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KIRISH (falsafa doktori (PhD) dissertatsiya annotatsiyasi)

Dissertatsiya mavzusining dolzarbligi va zarurati. Hozirgi global
igtisodiyotda bank xizmatlari bozorining rivojlanishi marketing strategiyalarining
samaradorligi bilan chambarchas bog‘liq. Mijozlarni jalb qilish va saqlab qolish
uchun innovatsion yondashuvlar talab etiladi, chunki an’anaviy marketing vositalari
jadal o‘zgarib borayotgan ragamli muhitda samarali bo‘lmasligi  mumkKin.
Amerikaning eng yirik banklaridan biri bo‘lgan JP Morgan Chasening bergan
hisobotiga ko‘ra 2024-yil davomida mijozlarning talab va xohishlarini o‘rganishda
katta ma’lumotlar va sun’iy intellektdan keng foydalangan. Ular mijozlarning karta
tranzaksiyalari, onlayn faoliyati va ijtimoiy tarmoqlardagi faoliyatlarini tahlil gilib
shaxsiylashtirish takliflari berilgan. Ushbu zamonaviy usullar orgali bank marketing
xarajatlarini 20 %ga kamaytirishga va mijozlar sadogatini oshirishga erishilgan:.
Shu bois, ragamli marketing vositalaridan foydalanishni takomillashtirish, xususan,
bank xizmatlari bozorida ularni tatbiq etish dolzarb masalalardan biri hisoblanadi.

Jahonda globallashuv va shiddatli ragamlashtirish siyosati strategik ahamiyatni
kasb etayotgan bir sharoitda hozirgi kunda xizmatlar bozorini ragamli marketing
vositalaridan foydalanish asosida rivojlantirishga yo‘naltirilgan tadgigotlar amalga
oshirilmogda. Bu borada bank xizmatlari bozorida ragamli marketing konsepsiyasini
joriy etishga garatilgan tizimli ilmiy izlanishlar olib borish, aholini sifatli ragamli
moliyaviy xizmatlar bilan ta’minlash, iste’molchilarning iqtisodiy manfaatlarini
go‘llab- quvvatlash va bank xizmatlari bozorida ragamli marketing faoliyatini yo‘lga
go‘yish nugtayi nazaridan tadgiq etish zaruratini ilgari surmoqda.

O‘zbekiston Respublikasi bank xizmatlari bozorini rivojlantirish masalasi
ustuvor yo‘nalishlardan biri bo‘lib, ragamli bank xizmatlarini rivojlantirish
masalasiga alohida e’tibor garatilmogda. Bu borada ragamlashtirish masalasiga
tegishli 30 dan ortiq me’yoriy-huqugiy hujjatlar gabul gilingan bo‘lib,
igtisodiyotning barcha sohalari bo‘yicha bir gator vazifalar belgilab berilmoqdaz.
“So‘nggi yillarda ragamli moliyaviy xizmatlarning mavjudligi va ulardan
foydalanish imkoniyatlarining ortib borishi natijasida millionlab mijozlarga xavfsiz
ragamli platformalardan rasmiy ragamli moliyaviy operatsiyalarga o‘tishda yordam
berib kelinmoqda™. Shu sababdan ham bank xizmatlarini takomillashtirishda inson
omilini kamaytirish, modernizatsiyalash, banklarning zamonaviy ragamlashtirilgan
infratuzlmasini  joriy etish, masofaviy bank xizmatlari ko‘rsatish tizimini
rivojlantirish maqgsadida ragamli texnologiyalar asosida ilg‘or bank xizmatlari
turlarini amaliyotga joriy etish bo‘yicha tadgiqotlarni amalga oshirish muhim ilmiy
amaliy ahamiyat kasb etadi.

Dissertatsiya tadqgigoti O‘zbekiston Respublikasi Prezidentining 2022-yil
28-yanvardagi “2022-2026-yillarga mo‘ljallangan Yangi O‘zbekistonning
taraqqiyot strategiyasi to‘g‘risida”gi PF—60-sonli Farmoni, 2021-yil 17-fevraldagi
“Sun’iy intellekt texnologiyalarini jadal joriy etish uchun shart-sharoitlar yaratish

1 J.P. Morgan Research Publications

2 O’zbekiston Respublikasi Prezidentining 2018-yil 3-iyuldagi PQ-3832-son “Ozbekiston Respublikasida raqgamli
igtisodiyotni rivojlantirish chora-tadbirlari tog’risida”gi Qarori. — hhtps://lex.uz/ru/docs/386053

3 https://trustbank.uz/uz/press_center/news/ragamli-moliyaviy-xizmatlar-bank-va-mijozlar-o-rtasidagi-o-zaro-
munosabatlarning-yangi-shakli




chora-tadbirlari to‘g‘risida”gi PQ-4996-sonli garori, O‘zbekiston Respublikasi
Prezidentining  2020-yil 12-maydagi  “2020-2025-yillarga  mo‘ljallangan
O‘zbekiston Respublikasining bank tizimini isloh qilish strategiyasi to‘g‘risida”gi
PF-5992-sonli Farmoni va boshga ushbu sohadagi normativ-huquqiy hujjatlarda
belgilangan vazifalarni amalga oshirishda muayyan darajada xizmat giladi.

Tadgiqotning Respublika fan va texnologiyalar rivojlanishining ustuvor
yo‘nalishlariga mosligi. Mazkur dissertatsiya ishi respublika fan va texnologiyalar
rivojlanishining I. “Demokratik va huqugiy jamiyatni ma’naviy-axlogiy va madaniy
rivojlantirish, innovatsion iqtisodiyotni shakllantirish” ustuvor yo‘nalishiga
muvofiq bajarilgan.

Muammoning o‘rganilganlik darajasi. Tijorat banklarida ragamli marketing
vositalaridan foydalanishning ilmiy-nazariy, ilmiy-uslubiy jihatlari ko‘plab xorijlik
marketolog olimlarning ilmiy ishlanmalarida o‘z aksini topgan. Bu borada F.Kaotler,
Y.Chien, G.Sharma, S.Malhotra, S.Jain, P.Garg , B.Fan, P.Honnali, M.Carpenter,
C.Gerling, S.Lessmann, H.Liu, V.Shankar, Y.Kim, G.Tan, W.Lim, A.Smith,
D.Chaffey, J.Lee, R.Bansal, P.Verma va boshga olimlarning ilmiy ishlarida tadqiq
gilingan-.

Mustagil Davlatlar Hamdo‘stligi  mamlakatlari  olimlari,  xususan
A.Shevlyakova, |.Kotlyarevskaya, N.Ananenka, D.Taraxovich, M.Samoxovets,
I.Soloveychik, S.Lobanova, M.Guseynova va boshqalarning asarlarida ragamli
marketing strategiyalari, bank marketingi va uning tamoyillari aks etgan.

Shuningdek, milliy igtisodiyotning ragamlashtirish siyosati doirasida ragamli
marketingdan xizmat ko‘rsatish sohalari, xususan, bank xizmatlari bozorida

4 Kotler, P., & Chien, Y. (2023). "Emerging Marketing Strategies for Post-Pandemic Recovery in the Banking Sector".
Journal of Bank Marketing, 40(2), 76-88.; Malhotra, S., & Sharma, G. (2023). "Impact of Mobile Banking Apps on
Marketing Strategies in Banks". International Journal of Mobile Marketing, 6(1), 28-39.; Jain, S., & Garg, P. (2023).
"Al-Driven Marketing Campaigns in Banks: A Case Study Approach”. Journal of Marketing Research and
Applications, 13(4), 123-132.; Fan, B. (2023). Research on the Marketing Strategy of Banking and Finance Business
Given Big Data Technology. SHS Web of Conferences, 135, 02018.; Honnali, P. (2018). Relevance of Effective
Marketing Strategies in the Banking Sector. International Journal of Advance and Innovative Research, 5(4), 371-
373.; Carpenter, M. (2011). The Marketing Strategies of Banks to Small Businesses in the Republic of Ireland. Dublin
City University.; Gerling, C., & Lessmann, S. (2024). Leveraging Al and NLP for Bank Marketing: A Systematic
Review and Gap Analysis. arXiv preprint arXiv:2411.14463.; Liu, H., & Shankar, V. (2021). "The Impact of Digital
Marketing Strategies on Bank Performance: Evidence from the United States". Journal of Financial Services
Marketing, 26(3), 123-137.; Kim, Y., (2020). "Social Media Marketing and Customer Engagement in the Banking
Industry: Evidence from South Korea". International Journal of Bank Marketing, 38(5), 1023-1040.; Tan, G., & Lim,
W. (2019). "Mobile Banking Adoption and Customer Loyalty: A Study of Singapore Banks". Journal of Financial
Services Marketing, 24(4), 245-258.; Smith, A., & Chaffey, D. (2020). "E-Marketing Strategies for Financial
Institutions in the USA". International Journal of Electronic Marketing and Retailing, 11(3), 215-230.; Lee, J. (2020).
"Big Data Analytics in Banking: Opportunities and Challenges”. International Journal of Information Management,
50, 1-12.; Bansal, R., & Verma, P. (2023). "Behavioral Targeting in Bank Marketing: A New Approach to Consumer
Retention". Journal of Behavioral Marketing, 10(1), 44-53.

® Kornsapesckas, M.B. CrpaTerudeckuil MapkeTuHr: yaebHoe nocobue. — Exatepun6ypr: M3a-so Ypai. ya-ta, 2020.
— 159, [1] c. HleBnsakoBa A.A «OcoOeHHOCTH peai3alii CTpaTerHH Pa3BUTH B OAHKOBCKOH chepe» Kyprar:
Bectuuk KemepoBckoro rocymapcrBeHHoro yausepcureta. (2019) crp. 271-276.; Ananenko H., Tapaxosuu /I,
«CtpaxoBaHne B OaHKOBCKOH MAEATEIFHOCTH: COBPEMEHHOE COCTOSHHE W TEPCHEeKTHBHI pa3BUTHM) JKypHaT:
BankoBckast cucTemMa: yCTOHIMBOCTB U niepctieKTHBEI pa3Butust (2024) ctp 403—416.; Camoxosery MLI1. «®unancoBas
waTopmMa Kak HOBas MOJENb NMPEAocTaBieHNs] GUHAHCOBBIX ycuyr». XKypHan: CTparerus pa3BUTHSI 3KOHOMHUKHU
Bemapycn: BBI30BBI, HHCTPYMEHTH peanm3anmu W rnepcnektussl (2021) crp 461-465.; Conoseifunk U.,
«MapKeTI/IHFOBLIG HWHHOBAIIUU KaK CPEACTBO COBCPHICHCTBOBAHUA 0OAaHKOBCKHX yciayr» DKOHOMUYECKHUI BCKTOpD
Ne2(25) 2021 crp.111-117.; JlobanoBa C.H. 3apyOexHbIH OIBIT HCIOJIB30BAHUS MAapKETHHTa B OaHKOBCKOH cepe //
Bectaux PITY. Cepus «Oxonomuka. Ympasnenue. [IpaBo». 2023. Ne 2. C. 85-101. I'yceiinoBa M.P «MapkeTtnHr
ycIyr B cdepe OaHKOBCKOH IATETBHOCTH» MarucTpckast auccepramms bAKY 2016.

6



foydalanish masalalari  O‘zbekistonlik igtisodchi olimlaridan S.Gulyamov,
B.Begalov, M.Abdullayev, Y.llxamova, M.lkramov, M.Jumaniyozova,
U.Xaitmatov, A.Fattaxov, Sh.Ergashxodjayeva, A.Azlarova, M.Abduraxmanova,
Sh.Djanibekova, B.Xonturayev, N.Yaxyoxonov, G.Bekmurodova, J.Yuldashev,
O.0rtiqov, 1.Qulliyev va boshqga olimlar tadgiqotlarida o‘z aksini topgane.

Tadgigot mavzusining dissertatsiya bajarilgan oliy ta’lim muassasasining
Ilmiy tadgiqot ishlari rejalari bilan bog‘ligligi. Mazkur dissertatsiya ishi Toshkent
davlat iqtisodiyot universitetining ilmiy-tadqiqot ishlari rejalariga muvofiq ilmiy
loyiha doirasida bajarilgan.

Tadgigotning magqgsadi O‘zbekistonda ragamli marketing vositalaridan
foydalanishni takomillashtirish bo‘yicha ilmiy taklif va amaliy tavsiyalar ishlab
chigishdan iborat.

Tadgiqotning vazifalari quyidagilardan iborat:

ragamli marketing tushunchasining ilmiy-nazariy asoslarini tadqiq etish;

ragamli marketing vositalari turlari va ularning o‘ziga xos xususiyatlari;

xorijiy mamlakatlarda ragamli marketing vositalaridan foydalanish tajribalari;

O<zbekistonda ragamli marketing vositalaridan foydalanish holatini tahlili;

ragamli marketing vositalari orgali bank xizmatlari rivojlanishiga ta’sir etuvchi
omillarni baholash;

ragamli marketing vositalaridan foydalanish holatini sotsiologik baholash;

ragamli marketing vositalarini bank xizmatlari bozorida go‘llash yo*‘nalishlari;

ragamli marketing vositalaridan innovatsion yondashuvlar asosida bank
tizimida foydalanish imkoniyatlari;

ragamli marketing vositalari orgali bank xizmatlarini rivojlanishini ko‘p omilli
prognozlashni takomillashtirish.

Tadgiqotning obyekti sifatida marketing faoliyatini o‘rganish uchun
“O‘zmilliybank” AJ, “Asakabank” ATB va “Ipak Yo‘li” ATIB banklari tanlab
olingan.

Tadgiqotning predmetini ragamli marketing vositalaridan foydalanish
jarayonida vujudga keluvchi ijtimoiy-igtisodiy munosabatlar tashkil etadi.

Tadgiqotning usullari. Dissertatsiyada statistik kuzatish, tanlanma to‘plam,
giyosiy va dinamik tahlil, SWOT tahlili, so‘rov usuli, korrelyatsion va regression
tahlil usullaridan foydalanilgan

6 C.I'ynsamoB, A.lllepmyxamenos. Pasputue nudpoBoil skoHoMuku B Y36ekucrane//Kpyrisiii cron, 2019,-C,122-
124.; ®darraxoB A..A. Crpareruss MapKeTHHIa B ONTOBOM TOPrOBJIE M MYTH TOBHBIIICHUS €€ 3(D(HEKTUBHOCTH.
Mownorpadwus.-T.: Fan, 2005.179 c. Ergashxodjayeva Sh.D. Innovatsion marketing. Darslik. —T.: IQTISODIYOT,
2019. 192 bet.; B.A.Begalov, M.K.Abdullayev. “Ragamli iqtisodiyot” / Darslik. — T.: “Igtisodiyot”, 2023.-352 b.
S.S.Gulyamov, Y.S.Ilxamova, M.M.Ikramov, M.Y.Jumaniyozova, U.T.Xaitmatov. Iqtisodiyotda sun’iy intellekt
texnologiyalari (o‘quv qo‘llanma) -T.. OOO “Diadema nur servis”, 2024. 356 b. A.A.Azlarova,
M.M.Abduraxmanova. “Bank marketing va menejmenti” o‘quv qo‘llanma.- T: IQTISODIYOT, 2019.-199b.;
Djanibekova Sh.K. “Xizmatlar bozorini rivojlantirishda marketing strategiyasining xususiyatlari”. “Iqtisodiyot va
innovatsion texnologiyalar” ilmiy elektron jurnali. Ne 5, sentyabr-oktyabr, 2018-yil.; Xonturayev B.A. “Bank
xizmatlari bozorini raqamli marketing strategiyalari asosida rivojlantirish” PhD dissertatsiya.-T:2023.; Yaxyoxonov
N.B “Korxonalarda ragamli marketingdan foydalanishni takomillashtirish” PhD dissertatsiya. -S:2023.; Bekmurodova
G.A. Tijorat banklari faoliyatida ragamli marketing texnologiyalari samaradorligini oshirish yo‘llari, Avtoreferat
2023.; Yuldashev J.A. Tijorat banklarida mijozlar bilan munosabatlar holatini baholash usulini takomillashtirish //
Igtisodiyot va innovatsion texnologiyalar. -Ne3, 2021.; Ortigov O.A., Qulliyev I.Ya. Bank menejmenti va marketingi.
O‘quv qo‘llanma.: T. “Iqtisod-moliya”. —2015 y.178 b.



Tadgiqotning ilmiy yangiligi quyidagilardan iborat:

uslubiy yondashuvga ko‘ra “zamonaviy marketing strategiyalari”
tushunchasining igtisodiy mazmuni bozordagi ragobat ustunligini ta’minlash,
iste’molchilar bilan emotsional va interaktiv alogalarni shakllantirish, innovatsion
va moslashuvchan garorlar gabul gilish imkonini beradigan, natijadorlik va mijozlar
qiymatini maksimallashtirishga yo‘naltirilgan kompleks yondashuv asosida
takomillashtirishga oid nazariy-uslubiy materiallardan oliy o‘quv yurti menejment
(tarmoglar va sohalar bo‘yicha) ta’lim yo‘nalishi talabalari uchun tavsiya etilgan
“Marketing (2-modul “Brand management” fani asosida)” nomli o‘quv go‘llanmani
tayyorlashda foydalanilgan;

bank xizmatlari bozorida mijozlar xatti-harakati va ehtiyojlarini tahlil gilish
uchun zamonaviy axborot texnologiyalari asosida maqgsadli segmentlashning
intellektual klasterlash modeli orgali bank mijozlarini profillashtirish anigligini
oshirish chegarasi (35 < PABM < 40 %) asoslangan;

ommaviy personallashtirish usulini ragamli marketingni joriy etish orqali
mijozlar bilan interaktiv va emotsional alogalarni yo‘lga qo‘yish imkonini beradigan
innovatsion yondashuvga ko‘ra bank xizmatlaridan foydalanish darajasini
15-18 %ga gadar oshirish taklifi asoslangan;

tijorat banklarida ragamli marketingdan samarali foydalanish natijasida
bankning kreditlari, depozitlari va foyda ko‘rsatkichlarini modellashtirish asosida
“O‘zmilliybank™ asosiy faoliyatining 2030-yilga qadar prognoz ko‘rsatkichlari
ishlab chigilgan. Mazkur prognoz ko‘rsatkichlaridan “O‘zmilliybank” AJda
strategik rivojlantirish bo‘yicha “Yo‘l xaritasi’ni ishlab chigishda foydalanilgan.

Tadgiqotning amaliy natijalari quyidagilardan iborat:

hozirgi kunda faoliyat yuritayotgan tijorat banklarida ragamli marketing
vositalari asosida mijozlarga ko‘rsatilayotgan xizmatlarni rivojlantirishga ta’sir
etuvchi omillar tahlil gilingan va baholangan;

bank xizmatlari iste’molchilari ehtiyojlari, demografik va psixografik
xususiyatlari asosida segmentlashtirish orgali individual marketing yondashuvlarini
joriy etish bo‘yicha yangi takliflar ishlab chigilgan;

Singapur, AQSh, Janubiy Koreya va boshga rivojlangan davlatlar bank
sohasida go‘llanilayotgan ilg‘or marketing strategiyalari tahlil qilinib, O‘zbekiston
bank sektoriga moslashtirish imkoniyatlari ishlab chigilgan;

tijorat banklari xizmatlari uchun omnichannel marketing, biznes mijozlar
uchun kontent-marketing va yosh avlod uchun interaktiv platformalar orgali reklama
vositalari tavsiya gilingan.

Tadgiqot natijalarining ishonchliligi. Tadgigotda qo‘llanilgan uslubiy
yondashuv va usullarning maqgsadga muvofigligi, ma’lumotlarning rasmiy
manbalardan, shuningdek, tashkilotlarning ochiq statistik hisobotlaridan olingani,
xulosa va takliflarning “O‘zmilliybank” AJ tomonidan amaliyotga joriy gilingani
bilan belgilanadi.

Tadgiqot natijalarining ilmiy va amaliy ahamiyati. Tadgiqot natijalarining
ilmiy ahamiyati ishlab chigilgan takliflar va unda ilgari surilgan nazariy-uslubiy
tavsifdagi  xulosalar ~ ragamli  marketing  vositalaridan  foydalanishni
takomillashtirishga oid ilmiy tadgiqotlarni amalga oshirishga xizmat qilishi bilan
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izohlanadi.

Tadgigot natijalarining amaliy ahamiyati ishlab chigilgan tavsiyalar bank
tizimini isloh qilish strategiyasini ishlab chigishda foydalanish, shuningdek, bank
xizmatlari bozori ommabopligini oshirish, aholining pul mablaglariga bo‘lgan
ehtiyojlarini ta’minlash bo‘yicha gabul gilinadigan gonun va gonunosti hujjatlari,
mamlakat Prezidentining farmonlar, qaror va farmoyishlari, Vazirlar
Mahkamasining qarorlari va sohaga oid boshqa me’yoriy hujjatlarni ishlab chigishda
foydalanish mumkinligi bilan izohlanadi.

Tadgiqot natijalarining joriy qilinishi:

uslubiy = yondashuvga ko‘ra “zamonaviy marketing strategiyalari”
tushunchasining igtisodiy mazmuni bozordagi ragobat ustunligini ta’minlash,
iste’molchilar bilan emotsional va interaktiv alogalarni shakllantirish, innovatsion
va moslashuvchan garorlar gabul gilish imkonini beradigan, natijadorlik va mijozlar
qiymatini maksimallashtirishga yo‘naltirilgan kompleks yondashuv asosida
takomillashtirishga oid nazariy-uslubiy materiallardan oliy o‘quv yurti menejment
(tarmoglar va sohalar bo‘yicha) ta’lim yo‘nalishi talabalari uchun tavsiya etilgan
“Marketing (2-modul “Brand management” fani asosida)” nomli o‘quv go‘llanmani
tayyorlashda foydalanilgan (O‘zbekiston Respublikasi Oliy ta’lim, fan va
innovatsiyalar vazirligining 2024-yil 29-maydagi 194-sonli buyrug‘i). Mazkur ilmiy
taklifning amaliyotga joriy etilishi natijasida talabalarda ragamli texnologiyalar,
iste’molchilarning xulg-atvori va bozor talablariga asoslangan marketing usullarini
o‘zida mujassam etuvchi, ragamli ma’lumotlarga asoslangan garorlar gabul gilish,
mijozlar bilan uzoq muddatli alogalar o‘rnatish hagida aniq strategiyalardan
foydalanish natijasida zamonaviy marketing strategiyalari tushunchasi to‘g‘risida
yanada kengroq bilim va ko‘nikmalar shakllantirish imkoni yaratilgan;

bank xizmatlari bozorida mijozlar xatti-harakati va ehtiyojlarini tahlil gilish
uchun zamonaviy axborot texnologiyalari asosida maqgsadli segmentlashning
intellektual klasterlash modeli orgali bank mijozlarini profillashtirish anigligini
oshirish chegarasi (35 < PABM < 40 %) asoslangan (O‘zbekiston Respublikasi
Tashqi Iqgtisodiy Faoliyat Milliy Banki AJ 2025 yil 8 sentabrdagi Ne 26/1-825 sonli
ma’lumotnomasi). Mazkur taklifning amaliyotga joriy etilishi natijasida
“O‘zmilliybank” AlJning marketing xizmatlaridan foydalanish samaradorligini
17,4 foizga oshirish imkoni yaratilgan;

ommaviy personallashtirish usulini ragamli marketingni joriy etish orgali
mijozlar bilan interaktiv va emotsional alogalarni yo‘lga qo‘yish imkonini beradigan
innovatsion yondashuvga ko‘ra bank xizmatlaridan foydalanish darajasini
15-18 %ga qadar oshirish taklifi asoslangan (O‘zbekiston Respublikasi Tashqi
Igtisodiy Faoliyat Milliy Banki AJ 2025 yil 8 sentabrdagi Ne 26/1-825 sonli
ma’lumotnomasi). Mazkur ilmiy taklifning amaliyotga joriy etilishi natijasida
“O‘zmilliybank” AJda mijozlar ogimini 10,2 foizga oshirish imkoni yaratilgan;

tijorat banklarida ragamli marketingdan samarali foydalanish natijasida
bankning kreditlari, depozitlari va foyda ko‘rsatkichlarini modellashtirish asosida
“O‘zmilliybank™ AJning asosiy faoliyatini 2030-yilga qadar prognoz ko ‘rsatkichlari
ishlab chigilgan (O°zbekiston Respublikasi Tashqi Iqgtisodiy Faoliyat Milliy Banki
AJ 2025-yil 12-fevraldagi Ne 261-sonli ma’lumotnomasi). Mazkur prognoz
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ko‘rsatkichlaridan “O‘zmilliybank” AJda strategik rivojlantirish bo‘yicha “Yo°l
xaritasi’ni ishlab chiqishda foydalanilgan.

