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KHWPHUII (pancada nokropu (PhD) nuccepranusicu aHHOTAIUSICH)

Juccepranmss MaB3yCHHUHT  JoJ3apOauru  Ba  3apyparu. JKaxoH
UKTHUCOMMETHIA  axOopoT-KOMMyHUKanug TexHojorusmapu (AKT)HuHTr kajgan
PUBOXKJIAHUIIN TabCUPUJA HWHHOBAIMOH THU3UMJA HIUIAHIUTaH KOMIIBIOTEpIIap,
MoOuUI TenedoHIap Ba MHTEPHET TEXHOJOTHSIAPUHHUHT Maijo OYiuiM Xu3Mmatiap
COXaCMHUHI TyOmaH ¥y3rapumura onaub kenad. Harmxaga, Xxo3upaa pakamiiu
UKTUCOAMET Ba YHIra acocjiaHraH OOIIKapyB YCYIJIApUHUHT aMalauériia KeHT
KYJUTAaHWJIAITN  KaXOH WKTUCOAUETH PHUBOXIAHUIIMHUHT ACOCHUN OMUWJUIAPHUIAH
Oupura aitmannu. PUBOKIIaHTaH MAaBIATIIAPHUHT SUMMA WYKH MaxCylIOTHIA paKaMIIH
ukrucoqueTHUHT yaymm 2010 #wina 1,2 dowusnn tamkwi stran 0ynca, 2018 iwira
KeTH0, yudy Kypcartkid 5,5 (pOM3HM TaIIKHI STAM . PHBOXIAHASTraH MaMIIaKaTiap
SUIMMA ~ WYKA  MaXCYJIOTHIAa pakamyid WKTHUCOAUETHUHT yiaymwm dca, 3,6 dousmaHx,
2017 #ivnra xenuo0, 4,9 ¢owusra etau.

XKaxonna amanra OmUPWIAETTaH WIMHH-TEXHUK TAAKUKOTIAp, XYKyMatiap
TOMOHHMJIAH aMajra OIIMUPUIAETIaH TU3UMIIM MCIOXO0TIap, WUPUK TPaHCMUILIUN
KOMITAHMSUIApAa  MCTEbMONYIIIAp  HOXTUSKIAPUHMHT  MyHTa3aM  paBHIIJA
y3rapyBUaHiIuTu OwiaH OOFJIMK XaTTU-XapaKaTlapHU TaxJIMWJI Ba CHUHTE3 KHWJIMII,
IIYHUHTJEK, ax00pOT aJMalllMHYBUHUHT SPKUHJIANITYBH TabcupHuaa ycud Oopaérran
KOHTEHTHUHI POJM XaMJa pakaMiId >KaMUSITHH Oapmno STUIIHUHT  OOIKa
HyHanumIapu KopxoHajap/ia MapKeTHHT (aoJMSITUHH aMajra OIIWPHUIIHUHT KEHT
MMKOHHMSITIIADUHU SIPAaTMOKIA. XalIKapo AKCIEPTIAPHUHT (PUKpiIapuya, aHbaHABHM
MapKEeTUHI METOJuiapu OyryHI'M KyHJa Yy3rapub Oopaérran 0o30p Tanabmapura
eTapanya jkaBoO Oepa onmasnTu . Maskyp MyaMMOJApPHUHT MaBXXYJIATH KaXOH
MaMJIakaTiapu  axOOpOT-KOMMYHHUKAIlMS XH3Mariapu 0030puaa WHHOBAIMOH
MapKETUHTHUHT TEXHOJIOTHS Ba YCYJUIAQPWHH XKOPUH ATHUINTA KapaTWJITaH TH3UMIIH
WIMUN TAAKUKOTIAP 070 OOPUIITHU TaK030 ITaIu.

