smart technology for state
museums and cultural heritage sites. In 2018, 50 historical sites in Bukhara received QR codes, which
enable visitors to the historical site to quickly and easily access all information on their smartphones
about the location's hotels, restaurants, and other attractions as part of the country's Verum QR smart
tourist development initiative (Aliyeva, 2018). With the development of the tourism business in
Uzbekistan, mainly in historical and ancient cities like Bukhara, Samarkand, Khiva and Tashkent,
new historically valuable areas and new cultural sites are emerging. Each cultural, historical,
archaeological, and tourist centre and object must correspond to its national identity and historical
appearance, which increases the interest of tourists. Historically significant locations and new cultural
sites are emerging as a result of the expansion of the tourist industry in Uzbekistan, particularly in
historic and ancient towns like Bukhara, Samarkand, Khiva, and Tashkent. The national identity and
historical appearance of each cultural, historical, archaeological, tourist attraction, and artefact must
match in order to pique visitors' attention. In 2019, The Uzbekistan Pass initiative, which offers a
variety of travel services, was one of the most significant advancements for travellers. The first and
only national product that has been launched that offers a wide variety of travel services in Uzbekistan
is the Uzbekistan Pass. This project may serve as a foundation for the growth of smart tourism in the
country. Pass is connected with existing services and applications, making the service quick and easy
for visitors from all across the country. The Play Market and Appstore both provide downloads for
mobile applications. Additionally, the organization has created multilingual pocket instructions which
allow users of the Uzbekistan Pass to get these for free (Abdurakhmat, 2019). Smart tourism has the
potential to unlock Uzbekistan's vast tourism potential and drive sustainable growth in the industry.
By leveraging technology, data analytics, and digital platforms, Uzbekistan can enhance visitor
experiences, improve destination management and attract a diverse range of travellers. Furthermore,
by adopting sustainable practices and responsible tourism principles, the country can ensure that the
benefits of tourism are shared equitably among local communities and contribute to preserving its
cultural and environmental heritage. Through a strategic focus on smart tourism, Uzbekistan has the
opportunity to position itself as a leading destination in the region and drive long-term economic
development while safeguarding its unique identity for future generations. By embracing innovation
and sustainability in its tourism development efforts, Uzbekistan can create a vibrant and resilient
tourism industry that benefits both visitors and local communities alike.

Strategies towards smart tourism

ePolicy Recommendations: Provide recommendations for the Uzbek government on
implementing policies that support the development of smart tourism initiatives, such as investing in
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digital infrastructure, promoting innovation in the tourism sector, and incentivizing sustainable
practices.

e Capacity Building: Propose strategies for building the capacity of local stakeholders,
including tour operators, guides, and small businesses, to leverage technology effectively in
enhancing visitor experiences and managing tourism destinations.

e Public-Private Partnerships: Highlight the importance of fostering partnerships between the
public and private sectors to drive smart tourism initiatives, such as developing digital marketing
campaigns, creating interactive visitor experiences, and implementing sustainable tourism practices.

e Community Engagement: Emphasize the need for engaging local communities in the tourism
development process, including consultation, education, and empowerment, to ensure that they
benefit from tourism activities and are actively involved in preserving their cultural and
environmental heritage.

e Monitoring and Evaluation: Recommend establishing monitoring and evaluation mechanisms
to track the impact of smart tourism initiatives on visitor satisfaction, destination management,
environmental conservation, and economic development, allowing for continuous improvement and
accountability.

e International Collaboration: Advocate for collaboration with international organizations,
tourism associations, and academic institutions to exchange best practices, access funding
opportunities, and promote Uzbekistan as a leading smart tourism destination on a global scale.

By incorporating these strategies as implications, actionable insights for policymakers, industry
stakeholders, and researchers may leverage smart tourism for sustainable growth in Uzbekistan's
tourism industry.
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Abstract. Talent Development programs help organization to upgrade skills of employee as a
result employee show performance via working within an organization. Therefore, this research
explored Training and Development Programs for Student Service Unit at an international university
in Tashkent. The participants of survey were key members of Student Service Unit and data collection
was obtained via providing semi-structured interviews.

Keywords: Talent Development, Training Programs, Student Service Unit, Need Analysis.

1.0 Introduction

It is important for organizations to develop the capabilities and knowledge of current employees
because it will help them not lose stability in different circumstances, and they should focus on the
development of employees who will play important roles when the entities meet futures challenges
(CIPD, 2009).The training development programmes for administration staff at the university is
crucial for improving quality and efficiency of service which they provide to students. There are
several reasons why there may be a need for Talent Development programs for Students Service
Units:
(a)Increasing Competitions; (b)Changing student demographics; (c) Technological advancement; (d)
Enhancing student satisfaction; (e) Professional growth and motivation.
Training Need Analysis may provide information about employees’ efficiency level, the skill areas
most in need and the ways which this might be achieved (Ludwikowska, 2018).
Denby (2010) stated that, Training Needs Analysis is an essential activity in designing training
programs, analysis of organization’s efficiency level and defining systematic investigation.

2.0 Literature Review

Training Needs Assessment is the organizational process of gathering and analysing data that
enhances decision making for selecting trainings which may be best option to develop individuals’
performances, clarifying who should be trained, and making what content should be taught
(Clarke,2003). Training Needs Analysis represents differences between employees’ current
performance and performance that entities expect of them (Mager and Pipe, 1979).
Wright and Geroy (1992) claim that TNA should collect, analyse, and interpret data on individual,
group and organizational skill gaps and it has seven key characteristics:
(a) considering culture and organizational philosophy; (b) being proactive; (c) having method that
allows differences between situations that can be addressed via training and those that cannot; (d)
Allowing interested and involved ones to participate; (e) considering observable skills; (f) using data
analysis and sampling techniques; (g) having cost/benefit analysis.

3.0 Methods
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This study utilizes qualitative methods, focusing on semi-structured interviews with key
members of the Student Services Unit (SSU) at an international university in Tashkent. Interviews
aim to uncover perspectives on talent development needs, organizational goals, and individual career
aspirations. Thematic analysis of interview data will identify common training needs. Based on these
findings, tailored training programs aligned with organizational goals will be designed and
implemented.

4.0 Results

4.1 Manager of Student Services Unit

The first chosen employee for the interview is the manager of Student Services Unit (SSU).
According to the SSU manager, one of the main tasks of her is to fully ensure the administrative
responsibilities to provide effective services to students while complying with all management and
compliance requirements. The Manager of SSU stressed that the primary aim of the organization is
to get customer satisfaction, specifically students. In her point of view, gaining the satisfaction of the
students does not only depend on the academic staff of the institute, but also it should involve the
administrative staff.

Based on his 8 years of work experience, she noted that students always want to participate in
the social life of the institute and spend their free time effectively. Students often come to the Student
Services Unit (SSU) desk to learn about upcoming events and to ask how they can contribute. Even
in their summer holiday, students come to the institute to participate the admission process and help
new comers. Sometimes, it is difficult to involve all the students to such processes and most of them
get upset. In her (manager of SSU) opinion, to handle the problem and to effectively manage student
participation Volunteer Association of the university should be developed. Currently, the university
has the volunteers’ association, but it is not officially opened as a department. During orientation
week when new students join the institute, facilitators are attached to each group and they tell to their
student that the institute have the volunteer association. Student who are willing to take part in the
social life of the institute can join by coming to SSU. According to her, as a manager, she is facing
the challenge of running this volunteer association. She also said that there is not clear procedures
(documentation) on how to manage the association.

Besides, when it is asked “What is your expectations from the company after 5 years? In what
position do you see yourself?” she replied (smiling) ‘I do not know, maybe Senior Manager of
Admission and Student Administration’. She considers herself to have all the necessary skills, which
senior managers should have, and enough experience to be promoted after five years.

4.2 Assistant Manager of Student Services Unit

The second interview was made with the assistant manager of the Student Services Unit. She
had more than three years of experience working as an assistant manager. She noted that her
performance appraisal results are the best ones among her colleagues, meaning that currently she
acquires the necessary skills and abilities to work in the position. Moreover, twice a year the survey
is conducted to evaluate the coordinators (every assistant manager works as a coordinator for
particular level of students) and she always gets satisfactory results from her students anonymously.
She clearly stated that her aim within one year is to reach the position that is senior assistant manager
of Student Services Unit, consequently manager of SSU after 4 or 5 years.

However, she also highlighted that to be able to work efficiently as a senior assistant manager
of SSU she needs additional skills and competences. For example, she believes that to accomplish all
the tasks of the senior assistant manager successfully, one should know how to inspire the team,
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should have the capability to persuade and direct subordinates or other groups in an organization.
Moreover, she emphasized that she is very kind person in her personality and she thought that
kindness might be a barrier when challenging task have to be divided among the team fairly. Because,
in most cases, she prefers to handle all the tasks by herself instead of planning and organizing,
according to the assistant manager of SSU.

5.0 Discussion and Recommendation

5.1. Training for the manager of Student Services Unit

According to the response of SSU manager, they need well-established VVolunteers Association
(VA) that involves all the procedures on how to organize and manage the process. Due to being
international university, the university has to have the VA that able to meet international standards.
Chosen international university has an exchange program where students go to the partner universities
not to study abroad but exchange the culture. This exchange program usually involves academic staff
of the university and the students, but not the administrative ones.

It is planned to hold such exchange program with the manager of Student Services Unit in
summer. The designed training program for the manager will be going to partner University with
students, whose academic performance is high and are active in social life of the university. She will
be given a task to learn more about the structure of the VVolunteers Associations in partner university.
It is required to develop the procedure and documentation for VVolunteers Association to open it at the
chosen university officially. Moreover, to study the structure of Student Services system and the ways
of engaging students is the next aim put in front of a manger.

The reason for choosing partner university is that the rules and regulations inside of both
institute are the same and the organizational structure was adapted for the branch. The exchange
program is planned to last one week and the following is the plan on how to spend the time effectively:

» Day 1 — Traveling from Tashkent to partner university, sightseeing tour

 Day 2 — Welcome reception, Campus tour, Orientation of the activities

« Day 3 — Class meeting: Presentation on cultural aspects of both countries

» Day 4 — Class meeting: Lecture on “Benefits of Volunteers Association and the reasons for
joining”

 Day 5 — Group work activities, cultural exchange between students

« Day 6 — Field trip, farewell party

« Day 7 — Traveling from abroad to Tashkent

After coming back to the Tashkent, participants of the program will be given some time to make
a report about the conducted learning and development activities.

5.2 Training for the assistant manager of Student Services Unit

The above training session has been designed and developed for learner to gain some skills and
competences to stay is her position. However, Assistant manager of SSU stressed that she has all the
necessary skills, knowledge and abilities to perform her task efficiently and her performance
appraisals confirms the view. For this reason, she wants to be promoted within a year. Nonetheless,
in order to be promoted she is lacking strong management and leadership skills. The below training
session is dedicated to improve management and leadership competences.

In order to teach leadership and management skills, online course named “Leadership and
Management Skills Training” session will be offered to assistant manager of SSU to participate. The
James Bruce, who is the SEO Expert, Marketer, Author and Teacher, has developed the session.
According to Udemy (2024), Jim's diverse courses show his enthusiasm and expertise in a wide range
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of subjects. He has been making an online career for a decade and his passions range from on-page
SEO, authoring books and movie screenplays, to Word Press tutorials. Moreover, he is regarded as a
specialist in the Udemy organic search, routinely ranking courses in every genre on Page 1. The
session was accessed by 3414 users from 2019 to 2024 (Udemy, 2024). The title of the course is ‘First
Steps to Leadership: 10 Qualities of Great Leaders’. Followings are the agenda of the training session
(adopted from Bruce (2019)):

» What is a leader?

» Leadership Skills — Inspire your team

» Does a leader use Incentives?

* Develop a leader’s charisma - authority

» How leaders deal with a crisis?

* Is it better to be feared or liked?

» How to handle difficult people?

» Choosing people for your team

« Personality types

» Conclusion

University will take over the purchase of the course. According to Udemy (2024), after finishing
the course, learner will be given a certificate of completion.

6.0 Conclusion

In conclusion, this study delved into the talent development needs within the Student Services Unit
(SSU) of an international university in Tashkent through qualitative methods, focusing on semi-structured
interviews. The insights gleaned from interviews with key personnel, including the SSU Manager and
Assistant Manager, shed light on critical areas requiring attention, such as the establishment of a well-
structured Volunteers Association (VA) and the enhancement of management and leadership skills. The
proposed training programs tailored to the specific needs of each staff member aim to address these gaps
effectively. By leveraging exchange programs and online courses, the university can equip its employees
with the necessary competencies to fulfil their roles efficiently and contribute to organizational success.
These initiatives not only empower individual career progression but also bolster organizational
effectiveness and student satisfaction, aligning with the overarching goals of the institution.
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Annomauyusn. Pusooicianuwnune uHHOBAYUOH MUNU MAPAKKUEMHUHE X03upeu OO0CKuuuoa
Mykobun uyn cugpamuoa “Unmuti acocea 2ea oOyneam uxmucoouémea’ VMUWUHUY, UHHOBAYUOH
Gdaonuam ocapaénuoa UHHOBAYUAIAPHUHE 3AMOHABUL XOAAMU 84 XYCYCUAMIAPU, MABIHCYO
MYamMMOonap 6a 3UOOUAMIAPHU GHUKLAW, UXCIUMOUL UYHATIMUpUIean 0030p UKMucoouému
KOHYenyuAaACuHuHe camapanu aman KUJIUWuUHU masvMuH1aud, udsCmuMoull xadpuﬂm/lap
mpaucgopmayuaiapu  acocuod UKMuUcoOull MmapakKueémuune 3aMOHAGUN  MeEeHOEHYUSIAPUHU
baxonaw 6a axonu GapoBOHIUSUHU OAXONAUWHUHE CUGDaAm KYPCAMKUYAApUea YMUuIUWuH maxKo3o
SMMOKOA.

Kanum cﬁmap: Pusoorcranuunune UHHOBAYUOH munu, UHHOBAUUOH Moaeflb, MuHmaxaeud
UHHOBayusl MOdeflu, UHHOBAYUOH PUBOIHCIIAHUUL, PUBOIICTIAHUIUHURZ UHHOBAYUOH MUNU.

Auuomauuﬂ. Ha COBPEMEHHOM omane pa3eumus uHHOGdL;uOHHblﬂ mun pazeumusl nepexoaum
K ((HayUHO-O5OCH06aHHOL7 IKOHOMUKEY» KAK AJlbmMePHAMU6HOM) CI’lOC‘05y 6 npoyecce uHHOGcZL;uOHHOﬂ
oesmenvbHocmu onpe()eﬂﬂmb COBpPEMEHHOE cocmosHUue U ocobennocmu unnoeauud, cyuwecmeyroujue
np06ﬂesz u npomueopedusl, obecnequsamos 9¢¢€Kmu6‘Haﬂ pealuzayusld KonHuenyuu couyuailbHo
opueﬂmupoeaﬂﬂoﬁ pblHO’-lHOﬁ OKOHOMUKU, obecneuenue COBPEMEHHO20 IKOHOMUUECKO20 pA36UMUAL,
OCHOBAHHO2O HA mpchqbopMauuu COYUAIbHBIX uennocmeﬁ, mpe6yem nepexoda K KayecmeeHHbIM
nokaszameJsimMm OyeHKuU mem)euuuﬁ U OYyeHKU bnazococmosHua Hacelenusl.

Knroueenie cnosa: HHHOGCII/;I/IOHHbllZ mun paseumusl, UHHOBAYUOHHAA MO()@JZb, PeECUOHATIbHAA
UHHOBAYUOHHAA Moaejlb, UHHOBAUYUOHHOE passumue, uHHOSGL;MOHHblﬁ mun pazeumusl.

Abstract. At the present stage of development, the innovative type of development is moving to
“Science-Based Economics” as an alternative way in the process of innovation to determine the
current state and features of innovation, existing problems and contradictions, to ensure the effective
implementation of the concept of a socially oriented market economy, to ensure modern economic
development based on transformation of social values requires a transition to qualitative indicators
for assessing trends and assessing the well-being of the population.

Keywords: Innovative type of development, innovation model, regional innovation model,
innovative development, innovative type of development.

X03HUpru BakTaa MamJlakaT HKTHCOMUETUHHE PUBOXKIIAHUIITHIHT HHHOBAIIMOH Mynra YTKa3uI
Macanach Y36ekucToH PecnyGnmkacu yuyH nomap6 Macamamup. Ca6abu Surm V36exucToH
Xankapo Xaxon CaBJo TalIKMWIOTHra ab30 OYJIMII yUyH XapakaT KUjap 3KaH, OyTyHI'M KyHAard SHT
MYyXUM Basudanapuad oupu Oy XyIy UIApHUHT UKTUCOIUM YCHUILIM, UKTUCOIUI PUBOMKIIAHUII YUYH
IIAPOUT ApaTULIIUp. DHI aBBai PecrnyOiuka MKTUCOAUETMHY MHHOBAIMOH PUBOXKJIAHUII OpPKAJIU
KaXOH UKTUCOJUETUTA UHTETPALIUSCH KUJIUII aCOCUM IIapTUIHP.

by Basugara spumMI y4yH WHHOBALMOH MKTHCOAMETHU PUBOMIIAHTHPUILNTA KYMaKJIAIIHUIIT
Makcaauaa WKTUMOUN MyHOcaOaTIapHUHT Oapua COXaJapUHU KaiTa KypHUIl UMKOHMHU OepyBYd
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MEXaHU3MHHU HIUIA0 YUKW 3apyp. bwimm uxTHcomuérura yTUII MamilakaTaa Ba HIyHTa MOC
paBuIIa Xyay/UlapAa SHTM OWIMMIIApHU MIULDIHA €KUM JKaxOH 0o30piiapuaa Y3WHUHT XaKUKUN
UCTEbMOJIUMUIAPUHN TOMNAQAUIraH SHIM TEXHOJOrusjIap, MaxcyJoT Ba XuU3MaTjiapra caMapaiu
alUIaHTUPYBUM  SXJUT TU3UMHM IIAK/UIAHTUPHUILIHM TakKo30 JTaau. XyZAdyulap MamiakaT
MKTUCOAUETUHIHT MHHOBAIIMOH PUBOXJIAHHUIIIUTA TYPTKHA OCPHUILN KEpPak.