Tadgigot natijalarining aprobatsiyasi. Mazkur tadgiqot natijalari 3 ta
xalgaro ilmiy-amaliy va 3 ta Respublika konferensiyalarida muhokamadan
o‘tkazilgan.

Tadqiqot natijalarining e’lon qilinishi. Dissertatsiya mavzusi bo‘yicha jami
13 ta ilmiy ish, jumladan, Oc¢zbekiston Respublikasi Oliy attestatsiya
komissiyasining falsafa doktori dissertatsiyalari asosiy ilmiy natijalarini chop etish
bo‘yicha tavsiya etilgan ilmiy nashrlarda 3 ta ilmiy maqola, nufuzli xorijiy
jurnallarda 4 ta ilmiy magola, shuningdek, ilmiy-amaliy konferensiya to‘plamlarida
6 ta tezislar nashr etilgan.

Dissertatsiyaning tuzilishi va hajmi. Dissertatsiya tarkibi kirish, uchta bob,
xulosa, foydalanilgan adabiyotlar ro‘yxati va ilovalardan iborat. Dissertatsiya hajmi
117 betni tashkil etadi.

DISSERTATSIYANING ASOSIY MAZMUNI

Kirish gismida tadgiqotning dolzarbligi va zarurati asoslangan, uning
maqsadi, vazifalari, obyekti va predmeti belgilab olingan. Respublika fan va
texnologiyalari rivojlanishining ustuvor yo‘nalishlariga mosligi ko‘rsatilgan.
Dissertatsiya mavzusi bo‘yicha xorijiy tadqiqotlar sharhi keltirilgan. IImiy
yangiligi va amaliy natijalari bayon gilingan va olingan natijalarning ilmiy-amaliy
ahamiyati yoritib berilgan. Tadgiqot natijalarini amaliyotga joriy etish, nashr
etilgan ishlar va dissertatsiyaning tarkibiy tuzilishiga doir ma’lumotlar keltirilgan.

Dissertatsiyaning “Raqgamli marketing vositalarining ilmiy-nazariy
asoslari” deb nomlangan birinchi bobida Ragamli marketing tushunchasining ilmiy-
nazariy asoslari, ragamli marketing vositalari turlari va ularning o‘ziga xos
xususiyatlari, xorijiy mamlakatlarda ragamli marketing vositalaridan foydalanish
tajribalari tadqiq gilinib, tadgigotda belgilangan vazifalar doirasida nazariy xulosalar
shakllantirilgan.

Ragamli marketing vositalarining evolyutsiyasi yil davomida o‘zgarib, ragamli
marketing sohasida yangiliklar va texnologiyalarning rivojlanishiga ta’sir ko‘rsatdi.
Quyidagi rasmda vyillar kesimida ragamli marketing vositalarining ganday
o‘zgarishlarini va rivojlanishini ko‘rishimiz mumkin (1-rasm).

1990-vyillar 2000-yillar 2010-yillar 2020-yillar Hozirgi davr
* e-malil « SEO  mobil * sun’iy * Blockchain
. Web-sayﬂar « PPC marketing intellekt « \Web 3
':> « ijtimoiy ':> . kontent_ ':> « SMM E> 5G tezkor
media marketing « influencer internet
* internet marketing
marketing

1-rasm. Ragamli marketing vositalarining rivojlanish evolyutsiyasi’

7 Muallif ishlanmasi.
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Ragamli marketing vositalari texnologiyalar rivojlanishi bilan doimiy ravishda
o‘zgarib bormoqda. 1990-yillardan 2020-yillargacha bo‘lgan davrda SEO, PPC,
ijtimoiy media va mobil marketing kabi vositalar keng targalgan bo‘lsa,
2025-yillarda yangi texnologiyalar, masalan, Web 3 va blockchain texnologiyalari
marketingni yangicha yo‘nalishlarga olib chigishi kutilmoqda.

Mamlakatimizda yaratilayotgan qulay shart-sharoitlar ko‘pgina ilmiy ishlar
ustida izlanishlar olib borilishiga keng yo*l ochib beryapti. IImiy adabiyotlarda va
elektron manbaalarda ragamli marketingga turli ta’riflar berilgan bo‘lib, bu esa
ushbu tushunchalarni tizimlashtirish va ularni tartibga solishni talab giladi. Quyidagi
jadval ragamli marketingga berilgan ta’riflarni mohiyatini ochib berishga xizmat
giladi (1-jadval).

1-jadval
Ragamli marketingga berilgan ta’riflar®
Ne Nomi Mazmuni
1. | Philip Kotler, Gary | Ragamli marketing — bu internet va boshga ragamli
Armstrong® texnologiyalar yordamida mijozlar bilan alogada bo‘lish va
ularni jalb qilish strategiyalarining yig‘indisidir
2. Dave Chaffey!® Ragamli marketing — bu marketing faoliyatlarining ragamli
kanallar orgali amalga oshiriladigan kompleks jarayonidir
3. Ryan Deiss, Russ Ragamli marketing — bu onlayn va ragamli vositalar yordamida
Henneberry!! marketing strategiyalarini amalga oshirish jarayonidir. U

mijozlarni jalb qilish, ularni mahsulot yoki xizmatlarga
qgiziqgtirish va ularning xarid qilish garorlarini rag‘batlantirishga

garatilgan
4. Jeff Larson, Stuart | Ragamli marketing — bu texnologik innovatsiyalar va ragamli
Draper!? vositalar yordamida mijozlar bilan alogalar o‘rnatish va o‘zaro
mulogotni davom ettirish jarayonidir
5. Sodigov S** Ragamli marketing — bu yangi texnologiyalar va ragamli

vositalar orgali mijozlar bilan alogalar o‘rnatish, brendni
yaratish va mahsulotlarni taklif etish jarayonidir

6. Toshkuziyev M** Ragamli marketing, asosan, onlayn platformalar orqali tovar va
xizmatlarni reklama qilish va sotish jarayoni sifatida ko rsatiladi

7. Raximov U*° Ragamli marketing — bu marketing faoliyatlarining ragamli
kanallar orgali amalga oshiriladigan jarayonidir

8. Xodjayev Al® Ragamli marketing — bu marketingning ragamli texnologiyalar
yordamida amalga oshiriladigan yangi shaklidir

9. Ergashev B Ragamli marketing — bu ijtimoiy tarmoglar va boshga ragamli

vositalar yordamida marketing strategiyalarini ishlab chigish va
amalga oshirish jarayonidir

8 Muallif ishlanmasi.

® Kotler, P., Armstrong, G. (2019). Principles of Marketing (17th edition). Pearson Education.

10 Chaffey, D. (2015). Digital Marketing: Strategy, Implementation, and Practice (6th edition). Pearson Education.
11 Deiss, R., Henneberry, R. (2017). Digital Marketing for Dummies (2nd edition). Wiley.

2 arson, J., Draper, S. (2015). Digital Marketing. McGraw-Hill Education.

13 Sodigov S. (2019). Ragamli Marketing: Nazariy Asoslar va Amaliyot.

14 Toshkuziev, M. (2017). Ragamli Marketing: Igtisodiy Asoslar va Rivojlanish.

15 Raximov U. (2020). Ragamli Marketing va Shaxsiylashtirish

16 Xodjayev A. (2021). Ragamli Marketing: Asoslar va Innovatsiyalar

17 Ergashev B. (2022). Ragamli Marketing va ljtimoiy Media.
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Shuningdek, o‘zbek olimlari tomonidan ragamli marketing strategiyasi ko‘plab
o‘zgaruvchan va yangilanib boradigan jarayon sifatida ta’riflanadi. U magsadli
iste’molchilarni qiziqtirish, onlayn marketing imkoniyatlarini kengaytirish,
mahsulot va xizmatlar integratsiyasini ta’minlash, shuningdek, kontent
marketingining ustuvor o‘rnini belgilab beradi. Bu strategiyalar O‘zbekistonda
ragamli texnologiyalarni go‘llashning samarali va innovatsion usulini tagdim etadi.

Muallif fikriga ko‘ra “zamonaviy marketing strategiyalari” tushunchasining
igtisodiy mazmuni bozordagi raqobat ustunligini ta’minlash, iste’molchilar bilan
emotsional va interaktiv alogalarni shakllantirish, innovatsion va moslashuvchan
garorlar gabul qilish imkonini beradigan, natijadorlik va mijozlar giymatini
maksimallashtirishga yo‘naltirilgan kompleks yondashuv asosida
takomillashtirilgan samarali marketing strategiyasidir:.

Ragamli marketing an’anaviy marketingdan farq qilib, o‘z ichiga marketing
kanallari va vositalarini gamrab oladi (2-jadval).

2-jadval
An’anaviy va ragamli marketing vositalarining turlari®
An’anaviy marketing vositalari Ragamli marketing vositalari
TV Qidiruv tizimi marketingi (Search engine marketing
- SEM)
Tashqi reklamalar (bilbord va plakatlar) Qidiruv tizimi optimizatsiyasi (Search engine
optimization - SEO)
Gazeta va jurnallar Ijtimoiy media marketingi (Social media marketing
- SMM)
Flayerlar va broshyuralar E-mail marketing
Pochta reklamalari Kontent marketing
Telefon reklamalari Omnichannel (multikanallik)
Radio Influencer marketing
Tadbirlar va homiyliklar Chatbotlar va Sun’iy Intellekt (Al)
Namoyishlar Online PR (Onlayn Jamoatchilik bilan Aloga)
Web 3 va Blockchain texnologiyalari

Ragamli marketing kanallari interaktiv ekranlar, smartfonlar, aglli qurilmalar,
web saytlar va bloglar, ijtimoiy tarmogqlar, 0‘z-0‘ziga xizmat krsatish terminallari,
QR kodlar, videohostinglar, videokameralarni o‘z ichiga olsa, an’anaviy marketing
kanallari telivideniye, radio, pochta kabi an’anaviy kanallarni o‘z ichiga oladi.
F.Kottlerning ta’kidlashicha, iste’molchilar nafaqat funksional, balki hissiy
ehtiyojlarini ham gondirishga harakat gilishni xohlaydi. Iste’molchining bunday
o‘zini o‘zi idrok etishinining asosi, zamonaviy axborot texnologiyalar, ijtimoiy
tarmoqlar, ma’lumotlarni uzatish mobil qurilmalari, axborot xizmatlariga
asoslangan odamlarning jamoaviy o‘zaro munosabatlarining yangi shakllari bilan
gamrab olinadi?®®. Shu bilan birga zamonaviy marketing tushunchasiga ham

18 D.Sh.Yuldasheva Marketing (2" module “Brand management”) tutorial— Tashkent: 2024 year, 130 pages.

19 Muallif ishlanmasi.

20 F.Kotler, Marketing 3.0. ot produktov k potrebitelyam i dalee-k chelovecheskoy dushe/F.Kotler, X.Kartadjayya,
A.Setiavan; per s angl. A.Zayakina. —M.: Alpina biznes Buks, 2012. — 240 s
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“Zamonaviy marketing — iste’molchilarni xohish va muhtojliklarini aniglashdan
boshlanib, ushbu korxona gaysi magsadli bozorlarga samarali xizmat ko‘rsatib va
ajoyib giymatni taklif etib, ular asosan korxona maqsadli iste’molchilarini egallab
hamda ushlab qolib, shuningdek, sonini ko‘paytirishga erishish bo‘yicha garor gabul
gilishdir?”, deb ta’rif berilgan.

Bizning fikrimizcha, bank-moliya xizmatlari bozorida ragamli marketing
vositalaridan gidiruv tizimi marketingi (SEM), gidiruv tizimi optimizatsiyasi (SEO),
ijtimoiy media marketingi (SMM), e-mail marketing, kontent marketing,
omnichannel (multikanallik), influencer marketing, chatbotlar va sun’iy intellekt
(Al), online PR, Web 3 va Blockchain texnologiyalaridan foydalanish magsadga
muvofiq deb topildi.

Bank marketingining zamonaviy konsepsiyasi doimiy o‘zgaruvchan moliyaviy
muhitda ragobatbardoshlikni saglab golish uchun banklar tomonidan gabul gilingan
strategik yondashuvdir??. Ushbu konsepsiya bank xizmatlari va jarayonlarini
“ajratish”, shuningdek, integratsiyalashgan bank modelini “dekonstruksiya qilish”ni
0°‘z ichiga oladi. Ushbu yangi strategik fikrlashni go‘llash orgali banklar o‘z
mijozlarining o‘zgaruvchan ehtiyojlari va afzalliklarini samarali qondirishlari
mumkin.

Bank tizimida ragamli marketing vositalaridan foydalanish mijozlar bilan
samarali munosabatlar o‘rnatish va ragobatbardoshlikni oshirish uchun muhim
ahamiyatga ega. Xorijiy mamlakatlarning tajribasi bu jarayonda gimmatli manba
bo‘lib, o‘zining ilg‘or usullari va muvaffagiyatli natijalari bilan namuna bo‘lib
xizmat giladi. Tadgiqgot ishimizda keltirildan AQSh, Janubiy Koreya va Singapur
davlat banklari ragamli marketing strategiyalarini joriy etishda innovatsion
yondashuvlardan foydalanishi mamlakatimiz tijorat banklari uchun tajriba sifatida
xizmat giladi. AQShning JP Morgan Chase, Wells Fargo kabi banklar ragamli
marketing, personalizatsiya va mijozlar tajribasiga katta e’tibor qaratadi.

Bank tizimida zamonaviy marketing strategiyalarini joriy etish, mijozlar bilan
munosabatlarni yaxshilash va ragobatbardoshlikni oshirish uchun katta imkoniyatlar
yaratadi. AQSh, Janubiy Koreya va Singapur davlatlarining tajribasi shuni
ko‘rsatadiki, ragamli marketing, shaxsiylashtirish va mijozlar tajribasini yaxshilash
orgali banklar sezilarli natijalarga erishmoqda.

Xorijiy mamlakatlarning ilg‘or texnologiyalari va innovatsion yondashuvlari
bank xizmatlarini ragamli platformalar orgali kengaytirish, mijozlarning
ehtiyojlarini yaxshirog qondirish va tezkor xizmat ko‘rsatish imkonini beradi.
Shuningdek, shaxsiylashtirish va ragamli marketing strategiyalari mijozlar bilan
yanada yaqinroq alogalar o‘rnatishga yordam beradi, bu esa ularning sadogatini
oshiradi. O‘zbekiston bank tizimi ham ushbu tajribadan foydalanib, zamonaviy
marketing strategiyalarini joriy etish orgali raqobatbardoshlikni oshirishi va mijozlar
bilan samarali munosabatlar o‘rnatishi magsadga muvofiq bo‘ladi. Bu jarayonda
raqamli marketingga investitsiya qilish, mijozlarning individual ehtiyojlariga e’tibor

21 “Marketing asoslari”. Sh.Dj.Ergashxodjayeva, M.A.Yusupov, S.B.G*oyipnazarov, I.B.Sharipov -Toshkent:
“Innovatsion rivojlanish nashriyot-matbaa uyi”, 2021. -244 b.

22 Keskar, M Y., & Pandey, N. (2018, May 29). Internet banking: a review (2002—-2016). Taylor & Francis.
https://doi.org/10.1080/15332861.2018.1451969
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garatish va zamonaviy texnologiyalardan foydalanish muhim ahamiyat kasb etadi.

Dissertatsiyaning ikkinchi bobida “Ragamli marketing vositalaridan
foydalanish holatini tahlil gilish va baholash” belgilab olingan bo‘lib, asosiy
e’tibor O‘zbekistonda raqgamli marketing vositalaridan foydalanish holatini tahlili va
raqamli marketing vositalari orqali bank xizmatlari rivojlanishiga ta’sir etuvchi
omillarni baholashga garatilgan.

O‘zbekistondagi tijorat banklari mamlakat igtisodiyotini rivojlantirishda hal
giluvchi rol o‘ynaydi. Bank sektori rivojlanib borar ekan, banklar mijozlarni jalb
gilish va ushlab turish, ularning bozordagi ishtirokini kuchaytirish va
ragobatchilardan ajralib turish uchun turli marketing strategiyalaridan tobora
ko‘proq foydalanmoqgda. O‘zbekiston iqtisodiyoti bozorni liberallashtirish, xorijiy
investitsiyalarni jalb etish va bank sektorini modernizatsiya gilishga garatilgan
islohotlar tufayli bargaror o‘sib bormoqda. Banklar mijozlar bilan muloqot qilish,
mahsulotlarni reklama gilish va mijozlarga xizmat ko‘rsatish uchun Facebook,
Instagram va Telegram kabi ijtimoiy media platformalaridan faol foydalanib
kelmoqda.

banerlar, ko'rgazmalar | 10%
mahalliy saytlar(daryo.uz, kunuz } 20%
youtube | 15%
bloglar | 10%
e-mail | 15%
vandex direct | 10%
google reklamalar | 50%
boshqa elektron saytlar f 5%
linkedin | 10%
tik-tok | 20%
facebook | 25%

instagram | 40%

0 10 20 30 a0 50
2-rasm. Toshkent shahrida xizmat ko‘rsatuvchi subyektlar tomonidan

foydalanilayotgan ragamli marketing kanallari
(2024-yil holatiga ko‘ra)?

Toshkent  shahrida  xizmat  ko‘rsatuvchi  subyektlar ~ tomonidan
foydalanilayotgan ragamli marketing kanallari bo‘yicha 2024-yilda olib borilgan
tadgiqotlar natijasiga ko‘ra, Instagram platformasi eng mashhur bo‘lib, ko‘plab
tadbirkorlar va xizmat ko‘rsatuvchilar uchun asosiy reklama vositasi hisoblanadi va
40 % foydalanuvchilar ushbu platformadan ish faoliyatlari davomida foydalanadilar.
Qidiruv tizimlari reklamalari orasida Google Ads yetakchi bo‘lib, 50% subyektlar
undan foydalanmoqda. Google Ads orgali magsadli auditoriyaga yetib borish

23 Muallif ishlanmasi.
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imkoniyati yuqori bo‘lgani uchun keng qo‘llanilmogda. Facebook platformasi
ko‘proq kattarog auditoriyani jalb qilish uchun ishlatiladi va 25 % subyektlar
tomonidan foydalaniladi. Yosh avlodni jalb gilish uchun TikTok’da 20 % subyektlar
video kontent ishlab chigmoqda. Professional xizmat ko‘rsatuvchilar, B2B
kompaniyalar LinkedIn orgali biznes alogalarini mustahkamlash va professional
tarmogni rivojlantirish magsadida foydalanadi. Ushbu platformadan 10 %
subyektlar foydalanmoqgda. Bundan tashgari E-mail Marketing, Video Marketing,
Mahalliy va Onlayn OAV kabi kanallar ham samarali foyda keltirmoqda.

3-jadval
Tijorat banklarining ragamli marketing kanallaridan (ijtimoiy tarmoq)

foydalanishi bo‘yicha eng yaxshi 8 ta banki, (2024-yil iyul oyi holatiga ko‘ra)*
Ne | Tijorat banklar Instagramda | Intagramda | Telegramda | Telegramda
obunachilar = xabarlar soni = obunachilar = xabarlar soni

soni soni
1. Orient Finans 161 000 1706 16 234 2234 rasm/
350 video
2. Ipak yo‘li banki 39 000 1611 15 964 950 rasm/
163 video
3. Kapitalbank 66 400 958 19 192 839 rasm/
82 video
4, O*“zmilliybank 22 700 1188 16 234 2234 rasm/
350 video
5. Agrobank 27 000 564 44 258 893 rasm/
184 video
6. Ipoteka bank 30 400 1087 45739 2530 rasm/
244 video
7. Turonbank 19 200 1112 7 852 1111 rasm/
691 video
8. Asakabank 55100 976 15990 2029 rasm/
186 video

Hozirgi kunda tijorat banklari faoliyatini ijtimoiy tarmoqlarda kuzatib
borayotgan obunachilar soni ortib bormoqda. Obunachilar soni bo‘yicha Orient
Finans bank boshga banklarga nisbatan Instagram platformasida peshgadamlik
gilmoqda. Telegram sahifasda esa Ipoteka bank va Agrobank nisbatan ko‘proq
obunachilarga masofaviy xizmat ko‘rsatishda davom etmoqda. Tadqiqot natijalariga
ko‘ra banklar ijtimoiy tarmoqlarda uzluksiz foto, video, audio va boshqa turli xildagi
axborotlarni ulashishda davom etmoqda. Shuni ta’kidlab o‘tishimiz kerakki, tijorat
banklari tomonidan joylanayotgan har bir xabar sifatliligi muhim rol o‘ynaydi.
Tijorat banklari tomonidan tagdim qilinayotgan ragamlashtirilgan bank
operatsiyalari, masofaviy xizmatlar, mobil banking ilovalari va boshga turli xildagi
xizmatlar taqdim qilish bo‘yicha faollik gilishmoqda.

O‘zbekiston Respublikasi Markaziy bankining 2020-2023-yillardagi statistik
ma’lumotlariga ko‘ra, aholiga ko‘rsatiladigan bank xizmatlari hajmi izchil o‘sib
borgan. 2020-yilda umumiy xizmat hajmi 200 mlrd so‘mni tashkil gilgan bo‘lsa, bu

24 |jtimoiy tarmoq kuzatuvlari asosida muallif ishlanmasi.
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ko‘rsatkich 2023-yilga kelib 280 mlrd so‘mga yetgan. Kredit hajmi ham shunga mos
ravishda 150 mird so‘mdan 210 mird so‘mga oshgan. Depozitlar hajmi esa 50 mird
so‘mdan 70 mlird so‘mga ko‘tarilgan. Yillik o‘sish sur’ati esa 2020- va 2021-yillarda
10 % bo‘lgan bo‘lsa, 2022-yilda 13,6 %ga ko‘tarilgan va 2023-yilda 12 %ni tashkil
gilgan. Bu ma’lumotlardan kelib chigib, O°zbekiston bank sektorining bargaror
rivojlanayotganini ko‘rishimiz mumkin.

O<zbekiston Respublikasida bank xizmatlari hajmi so‘nggi yillarda sezilarli
tarzda oshganini guvohi bo‘lamiz. Xususan, tijorat banklaridagi umumiy Xxizmatlar
hajmi, kredit hajmi, depozitlar va boshga bank xizmatlari hajmining keskin
ko‘tarilganini ko‘rishimiz mumekin.

—e— Umumiy Xizmat Hajmi (mlird UZS),* -®- Yillik O'sish Sur'ati (%)
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3-rasm. O‘zbekiston Respublikasida bank xizmatlari hajmi
(2016-2024-yillar, mlrd so‘mda)®

Yugoridagi 3-rasmda 2016-yildan 2024-yilgacha O‘zbekiston Respublikasida
aholiga ko‘rsatiladigan bank xizmatlari hajmi va o‘sish sur’ati tasvirlangan. Statistik
ma’lumotlarga ko‘ra umumiy Xxizmat hajmi 2016-yilda 100mlrd so‘m bo‘lgan
bo‘lsa, 2024-yilga kelib bu ko‘rsatkich 310 mlrd so‘mga yetgan. Shuni ham
ta’kidlab o‘tish kerakki, kredit hajmi 2016-yilda 75 mird so‘mni tashkil etgan bo‘lsa,
2024-yilga kelib bu ko‘rsatkich 235 mlird so‘mga, 3 barobardan ko‘prog oshganini
ko‘rishimz mumkin. Depozitlar hajmi 2016-yilda 25 mird so‘m bo‘lgan bo‘lsa,
2024-yilga kelib 75 mlrd so‘mga yetgan. Yillik o‘sish sur’ati 2016-yilda 10 %
bo‘lganini ta’kidlasak, 2018- va 2019-yillarda ancha yuqori bo‘lib, 2020-yildan
2024-yilgacha yana 10-13 % oralig‘ida izchil bo‘lib golgan. Yuqoridagi rasmdan
ko‘rinib turibdiki, O°‘zbekistonda bank xizmatlari hajmi, kreditlar hajmi va
depozitlar hajmi izchil ravishda oshib boryapti. Har yili o‘sish sur’ati bir oz o‘zgarib
turgan bo‘lsa-da, umumiy trend doimiy o‘sishni ko‘rsatmoqda. Bu O‘zbekistonning

25 https://cbu.uz/en/statistics/
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bank sektori rivojlanayotganligini va aholining bank xizmatlariga bo‘lgan talabi
oshayotganligini ko‘rsatadi.

Shu o‘rinda, hozirgda bank xizmatlari bozorini yanada rivojlantirish va
modernizatsiya qilish maqgsadida an’anaviy marketing strategiyalaridan tashqari
zamonaviy yondashuvlarga asoslangan marketing strategiyalarini go‘llash muhim
ahamiyat kasb etmoqda. Bu mijozlar ogimining ko‘payishi va banklar tushumining
keskin oshishiga sabab bo‘ladi.