V36ekucronna omub  GOPUIAETraH  MKTUMOMH-HKTHCOMMH — MCIOXOTIAp
IapouTHIa KAMUAT Ba UKTUCOAMETHMHT Oapua cekTopiapuja axOopoTt-
KOMMYHHKAITUSI TEXHOJIOTHsUIApUIaH KeHT (oiifalaHuIlTra KapaTuiraH u34uil Jopa-
TanOupnap amaira OIHMPHIMOKIA. XycycaH, VY30ekucToH PecryGnukacu
IIpesuaentunuar 2018 #imnm 28  gekabpma Omumit Makimcra — KuraH
MypoxaatHoMacuaa « MKTUCOTuETHUHT Oapya cOXaTapruHu paKaMiTd TEXHOJIOTHsIIAp
acocWIa SHTWIAINIHKA Ha3zapja TyTaJAWraH pakaMid HKTUCOAMET  MUJUTHMA
KOHIIENIUACUHU uiiad yukuimmmus kepak. Iy acocna «Pakamin V36exncron —
2030» mactypuHu Xa€Tra TaTOMK ATUIIMMU3 3apyp. PakaMiiim UKTUCOIUET SUTMH WUKU
MaxcysnoTHu kKamuaa 30 dousra YCTUpHUIL, KOPPYNUMSHUM KECKUH KaMaWTUPHUII
MMKOHHHI Oepamm»’, - 1e0 Genrmnab Geprad Basudanapy MaMIAKAaTHMHU3 ax00poT
KOMMYHHKAITUST XU3MaTiaapu 0030pHHHM PUBOXKIIAH-TUPHINIA NHHOBAIIMOH MapKETHHT
cTparerusiapuan (HoiaamaHuII 3apypPIUTHHE TAaK030 ITAJIH.

! Measuring the Information Society Report Volume 1. 2018. ITUPublications. Statistical reports. International
Telecommunication Union. Place des Nations. CH-1211 Geneva Switzerland.

20ECD Information Technology Outlook, 2015.

% V36exucron Pecniyonukacu Ilpesunentu IllaBkar Mup3suéesaunrOnuit Maxknucra MypoxkaatHomacu. 2018 iinn 28
JeKabpb. — WWW.UZa.uz



V36exucron Pecniyonmukacu  [lpesupentunnar 2017 #un 30 wurongaru
«PecnyOnukana axO00poT TEXHOJOTHSIAPU COXACHHU PUBOMKIJIAHTUPHIL YyUyH LIAPT-
IapOUTIapHU TyOdaH sXmwiam dYopa-tagoupiapu Tyrpucuaanru [1d-5099-con,
2017 iun 7 deBpanmaru «Y30eKHCTOH PecryOIMKacHHM SHAga PHBOXKIAHTHPHII
oyiinmua Xapakamiap crparerusicu Tyrpucugantu [1d-4947-con, 2018 iiun
19 deBpangaru «AXOGOpPOT TEXHOJOTHUSIIAPH Ba KOMMYHUKALIMSIIIAPU COXACHHM sSHAJa
TaKOMWJUTAIITUPUIL Yopa-Tanoupiapu Tyrpucuaanru I1dD-5349-con dapmonmapu,
2017 #iun 29 aBryctaaru «AXOOpOT-KOMMYHMKAIUS TEXHOJIOTHSUIAPH COXacHa
Joinxa OOIMKapyBH THU3UMHHHM SHaJa TAaKOMWUIAMITHPHUIN dYOpa-TaaOupiiapu
tyrpucugantu [1K-3245-con kapopu Ba OoITKa MEBEPHH-XYKYKHH XyXxoKariaapa
OenrwiadraH BasudadapHU amajra OIIUPHUIIIA Ma3Kyp IUCCEepPTaIlns TaIKUKOTH
MyaisH gapakaga Xu3mar KUIaIu.

TagkuKOTHUHT pecny0JinKka (paH Ba TEXHOJOTHSVIAPH PUBOKJIAHUIIU-HUHT
YCTYBOP HyHAIUILJIAPpUIra MOCJIUTU. [{uccepTaius TaqKUKOTH peciyoiukamMus daH
Ba TEXHOJIOTHSUIAPY PHUBOXKIJIAHUIIUHUHT |.»JleMOKpaTUK Ba XyKyKUW >KaMUSTHH
MabHAaBUM-axJIOKUI Xamjaa MaJaHui-Mabpu@uii PUBOXKIAHTUPHUIIL, WHHOBAI[MOH
UKTUCOIUETHYU MIAKJUIAHTUPHUIID YCTYBOp HYHAIMIIIUTA MyBOPUK OakapuiraH.

MyaMMOHHMHT VPraHWJITaHJIUK Japakacu. VIHHOBAIlMOH MAapKETUHTHUHT
WIMUH Ba amMaluii MyaMMOJapH, pakamId MapKeTHHT TEXHOJOTUsUIapUaaH
doipananuin Macanagapu OyVinya kymia® XOpWXKIMK ofluMiap >kymuianan, Braun,
E., Brinker, S., Collin, R., Dinis, A., Hsu, Y., Lapidus, L.V., Pulizi, J., Weber, R.,
Williams, J., Chinn, S.J., Crestodina A. xabwiap Ma3Kyp coxaaa WIMHA TaaKUKOT
MITAPHHI aMaJIra OLIMPraHmap’.