Anabuétiiapa HHHOBAIMOH MOJIeNTa KyTu1ad Taspuduiap 6epwirad. MTHHOBaMOH Mozel - Oy
WHHOBALMOH (AONHMATHH aMaira OIIMPHUIIHWHT TAIIKWINH-UKTACOIUN MIAKIM, WHHOBALMOH
SUMMITAPHH M3JIAI, ITYHUHTIEK, ymoy (HaoausTHA parOaTiIaHTUPHUII Ba TAPTUOTA COJIHII JAaCTAKIMP.
Vprauunaérran MyaMMoNap KOHTGKCTHAA YMyMaH MHHOBALMOH MOJEN XaKHIa d5Mac, OaiKu
UKTUCOAWM  WHHOBAMSJIADHM  Takpop  MOUIA0  YMKAPUIIHUHT  XyJIyAud  JKUXaTAaH
MaxaJUTMIJIAIITUPUIITaH MaxcyC yCyJM, MHTEeTpaius Iakiud cudatuaa “‘MUHTAKaBUl MHHOBaLUs
Mojenn”’ XakKuaa TaBCHsUIap KenTupwiaad. VokTumomit wmmmad YMKApUIMHUHT Y3UTa  XOC
IapOUTIIapH, MUHTAKaBUM (ME30MKTHUCOIMN) MYXUT OuiaH TaBCU(IIAHTaH MabIyM Japaxkajaru
MaKpOMKTHCOUI MHHOBALIMOH LIMKJIIap Ba MHHOBaLUsIAp JUHAMUKACUANDP.

MuHTakaBuii HMHHOBAallMOH MOJEIHUHI y3Ura XOCJIWTM MUHTaKaHUHT Oup KaTop
MXTHCOCJIAITyBUra Kapad ApaiiBepiapiHi aHUKJ1a0, KyWIM TOMOHJIAPUHHU PUBOXIAHTUPHIL OpKaJIn
O0I1IKa COXaJlapHU PUBOXKIJIAHTUPUII UMKOHUATH OeITrUIaHaIu.

MHHOBAaIIMOH PUBOXJIAHUII MaMJakaT XalKapo pakoOaTrOapAONUIUTy OMIIH cudaTuIa
WHHOBAIIMOH CAJIOXUSIT Ba YHUHT PaKkoOaT acocuia pUBOXKJIAHUINTA Tabcupura 6axo Oepur, Uiuiad
YUKapUII OMUJUIAPH YUyH [IApOUTIIAp SpaTull, ri1odan pakoOaTaa MHHOBAIIMOH OM3HECHUHT POJIMHU
OLIMpPHII OWPUHYM Japakaiu Basubamapaup. byHra spummim ydyyH AaBIaTHUHT WHHOBAllMOH
cuécaTHU WNUIA0 YUKW, YHUHT MEXaHW3MJIAapH Ba JAacTaKIapUHHU aHUKJIAII, WHHOBAIOH
KOOTIEpA[MSICHHU parOaTIaHTUPUIL, WHHOBALIMOH MOJIEIHHM amalra OLIMPHUIIHUHT WKXTHUMOUM-
UKTUCOAUN XycycHSTJIapura (MHUKpO- Makpo-, ME€30 Japaxkaia) dbTHOOp KapaTuIlll, WHTEJJIETyasl
MYJIK XYKYKMHH XMMOSI KHJIMII Ba MHHOBAIIMOH >Kapa¢HJIapHU OOIIKApHII MEXaHU3MUHU SpaTHILI
non3ap0 xucobmanamum [1].

NHHOBanMoH MKTUCOAMETAA acOCHM BTHOOpP IOKOPH TEXHOJOTHUsIapra acoclaHTaH HIILIa0
YUKApUIL, WIM Tajlad TEXHOJOTHsUIap Ba MHCOH (DAONMATUHUHT TYpJIM COXAJIapUHU MHHOBAI[MOH
TaIIKWJI 3TUII, UKTUCOAUETIa MHHOBAIIMOH TU3UMHHU IIAK/UIAHTUPHUIL, KOMITBIOTEP TEXHOJIOTUSIIApH
Ba TEJIEKOMMYHUKAIIHUS TU3UMIIapUra KapaTuiaiu.

PUBOXTaHUITHUHT WHHOBALIMOH TU3MMHUJA MWUIMM MHHOBALMOH TH3UMHH IIAK/UIAHUIINTa
anoxuua 9bTHOOp Kapatwiagud. MWwuUMid  HMHHOBAallMOH TH3UM TYIIYHYAaCH HMHHOBAI[MOH
UKTUCOAUETHUHT MyxuM Oenrucu cudarumga danra XX acpuunr 70-Husiapuaa KApuOd Kemau.
K.®pumannusr ¢ukpura kypa, MAUUIMA HHHOBAIIMOH THU3UM — KaMHUSAT TOMOHMJIAH HCTEHMOI
KWJIMHAJUTAH SHTH TEXHOJOTHsUIap, MaxCyJoTjap Ba XU3MAaTJIApHUHT SPATHIUIINAATH SHTU
OUMUMIIapHU WILIA0 YMKHILA, CAaKJIallaa, TapKaTHUIIa Ba SHIM TEXHOJOTHsIapra ailaHUIIAa
KaTHaIIaJUraH UKTUCOAUN CyOBeKTIap Ba MXKTUMOHMM MHCTUTYTJIAPHHUHT (KaIpusatiap, MebEpap,
XYKYKJIapHHUHT ) MypaKkkaO TU3UMH XucoOmanaam [2].

PUBOXTaHUIITHUHT WHHOBAIIMOH THUIH[IA, ACOCHH MIITa0 YHMKAPUII OMHUIN OYIraH MeXHATHU
WM OulaH ¥3apo YHFYHJIAIIyBU, TEXHUK MaXOpaTHUHT MHTEIUIEKTYyall MaxopaTra ycubd Oopuiu Ba
Oy KaMUSTHUHT MKTHCOJHMI acocuHu Oenrmnad Oepanu. byHaail skaMHSITHM TacBHpaliga HUIMUN
anabuémiapaa “vHGOpPMAIMOH KaMUAT , “WIMIAp KaMUATH “UHPOPMALMOH HMKTHCOAUET”,
“HHTEJIEKTyal UKTUCOIUET” Kabu nbopanapaan GpoiganaHuIau.
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YMyMaH ofirasjaa, MaxaJUIMid XOKHUMUST OpraHjapu XyIyJIdid HWHHOBAI[MOH CAJOXUST
JapaXaCHHH OIIUPHIIIAH Ba TaAOUPKOPIVK CYOBEKTIApPUHUHT WHHOBAIMOH (DAOIUATUHU
daommamtupumgad  MaHndaatnopaup. UyHKM WHHOBalUsUiapAaH QoOWJaIaHUII HATHXKAacHua
pakoOarbapom MaxcyjiaoT HIIad YMKApWIAAW, TaAOMPKOPIHMK CYOBEKTH TOMOHHUIAH OKOPH
napomana onaau. by Xyaymiapapo Ba xamkapo 0030piiap/ia MHHTAKAQHHHT Pako0aTOapIOoNUIHTUHA
OILIUPATIH.

MunTakaBuit WHHOBAIIMOH CUECaTHHHT Makcam MHUHTaKa UKTHCOMUETUHU
OapKapOopIIAITHPHUII Ba FOKCATTHPHIIL, HIIMUN-TEXHUKABHIA CAIOXUSATHHU CaKJIalll B PUBOYKIIAHTHPHIII
XamJla MHHOBAIMSUIAD YYYH KyJaid [MapouTIap SpaTUIl OPKAIH OIOPKET MalOJiarIapuHu caMapaliv
VKPO STHUII Ba YH/IaH OKWJIOHA (hOMIajIaHuUIII IIAPOUTIIApUTA SPHUIIIHUIIIaH HOOpaT.

Poccusimuk tagkukotun T.B. Xoroesa MUHTaKaBuil HHHOBALIOH CUECATHHU aMaJira OLIW PUILIA
8 Ta orepalnyoH Ba CTpaTerUK peXalallITUPHUIL BasudanapuHu kentupuo yrrax [3]:

v’ Xyaymaa pakoOaTOapIoll sSHIM MaxCyJdoTiaap sSpaTHIl Ba MaxCyJdoT CU(paTHHU KaXOH
aH/03aJapy Japakacuja SAXIInai MaKkcaau/1a ”HHOBAMOH (aousaTHU (paosIalITUpUII Ba OyHUHT
HaTWKacuJa CaHOAT KOpPXOHaJIapu, arpoCaHoaT Ma)XMyacH, O3MK-OBKAT Ba KaiTa WIILIAI CaHOATH
KOPXOHAJIAPH YIYH TaIlIKH Ba WKW OO30PHH KCHTaU TUPHIIT JIO3UM;

v\ XyAyIOMil MKTUCOAMET TapMOKIAPMHYU TapKUOWM KaiiTa KypUIIHM amajra OLIMPHIIIA
xama coxaaa miM-(haH ITYKIapuIaH MakKCHMal apaxana (porgaranumr;

v\ XyAyIOHUHT  0apkapop  WKTHMOMM-MKTUCOAWM  PMBOXKIAHUIIUHHA  TabMHHIALI
MaHpaaTIapuaH KeInu0 YMKKaH X0JAa XyAyIuid WIMUN-TEXHUKaBUil Ba MHHOBAIIMOH JAcTypJiap Ba
JOMMXaNapHU MAKJUTAHTUPUILL

v\ Xydyjlard WIMHA  TalIKWIOTIAp TOMOHHJAH — SPAaTHIaETraH WIMHM-TEXHUKABUN
WIUTaHMaJIapHU Xa€Tra TaTOMK TUILI TU3UMUHH KOPUH ITHUIL;

v\ XyAyIOHUHT WXTUMOUM-UKTUCOAUM MyaMMoOJapiaH Keau0 YuKuO, WIMHUM, WIMMIA-
TEXHUKaBUU Ba MHHOBALIMOH MaxCyJioTiapra OylopTMalapHi aMajra O PHIL;

v\ WIMHI-TEXHMKaBMH Ba WHHOBALMOH JacTypjap Ba MMHTAKaBUii axaMmusTra ora
JoMMXaNapHU amalra OIIMPHUII YYyH Maxaiuil xamaa Oro/KeTAaH Tallkapu ManOanapaaH
MHBECTULUSIIAPHY JKaI0 KUIIUIILI,

v\ UXTUPOYMIIMK (DAOIUATHHM ParOaTIaHTHPHMIL, MaxCyJIOT Ba TEXHOJIOIHSIAPHUHT MATEHT
Myxodazacu JapakaCMHU OUIMPHUII, MHUHTAKAHUHT MaTeHT OO030pHHU yiapra XOpIKUN
MaTEHTJIAPHUHT KUPUO KEJUIINIAH XUMOS KUJTHIIL

v/ Oapua japaxkajard ODKETIap MaOyariapy XUCOOWJAH amajra OMIMPUIIAETTaH WIMUI
TaJKUKOTJIAp HATHKATAPUHUHT MUJLUTUN YCTYBOPJIUTHHHA XUMOS KWJIMIITA KYMaKJIAIIMUII Ba CAHOAT
MYJIKH Myaiddaapy Ba TaTEHT SrajlapUHUHT MaH(aaTIapuHu XUMOS KUIIUII,

v\ MHHOBAIMOH (aoJHAT yUyH OU3HEC-PEkKAHH UIITA0 YNKKMIaH HOOpar.

KOxopopuaa kentupu® yTUITaH MUHTAaKaBU WHHOBAIIOH CUECATHHU amMaira OUIMPUIIIArd
Baszudanapaan kKenu® YMKUO, MIyHH KyIIMMYa KWIAIIMMU3 MYMKHHKH, XyIyJIJard WIMUR
TaIIKWIOTIap OUNlaH MaxallIuil TaAOUKOPIUK CYOBEKTIapUHU JOUMUN aloKAIapHUHU KOPUH STHUII
Makcaara MyBOQHUKIHP.

Bupunuuaan, uaMuil gaproxJjiapaa sipaTWITaH SHTH HIJaHMa Ba WIMHUM SHTUIUKIApIaH
xabapaop 6ynmaau.

Nxkxkununaan, TagOUpKOpINK CYOBbEKTH TOMOHHUAAaH (aonuarna ro3ara KeiaéTraH
(OomkapyBaa, MHCOH KamWTaduaa, WIUIad YUKapHIl >kapa€HHMIa Ba X.K.) MyamMmoJapra WJIMHIA-

aMaJ'IPIfI, WHHOBAIIMOH €YHUM TOIIaau.
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Anbatra xap OMp MHHTaKaHUHT Y3MHUHT TaOuuil, reorpaduk Xamaa STHHUK >KOWUJIAIITyBH
acocuia MHHOBAIIMOH MOJe/UTapiHy nnutad ynkuiaau. 1y cababman, Oup XyIy THUHT UKTHCOIUHN
PUBOXKIIAHUIIIH, ApaliBep coXacu, OOIIKa XyAyara MoC KeJIManIu.

Mucon Ttapukacuma, Cupnapé BUIOSTHUHT JpalBep COXACH acoCaH KHIIUIOK XY KaJUTH
xucobnanca, HaBowii BWIOSTHHU TOF-KOH caHoatd, CamapKaH] BHJIOATH Xamja TOIIKEHT
[IAXPUHUHT JpaiiBep coXacu XM3MaT KypcaTHil Ba caHoatr xucoOnanamu. Lllynnan, kenu® 4ukuo,
aUTUINIMUA3 MYMKWUHKY, MHHTAaKaBHi WHHOBAIIOH CHECATHH amalira OIIMPUIIIA XyIyJIHUHT
WXTHCOCJIANTYBUTa MOC Tap3/a aMajira OIUPHII MaKcaara MyBo(QHKIHP.

Pyc omumu C.b.IleprieB TOMOHUAaH ypraHUIUIApW HATHXKACHJIa MHUHTAKaBH WHHOBALMOH
MOJICJIHMHT SHT MyXuM (QyHKIusIapu 1e6 Kyiugaruiaap xucoonanaau[4]:

1) MoMsIBHI Ba MHBECTHUIMS PECYPCIAPHH XYAYAUH UKTHCOAUETHHHT WHHOBAIIMOH CEKTOPH
(MHHOBAIIMOH PUBOXKJIAHUII HYKTal Ha3apuaaH YCTYBOP TapMOKJIAp Ba ApaiBep coxanap) (oigacura
KaiTa TaKkCHMIJIAIIL,

2) MUHTaKaJa TErMIUId WH(paTy3WaMa TH3UMHUTa 3ra WHHOBAIIMOH XU3MaTiap O0O030pHHU
ITaKJUTAHTHPHIIT;

3) TaIOMPKOPIMKHUHT HMHHOBAIIMOH CANIOXUATHHHA pyéOra dYuKapuIilra KyMakamyBud
WHHOBAIUUIAPTa WYHANTUPUITAH PaKoOaT MyXUTHHU ITAKJLIAHTHPHIII;

4) naBmaT TOMOHHIAH XyOy[Jard HWIUTad YMKApyBYM KOpXOHajJapja KYIIMITaH KHHMaT
SpaTUIl TH3UMHUHH KYJUTa0-KyBBaTJall XaMmJla HWIUIA0-YUKApHIAa WHHOBAIMOH KOMITOHECHTHH
TapTHOTa COJMIITHU TabMUHJIAII.

IOxopuna cana® yrwiran QyHkusIapaad Kenud YuKuO, V36exucron PecmyGnukacuaa
XyoyJUlapAa MaBKyJ HUKTHCOAMET TapMOKJIapH Ba M)KTUMOHMM COXaHU jKaJlal PUBOKIAHTHPUII,
WIMUNW-UHTEIUICKTYall XaMJla MOJHSBHHA pecypcliapHu TYIUK cadapbap STraH XoJjjga HIMHUI-
WHHOBAIIMOH CaJIOXUATIAH KEHT (oimamaHuIl, UCTHKOOIIa WiIM-(GaHHU MYHTa3aM HCJIOX KHJIHO
OOpUILHUHT YCTYBOp HYHanuIIJapuHU O€Nruian, 3aMOHaBHM OuiluMmMra sra Ba MYCTaKWI
Gbukpnaliuran IOKOpU Majlakald Kajapiap Taiépnami, WiIMUM HHQpaTy3WIMaHU MOJEpPHHU3AIUSL
KWINII UIUTApUHU cU(aT )KUXATUIaH SHTE OocKuura Kytapuin makcaauaa 2020 iun 29 oxtsaOpaa
Vs6exucron Pecnybmukacu IIpesupentuauar “MnM-¢dannn  2030-ifiirada  pHBOXKIAHTHPHILI
KOHIIEIUACUHN Tacaukiam Ttyrpucuaa’ i [1d-6097-con papmonn umzonanau [5]. Maskyp
dbapmon Owran Pecnybnmukana niM-panan 2030-iinnarada puBOXIAHTHUPHIN KOHIICTIIHUACU KaOyl
KWJIMHUIIA OwiaH Oup Karopjaa, XyIOyIOuil AacTypjapHU MIAK/UIAHTUPHUII acocuja TETUILIN
XyOyIJdard MaBXyJl MyaMMOJIADHUHT WIMHHA €UUMMHMHM TabMMHJAIITA KapaTWiraH WIMUAN
JTOMMXANaPHUHT aMaira OLIMPUIUIIMHYA TAbMUHIIAII KaOu Bazudanap XxaMm KenTupud YTuiras.