Zamonaviy marketing strategiyasi bu an’anaviy marketing yondashuvlaridan
fargli ravishda, ragamli texnologiyalar, iste’molchilarning xulg-atvori va bozor
talablariga asoslangan marketing usullarini o‘zida mujassam etuvchi, ragamli
ma’lumotlarga asoslangan qarorlar gabul qilish, mijozlar bilan uzoq muddatli
alogalar o‘rnatish va moslashuvchan yondashuv tamoyillariga asoslangan samarali
marketing strategiyasidirz. Zamonaviy marketing strategiyasi doimiy ravishda
o‘zgaruvchan va rivojlanayotgan bozor sharoitlariga moslashishni talab giladi.
Yangi texnologiyalarni va tendensiyalarni kuzatib borish, ma’lumotlarga asoslangan
garorlar gabul qilish va mijozlar bilan doimiy alogada bo‘lish zamonaviy
marketingning muhim jihatlaridan hisoblanadi.

O<zbekiston Respublikasida tijorat banklarida bank xizmatlar darajasi hamda
marketing xizmatlarini darajasini aniglash magsadida so‘rovnoma tashkil gilindi.
So‘rovnoma 15 ta savoldan iborat. Savollar xalgaro tajribalarni hisobga olib bank
xizmatlarida marketing xizmatlarini inobatga olgan holda ishlab chigilgan.
So‘rovnomada 176 ta respondent gatnashib, uning representativligi ham inobatga
olindi.

Bank mijozlarining bank xizmatidan foydalanishiga asosiy sabablari foiz
stavkalari, mahsulot xizmatlari (masalan, mobil banking, kredit imkoniyatlari),
marketing va reklama, mijzolarga xizmat ko‘rsatish hamda bankning obro‘ va
ishonchliligini o‘z ichiga oladi.

4-jadval
So‘rovnomada gatnashgan respondentlarning bank xizmatlarini tanlashiga
ta’sir etuvchi omillar?’

Bank mabhsulotlarini tanlashingizga qaysi | Jinsingiz

omillar ko‘proq ta’sir giladi? Ayol Erkak Umumiy
Foiz stavkalari va to‘lovlar 30 47 77
Mahsulot  xususiyatlari ~ (masalan,  mobil | 11 16 27
banking, kredit imkoniyatlari)

Marketing va reklama 3 6 9
Mijozlarga xizmat ko ‘rsatish 25 25 50

Obro* va ishonchlilik 8 5 13

Total 77 99 176

Moliyaviy bozorda shakllanadigan talab va taklif kesishmasi ikki tomon ham
o‘z foydalarini maksimallashtirishdan kelib chigadi. Bank va mijoz uchun har
ganday holda foyda olish foiz stavkadan kelib chigadi, shuning uchun bank

26 D.Sh.Yuldasheva Marketing (2" module “Brand management”) tutorial— Tashkent: 2024 year, 130 pages.
2" To’plangan ma’lumotlar asosida muallif ishlanmasi
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xizmatlarini tanlashda eng muhim omil bu foiz stavka hisoblanadi, so‘rovnoma
natijasi ham mazkur gipotezani tasdiglamoqda.

So‘rovnomada gatnashgan 77 respondent bank xizmatlaridan foydalanishda
foizlar omilini muhimligini ko‘rsatishgan, fikrimizcha, bank xizmatlari marketingini

har ganday vositasida foizlar asosiy magsad bo‘lishi talab etiladi.

Marketingda reklama qgilishning bir nechta asosiy vositalari keng qo‘llaniladi
xususan, bank xizmatlarini reklama gilishda hozirgi kunda ijtimoiy tarmoglardan

faol foydalanilmoqda.

5-jadval

So‘rovnomada gatnashgan respondentlarning bank xizmat turlariga oid
xabar va takliflar bo‘yicha reklamalar turlari bo‘yicha ma’lumot®®

Bank xizmat turlariga oid xabar va takliflar | Jinsingiz

bo‘yicha reklamalarni ganday turlari Ayol Erkak Umumiy
Ashyoviy tovar bezagidagi reklama 1 0 1
Bank mobil ilovasi, internet portallar 18 24 42
Bosma reklama (gazeta, jurnal, buklet) 1 0 1
Ijtimoiy messendjerlar (Telegram, Watsapp) 14 19 33
ljtimoiy  tarmoglar  (Facebook,  Twitter, o5 34 59
Instagram)

Mobil marketing reklamasi (Sms, mms) 5 8 13
Radio, televideniye reklamasi 6 2 8
Transport vositalaridagi reklamalar 2 3 5
Video portallar (You tube, My tube) 5 9 14
Total 77 99 176

So‘rovnomada gatnashgan respondentlardan 59 kishi bank xizmat turlariga oid
xabar va takliflar bo‘yicha reklamalarni ijtimoiy tarmoglar, jumladan, Facebook,
Twitter, Instagramdan olishi ma’lum bo‘ldi.

Bank mobil ilovasi, internet portallari orgali bank xizmat turlariga oid xabar va
takliflar bo‘yicha reklamalarni 176 respondentdan 42 tasi, ya’ni foiz hisobida 24 %
kuzatib borishi aniglandi.

Bu esa o‘z navbatida hozirgi kunda bank xizmatlari bo‘yicha reklamalar
ko‘prog ragamli texnologiyalar ta’sirida yetkazilinayotganligi oydinlashdi,
marketologlardan mazkur segmentda doimiy faollik talab gilinishi tabiiy hol sifatida
garalishi, SMM xizmatlari ortib borayotganligi bilan izohlanadi.

Banklar mijozlarga 24/7 xizmat ko‘rsatishni tashkil gilishlari, shuningdek,
tezkor va samarali xizmatlar yaratishlari zarur. Mijozlar bilan doimiy alogada
bo‘lish, ularning ehtiyojlarini aniglash va ularga eng yaxshi yechimlarni taklif gilish
muvaffaqgiyatli marketingning asosiy gismidir.

Feedback tizimlarini joriy etish orgali mijozlarning fikrini muntazam ravishda

28 To’plangan ma’lumotlar asosida muallif ishlanmasi
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olish va xizmat sifatini doimiy ravishda yaxshilash zarur. Bu bankning mijozlar bilan
uzoq muddatli alogalarini mustahkamlaydi va ularning ishonchini oshiradi.

Banklar o‘z reklama kompaniyalarini fagat ragamli vositalarga garatmasdan,
balki ommaviy reklama vositalari va mahalliy tadbirlarda ishtirok etishga ham
e’tibor garatishlari kerak. Ommaviy reklama orqali banklar oz xizmatlarini keng
auditoriyaga tagdim etishlari mumkin.

Televizor, radio va gazetalar orqali bank xizmatlarini kengroq targ‘ib qilish va
yangi mijozlarni jalb gilish mumkin. Shuningdek, banklar mahalliy festivallarda,
sport tadbirlarida va boshga jamiyat faoliyatlarida ishtirok etishlari, mijozlar bilan
bevosita alogada bo‘lishlari zarur.

Banklar, shuningdek, sponsorlash va xayriya tadbirlarida faol ishtirok etish
orgali o°z brendini ijobiy nugtayi nazardan ko‘rsatishlari mumkin.

Ragamli marketing tizimini takomillashtirishda yugoridagi model bank
xizmatlari bozoridagi mijoz xatti-harakatlarini aniglash va ularni magsadli
segmentlarga ajratishning nazariy asosini tashkil etadi. Klasterlash jarayonida
mijozlarning demografik, xulgiy va raqamli faollik ma’lumotlari o‘zaro bog‘langan
ko‘p o‘Ichovli vektorlar sifatida tahlil gilinadi. Sun’iy intellekt asosidagi algoritmlar
(masalan, K-means yoki iyerarxik klasterlash) orgali shakllantirilgan segmentlar har
bir mijoz toifasiga mos individual marketing strategiyalarini ishlab chigish imkonini
beradi. Shu tarzda, bank xizmatlarida ragamli vositalar (ijtimoiy tarmoqlar, mobil
ilova, onlayn reklama)ning nisbiy ta’siri aniq modellashtiriladi va bank
marketingining umumiy samaradorligi oshiriladi. Ushbu modelning amaliy tatbiqi
“O‘zmilliybank™ AJ misolida tasdiglanib, mijoz profillashtirish aniqligini 35-40
foizgacha oshirgani, natijada marketing xizmatlaridan foydalanish samaradorligi
17,4 foizga ko‘tarilganligi bilan asoslanadi.

Xulosa qilib aytganda, bank xizmatlari marketingining umumiy Xususiyati
mijozlarni foizlar orqgali jalb gilib, so‘ng uni doimiy mijozga aylantirishi mumkin.
Shuningdek, bank xizmatlari marketingi bankning barcha xizmatlari uchun offline
va online xizmatlari uchun amalga oshiriladi. Matematik va statistik formulalarga
asosan 95 foiz ishonch intervali bo‘yicha hozirgi kunda Respublika aholisidan bank
xizmatlaridan foydalanuvchilarning 60 foizidan 80 foizigacha gandaydir son qoyib
bo‘lganlar mobil ilovasidan keng va samarali foydalanmoqgda. Bu esa o‘z navbatida
bank xizmatlari marketingini ham mazkur tendensiyaga moslashishi zarurligini
anglatadi.

Dissertatsiyaning “Raqgamli marketing vositalarini rivojlantirish yo‘llari”
deb nomlangan uchinchi bobida ragamli marketing vositalarini bank Xxizmatlari
bozorida qo‘llash yo‘nalishlari, ragamli marketing vositalaridan innovatsion
yondashuvlar asosida bank tizimida foydalanish imkoniyatlari va Ragamli
marketing vositalari orgali bank xizmatlarini rivojlanishini  ko‘p omilli
prognozlashni takomillashtirish yoritib berilgan.

Tijorat banklari iste’molchilarning xizmatlarga bo‘lgan talabni real baholash,
auditoriyani yaxshi tushunish, pul yo‘qotish xavfini kamaytirish, rejalar
takrorlanishining oldini olish, bozor ulushini aniglash, inson resurslarini
optimallashtirish, magsadga erishish uchun zarur bo‘lgan harakatlarni aniq
belgilash, zamonaviy marketingning eng samarali vositalarini tanlash, reklama
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byudjetidan oqilona foydalanish, jamoani birlashtirish va harakatning yagona
yo‘nalishini belgilash uchun ham zamonaviy marketing strategiyalarini ishlab
chiqgish usullarini takomillashtirish muhimdir.

| SEGMENTATSIYALASH VA SHAXSIYLASHTIRISH

RAQAMLI VA MOBIL BANKING

KONTEKSTLI MARKETING

IJTIMOIY MEDIA MARKETINGI (SMM)

QIDIRUV MEXANIZMINI OPTIMALLASHTIRISH (SEO)

MIJOZ TAJRIBASINI YAXSHILASH (CX)

4-rasm. Tijorat banklari go‘llashi kerak bo‘lgan ragamli marketing
strategiya turlari®

Bizning fikrimizcha, bank moliya xizmatlari bozorida zamonaviy marketing
strategiyasining quyidagi turlaridan-segmentatsiyalash va shaxsiylashtirish
(segmentation and personalization), ragamli va mobil banking (digital and mobile
banking), kontekstli marketing (content marketing), ijtimoiy media marketingi
(social media marketing), gidiruv mexanizmini optimallashtirish (search engine
optimization), mijozlar tajribasini yaxshilash (customer experience enhancement) va
innovatsion texnologiyalardan foydalanish magsadga muvofiq, deb topildi.

Bizning fikrimizcha, tijorat banklarida ragamli transformatsiya sharoitida
innovatsion marketing strategiyalariga ta’sir qiluvchi (influencer) marketing,
kontaktsiz banking xizmatlari (AR-augmented reality va VR-virtual reality), sun’iy
intellekt va ovozli marketing (AI/VM), hayajonli va interaktiv marketing
(immercive/interactive), mahsulotni shaxsiylashtirish (hyper personalization),
mijozlar ishtirokiga asoslangan marketing (customer engagement), ekologik va
ijtimoiy mas’uliyat marketingi (socio-ecological) va Blockchain va Web 3
texnologiyalari marketingi vositalarini qo‘llash samarali foyda berishini
ko‘rishimiz mumkin. Quyidagi 6-jadvalda ragamli marketing vositalari va ularning
mazmun-mohiyati yoritilganini ko‘rishimiz mumkin.

29 Muallif ishlanmasi.
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6-jadval

Ragamli marketing vositalari va ularning mazmuni

Marketing strategiyalari
nomi

Mazmuni

IM-influencer marketing
(Ta’sir qiluvchi
marketing)

Mabhsulot yoki xizmatni targ‘ib qilish uchun ta’sir kuchiga ega
bo‘lgan shaxslar (blogerlar, mashhurlar, ekspertlar) orqali
amalga oshiriladigan marketing strategiyasidir

Kontaktsiz banking
xizmatlari (AR-
augmented reality) va
(VR-virtual reality)

Mijozlarga bank xizmatlaridan foydalanish uchun shaxsan
bankka tashrif buyurishga hojat goldirmaydigan tizimdir

Sun’iy intellekt va ovozli
marketing (Al-artificial
intelligence and VM-
voice marketing)

Al mijozlar bilan alogani avtomatlashtirish, shaxsiylashtirish

va optimallashtirish imkonini bersa, ovozli marketing ovozli

buyruglar va interaktiv texnologiyalar orgali auditoriyani jalb
gilishga yordam beradi

Hayajonli va interaktiv
marketing (IM-
immersive and

interactive marketing)

Mijozlarni to‘liq virtual yoki aralash haqigat muhitiga jalb
qilish orqali brend bilan yanada yaqinroq bog‘lanishini
ta’minlaydi

Mabhsulotni
shaxsiylashtirish (HP-
hyper personalization)

Sun’iy intellekt (Al), katta ma’lumotlar (Big Data) va real
vaqt tahliliga asoslangan yondashuv bo‘lib, har bir mijozning
individual ehtiyojlari va xohishlariga moslashtirilgan
mahsulot yoki xizmatlarni taklif gilish jarayonidir

Mijozlar ishtirokiga
asoslangan marketing
(CEM- customer
engagement marketing)

Mijozlar bilan uzoq muddatli, mustahkam va interaktiv
aloqalar o‘rnatish orqali ularning brendga bo‘lgan sadogatini
oshirishga garatilgan marketing strategiyasi

Ekologik va ijtimoiy
mas’uliyat marketingi
(SEM-socio-ecological

Biznes va tashkilotlarning atrof-muhit va jamiyat oldidagi
javobgarligini hisobga olgan holda marketing strategiyalarini
olib borishidir

marketing)
Blockchain va Web3 Blockchain — bu markazlashmagan (decentralized), shaffof va
Marketing o‘zgartirib bo‘lmaydigan ragamli reyestr texnologiyasidir.

Web3 — bu blokcheyn, markazlashmagan ilovalar (DApps),
tokenizatsiya va smart-kontraktlar asosida qurilgan yangi
internet modelidir

Bank xizmatlari sohasida ragamli marketing vositalaridan foydalanish nafagat
yangi mijozlarni jalb gilish, balki mavjud mijozlar bilan uzog muddatli va samarali
munosabatlarni shakllantirishda muhim ahamiyat kasb etadi. Ushbu jarayonda
ragamli marketing, shaxsiylashtirilgan xizmat ko‘rsatish, mijozlar segmentatsiyasi
va sun‘iy intellekt kabi innovatsion yondashuvlar asosiy o‘rinni egallaydi.

Ragamli texnologiyalar, jumladan, keng targalgan kontaktsiz xizmatlar, bank
xizmatlari bozorida ingilob gilmoqgda. O‘zbekiston Respublikasi bank xizmatlari

80 Muallif ishlanmasi.
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bozorida e’tibor raqamli texnologiyalarni faol qo‘llab-quvvatlashga, jumladan,
Augmented Reality (AR) va Virtual Reality (VR) texnologiyalaridan
foydalanish orgali mijozlarga yanada qulay va innovatsion xizmatlarni taklif
etishga garatilgan. Ushbu texnologiyalar bank xizmatlari uchun yangi imkoniyatlar
yaratib, mijozlar bilan o‘zaro alogalarni yaxshilashga yordam berishi ko‘zda
tutilgan.

Sun’iy intellekt (Al) va ovozli marketing (Voice Marketing - VM) so‘nggi
yillarda ragamli marketingda Kkatta o‘zgarishlarga sabab bo‘Imogda. Bu
texnologiyalar bank xizmatlari sohasida yangi imkoniyatlar yaratib, mijozlar bilan
o‘zaro alogani yanada samaraliroq gilishga yordam bermoqda. Al va VM
banklarga  mijozlar  ehtiyojlarini  yaxshiroq  tushunishga, xizmatlarni
shaxsiylashtirishga va o‘zgaruvchan bozor sharoitida ragobatbardoshlikni
oshirishga imkon yaratmogda. O‘zbekiston Respublikasidagi tijorat banklari uchun
bu texnologiyalarni joriy etish katta afzalliklarga ega. Jumladan, Sl yordamida
mijozlarga onlayn chat-botlar orgali 24/7 yordam taqdim etish mumkin bo‘lsa,
ovozli marketing (VM) yordamida mijozlar bank xizmatlari hagida tez va oson
tarzda ma’lumot olishlari mumkin bo‘ladi. Mijozlar ovozli yordamchi orgali o‘z
hisoblari hagida savollar berishlari, yangi kredit yoki depozit mahsulotlari haqgida
so‘rashlari mumkin. Ovozli yordamchi, mijozlarning so‘rovlariga to‘g‘ridan-
to‘gri javob beradi, bu esa mijozlarga qulaylik yaratadi. Shuningdek, imkoniyati
cheklangan mijozlarga xizmatlardan foydalanish imkoniyati yanada ortadi.

7-jadval
Hozirgi vagatdagi raqamli marketing vositalari qo‘llanilish holati*

tagdimoti (AR)

Hozirgi kundagi muammo AR va VR | Muammoni bartaraf etish
go‘llanilish imkoniyati
holati
Mijozlarga xizmatlarning noaniqg | Mijozlar bilan | Mijozlarga  xizmatlar 3D
tushuntirilishi va murakkabligi interaktiv xizmat | ko‘rinishida taqdim etilishi,

interaktiv formatda tushuntirish
va ko‘rsatmalar berilishi

Mijozlarga kredit olish va boshga
bank xizmatlari bo‘yicha
ma’lumotlarning yetishmasligi

Masofaviy
ta’lim va
treninglar (VR)

Bank xizmatlari hagida batafsil
ma’lumotlarni VR yordamida
tajriba  sifatida  o‘rgatish,
masalan, kredit olish jarayonini
virtual tarzda ko‘rish

Bank filiallariga borishga
imkoniyati bo‘lmagan yoki chekka
hududlarda yashovchi mijozlarga
xizmat ko‘rsata olmaslik

Virtual filiallar
va xizmatlar
(VR)

Virtual filiallar orgali mijozlar
bank xizmatlaridan masofadan,

ularning  xohishiga  ko‘ra
foydalanish imkoniyatini
yaratish

Bugungi globallashuv va ragamli transformatsiya sharoitida bank tizimining

81 Muallif ishlanmasi.
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bargarorligi va uning moliyaviy salohiyati igtisodiy o‘sishning asosi bo‘lib xizmat
gilmogda. Aynigsa, tijorat banklari faoliyatining samaradorligi bevosita ularning
resurslar bazasining likvidligi va boshqaruvdagi aniqlik darajasiga bog‘liqdir. Bank
resurslarining harakatlanishini bashoratlash orgali nafagat ichki moliyaviy
siyosatni optimallashtirish, balki risklarni minimallashtirish va marketing
strategiyalarini ongli asosda shakllantirish imkoniyati yaratiladi.

Zamonaviy prognozlash metodlarining, jumladan, ARIMA (Autoregressive
Integrated Moving Average), ARDL (Autoregressive Distributed Lag), MLE
(Maximum Likelihood Estimation) hamda kointegratsion testlarning go‘llanilishi
orgali bank xizmatlarining rivojlanishini sifat jihatidan yangi bosgichga olib
chigish mumkin. Aynan shu tamoyillardan kelib chiqgib, ushbu bobda zamonaviy
ekonometrik modellar asosida bank aktivlarining likvidliligi va ularning
kelajakdagi dinamikasini prognozlash bo‘yicha izchil ilmiy yondashuv taklif
gilinadi.

ARDL modeli statsionar bo‘lmagan o‘zgaruvchilar bilan ishlashda va
kointegratsiya tahlillarini o‘tkazishda aynigsa gimmatlidir?. An’anaviy regressiya
modellari statsionar bo‘lmagan ma’lumotlar uchun mos emas, chunki ular ishtirok
etadigan o‘zgaruvchilar bargaror munosabatlarga ega, deb taxmin gilinadi.

l m l

Yo = Bor + ZB1iX1t—1 + Z.Bzixzt_l + 2[33iX3t_1
T 0 T

Ko‘rsatkichlarning nolinchi tartibli integrallashgan qatori statsionar bo‘lishi
eng Kkichik kvadratlar metodi bo‘yicha regressiya modelidan foydalanish
imkoniyatini beradi. Agar barcha birinchi tartibli gatorda statsionar deb garor gilinsa
ishonchlikka garab regressiya yoki ARDL qo‘llanilishi mumkin.

Tanlab olingan ARDL modeli bo‘yicha hisoblangan 8 Yyillik prognoz
natijalarini quyidagicha talgin gilishimiz mumkin (8-jadval).

8-jadval
“O¢<zmilliy bank” AJ ko‘rsatkichlarining ARDL metodi orgali
2026-2030-yillardagi prognoz giymatlari, mlrd so‘m®
Yillar | Depositlar, mird so‘m | Kreditlar, mird so‘m
Hagigatda
2025 | 37977 | 108593
Prognoz giymatlari

2026 43854 117250

2027 50142 128637

2028 58324 139874

2029 67530 150234

2030 78523 159874

32 Ghouse, Ghulam, Saud Ahmed Khan, and Atig Ur Rehman. "ARDL model as a remedy for spurious regression:
problems, performance and prospectus.” (2018): 1-29.
33 ARDL modeli asosida muallif tomonidan ishlab chigilgan.
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ARDL metodi asosida olib borilgan tahlilimiz, uning ahamiyatliligini bir gator
testlarda, xususan, Dickey-Fullar, Portmanteau, Brosh-Pagan testlari asosida to‘liq
tekshirilib, prognoz giymatlarini ishonchli ekanligi tasdiglandi.

Bank xizmatlari sohasida zamonaviy marketing strategiyalaridan foydalanish
nafagat yangi mijozlarni jalb qgilish, balki mavjud mijozlar bilan uzog muddatli va
samarali munosabatlarni shakllantirishda muhim ahamiyat kasb etadi. Ushbu
jarayonda ragamli marketing, shaxsiylashtirilgan Xizmat Kko‘rsatish, mijozlar
segmentatsiyasi va sun’iy intellekt kabi innovatsion yondashuvlar asosiy o‘rinni
egallaydi.

XULOSA

Zamonaviy marketing strategiyalaridan foydalanishni takomillashtirish
mavzusidagi ilmiy-tadgiqot ishi asosida olingan natijalar tahlilida quyidagi ilmiy
xulosa va tavsiyalar ilgari suriladi:

1. Marketing bo‘yicha olib borilgan tadgigotlarga ko‘ra, marketingning asosiy
jihatlari, ragamli marketing vositalari tushunchasining evolyutsiyasi va marketing
vositalariga berilgan zamonaviy ta’riflarga e’tiborimizni qaratishimiz lozim.
Ragamli marketing vositalari mamlakatimizda faoliyat yuritayotgan tijorat banklari
faoliyatida qo‘llanilishiga ehtiyoj bildirmogda. Ragamli marketing an’anaviylikdan
fargli ravishda butunlay ragamli texnologiyalarga va kreativlikka yo‘naltirilgan
yondashuv deb xulosa gilishimiz mumkin.

2. O‘zbekistonning marketing sohasida go‘llanilayotgan an’anaviy va ragamli
vositalar qo‘llanilish uyg‘unligi bilan ajralib turishi, ularning har biri turli
iste’molchilar segmentlarini gamrab olishda hal giluvchi rol o‘ynayotganini
ko‘ramiz. Shu o‘rinda, ishlab chigarish hamda xizmat ko‘rsatish sohasida marketing
vositalarini go‘llash samaradorligi ilmiy asoslanib, mamlakatimiz ushbu ilmiy
yondashuvlar asosida marketing vositalarini tushunish, ishlab chigish va amalga
oshirishda muhim ahamiyat kasb etmoqda. O‘zbekiston rivojlanishda davom etar
ekan, bargaror o‘sish va muvaffagiyat uchun marketingni rivojlantirishga garatilgan
iIlmiy yondashuvlar, amaliyotidagi moslashuv va innovatsiyalar muhim hisoblanadi.