MycTakwi gaBiamiap XaMJIyCTIMIU Mamiakatiapuaa Oy O6opana Xamwios /.,
Mapkosa B.Jl., Kysuemnora C.A., Orenora JI.H., I'onybxos E.H. cunrapu onumiap
AIIMAH TaAKHKOTIAp 0JIHO GopraHmap”.

PeciyOnukamuszna  axOopoT  KOMMYHHKAIMsS — XU3Matiapu  0030puHU
PUBOXIIAHTUPHUIIA HWHHOBAIMOH MAPKETUHT CTpaTerusiiapuaad  (oilganaHun
Mmacananapu A.bexkmyponoB, I[.AxynHoBa, M.bonrta6oes, XK. Kanomos, A.Conues,

* Braun, E. (2017, March 31). Content Marketing vs. Social Media Marketing: What's The Difference? Retrieved from
www.marketingsolved.com:  https://www.marketingsolved.com/content-marketing-vs-social-media-marketing-whats-
the-difference; 15. Brinker, S. (2015, September 28). The 5 digital dynamics that are transforming marketing. Retrieved
November 28, 2017, from Marketing Technologist Blog: http://chiefmartec.com/2015/09/5-digital-dynamics-
transforming-marketing/; Collin,R. (2016). Mobile Banking: Paying for the Perks. BusinessNHmagazine.com; 31.
Dinis, A. (2006, January 1) Marketing and Innovation: Useful Tools for Competitiveness in Rural and Peripheral Areas.
European Planning Studies (14); Hsu, Y. (2011). Design innovation and marketing strategy in successful product
competition. Journal of Business & Industrial Marketing, 4.; Jlanugyc JI.B. (2016, Amnpens), Kpayncopcunr u
KpayA(aHIUHT: MApKETHHTOBOE MPOABIKEHHUE ITPOEKTOB, MPOAYKTOB U ycIyr. BecTHuk ®UHAHCOBOTO YHHMBEPCHTETA;
Pulizi, J. (2016, July 1) Roundtable: Content Marketing. Retrieved from www.asne.org.; Weber, R. (2010). Digital
Trade in WTO Law - Taking Stock and Looking Ahead. Asian Journal of WTO and International Health Law and
Policy (5); Williams, J., & Chinn, S. J. (2010). Meeting relationship-marketing goals through social media: A
conceptual model for sport marketers. International Journal of Sport Communication.

*Crestodina, A. (2016). Content Chemistry: The Illustrated Handbook for Content Marketing (4 ed.). USA: Orbit Media
Studios; Halilov, D. (2017). Mapketusr B conmanbhbix ceTax (Marketing in the social networks). Maun, BanoB, u
®epbep; Mapkoa B.Jl. Mapkerunr uHHOBaumil: ydeO-meroxa. nocobue/HoBocubupckuii roc.yH-1. HoBocuOupck,
2011..; Oronesa JL.H. (2004). MuHoBaunonHslii meHemmxkment. —M.: UHOPA-M (MH®PA-M).; T'onybkos E.II.,
MapKeTI/IHFOBLIe ucciea0oBanmsd, TEOpusd, METOHOJIOrUs W IIPAKTHUKaA. yqe6HI/IK.-3-€I/I3IL., nepepa6. naoIl. -M.:
UsparensctBo «dun-mpecey, 2003.-496¢; Kvint, V. (2016). Strategy for the Global market: Theory and Practice
Applications. New York: Routledge: Taylor & Francis Group.
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A.®arraxoB, M.Kocumona, III.Opramxomkaea, M.FOcynos, b.beranos,
A Mycanres Ba GOMIKAOTHMIAPHAHT® WIMHIT H3IaHAIIIAPH/A 3 AKCHHHU TOIIIaH.