Xynoca KUIUO MIYHU aWTUIIMMHU3 MYMKUHKH, MUHTaKaBUW MKTHCOIAMM PUBOMXJIAHUITHUHT
WHHOBAI[MOH MOJIENH SpaTHIIa SHT aBBaJ0 OOMIKapyB OpraHu OYIMUII, MaXaUIUd XOKHUMHUST
BAKWJJIMK OpPraHJapyd acoCUil TasgHY HyKTa XucoOnmaHaau. AnOarra, WHHOBAIMOH MYXHTHU
IIAKUIAHTUPUIL WHHOBAIIMOH HWKTUCOAUN PUBOKIAHUINTA YTUIMHUHT AacOCHHl IIapTiiapujaaH
Ooupuaup. JlaBmaT XOKMMHATH Ba MaxalUMid Y3WHM Y3u OOIIKapWIll OpTaHjapyd MUHTaKaHUHT
WHHOBAIIMOH CAJIOXUATUHU CakKjalll Ba PUBOXKIAHTHPHUIN CTPATETHSCHUHH UILIA0 YHKHUIILIAPH,
WHHOBAIIMOH COXaJa JaBjiaT Ba MYHHUIUNAI OpTaHJIApHUHT (QYHKUUAJIAPUHUA OeNTuianuiapu,
WHHOBAIMOH (hAaONUATHU TapTHOra COJMII BOCHUTAIAPUHH WILIA0 YMKHUILIAPU Kepak. VIHHOBaIIMOH
(daonusATHU [AaBIAT TOMOHMJAH TapTHOra CONUIIHUHT TAIIKWIWKA MeXaHU3MHU OeBocuUTa EKU
ounBocuTa MaH(paataop Oapua Ty3uJIMaJapHUHT (PUKpIapy XMCOOTa OTUHUIIMHU TabMUHJIAIINA Ba
11y Onsan Oupra MHHOBAIUSUTAPHU ParOaTIaHTHPUII OViNYa Yopa-TaA0upIapHH KETUIIUITaH X012
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KaOyJl KWJIHMII Y4YyH LIApOWUT SIPATHINM Kepak. XyIyUIapHH HHHOBAIIMOH PHBOXJIAHTHPHIIHHHT
acocHil MmapTH — XyOyld WKTUCONUETHHU (GaONMATHUHT Oapua HyHanunuiapuna Oapkapop
PUBOKJIAHTUPHUILL JIO3UM.

IOkopugarn TaptuOra CONMIN BOCHUTAJAPUHUHT aMaira OUMPWIMINN XyAyIJapHUHT
WHHOBALMOH PHUBOXJIAHUIIMHUHT MakOyJ CypbaTIapuHHA TabMHHJAWIM, Oy 3ca ¥3 HaBOaTHIa
MUHTAKaBU WKTUCOJMHA TU3UMHHUHT XaM, YMyMaH OyTyH MWJUTMH MKTUCOIUIN TU3MMHUHI HWIILJIAII
caMapaJopJINTUHU OLIMPAIH.

By XykymMar TOMOHMJAaH MMHTAKaHUHI TapakKKUET CTPATETUACHHM SPATHUIINA, KEIAKaAKAA
KaliCH COXaJIapMHU PUBOXIIAHTHPHIN KEPAKIMTH Ba y dpTara KaHaail HaTmwKa OCpUIIMHYI aHTJIaIra
MMKOHHUHU Oepasu.

MuHTakaBuii HMKTUCOAUN PHUBOKJIAHUIIHUHT HMHHOBAlMOH MOJEIUHU IIaKJTAHTUPUIIT
Makcaauaa Kylujaaru Oup KaHYa >KMXATJIapHM XucoOra onuml kepak. 1. XyAyAHMHT MaBxKyJ
JpaiiBepu Xam/a UKTHCOAMM CAlIOXUATHU PUBOXKIAHTUPUIL, 2. DpKUH 0030p TaMoilminra acocaH
WKTHUCOJIMUA COFJIOM pakoOaT MyXUTHHU sipatuill; 3. Maxaunuil OrKeTHH XyIyAPUHT UKTACOIHI -
VDKTUMOUM PUBOXUJIAHTHPHII YYYH TYFPH TaKCHMJIAII KEpaK; 5. MUHTAKABUA PHUBOKJIAHUIIHUHT
acocwii oM cudaruma WHCOH pecypcnapuian (oigalaHuIl Kepak; 6. MUHTAKaBUM MKTHUCOIUN
puBOKJIaHUII MyBad(HaKUITUHNA TABMHUHIOBYM HHOPATY3UIMATIAPHU PUBOXKIAHTHPHUII KEPaK.
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POJIb MAPKETHUHT' A B CTAHOBJIEHUH U PA3ZBUTUHN XJIOIIKOBO-
TEKCTUJIBHbBIX KJIACTEPOB Y3BEKUCTAHA

MymunoBa Ymugaxon Junsmon Kusu
JloxTopaHT, TeKCTWIBHBIA HHCTUTYT

https://doi.org/10.5281/zenodo.10829613

Almomauuﬂ. B cmamve ucwzec)yemc;l PpPOJib mapkemurnea 6 pa60me C MmMeKCmujilbHbIMU
KIacmepHvIMUu opcavuzayuimu, maxoice 6 cmamsve npueodﬂmc;l MapKkemuHeoeble Memoowl
npodeuofceﬁuﬂ MEKCMUJIbHBbIX Klacmepos.

Knroueevie cnoea: meKCcmuibHble, Klacmepbvl, MAapKenunHzo6oe ucczzedoeaHue, noesvluieHue
KOHKypeHI’)’lOCnOCO6HOCmu, peqbopMa OKOHOMUKU, KlACmepHas nojaumuKka.

Annotatsiya. Magolada to ‘qimachilik klasteri tashkilotlari bilan ishlashda marketingning roli
ko ‘rib chigiladi. Magolada to ‘gimachilik klasterlarini ilgari surish uchun marketing usullari
keltirilgan.

Kalit se“zlar: to ‘gimachilik klasterlari, marketing tadgiqotlari,mraqobatbardoshlikni oshirish,
igtisodiy islohotlar, klaster siyosati.

Abstract. The article examines the role of marketing in working with textile cluster
organizations. The article provides marketing methods for promoting textile clusters.

Keywords: textile clusters, marketing research, increasing competitiveness, economic reforms,
cluster policy.

Beenenue

Kak mokazamum wucciaenoBaHusi, [0 CETOAHSIIHEro JHs, KJacTepbl YK€ YCIEIIHO
(YHKIIMOHUPOBAJIM BO MHOTUX OTPACISAX SKOHOMHKHU Pa3BUTBHIX CTPaH. ITO MO3BOJUIIO MOBBICUTH
KOHKYPEHTOCIIOCOOHOCTH MTPOU3BOJCTBEHHBIX PEINPUITHI MyTEM Pa3BUTHS KIACTEPHOMN MOJTUTUKH
CTpaHBI.

TexcTHbHBIN KJIacTep — 93TO Tpynna MNOpPeAnpHsITHH, OObEIWHUBLIUXCA B EIUHYIO
MIPOU3BOJICTBEHHYIO IETIOYKY JJIs JOCTHKEeHUs oOmmx neneil. Ha nanuslii MomeHT Y30ekucraH
HaXOJHUTCS B Mpollecce KOPEHHBIX pedopM SKOHOMHUKH, KOTOpBIE IMOAPA3yMEBAIOT NEPEXO] OT
LEHTPATU30BaHHOW HSKOHOMUYECKOM CTPYKTYpbl B pHIHOYHYIO. BrepBble 3aKkoH 0 CO3/1aHUU
TEKCTWJIBHBIX KJIAcTEpOB B Y30ekucTtaHe ObL1 mpuHT B 2017 romy, B TOM ke roay Obljia co3jaHa
acconmanus «Y3TEKCTWIbIIPOM» KOTOpash CTajlla CBS3YIOLIMM 3BE€HOM MEXIYy MECTHBIMU
MIPOU3BOJIUTENSIMA U MEXAYHAPOAHBIMU HHBECTOPaMH, UMIIOPTEpamMu 1 kommnanusamu. B 2018 roxy
cellbcKOoXo3siiicTBeHHas cepa Y30ekucraHa nepenuia Ha KJIACTEPHYIO CUCTEMY, 3TO MO3BOJIMIO B
KOpHE M3MEHHUTh BECh OOJIMK TEKCTHJIBHOM OTpaciM 3a KOPOTKHM mepuoa BpemeHu. brmaromaps
MpoBeIEHHBIM pedopMaM, FOCyAapCTBO Hayallo MOJy4aTb WHBECTHUIMH B MOAECPHUZMPOBAHHYIO
cdepy, YTO MO3BOJMIO TEKCTUIBHBIM KJIACTEpPOM IPHOOpECTH HOBeliiee 00OpyIOBaHUE s
riyOokoit  00paOOTKM  XJIOMKa W TPOM3BOACTBA TI'OTOBOM  TEKCTWJIBHOW  MPOAYKILUH,
COOTBETCTBYIOIEH MEXIyHapOAHBIM CTaHaapTaM. [1]

D¢ (heKTUBHOCTH KIACTEPOB OLIEHUBACTCS C TOUKU 3PEHHUS MOBBIIIEHUS PHIHOYHOM CTOMMOCTH
KOMIIAaHUH — YYacCTHUKOB KiacTepa. OD(QPEKTUBHOCTh yyacThus B KJIACTEPHOM OOBEIUHEHUU
OIIPEAEIAETCS MPU ITOM C TOUKU 3PEHUS JOCTH)KEHHS TJIABHOM LI€JIM — YBEIMYEHUS CTOUMOCTH

KOMITIaHHH.
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Jlocturaercs 310 myTeMm:

- pocTa PeHTa0ETbHOCTH BXOJISIIMX B KJIACTEp MPEANPHITUN BBILIE CPEIHETO MO OTPACIH
YpOBH,

-MUHUMHU3AIUKU TPOU3BOACTBCHHOIO U (bl/IHaHCOBOFO, PUCKOB 3a CUYCT IIOBBIIICHUA
KOHKYPEHTOCTIOCOOHOCTH YYaCTHHKOB KJIacTepa, a TAKKe

OINTUMU3AIIMU CTPYKTYpPbl HCTOYHHUKOB CPCIACTB 3a CHCT PA3BUTUA BHYTPUKIACTCPHOI'O
¢bunancupoBanus. [2]

FOBOp?I O MapKCTHUHI'C XJIOIIKOBO-TCKCTUJIbHBIX KJIACTCPOB B y36eKI/ICTaH€, Haa0 BBIJACINUTH TOT
dakt, 4yTo cdepa MapKETHHTA CTajla TaK K€ KIFOYEBBIM 3BEHOM B IICMOYKE TUIAHA JCHCTBUH B
JOCTUKEHUH S3KOHOMUYecKor 3(h(peKTUBHOCTH KilacTepa. B HbIHEIIHee BpeMs, MapKeTHHT KJIaCTEPOB
HCO6XOILI/IM JJI IOAACPIKaHUA KOHKypeHTOCHOCO6HOCTI/I, MPHUBJICYCHUA I/IHBGCTHHHﬁ, TIIOBBIIIICHUA
CIpoca Ha BBITYCKAEMYIO MTPOIYKITHIO.

Bb11ensf0T HECKOITbKO OCHOBHBIX 33/1a4 MapKETHHTa B KJlacTepe:

e co3/laHue OpeH/1a U y3HaBaeMOCTH;

® IPOBE/ICHUE MCCIIEIOBAHUS CIIPOCA U MPEIOKEHUS,

® [IOBEIIIIEHUE DKOHOMHYECKOU Bq)q)eKTI/IBHOCTI/I IOCPEACTBOM INPOBCACHUA MAPKCTHUHIOBOI'O
WCCIIC/IOBaHHS,

e oOsieryeHre oOMeHa nHpOpMaIHEeH MEXTy KIaCTEpOM U MHBECTOPAMH WIIH 3aKa3UUKaMU;

e [IpUBJICUEHHUE 3aPYOEIKHBIX TAPTHEPOB U KPYMHBIX HHOCTPAHHBIX KOMITAaHUH.

VYcmentHas KM3HENESTEIBHOCTh KJIacTepa HanpsMyl CBs3aHa C TEM, YTO O €ro
(YHKIIMOHMPOBAHUM W3BECTHO HE TOJBKO B Y30€KHCTaHE, HO M 3a TpeaenaMu. Takum o0pa3om,
9YTOOBl JOCTUTHYTH XOPOLIMX pE3yJbTAaTOB, HAJI0 pPEryJsSipHO TMOJJIEPKUBATh CBSI3b C
OOIIECTBEHHOCTHIO U OPI'aHU30BBIBAThH CONUANIbHBIC MeponpusTus. [3]

Metoauka
Strengths Weaknesses
CuiibHBIE CTOPOHBI Cnabble CTOpPOHBI
- Uto X0opouo y KoMIaHuu noiyyaercsi? | - YTo Mbl MOKET yJIyUIIUTh B KOMIAHUU?
- Kakas npenmyniectBeHHas - Kakue pecypchbl Mbl 1OTKHBI
YHUKAJIBHOCTb €CTh y KOMIAHUU? UCIIOJIb30BATh B YIYUIIEHUU KOMIIAHUN?
Opportunities Threats
Bo3moxHocTH Yrpo3sl
- Kakue y koMnaHnuu crpareruueckue - Kakue oxunarorcsi u3MEHEHHUs B
IIJIaHbI HAa roA? TpeHJaX Ha phIHKE?
- Kakue Bo3MoxHOCTH ecTh y KomMnaHuu | - Kakue yrpo3sl noacreperarot
Ha JaHHBII MOMEHT? KOMOAHUIO?
- Kak ncnosnp3oBarh Bc€ BO3MOXKHOCTH?

Pesynprartsl

SWOT ananus sBISICTCS OCHOBOM CTPATCTUYCCKOT'O IIJIAHUPOBAHMUAL. I[aHHBIfI aHaJIUu3 ITIOMOXKET
HU3YYUTH MMOJIOKCHUC KOMIIAHNHW Ha PBIHKEC. Takum o6pa30M, BbISIBUB CUJIBHBIC CTOPOHBI, KOMITAHUA
MOKCET IMPOAOJIZKUTh Pa3BUBATLb UX, ONPCACINB crna0ble CTOPOHBI, KOMIIAHUA 6yI[eT HCKaThb IIYTU
IMpEBpPATUTDH cnabbie CTOPOHBI B CHUJIBHBIC. BOSMO)KHOCTI/I, IMOMOTr'YyT KOMITAaHUUW B3IJIAHYTH C I[perﬁ
CTOPOHBI Ha BHCIIHUC q)aKTOpBI, OIIPECACTIAIOMNEC BCKTOP YCIICIHHOI'O PA3BUTHUA U YKPCIUJICHUSA
MO3UIIMI Ha JTOKAJIbHOM M MCKAYHAPOAHOM PBIHKAX
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3aKinroueHue

B 3axmroueHUM MOXKHO CACJIaTh BBIBOJ, YTO POJIb MAPKCTHHIA B CTAHOBJICHUU WU PA3BUTHUU
XJIONTKOBO-TEKCTUJIBHBIX KJIACTEPOB Y30eKHCTaHa sBISICTCS KIO4eBOM. [IpoBens MapKeTHHIOBOE
UCCJICIOBaHKE, MOXHO JOCTUYb YBEIMUYCHUS SKOHOMUYECKON 3P(PEKTUBHOCTH, a TaK K€ TOBBICUTH
KOHKYPEHTOCTIOCOOHOCTb.
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Introduction

Shifting from the initial emphasis on technology and human capabilities, recent discussions on
digital transformation are increasingly focusing on the sociocultural aspects of digital development
and inclusiveness. For instance, The Economist’s Inclusive Internet Index (31s) evaluates internet
inclusiveness in education, taking into account factors such as the level of online education and the
availability of content in local languages.

Building upon these broader perspectives of digital inclusiveness, conducted research explores
the specific context of Uzbekistan. It aims to extend the understanding of digital inclusiveness in
Uzbekistan, by conducting an analysis of the technological, human, and sociocultural factors that
affected online education during the COVID-19 pandemic. In so doing, this study provides academic
and policy insights for enhancing inclusiveness in the process of Uzbekistan’s digital transformation.
Additionally, study offers a more nuanced and comprehensive understanding of digital inclusiveness,
which encompasses not only the technological accessibility but also the user satisfaction with online
education services. This includes examining the level of consumption and satisfaction with online
education services, and implementing research design and statistical analysis to identify factors
influencing these aspects. It is also offering recommendations for enhancing the inclusiveness of
digital education in Uzbekistan, suggesting ways to improve its broader inclusiveness and
effectiveness.

Current State of Digital Transformation in Uzbekistan

Since its independence, the Uzbek government has demonstrated a keen interest in the
development of Information and Communication Technology and its application across various
sectors. Recently, there has been a heightened focus on fast-tracking the adoption of digital
technologies in Uzbekistan’s economic and social sectors. Moreover, the development of ICTs has
gained prominence as a key component of the national development agenda. In 2020, the Government
of Uzbekistan officially launched the “Digital Uzbekistan 2030 strategy, marking a significant
commitment to this digital advancement. This strategic approach demonstrates a significant
investment in digital transformation, addressing both technical aspects, such as internet infrastructure
expansion, and human and sociocultural dimensions, notably the enhancement of digital literacy and
the broadening of educational opportunities to bolster digital usage skills. The “Digital Uzbekistan
2030” strategy outlines the execution of over 1,600 projects aimed at enhancing digital capabilities
across Uzbekistan’s 12 regions, including the Autonomous Republic of Karakalpakstan. Within this
framework, 29 districts have been selected for initiating various projects between 2020 and 2022.
This initiative stems from the Uzbek government’s recognition that ICTs are crucial drivers of
national well-being and economic growth. This understanding has spurred notable progress in the
country’s digital transformation.