3. Ragamli  marketing vositalari asosida bank xizmatlari bozorini
rivojlantirishning uslubiy asoslari moliya institutlarining bargaror o‘sishi va
muvaffagiyati uchun hal giluvchi ahamiyatga egaligini ta’kidlashimiz zarur.
Ragamli transformatsiyani qo‘llash, ma’lumotlar tahlilidan foydalanish va
mijozlarga yo‘naltirilgan yondashuvlarga ustuvor ahamiyat berish orqgali banklar
o‘zlarining bozordagi ishtirokini oshirishlari va igtisodiy rivojlanishga sezilarli hissa
go‘shishlari mumkinligini ko‘rishimiz mumkin. Bank sohasi rivojlanishda davom
etar ekan, ragamli marketing vositalarining qo‘llanilishi va mijozlar ehtiyojini
gondirish mamlakat igtisodiy bargarorligining asosiy omili bo‘lib goladi.

4. Xorijiy mamlakatlarning ilg‘or texnologiyalari va innovatsion yondashuvlari
bank xizmatlarini ragamli platformalar orgali kengaytirish, mijozlarning
ehtiyojlarini yaxshirog qondirish va tezkor xizmat ko‘rsatish imkonini beradi.
Shuningdek, shaxsiylashtirish va ragamli marketing strategiyalari mijozlar bilan
yanada yaginrog alogalar o‘rnatishga yordam beradi, bu esa ularning sadogatini
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oshiradi. O‘zbekiston bank tizimi ham ushbu tajribadan foydalanib, zamonaviy
marketing strategiyalarini joriy etish orgali ragobatbardoshlikni oshirishi va mijozlar
bilan samarali munosabatlar o‘rnatishi magsadga muvofig bo‘ladi. Bu jarayonda
raqamli marketingga investitsiya qilish, mijozlarning individual ehtiyojlariga e’tibor
garatish va ragamli texnologiyalardan foydalanish muhim ahamiyat kasb etadi.

5. Iste’molchilarning xulg-atvorini o‘rganish jarayonida Toshkent shahrida
xizmat ko‘rsatuvchi subyektlar tomonidan foydalanilayotgan ragamli marketing
kanallari bo‘yicha 2024-yilda olib borilgan tadgigotlar natijasiga ko‘ra, Instagram
platformasi eng mashhur bo‘lib, ko‘plab tadbirkorlar va xizmat ko‘rsatuvchilar
uchun asosiy reklama vositasi hisoblanadi va 40 % foydalanuvchilar ushbu
platformadan ish faoliyatlari davomida foydalanadilar. Qidiruv tizimlari reklamalari
orasida Google Ads yetakchi bo‘lib, 50 % subyektlar undan foydalanmogda. Google
Ads orgali magsadli auditoriyaga yetib borish imkoniyati yuqgori bo‘lgani uchun
keng go‘llanilmoqgda. Facebook platformasi ko‘proq kattaroq auditoriyani jalb gilish
uchun ishlatiladi va 25 % subyektlar tomonidan foydalaniladi. Yosh avlodni jalb
gilish uchun TikTok’da 20 % subyektlar video kontent ishlab chigmoqda.
Professional xizmat ko‘rsatuvchilar, B2B kompaniyalar LinkedIn orgali biznes
alogalarini mustahkamlash va professional tarmoqgni rivojlantirish maqgsadida
foydalanadi. Ushbu platformadan 10 % subyektlar foydalanmoqda. Bundan tashqari
E-mail Marketing, Video Marketing, Mahalliy va Onlayn OAV kabi kanallar ham
samarali foyda keltirmoqda.

6. Tijorat banklari iste’molchilarning xizmatlarga bo‘lgan talabni real
baholash, auditoriyani yaxshi tushunish, pul yo‘qotish xavfini kamaytirish, rejalar
takrorlanishining oldini olish, bozor ulushini aniglash, inson resurslarini
optimallashtirish, magsadga erishish uchun zarur bo‘lgan harakatlarni aniq
belgilash, ragamli marketingning eng samarali vositalarini tanlash, reklama
byudjetidan oqgilona foydalanish, jamoani birlashtirish va harakatning yagona
yo‘nalishini belgilash uchun ham ragamli marketing vositalaridan foydalanish
muhimdir.

7. Hozirgi kunda O‘zbekiston tijorat banklari bozor segmentatsiyasi, mahsulot
differensiatsiyasi, narx siyosati va raqobat strategiyalari kabi asosiy marketing
strategiyalarini samarali go‘llab kelmoqda. Bu strategiyalar mijozlarga xizmat
ko‘rsatishni yaxshilash va ragobatbardosh ustunlikka erishishga garatilgan xatti-
harakatlardir. Banklar reklama, PR va mijozlarga xizmat ko‘rsatish kabi vositalardan
foydalangan holda mijozlar bilan samarali alogani o‘rnatishni o‘z oldiga magsad
gilib go‘ygan. Bu mijozlarning sadoqatini oshirish va yangi mijozlarni jalb qilish
uchun muhimdir.

8. Zamonaviy ragamli texnologiyalar banklarga yangi imkoniyatlar
yaratmoqgda. Banklar oz mijozlariga web-saytlar va mobil ilovalar orgali xizmat
ko‘rsatishmoqgda, ijtimoiy media platformalarida faol ishtirok etishib, e-mail
marketing vositalaridan foydalanishmoqda. Banklarning kuchli tomonlari ragamli
marketing vositalarining keng qo‘llanilishi va mijozlarga xizmat Kko‘rsatish
sifatining yuqori darajasi hisoblanadi. Birog, ayrim banklarda marketing
vositalarining yetarli darajada rivojlanmaganligi va innovatsiyalarni joriy gilishdagi
kechikishlar kuchsiz tomonlar sifatida namoyon bo‘lmoqda. Imkoniyatlar yangi
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texnologiyalarni qo‘llash orgali xizmatlar ko‘lamini kengaytirish va ragamli
marketing orgali yangi mijozlarni jalb qgilish uchun zarurdir.

9. Tijorat banklarida ragamli transformatsiya jarayonida ragamli marketing
vositalarining go‘llanilishi banklarning ragobatbardoshligini oshiradi va mijozlarga
yugori sifatli xizmatlar taqdim etadi. Influencer marketing, AR va VR
texnologiyalari, sun’iy intellekt, ovozli marketing, shaxsiylashtirilgan xizmatlar,
mijozlar ishtirokiga asoslangan marketing, ekologik va ijtimoiy mas’uliyat
marketingi va blockchain texnologiyalari kabi innovatsion yondashuvlar banklar
uchun yangi imkoniyatlarni yaratadi.
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BBEJIEHUE (AnHoTanus aucceprauuu Aokropa ¢puiaocopuu (PhD))

AKTYaJIbHOCTh W HEOOXOAUMOCTH TeMBbI JHccepTamuu. B coBpemMeHHOM
IJI00TBHOM JKOHOMHYECKOM KOHTEKCTE Pa3BUTHE PHIHKA OaHKOBCKHX YCIYT
HEpa3pbhIBHO CBSA3aHO ¢ d3(PGEKTHBHOCTHIO MApPKETUHTOBBIX cTpaTerwid. Jlims
MIPUBJICUCHUS U YACPKAHUS KIMEHTOB TPEOYIOTCS WHHOBAITMOHHBIC MOJXOJBI, TaK
KaK TPaJUIMOHHBIC MAPKETUHTOBBIC HHCTPYMEHTBI MOT'YT ObITh HEA((HEKTUBHBIMU
B YCJIOBUSIX OBICTPO MeHsronIeics 1udpoBoit cpeanl. CoriaacHO OTYETY OJHOTO U3
KpynHeimmx amepukanckux OankoB JP Morgan Chase, B 2024 romy mupoko
UCIIOJIb30BAJIMCH OOJIBIIME JTAHHBIE W WCKYCCTBEHHBIH HMHTEJUICKT JUISI U3YYCHHS
noTpeOHOCTEN U 3alIPOCOB KJIMEHTOB. AHANU3UPYS TPaH3aKLKHU 110 KapTaM, OHJIalH-
AKTUBHOCTh M  JICATECIBLHOCTh B  COIMAIBHBIX CETAX, OaHK IPEIITIOKUI
NEPCOHATN3UPOBAHHBIC TIPEJIOKEHUS. biarogaps 3THM COBPEMEHHBIM METOJIaM
yJIaJIOCh COKPAaTHTh MapKETHUHTOBBIE pacXoisl Ha 20% W MOBBICUTH JIOSILHOCTH
KIUeHTOB.  [loATOMY  YCOBEPIICHCTBOBAaHME  HMCIOJB30BAaHHS  ITU(GPOBBIX
MapKETUHTOBBIX HHCTPYMEHTOB, OCOOCHHO Ha PhIHKE OAHKOBCKUX YCIIYT, SBISICTCS
OJIHOM M3 aKTyaJlbHBIX 3a]1a4.

B ycnmoBusx rnobanw3anid M YCKOPEHHOH HHM(pOBHU3AIMM  BEIYTCS
UCCJICIOBAaHUs, HAIpaBJICHHbIE HA pPAa3BUTHE PBIHKA YCIYr C MCMOJIb30BAHUEM
ITU(PPOBBIX MApPKETUHTOBBIX HHCTPYMEHTOB. B 4acTHOCTH, B OAHKOBCKOM CEKTOpE
Ha0JIt01aeTcd BHEJIPEHUE KOHLENIUU IU(POBOr0 MapKEeTUHra, 4To TpelOyet
IIPOBEJICHUSI CUCTEMHBIX HAyYHBIX UCCIIEI0OBAHUM, HAMPABIEHHBIX Ha 00ecrieyeHne
HACEJICHHUs] KaYeCTBEHHBIMU IUGPOBBIMU (PUHAHCOBBIMH YCIYTaMu, MOAJIEPKKY
HKOHOMHYECKUX HHTEPECOB MOTpeOUTeNeH U pa3BUTHE HU(PPOBOrO MapKETHHTa B
cthepe OAaHKOBCKHMX YCIIYT.

Bompoc pasButus peiHKa OaHKOBCKHX yciyr B Pecnybiuke Y30ekucraH
ABIIIETCS OAHUM M3 TPUOPUTETHBIX, U 0CO00€ BHUMAHUE YICISICTCS Pa3BUTHIO
U (PpOBBIX OAHKOBCKUX YCayr. B aroi obmactu npunaro 6onee 30 HOpMaTUBHO-
IIPABOBBIX aKTOB, KOTOPBIC YCTAaHABIUBAIOT 3aJ]a4H JIJIsl BCEX OTpaciieil SKOHOMHUKH.
"B mocnemHue TOABI POCT MOCTYMHOCTH IU(GPOBBIX (PUHAHCOBBIX YCIAYT H
BO3MOXXHOCTH WX HWCIOJIb30BaHUS MO3BOJISIIOT MUJUTHOHAM KIMEHTOB 0€30TacHO
OCYIIECTBIISITH OpUITHaIbHBIC IU(PpOBEIe HHMHAHCOBBIE oneparuu. B cBa3u ¢ 3TUM
BOXHBIM HAYYHBIM HaIpPaBJICHUEM SIBIIACTCSA CHIDKEHHUE POJH YEJIOBEYECKOTO
dakropa B yiuydimeHnn OaHKOBCKHUX YCIYT, MOJIEpHU3ALAA, BHEAPEHUE
COBpeMEHHON HHU(PPOBOH HHPPACTPYKTYphl B OaHKU, pa3BUTHE TUCTAHIIMOHHBIX
OaHKOBCKHX YCIyI W BHEJIPEHHE TMEpPEJOBBIX OAHKOBCKHX YCIYr Ha OCHOBE
U (QPOBBIX TEXHOJIOTHHA.

JluccepTaiiOHHOE WCCIIEIOBAaHWE HAMPAaBICHO HA BBIMIOJIHCHHUE 3a7ad,
OTIPEJICIICHHBIX B HOPMATHUBHO-TIPABOBBIX aKTax, TakMX Kak yka3 [Ipesumenra
PecnyOnuku Y36ekuctan ot 28 suBaps 2022 roaa "O crparteruu pazsutus HoBoro
V36ekucrana Ha 2022-2026 roasr" (IID-60), mocranoBnenue ot 17 deppans 2021
roga "O wMepax 0O CO3JAHUK YCIOBHM 11 BHEIPEHHUS HCKYCCTBEHHOTO
unremiekta" (I1K-4996) u ykas Ilpesunenra Pecnybnuku Y30ekucran ot 12 mas
2020 roga "O ctparerun pedopmupoBaHus O0AHKOBCKOM cucTeMbl PecnyOnnku
V36ekucrtan Ha 2020-2025 romer" (I1D-5992).
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CoorBeTcTBHE HCC/ICIOBAHUSA NMPHOPUTETHHIM HANPABJICHUSAM Pa3BUTHUA
HAYKM U TexHoJoru PecnyOmmkm. JlaHHOE AMCCEPTAaMOHHOE HCCIENOBaHUE
BBITIOJJHEHO B COOTBETCTBUM C MPHUOPUTETHHIM HAIPABICHUEM PA3BUTHUS HAYKHU U
TtexHosioruit Pecnyonuku B obmnactu 1. "JlemokpaTuueckoe U MpaBoOBOE Pa3BUTHUE
oO1iecTBa, MOPAIBHO-3TUUECKOE U KYJIbTYpPHOE pa3BuTue, (QopMupoBaHUe
WHHOBAllMOHHOM SKOHOMUKHU."

YpoBeHb u3y4YeHHOCTH mnpoOdJjembl. HayuHo-TeopeTnueckne M Hay4dHO-
METOJUYECKHE  AaCMEeKThl  KCIOJb30BaHUS  MUPPOBBIX  MapPKETHHTOBBIX
WHCTPYMEHTOB B KOMMEpPUYECKMX OaHKaxXx HalUId OTPAKEHHE B HAYYHBIX
pa3paboTKax MHOTOYHMCIEHHBIX 3apyOeKHBIX ydeHbIX-MapkeTosioroB: d.Kotuep,
. Ywuew, I'.IlTapma, C.Manxotpa, C.Kaiin, ILI'apr, b.®an, II.Xonunanu,
M.Kapnentep, C.I'epnunr, C.Jleccmann, X.JTro, B.I1lankap, .Kuwm, I'.Tan, B.JInm,
A.Cwmur, [{.Yaddu, Jx.JIu, P.bancan, [1.Bepma u 1pyrux y4eHbIx.

Taxke B pabotax yueHbix crpan ConapyxkectBa HezaBucumbix ['ocynmapcts,
takux kak A.llleBmsikoBa, W.Kotmspesckas, H.Ananenko, [[.TapaxoBuu,
M.Camoxoget, 1.Conoseituuk, C.JlobanoBa, M.I'yceitHoBa oTpakeHbl HU(PPOBbIE
MapKETHHTOBBIC CTpaTEruu, 0AHKOBCKUI MAPKETHHT U €r0 TPUHITUIIHI.

Taxke, B paMKax MOJIUTHKH HU(PPOBHU3ANMK HAIMOHAIBHOM HSKOHOMUKH,
BOITPOCHI UCIOJIB30BaHUS MTUGPOBOTO MAapKETUHTA B c(hepe yCiIyr, B YaCTHOCTH Ha
phIHKEe OAaHKOBCKHUX YCIIYT, HAIIUTH OTPA)KEHHE B UCCIICIOBAHUAX y30EKHUCTAHCKUX
yueHbix-3koHomuctoB C. T'ymsamoBa, b. beramoBa, M. AOaymmaeBa, bl.
NnbxamoBoii, M. MkpamoBa, M. [IxymanusizoBoii, Y. XaltmaToBa, A. darraxosa,
. DpramxomxkaeBoi, A. AzmapoBoi, M. A6nypaxmanosoi, 111. JI>xaHnO6exoBoH,
b. Xontypaesa, H. SIxéxonoBa, I'. bekmyponosoii, XK. IOngamesa, O. OpTukosa,
N. Kynnuesa u gpyrux.

CBs3b TeMbl HCCIECI0BAHHMS C HAYYHO-HCCJIEI0BATEILCKHUMH IJIAHAMH
BbICIIET0 Y4eOHOro 3aBe/leHHMSl, B KOTOPOM BbINOJHEHA JHCCEPTALMS.
JlaHHas nuccepTalys BHIIOJIHEHA B paMKax Hay4YHOrO MPOEKTa B COOTBETCTBUU C
HAay4YHbIMM IUIaHAMU  TalIKEHTCKOr0  TrOCYJapCTBEHHOTO  3KOHOMHYECKOIO
YHUBEPCUTETA.

Heabo uccienoBaHusi ABJIASETCA pa3pabOTKa HAYYHBIX MPEUIOKCHUN H
MMPAKTUYECKUX  PEKOMEHJALMM 110  COBEPIICHCTBOBAHUIO  HCHOJIB30BAHUSA
WHCTPYMEHTOB ITM(POBOTO MapKETHUHTA B Y30EKHUCTaHE.

3anaum ucciae 0BaHMSA:

U3Y4YCHHE HAYYHO-TEOPETUIECKUX OCHOB KOHIEMIUHU TG POBOTO MAPKETHHTA;

aHaIU3 BUJOB MHCTPYMEHTOB ITU(POBOTO MAapPKETHHTA U UX OCOOCHHOCTEH;

MCCJIEIOBAHNE OMBITA UCITIOIB30BAHUS MU(PPOBOTO MAPKETUHTA B 3apYOCIKHBIX
CTpaHax;

aHAIM3 TEKYIEro COCTOSHHS WCIIOJNB30BaHUA IM(GPOBOTO MapKETHHTa B
V30ekucraHe;

OllecHKa (aKTOpOB, BIUSIOIIMX HAa pa3BUTHE OAHKOBCKUX YCIYyT uepes
¢ poBON MapKETHUHT;

COIIMOJIOTMYECKass  OIIEHKa  COCTOSIHMSI ~ HMCIOJIb30BaHUS — LU(POBOro
MapKeTHHTa;

OmpeJieJIieHHe HaINpaBlIeHU MPUMEHEHUs] U(PPOBOTO MAapKETUHIa HA PHIHKE
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OAHKOBCKHX YCIYT;

OIICHKAa BO3MOKHOCTEH MpUMEHEHUs HU(PPOBOro MapKeTUHra B OAHKOBCKOM
CHUCTEME Ha OCHOBE MHHOBAIIMOHHBIX MOJIXO0B;

COBEPIICHCTBOBAHUE  MHOTO(AKTOPHOTO  MPOTHO3UPOBAHUSI  PA3BUTHUS
OAHKOBCKHX YCIIYT C UCIIOJIb30BAaHUEM LU(PPOBOr0 MapKETUHTA.

O0beKkTOM MCCJIeNOBAHUS Ul aHAjdu3a MAapKETUHTOBOM JIESTENBHOCTHU
BEIOpanb! Gankn: AO «Y3mmmmmitanky», AKB «Acakabank» u AVKB «Mnak Wymn
bank».

IIpeameToM  ucciaegoBaHMsi  SIBISIIOTCS  COLUAIbHO-OKOHOMHYECKUE
OTHOIIIEHHUSI, BO3HUKAIOIIIHNE B TIPOIIECCE UCIIOIB30BaHUs TU(PPOBOTr0 MapKETUHTA.

MeTtoabl uccaegoBaHusi. B jguccepTraiuu MCMONB30BaHBI  METOJIBI
CTaTHCTHUYECKOrO0 HAOJIO/ICHHs, BBIOOPOYHOTO aHajiu3a, CPaBHUTEIBHOTO H
auHamudeckoro  aHanmmza, SWOT-ananuza,  ompoca,  KOppesiUOHHO-
PErpeccCuOHHOr0 aHaIu3a.

Hayuynasi HoBH3HA Hcc/ieJ0BaHUS 3aK/JII04YAETCH B CJIeYIOIIeM:

CorynacHO METO/JO0JOTUYECKOMY TOAXOAY, SKOHOMHUYECKOE COJEepKaHUE
MOHSITUSI «COBPEMEHHBIC MAPKETHHTOBBIE CTPATETUN» HAIIPABJICHO Ha 00ECIICUCHHE
KOHKYPEHTHOTO  TPEUMYIIECTBa, dbopMupoBaHUE  SMOIMOHAIBHBIX |
WHTEPAKTUBHBIX OTHOIIECHUN C TMOTPEOUTEIIMU, MPUHATHE HWHHOBAIIMOHHBIX U
THOKUX PEIICHHM, a TaK’Ke€ Ha TOBBIIMICHUE PE3yJbTATUBHOCTH M MAKCUMHU3AIHIO
[IEHHOCTU JUIsl KJIMEHTa Ha OCHOBE KOMIUIEKCHOTO TMOAXOJa. OTH TEOPETHKO-
METOJIMYECKUE MaTepualbl UCIOJIb30BaHbl MpU pa3paboTKe y4eOHOro Mmocoous
«MapkeTHHr (Ha OCHOBE IUCHUIUIMHBI «YTIpaBiIeHUE OpEeHIOM», MOIYIb 2)»,
PEKOMEHJIOBAaHHOTO NIl CTYJIEHTOB  BBICIIMX y4e€OHBIX 3aBEACHUN IO
HAIPaBJICHUSIM MEHEIKMEHTa (110 OTPAcIIM M HAIPABICHUSIM).

Jlnst aHanmu3a MOBEACHUS M MOTPEOHOCTEW KIMEHTOB Ha PhIHKE OAHKOBCKHX
ycIyr Oblla MpeasioKeHa WHTEJUICKTyallbHasi KIacTepHash MOJEeIb LeJIeBOM
CEerMEHTAIlMH, KOTOpasl YJIy4IIaeT TOYHOCTh MPO(HIMpOBaHUS KIUEHTOB OaHKa
(noporoBoe 3HaueHue 35 < PABM < 40%).

Ha ocHOBe MHHOBallMOHHOTO TOJIX0Ja, KOTOPBIM MO3BOJISET YCTAHABIMBATH
MHTEPAKTUBHBIE U AMOLMOHAIbHBIE OTHOILICHHS C KIMEHTaMH 4Yepe3 MacCOBYIO
MIEPCOHANN3AINIO U BHEJIpEHUE ITU(POBOTO MaPKETHUHTA, TIPEITIOKEHO yBEIIMUEHUE
YPOBHS UCTIONB30BaHUS 0aHKOBCKUX yciyr Ha 15-18%.

B pesynapraTte 3¢Q(heKTHBHOrO HCMIOJIB30BaHUS HH(PPOBOr0 MapKETHHTA B
KOMMEpYECKMX OaHKax pa3paboTaHbl MPOTHO3HBIE IMOKA3aTeId OCHOBHBIX
HaIpaBIICHUH JeATeIbHOCTH «Y3muwummiioank» g0 2030 roma, OCHOBaHHBIE Ha
MOJICTMPOBAHUY TOKa3aTesied KPeAUTOBaHMs, JEMO3UTOB U MPUObUIM OaHKa. JTH
MPOTHO3HBIE TIOKa3aTeldu OBbUIM MCHOJB30BaHBI MNpHU pa3paboTke «JlopoxkHoi
KapThI» CTpaTermueckoro pasputus AO «Y3MIIIHitGanHK».

IMpakTHyeckne pe3yJbTATHI HCCJIETOBAHUS BKIKYAIOT:

Ananmu3 (HakTopoB, BIMSIIONIMX HA Pa3BUTHUE YCIYT, MPEIOCTABISEMBIX KIUEHTaM
4epe3 MHCTPYMEHTHI I POBOT0 MAPKETHUHTA B IEHCTBYIONINX KOMMEPYECKIX OaHKaXx;

Pa3paboTka HOBBIX MPEATIOKEHHI IO BHEIPEHUIO MHIUBUIYIbHBIX MAPKETHHTOBBIX
MOAXOJ0B 4epe3 CErMEHTAIlMI0 HA OCHOBE MOTPEOHOCTEH, aeMorpaduyecKux u
MICUXOTpaPUUECKUX XapaKTePUCTUK KIIMEHTOB OAHKOBCKHX YCIYT;
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AHanu3 nepenoBbIX MAPKETUHIOBBIX CTPATErHil, HCIOJIb3YEMbIX B OaHKOBCKOM
cexkrope Cunranypa, CIIA, IOxuoit Kopen u nqpyrux pasBUTBIX CTpaH, U NPEIOKEHUS
M0 UX aJIalTaluy A 0aHKOBCKOTO CEKTOpa Y30eKuCTaHa;

PCKOMCHZ[aI_[I/II/I 10 OMHHKAaHAJIbHOMY MApPKCTUHTY IJII KOMMCPUYCCKHX 0OaHKOBCKHX
yCiyr, KOHTCHT-MAapKCTHUHTY JIA OM3HEC-KINEHTOB U PEKIIaME 4YCpPE3 HMHTCPAKTHBHBIC
1aTGOPMBI ISl MOJIOJEKHON ayIUTOPUH.