Canal yTuiran oJMMIIAPHUHT MAapKETUHT (haHHUTra KYIITaH CaJIMOKJIM XUccacura
KapaMai, YIapHUHT WJIMUN HIDIapuaa axO0opOoT-KOMMYHHMKAIUs —XHU3MaTiaapu
0030pMHU  PUBOXKIIAHTUPHUIIA  WHHOBAIlMOH  MAapKETUHT  CTpaTerdsuiapuaaH
(dolaNaHUIIIHUHT Y3Ura X0C XyCyCHUSITIapH, paKaMId MapKEeTUHT CTpaTerusiapuaan
dbolaNaHUIIHUHAT TapMOK XycycusiTiapu wuHoOarra onunmarad. Ly ca6abmm,
axOOpOT-KOMMYHUKALIUS XH3MaTIapu OO30pMHU PUBOXKIAHTUPHUINIA HHHOBAIIMOH
MapKeTHHI  cTpaTerusuiapuiadH  (QodJalaHWIIHK  TAaKOMWJUIAIITHPUII  Ba
caMapaJOpJIUTUHU  OolHpuIl OViimdya TaAKUKOTIap onub Oopuin Makcazira
MyBODUKANDP.

Juccepranusi MaB3yCHHMHI JUcCCEpTalusi Oa:kapuwiraH oJIMid TabJauM
MYacCACACMHMHI WJIMMI TAAKHKOT HIUIAPM pexajapu OWiaH OOFIUK/IUIH.
Tagkukor wmaB3ycu TOLIKEHT JaBiIarT MKTUCOAUET YHUBEPCUTETUHUHI WIMMNA
TaIKUKOT wunulapu pexacura wmyBopux AU-1-32 «Mwuuii  OpenayiapHu
MIAKJUTAHTUPHUII aCOCHIa MamJlakaT 3KCHOPT CANIOXUSATHHU OLIUPHIIDY MaB3yCHUIArH
amanuit norinxa (2015-2017 itit.) moupacuia Oaxkapuiiras.

TagKMKOTHHHI MaKcaaMm axO0opOoT-KOMMYHHKAIUsl Xu3Mariapu O030pUHU
PUBOXKJIAHTUPHINJIA HWHHOBAIIMOH MAapKETUHT CcTparerusuiapuiad  ¢GoilgaiaHuin
Oyiinua Takiu@ Ba TaBCHUsUIAp UILIA0 YMKHUIIIAH HOOPAT.

TagkukoTHUHT Ba3udaaapu:

axOOpOT-KOMMYHMKAIMsl ~ XM3Mamiapu  0030pujla  MApPKETUHT  (DAOIHSITH
PUBOXIAHUITMHUHT TI00aJ TEHACHIUAIAPUHN TAAKUK JTHIIL

axOOpOT-KOMMYHHKAIIMSI ~ XU3MaTiaapu 0030pHAa WHHOBAIIMOH MAapKETHHT
cTparerusuiapuiad  Qoigananum  OyiiM4ya  WIFOpP  XOPWXKUKA — MamJlakaTiap
TaXpUOACUHU YPraHUIII;

V36exucron Pecnybnukacuna ax0opOT-KOMMYHHKAIUS XU3Mariaapu
OO30PUMHUHT  PUBOXKJIAHUIIMAA  WHHOBAIMOH  MAapKETUHT  CTpaTerusiapuaaH
doitgananuil caMapagopIUTUHU OIIUPHUIIT UMKOHUSITIIAPUHY TaJAKUK STHUIII,

MHHOBALIMOH TEXHOJIOTHUsUIap OO30pUHUHT PUBOXKJIAHHUILIN LIAPOUTHIA aXOOpOT-
KOMMYHHUKAITUST XU3MATIAPUHU TaKIUM STUITHUHT KOHIENTyan EHIalIyBIapyHU Ba
camapajii MapKeTUHT CTPaTeTUsJIapUHA TaHJIAI,

axOOpOT-KOMMYHUKALIUS ~ XU3MaTiaapu 0030puAa HHHOBAIIMOH MAapKETHHT
cTparerusiapuiad GoianaHuil camapaJopIUTuHA OIIUPHUII WYIUIApUHU KypcaTuo
oepwuiil.

TagKMKOTHHHT 00beKTH Oyim6, VY30ekucTon Pecmy6nmkack —axGopotT
TEXHOJIOTHSJIApH  Ba  KOMMYHUKAIlMSJIAPUHUA ~ PUBOXKJIAHTUPHUII  Ba3HUPIIUATH
TapKuOuaarn axO00poT-KOMMYHUKAIUS XU3MATIAPUHU KYpcaTyBuUM KOpPXOHAJApHUHT
MapKETHHT (PaOJHSITH XUCOOIaHAIH.