Provided research examined digital transformation in Uzbekistan by exploring three principal
dimensions: technological capabilities, human capabilities, and sociocultural capacities.
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Regarding technical capabilities, research results show that Uzbekistan has made significant
strides in developing its telecommunications infrastructure. From 2016 to 2020, there was a marked
expansion in the country’s fiber optic network. The total length of these lines grew roughly 3.8 times,
increasing from 17,900 kilometers to 68,600 kilometers. By 2021, the extensive expansion of
Uzbekistan’s digital infrastructure yielded notable results. Optical communication lines reached 67%
of residential areas, a marked improvement in digital connectivity since 2017. As a result, internet
usage rose by 22%, mobile phone subscriptions by 29%, and fixed broadband subscriptions by 9.29%.
Additionally, the number of wireless base stations in Uzbekistan saw significant increase in 2021,
with 14,150 new installations, bringing the total to 45,890 stations. With the expansion of the wireless
base station network, it is estimated that 99% of Uzbekistan’s population now has access to wireless
communication services (2G or higher), and up to 75% can access high-speed communications
(LTE/WiMax or higher). However, as of September 2023, the average internet speeds in Uzbekistan
were 23.63 Mbps for wireless and 58.03 Mbps for fixed broadband downloads, as reported by Ookla’s
Speedtest Global Index. These speeds are significantly lower than the global average fixed broadband
download speed of 85.31 Mbps and are more than half slower than Moldova, with fastest internet
speed among the CIS countries with the average broadband download speed of 119.89 Mbps. In
summary, while Uzbekistan faces limitations due to relatively slower internet speeds, there is clear
evidence of accelerated improvements in the technical capacities of its digital transformation, with
significant advancements in both the speed and extent of these developments.

Human and sociocultural dimensions of Digital Transformations

In terms of human capacities, the Uzbek government has focused on developing digital
competencies through school curricula and plans to establish IT specialized schools in all regions.
From the 2020/2021 academic year, computer skills and programing courses were introduced into the
curriculum of all higher education institutions by a Presidential Decree. Additionally, the IT
Academy, overseeing the dissemination of IT technical education in Uzbekistan, has launched the
“One Million Uzbek Coders” platform (Bir million O‘zbek Dasturchilari), with the goal of providing
basic programing skills education for the wider population. As a result, Uzbekistan exhibits a
conducive environment for enhancing human capacities in its digital transformation process. The
population capable of using copy-paste functions increased from about 19% in 2017 to 24% in 2021,
and those able to use basic arithmetic formulas in spreadsheets rose from 10% to 14% in the same
period. In terms of sociocultural capacities, the diversification of internet use languages and the
increasing routine use of internet media indicate that digital transformation is significantly impacting
everyday life in Uzbekistan. For example, the number of websites broadcasting news in the local
language has increased, and online platforms broadcasting entertainment and information programs
in Uzbek have emerged as strong alternatives to traditional TV. Influential social groups, such as
bloggers on platforms like YouTube, Telegram, and TikTok, are expanding their audience. In
summary, while improvements in digital capacities for women and the elderly are still needed,
overall, digital transformation in Uzbekistan is progressing effectively in terms of human and
sociocultural capacities.

Research outcomes of human and sociocultural dimensions in digital transformations indicated
several distinctive facts. It was found that women consume online education services at a higher level
than men, and individuals who use the internet for a wide variety of activities are more likely to utilize
a diverse range of online education services. However, IT sphere is perceived solely as a male-
dominated. To enhance the participation of women in online education and IT fields, a multifaceted
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approach is needed. First, develop educational content that resonates with women, focusing on areas
like financial literacy, entrepreneurship, and STEM subjects, which are often seen as male-
dominated. This content should align with women’s interests and career goals, addressing their unique
learning requirements. Secondly, establish supportive online communities and mentorship programs
for women in online education. These platforms can provide peer support, enable knowledge
exchange, and help overcome the sense of isolation that women might experience in male-centric
online learning environments. Lastly, address the societal biases that deter women from IT fields.
This involves launching awareness campaigns and educational programs that challenge existing
cultural stereotypes and inspire girls and women to explore and excel in technology-related careers.

On the other hand, the influence of language use, specifically speaking Russian, on online
education service consumption was not found to be significant. Subsequently, personal background
factors such as age and place of residence significantly influence satisfaction with online education.
Specifically, younger individuals and residents of the capital city tend to have higher satisfaction
levels. However, income level does not significantly affect satisfaction with online education
services. Secondly, the measure of technological capability, internet connection satisfaction, was
found not to significantly influence satisfaction with online education services. Thirdly, human
capability factors, namely educational level and participation in digital education, both positively and
significantly impact satisfaction with online education services. Higher educational levels and
experience in digital education are associated with higher satisfaction. Fourthly, sociocultural
capabilities measured by the level of internet usage and language use significantly influence
satisfaction, but gender does not have a significant impact. Russian speakers, compared to those who
speak other languages, show higher satisfaction with online education services, and individuals who
utilize a variety of internet services tend to have higher satisfaction levels.

The study highlights human and sociocultural capabilities as key drivers influencing both the
level of use and satisfaction with online education services. Interestingly, technological capability,
particularly in relation to internet-based education service usage and satisfaction, doesn’t show a
substantial effect. This underlines the need for policies focused on enhancing human and sociocultural
skills in the long term. A notable finding is that higher education levels are linked to both varied use
of online education services and increased satisfaction. It’s crucial to acknowledge that while
engagement in digital education doesn’t significantly boost usage, it positively affects satisfaction.
Therefore, providing basic digital skills training is crucial to help users effectively search for and
utilize educational content that suits their needs.

Conclusion

This study contributes to academic discourse in two significant ways. Firstly, by synthesizing
existing research implications and examining factors influencing the inclusiveness of online
education, it contributes to expanding academic diversity. Moreover, the academic contribution of
this paper is clear, given the scarcity of research analyzing online education in Uzbekistan. However,
given the insufficient examination of the operational mechanisms of the extracted factors, it will be
necessary to explore these mechanisms in greater depth in future research. Secondly, the statistical
analysis conducted through surveys offers relatively concrete policy implications, providing a
comparative advantage to the study. However, further discussion is required to practically implement
the policy implications suggested by the analysis findings.
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Abstract. Fintech, the fusion of finance and technology, has revolutionized the financial
services industry, significantly altering investment behavior. This paper examines the influence of
fintech innovations on investment decisions and their repercussions for investors and financial
institutions, with a special emphasis on Uzbekistan. Through a meticulous review of literature,
establishment of a theoretical framework, empirical analysis, and discussion of findings, this study
aims to contribute to a deeper understanding of investment behavior in the fintech era. This study
found that fintech is growing and acting as contributing factor to the economy and financial sector
and fintech is influencing investment behavior by giving access to various latest investment
opportunities such as crypto currency.

Keywords: Fintech, investment behavior, robo-advisors, algorithmic trading, behavioral
finance, technology adoption, empirical analysis.

Introduction:

The financial services industry has been transformed by the emergence of fintech, which
encompasses a broad array of technological innovations that enhance the delivery of financial
services. From mobile payment systems to algorithmic trading platforms, fintech has reshaped how
individuals and institutions engage with financial markets. One area profoundly impacted by fintech
is investment behavior. Investors now have access to a myriad of fintech-driven tools and platforms
offering personalized advice, automated trading processes, and alternative investment opportunities.
Understanding how these innovations influence investment behavior is crucial for investors, financial
institutions, regulators, and policymakers.

Fintech innovation spans various technologies and services, including blockchain, artificial
intelligence (Al), machine learning, digital payments, peer-to-peer lending, and crowdfunding. These
innovations are transforming traditional financial services and creating new opportunities for
consumers and businesses. Factors driving fintech innovation include technological advancements,
changing consumer preferences, regulatory changes, and the emergence of new market entrants. The
growing demand for financial inclusion and access to services in underserved markets has fueled the
development of innovative fintech solutions. Fintech innovation has led to increased efficiency, lower
costs, and greater accessibility of financial products and services. Despite its benefits, fintech
innovation also poses challenges and risks, including cybersecurity threats, regulatory challenges,
and concerns about data privacy and consumer protection. The rapid pace of innovation can outstrip
the ability of regulators to keep pace, leading to potential risks for consumers and financial stability.
Several trends are shaping the future of fintech innovation, including the continued growth of digital
payments, the rise of decentralized finance (DeFi), and the integration of Al and machine learning
into financial services.
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Literature review

Fintech innovation refers to the development and implementation of new technologies and
business models in the financial services industry. An extensive literature review has been conducted
on fintech innovation and investment.

Fintech innovation encompasses a wide range of technologies and services, including
blockchain, artificial intelligence (Al), machine learning, digital payments, peer-to-peer lending, and
crowdfunding. These innovations are transforming traditional financial services and creating new
opportunities for consumers and businesses (Schueffel, 2016). There are Several factors drive fintech
innovation, including advancements in technology, changing consumer preferences, regulatory
changes, and the emergence of new market entrants (Yermack, 2017). Additionally, the growing
demand for financial inclusion and access to services in underserved markets has fueled the
development of innovative fintech solutions (Demirgiig-Kunt et al., 2018). Fintech innovation has
had a profound impact on the financial services industry, leading to increased efficiency, lower costs,
and greater accessibility of financial products and services (Gai et al., 2018). For example, digital
payments and mobile banking have made financial transactions more convenient and accessible to a
wider range of consumers (Nasir et al., 2019). Despite its benefits, fintech innovation also poses
challenges and risks, including cybersecurity threats, regulatory challenges, and concerns about data
privacy and consumer protection (KPMG, 2020). Additionally, the rapid pace of innovation can
outstrip the ability of regulators to keep pace, leading to potential risks for consumers and financial
stability (Acharya et al., 2017). Looking ahead, several trends are shaping the future of fintech
innovation, including the continued growth of digital payments, the rise of decentralized finance
(DeFi), and the integration of Al and machine learning into financial services (BIS, 2021).

These trends are expected to drive further innovation and transformation in the financial
services industry.

1. Technological Advancements: Fintech innovations, such as artificial intelligence (Al),
machine learning, blockchain, and big data analytics, are transforming the way investment decisions
are made. These technologies provide investors with access to real-time data, advanced analytics, and
automated trading strategies, influencing their investment decisions (Yermack, 2017; Demirgii¢-Kunt
etal., 2018).

2. Digital Platforms and Accessibility: Fintech innovations have led to the proliferation of
digital investment platforms, making it easier for investors to access financial markets and manage
their portfolios online. This increased accessibility has democratized investing, allowing a broader
range of individuals to participate in the financial markets (Schueffel, 2016; Gai et al., 2018).

3. Behavioral Biases and Decision-making: Despite the advancements in fintech, investors
are still susceptible to behavioral biases that can impact their investment decisions. Fintech
innovations may exacerbate these biases or, conversely, help investors overcome them through
personalized advice, nudges, and behavioral interventions (Barber & Odean, 2001; Barberis & Thaler,
2003).

4. Regulatory Environment: The regulatory environment surrounding fintech innovations can
influence investment behavior. Regulations that promote innovation and competition in the financial
sector can lead to more diverse investment options and better outcomes for investors. However,
inadequate regulation or regulatory uncertainty can create risks for investors and financial institutions
(Acharya et al., 2017; KPMG, 2020).
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5. Market Efficiency and Transparency: Fintech innovations have the potential to improve
market efficiency and transparency, providing investors with better information and reducing
information asymmetries. This can lead to more informed investment decisions and better outcomes
for investors (Bikhchandani et al., 1992; Shefrin & Statman, 1985).

6. Risk Management and Financial Literacy: Fintech innovations can help investors better
manage risk and improve their financial literacy. Tools such as robo-advisors and risk assessment
algorithms can provide investors with personalized investment advice and education, helping them
make more informed decisions (Dohmen et al., 2011; Nasir et al., 2019).

These key variables highlight the complex interplay between fintech innovations, investment
behavior, and the implications for investors and financial institutions. Further research is needed to
fully understand how these variables interact and how they can be leveraged to enhance investment
outcomes in the era of fintech innovation.

Fintech Innovations and investment behavior in Uzbekistan.

The global fintech revolution is redesigning economies and renovating the financial structure.
Uzbekistan, a country on the track of evolution and progress, is at the point of connecting the potential
of fintech and neobanks to initiate economic development. Fintech companies are democratizing the
banking sector, making it more reachable, mobile, and consumer-oriented. Uzbekistan is experiencing
a surge in the acceptance of online payments, with twice as much money flowing through payment
services in 2022 compared to the previous year, 2021. At least 70% of the population should embrace
digital payments, which are not tied to a single bank but comprise a variety of fintech services.

In recent years, Uzbekistan has witnessed a significant growth in the popularity and acceptance
of remote banking services, making a transformative shift in the country's financial landscape. The
following data shows an overview of fintech innovation in Uzbekistan financial sector.

2021 2022
Digital Transaction Growth (Volume) | $14 Billion $21 Billion
Digital Transaction Growth (Users) 8 million (in 2018) | 30 million
QR Code Payment Users 15750 63000
Total QR Code Payment $1.4 Million $17 Million

The development of digital payments can be attributed to numerous crucial factors such as
convenience, accessibility, security, cost savings, government initiative and regulations. Fintech also
provide role in the growth of digital payments. The government is aggressively addressing financial
inclusion, while also promoting and empowering fintech ecosystem. In 2022, urbanization,
technological advancements, lifestyle changes, changing customer expectations and preferences,
increased purchasing power and a booming economy drove growth in the fintech market. Further
fintech development expected due to rising prosperity and reduced inequality.

The following statistics giving an idea of Uzbekistan fintech market in numbers as of November
15, 2023. (Source: Report published by Mastercard, 2023).

e 77% internet penetration

e 76% smartphone penetration

¢ 35 banks. The 5 largest state-owned commercial banks account for 62% of total assets

¢ 49 payment organizations that have obtained a license

¢ 70+ fintech

¢ 61% venture funds in last 2 years were allocated to fintech

e 2.2% e-commerce market penetration (as a % of retail)
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From 2022 to 2023, $7.1 million was invested in 25 companies across industries, with over
61% of these funds allocated to fintech companies. Major fintech trends in Uzbekistan includes
digital wallets, E-commerce, neo banks, Islamic finance, Buy Now Pay Later (BNPL) and crypto
investments.

Cryptocurrency (important aspect of fintech) play a significant impact on investment behavior
in several ways. Controlled development of the crypto market as an alternative source of investment
for households and businesses. Since 2018, the Uzbekistan government has been working to formalize
the crypto-industry. Uzbekistan has taken steps to regulate and license cryptocurrency activities by
issuing licenses to several crypto-related entities. The National Agency for Prospective Projects
(NAPP) of Uzbekistan recently issued licenses to crypto-exchanges, crypto-depositories, and crypto-
stores, marking a significant development in the country's cryptocurrency sector. Crypto exchanges
to buy Bitcoin in Uzbekistan for 2024 includes the following; AvaTrade, Skilling, Binance, Bitstamp,
Exness, OKX and Kraken.

The main possibilities of fintech for the stability and security of the national financial system
are expressed in the following aspects: increasing the technological effectiveness and competitiveness
of the financial market (Khahharovna, 2022). Fintech platforms have democratized investing, making
to accessible to a wider audience with more user-friendly interfaces, lower cost, automations,
diversifications, more transparency, etc. Investment behavior is likely to changes in future driven by
technological advancement and regulatory developments. A combination of increased digitization,
robo advisors and emergence of new asset classes will help investors to move towards more passive
investing. Innovations in fintech create more opportunity to invest in the stock market, crypto market
which will significantly contribute to the continued development of the fintech sector in Uzbekistan.

Discussion

Technological advancements, such as Al, machine learning, blockchain, and big data analytics,
are transforming the way investment decisions are made. These technologies provide investors with
access to real-time data, advanced analytics, and automated trading strategies, influencing their
investment decisions. Fintech innovations have led to the proliferation of digital investment
platforms, making it easier for investors to access financial markets and manage their portfolios
online. This increased accessibility has democratized investing, allowing a broader range of
individuals to participate in the financial markets. Despite these advancements, investors are still
susceptible to behavioral biases that can impact their investment decisions. Fintech innovations may
exacerbate these biases or help investors overcome them through personalized advice and behavioral
interventions. The regulatory environment surrounding fintech innovations can influence investment
behavior. Regulations that promote innovation and competition in the financial sector can lead to
more diverse investment options and better outcomes for investors. However, inadequate regulation
or regulatory uncertainty can create risks for investors and financial institutions. Fintech innovations
have the potential to improve market efficiency and transparency, providing investors with better
information and reducing information asymmetries. This can lead to more informed investment
decisions and better outcomes for investors. Fintech innovations can also help investors better manage
risk and improve their financial literacy. Tools such as robo-advisors and risk assessment algorithms
can provide investors with personalized investment advice and education, helping them make more
informed decisions.
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Conclusion
Fintech innovation is reshaping the financial services industry, creating opportunities for

greater efficiency, accessibility, and financial inclusion. However, challenges and risks remain,
highlighting the importance of effective regulation and risk management in fostering responsible
fintech innovation. Further research is needed to fully understand how fintech innovations interact
with investment behavior and how they can be leveraged to enhance investment outcomes.
Accessibility, cost reduction, automation, diversification, personalization, Robo-advisors and
algorithmic trading platform aiding investors to select more future oriented investment products. As
a result, investors can expect greater choice, convenience, and efficiency in managing their

investments.
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Abstract. Takaful is an Arabic word which means "solidarity,” and it refers to an Islamic
insurance system that serves as a substitute for traditional insurance. Takaful, a type of insurance, is
joining a rapidly expanding worldwide market, fueled by the expansion of Asian countries and the
Middle East's economic success. Takaful is built on the idea of collaboration or mutual aid, and it is
Tabarru (Voluntary), which means that the associated risks are distributed jointly among the
volunteers.