Hane:xxHocTh pe3yjibTaTOB UCCJIEI0BAHUS:

MeTo0JI0OrHYeCKUil TTOAX0A M METObI, HCIOJIb30BaHHBIE B HMCCIICIOBAHUH,
COOTBETCTBYIOT MIOCTABJICHHBIM LIEJISAM, JaHHBIC OBLIU MOTYYEHBI U3 O(PUIIUATIBHBIX
HMCTOYHUKOB, a TaKXKE€ M3 OTKPBITBIX CTATUCTUYECKUX OTYETOB OpraHU3aIuu.
Pe3ynbTaThl U pekoMeHaaIuu ObUTA BHEAPEHBI B MPAKTUKY AO «Y3MULIHIMOaHK.

Hay4ynasi u npakTu4yeckasi 3HAYUMOCTh Pe3yJIbTATOB UCCJIEI0BAHUS:

Hayynas 3Ha4MMOCTB 3aKjIIOYaeTcsi B TOM, YTO MPEJIOKEHHbIE TEOPETUKO-
METOAMYECKUE PEKOMEHJAIMU MOTYT CIY)XUTh OCHOBOW JUIsl TMPOBEICHUS
JTaTbHENIITNX UCCIIeIOBaHU M B 00J1aCTH UCITOIB30BaHUs IIU(GPOBBIX MAPKETUHTOBBIX
MHCTPYMEHTOB B OaHKOBCKOM cepe.

[IpakTryeckass 3HAYMMOCTh 3aKJIFOYAETCI B TOM, UYTO PE3YJbTaThl
UCCJICJIOBAaHUSA MOTYT OBITh UCIIOJIB30BaHBI JIJIsi  Pa3pabOTKHU  CTpaTeruit
pedopMupoBaHusi 0AaHKOBCKOM CHCTEMBI, MOBBIIICHHS TMOMYJISIPHOCTA OAHKOBCKHUX
YCIIYT, a TaKXe JIJIs pa3paboTKu HOPMATHBHO-TIPABOBBIX aKTOB, YKa30B [Ipe3unienra,
pemiennii Kabunera MuUHHCTpPOB U JAPYrUX HOPMATHUBHBIX JIOKYMEHTOB,
PETYIHUPYIOUIUX PHIHOK OAHKOBCKUX YCIYT B Y30€KHCTaHE.

BHeapenue pe3yJbTaToB HCCIAEAOBAHHUSA.

CornacHo METOJOJIOTUYECKOMY TMOJIXOAY, 3KOHOMHUYECKOE COAEpKaHUeE
MOHSITHS «COBPEMEHHBIE MAPKETUHIOBbIE CTpATET UMy HAIIPABICHO Ha 0OECIICUeHHE
KOHKYPEHTHOTO MPEUMYIIECTBA, dbopmupoBaHue SMOLMOHAJIBHBIX U
MHTEPAKTUBHBIX OTHOILIEHUN C MOTPEOUTENAMH, MPUHSATHE HHHOBAIIMOHHBIX H
rMOKUX PEIICHUM, a TakKe Ha MOBBIIMICHUE PE3yJbTATUBHOCTH U MAKCUMU3AIUIO
HEHHOCTH M1  KIHWEHTa. OTH  TEOPETUKO-METOJIUYECKHUE  MaTepHuabl
UCITOJIB30BAJIUCH TIPH pa3paboTKe ydeOHOTO Mmocoouss «MapkeTHHT (Ha OCHOBE
JTUCIUIUTMHBL  «YTIpaBieHue OpeHAOoM», MOIYJIb 2)», PEKOMEHIOBAaHHOTO [IJIs
CTYJICHTOB BBICIIUX Yy4YEOHBIX 3aBEICHHUN IO HANpPABICHUSM MEHEIKMEHTa (I10
OTpacIIsiM U HaTpaBJICHUsIM) (TTprKka3 MUHUCTEPCTBA BBICIIIETO 00pa30BaHuUs, HAYKH
u uHHOBaImi Pecriyonuku Y36ekucrtan ot 29 mas 2024 roma Ne 194).

Buenpenne JaHHOTO HAay4yHOrO MPEAJIOKEHUS B MPAKTUKY [O3BOJIMIO
CTyJIeHTaM TproOpecTn OoJiee NIyOOKHE 3HAHUS M HABBIKKM B 00JIACTH ITUGPOBBIX
TE€XHOJIOTMH, aHaIn3a MOTPEOUTEIHCKOTO MOBEJICHHSI U PHIHOYHBIX MOTPEOHOCTEH,
a TaKXKe B HCIOIH30BAHWHA MAPKETHHTOBBIX METOJOB, OCHOBAHHBIX HA IMH(PPOBBIX
JAHHBIX, IPUHATHH PELICHUH, OPUEHTUPOBAHHBIX HA YCTAHOBICHUE TOJITOCPOUYHBIX
OTHOLIEHUH C KIMEHTaMU W TPUMEHEHUU COBPEMEHHBIX MapKETUHIOBBIX
CTpaTerumu.

Hcnonb3oBaHHe WHTE/VIEKTYAJbHOM KJIACTEPHOM MOAeJH LeJIeBOM
CerMeHTAlMM [JI1 aHalu3a MOTPEOUTENBCKOTO IMOBEACHUS M MOTPEOHOCTEH B
OaHKOBCKOM CEKTOpPE C MCIOJIb30BAHUEM COBPEMEHHBIX HH(OPMALIMOHHBIX
TEXHOJIOTUU MO3BOJIUIIO MOBBICUTH TOYHOCTh MPOPUINPOBAHUS KIHMEHTOB OaHKa B
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npeaenax 35 < PABM < 40%. Buenpenue naHHON MOJENIM B MPAKTUKY OaHKa
«Y3MWIIMAOAHK»  TO3BOJWIO  YBEIUYUTh SP(PEKTUBHOCTh  HCIOJIb30BAHUS
MAapKETUHTOBBIX yciyr Ha 17,4%.

BHeapenue MaccoBOM mepcoHAIM3alMU 4Yepe3 HM(POBOH MAPKETHHI,
KOTOPBIM  TIO3BOJISIET  YCTAHABIMBATH HWHTEPAKTHUBHBIE U  SMOIMOHAJIbHbBIC
OTHOIICHUS C KIIMEHTAMM, MPEJI0KUI0 MHHOBAIIMOHHBINA MOJX0J K YBEJIMUYEHUIO
UCIIOJIb30BaHUsl OaHKOBCKHUX yciyr Ha 15-18%. B pe3ynbraTre BHEIpEHHs 3TOTO
HOAX0a B «Y 3MULITUHOAHK yAAJI0Ch YBEJIIUUUTh IPUTOK KIMEHTOB Ha 10,2%.

MopaeaupoBaHue ImoOKa3aTeJeH [AeATeJIbHOCTH OaHKa C  ITOMOIIbIO
3 PEKTUBHOTO HCTOIB30BaHUS MU(PPOBOTO MAPKETHUHTA MO3BOJUIO pa3padoTaTh
POrHO3HbIE MOKA3aTEIN OCHOBHBIX HAMPABICHUN AECSITEIbHOCTH « Y 3MHIITUIHOAHK»
no 2030 roma, 4TO CTalO OCHOBOM Ui co3aaHusd «JlOpoKHOU KapThI»
CTpPaTErnyeCcKoro pa3BUTHS OaHka (AO HanmonanbHblii OaHK
BHEIIIHEIKOHOMUYECKOH nesarenbHocTu Pecniybnuku Y36ekucran, 8 centsiops 2025
roga, Ne 26/1-825).

AnpoOauus pe3yabTATOB UCCJIeI0BaHUA. Pe3ynbTaThl nccaea0BaHus ObLIH
00CYXJIeHbl Ha 3 MEXIYHAPOJHBIX HAyYHO-TIPAKTUYECKUX KOH(MEPEHIUSAX U 3
pecnyOIMKaHCKUX KOHPEPEHIIHSIX.

[yoaukanuss pe3yabTaToB HccjaenoBanusa. [lo Tteme muccepranuu
onyOnukoBaHo 13 HayyHbIX paboT, B TOM uucie 3 Hay4dHble CTaThU B
PEKOMEH/JIOBAaHHBIX  HAYYHBIX HM3JaHUAX Uil (QUWIOCO(CKUX  JTOKTOPCKUX
aucceprannid, 4 HaydyHble CTaTbH B IMPECTUKHBIX MEKIYHApPOJHBIX KypHaslax, a
Tak)kKe 6 Te3UCOB B COOPHUKAX HAYYHO-TIPAKTUUECKUX KOH(PEPEHIIHA.

CtpykTypa H 06beM quccepranuu. /lrccepTanus COCTOUT U3 BBEJICHUS, TPEX TJIaB,
3aKJIIOYCHUS, CIIMCKA MCIOJIb30BAaHHBIX HCTOYHUKOB M TNpHiokeHHd. OOmmit o0beMm
auccepraimu cocraiser 117 crpanun.

OCHOBHOE COJAEP XAHME IJUCCEPTALIUN

Bo BBegeHMMm  0OOCHOBBIBAETCS  aKTyaJIbHOCTh M HEOOXOJIMMOCTH
UCCJIEIOBAHUSA, ONMPENEISIOTCS ero Ieib, 3aJa4yu, o0beKT U mpeamer. [lokazaHo
COOTBETCTBHE MPHOPUTETHHIM HAMPABICHUSAM PA3BUTHS HAYKH M TEXHOJIOTHI
pecnyonuku. IlpeacraBien 0030p 3apyOeXHBIX HCCIEAOBAaHUN IO TeMe
nuccepranuu. ONMKMCcaHbl HAyYHAss HOBU3HA W MPAKTUYECKUE PE3YNIbTATHI, a TAKKE
HAyYHO-TIPAKTUYECKass 3HAYMMOCTh TIOJNYYEHHBIX pe3ynbTraroB. [IpuBenena
uHopMaIsi O BHEIPEHUU  PE3YJIbTATOB  KCCICIOBAaHUS B  IPAKTHUKY,
OITyOJIMKOBAaHHBIX Pab0Tax U CTPYKTYPHOUH CTPYKTYpE AUCCEPTAIUH.

B nmepBoii rmaBe auccepramuu: «HayyHO-TeopeTMueCKHE€  OCHOBBI
WHCTPYMEHTOB  MUGPOBOTO  MApPKETHHTa»,  pPacCMAaTPUBAIOTCS  HAYYHO-
TEOPETUYECKUE OCHOBBI KOHIIEIIINY TU(PPOBOTO MAPKETHHTA, BUJIBI HHCTPYMEHTOB
U(POBOTO MAPKETHHTa M MX OCOOCHHOCTH, OMBIT NMPUMEHEHHS WHCTPYMEHTOB
mu(pPOBOTO MapKETUHTA B 3apyOekHBIX CTpaHaX, a Takke (OPMYyITUPYIOTCS
TEOPETUUYECKHE BHIBOJIBI B pAMKaX IMOCTABJICHHBIX B UCCIICIOBAHNUH 3a/1a4.

DBOTIONNS MHCTPYMEHTOB ITU(DPOBOTO MAPKETHHTA MEHSIACH C TCUCHUEM JIET,
BIIUSISL HA PA3BUTHE WHHOBAIIMI U TEXHOJIOTUH B 00J1aCTH MU(PPOBOTO MAPKETHHTA.
Ha pucyHke HWXE TOKa3aHO, KaK MEHSJIMCh W Pa3BUBAINCH WHCTPYMEHTHI
U (POBOTO MAPKETHUHTA C TESUYCHUEM JICT:
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* e-mail « SEO * MOOHMJIBHBIN * MICCKYCCTBEH « Blockchain
* BeO CalThI * PPC MapKETUHT HBII « Web 3
» * colMabHas e KOHTCHT HNHTCIIJICKT » O 5G
Meua MapKETUHT + SMM UHTEPHET
* WHTEpHET * uHdIy’HCED
MapKETUHT MapKETUHT

Puc. 1. DBo/1I0OIHSA HHCTPYMEHTOB HHPPOBOro MapKeTunra 4
NucTpyMeHThl U(POBOr0 MapKETHUHIA MOCTOSSHHO MEHSIOTCS C Pa3BUTHEM
texHosnorui. Ecnu B nepuox ¢ 1990-x mo 2020-e roapl Takue MHCTPYMEHTBI, Kak
SEO, konrtekctHas pekiama (PPC), comuanbHble ceTh U1 MOOUJIBHBIN MAapKETHHT,
OBUTM IIMPOKO pacmpocTpaHeHbl, TO B 2025 roay OXHJAeTcs, YTO HOBBIE
TEXHOJIOTUH, Takue Kak Web 3 u OJOK4YEelH, OTKPOIOT HOBbIE HAIlpaBJCHUS B
MapKETUHTE.

1-Tabauma
Onpenenenus nuGpoBoro MapKeTuura
Ne | Umst Coaep:kaHue
1 Oumun  Kotnep, | Hudposoii MapketwHr — 910 HabOp CTpaTermii i NPUBICYCHHS M
FSpI/I ApMCTpOHF36 B3aMMOJICHCTBHS C KIIMEHTaMH C MOMOIIbI0 MHTepHeTa M Apyrux 1udpoBbIX

TEXHOJIOTHA.

2 J»1iB T—Ia(b(lm37 udpoBoii MapKETHHT — 3TO CIIOXKHBIN MPOLIECC MAPKETHHTOBOI IESITENIbHOCTH,
OCYIIECTBIsIeMOl uepe3 11(poBbIe KaHAJIBI.

3 Paitan Jlaiic, Pacc udposoii MapKETHHT — 3TO MPOLIECC peaii3alui MAPKETHHTIOBBIX CTpATerui

Xennebeppn®

C WCIIOJIb30BAaHMEM OHJIAMH- M IHU(POBBIX HHCTPYMEHTOB. OH HamlpaBjieH Ha
IpUBJICUCHNE KIMEHTOB, UX UHTEPEC K TOBapaM WJIM YCIyraM U MOOILLIPEHHE X
pELICHUH O MOKYIKE.

4 Z[;Ke(b(b HapCOH, LudpoBoii MapKeTHHI — 3TO TPOLECC YCTAHOBIECHUS U TOAACPIKAHUS
Crroapt OTHOIIICHUH C KJIMEHTAMU C HMCIOIb30BAHUEM TEXHOJIOTMUECKHX WHHOBAITMA U
Z[peﬁnepsg IU(POBBIX HHCTPYMEHTOB.
5 CaabIkoB C40 [udpoBoii MApKETUHT — 3TO MPOLECC YCTAHOBIICHHSI OTHOILICHUH C KIIMEHTAMH,
co3MlaHusA OpeH/Ia 1 IpeIoKEeHHS TIPOTYKTOB C IOMOIIBIO HOBBIX TEXHOJIOTHNA U
IU(POBBIX HHCTPYMEHTOB.

6 TomegpIeB M [udpoBoii MapKeTHHT B OCHOBHOM PacCMaTPUBAETCs KakK IPOLECC PeKIaMbl U
MIPOJIA’KU TOBAPOB U YCIYT Yepe3 OHJIAWH-TUIAT(OPMBIL.

7 Paxumosn y42 HudpoBoit MapKeTHHT — 3TO TMPOLECC MAPKETHHTOBOM MESTEIbHOCTH,
OCYIIECTBIIsIeMOM uepe3 1i(POBHIC KAaHAIBI.

8 | Xomkaes A% LludpoBoil MapkeTHHT — 3To HOBasg (JOPMa MAPKETHHIA, OCYILECTBIAEMAs C
WCIOJIb30BAHHEM NU(PPOBBIX TEXHOIOTHI.

9 | Dprames b* LuppoBoit MapkeTHHr — 95T0 TpoLecC pa3paboTKU M  peanu3alyH

MapKETHHTOBBIX CTPATETHH C HMCIONb30BAHUEM COLMAIBHBIX CETEH M APYrHX
U(POBBIX HHCTPYMEHTOB.

biaronpusiTHeIe yCIIOBUS, CO3IaHHBIE B HALIEW CTPaHE, OTKPBIBAXOT IyTh JJIS

34 CocrapseHo aBTOpOM

35 CocrapseHo aBTOpoM
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UCCJEeI0BAHU M MHOTOYHMCIEHHBIX Hay4dHbIX paOoT. B HayuHOl nutepaType u
ANEKTPOHHBIX MCTOYHUKAX MPUBOAATCS pa3iUyYHbIEe ompenaeiaeHus LudpoBOro
MapKeTUHIa, YTO TpeOyeT CUCTEMATU3aLMK MU PErjJaMEHTalud 3TUX MOHSITHUH.
Onpenenenuss 1UGPOBOTO MapKETUHIra, TMPEJCTABICHHBIE B TaONUIE HUXKE,
PACKpPBIBAIOT €r0 CYTh.

Taxxe y30ekucTaHCKHME Y4YEHBIE ONPENENSAIOT CTpaTeruio LHU(pPoOBOro
MAapKETUHIa KaK MHOTOIPAHHBIM M IOCTOSHHO pa3BHUBarolIuiics npouecc. OHa
doxycupyeTcss Ha OpPHUBICUEHUU LEJEBbIX MOTpeOuTeNel, paclupeHuu
BO3MOXHOCTEH OHJIalH-MapKETUHIa, OOECIEeYeHUH HMHTErpaluu MpPOJYKTOB U
yCIIYI, a TaKXKe OIpeAenseT NPHOPUTET KOHTEHT-MApKETHHIAa. OTH CTPAaTETrHuH
NpEeCTaBIAIOT co000i 3(hPEeKTUBHBI M MHHOBALIMOHHBIN CHOCOO MCIOIb30BaAHUS
U (POBBIX TEXHOIOTUM B Y30€KHUCTaHE.

IIo MHEHHIO aBTOpa, SKOHOMUYECKOE COAEP)KAHUE IOHATHSA «COBPEMEHHBIE
MapKETUHTOBBIE CTpAaTeruu» — 3TO 3(PQPEeKTUBHAS MAPKETUHIOBAsl CTpaTErus,
YCOBEPILICHCTBOBAHHAS HAa OCHOBE KOMIUIEKCHOI'O IIOJXOJa, HAlpaBjCHHas Ha
oOecrieyeHUE KOHKYPEHTHOTO TMpEUMYIIecTBa Ha pbIHKE, (QopMUpOBaHHE
HMOIMOHATBHBIX W WHTEPAKTUBHBIX OTHOIIEHUH C MOTPEOUTENSIMH, NPUHSATHE
MHHOBAIIMOHHBIX M TUOKUX PEIICHUN U MaKCUMU3ALIUIO [ICHHOCTHU ISl KJIMEHTA.

[HudpoBoil MAPKETHUHT OTJIMYAETCSA OT TPAJUIMOHHOTO TEM, YTO BKJIIOYAET B
ce0si MapKETUHTOBbIE KaHalbl M MHCTPYMEHTHL. K 1uppoBBIM MapKETHUHTOBHIM
KaHaJlaM OTHOCSITCSI MHTEPAKTUBHBIE SKPaHbl, CMapTPOHBI, CMapT-yCTPOUCTBA, BEO-
cailTel U OJIOTH, COLMAJIBHBIE CETH, TEPMMHAJIBI camooOciayxkuBaHus, QR-kombl,
BUJICOXOCTUHIY U BUACOKAMEPBI, B TO BpEMs KaK K TPaJULIMOHHBIM MApPKETUHI OBBIM
KaHaJIaM OTHOCATCS TaKue TPAJULMOHHBIE KAaHAJIBI, KaK TEJIEBUACHUE, Paguo
U 1104Ta.

2-Tadauna
Tunbl TPAAUIHEOHHBIX M HUPPOBBLIX MAPKETHHIOBLIX HHCTPYMEHTOB™

TpaauuuoHHbIE HNHcTpyMeHTHI HU(PPOBOTro MAPKETHHI A
MAPKETHHIOBble HHCTPYMEHTBI
TeneBunenue [TouckoBsiit MmapkeTunr (SEM)
HapyxHnas peknama (pexiamMHbie [Touckoas ontumusanus (SEO)
ITUTHI U TJIAKATHI)
["azeTsl 1 )xypHaIbI MapkeTHHr B COIMANbHBIX ceTsx (SMM)
JIMCTOBKH ¥ OPOLIIOPHI Email-mapkerunr
[TouToBas pexnama KoHTeHT-MapkeTuHr
Tenedonnas pexknama OMHUKaHaJIbHOCTh (MHOTOKAHAIBHBII)
Panuo MapkeTHHr ¢ ydactueM HH(IIOEHCEPOB
MepornpusTus ¥ ClIOHCOPCTBO Yar-60Thl U UCKYCCTBEHHBIN MHTEIICKT
(1H)
BricTraBku OmnnaiiH-PR (cBs13b ¢ 001IECTBEHHOCTHIO B
VUHTEPHETE)
Texunonorrnu Web 3 u 6mok4eiin

4 CocraBlieHO aBTOPOM
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[HudpoBbie KaHambl MapKeTHUHTa BKJIIOYAIOT HWHTEPAKTUBHBIE HKPaHBI,
cMapT(hOHBbI, CMapT-yCTPOUCTBA, BeO-calThl W OJIOTH, COIMAJIbHBIE CETH,
TEpMUHAJBI caMo00cTykuBanus, QR-K0AbI, BUIEOXOCTUHTU U BUICOKAMEPHI, B TO
BpeMsl KaK TpPaJUIMOHHBIE KaHAJIbl MAPKETUHIa BKIIOYAIOT TaKUue TPATUIIMOHHbBIE
KaHaJbl, KaK TeleBuaceHue, paauo, noura. @. Kornep ormeyan, yro nmorpedurenu
XOTST YIOBJIETBOPSITH HE TOJBKO (DYHKIMOHAIBHBIE, HO U SMOIIMOHAJIbHbBIC
notpebHocTH. B OCHOBE TakoOro CaMOBOCHPUSITHS TOTPEOUTENS JIEKAT HOBBIC
(GbOpMBbI KOJUIEKTUBHOTO B3aUMOJCHCTBHS JIIOJICH, OCHOBAaHHBbICE Ha COBPEMEHHBIX
MH()OPMAIIMOHHBIX TEXHOJIOTHUSX, COIMATBHBIX CETAX, MOOMIBHBIX YCTPOMCTBaxX
nepegaun uHpopmaiuu, HHGOPMAIMOHHBIX yciyrax. I[lpu »3ToM moHsTHE
COBPEMEHHOI'0 MAapKETHHTa Takxke omnpenesiercsa kak: «COBpeMEHHBIN MapKETUHT
— 3TO MPOIIECC OMPEACIICHUS 1IEJIEBBIX PHIHKOB, HA KOTOPBIX MPEANPUITHE MOKET
s pexkTuBHO paboTaTh M MpeiaraTh BBIIAIONIYIOCS IIEHHOCTH, MPEXKJIE BCETO 3a
CYET TMPUBIICUEHMS, YIACPKAHUS W YBEIUUYCHMs YHCa IEJIEBBIX MOTpeouTeNneit
npeanpusaTus». [1o HameMy MHEHHUIO, 11eJ1€CO00Pa3HBIM CUUTACTCS UCIIOTb30BaHUE
Ha pbIHKE OAHKOBCKUX U (UHAHCOBBIX YCIYr HWHCTPYMEHTOB HHU(PPOBOTO
MapKeTHHTa, BKJtOUasi MOMCKOBBIA MapkeTUHT (SEM), MOMCKOBYIO ONTUMM3AIIUIO
(SEO), mapketuHr B couuaigbHbIX ceTsax (SMM), email-MapKkeTUHT, KOHTEHT-
MapKETHHT, OMHUKAHAJIBHOCTh (MHOTOKAHAJIbHOCTb), MApKETWUHT BIIUSHUS, YarT-
00Thl W uckyccTBeHHbIH uHTEIEKT (Al), ommaitH-PR, texnonmoruu Web 3 u
Blockchain.

CoBpemeHHasi KOHIENIHUS OaHKOBCKOTO MAapKETHHTa — 3TO CTPATETHYECKUU
MOJIXOJ, MPUMEHSIEMbIN OaHKaMH I TOAJAEPXKaHUSA KOHKYPEHTOCIIOCOOHOCTH B
MIOCTOSIHHO MEHSIIONIeicss (UHAHCOBOM cpepe. DTa KOHIEMIUS IpeIoiaract
«pazzieneHue)» OaHKOBCKHX YCIyr M MPOIECCOB, a TaKKe «ICKOHCTPYKIIMIO»
MHTETPUPOBAHHON OaHKOBCKOW Mojenu. [IpuMeHsst 3TO HOBOE CTpaTernyeckoe
MBIIUICHHE, 0aHKU MOTYT 3(P(HEKTUBHO YAOBICTBOPATH MEHSIOMIECS TOTPEOHOCTH
U IPEATIOYTEHUS CBOMX KIMEHTOB.