®Bexmypoon A.IIL. D(eKTHBHOCTh MApKETHHTa CPEICTB MPOM3BOACTBA. ABTOped. aKce. 0K, 9KoH Hayk. — T. 1993;
AxynoBa I'.H. Tabnum TH3MMHIIa MapKeTHHI Ba YHH TaKOMWUIAIITHPHII iyinapu. VKT.d.x1. mnMm. map. onmm yuyH
mucc. — T., 2004; Bonrabaes M.P. Tykumaunnuk caHoaTHaa MapKeTHHr crparerusich. MoHorpadust — T.: ®an, 2004.;
XKanomnor XK. Mapkerunr. — T.: 1999. — 120 6.; UsatoB U. V36eKHCTOH IeXKOH 0o30pHaa MapKETHHT (AaoUATH
PUBOXKJIAHUIIMHUHT HMCTHKOOWIapu. M.¢.a. maM. nmap. ommmn yayn aumcc. — T., 2003; darraxoB A.A. Crpaterus
MapKeTHHIa B ONTOBOW TOProOBJE€ W ITyTH MOBBINICHUsS ee dpdekruBHocTH. Monorpadpus. — T.: dan, 2005. 179 c.;
Opramxompkaesa L1., Kocumosa M. C., FOcynos M. Marketing. — T.: TANY, 2018. - 232 6.



TaaKUKOTHHHI MPeAMETHHH axOOpPOT-KOMMYHHUKAIIUS XU3Mariaapu O030pHHU
PUBOXKIIAHTUPHINJIA HMHHOBAIIMOH MAapKETUHI cTparerusuiapuiad  ¢oiigaiaHuin
*KapaCHHIa By)Ky/Ira KeJIyBUM UKTUCOIMIA MyHOcabariaap TallKuil ATajau.

TankukoTHUHT ycyuiapu. [uccepranusga wiMuii aOCTpakiMs, CTaTUCTUK
rypyxJjaiil, 3KCepT 0axoJail, TU3UMIIM EHAAllyB, TaHIaHMa Ky3aTyB, TaKKOCJAIll Ba
Ku€cuit Taxjimi, cypoBHoma, PLS taxiun ycymnapuaan (oiiianiaHuiras.

TaagKMKOTHHUHI WIMHMH STHIWJIMIY KyWHaaruiapjaad noopar:

WOKTUMOMIN MeIna XU3MaTiIapu KypcaTyBUd KOMIIAHUSJIAPHUHT WHHOBAIMOH
MapKEeTUHT CTPAaTeTUSJIAPUHUHT CcaMapaJopJuruHN  Oaxoiaml HUCTehMOTUYUIIAPHH
xucobra om0 O60pyBuM TUTaTGopMaIap acoCHaard MYJIOKOT Ba MeAua OpeHIJapHH
pakamJId  JacTypjiap OpKajdd OHJIAWH Tapfu0 OTUIl OMWUIAPH HETH3HJa
TaKOMIJIIAIITHPUIITAH,

MapKETHUHI MAaKOHMJIard 3JEKTPOH Xu3MaTiap 0030pHu pakoOaréap-IOoNUIUTUHU
OIIMPHUII Ba HCTEHMOJUMIIAPTa WXTHUMOUM Had KeNTUpyBUM ¥y3apo XaTTH-
XapakaTJapHd  VpHATHUINIA KTUMOMM  Meaua  MIDKO3JIAPUHUHT  MaKCaJJIu
CErMEHTUHHM TaHJAIIHUHT MAapKETHUHT MOOWJ KHUAUPYBH, T€OTAPTETHHT, TE3KOP
MyJa0KoT koutapu (QR-ko/) Ba sIKHH MaiI0oH ajJoKacH Makiuaard Gaoja MapKeTHHT
1aThopMaNapuHUHT TabCUPHU aCOCIIAHTaH;

ax00pOT-KOMMYHUKAIIMS XU3MATJIApUHU TaKJIUM OSTYBYM KOMITAHUSUITAPHUHT
UCTEehbMOUMIIAp OWIaH KalWTa ajloka MEXaHW3MU WHHOBAIMOH MapKETUHTHUHT
KOHTCHT Ba WXTHMOWHA Meaua MapKeTUHr TexHosorusutapura «artificial
intelligence»nn Makca v KOMIAIITUPHII ACOCH A TAKOMUWJLIAI THPUIITAH,