Takaful is best understood as an agreement (or policy) signed by a group of participants who
opt to collectively guarantee themselves against loss or harm sustained by individual signatories, as
stated in the policy. Takaful is expected to become the default option for people in Islamic nations in
the near future. The combination of the system's financial efficiency and religiously correct principles
has increased the appeal of this and comparable Islamic banking and financial products to Muslims.
This article provides a brief history of insurance in general, as well as Saudi insurance, which is the
region's market leader, and so throws light on Islamic insurance Takaful applications globally. The
purpose of this research is to examine the prospects and problems of the Islamic insurance sector, as
well as to make some ideas and recommendations for future practice.

Keywords: challenges, Islamic insurance, shari’ah, takaful, opportunities.

INTRODUCTION

Takaful has recently become a common phrase in the global insurance industry. It is recognized
as an alternative to traditional insurance and is available in both Muslim and non-Muslim nations.
Takaful products are also known as Islamic insurance, Halal insurance, ethical insurance, Islamic
mutual insurance, cooperative insurance, and community insurance (Noordin et al., 2014). Almost all
Takaful firms, like insurance companies, are commercial organizations that offer comparable goods.
As a result, they must compete with well-established insurance firms and be profit-oriented
enterprises while working within the Shari'ah framework. In other words, Takaful operators are
motivated by two goals: profit and Shari‘ah compliance. In actuality, achieving both goals at the same
time is difficult. Takaful operators have a proclivity to participate in illegal components in order to
increase profit (Noordin et al., 2014) .Because of the Takaful industry's rapid expansion, laws and
norms are being implemented at the same rate. Furthermore, distinct schools of thought and
differences in Shari'ah scholars' perspectives contribute to non-standardization of Takaful industry
procedures (Noordin et al., 2014). Sharing excess, for example, is permitted in Malaysia but not in
the Middle East. As a result, current scholars have voiced certain concerns about the Takaful sector.
For the general population, this research provides insights and information about takaful as a financial
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protection device for long-term sustainability. This study would then be used to assist policymakers
in strengthening the regulatory environment for Islamic insurance. It will also assist Islamic insurance
operators in understanding difficulties and improvements in order to establish strategies to promote
Islamic insurance globally.

REVIEW OF LITERATURE

Takaful is another name for Islamic insurance. Takaful is derived from the Arabic kafl, which
means assurance or duty, and technically refers to cooperative insurance against a well-defined
projected loss affecting one's life, property, or other valuable item (Billah et al., 2019). Takaful is an
Arabic term that means "guaranteeing each other," which signifies that contract parties will help each
other if one of them experiences a loss (Bekkin, 2007). Takaful insurance emphasizes the value of
solifromty and shared benefits, among other things (Hassan, 2020). The takaful model is derived from
the notion of taawun, which implies mutual support or helping each other; the risk is shared among
the participants (Abdullah, 2012). According to the Fatwa of the National Sharia Council (DSN) of
the Indonesian Ulema Council (MUI), Islamic insurance derives from the words ta’min, takaful, or
tadhamun, which mean an effort to protect and help each other between several parties through
investment in the form of assets and or tabarru' that provide a pattern of returns to face certain risks
through a contract (engagement) that is under sharia compliance. A utilized contract is one that has
no gharar (fraud), maysir (gambling), usury, zhulm (persecution), risywah (bribery), haram (illicit)
commodities, or immorality. Insurance is a concept that combines risk management and protection.
Insurance firms give financial protection against unforeseen financial loss. As a result, the primary
activity of insurance is the transfer of risk from the policyholder to the insurance firm. (Luis &
Moncayo, 2012), on the other hand, emphasizes the key contrasts between conventional and Islamic
insurance. For starters, there is no risk transfer between policyholders and the firm. Policyholders
share the risk of insurance. Second, the parties are bound by Islamic contracts (akad) such as wakala
(agency) or mudharabah (partnership). Third, the Shariah Advisory Board must accept the method,
including issuing a fatwa on the operational aspects. Fourth, the company must ensure Sharia
compliance through an annual Sharia review or audit. Furthermore, the policyholder's financial
contribution will be divided into two funds: one is an investment fund based on the principles of
mudharabah (profit and loss sharing), and the other is pooled based on the principles of tabarru’. The
connotation of mudharabah is that Islamic insurance serves as a mudharib (manager) who contributes
its job, while policyholders function as a shahibul maal (fund owner) who gives capital (Bekkin,
2007; Md Husin, 2019). In a mudharabah Takaful model, participant payments and investment
income are utilized to cover claims, reinsurance costs, and other claims-related expenditures from the
general insurance fund (Puspitasari, 2015). Meanwhile, tabarru' is a monetary payment made in the
interest of assisting other players who have suffered loss (Billah et al., 2019). Tabarru' is important
in Islamic insurance because it encourages shared guarantees by assisting other beneficiaries. Aside
from it, there are supporting contracts that are legally enforceable in Islamic insurance. To begin,
wakalah is a management contract in which policyholders authorize an operator to handle the fund
on their behalf as wakil (agent) (Dikko, 2014; Md Husin, 2019). In Indonesia, the model reform is
known as wakalah bil ujrah, which refers to an agency partnership with a charge (ujrah) (Puspitasari,
2015).

OBJECTIVES

The following are the thesis' objectives:
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1. To demonstrate a well-structured grasp of Takaful insurance, insurance contracts, and
insurance legislation, as well as to uncover parallels and contrasts in comparison to the worldwide
model of commercial and personal insurance.

2. To recognize Takaful as an Islamic provision and to decide its numerous applications in
accordance with Sharia law, as influenced by the varied perspectives presented at Fighi
(jurisprudential) schools.

3. To debate and analyze the Islamic Sharia perspective in insurance contracts, as well as to
present the ideas of contemporary Muslim experts.

4. To investigate the impact of implementation restrictions on company performance and to
determine whether or not they are Sharia-compliant. Also, how the Islamic insurance Takaful
obligation works under Saudi law.

5. To confirm how the Islamic worldview expressed by Islamic experts and scholars affects
insurance businesses and individuals who administer and implement rules.

6. Finally, to seek sensible ways to improve legal processes in order to establish an Islamic legal
safe haven that corresponds to the demands of the national market and the expansion of the Takaful
business.

These significant challenges are an endeavor to create Islamic legal answers that are in line with
market expansion while still meeting the criteria of Islamic law.

OVERVIEW OF TAKAFUL INSURANCE MARKET - 2030

From 2021 to 2030, the worldwide takaful insurance market is expected to increase at a CAGR
of 14.6 percent, from $24.85 billion in 2020 to $97.17 billion by 2030. Takaful is a sort of Islamic
insurance in which members combine their funds to protect one another from loss or injury. Takaful
insurance is founded on Sharia, or Islamic religious law, which outlines individuals' responsibility to
collaborate and protect one another. Takaful plans often cover health, life, and general insurance
requirements. Takaful insurance is mostly restricted to Muslim nations due to the risk-sharing model
philosophy. Takaful insurance is the primary kind of insurance in Muslim-majority nations. As a
result, it is regarded as a critical component in promoting market growth. Furthermore, with takaful
insurance, the investment earnings are dispersed among the participants, and the premium money
collected from the members is repaid if there are no claims. Thus, these are some of the primary
elements driving the growth of the takaful insurance industry. However, lack of uniformity in takaful
insurance due to regional disparities and lesser consumer knowledge of takaful products are amongst
the issues limiting market growth. Furthermore, because Muslims constitute a sizable proportion of
the global community, there is untapped market potential for the takaful insurance industry. As a
result, tremendous possibilities are foreseen in the next years.

Takaful Insurance Market

Agents & Brokers Banks Direct Response Others

Agents & Brokers Segment holds a dominant position throughout the forecast period.
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The agents & brokers segment dominated the takaful insurance market by distribution channel
in 2020 and is expected to retain its dominance throughout the forthcoming years. With an increase
in sales for tailored and personalized takaful insurance coverage, independent brokers and agents are
employing different websites and online selling platforms, which have become a prominent trend in
the industry. Nevertheless, the direct reply category is predicted to develop considerably throughout
the projection period, owing to rising consumer preferences for directly acquiring takaful insurance
and a growing number of benefits of direct sales, such as comparatively cheap product cost and others.
GCC led the market in 2020 and is likely to maintain its position over the forecast period. The increase
is linked to increased knowledge of the benefits of takaful insurance, which has been fueled by recent
political and tragic events. Furthermore, demographic considerations such as a growing population
base, a big foreign workforce, and rising life expectancy are projected to have a positive impact on
demand for takaful insurance products in the GCC. Notwithstanding, Asia pacific is expected to grow
significantly during the forecast period, owing to rising digitization in various Asian countries and
the adoption of advanced technology by takaful insurance service providers to increase sales and
market value, which is helping to push the market growth in the region in this region.

Takaful Insurance Market

00 [ 20%

-

Family Takaful General Takaful

Family Takaful segment will grow at a highest CAGR of 16.3% during 2021 - 2030

The takaful insurance market is divided into four sections: distribution channel, kind,
application, and region. Agents and brokers, banks, direct response, and others are the distribution
channels. It is classified into two types: family takaful and generic takaful. The market is separated
into two categories based on application: personal and commercial. It is examined by region,
including the GCC, Asia, the Middle East, and the entire world. Abu Dhabi National Takaful Co.,
Allianz, AMAN Insurance, Islamic Insurance, Prudential BSN Takaful Berhad, Qatar Islamic
Insurance, SALAMA Islamic Arab Insurance Company, Syarikat Takaful Brunei Darussalam,
Takaful International, and Zurich Malaysia are among the key players in the takaful insurance market.
These firms have used a variety of techniques to enhance their market penetration and position in the
takaful insurance sector. The takaful insurance market has been moderately impacted by the
exceptional COVID-19 epidemic. Because the pandemic resulted in massive financial losses for
individuals worldwide, it has had a significant impact on the collections made by takaful insurance
members. Furthermore, because to restrict finances available during the epidemic, members were
unable to give considerable sums for takaful insurance. However, a rise in consumer awareness of




MANAGEMENT, MARKETING AND FINANCE

INTERNATIONAL SCIENTIFIC JOURNAL VOLUME 1 ISSUE 1

the need of takaful insurance has increased demand for health takaful insurance, family takaful,
business protection plans, and other products. As a result, the COVID-19 epidemic has had a minor
impact on takaful insurance.

Takaful Insurance Market

2020 [ 205

Personal Commercial

Commercial is projected as one of the most lucrative segments.

Muslim-majority countries such as the UAE, Saudi Arabia, Oman, Malaysia, and others regard
takaful insurance as an acceptable kind of insurance under Islamic law. These nations have a larger
penetration of takaful insurance than conventional insurance, as conventional insurance is deemed
immoral under Islamic law. As a result, market firms have an easier time increasing their penetration
within the Muslim majority market. Furthermore, government measures promoting takaful insurance
are assisting the market's growth in countries such as Saudi Arabia, Malaysia, and the United Arab
Emirates. As a result, these factors are fueling the expansion of the takaful insurance industry. As
according Islamic law, the premiums gathered should then be pooled and use it if members confront
an emergency such as medical concerns, company losses, and so on. As a result, if such a claim
emerges, the insured receives the needed amount to cover the risk. In addition, unlike traditional
insurance, if no such claim is filed, the surplus amount is split among the members. As a result, the
likelihood of financial loss is dramatically minimized. These features entice many new members to
contribute to the takaful insurance. As a result, this is a primary component driving the expansion of
the takaful insurance industry.

METHODOLOGY

This study employs a qualitative technique. A qualitative technique describes phenomena and
objects in the story (Anggito, A., & Setiawan, 2018). The qualitative technique is not experimental
research and highlights the character of reality as well as its situational obstacles (Denzin, 2009). As
a result, it is appropriate for this investigation. This research is an exploratory study to identify
challenges and opportunities in Islamic insurance through a regulatory framework, market
penetration, product development, digitalization issues, retakaful, micro-takaful, and the impact of
other Islamic finance instruments on the Islamic insurance market. The information was gathered
from the Financial Services Authority (OJK), the Indonesian Ulema Council (MUI), and relevant
subject scientific journal articles. The data was then evaluated using a narrative method. The narrative
technique aids in presenting all of the facts as a full story. A narrative analysis is concerned with how
a concept or tale is communicated to all relevant parts.
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RESULTS AND DISCUSSION

The momentum of establishing the halal value chain may be carried forward via Islamic
insurance. Halal Value Chain (HVC) is an integrated industry that uses the halal concept from input
to manufacturing, distribution, marketing, and consumption (Antonio et al., 2020; Pimada &
Sukmana, 2016). Food and beverage items, tourism, fashion, cosmetics and medicines, recreational
media, and innovative and renewable energy are all examples of halal product development. The
government intends to create an environment that promotes the growth of Islamic finance via the
partnership of financial and non-financial businesses through HCV. Halal items or Islamic financial
instruments are used in Islamic insurance. To begin, the Islamic insurance program encourages the
export and import of halal food, halal clothing, and halal pharmacy and cosmetics. Second, creating
and executing an Islamic commercial travel insurance program. Third, Islamic insurance can serve as
a route for distribution and commercialization of the Islamic Capital Market Value Chain. Fourth,
Sukuk and the government project using Islamic financing instruments. Islamic insurance can be used
as security for underlying assets in the issuing of Sukuk or infrastructure projects. Digitalization in
Islamic insurance can help improve firm efficiency. Digitalization applications include digitalization
of distribution channels, digital payments, digital markets, and other digital activities. Adapting
financial technology reduces insurance operating expenses. Customers may now obtain products
more conveniently without having to visit insurance offices, agents, banks, or other financial
organizations. Customers can simply obtain an Islamic insurance policy by applying online or by
phone. Operators can work with electronic wallet providers and commerce service providers to
distribute payments and supply products. Another form of marketing digitalization is the use of big
data as a consumer search strategy. Operators leverage big data to reach more customers. An operator
can use big data to reach out to new potential consumers based on a certain location, needs,
segmentation, and target market. The Islamic insurance business might benefit from increased
digitization in Islamic finance to sell more efficient and effective solutions to the market. The
epidemic has also aided in the advancement of financial technologies (fintech). It aids the Islamic
Financial Institution (IFI) in developing products via digital platforms at a faster rate. During the
epidemic, digital-based financial institutions have grown in popularity. Islamic insurance may reach
out to younger generations by using digitalisation. As (Md Husin, 2019) noted, investing in suitable
technology allows you to reach a wider range of clients. Developing Islamic microinsurance that
adheres to the essence of Islamic finance and benefits all communities. Insurers can provide Islamic
microinsurance (micro takaful) plans with low contributions to clients with low incomes or who live
in small towns and rural regions. Microtakaful can provide low-income communities with fishing,
plantation, agricultural, or specific unit connection insurance. Notably, the notion of micro takaful is
intended to assist the impoverished in mitigating the risk of unanticipated economic distress such as
crop failure, illness, death, or other unforeseen catastrophes. Despite all of the chances mentioned
above regarding how Islamic insurance is expanding, the obstacles that the Islamic insurance business
confronts are listed below. The regulatory framework is critical for both insurance firms and
policyholders. The fundamental goal of the regulation is to ensure the safety and soundness of
insurance businesses and policyholders. From the government's standpoint, the purpose of the rule is
to serve as a tool for government control. The situation is exacerbated by a lack of government
regulation. As in Bangladesh, there are several operational issues with Islamic life insurance due to a
lack of government regulation(A. U. F. Ahmad, 2016; M. Ahmad et al., 2010; Noordin et al., 2014).
The government should provide assistance to Islamic insurance and reinsurance firms. However, a
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large amount of cash, human resources, infrastructure, taxation, and a greater minimum capital
requirement will be required. However, managing Islamic insurance windows is tough.
Misunderstandings about shariah principles; limited investment activities; the possibility of the
company making investments containing maysir, gharar, usury, or haram; confusion in implementing
branding and marketing; lack of staff understanding of Islamic finance principles; reinsurance
activities performed by traditional reinsurers are just a few of the difficulties that Islamic insurance
windows encounter (Motawe Altarturi et al., 2021). In general, the need for Islamic financing must
rise. The aim is to increase public literacy. Financial literacy may be increased through education,
socializing, and promotion. The next stage in rising demand for Islamic insurance is for insurance
companies to expand their capacity. Several tactics may be applied, including increasing efficiency
through service digitalization, product diversity to target varied client segments, delivering
exceptional service, capital strengthening, and promoting the sharia proposition's values as a selling
factor. Issues The distinctive value proposition that distinguishes Islamic insurance from conventional
insurance is the foundation of the agreement. In Islamic insurance, the premise of agreement is to
insure each other against loss, mutual aid, and brotherhood. The implications of this notion may be
observed in the tabarru' fund and surplus sharing among policyholders. Tabarru' fund is a collection
of money collected from policyholder contributions that are used to cover policyholder claims.
Tabarru's fund exemplifies the Islamic principle of mutual assistance. Unlike traditional insurance,
Islamic insurance operators cannot withdraw these monies. In Indonesia, tabarru' funds are invested
similarly to investment funds, with profits dispersed to policyholders. Second, the investment does
not include any transactions or instruments associated to riba, maysir, gharar, or other haram
activities. The investment excess will be dispersed based on a particular contract among policyholders
and operator as the fund manager is also together with the spirit of mutual support. The insurance
company does not own any policyholder money, and it will operate as the fund manager for all funds,
including the contribution fund. As a result, the contribution fund (premium) is not taxed and is not
classified as taxable commaodities. Another challenge with product creation is that many individuals
oppose Islamic insurance products that resemble and Islamize mainstream insurance (Dikko, 2014).
The premise is similar, but the principles and procedures are vastly different. Islamic insurance offers
protection in accordance with Islamic regulations. They meet the demands of both Muslim and non-
Muslim customers at the same time. As a result, product innovation is critical in attracting the
community to purchase Islamic insurance products, which will boost the Islamic insurance industry
(Nugraheni & Muhammad, 2020). Islamic insurance providers must provide products that are
appropriate for a wide range of consumers. The development of a product is dependent on consumer
and market research. Furthermore, the Sharia values proposition must be reflected in both operational
and non-operational components of the Islamic insurance organization. To compete with
conventional insurance, Islamic insurance must provide outstanding services, competitive costs and
benefits, and other aspects. (Muhammadiyah, 2022) further emphasizes that product development
strategies must identify the sort of user, be scientific rather than idealist or emotionalist, study existing
market patterns, and give service quality. Although Islamic beliefs are vital, the main duty of a
financial institution is to understand the needs of the user and to identify a suitable product. Islamic
reinsurance is a commercial risk management based on Islamic principles on risks encountered by
Islamic insurance businesses, sharia guarantee firms, or sharia reinsurance organizations. The
essential functions of Islamic reinsurance or retakaful have the same basic premise as Islamic
insurance, namely risk-sharing rather than risk-transfer. Retakaful is an Islamic insurance sector
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development with the same purposes as sharia insurance, in which one party acts as the insurer that
may befall the insured (insured/policyholder). In the context of Islamic reinsurance, the insurer is a
retakaful firm, and the insured is an Islamic insurance business. The advantages of retakaful include
risk spreading, capacity expansion, income smoothing, financial stability, protection against
catastrophic losses, underwriting assistance, stabilization of the insurance portfolio, and allowing for
more underwriting flexibility and capacity (A. U. F. Ahmad, 2016; Hasan, 2011). Retakaful windows
run the danger of mingling their investments with those of their parent firm. As a result, the underlying
contract's (akad) function is critical. Other concerns in retakaful, according to (Mohamed Yusuf,
2011), include gard hasan fund provision and ownership, distribution of underwriting excess, and
enterprise risk management (ERM) rules for a different type of underlying contract. According to
(Hasan, 2011), the gard hassan can own either participants or a retakaful firm. If the gard hasan
contract is completed on the day the fund is established, it becomes the property of the participant,
and any profit is credited to the retakaful fund. If the fund is established in the name of an Islamic
insurance business and no gard hasan contract has been signed, and only a promise has been made in
the event of a shortfall, the gard hasan fund will be utilized to compensate the common retakaful fund
in order to safeguard its solvency. This fund is owned by a retakaful firm.