Hcnonb3oBaHue WHCTPYMEHTOB IMGPOBOr0 MapKeTWHra B OaHKOBCKOM
CUCTEME BaXXKHO JUIsl YCTaHOBIIEHUS S(DPEKTUBHBIX OTHOIICHWHA C KIMEHTAMU U
MOBBIIIEHUS KOHKYPEHTOCTIOCOOHOCTH. ONBIT 3apy0ekKHBIX CTpaH SBISETCSA
LIEHHBIM PECYpPCOM B 3TOM IIpOIIecCE, CIyKa MPUMEPOM MEPEIOBBIX METOAOB U
YCHEUIHbIX  Pe3ynbTaToB. lcnonb30BaHME HMHHOBAMOHHBIX IMOAXOJIO0B K
peanu3anuu CTpaTeruii nU(pPOBOTO MapKETHHTa TOCYAapCTBEHHBIMU OaHKaMU
CHIA, HOxnoii Kopen u Cunramypa, npeacTaBIeHHOE B HAIIEM HCCIEIOBAaHUU,
CIIY’)KUT OIBITOM JJIs KOMMEPYECKMX OaHKOB Hamied cTpanbl. Takue OaHKH, Kak
JPMorgan Chase n Wells Fargo B CILIA, ynenstot 601b110€ BHUMaHUE TAPPOBOMY
MapKEeTHHTY, IePCOHATU3AINU U KIIUEHTCKOMY OTIBITY.

Buenpenne coBpeMEHHBIX MAPKETUHTOBBIX CTPATETU B OAHKOBCKOM cUCTEME
co3gaer OOJbIIME BO3MOXXHOCTH JUISl YJIYYIIEHUS OTHOLICHWH C KIMEHTAMH M
noBbIieHus1 kKoHKypentocrnocoonoctu. OnbitT CIIA, FOxnoit Kopeu u Cunramypa
MOKa3bIBAET, YTO OaHKU JOOMBAIOTCS 3HAYUTENBHBIX pE3yJbTAaTOB 3a CYET
M(PpPOBOro MapKeTUHTa, NEPCOHATU3ALMNHN U YAYUIICHUSI KauecTBa 00CITyKUBAHUS
KJIUEHTOB.

[lepenoBble TEXHOJOTMM M WHHOBAIMOHHBIE TMOJXOJbI, MPUMEHSIEMbIE 3a
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pyOexoM, TO3BOJISIIOT pacIIMpATh OAHKOBCKHE YCIyTH uepe3 IU(pOoBbIE
m1aThopMBbl, Jydllle YIOBIETBOPSATH MOTPEOHOCTH KIMEHTOB W 0O0eCleuuBaTh
obicTpoe oOcmyxkuBanue. [lepcoHanu3anus u crpaterud UU(POBOro MApKETHHIa
TaK>Ke CIIOCOOCTBYIOT YCTAHOBJIEHUIO 00JI€€ TECHBIX OTHOLIEHUH C KIIMEHTAMU, YTO
MOBBIIIIAET UX JOSUILHOCTh. s OaHKOBCKOM CHCTEMBI Y30€KHCTaHa OBLIO OBl
1eaecooopa3Ho UCII0JIb30BaTh 3TOT OTIBIT JUISI TIOBBIIICHUS
KOHKYPEHTOCTIOCOOHOCTU U MOCTPOeHUs 3PPEKTUBHBIX OTHOUIEHUHN C KIMEHTaMU
MOCPEJICTBOM BHEJPEHUS] COBPEMEHHBIX MApPKETUHIOBBIX CTpareruid. B sTom
MpoLecce MHBECTUIIMU B LU(PPOBOI MAPKETHHT, OPUEHTALIMS Ha UHAUBUAYaIbHbIE
NOTPEOHOCTH KJIMEHTOB M UCIOJIb30BAHUE COBPEMEHHBIX TEXHOJIOTHI HMEIOT
00JIBIIIOE 3HAUCHHUE.

Bropas rmaBa gMmccepraniuu  — «AHAJIM3 M OLEHKAa COCTOSIHUSA
HCIOJb30BAHUS HMHCTPYMEHTOB HUGPOBOr0 MAPKETHHIa», TIJ€ OCHOBHOE
BHUMAaHUE yJENSeTCs aHalu3y COCTOSIHUS MCIOJb30BaHHUS WHCTPYMEHTOB
M(pPOBOro MapKeTHUHTa B Y30€KHCTaHE M OIEHKE (aKTOpOB, BIUSIOIIUX Ha
pa3BHUTHE OAHKOBCKHUX YCIYT OCPEIACTBOM HHCTPYMEHTOB IIU(POBOTO MAPKETHHTA.

OaHHEpET I JICILIEN | 10%
MecTHBIe calThl (daryo.uz, kun.uz) | 20%

youtube | 15%

6morn s

3JIEKTPOHHAs M0YTa | 15%
yandex direct | 10%

google pexnamer | s0%
JpyTIIe 21eKTPOHHEIE CallTEl 5%
linkedin 10%
tik tok : s

facebook :
25%

instagram | a0%

0 10 20 30 a0 50
Puc. 2. CocTosinne kaHajoB U(pPOBOro MAPKEeTUHI A, HCTIOJIb3yeMbIX
NOCTABIIUKAMH YCJIYT B ropoae TamkeHT
(mo cocTostHmIo Ha 2024 rox)*®

Kommepueckne Oanku Y30ekucTaHa WTpaloT PEIIAONIyI0 POJIb B PAa3BUTHU
SKOHOMHKHU cTpaHbl. [lo mMepe pa3BuTHs OAaHKOBCKOTO CEKTOpa OaHKHM BCE HaIle
WCIIOJIB3YIOT Ppa3InYHbIe MApPKETHHTOBBIE CTPAaTEerHW JJIsi TPHUBICUCHUS U
yAepXKaHUS KIUCHTOB, YKPEIJICHUS CBOEro TMPUCYTCTBUS Ha pBHIHKE U
muddepeHnranui OT KOHKYPEHTOB. DKOHOMHUKA Y30€KHCTaHa YCTOMYHMBO PacTeT
Omaromapsi peopmaM, HampaBIECHHBIM HA JUOEpATN3alUI0 PHIHKA, MPUBJICUYCHHE
WHOCTPAHHBIX WHBECTHIIMA W MOJEPHU3AINI0 OaHKOBCKOTO CeKTopa. baHku
aKTHUBHO HCIMOJB3YIOT MIaTQopMbl COIMAIbHBIX ceTed, Takue kak Facebook,
Instagram u Telegram, mns oOmmieHUsT C KIMEHTaMH, TIPOJABUKEHUS MPOIYKTOB U

46 CocraBlieHO aBTOPOM
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MPEIOCTaBICHUS KIMEHTCKOIO 00CITY>KUBaHU.

CornacHo pesyibTaTam uccienoBanust 2024 rojga KaHajioB LU(POBOTo
MapKeTUHIa, MCMOJb3YEMBIX MOCTABIIMKAMHU yciyr B TamikeHTte, miardopma
Instagram sABisgeTcs caMOW NONYJSIPHOM U SIBIAETCA OCHOBHBIM PEKJIAMHBIM
MHCTPYMEHTOM [UJIi MHOTHX IpEANPUHUMATENIEH U NOCTaBIIMKOB yciuyr, U 40%
MOJIb30BaTeNIe HMCIOJIb3YIOT 3Ty IiIaTtdopmy B cBoeil nearenbHocTH. Cpenu
nmouckoBou pexsiambl Juaupyetr Google Ads, ee ucnons3yroT 50% opranuzanuii.
OHa MIUPOKO HCIOJIB3YETCS H3-32 BBICOKOW BO3MOKHOCTH OXBaTUTh LEIEBYIO
aynutoputo uepe3 Google Ads. [Tnatdhopma Facebook uncnonb3yetcst 6osbliiie st
pUBJICYCHUs 0O0JIee ITUPOKON ayJUTOPUU U UCTIONb3yeTcs 25% opranuzanuid. 20%
opranuzauui pazpadatsiBatoT BU1eoKOHTEHT B TikTok i npuBieyeHus MOJI010TO
nokoJieHus. [locraBmuku npodeccuoHanbHbIX yeiayr, B2B-koMmanuu ucnonb3yoT
LinkedIn nns ykpernsieHus: JelOBBIX OTHOLIEHUN W Pa3BUTHs MPOQPECCHOHATBHON
cet. 10% opranuzanuii KCMONB3YIOT ATY MmIaThopmy. Kpome Toro, Takue kaHaibl,
KaK MapKETUHT MO 3JIEKTPOHHOW MOYTE, BUJCOMAPKETHHT, JIOKAJbHbIE M OHJIAWH-
CMU, takxe 3¢ PeKTUBHBI.

3-Tabdauua
Ton-8 koMMepUyecknX OAHKOB M0 UCMOJb30BAHUI0 KAHAJIOB IU(PPOBOro
MapKeTHHIa (COnMaJbHbIe ceTH) (110 COCTOSIHUIO Ha HIoab 2024 r)*’
Ne Kommepueckue KoimmuectBo = KoummuectBo = KoamvecrBo | KoumuecrBo
0aHKH MOANMCYNKOB IIOCTOB B MOANMCYNKOB | COOOIIEHHH B
B Instagram Instagram B Telegram Telegram
1 | Opuent ®unHaHc 161 000 1706 16 234 2234 ¢pomol
350 suoeo
2 | Bank Unak Mymn 39 000 1611 15 964 950 ghomo |
163 suoeo
3 Kanuran bank 66 400 958 19 192 839 ghomo |
82 suodeo
4 HBY 22 700 1188 16 234 2234 ghomo |
350 suoeo
5 Arpo6ank 27 000 564 44 258 893 pomo |
184 suoeo
6 HNnoreka-6ank 30 400 1087 45739 2530 ghomo |
244 suoeo
7 Typon6ank 19 200 1112 7 852 1111 pomo |
691 suoeo
8 AcakabaHK 55 100 976 15990 2029 ghomo |
186 suoeo

B HacTosiiee Bpemsi YUCIO MOJIMUCYUKOB, CIEINAIINX 33 JEATEIbHOCTHIO
KOMMEPUYECKUX OaHKOB B COLIMAIBHBIX CETAX, pacTéT. bank «OpueHt DPuHaHCH
nuaupyet Ha ruatgopme Instagram no KOJIMYECTBY MOANUCYUKOB CPEIU APYTHX
6ankoB. Ha ctpanune B Telegram «Mmnoteka-0ank» u «ArpoOaHK» MPOJOHKAIOT
MPEAOCTABIATh JIUCTAHIIMOHHBIE YCIYrd BCE OONBIIEMY YHCIY MOJIMNUCUYUKOB.
CornacHo pe3yabTaTtaM UcClieIoBaHusl, OaHKU MPOI0KAIOT HETPEPHIBHO JACIUTHCS
doTorpadusimMu, BUIEO, ayAUO0 U APYTrod pa3invyHoi nHopMalueil B COUanbHbIX
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ceTsix. Crenyer OTMETHThb, YTO KAayeCTBO Ka)XJOro COOOLIEHUs, MyOIMKYyeMoro
KOMMEpYECKUMHU OaHKaMM, UTPAET BaXKHYIO poib. Kommepueckue OaHKU aKTUBHO
MPEeNOCTaBIAOT LU(GPOBbIE OAHKOBCKHE ONEpaly, JUCTAHIMOHHBIE YCIYTH,
MOOMJIbHBIE OAHKOBCKHE MPUIIOKEHUS U IPYTHe pPa3InuHbIE CEPBHUCHI.

CornacHo cratucTUyeckuM JaHHbIM LlenTpanbHoro Oanka Pecmy0Oiuku
V36ekucran 3a 2020-2023 roxapl, 00b€M OAHKOBCKHX YCIYT, MPEJOCTABISIEMbIX
HaceJieHnto, HeyKJIoHHO pactér. B 2020 roay obumuit 006EM yenyr coctaBui 200
MJIpJT CyMOB, a Kk 2023 rogy 3ToT nokazarenb 1ocTUrHeT 280 mupa cymoB. O0beM
KPEIUTOB YBEJIIMYWICS COOTBETCTBEHHO cO 150 mupa cymoB no 210 miipa cyMoB.
O6BeM aeno3utoB yBeanumics ¢ 50 mupa cymoB a0 70 mapa cymoB. ['o0Boi Temn
pocta coctaBui 10% B 2020 u 2021 ronax, ysenuuwics 1o 13,6% B 2022 rony u
coctabun 12% B 2023 roay. Mcxoass U3 3TUX JTaHHBIX, MOXKHO OTMETHTb, YTO
OaHKOBCKUI CEKTOp Y30eKHucTaHa pa3BUBAETCS CTAOMIIBHO.

B nocnennue ronpl HaOIIOJAETCS 3HAYUTENBbHBIA POCT 00beMa OAaHKOBCKHUX
ycnyr B Pecniybnuke Y30ekuctan. B wactHocTH, HabmonaeTcsa pe3kuii poct oobema
ycIyT, 00beMa KPeAUTOB, ACTO3UTOB U APYTUX OAHKOBCKUX YCIYT B KOMMEPUYECKHUX
OaHKax.

—e— 00mHi 00BeM yCIyT (MIpA. cyM) -m- ronoBoH TeMmn pocta (%)
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Puc. 3. O0bem 6ankoBcKkuX ycayr B PecnyOnke Y3oekucran
(2016-2024 rr., mapa cymon)*®

Ha pucynke 3 Bbillie mpeacTaBieHbl 00beM U TEMIIbI pOcTa OaHKOBCKUX YCIYT,
OKa3bIBaeMbIX HaceneHuto Pecrryonuku Y36ekucrtan ¢ 2016 mo 2024 rox. CornacHo
CTAaTHUCTHYECKUM JaHHBIM, 00muii o0seM ycayr B 2016 rony coctaisin 100 mipa
cyMoB, a k 2024 rony 3ToT mokazartenb noctur 310 mupa cymoB. CrenyeT Takxke
OTMETUTH, uTO eciiv B 2016 romy 00beM KpEeIUTOB COCTABISLT 75 MIIPJ CYyMOB, TO K
2024 rony 3TOT NoKa3zaTelb yBeIUUYuics 0osee 4yeM B 3 pasza U cocTtaBuil 235 mipn
cymoB. O0bem aeno3uToB B 2016 romy coctaBisiia 25 Mipa cymoB, a k 2024 roay
noctur 75 mupa cymoB. CliieyeT OTMETUTB, YTO FOJ0BOM TemIl pocta coctaBuia 10%

48 https://cbu.uz/en/statistics/
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B 2016 romy, Obu1 3HauutenpbHo Bhimie B 2018 m 2019 romax um octaBancs
ctabunbHbM B npenenax 10—-13% B nepuon ¢ 2020 no 2024 roa. Kak BuaHo u3
MIPEICTABIEHHOTO BBILIE PUCYHKA, 00bEM OAHKOBCKHX YCIyr, 00bEM KpPEIUTOB U
00BeM J1eno3uTOB B Y30€KHCTaHe CTA0UIIBHO pacTyT. XOTs TEMIIbI POCTA U3 roja B
roJl HEMHOT'O KOJIEOII0TCs, 0011as TEeHJEHIMS MOKa3bIBa€T MOCTOSHHBIN poCcT. JTO
CBUJIETENIBCTBYET O PAa3BUTHUU OAHKOBCKOTO CEKTOpa Y30€KHCTaHa U MOBBIILICHUU
CIpoca HaceJeH!s] Ha O0AHKOBCKUE YCIYTH.

[Ipu 3TOM A1 anbHEHIIEro pa3BUTUSL U MOJIEPHU3ALMU PhIHKA OAHKOBCKHUX
yCIyr, TMOMUMO TpPaJULMOHHBIX MapKETHHIOBBIX CTpaTeruil, ceilyac Ba)KHO
OPUMEHSITh MAapKETUHTOBBIE CTPAaTErMi, OCHOBAaHHBIE HA COBPEMEHHBIX MOJIX0/1aX.
OTO0 NpUBENET K YBEIMUECHHIO MOTOKA KIIMEHTOB U PE3KOMY POCTY JI0X0JI0B OAHKOB.
CoBpemMeHHasi MapKEeTUHroBasi cTparerus — 3T0 3(PQeKTHUBHAs MapKETUHIOBas
CTpaTerusi, OCHOBaHHAasl Ha MPUHIIMIAX TPUHATHS PEIICHUH Ha OCHOBE LIU(PPOBBIX
JAHHBIX, IOJITOCPOYHBIX OTHOIICHHUH ¢ KIIMEHTaMU U THOKOIO MOAX0/a, KOTOPBIi, B
OTAUYHME OT TPAAUIMOHHBIX MAapKETUHTOBBIX TIOJIXOJIOB, BKIIOYAeT B ceOs
U(pPOBbIE TEXHOJIOTHH, TOBEICHHUE MOTpeOUTeNled U MapKETHHTOBBIE METOJBbI,
OCHOBaHHbIE Ha TpeOoBaHUAX pbIHKA. COBpeMEHHAas MapKETUHIOBas CTpaTErHs
TpeOyeT ajanTaiy K MOCTOSHHO MEHSIOIIMMCS W Pa3BUBAIOIIUMCS PHIHOYHBIM
yCIOBHSIM. MOHUTOPUHT HOBBIX TEXHOJIOTHI M TEHCHIIHA, IPUHITHE PEIICHUN Ha
OCHOBE JIaHHBIX M TOJJIEPKAHUE MOCTOSHHOTO KOHTaKTa C KJIMEHTAaMU — Ba)KHbIC
aCIEeKThl COBPEMEHHOI'0 MAPKETUHTA.

4-tadauna

@akTOpHI BIUAIOIINE HA BLIOOP 0AHKOBCKHUX YCJIYT PeCHOHICHTAMH

y4acTBOBABIIMMH B onpoce*’

Kakue q)aKTopbl 00JbIIEe BCEro BJIAMSIOT HA Balll

BbIOOP 0AHKOBCKHX MPOIYKTOB? K M HTOro
[IporeHTHBIC CTABKK M KOMHCCHUU 30 47 77
XapaKkTepUCTHKH MPOJYKTa (mampumep, | 11 16 27
MOOWMITEHBIH OaHKWHT, KPEAUTHBIC OITITFIH )

MapKeTHHT U peKiiaMa 3 6 9
OO6cnyxuBaHUE KITMEHTOB 25 25 50
Penyrarus u Hage:KHOCTH 8 5 13
Hroro 77 99 176

b1 poBenieH ompoc st onpeneneHrs YpoBHS 0aHKOBCKOTO 00CTy>KUBaHHS
¥ MapKETHHTOBBIX YCIIYT B KOMMepUecknx 6ankax Pecniybnuku Y36ekuctan. Ompoc
coctouT u3 15 BompocoB. Bonpock! Ob1TH pa3paboTaHbl C yI€TOM MEXITYHAPOIHOTO
OTIBbITAa ¥ MAPKETHHTOBBIX YCIYT B OaHKOBCKOH cepe. B ompoce mpuHsim ygactue
176 pecnoHIEHTOB, PHU 3TOM YUYHTHIBAJIACh PENPE3CHTATUBHOCTH OMPOCA.

OCHOBHBIMH MPUYUHAMHU HCIOIB30BaHUS OAHKOBCKUX YCIYyTr KIUEHTaMH
0aHKOB SIBJISIIOTCS NPOLICHTHBIE CTaBKH, MPOJYKTOBbIE YCIyru (Hampumep,
MOOWJIBHBIN OAHKUHT, KPEIUTHBIE OMIMU), MAPKETUHT U peKiiama, 0OCIyKUBaHUE
KJIMEHTOB, a TAKXKE PEnyTalusl U HaJIe)KHOCTh OaHKa.

49 ABTOpCKas pa3spaboTKa Ha OCHOBE COOPAHHBIX JTAHHBIX
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[lepeceuenue cmpoca u mnpeajoxeHus, Qopmupyromieecss Ha (HUHAHCOBOM
pBIHKE, 00YCIIOBIECHO MaKCUMHU3AIMe COOCTBEHHOUN MpHUOBLIN 00EMMU CTOPOHAMH.
B n1r060Mm ciyuae, 3Ta mpuObLIL Kak Uit OaHKa, Tak U AJIA KiIIMeHTa (OpMHUpYyeTCs 3a
CYET MPOILICHTHOM CTaBKHU, CJIEIOBATENIbHO, BaKHEHUIIUM (aKTOpOM IMpU BBIOOpE
OaHKOBCKMX YCIyT SBJISIETCS TPOLICHTHAsE CTaBKa, YTO TMOJTBEPKIACTCS W
pe3yiabTaTaMu OIpoca.

77 PpEecHOHIEHTOB, MPUHSBIIMX y4YacTHE€ B OMPOCE, OTMETHJIM BaKHOCTh
¢dakTopa MHTEpeca MpHU UCIOJIb30BaHUU OaHKOBCKUX yciyr. [lo HameMy MHEHUIO,
MMEHHO MHTEPEC JIOJHKEH OBITh IJIaBHOM IEIbI0 JI000r0 MapKeTHHra OAaHKOBCKUX
YCIIYT.

B MapkeTuHre MmMUPOKO HMCHOJB3YIOTCS HECKOIBKO OCHOBHBIX PEKJIAMHBIX
UHCTPYMEHTOB, B YaCTHOCTH, B HACTOAIIEE BPEMS aKTHUBHO MCIOJIB3YIOTCS
COIMAIBLHBIC CETH JIJISI peKJIaMbl OAHKOBCKHUX YCIIYT.

beino ycraHoBneHo, 4To 59 pecnoHACHTOB MOJIYy4YalOT peKjiaMy HOBOCTEH U
PEJIOKEHNN, CBSI3aHHBIX C OAHKOBCKUMH YCIyraMu, W3 COILUAIBHBIX CETeH,
Brirovasi Facebook, Twitter, Instagram.

beuto ycranoBneHno, uro 42 u3 176 pecnonaeHToB, win 24%, ciensar 3a
pEeKJIaMOif HOBOCTEH M MPEJIOKEHUN, CBI3aHHBIX ¢ 0AHKOBCKUMH yCIIyraMu, 4epes
MOOWJIBHOE MPUIIOKEHNE 0aHKA U UHTEPHET-TIOPTAIIBI.

5-Tabuauna
Nudopmanus o BUAAX peKjgaMbl 0AaHKOBCKHUX YCJIYT U MPeJI0KEeHHU,
I0JIyYeHHbIX PECIIOHICHTAMHM, IPHHSBINAMH y4ACTHE B onpoce>’

Kakue BuHABI pekJamMbl CyIIeCTBYIOT JUISI

HOBOCTE# M Mpe110KeHuil DaHKOBCKUX yCayr? %K M BCEr0
Pexirama Ha CyBEHUPHOU MPOTYKITUH 1 0 1
MoOunpHbIE TIPUJIOKEHUS OaHKOB, WHTEPHET- 18 o4 42
MOPTAITBI

[ledaTHas pexnama (ra3ersl, )KypHaJbI, OyYKIIETHI) 1 0 1
Conmaneasie Mmeccenmkepsl (Telegram, WatsApp) 14 19 33
Conmanenasie cetn (Facebook, Twitter, Instagram) o5 34 59
Pexnama B MoOmibHOM Mapketunre (SMS, MMS) 5 8 13
Pexnama Ha paano u TeneBHICHUN 6 2 8
Pexnama Ha TpaHcnopTe 2 3 5
Buneomnopransi (YouTube, MyTube) 5 9 14
Bcero 77 99 176

DTO, B CBOIO OuYepe/b, CBUJETEIBCTBYET O TOM, YTO B HACTOSIIEE BpeMs
pekiIama OaHKOBCKUX YCIYT Bce OobIne GOpMHUPYETCS TO BIUSHUEM U(PPOBBIX
TEXHOJIOTUH, W TIOCTOSIHHAs aKTUBHOCTh, HEOOXOJMMAas MapKETOJOoraM B STOM
CEerMEHTe, CYUTAETCA €CTECTBEHHOM, a SMM-ycnyru pacinpsroTCs.

bankam Heo0XOAMMO OpPraHUW30BBIBATH KPYIJIOCYTOYHOE OOCIYyKUBAHHUE
KJIIMEHTOB, a TaKXe co3/laBaTh ObICTpblie U 3 dekTuBHbIe cepBUCHL. [locTossHHOE
oOllleHHEe C KJIMEHTaMH, BBISIBJICHUE WX MOTPEOHOCTEH U MPEAJIOKEHUE UM
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ONTUMATBHBIX PEIICHUN SIBISIOTCS KIIFOUEBOM YaCThIO YCIIEIIHOIO MAPKETHHTA.