ax0opoT Xu3MaTiapu KypcaTyBUM KOMIAHUSJIAPHUHT  BEO-CalTIapHHU
VOKTUMOMH Meauanap OujiaH MyJIbTHIUIMKATUB aJIOKACUHUA TAbBMHUHJIAITHUHT KUIAPYB
ti3uMuHN onTuMaiiamtupuim (SEO), BupTyanm axO00poT MakOHJIApU PEHTHHTH Ba
MePCOHANT OPSHIMHTUHU TATOWK ATHII OPKAIH TAKOMILIAIITHPUIITAH.

TaagKMKOTHHHI aMaJIMidl HATHKACH KyHuaarmiapad noopar:

axOOpOT-KOMMYHUKAIIMS ~ XU3MATJIApUHU  TaKIUM ATYBUYU MUJUTHM
KOMITAHUSUTADHUHT cudaTh Ba caMapaJOpJIMTHHUA OIIMPUIITa TYCKUHIMK KUITYyBYH
amMajjard  MyamMMoJiap, UIYHUHTACK, Ma3Kyp KOMIaHUSUIAQpHUHT  pakooOar
MO3UILIUSACUHA KyYaWTHUPHUII MaKCcaJuaa WHHOBAIMOH MAapKETHUHT CTpaTerusuiapuiaH
doitganaHnuIl UMKOHUSATIAPY aHUKJIAHTaH,

axOOpOT-KOMMYHHKAIIMA  Xu3Mariapu 0o30puaa MWUIMA — KOMITAaHUSIIAP
MapKeTUHT (QaonusATUHM Oaxonaml KypcaTKUWIapyd UNUIa0 YMKWITaH —Xxamja
WHHOBAIIMOH MAapKETUHT CTPATETMsUIAPWHN UIIIA0 YUKHUII Ba amara OIHPHUIN Yopa-
TaIOUPIAPUHUHT CaMapaIopIUTHHA 0axoJiall TH3UMHU TaKJIn(] dTUITaH,

ax00pOT-KOMMYHUKAIIHS XU3MATIapPHHHN KYPCaTyBUN KOPXOHAJTAPHUHT paKaMIIH
TeXHOJOTUsIIapJaH (GoHganaHuIga WKTUMOUN Meaua Tuiatdopmanapu  OpKaiu
MYJIOKOT YpHATHIII dJIeMEeHTIapu Oenrmiad OepuiraH,

HUCTeHbMOYUIIAPHA  DJIGKTPOH  TIDKOpAT IaTdopMaiiapu  Xu3MaTiapuiaH
KOHMKHIII ~ JapakacMHW  Oaxojall acocuja MWXKTUMOWUM  Meauanap  OwiaH
WHTETPANMSICUHN  KEHTAUTHPHUIN Ba 3JIEKTPOH THXKOPAT BEO-CAaTH OpKAIH TAKIH(]
ATUIAETTaH KOHTEHT MAapKETUHT CaMapacyHM OIITUPHII WYIIapH aCOCIaHTaH.

TaagkuKOT HATHKATAPUHUHT MINOHYJIMJIMUTU. TagKUKOT HATWKAJIAPUHUHT
UIOHJIMIINTH TAJKUKOTIA KYJUIAHWITAH METOMOJOTHK EHJANTyB Ba YCYJUIAPHUHT
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Makcaara MyBO(QHUKIMIH, axOopoT Oa3acMHMHI pacMMii MaHOanapnaH, >KyMiajas,
V36exucton Pecny6nmkacu JlaBmaT CTATHCTHKA KyMHTACHHHHI —CTaTHUCTHKA
MabJIYMOTJIApUJAH OJMHTAaHM XamJa TETHUIUIM XyJioca Ba TakJIu(IapHUHT amaiaa
CUHOBJAH  VTKA3WITaHJIWTHW, OJIMHTAaH  HATWKAJApHUHT  BaKoJIaTW  JaBjar
TAIKWJIOTJIApU TOMOHUJIAaH MabKyJUIAHTAHJIUTUA OUIaH U30XJIaHAIH.