CONCLUSION AND AREA FOR FUTURE RESEARCH

When compared to Islamic banking, the Islamic insurance market is insignificant. It does,
however, have a lot of room for improvement. Developing Islamic insurance necessitates the
dedication and assistance of all stakeholders, including the government, insurance sector, supporting
industry, and general public. Takaful insurers must deal with a variety of negative consequences,
including a lack of standardization, a scarcity of human resources, actual profits management,
corporate governance, technological efficiency, and a reduced penetration rate. To improve customer
service, prominent firms are implementing technologies such as artificial intelligence, block chain,
and sophisticated analytics. Furthermore, firms are enhancing claims handling, allowing clients to
track the insurance process in real time, minimizing elements of ambiguity and lack of transparency.
In the industry, they are becoming key trends. Furthermore, traditional insurance penetration is low
in Muslim majority nations like Qatar, Kuwait, and the United Arab Emirates. As a result, takaful
insurance is becoming a popular choice for life and general insurance plans. The findings of previous
researchers have been updated in this publication. To summarize, the Takaful philosophy may be
used to both profit and non-profit organizations. Takaful operators should have a competent risk
management system in place, as well as a mechanism for evaluating their performance. Financial
reporting should not be overlooked in order to attract investors and acquire their trust, and compliance
with current standards is required. In the case of the market, awareness is crucial, and marketing will
thus play a crucial part in the industry's success. Finally, this article addresses the Takaful operators'
potential and problems. Regulators should take the lead in research initiatives, surveys, and
discussions with industry participants and Shari'ah consultants in order to develop new laws or alter
existing ones to address current Takaful industry challenges.
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OCHOBHBIE METOJOJIOI'MYECKHUE KATEI'OPUU ITPOI'HO3UPOBAHUA
TOIVIMBHO-OHEPTETUYECKOI'O BAJIAHCA CTPAHBI

ykypos Xypumua lllaxoonanuoBu4
CuHranypckuii MHCTUTYT pa3BUTHS MEHEI)KMEHTA B I'. TalllKeHTe
+998909920095
https://doi.org/10.5281/zenodo.10829525

Annomauyusn. Ilpocno3uposanue usmeHeus MONIUBHO-IHEPLEMUYECKO20 Oanianca CmpaHvl
NO360UM  PYKOBOOCMBY CMPAHbL CBOEBPEMEHHO OCYWECMEIaAmb U pa3padbamviéams HAYYHO
000CHOBAHHbBIE MEPONPUAMUSL U CKOOPOUHUPOBAHHbIE OCUCMBUS NO 00eCneyeHUI0 IHePeeMmUuiecKoll
bezonacnocmu cmpansl u becnepedolHol no0ayy MONIUBHO-IHEPLEMUUECKUX PECYPCO8 OMPACIAM
IKOHOMUKU, A MAKHCe O]l YOOBNeMBOPEHUsL HYHCO HACENeHUs U 00BbEKMO8 COYUANLHOU CIPYKMYPbL.

Knwoueevle cnosa: ramezopuu npocHOZUPOBAHUS, MONIUBHO-IHEpeMmuYecKull 0Oanamnc,
MemoObl NPOSHOZUPOBAHUSA, MUNONO2USL NPOSHO308, MACUMADBL NPOSHO3UPOBAHUS, IKCMPANONAYU,
MoOenuposarue

B ycnoBusX phIHOYHON SKOHOMHMKH IPOTHO3UPOBAHUE SIBIAETCS OCHOBOW BCEU CUCTEMBI
yIIpaBJICHUS, TTO3BOJISIOIICH OMpPEIesATh BO3MOXKHBIC IIETH PA3BUTHS 00IIIeCTBA U HEOOXOTUMBIE JIJIST
WX JOCTIKEHHSI PECypChl, BBISBIATH HamOOJee BEPOSITHBIE M SKOHOMUYECKH S(PPEKTUBHBIC
BAapUaHTHI JOJTOCPOYHBIX, CPETHECPOUYHBIX M KPATKOCPOYHBIX IJIAHOB, OOOCHOBHIBATH OCHOBHBIC
HAMpaBJIE€HUS ~ DKOHOMUYECKOW  TOJIUTUKH,  TNPEABUIECTh  MOCIEACTBUS  MPUHUMAEMBIX
YIPABJICHYECKUX PEIICHUA M pealu3yeMbIX B JKU3Hb MEpOINpHUITHI. B yCIOBUSX Hay4dHO-
TEXHUYECKOI'0 MPOrpecca M COBEPIICHCTBOBAHMS XO3SMCTBEHHBIX OTHOIICHHM YCIOBUSIX pPBIHKA
MIPOTHO3UPOBAHUE IPUOOPETAET POJIH OJHOTO M3 KIFOUEBBIX HAYUHBIX (PaKTOPOB B (POPMYITUPOBAHUH
CTPAaTeTUYECKUX U TAKTHYECKUX HAMpaBJICHUH 0OIIECTBEHHOTO Pa3BUTHAL.

OnMH W3 BBIJAIOMIMXCS TpEACTaBUTEICH MeEHemKkMeHTa AHpu Daionb, SBISIOUIANCS
OCHOBOIIOJIO’)KHUKOM aJIMUHUCTPATUBHOTO TOJAXO0JIa K YIPAaBICHUIO, 0CO00€ 3HAYCHHE B CBOMX
HAy4YHBIX MCCJICIOBAHUAX VYACJSUT BOMNPOCAM MPOTHO3MPOBAHUS W IUIAHUPOBAHMS, OIPEICIUB
HEOOXOAMMOCTh KPAaTKOCPOYHOTO M JIOJTOCPOYHOTO IIAHUPOBAHHUS B KaXJ0W opraHuzanuu [1].
[IporHO3bl HEOOXOAWMBI B TOCYJAPCTBEHHBIX M KOMMEPUYECKHMX OpraHU3alMsIX B Pa3IMYHBIX
MIPOM3BOJICTBEHHBIX 00J1aCTAX, (PMHAHCUPOBAHUN, MAPKETUHTE, YIIPABICHUHU IIEPCOHATIOM M JPYTHX
obnactax. CrnenoBaTeNbHO, IPUHITHE YIIPABICHYECKUX PEIICHU OTHOCUTEIBHO Oy IyIINX AeHCTBUN
OCHOBBIBAETCS HAa T€X WJIM UHBIX IPOrHOCTUYECKUX OIICHKAX.

ArmmapaT TPOTHO3UPOBAHUS MOXKET OBITh HMCIOJIb30BaH JUII OOOCHOBAHHUSI IPHHSITOTO
peuieHus, ONUpasCh Ha I[IOHUMAHUE KOJIMYECTBEHHOTO W KauyeCTBEHHOTO MHCTPYMEHTapHs
MIPOTHO3UPOBAHUSI M €r0 Pa3yMHOE HCIOJb30BaHUE C IETbI0 H3BJICYEHHUS HEOOXOIUMOM s
OpuHATHS pemieHuss wuHopmanuu. Ha cerogHamHui [OeHb KaKIBIA MEHEKep B LesIX
MIPOTHO3UPOBAHUSI UMEET BO3MOKHOCTh MCIIOJIB30BaTh almapaT aHaJlu3a JAHHBIX, IPUYEM, 3HAaHUE
ATOTO anmapara CTaHOBHUTCS KIIOUEBBIM (pakTopoM ero ycrexa. CHeruantnucTsl, HEIOCPEICTBEHHO
WCIONIE3YIONME TPOTHO3Bl B CBOEH JEATENbHOCTH, JOJDKHBI TOHHMMATh OMAcHOCTh BBIOOpa
HEaJIeKBaTHbIX METOJIOB MPOTHO3UPOBAHMS, TaK KaK HEKOPPEKTHBIE MPOTHO3bI MOTYT MPUBECTH K
MPUHATHIO HEBEPHBIX pemieHuid. TakuM 00pa3oM, MOXKHO KOHCTAaTHPOBATh, YTO CIIOKHBIIHUECS
YCIIOBUSI XO3SHUCTBOBAHMSI HA COBPEMEHHOM JTarle pa3BUTHUS TPEOYIOT pacHIMpeHUs MaciTaboB U




MANAGEMENT, MARKETING AND FINANCE

INTERNATIONAL SCIENTIFIC JOURNAL VOLUME 1 ISSUE 1

Pa3BUTHUSL HAMNPABJICHUA MPOTrHO3WPOBAHUS, NAIBHEHIIETr0 COBEPIICHCTBOBAHUS METOJIUYECKUX U
METOJI0JIOTMYECKIX OCHOB Pa3pabOTKU MPOTHO30B.

[Iporno3upoBanue (OT TPEYECKOrO prognosis — NpeIBUACHUE, NpeACKa3aHue) — I3TO
«TIpeICKa3aHue O Pa3BUTHH U UCXOJE KAKMX-HUOYIb COOBITHI, SIBIICHUN HA OCHOBAHUN UMCIOIIIUXCS
naHHBIX» [2]. Pesynbratrom mporiecca MpOTHO3UPOBAHUS SIBISETCS MPOTHO3, KaK CYXKICHUS O
BO3MOXHOM COCTOSIHUM OOBEKTa M €ro cpeipl B OyaylIWid MEepuoJl BPEMEHU, BBIPAKCHHBIC B
CIIOBECHOI, MaTEMaTH4YECKOH, TpaduuecKoi nim Apyroi hopme.

B y3koM cwmbicnie 1moj mporHo3upoBaHUEM MOHUMAIOT CHEIUATBHOE HAYYHOE MCCIICIOBAHUE
KOHKPETHBIX IEPCIICKTUB Pa3BUTUS KaKOTo-JIuO0 mporecca. [TonbITKH TpeacTaBUTh Oyayliee B
NPEBHUE BEKa OTIMYAINCH OpUEHTalMe Ha ompeneieHHble ¢unocopckue xoHuenuu (Ilmatow,
Koundyuwmit). B cpenHue Beka mnporpecc MOHUMAICS Kak CJIEJACTBHE COBEPIICHCTBOBAHUS
YeJI0BEYECKOI0 pa3yMa U BIUSHUS OKpy:katomiero mupa. [Ipenckasanue Oyayiero siBiasiioch HE YeM
WHBIM KaK JIOTHYECKUM BBIBOJIOM M3 aHAJIM3a CYIIeCTBYIomEro Mupa [3].

B pa3BuTtHm mpOrHO3WpOBaHUS BBIIEISIOT OCHOBHBIE BpeMeHHbIe dTamnbl [4]. McTtoku
MPOTHOCTUYECKUX HCCIENOBAaHUN OTHOCATCA K 1950-M TT.,, [ KOTOPBIX XapaKTEpPHO
pacripocTpaHeHUE HUCITOJIb30BAHUS MTPOCTHIX MPOTHO3HBIX Mojenei. Ha Bropom srame 1960-1970-¢
IT. UCCJICIOBAHMS TEOPETHUYECKUX BOIPOCOB MPOTHO3UPOBAHUS JOCTUTAIOT TTHKA CBOETO Pa3BUTHSI,
KOT'JIa CO3/IAl0TCS HOBBIC METOJIBI M CIIOXKHBIE MporHo3Hble Mojenu. B 1970-1980-x rr. Hactymaet
9Tan Pa3BUTHS HAYYHOTO MPOTHO3UPOBAHUS, PE3YJIBTATHl KOTOPOTO UCIOJIB3YIOTCS B JCATEIHHOCTH
NpennpusITHii W opraHu3zauuii pazHoro npoduis. Ha cerogssimHuil JeHb NPOTHO3UPOBAHUE
MPEACTABIISIET COOOM OJIMH M3 BAXKHEHUIIINX ATANIOB MPOEKTHOMN JACATEIHHOCTH.

KnroueBass ponb B CTaHOBJICHMM M Pa3BUTHM TaKOW HAyYHOM JUCUUIUIMHBI, Kak
MIPOTrHO3UPOBAHUE MTPUHAUICKUT €€ METO/1Y, HAaIIPaBIEHHOMY Ha BBIPA00OTKY KOMILIEKCA Pa3InNYHOTrO
pO/iIa MHCTPYMEHTOB M3y4YeHHUs U 0000IIEeHUsI SBJICHUN JCHCTBUTEILHOCTH B JaHHOU cdepe. Kak n
mo0asi apyras oTpaciib 3HaHUS, METOJ MIPOrHO3UPOBAHMUS, MPEACTABIAET COOON NUANTEKTHUECKUN
METO/I, NAIOLUI BO3MOXKHOCTb MTO3HATh CYTh U3YYa€MBbIX SBJICHUI, UMEIOLIUX MPSAMOE OTHOILIEHUE K
uccienyeMbiM oO0bekTaM. JlaHHBIM METOJ Ha MpakTHKE peaiu3yeTcsi yepe3 UCIOJb30BaHUE Kak
OOIIeHAYYHBIX MOJXOJ0B K HCCIEAOBAHUAM, TaK M CHEIU(PUUYECKHX MOAXO0J0B, CBOMCTBEHHBIX
HAay4YHOMY IPOTHO3UpPOBaHUIO siBieHUH. K umcimy oOmux MOaXoA0B K HCCIEIOBAHUSAM MOXKHO
OTHECTH CJIETYIOIIHE.

Bo-niepBbIX, UCTOPUYECKUI IMOAXOJl, OCHOBAHHBIA HA PACCMOTPEHUH Ka)JOTO SBICHUS BO
B3aMMOCBSI3U €r0 UCTOPHUUECKUX (OPM — IIPOIILIIOr0, HACTOAIIETO U OyAyIIero — Kak 3aKOHOMEPHOTO
pe3ynbTarta pa3BUTHUS UCCIEAYEMOro OObEeKTa B MPOILIOM W HacTosimeM. J[aHHas B3auMOCBS3b
MO3BOJISIET MPOCJIETUTh BO3MOXKHOCTh pealid3aliu OyIylIero yepe3 HacTofllee, TaKUM 00pa3oM,
MIPOTHO3UPOBAHUE OTPAKAET MEPEHOC CYIIECTBYIONINX B HACTOSIIEM TEHICHIIMI 3a ero mpeenbl C
LIeJTbI0 BOCIIPOU3BOCTBA HE CyIIecTBYIoIEH Moaenu Oyaymero. [Ipu peanuszamnuu Takoro noaxoaa
JIOTUYECKOE UCCIIEIOBAHUE OTPAXKAET UCTOPUUYECKUIN X0 OOIIECTBEHHOTO Pa3BUTHSI.