Heob6xoaumMo perynsipHo nojiydaTh 0OpaTHYIO CBSI3b OT KJIMEHTOB M TOCTOSTHHO
MOBBIIIATh KaY€CTBO OOCIYXKMBAHUSI TyTEM BHEAPEHUS CUCTEM OOpPAaTHOW CBSI3U.
DTO YKpPEIUISIET JIOATOCPOYHbIE OTHOIICHHSI OaHKa C KJIMEHTAMU U MOBBIMIAET UX
J0BEpHUE.

bankam cremyeT cocpeqoTOUUTh CBOM pPEKJIaMHBbIE KaMIIAaHWHM HE TOJIBKO Ha
nupoBBIX MeaWa, HO M HAa MacCOBOM peKJlaMeé U Y4YacTUU B JIOKAJIbHBIX
MeponpusTusax. biaromapss maccoBoil pekiiame OaHKHM MOTYT NPEACTaBUTH CBOU
YCIIYTU [IHUPOKOHN ayJUTOPUHU.

TeneBunenue, paauo W ra3eThl MOTYT OBITh HCIOJB30BaHbI g Oosee
IIUPOKOTO MPOJBUKECHUS OAHKOBCKUX YCIYT W TPUBJICYCHUS HOBBIX KIHEHTOB.
bankam Takxke ciemayeT y4yacTBOBaTh B MECTHBIX (DECTUBANISIX, CHOPTUBHBIX
MEPOTPUITUSAX M JPYTrUX OOIIECTBEHHBIX HWHUIMATHBAX, a TaKXKE HaMpIMYIO
B3aUMOJICHCTBOBATh C KIIMEHTAMH.

banku Takxke MOTYyT NMpeICTaBlIsITh CBOM OpeH/] B MO3UTUBHOM CBETE, aKTUBHO
y4acTBYS B CIIOHCOPCKHUX U 0J1arOTBOPUTEIBHBIX aKIIUSIX.

[Tpu coBepiieHCTBOBAaHUM CUCTEMBI IM(POBOTO MAPKETUHTA MPE/ICTABICHHAS
BBIIIIE MOJICNIb (POPMHUPYET TEOPETUUECKYIO OCHOBY JJIsSi BBISBJICHHUS IOBEICHUS
KJIMEHTOB Ha PhIHKE 0AHKOBCKMX YCIYT U MX pa3/ieJIeHUsI Ha IeJieBble CeTMEHTHI. B
npolecce KiacTepusaluu 1eMorpaduueckue, nopeeH4eckue u HudpoBbie JTaHHbIC
AKTUBHOCTH KJIIMEHTOB AaHAJIM3UPYIOTCS KaK B3aMMOCBS3aHHBIE MHOTOMEpHBIE
BeKTOpbl. CerMeHThl, C(HOPMUPOBAHHBIE C TOMOIIBIO AJITOPUTMOB HA OCHOBE
UCKYCCTBEHHOTO WHTEJUIeKTa (Hampumep, K-cpenmHux wWiM uepapXuyecKon
KJIacTepu3aluu), MO3BOJISIIOT pa3pabaThiBaTh WHIWBUYyAIbHbIE MapKETHHTOBBHIE
CTpaTeruy, MOIAXOJSUINE I KaKIO0M KaTeropuu KIMEHTOB. Takum o0pa3om,
OTHOCUTEJbHOE BIMSHUE UU(POBBIX HHCTPYMEHTOB (COLMAJbHBIE  CETH,
MOOUITbHBIE TPWJIOKEHUS, MHTEPHET-peKjiaMa) Ha OaHKOBCKHE YCIYT'HM TOYHO
MoaenupyeTcs u o60mas 3h(PEKTUBHOCT, MapKeTHHTa OaHKa IOBBIIIACTCS.
[IpakTueckoe MpuUMEHEHWE IaHHOW MOJENIN MOoATBepxaaeTcss Ha mpumepe AO
«Y3MUIIUAOAHK», KOTOPOE MOBBICHIIO TOYHOCTH MPOGUIMPOBAHUS KIMEHTOB Ha
35-40 %, uro mpuBeo K pocTy 3PphHEeKTUBHOCTH MapKETUHTOBLIX ycayr Ha 17,4 %.

B 3axmodenue ciegyer OTMETUTh, YTO 00IIasi 0COOCHHOCTh MAapKETHHTa
O0AHKOBCKHUX YCIYT 3aKJIIOYaeTCS B TOM, YTO OH CIOCOOCH MPHUBJICKATh KIMEHTOB
4yepe3 MHTEpEC, a 3aTe€M IpEeBpalllaTh UX B MOCTOSIHHBIX KJIMEHTOB. Kpome Toro,
MapKETUHT OAHKOBCKHUX YCIYT OCYIIECTBISAETCS JIJIsi BCeX 0AHKOBCKUX YCIYT, Kak
oduraiin, Tak 1 onnaitH. COrIacHO MaTEeMAaTUYECKUM U CTATUCTHYECKUM (pOopMyIiam,
cornacHo 95% noBepuTenbHOMY MHTEpBaly, B HacTodlee Bpems ot 60% no 80%
HaceJIeHUsI pecnyOlIuKH, MOJb3YIOUIErocssi OAHKOBCKUMHU YCIyraMH, MIUPOKO U
3G ()EKTUBHO HCTONB3YIOT MOOWJIBHBIC MPUIOKEHUA. DTO, B CBOIO OYepeb,
O3HAYAET, YTO MAPKETHHT OAHKOBCKHX YCIIYT TaK)XE JIOJDKCH alalTUPOBATHCSA K
ATOM TE€HJICHIUU.

Tperpa rnaBa auccepraunu. «IlyTu pa3BUTHS MHCTPYMEHTOB LHU(POBOIro
MapKeTHHIa» OXBaThbIBaeT O00JIACTU NPUMEHEHHUS HHCTPYMEHTOB UU(PPOBOTO
MapKeTUHIa Ha pBhIHKE OaHKOBCKHUX YCIYr, BO3MOKHOCTU HCIIOJIb30BaHUs
MHCTPYMEHTOB UU(PPOBOr0 MapKeTHMHra B OAHKOBCKOM CHCTEME Ha OCHOBE
WHHOBAIIMOHHBIX TMOJXOJIOB, a TaKXE€ COBEPIICHCTBOBAHME MHOTO(PAKTOPHOTO
MPOTHO3UPOBAHUSL PAa3BUTHUSI OAHKOBCKUX YCIYI MOCPEICTBOM HWHCTPYMEHTOB
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1M (pPOBOro MapKETUHTA.

KoMmmepueckuM OaHKamM Ba)XHO COBEpPUIEHCTBOBAaTh METOABI pa3pabOTKU
COBPEMEHHBIX  MapKETHUHIOBBIX  CTpAaTE€rMd I PEATMCTHYHOM  OLEHKH
MOTPEOUTENBCKOTO CIIPOCa HA YCIYTH, JIyUIIEro IOHUMaHUs ay M TOPUH, CHUKEHUS
pUCKa MOTepb, MPEAOTBpAIICHUS AyOJIUpPOBAHUS IUIAHOB, OIPEACIICHUS JIOJIH
pBIHKA, ONTHUMM3ALUN YEJIOBEUYECKUX PECYPCOB, YETKOI'O ONpEEICHUs ACHCTBUM,
HEOOXOIUMBIX U1 JIOCTHXKEHHUS Lenu, BblOOpa Haubosiee 3(PPEeKTUBHBIX
COBPEMEHHBIX HWHCTPYMEHTOB MApPKETHHIA, pAalMOHAIBHOIO HCIOIb30BAHUS
PEKIAMHOT0 Or0JIXKETa, CIUIOYEHHUSI KOMaH bl U ONPEIETICHUS €IMHOTO HANPABIECHUS
JNEUCTBUN.

' CETMEHTALIMS U [IEPCOHAJIM3ALIMSA
[MUOPOBOM U MOBUJIbHBI BAHKUHT
KOHTEKCTHBIII MAPKETUHI
MAPKETHHI B COIIUAJIBHBIX CETSX (SMM)
(/j [IOVMICKOBAS OITHUMM3ALIMSA (SEO)

G VIIYUIHEHUE KJIMEHTCKOI'O OIIBITA (CX)

Puc. 4. Tunsl cTpaTeruii Hu(p)poBOro MApKeTHHIa, KOTOPbIE CJIeAyeT
MCIO0JIb30BAaTh KOMMepYecKuM 6ankam®!

[lo wamemy MHEHWIO, Ha pBIHKE OaHKOBCKMX (PUHAHCOBBIX YCIYT
11eJ1eCO00pa3HO MCIOIb30BaTh CIEAYIONINE BUABI COBPEMEHHBIX MapKETUHIOBBIX
CTpaTEeTHi: CETMEHTAITMIO U TIEPCOHAIM3AIINIO, TUGPOBON M MOOUIBLHBIN OAHKWHT,
KOHTEKCTHBI MapKETUHT (KOHTEHT-MApKETHHT), MAPKETUHT B COIUATBHBIX CETSX,
MOMCKOBYIO ONTHUMU3AIMIO, YIy4YIlIEHWE KIUEHTCKOTO OIbITa W HCIOJb30BaHUE
WHHOBAIITMOHHBIX TeXHOJOoru. B KoHTekcTe 1M@poBo TpaHchopMmaIuu
KOMMEpYECKUX OaHKOB, TI0 HAIlIEeMy MHEHUIO, 3P EeKTUBHBIM OYIET NCIIOIH30BAHUE
TAaKUX WHHOBAIMOHHBIX MAapKETUHTOBBIX CTpPATErWii, KaK MAapKETHHT BIUSHUA,
OecKOHTaKTHOE OaHKOBCKOE OOCTy>KHMBaHHE (IOTOJHEHHas peanbHOCTh (AR) m
BUpTyadbHasg peanbHOCTh (VR)), HCKYyCCTBEHHBIM HWHTEIJIEKT M TOJOCOBOMU
mapketunr  (AI/VM), uMMepCHMBHBIH ¥  WHTEPAKTUBHBIA  MapKETHHT
(immersive/interactive), mepcoHaNIM3aIUsl MPOAYKTa (THUIIEPIEPCOHATU3AIINS),
MapKETHUHT, OCHOBAaHHBI HAa BOBJICYCHUW KIMEHTOB, COIMAIBHO-IKOJIOTUYCCKUN
MapKeTHUHT, a TaKK€ MAapKETHHTOBbIE HWHCTPYMEHTHI HAa OCHOBE TEXHOJIOTHI
Blockchain u Web3. B tabaurie 3.1 Hike mpeicTaBiIeHbl HHCTPYMEHTHI ITUGPOBOTO
MapKeTHHTa ¥ X COJICpKAHUE.

S1CocraBneno aBTopom
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6-Tadauma

MHCTPYMEHTHI IH(POBOro MAPKETHHIA H HX COdepPKAHME

yeayrd (AR — nmomonmneHHas
peampHocTh) (VR —
BUPTYaJlbHAs PEaIbHOCTH)

Ha3panusi MapKeTHHIOBBIX 3HaueHue

cTpaTerui

IM-mapkeTuHr € ydactuem MapkeTuHroBast ~ CTpaTerus,  HCIONb3YHOLIAas  HH(QIIIOEHCEPOB

uHpIIOEHCEPOB (610repoB, 3HAMEHUTOCTEH, SKCIEPTOB) U MPOJBIKCHUS MPOAYKTa
WJIH YCIIYTH.

OECKOHTAKTHbIE OAaHKOBCKHE Cucrema, KoTopast U30aBJsIET KIMEHTOB OT HEOOXOIUMOCTU JTUYHOTO

noceleHns 0aHKa JUIs MoyueHns: 0aHKOBCKUX YCIYT.

WCKYCCTBEHHBI MHTEIUIEKT H
roJIocoBoil MapkeTuHr (Al —
WCKYCCTBEHHBIIl HMHTEIUIEKT U
VM — ronocoBoii MapKeTHHT)

B 10 Bpems kak I obecnieunBaeT aBTOMaTU3AIUIO, TIEPCOHATTN3AITUIO
U OIITUMHU3AITUO BSaHMOHeﬁCTBHH C KJIMCHTaMHU, FOHOCOBOﬁ MapKeTI/IHF
MIOMOTaeT BOBJIEKATh AYJUTOPHIO C MOMOIIBIO T'OJIOCOBBIX KOMaHI H
I/IHTepaKTI/IBHI)IX TGXHOHOFHﬁ.

HMMMEPCUBHBIN u
WHTCPAKTUBHBII ~ MapKeTHHT
(IM  — wuMMepcuBHBIH ©

WHTCPAKTUBHBIN MapKETHHT)

[To3BonsieT KiInMeHTaM Oojiee TECHO B3aUMOJAECIHCTBOBATH C OpEeHIOM,
B3aMMOJEICTBYSl C HUMHM B CpElI€ IOJHOCTBIO BUPTYaabHOH WM
CMEILIaHHON peanbHOCTH.

kieHToB (CEM — MapkeTHHT
BOBJICUEHHSI KIIMEHTOB)

MepcoHaIu3alusl  MPOAYKTa ITonxox, ocHOBaHHBIN Ha HCcKyccTBeHHOM nHTeIviekTe (M), Gombmx
(HP — | JaHHBIX M AHAJWTHKE B PEATbHOM BPEMEHH, IPEICTABISIET COOOM
THIIEPIICPCOHAITN3AIIHS) IpoLecC MPEUIOKEHUST MPOMYKTOB MM YCIIYT, aJalTHPOBAHHBIX K
WHIUBUIyaJbHBIM TOTPEOHOCTSIM H KETAHHUSIM KaXKI0T0 KIHEHTA.
MapKETHHT BOBJICUCHHUS MapkeTrHTOBast CTpaTeT s, HalpaBJICHHAsI HA MOBBIIICHHUE JIOSUTEHOCTH

K OpeHAy TyTeM TIOCTPOCHHS JIOJTOCPOYHBIX,
MHTEPaKTUBHBIX OTHOLIEHUH C KJIMEHTAMU.

IIPOYHBIX u

COLIMAJIbHO-IKOJIOT HMUECKUI

MapKEeTHHT (SEM —
COLIMAJIbHO-IKOJIOT HMUECKUI
MapKETHHT)

MapkeTrHTOBast CTpaTerus, KOTOPYI0 KOMIIAHMM W OpraHH3aluu
peanu3yloT C y4YE€TOM CBOEM OKOJIOTMYECKOM W  COLHMAIBbHOMN
OTBETCTBCHHOCTH.

omokueiiH 1 Web3-mapkeTuHr

BriokueliH — 3To JielileHTpaIn30BaHHasl, MPO3pavyHas 1 HeM3MeHsemast
TEeXHONIOTHsT mH@poBoro peecrpa. Web3 — 53To HOBas Mojenb
UHTEpHETa, OCHOBaHHAas Ha OJIOKYeliHe, JICLCHTPATN30BaHHbBIX
npunoxeHusx (DApps), TOKEHU3alUK ¥ CMapT-KOHTPAKTAaX.

Hcnons3oBanne HHCTPYMEHTOB ITM(POBOro MapKeTHHTa B 0aHKOBCKOM cdhepe
BaXHO HE TOJIBKO JJIsS MPUBJICYCHHUS HOBBIX KIMEHTOB, HO W JUISI TIOCTPOCHHUS
JIONITOCPOYHBIX ¥ () PEKTUBHBIX OTHOIICHUM C CYIIECTBYIONMIMMEU. B 3TOM mportiecce
KIFOUEBYIO POJb WIpaloT TaKWe HWHHOBAIMOHHBIE TOJXOJbI, Kak HHU(PpOBOH
MapKeTHHT, TEPCOHAIM3UPOBAHHOE OOCTY)KMBAaHHE, CETrMEHTAIUS KJIHNEHTOB U
MCKYCCTBEHHBIN MHTEIUIEKT.

[MudpoBeie  TEXHOJIOTHH, BKJTFOYAS IIUPOKOE  PaCHpOCTPAHCHHE
OCCKOHTAKTHBIX CEPBHCOB, PEBONIOIMOHU3UPYIOT OaHKOBCKUU pBIHOK. Ha
0aHKOBCKOM pbiHKEe PecrmyOmuku VY30ekuctaH o0co00oe€ BHHMaHHE YACISACTCS
AKTUBHOW TMOAJCPXKKE NHM(PPOBBIX TEXHOJOTHH, B TOM YHCIE MPEIITIOKECHHIO
KJIMeHTaM Oosee yAOOHBIX M WHHOBAIIMOHHBIX YCIYT 3a CYET HWCIOJIb30BaHUS
TexHoJiorui aonoiaHeHHOU (AR) m BuprtyansHolt (VR) peanbHocTH. Oxumaercs,
YTO OTH TEXHOJOTUU OTKPOIOT HOBBIE BO3MOXKHOCTH [ OaHKOBCKOTO
00CTy)KWBaHHSI ¥ TIOMOTYT yJIYYIIATH B3aUMOJICHCTBUE C KIMCHTAMH.

52 CocraBlieHO aBTOPOM
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7-Tadauua
Texyuiee COCTOSIHME HHCTPYMEHTOB HH(POBOro MapKeTHHIa >

Texymue mpodaemMbl ITpumepsl Bo3moxHoCTB peuieHus
HCI0JIb30BAHUS npooiaem
JAONOJHEHHOH H
BUPTYAJIBHOM
peajlbHOCTH
HesichHoe oObBsicHeHHE W CIOXKHOCTH MNHurepakTtruBHas IIpenocraBere KknueHtam 3D-
00CITyKMBaHUS KIMEHTOB Ipe3eHTanus BU3YyJIN3ALHIO YCIIyT,
00CITyKHBaHHS UHTEPAKTUBHBIE IIOSICHEHHUS U
KJINEHTOB UHCTPYKITUU
(monomueHnHas
peaJIbHOCTh)
OrtcyTcTBHE nHpopMaIuu JUTSt Jucranimonnoe [Tomyuute moaApoOHYIO
KJIMEHTOB O TIOJNIyY€HUU KpPEAUTOB U | oOydeHue u | undpopmanmioo 0  OaHKOBCKHX
JIpyrux OaHKOBCKHX YCIyrax TPEHUHTH yciryrax c ITOMOLIBIO
(BupTyanpHas BUPTYAJIBHON peanbHOCTH,
peabHOCTD) HarpuMep, BUPTYAIbHO HaOII01ast
3a MPOLIECCOM NOJAYM 3asiBKU Ha
KPEIAUT
HeBo3moxHOCTB 00CITyKUBAHHSI Bupryanbnsie IIpenocraBbTe KJINEHTaM
KJINEHTOB, KOTOPbIE HE UMEIOT JOCTyNa | OTAEIEHUs H | BO3MOXHOCTh II0JIB30BATHCS
K OaHKOBCKMM  OTHENEHHSIM WM | CITyXObI 0aHKOBCKHMH yClIlyramu
MIPOKMBAIOT B OTJAJICHHBIX paiioHax (BupTyanmpHas yIaJeHHO, B YAOOHOE I HHX
peabHOCTD) BpEMsl,  4Yepe3  BUPTYaJIbHBIC
OTHENCHUS

UckyccTBennsiii natemiekt (M) u romocosoit mapketunr (Voice Marketing
— VM) B noclieiHuE TOIbl CTaIu ABMXKYIIEH CHUJION 3HAUUTEIIbHBIX U3MEHEHUUN B
U(POBOM MapKETHHIe. OTH TEXHOJIOTHU CO3/Jal0T HOBBIE BO3MOXKHOCTH B
0aHKOBCKOM CEKTOPE M ITOMOTAIOT MOBBICUTH 3 (PEKTUBHOCTH B3aUMOCHCTBHS C
kaueHtamu. UM u ronocoBas pekiama MO3BOJIAIOT OaHKaM JIydille MOHUMAThb
NOTPEOHOCTH  KJIIMEHTOB,  IEPCOHAIM3UPOBATH  YCIAYTd W TOBBIIIATH
KOHKYPEHTOCIIOCOOHOCTh B MEHSIOIICHCS PHIHOYHOW cpeae. BHeapenwe sTHX
TEXHOJOTUNA MMEET 3HAUYMTENIbHbIE MPEUMYIIECTBA JiI KOMMEPUYECKUX OaHKOB
PecnyOnmuku  V30ekuctan. B wactHOcTH, ecim MM MoxkeT oOKkaspIBaTh
KPYIJIOCYTOUYHYIO TOAJAEPKKY KIMEHTaM IOCPEICTBOM OHJIAMH-4aT-00TOB, TO
rojocoBoii MapkeTHHT (VM) mo3BossSIeT KJIMEHTaM OBICTPO M JIETKO TOJydYaTh
uHpopmario o 0aHKOBCKHX yciyrax. KiMeHTsl MOTYT 3ajaBaTh BOIIPOCHI IO
CBOMM CYETaM, Y3HAaBaTb O HOBBIX KPEIWUTHBIX WJIM JEMO3UTHBIX MPOAYKTax C
IIOMOIIBKD  TOJOCOBOIO  IMOMOIIHMKA. ['0JIOCOBOM  IOMOIIHUK  OTBEYAET
HETMOCPEACTBEHHO Ha 3alpocChl KJIMEHTOB, YTO CO3MaeT IJisi HUX yno0cTBo. OH
TAKXXE pACHIMpSAET BO3MOXKHOCTH JOCTyna K YyCIyram [Jisg KIHEHTOB C
OTPaHUYEHHBIMHU BO3MOKHOCTSAMMU.

B coBpeMeHHBIX yclOBHUAX rioOanu3anuu ¥ udpoBoil TpanchopManuu
YCTOWYUBOCTh OAHKOBCKOW CHCTEMBI W €€ (DMHAHCOBBIM TOTCHIMA CIyKaT
OCHOBOM 3KOHOMHUYECKOr0 pocta. B yacTHOCTH, 3 (PEKTUBHOCTH NEATEIBHOCTH
KOMMEPUYECKUX O0aHKOB HAMPSIMYIO 3aBUCUT OT JIMKBUIAHOCTH UX PECYpPCHOM 0a3bl
Y YPOBHSI TOYHOCTH ynpasieHus. [I[porno3upys nBrxeHne OaHKOBCKUX PECYpPCOB,
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MO>XHO HE TOJIbKO ONTHUMHU3UPOBATh BHYTPEHHIOI (PMHAHCOBYIO MOJUTUKY, HO U
MUHHUMHU3UPOBATH PUCKH U OCO3HAHHO (POPMHUPOBATH MAPKETUHIOBBIE CTPATETUH.

Pa3BuTue 6aHKOBCKHUX YCIIYT MOKET OBITh BHIBEIEHO HA KAUECTBEHHO HOBBII
YpOBEHb OJlarojiapsi UCMOIb30BAHUIO COBPEMEHHBIX METOAOB MPOrHO3UPOBAHMS,
BKitouass ARIMA (aBToperpecCMOHHOE MHTETPUPOBAHHOE CKOJIB3AIIEE CPEeaHEE),
ARDL (aBTrOoperpeccuoHHoe pacrpejaeiieHHoe JnarupoBanue), MLE (omenka
MaKCHUMaJIbHOT'O MPaBI0INOA00Ms) U KOUHTETpallMOHHbIE TeCcThl. OCHOBBIBASICH Ha
ATUX MPUHLMUIIAX, B AAHHOW IJ1aBe IMpeajiaraeTcsl MOCIeq0BaTeIbHbIA Hay4YHbIN
MOJAXO0JT K MPOTHO3UPOBAHUIO JTUKBUJAHOCTH OAHKOBCKMX aKTUBOB M UX OyayIei
JUHAMUKHA Ha OCHOBE COBPEMEHHBIX SKOHOMETPUUECKUX MOJENICH.

Mogenr ARDL ocobenHo 1eHHa mnpu paboTe ¢ HECTallMOHAPHBIMU
NEpPEeMEHHbIMU M TPOBEICHUM KOWHTETPALlMOHHOrO aHaiu3a. TpaauiMoHHbIE
pErpeccuoHHbIE MOJIENU HE MOAXOJAT JI1 HECTALIMOHAPHBIX TaHHBIX, TOCKOJIBKY
IpEeIoiaraloT HaJlu4he YCTOWUYMBBIX B3aMMOCBA3EH MEX]y paccMaTpuBaeMbIMU
NepEeMEHHBIMHU.

l m l
Yy = Bo1 + z B1iX1;1 + z B2iX2i_1 + z P3iX3t-1
1 0 1

CranroHapHOCTh MHTETPUPOBAHHOTO PsAJa IMOKa3aTeJIeH HYJICBOTO IMOPSIKa
MO3BOJIICT HCITOJIb30BaTh PErPECCHOHHYIO MOJIeNIb, OCHOBAaHHYIO Ha METOJIC
HaUMEHBIITNX KBaJIpaToB. Eciin OyeT yCTaHOBIIEHO, YTO BCE PSI/IBI IEPBOTO MOPSAKA
CTaIlMOHAPHBI, TO B 3aBUCUMOCTH OT HAaIEKHOCTH MOKHO UCIIOJIb30BaTh PErPECCUIO
nu ARDL.