Opnolt u3 Hamboyiee 3HAUYMMBIX CTOPOH HCTOPHYECKOTO TMOJXOAa K MPOTHO3HPOBAHUIO
SIBJISIETCSL €r0 MPAaKTUYeCKoe NMpuMeHeHue. ba3y, onpenensionlyto e U OCHOBHbIE HANPABIICHUS
Hay4YHOT'O MPOTHO3UPOBAHUS B COBPEMEHHBIX YCIOBHSX, COCTABISAET IPAKTUKA PA3BUTHS PHIHOUHBIX
OTHOIIEeHUI B cTpaHe. [Ipu 3ToM OCHOBHAs 3a7aua MpPorHo3a, Kak (pOpMbI MO3HAHUS UCCIIETyEeMOT0
00BeKTa, 3aKITI0YAEeTCS B MCIOIB30BAHUH MOTYYSHHBIX 3HAHUHM KaK WHCTPYMEHTa BO3JCHCTBUS Ha
JNEUCTBUTENFHOCTh C 1ENbI0 JajdbHEHUIIIero COBEPIICHCTBOBAHUS OOIIECTBEHHOW MPAKTHKU B

YKa3aHHOM HallpaBJICHUU.
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IIpencraBneHHBI KOMIUIEKCHBIA IMOAXOJ TAKXKE BKIIOYAET PACCMOTPEHUE SBJICHUM B HX
B3aMMOCBSI3M, NMPUMEHSAS C 3TOH IeNbI0 METOAbI HMCCIENOBaHMS W HAyK W3 JIPYTHX O0JacTeH,
M3YYarollluX 3TH )K€ sBJIEHUA. Tak, B KauecTBE SPKOIl IEMOHCTPALIM MOKET CIIY>KUTh OJIUTUYECKAS
HKOHOMHSI, KaK TEOPETHYECKass OCHOBA IO pa3padOTKe HAyYHBIX IPEACTABICHUN O Oymyriem
Pa3BUTHH COIMAIBHO-3KOHOMUYECKUX 00BEeKTOB. HayuHblii anmmapar ¢uinocopuu, BKIFOUAIOMIAN
METO/I0JIOTMYECKUE NMPUHIUIBI IPEABUICHUS, SBISIETCS Ba)KHOW COCTAaBJISAIOLIEH [103HABATEIbHON
JEATENBHOCTH, COCTABIISIET YaCTh BCEW CUCTEMBI IIPOrHO3UPOBAHHUS, B TOM YUCJIE YKOHOMUYECKOTO.
B 3Tux *e uensix B TEOpUH U MPAKTHUKE SKOHOMHUYECKOTO IPOrHO3UPOBAHUS IMIUPOKO MPUMEHSAETCS
HayuyHbIM ammapar Takux OOIIECTBEHHbIX HAyK, KaK YIpaBJICHHE IPOU3BOJICTBOM, TEOpUs
IUTAHUPOBAHUS U JPYTHX IKOHOMUYECKHUX, TEXHUYECKHUX, ECTECTBEHHBIX IUCIUIUIMH.

Bo-BTOpBIX, CHCTEMHBIN MOJXOJA, MNPEINOJAraloluii HUCCIEJOBAHUE KOJIMYECTBEHHBIX U
KaueCTBEHHBIX 3aKOHOMEPHOCTEH MPOTEKAHUS BEPOSITHOCTHBIX MPOILIECCOB B CIOXKHBIX CHCTEMaX,
UrpaeT BaXHYK pOJb B IPOTHO3MPOBAHUHM. OITO MpENNojiaraeT, uTO KaXJ0e SIBJICHUE
NEUCTBUTENBHOCTH MOXKET PacCMAaTPUBATBHCS KaK CUCTEMaA, COCTOSIIAs U3 Psiia CBSI3aHHBIX MEXKIY
co0O0i1 2JIEMEHTOB, KOTOpPbIE B 1I€JIOM OOECHEUMBAIOT OMNpE/ENIEHHbIE CBOMCTBA M (DYHKUUU, 3HAS
KOTOpBIE, MOXKHO MPEABUACTD MTOBEACHNE UCCIEyEMOTo 00BEKTa.

CucreMHBI MOAXOM, KaK JIOTMUECKUH 00pa3 MBIIUICHUS, HalpaBlieH Ha BBIPAOOTKY U
000CHOBaHUE JIIOOOTO pEUIeHHs, OTTAIKUBAsACh OT ONpeeNeHus] OOLell e CHUCTEMBbI, BKIIOYast
JOCTH/KEHHE LIeJIEH JEATENBbHOCTH BCEX BXOSIINX B €€ COCTAB MOJICUCTEM YEPE3 TUIAHBI PA3BUTHS U
JpyTHue mapaMeTpsl 3Toi AedrenbHocTU. [Ipy 3TOM JaHHAs cucTeMa J0JKHA pacCMaTpUBaThCS Kak
4acTh 0oJiee KPYMHON CUCTEMBI, a OOLIYIO LEJIb €€ Pa3BUTHsI HEOOXO0AUMO COrIaCOBBIBATH C LIEISIMU
pPa3BUTHS 3TOH KPYMHOW CHCTeMbl. [[s TpuHATHSA OOBEKTHBHBIX YIPABICHUYECKUX PEIICHUI
CHCTEMHBIH IOAXOJ] MO3BOJISIET COOTHOCUTH LIEJM Pa3BUTHS U PECypchbl, HEOOXOIUMBIE U1 MX
JNOCTUKCHHUS.

B mporecce pa3BuTHa TakoW HayKH, KaK KHOEpHETHKA M CBSI3aHHOTO C HEH MeToja
MOJEIUPOBAHUS, BBIAEISACTCS TAKOW BAXKHBIM JJIEMEHT CHCTEMHOIO IOAXOAA - MCIOIb30BAHHE
MaTeMaTU4ECKOro anmnapaTa u IporpaMMHUPOBaHUS C LIENIbIO pa3padOTKH, alpoOaluu U JOCTHKEHUS
IIOCTABJICHHBIX LI€JIEH U 3a1ad. JTO, B CBOIO OYEPE/b, MO3BOJIAET IPUMEHATh B UCCICIOBAaHUAX HE
TOJIBKO KAUECTBEHHBIC OLICHKU SIBJICHMM M IIPOLECCOB, HO M HCIOJB30BAaTh KOJIMYECTBEHHBIC
U3MEepeHus, 00ecreunBaroIye JOCTOBEPHOCTh U 00BEKTUBHOCTh aHan3a. Ha coBpemMeHHOM 3Tamne
Pa3BUTHS HAYKU [IUPOKOE PACIPOCTPAHEHUE MOTYYHIIN TAKHE METOABI UCCIIEJOBAHMSI, KaK INHEHHOE
IIPOrpaMMHUPOBAHMUE, SKOHOMMKO-MaTEMaTHYECKUE MOJZIETIUPOBAHUE, MHO’KECTBECHHAas
KOPPEJSILMS, AUCIIEPCUOHHBIA aHAJIN3 U JPYyTHE.

B-TpeTbux, BaXKHYIO POJIb B UCCIIEOBAHUHM OOBEKTOB IPOrHO3UPOBAHUS UTPAET CTPYKTYPHBIN
IIOAXOJ, TMO3BOJSAIOLNIMI € MCIOJIb30BAHUEM COBPEMEHHBIX CpPEICTB IIO3HAHUSA PACLIUPUTH
IpeJCTaBIeHUEe 00 M3y4aeMOM SIBJIECHUHU, OOBSICHUTh CTPYKTYpPY HAHHOTO SIBJIEHUS, YCTaHOBMUTH
IIPUYMHHO-CJICICTBEHHBIE CBS3M HCCIENYEMOTro SIBICHMs. JlaHHBIA MOAXOH, C OJHOM CTOPOHBI,
IIPEIoJIaracT PacCMOTPEHHE CUCTEMBI, KaK JUHAMHYECKH Pa3BHUBAIOILIErOCs LENOro, C Ipyrou
CTOPOHBI — €€ pa3/IeJICHUE Ha COCTaBHBIE CTPYKTYPHBIE 2JIEMEHTBI CUCTEMBI U UX B3aUMOJCHUCTBHE,
TaK KaK B PEAJIbHBIX YCIOBMSIX KaXKIbIi CTPYKTYPHBIN 2JIEMEHT BO3JEHCTBYET KaK Ha BCE BXOIAIIMNM
B €€ COCTaB JpYyrue IEMEHTHI, TaK U Ha BCIO CHUCTeMYy B IlefoM. TakuM o0pa3oM, co3gaercs
BO3MOXHOCTb PACKPBITh 3aKOHOMEPHOCTH B3aUMOCBSI3U MEXY 2JIEMEHTAMH CUCTEMBI.

B Poccun 3HaumTenbHbIM BKIa[ B pa3pabOTKy MpeCTaBlIeHHH O OyayllleM BHECIH TakHe
yuenble, kak A.M. I'epuen, JL.II. Bnagumuposa, JI.B. Koncrantunosckas, A.H. Panumes, B.B.
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Hapes, H.I'. Yepnbmuesckuii, C.M. Ilenobaes u nap. Tak, B HCCIEIOBAHUU TEOPETHKO-
METOJIOJIOTHYECKUX OCHOB dKOHOMHUYeckoro nporanozupoanus C.U. lenobaes, N.C. lllenobaesa,
B.Jl. bymyeB moa mporHo30oM MOHUMAIOT «BEPOATHOCTHOE HAYYHO OOOCHOBAHHOE CY)KICHHE O
MEPCIEKTHBAX, BO3MOXHBIX COCTOSIHHSAX TOTO HJIM HWHOTO SIBJCHMS B OyaymeMm u (wim) 00
ATBTEPHATUBHBIX MYTAX U CpoKax ux ocymectsieHus» [5]. Llapes B.B. TpaktyeTr mporuos kak
«HAy4YHOE HCCIJIEIOBaHKE, HAIlPpaBJICHHOE Ha OIpPENEICHNUE MEPCIEKTUB pa3BUTUS sBiIeHU» [6]. B
pabore Bmamumuposoit JLII. mporHo3 ompenensieTcss Kak «HaydHO OOOCHOBAHHOE CYXJCHUE O
BO3MOXHBIX COCTOSIHUSIX OObeKkTa B OyaylieM, 00 albTEpPHATUBHBIX IYyTSAX M CpPOKax e€ro
ocymiecTBIeHUs [7]. B pamkax HacTOsIICH ArCCePTAIIMOHHON pabOThI OyIeM UCTIONB30BaTh JAHHOE
MOHSATHE, KaK HanboJiee MOJIHO OTpakarolllee ero CyTh IPUMEHUTENBHO K TpodiieMe CCe0BaHuUs.
B nacrosimee BpeMs cpopmupoBanachk cucteMa NporHO30B, MPEJCTaBICHHAs Ha pUCYHKe 1.
Takum 00pa3oM, NPOrHO3UPOBAHUE TMPEACTABISET CO00M BakKHOE CBA3YIOLIEE 3BEHO MEXIY
TEOPETUYECKON U MPAKTUYECKON MIIOCKOCTBIO BO BCeX cepax KU3HHU OOIIECTBA B IBYX Pa3IUYHbIX
acrmekTax — IpeJcKa3aTeIbHOM W TpenykasaTenbHoM. [lpenckasaHue mpenrosiaraer ONHUCaHUE
BO3MOXHBIX WJIM JKEJIaTeNbHbIX MEPCIEKTUB, COCTOSHUM, peuieHni mnpobiem Oynayiiero.
[Ipenyka3zanue mpencraBiisgeT co0oi COOCTBEHHO pEIICHHE YKa3aHHBIX MPOOJeM, HCIOJIb30BAHUE
nHpopManuy o OyayleM B LieJeHanpaBIeHHON AedarenbHocTu. Cle1oBaTeNbHO, IPU PACCMOTPEHUN
BOIIPOCOB ~ NIPOTHO3UPOBAHMSI  pEIIAlOTCS  MpOOJeMbl  TEOPETHUKO-NIO3HABATEIBHOTO U
YIPaBJIEHYECKOTO XapaKTepa, CBA3aHHbIE C BO3SMOXHOCTHIO IPUHSTHS YIIPaBICHUECKUX PEIlIeHUH Ha

OCHOBE TMOJTYYEHHBIX 3HAHHI.
Tadauua 1.

YpoOBHU IPOrHO3UPOBAHUS

Bepxuuii ypoBeHb

AH, coBeTsl, acconuanum,
0OIIIeCTBEHHBIC OPraHbl

KomnnekcHbie mporHo3sl,
MIPOrpaMMBbI U IJIaHbI Ha
YPOBHE CTPaHbI

[Iporno3zsr OOH
MEXIyHapOAHBIX OPraHOB

Cpennuil ypoBeHb

Tepputopuaibusie u
OTpaclieBble Hay4YHbIE
nojipa3iesieHus

[TporHo3sl U MPOrpaMMsI IO
pernoHam

[TporHo3sl U MPOrpaMmsI IO
0TpacysiM, HalpaBJICHUSIM
TEXHUKU U TEXHOJIOTUU
(oTpacieBble MUHHUCTEPCTBA)

[TporHo3sl 3apyOeKHBIX CTpaH

[lepBUYHBII YPOBEHb

IIpornosusle noxpasaeneHus
B HUMH, By3ax

[Iporuo3sl, mporpamMmsel 1
TIaHbI (IPEANPUSITHS,
MpEeANPUHUMATEIIS )
I'unoresnl, uaeu,
MU300peTeHNs], HOBbIE
texnonorun (HUU, By3bI,
OIIBITHBIC CTAHIUH,
CHEIMAIIMCTHI, YUEHBIE)

[TporHo3sl 3apyOeKHBIX U
COBMECTHBIX MPEANPUATHI

Hayunas 6a3a
MIPOrHO3UPOBAHMS U
TUIAHUPOBAHUS

OteuecTBEHHOE
MIPOTHO3UPOBAHUE U
TJIAaHUPOBAHUE

3apy0bexHoe
POTHO3UPOBAHHE
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OnHol M3 BaXKHEHIIUX TEOPETUKO-TIO3HABATEIBHBIX MPOOJIEM MPOrHO3UPOBAHMS SIBISIETCS
IMOCTPOCHUC TUITOJIOTMHU ITPOTrHO30B. Tunonorus IIPOTrHO30B CTPOUTCA B 3aBUCUMOCTHU OT PA3JIMYHBIX
KPUTCPUCB U IPU3HAKOB, B KAUCCTBC KOTOPBIX MOT'YT BBICTYIIAaTh LCIIU, 3ada4H, O6'b€KTLI, METOAbI U
T.A. K qucity Hanbojiee BaKHBIX M3 HHUX OTHOCITCS MaciiTad IMPOrHO3MpOBaAHUA, O6’I)€KT
IIPOTrHO3UPOBAHMWA, TOPHU30HT HNPOTrHO3UPOBAHUA, LCJIIb MNPOTHO3UPOBAHUA, IMMPCACTABJICHHLIC B
tabyme 1.

Tabaumna 2.
Tunosiorusi NpOr{030B

KnaccuukanmoHHbIi TpU3HAK Buasl mporuo3os
Macimtab nmporaHo3upoBaHus MaKpPO3KOHOMUYECKUI;
CTPYKTYPHBIH;
PErHOHANIBHBIN;
OTpAacIEBOM U IIP.
OOBeKT MPOrHO3UPOBAHUS Hay4YHO-TEXHUYECKUE;
nemMorpauueckue;
COILIMAJIbHBIE;
SKOHOMUYECKHE H TIp.
['opu3oHT mporuo3upoBaHus KPaTKOCPOUHBIE;
CPEIHECPOYHBIE;
JIOJICOCPOYHBIE U IIP.
[{enp mporuo3upoBaHus MOMCKOBBIH;
HOPMAaTHBHBII

[lo macmtaby HpPOrHO3MPOBAHUS MPOTHO3bI OXBATHIBAIOT YPOBHHU OT TJI00ANbHOTO, TJE
CYILIECTBYIOIIME 3aKOHOMEPHOCTH paccMaTpUBAIOTCS B MHPOBOM MacliTabe, MakKpOypOBHS -
aHAJIM3HUPYIOMIETO SKOHOMHUYECKOE pa3BUTHE B MacluTabe CTpaHbl, [0 MHKPOYPOBHS,
paccMaTpuBaIOIIEro MPOrHO3bl Pa3BUTHS OTIENbHBIX MPEANPUATHI, MPOU3BOJACTB, MPOAYKTOB. B
YaCTHOCTH, 110 IJaHHOMY IIPU3HAKY MIPOTHO3BI MOIPA3AEISIOTCS Ha:

- MaKpOIKOHOMHUYECKHH (HAPOAHOXO3AUCTBEHHBIN);

- MEXOTpPacCIeBON U MEKPETUOHAIbHBIN;

- HAPOIHOX O3S CTBEHHBIX KOMILIEKCOB (TOIIMBHO-?HEPT€THUECKOTO, TPOMBIIIJIEHHOTO U JIp.);

- OTPACIICBOM U PErMOHAIIBHBIM;

- MIEPBUYHBIX 3BEHHEB HAPOJAHOXO3SIICTBEHHON CHCTEMBI (IIPEeANPHUATHIA, TPOU3BOJCTBEHHBIX
00BbeIMHEHUH, a TAK)KE OTJICIbHBIX POU3BOJICTB U MPOTYKTOB).

B 3aBucumoctu 0T 00EKTOB IPOrHO3UPOBAHUSI BBLACTISIOT:

- Hay4HO- TEXHHYECKHE MPOTrHO3bI, PACCMATPUBAIOLIUE JOCTHKEHUS HAYYHO-TEXHHUYECKOTO
nporpecca, pa3BuTHe (QpyHIAMEHTAIbHBIX U MPHUKIATIHBIX UCCIECJOBAHUM, HOBBIX BHJIOB TEXHUKU U
TEXHOJIOTUU;

- Jemorpaduyeckue IPOTHO3bI, OICHUBAIOIINE BEPOSTHYIO UHCICHHOCTh HACENeHHUS B
OyIyIIeM ¢ y4eTOM BO3MOXKHBIX U3MEHEHUH POKIAeMOCTH U CMEPTHOCTH;

- COIMaNbHbIE TPOTHO3bBI, JAIONIMEe HaydyHOe OOOCHOBaHWE MPErojaraeMbIX H3MEHEHUI
COLIMAJIbHBIX OTHOIIEHUH U COIMANIbHBIX IPOIECCOB B OOIIECTBE;

- BJKOHOMUYECKHUE MPOTHO3bI, COJIEPKAIINE PE3YIHTATH HAYUYHBIX HCCIECJOBAHUN O BO3MOKHBIX
HaIpaBJICHUAX Pa3BUTHS SKOHOMUKH U €€ OTAEIIbHBIX CEKTOPOB;

- IPUPOJIHBIE MPOTHO3bI, XaPAKTEPU3YIOIINE 3arachl IPUPOJAHBIX PECYPCOB U BO3MOXKHOCTH UX

BOBJICUEHUSI B X031 CTBEHHBIN O60pOT;
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- BHCIIHC-TIOJIMTUYCCKHUEC IMPOrHO3bI, PACCMATPUBAIOIIUC IICPCIICKTHUBBI COTPYAHUYCCTBA C
3apyOeKHBIMH CTpaHAMHU, TIPOOJIEMBI HHTETPALUY HAITMOHAILHON YKOHOMUKH B MUPOBOE X03SHCTBO,
BOITPOCHI paliluOHAJIN3aluX SKCIIOpTa U UMIIOpTa U T. 1.