8-Taduna
IIporuno3nbie 3HaueHns Mokasaresieii HamuonaabHoro 6anka
Y30exucrana no meroxy ARDL na 2026-2030 roasi, mapa. Cym>

Tompl | Jeno3utel, MIpa CyMOB | Kpenutsl, Miipa cymoB
B peanbHOCTH
2025 | 37977 | 108593
IIporHosupyemble 3HaUEHUS
2026 43854 117250
2027 50142 128637
2028 58324 139874
2029 67530 150234
2030 78523 159874

PesynbraThl 8-leTHEr0 MPOTHO3a, PACCUMTAHHBIE MO BHIOPAHHOW MOIENH
ARDL, MOXHO MHTEPIIPETHPOBATH CIACAYIOIINM 00Pa3oM:

Ham ananu3, ocHoBanHbIM Ha MeToae ARDL, OB MOJHOCTBIO TTOATBEPKACH
pAIOM TECTOB, B 4YacTHOCTH, TectamMu Jluku-Dymiepa, Iloprmanto m bpoma-
[Tarana, u moaTBEpK/I€HA JOCTOBEPHOCTH IMTPOrHO3HBIX 3HAYEHUM.

Hcnonp3oBaHue COBPEMEHHBIX MapKETHHTOBBIX CTpaTeruii B OaHKOBCKOM
cdepe BaKHO HE TOJIBKO ISl IPUBJICYEHUST HOBBIX KIIMEHTOB, HO U ISl TIOCTPOCHHUS
JOJITOCPOYHBIX U 3((HEKTUBHBIX OTHOILICHHH € CcylllecTBYOmUMH. B 3TOM nipotiecce
KIIIOUEBYIO POJIb UIPAIOT TaKWe HMHHOBALMOHHBIE TMOAXOJAbI, Kak IU(POBOH
MapKEeTHHT, MEePCOHAIU3UPOBAHHOE OOCITY>KMBaHUE, CETMEHTAlUsl KJIUEHTOB U
WCKYCCTBEHHBI HHTEJUIEKT.

% Paspa6oTtano aBTOpoM Ha ocHoBe Mojienu ARDL
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SAKVIIOYEHUE

Ha ocHoBe aHanm3a pe3ynbTaTOB, TOJYYCHHBIX B IAHHOM HCCIIEIOBAHUH 10
TEME COBEPIICHCTBOBAHUS HCIIOJIB30BAHUS COBPEMEHHBIX MapKETHHTOBBIX
CTpareruii, ChOpMYyIHPOBAHKI CIICTYIOINTNE HAYYHBIC BHIBOIBI M PEKOMEHIAITNH.

1. CoriacHO MPOBECHHBIM UCCIEAOBAHUAM B 00J1aCTH MapKETHUHTA, CIEAYeT
oOpaTUTh BHUMaHHE HAa OCHOBHBIC ACIEKThI MapKETHHTA, DBOJIIOIUIO KOHIICIIIAN
WHCTPYMEHTOB  ITU(PPOBOTO MApPKETHUHTa M  COBPEMEHHBIC  OMPEICICHUS
MapKEeTUHTOBBIX ~ WHCTPYMEHTOB. MHCTpyMEHTH 1H(PpPOBOTO  MapKETHHTa
YKa3bIBAIOT HA HEOOXOAMMOCTh MX UCIIOJIb30BAHUS B JACATEIBHOCTH KOMMEPYECKUX
0aHKOB, pabOTAIIMX B HAIlIeH cTpaHe. MOXKHO CENaTh BBIBOJ, YTO IMHU(PPOBOU
MapKETUHT, B OTJIMYME OT TPAJAMIIMOHHOTO, TMPEACTABISACT COOOH IMOAXO0,
MOJTHOCTBIO OPUEHTUPOBAHHBIN Ha IIU(PPOBHIE TEXHOJIOTHU U KPEaTUBHOCTD.

2. Mbl BUauUM, 4YTO Y30€KHCTaH OTJIMYACTCS TapPMOHUYHBIM COYCTAHHEM
UCIIOJIb30BaHUS TPATUIIMOHHBIX W IU(POBBIX WHCTPYMEHTOB B MapKETHHTOBOM
chepe, KaxIbpld W3 KOTOPHIX HWIPAET PEIIANIIYI0 POJb B OXBaTe Pa3IMYHBIX
CErMCHTOB TMOTpeOuTeneii. B cBsi3m ¢ 3TuM 3P(HEKTHBHOCTh HCIIOIb30BAHHUS
MapKETUHTOBBIX HWHCTPYMEHTOB B cdepe TMPOM3BOJACTBA M YCIyr HAy4YHO
o0oCHOBaHa, W IS HaIIeH CTpaHbl KpallHe Ba)XKHO NMOHMMAaTh, pa3pabaThiBaTh U
BHEJPSITh MAapPKCTHHIOBBIC HWHCTPYMEHTBI, OCHOBaHHBIC Ha OSTUX HAYYHBIX
nonxonax. I[lo Mepe pa3BuThs Y30€KuUCTaHa HAy4YHBIC IMOJIXOJbI K Pa3BUTHIO
MapKeTUHTa, WX TMpaKTU4YecKas ajanTtaluys W WHHOBAIIMM HMEIOT peliaromiee
3HauEHUE JJI1 YyCTOMYMBOro pocta U ycrnexa. 3. HeoOXonuMo mogyepkHyTh, YTO
METOJIOJIOTUYECKIUE OCHOBBI PAa3BUTHUS pbIHKA OAaHKOBCKUX YCIYr Ha OCHOBE
MHCTPYMEHTOB IM(POBOr0 MapKETHHra HWMEIOT peliaroniee 3HauyeHue JUis
YCTOWYMBOTO pOCTa M ycrexa (PUHAHCOBBIX YUpekJIeHWW. Mbl BUIUM, YTO,
peanu3yst IUPPOBYIO TpaHCHOPMAIUIO, UCTIONB3Ys aHATUTUKY JaHHBIX U OTJaBas
NPUOPUTET KIMEHTOOPUEHTUPOBAHHBIM IMOJX0AaM, OAaHKA MOTYT YBEIHMYHUTH CBOE
NPUCYTCTBUE HA PHIHKE U BHECTH 3HAYUTEIBHBIN BKJIA]] B 9KOHOMUYECKOE Pa3BUTHE.
[Io ™epe pa3BuTusi OaHKOBCKOTO CEKTOpAa HCIIOJIb30BAaHUE HHCTPYMEHTOB
IU(POBOr0 MapKETHHTA U TMOBBIIICHUE yIOBIETBOPEHHOCTH KIMEHTOB OCTaHYTCS
KITFOUEBBIM (haKTOPOM SKOHOMHYECKON CTAaOMILHOCTH CTPaHBI.

4. TlepenoBbie TEXHOJOTHH M MHHOBAIIMOHHBIE MOAXOJBI 3apyOEKHBIX CTpaH
MO3BOJISIIOT PACIIUPUTH OAHKOBCKHE YCIYTH 3a cueT NU(PPOBBIX TUIaTGopM, JIydIiie
VIOBIETBOPSITh  MOTPEOHOCTHM  KIMEHTOB M o0OecrneunBaTh  OMEPATUBHOE
oOcnmyxkuBanue. Kpome Toro, mnepcoHanuzanus U CTpaTerud U(POBOTO
MapKeTWHTa CIHOCOOCTBYIOT YCTAaHOBICHHIO Oo0Jee TECHBIX OTHOIICHUH C
KJIIMEHTaMH, YTO TOBBINIAET MX JOSIIBHOCTh. BaHKOBCKOW cucteme Y30ekucrana
TaKKe  IeNecoo0pa3HO  HCMOIB30BaTh  ATOT  OMBIT  JUIS  TOBBIMICHUSA
KOHKYPEHTOCTIOCOOHOCTH W MOCTPOEHUS d(PPEKTUBHBIX OTHOIICHHUI C KIUECHTAMHU
MyTeM BHEJPEHHUS COBPEMEHHBIX MApPKETHHTOBBIX cTpareruii. B aTom mporecce
00JBIIOE 3HAYCHWE MMEIOT WHBECTUIIUU B ITUGPOBOM MAPKETHHT, OPUCHTAIMS Ha
WHIUBUYabHBIE TOTPEOHOCTH KJIMEHTOB M HUCIHOJB30BaHHE  ITU(GPOBBIX
TEXHOJIOTUH.

5. CormacHo pe3yiabTaTaM HCCIEAOBAHHS TOTPEOUTEIHCKOTO TOBEICHUS B
Tamkente B 2024 rogy mo kKaHaidam HUGPOBOTO MAapKETHUHIa, HMCHOJIb3yEMbIM
MOCTABIIMKAaMU yciyT, miatdgopma Instagram siBnsieTcs HanboJee MOMyIIpHON U

47



OCHOBHBIM pEKJIAaMHBIM HMHCTPYMEHTOM JUIsl MHOTHX MpeANpUHHUMATENEH MU
MOCTABILIMKOB ycayr, U 40% mnoap3oBaTeneid UCIOAB3YIOT ATy IIATGopMy B CBOEH
pabote. Cpeau nmouckoBoi pekiambl auaupyetr Google Ads, ee ucnons3yror 50%
opranu3auuid. OHa MIMPOKO HCIHONB3yeTCs Oyiarofaps BBICOKOW BO3MOKHOCTHU
oxBaTa IeneBoi aynutopuun uepe3 Google Ads. Ilmatrdopma Facebook
UCIIOJIb3YETCs JIs PUBJICYEHHs O0JIee IUPOKON ayIuTOpUM U Ucodb3yeTcs 25%
opranmzanuid. 20% opranuzanuii paspadarpiBatoT BUAeOKOHTEHT B TikTok s
MPUBJICUEHUST MOJIOJIOr0 MOKoyieHHs. [locTaBIMKM NPOPECcCHOHAIBHBIX YCIYT,
B2B-xomnanuun ucnons3ytor LinkedIn st ykpernsieHust JenOBBIX OTHOIIEHUNA U
pazButus npodeccuoHanbHo cetn. 10% opraHuzanMii  UCHOJB3YIOT 3Ty
miardopmy. Kpome toro, Takue kanansl, kak E-mail MapkeTuHT, BUI€OMapKETHUHT,
JokanbHble U oHNaiiH-CMU, Takxke npuHocAT 3 (PEKTUBHYIO MOJIB3Y.

6. KommepueckuM OaHkKaM TakXe Ba)XXHO UCIOJIb30BaTh HHCTPYMEHTHI
(pPOBOro MApKETUHIA JIJISl PEATMCTUYHON OLEHKH NOTPEOUTENIbCKOrO CIpoca Ha
yCIyTH, JIy4lIero oOXBaTa ayJWTOpPUM, CHWXXEHHUS pUcCKa [OTEpb JEHeT,
peI0TBPAIllCeHUs AyOIMPOBaHUS MJIAHOB, OMIPEICNICHNUS 10T PhIHKA, ONTUMU3AIIH
YeJIOBEYECKUX PECypCoOB, YETKOrO OMNpENENCHUsl NEUCTBHUM, HEOOXOIUMBIX IS
JOCTHXKEHUS 11e7, BblOOpa Hauboisiee 3(PPEKTUBHBIX MHCTPYMEHTOB LU(POBOTO
MapKETUHTa, Pa3yMHOr0 UCIOJIb30BAHUS PEKIaMHOr0o OroJKeTa, CIJIOYEHUs
KOMAaH/Ibl U ONPE/IETICHUS] €JMHOTO HANPABICHUS JEHCTBUH.

7. B Hacrosimiee BpeMsi KomMMepueckue OaHku Y30ekuctaHa 3(pQGeKTHBHO
pean3yIoT KI04YeBble MaPKETUHIOBBIE CTPATErMH, TAKUE KaK CErMEHTAlUs PbIHKA,
audepeHnnanus npoyKToB, IIEHOBas MOJIUTHKA U KOHKYPEHTHBIE CTpaTeruu. DTH
CTpaTeruy HAINpaBJeHbl HA YIydylleHHE OOCITY)KMBAHMUS KIUEHTOB M JOCTHUKECHHE
KOHKYPEHTHBIX IpeumyuiecTB. baHku crTpemsrca HanaguTh 3((PEKTUBHYIO
KOMMYHUKAIIHIO C KIIUEHTAMM, UCTIONIb3Ys TAKUE MHCTPYMEHTBHI, KaK peKjiaMa, CBSA3H
C OOIIECTBEHHOCThIO M KIMEHTCKUH CEepBUC. OTO BAXHO JUIsl IOBBILICHUS
JIOSTIBHOCTU KJIMEHTOB U MPUBJICUYEHUSI HOBBIX KIMEHTOB.

8. CoBpeMeHHbIe LU(POBBIE TEXHOJOTMHU OTKPHIBAIOT HOBBIE BO3MOXXHOCTHU
7u1s 6aHKOB. baHkK 00CITyKHUBAIOT CBOUX KIIMEHTOB Uepe3 BeO-calThl 1 MOOUJIBHBIC
IOPUIOKEHUs,, AKTHUBHO YYacTBYIOT B COLHUAJIBHBIX CETAX U HCHOJIb3YIOT
MHCTpYMEeHTHI e-Mmail-mapketnnra. CHIBHBIMH CTOPOHAMHU OaHKOB SIBIISIOTCS
[IMPOKOE HCIIOJIb30BAHUE HHCTPYMEHTOB IH(PPOBOTO MapKETHHTa M BBICOKUHN
YpOBEHb KadecTBa OOCHyKMBaHUS KIMEHTOB. OJHAKO B HEKOTOpBIX OaHKaXx
HEJOCTAaTOYHOE pa3BUTHE MAPKETUHIOBBIX WHCTPYMEHTOB M 3aJE€pPKKH BO
BHEJPEHUU WHHOBAIMM TPOSBISAIOTCS Kak cjabble cTopoHbl. HeoOxoaumbl
BO3MOXHOCTH IS PACIIMPEHUs] CHEKTpa YCIYI 3a CYET HCIIOJIb30BAaHUS HOBBIX
TEXHOJIOTUH W TPHUBICYEHUS] HOBBIX KJIMEHTOB TIOCPEACTBOM IU(POBOTO
MapKEeTHHTA.

9. Hcrnonb3oBaHHE WHCTPYMEHTOB IIM(PPOBOTO MapKeTHHra B MpoIecce
1 poBoi TpaHchopManuu KOMMEPUYECKUX OaHKOB MOBBIIIAET
KOHKYPEHTOCTIOCOOHOCTh OAaHKOB M 00ECIEYMBAET BHICOKOE KAa4eCTBO YCIYT MJIs
KJIMEHTOB. IHHOBalIMOHHBIE MOAXOAbI, TAKWE KAK MAPKETUHT BIUSHUS, TEXHOIOTHH
JOMIOJTHEHHOW U BUPTYaJIbHOM PEAJIbHOCTH, UCKYCCTBEHHBIN MHTEIIEKT, TOJIOCOBOM
MapKETUHI, IE€PCOHAIM3UPOBAHHBIE YCIYTd, MAapKETUHI Yy4YacTHUs KIIHUEHTOB,
MapKETUHI 3KOJIOTMYECKOM M COLMAJIbHOM OTBETCTBEHHOCTH U TEXHOJIOTUHU
0JIOKYEIH, CO3/1al0T HOBBIE BOBMOXHOCTH JIJIsl OAaHKOB.
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INTRODUCTION (abstract of the dissertation of the
Doctor of Philosophy (PhD)

Relevance and Necessity of the Dissertation Topic. In the current global
economy, the development of the banking services market is closely linked to the
effectiveness of marketing strategies. Innovative approaches are required to attract
and retain customers, as traditional marketing tools may not be effective in the
rapidly changing digital environment. According to a report from one of America's
largest banks, JP Morgan Chase, in 2024, big data and artificial intelligence were
widely used to study customer demands and preferences. They analyzed customer
card transactions, online activities, and social media behavior, offering personalized
suggestions. Through these modern methods, the bank was able to reduce marketing
expenses by 20% and increase customer loyalty. Therefore, improving the use of
digital marketing tools, particularly in the banking services market, is one of the
critical issues.

In the context of globalisation and the intense policy of digitalisation, research
is being carried out today to develop the service market using digital marketing tools.
This requires conducting systematic scientific research aimed at introducing the
concept of digital marketing into the banking services market, providing the
population with quality digital financial services, supporting consumers' economic
interests, and establishing digital marketing activities in the banking services market.

The development of the banking services market in the Republic of Uzbekistan
is one of the priority areas, with particular attention being paid to the development
of digital banking services. Over 30 regulatory and legal documents related to
digitalisation have been adopted, with a number of tasks defined for all sectors of
the economy. "In recent years, the availability and use of digital financial services
have increased, helping millions of customers transition to official digital financial
operations through secure digital platforms.” For this reason, research aimed at
reducing the human factor, modernizing, introducing modern digital infrastructures
in banks, and developing remote banking service systems through the use of digital
technologies to introduce advanced banking services is of significant scientific and
practical importance.

The dissertation research is aligned with the tasks set out in various normative
and legal documents, such as the Decree of the President of the Republic of
Uzbekistan "On the Strategy for the Development of New Uzbekistan for 2022-
2026" (PF-60 dated January 28, 2022), the Resolution on "Measures to Create
Conditions for the Rapid Implementation of Artificial Intelligence Technologies"
(PQ-4996 dated February 17, 2021), and the Decree on the "Strategy for Reforming
the Banking System of the Republic of Uzbekistan for 2020-2025" (PF-5992 dated
May 12, 2020), as well as other legal documents in this area.

Relevance to the National Research and Technological Development
Priorities: This dissertation is consistent with the national scientific and
technological development priority I, "Developing a democratic and legal society,
and the moral-ethical and cultural development of the country, creating an
innovative economy."
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Degree of Research in the Field: The scientific-theoretical and scientific-
methodological aspects of using digital marketing tools in commercial banks have
been extensively explored in the works of many foreign marketing scholars. These
include the works of F. Kotler, Y. Chien, G. Sharma, S. Malhotra, S. Jain, P. Garg,
B. Fan, P. Honnali, M. Carpenter, C. Gerling, S. Lessmann, H. Liu, V. Shankar, Y.
Kim, G. Tan, W. Lim, A. Smith, D. Chaffey, J. Lee, R. Bansal, P. Verma, and others.

Moreover, scholars from the Commonwealth of Independent States (CIS)
countries, such as A. Shevlyakova, |. Kotlyarevskaya, N. Ananenka, D.
Tarakhovich, M. Samokhovets, I. Soloveychik, S. Lobanova, M. Guseynova, and
others, have explored digital marketing strategies, bank marketing, and its principles
in their research.

Additionally, within the framework of the national economy's digitalization
policy, the use of digital marketing in service sectors, particularly in the banking
services market, has been addressed in the research of Uzbek economists such as S.
Gulyamov, B. Begalov, M. Abdullayev, Y. Ilkhomova, M. Ilkramov, M.
Jumaniyozova, U. Khaytmatov, A. Fattakhov, Sh. Ergaskhodzhayeva, A. Azlarova,
M. Abdurakhmanova, Sh. Janibekova, B. Khonturayev, N. Yakhyokhonov, G.
Bekmurodova, J. Yuldashev, O. Ortikov, I. Qulliyev, and others.

Relevance of the Dissertation Topic to the Research Plans of the Higher
Education Institution This dissertation was carried out within the framework of a
scientific project in accordance with the research plans of the Tashkent State
University of Economics.

Purpose of the Research The aim of this research is to develop scientific
proposals and practical recommendations for improving the use of digital marketing
tools in Uzbekistan.

Research Tasks The tasks of the research are as follows:

investigating the scientific-theoretical foundations of the concept of digital
marketing;

exploring the types of digital marketing tools and their specific characteristics;

analyzing the experience of using digital marketing tools in foreign countries;

analyzing the current state of digital marketing tool usage in uzbekistan;
evaluating the factors influencing the development of banking services through
digital marketing tools;

conducting a sociological evaluation of the use of digital marketing tools;

identifying the directions for applying digital marketing tools in the banking
services market;

investigating the opportunities for using digital marketing tools in the banking
system based on innovative approaches;

improving multi-factor forecasting of the development of banking services
through digital marketing tools.

Research Object For the study of marketing activities, the banks selected as
research objects are: JSC O’zmilliybank, JSCB Asakabank, and JSCIB Ipak Yuli
bank.

Research Subject The subject of the research consists of the socio-economic
relationships arising during the use of digital marketing tools.
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Research Methods The dissertation employs methods such as statistical
observation, sampling, comparative and dynamic analysis, SWOT analysis, survey
methods, and correlation and regression analysis.

Scientific novelty of the research: According to the methodological approach,
the economic content of the concept of "modern marketing strategies™ is based on a
comprehensive approach aimed at ensuring market competitiveness, creating
emotional and interactive relationships with consumers, making innovative and
flexible decisions, and maximizing performance and customer value. This
theoretical and methodological material has been used in the preparation of the
recommended "Marketing (2nd module '‘Brand Management')" textbook for students
in management education programs (across various sectors) at higher education
institutions (Ministry of Higher Education, Science, and Innovations of the Republic
of Uzbekistan, Order No. 194 dated May 29, 2024). As a result of implementing this
scientific proposal, students are provided with the opportunity to develop broader
knowledge and skills about modern marketing strategies, based on digital
technologies, consumer behavior, market demands, and the ability to make data-
driven decisions while establishing long-term relationships with customers.

Research on customer behavior and needs analysis in the banking services
market: An intellectual clustering model of target segmentation, based on modern
information technologies, has been used to increase the accuracy of profiling bank
customers in the banking services market. This model has led to an increase in the
precision of profiling with a threshold of 35 < PABM < 40%. As a result of
implementing this proposal, the efficiency of marketing services in "Uzmilliybank"
has increased by 17.4% (Uzbekistan Republic National Bank of Foreign Economic
Activity, No. 26/1-825, dated September 8, 2025).

Innovative approach to mass personalization in digital marketing: The use
of digital marketing to establish interactive and emotional relationships with
customers has allowed an innovative approach to increase the usage of banking
services by 15-18%. This proposal, if implemented, has created the opportunity to
increase customer traffic at "O’zmilliybank” by 10.2% (Uzbekistan Republic
National Bank of Foreign Economic Activity, No. 26/1-825, dated September 8,
2025).

Effective use of digital marketing in commercial banks: Based on the
successful use of digital marketing tools, forecasts for the main activities of
"Uzmilliybank™ have been developed, including the modeling of loan, deposit, and
profit indicators for the period up to 2030. These forecast indicators have been used
in the development of a "Roadmap" for the strategic development of
"O’zmilliybank" (Uzbekistan Republic National Bank of Foreign Economic
Activity, No. 261, dated February 12, 2025).

Practical results of the research: The research analyzed and assessed the
factors affecting the development of customer services in commercial banks using
digital marketing tools. New proposals for implementing individualized marketing
approaches through segmentation based on customer needs, demographic, and
psychographic characteristics have been developed. The study analyzed advanced
marketing strategies used in the banking sector of Singapore, the USA, South Korea,
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and other developed countries, and identified opportunities for adapting these
strategies to the banking sector of Uzbekistan. Recommendations for omnichannel
marketing for commercial banking services, content marketing for business clients,
and interactive advertising tools for young generations have been provided.

Reliability of the research results: The reliability of the results is confirmed
by the appropriateness of the methodological approaches and methods used, with
data obtained from official sources and open statistical reports from organizations.
The conclusions and recommendations have been implemented in practice by
"O’zmilliybank."

Scientific and practical significance of the results: The scientific
significance of the research results lies in the fact that the proposed
recommendations and theoretical-methodological conclusions will serve as a basis
for further scientific research aimed at improving the use of digital marketing tools.
The practical significance lies in the potential use of the findings to develop
strategies for reforming the banking system, enhancing the popularity of banking
services, and informing the creation of relevant laws, regulations, presidential
decrees, cabinet decisions, and other legal documents in the sector.

Implementation of the research results: The economic content of the concept
of "modern marketing strategies” based on a comprehensive approach aimed at
maximizing performance and customer value, ensuring market competitiveness, and
establishing emotional and interactive relationships with consumers has been used
in the development of the "Marketing (2nd module 'Brand Management')" textbook,
recommended for students in higher education institutions. As a result of
implementing this proposal, students will gain deeper knowledge and skills in
modern marketing strategies, which incorporate digital technologies, consumer
behavior, and data-driven decision-making.

Research on customer behavior and needs analysis using modern
information technologies: The intellectual clustering model of target segmentation,
based on modern information technologies, increased the accuracy of profiling bank
customers, with a threshold of 35 < PABM < 40%. As a result, "Uzmilliybank" has
increased its marketing services effectiveness by 17.4%.

Scientific publication and approval of results: The research results have been
discussed at 3 international and 3 national conferences. The research has led to 13
published scientific works, including 3 articles in recommended journals for
philosophy doctor dissertations, 4 articles in prestigious international journals, and
6 theses in scientific-practical conference proceedings.

Structure and volume of the dissertation: The dissertation consists of an
introduction, three chapters, a conclusion, a bibliography, and appendices. The total
volume of the dissertation is 117 pages.
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