Krnaccudukarus mporao3oB 1o XapakTepy HCCIeAyeMbIX OOBEKTOB OCHOBAaHA HA Pa3IUMYHBIX
acCmeKTax  BOCHPOM3BOACTBEHHOTO  MpoIlecca, pe3yibTaTbl  KOTOPHIX  yUHUTHIBAIOTCS B
HapOHHOXO3ﬂfICTB€HHOM W IPYrux TUIlaX IIPOTHO3UPOBAHUA. Ka>1<110e M3 YKa3aHHbIX HaHpaBJIeHI/Iﬁ
MMEET CaMOCTOSTEIILHOE 3HAYCHHUE U pa3padaThIBacTCsl HA COOCTBEHHOW OCHOBE, MPU 3TOM MEKIY
HUMH CYIIECTBYET METOJIOJIOTHYECKOE E€IUHCTBO, KOTOPOE OOECIeYMBaeT HAyUYHBIM XapakTep
IMPOTrHO3UPOBAHWA COLUMAJIBHO-PBIHOYHOT'O X0351iCTBa B ICJIIOM. B3anmMocss3b MCXKIAY pa3IMYHbIMH
BHJaMH ITPOTHO30B BBIPAKACTCA TAKIKC B IMOCJIICAOBATCILHOCTH 3TAllOB UX pa3pa60TK1/1, B 4aCTHOCTH,
OKOHOMHYECCKHUEC IIPOTHO3bI paBpa6aTLIBaIOTC$I Opru HaJIW4YUKW HNPOTHO30B HAYYHO-TCXHHUYCCKOI'O
Mporpecca, €CTECTBEHHBIX PECYPCOB, AeMOrpaduIecKuX MpoIeccoB U T.1.

[To BpemMeHHOMY OXBaTy MPOTHO3bI MOJPA3JECIAIOTCA HA OINEPATHUBHBIE, KPAaTKOCPOYHBIE,
CPECAHCCPOUHEBIC, TOJTOCPOUYHBIC U CTPATCTUICCKUE, OTIIMYHUTCIbHBIM ITIPU3HAKOM KOTOPBIX B IICPBYIO
OoYepenp BBICTYIIAET TOPU3OHT IIPOrHO3UPOBAHUS, TAK BBIACIISIOT:

- OMEPATUBHBIN MPOrHO3 - BPEMEHHOM MEPUOJ] 10 OJHOTO MECSIIA;

- KPaTKOCPOYHBINA MPOTHO3 - OT OJTHOTO MECsIa IO OAHOTO TO/1a;

- CPEIHECPOYHBIN MPOTHO3 - OT TOJIa 0 TATH JIET;

- IOATOCPOYHBIN MPOTHO3 - OT ISTH JI0 IBAAIATH JIET,

- CTPATErM4eCKUl TPOTHO3 - CBBIIIE ABAIIATH JIET.

[Ipu »TOoM BpemMeHHas rpajainus MPOTHO30B SIBJISIETCS B OINPEICICHHOW MEpe YCIOBHOW M
3aBUCHUT OT XapakTepa U LeJIA JaHHOTO IPOrHO3a.

YKa3aHHbIE TUIIBI IPOTHO30B OTINYAOTCS APYT OT JIPYyTra MO CBOEMY COJIEPKAHUIO U XapaKTepy
OLICHOK HCCIEQYEeMBIX MpoueccoB. Tak, oOmepaTWBHbIE IPOTHO3bl HE MPEAINONAraloT B
MIPOTHO3UPYEMOM IEPHOJIE HU KAYECTBEHHBIX, HU KOJUYECTBEHHBIX CYIIECTBECHHBIX W3MEHEHUH B
uccienyeMoM oObekTe. [Ipm sToM B HUX mIpeobiafaeT KOJIWYECTBEHHAsl OLCHKA OXHAAEMbIX
coObITui. CpeTHECPOUHbIE U I0JITOCPOUYHBIE IPOTHO3bI OCHOBAHBI KaK HA KOJTMYECTBEHHBIX, TaK U Ha
KaueCTBEHHBIX HM3MEHEHHSX B HccienyeMoM oObekTe. B cpeaHecpouHbIX — MPOrHO3ax
KOJIMYECTBEHHBIE N3MEHEHUS IPe00IaAaloT HaJl KAaYeCTBEHHBIMHU, B IOJITOCPOYHBIX — CYLIECTBEHHAS
JI0JI1 KAYeCTBEHHBIX U3MEHEHUM. J[albHeCpOUHbIE TPOTrHO3bl OXBATHIBAOT MIEPCIEKTHUBY, B TEUCHUE
KOTOPOM  OXXMJAIOTCSI  3HAYUTENIbHBbIE KAUYECTBEHHBIE W3MEHEHMS, IpUYEM pedb  HUJIET
MPEUMYIIECTBEHHO O CaMBIX OOIIMX MEPCIEKTUBAX Pa3BUTHS HCCIEAYEMOr0 0ObEKTa.

B 3aBucumocTH OT LenIM WM HaOpaBi€HHs MPOrHO3UPOBAHUS MPOrHO3BI JENATCS Ha
IIOMCKOBBIH W HOPMATUBHBIA TuUIbl. [IOMCKOBBIM THUI MPOTrHO3a MPEANOJaraeT YCIOBHOE
MIPOJOIHKEHHE B OyAylIeM TeHACHIUN Pa3BUTHUS UCCIIEAYyeMOro 00bEeKTa B MPOIIJIOM U HACTOAIIEM,
Y HE YUUTHIBACT YCIOBUS, CIIOCOOHBIE N3MEHUTH 3TU TEHJICHIIUH, B TOM YHCIIE TUIaHbl, TPOTPAMMBbI U
npoyee. OCHOBHasi €ro 3ajgada 3akKIlO4aeTcs B OTBETE Ha BONPOC, KAk OyJeT pa3BUBATHCA
UCCIEeyeMbIi OOBEKT MPU COXPAaHEHUHU CYIIECTBYIOUIUX TEHICHIMN. B oTiaudnMe OoT MOMCKOBOTO
HOPMAaTUBHBIM THI TPOTHO3a pa3pabaThiBaeTCs C YYETOM 3apaHee OIpeNeiCHHBIX Lened u
MIpeJICTaBiIsIeT co00i ompenereHne MyTe U CPOKOB JOCTHUKEHHUS BOSMOXKHBIX COCTOSIHHI 0OBEKTa
MIPOTHO3UPOBAHUS B OyAylleM, MPUHUMAEMbIX B KadecTBe Ienu. JlaHHBIN MPOrHO3 OTBEYAaeT Ha
BOIPOC, KAKUM 00pa3oM MOXKHO JOCTHUYb KEIAeMOT0 COCTOSHUS MPOrHO3UPYEMOTo 00bekTa. B 1o
BpeMsl KaK MOWCKOBBIN MPOTHO3 YUUTHIBAET MPH OMpPENeNIeHUH OyIyIIero COCTOSHUS 00BEKTa ero
MPOILIOE U HACTOSIIEe, HOPMATHUBHBIN MPOTHO3 OCYIIECTBIISETCS B 0OpATHON MOCIEA0BATEILHOCTH
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- OT MPEIOIaraeMoro COCTOSIHUA B OyIyIeM K CyIIECTBYIOIIMM TEHACHIIUSAM U UX U3MEHEHUSM C
Y4ETOM 3aJaHHOU LIEIIN.

JlaHHbIE TUIBI IPOTHO30B HA MPAKTUKE [P COBMECTHOM HCIIOJIb30BAHUU PACCMATPUBAIOTCS
KaK HampaBJIEHHWsS K IPOTHO3UPOBAHUIO, INPH COBMECTHOM HCIIOJIb30BAHUM KOTOPBIX YETKO
IIPOCJIEKUBAETCA POJIb IMPOrHO3UPOBAHUS KAK HMHCTPYMEHTA IUIAHUPOBAHUS 10 JIOCTUYKEHUIO
nocraBieHHOW nenmu. Ctumynupyromast (yHKIUS NPOTHO3UPOBAHUS TPOSBIISETCS B TAaKOW €ro
0co0eHHOCTH, KakK 3()(eKT BO3IEHCTBHS MPOrHO3a Ha HCXOAHbBIE TPEANOCHUIKH TpeaBuaeHus. [Ipu
9TOM BO3JEHCTBHE MOXET UMETh KaK IOJIOKUTEIbHOE, BbI3bIBAIOLIEE YCKOPEHUE OCYIIECTBIICHUS
IIPOrHO3a, TaK M OTPHULATEIbHOE, TOPMO3AIIEE €ro peanus3aluio, 3HAa4eHHe, a B OTAEIbHBIX
CUTYalUsX COIIPOBOXK/IAETCS CaMOpa3pyLIeHHEM IIPOrHO3a.

DT0 00BACHSAETCS TEM, YTO AOCTHXKEHUE 1LIeJIel MPOTrHO3a HAXOJUTCS B PSIMOM 3aBUCUMOCTH
0T 00BEKTUBHBIX YCIOBHI €ro ocyuiecTBiaeHus. [Ipu cooTBeTCTBHM MPOrHO3a HA3PEBIIUM YCIOBUSIM
pa3BUTHS OOBEKTa €ro peanusalys Ha MpPaKTUKE ocyllecTBisercs ycneurHo. HaoGopor, mpu
HECOOTBETCTBUU IIPOrHO3a O3TUM YCIOBHUSAM, €ro peanusauus OyIeT HUMEThb OTpHUIATEeIbHBIN
pe3ynbTar. B3auMocBsI3b yCIIOBUI OCYIIECTBIIEHUS IPOTHO3a C €0 OCHOBHBIMU LEISIMU OKa3bIBaeT
CYIIECTBEHHOE BJIMSHUE W HA B3aUMOJEHCTBHE NPOTHO3UPOBAHUS C TEOPUEU MPHUHATHS PEILECHUM.
DTO 03HAYaeT, YTO PElIECHUs] MPHOPUTETHO MPUHUMAIOTCS Ha OCHOBE JIAHHBIX IMPOTHO3UPOBAHUS, a
MIPUHSATHIE PELICHUs, B CBOIO OYepe]lb, OKA3bIBAIOT BO3JEHUCTBHE Ha PE3yJIbTAaThl OCYIIECTBIICHUS
MporHo3oB. IMeHHO MO3TOMY JUTsl IPEIOTBPAILEHHS PACCOTIACOBAaHUI MEXAy MPOTHO3UPOBAHUEM
U MPUHATHEM pelleHui TpeOyeTcss KOPpEeKTHPOBKa MPOrHo3a Ha CUCTEMaTHYECKONH OCHOBE, B TOM
qHCIIe ¢ HIOMOIIBIO CPABHEHHUS C LIETSIMH Pa3BUTHsI 00BEKTA IPOrHO3UPOBAHMSL.

BaxHO OTMETHTBH, TECHYIO CBA3b THUIIOJIOIMU IPOTHO30B C HMCTOYHMKAMHM HH(POpPMALUU O
OyIylieM COCTOSSHMH HCCIEIYyEeMBIX OOBEKTOB M CIoco0ax MporHo3upoBaHus. C ATOH IEIbIO
BBIICJISIFOT TPU OCHOBHBIX HCTOYHMKA IIPOTHO3HOM MHGOpPMAallMM U COOTBETCTBEHHO TpHU
JONOJHSIOIIUX IPYT Apyra crocoda MpOrHO3UPOBaHUs, TAKUX KaK:

- DKCHEpPTHBIM, OCHOBAaHHbIM Ha 3HAHUM 3aKOHOMEPHOCTEW TMPOTEKAHUS U Pa3BUTHS
UCCIIelyeMbIX SIBJIEHUH, COOBITHI, TPOLIECCOB; MTpeIoaraeT npeiBapuTebHblil cOop 1 00paboTKy
uHpOpMalNH, a TAKXKe y4eT MHEHHH SKCIIEPTOB OTHOCUTENILHO [TOCTABICHHOM 3a/jauyl IPOrHO3a;

- SKCTpanoJsALus CYIIECTBYIOIUX TEHAEHIMM, 3aKOH pa3BUTHS KOTOPbIX B IPOLUIOM U
HACTOSILEM JIOCTATOYHO M3BECTEH; OCHOBAH HA M3YYEHUU NPEALIECTBYIOIIErO pa3BUTHsI 00bEKTa U
IIEPEHECEHNE 3aKOHOMEPHOCTEH 3TOro Pa3BUTHS B IPOLIOM U HACTOSIIEM Ha Oyayliee;

- MOJICJIUPOBAHUE - IOCTPOEHHE MOJEeNeil MPOrHO3UPYEMbIX OOBEKTOB NPUMEHHUTENIBHO K
OKU/Ia€MBIM YCIIOBHSIM; paccMaTpUBaeT MOMCKOBBIE M HOPMAaTHUBHBIE MOJEIU MPOrHO3UPYEMOIO
00bEKTa B aClEKTe O’KUAAEMbIX U3MEHEHHH B €r0 COCTOSIHUH.

B npaktuyeckoM NPUMEHEHHMM HWHCTPYMEHTOB IIPOTHO3MPOBAHUS BCE IIEPEUUCIICHHBIE
MCTOYHUKH MH(POPMALIUU U CIIOCOOBI pa3pabOTKU MPOTrHO30B J0JIKHBI UCIIOJIB30BaThCS COBMECTHO.
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Ilmiy maqolalarga qo‘yiladigan texnik talablar:

“Management, Marketing and Finance” xalqaro ilmiy jurnali oliy ta’lim
muassasalarining professor-o‘qituvchilari va ilmiy izlanuvchilari tomonidan olib
borilayotgan ilmiy-tadgiqot ishlari natijalarini ilmiy maqola tarzida chop etadi.
Shuningdek jurnalga ishlab chigarish tashkilotlari va korxonalarida faoliyat ko‘rsatib,
ilmiy-tadqgiqgot ishlarini olib borayotgan hodimlarning ham ilmiy maqolalari Kiritiladi.

“Management, Marketing and Finance” xalgaro ilmiy jurnali quyidagi
yo‘nalishlar bo‘yicha maqolalar qabul giladi:

05.00.00 - TEXNIKA fanlari;

08.00.00 - IQTISODIYOT fanlari;

12.00.00 - YURIDIK(Huquq) fanlari.

Jurnalning rasmiy tillari: o‘zbek, ingliz, rus.

- maqolalar ilmiy jurnal yo‘nalishlariga oid dolzarb mavzularda, ilmiy tahlil va
tugallangan fikrlar asosida amaliy tavsiyalar bilan tagdim etilishi lozim.

- magolalar hajmi — 5 betdan ortiq bo‘Imasligi lozim.

- matn formati: MS Word, Times New Roman shrifti, 12 kegl kattalikda bo‘lishi
kerak. Satrlar oralig‘i 1,5 interval. Chegara o‘lchovlari: barcha tomondan — 2 sm. Matn
boshlanishida 1 sm satr boshi tashlanadi.

- rasm va jadvallar nomlanishi arab ragamlari bilan belgilanishi (1-rasm, 1-jadval
va h.k.), magola matnida ularga havola etish lozim; jadvallar ichidagi yozuvlar 12 kegl|
bo‘lishi kerak. Foydalanilgan adabiyotlarga matnda havola beriladi.

- magola nomi va muallif (hammualliflar)ning familiyasi, ismi-sharifi katta
harflar bilan 12 keglda (ilmiy darajasi, ilmiy unvoni, ish joyi, lavozimi, telefon ragami,
e-mail kichik harflar bilan) o‘rta qismiga joylashtiriladi.

“Management, Marketing and Finance” xalgaro ilmiy jurnalida har bir maqolaga
DOI ragam olinib, Polshaning Indeks Copernikus(OAK12), Yevropaning Zenodo va
Open Aire, Rossiyaning Cyberlinenka, Angliyaning Europub xalgaro ilmiy bazalariga
va www.jmmf.uz saytiga joylanadi, Google akademiya xalgaro ilmiy gidiruv tizimida
indekslanadi.

Har bir muallif bir vaqtning o‘zida yakka va hammualliflikda maqola bilan
gatnashishi mumkin.

Magola elektron shaklda +998 88 710 96 54 (https://t.tme/MMM _journal)
telegram profili orgali gabul gilinadi. Shuningdek magolalar journalmmf@gmail.com
elektron manzillariga yuborilishi mumkin.

Shuningdek magolalar journalmmf@gmail.com elektron manzillariga yuborilishi
mumkin.

Magolalar har oyning 25-kuniga gadar gabul gilinadi.

Jurnalning nashr etilish sanasi: har oyning so‘nggi sanasi.

Jurnalning rasmiy sayti: https://jmmf.uz

Ma’lumot uchun telefonlar: +998 88 710 96 54; +998 90 992 00 95 (MDIST).
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