TaagKUKOT HATHKAJAPUHMHI WIMHMHA Ba aMaJuil axaMUATH. TaIKuKOT
HATWKAJIAPUHUHT WJIMUN aXaMHsITH JUCCEpTalMsga WMIUIad YMKWITaH Ha3zapuil Ba
METOIOJIOTHK acociiap pecryOsinKa axOopOoT-KOMMYHHKAIIAS XU3MaTIapyu 0o30puaa
daonuAT IOPUTYBUM MIUIMM  KOMIAHMSUIADHUHT  WHHOBAIIMOH  MAapKETUHT
CTpATEerMsJIapUHN TAaKOMWJUIAIITUPUINTA JOWp EHJAIIYBJIAPHUA HILIA0 YHKUIIIA
doitnananunaan. TaAKUKOT HATWXKAIApU axOOpOT-KOMMYHHKAIUS XH3MaTiapu
0030puaaru KOpXOHaJjap (aoIMATUHUHT KOHLIETITyaJl acocllapuHu
TaKOMWUTAIITHPUIIAA, COXAHMHI KHCKa Ba Y30K MyJajariapra MYJDKajUlaHTaH
UKTUCOJUN PUBOXJIAHUII CTpaTErvsUylapuHM MILIA0 YMKHUILAA KEeHr (oiganaHum
MYMKUHJIUTY OUJIaH U30XJ1aHAIH.

TaakuKOT HATKATAPUHUHT aMajiiil axaMusTH UILIA0 YUKUITaH Takiudiap Ba
TaBcUsJapJaH axO00poT Ba KOMMYHMKAIUsl XU3MAaTJIApUHU TaKAUM 3TYBYH
KOMIAHUSUIAPUHUHT MHHOBAIIMOH MAapKETHHI CTpATeTUsJIApUHU HMIUIA0 YUKUII Ba
amajira OLIMPUILITra KapaTWiIraH KOMIUIEKC Yopa-TaJ0upiap MaKMyHHH HILIa0
YUKUI, IOYHUHTACK, MWKTACOAMET WMYHAIMIIUIATH OJIMA YKYB IOpTJIapuIa
«HHOBalMoH MapkeTuHry, «bpennnn Oomkapuinn, «HTEpHET MapKETUHI
cuHrapu dannapaaH YKyB JacTypJiapy, JapciMK Ba VKYB KyJUlaHManap Ta€piamiaa
uiaMuii-ycnyouii MmanOa cudaruna poiganaHuil MyMKHHIATH OUIaH N30XJIaHA TN,

TagKuKOT HATHKAJTAPUHUHT KOPUH KWIMHUIIU. AXOOPOT-KOMMYHU-KAIUS
XU3MaTiaapu 0030puHU PUBOXKJIAHTUPUIILIA WHHOBALMOH MapKETUHT
CTparerusjapuaan (QoianaHul camMapaJopJIMCUHU OIIMPUII I03acHJaH HILIA0
YUKWITaH WIMHAKM Takiau(] Ba aMalidii TaBCUsIAp acoCHa:

axOOpOT-KOMMYHHKALMSI ~ XHU3MaTJIapu KypcaTyB4H KOMIIAHUSUTAPHUHT
MHHOBALIMOH MapKETUHT CTpaTerusIapy caMapaJopiIuruHu OaXOJallHUHT MXKTHUMOUM
MeaMa miaTgopmanapy OpKajad MYJIOKOT YpHATHIL, CaBIAOHU OLUIMPHIL, OpeHIJIapHU
TapFud 3TUII, UCTEHMONUMIApra €praM KYpCaTUIIHU parOamIaHTUPHIL OMUJUIAPH
acocuJla UCTEbMOIYMWIAPHU XucoOra oiaul® OOpyBUM TAKOMILIAIITHPWITAH YCYIH
V36ekucton Pecry6mukacu AXGOpPOT TEXHONO-THANAPH Ba KOMMYHHKAIUSAIAPUHHI
PUBOXKIIAHTUPUII Ba3UPIUTH (paonustura >xopuit stuirad (Bazupnukaunr 2019 iun
7 deBpanmarn 33-8/953 conmmabiaymMoTHOMAcH). YIIOY YCYTHH aMaiuérra >KOpHid
STWIMILK aJI0OKa Ba axOOpOTIAITUPUIL XU3MATIAPUHU KYPCaTyBUM KOPXOHAIAPHUHT
WKTUMOMI Meaua 1uiargopmanapuja IbJIOH KWIMHAETTaH KOHTEHTJIAPHUHT
HCTEBMOIYMWIIAP XYJIK-aThBOpJIApUra TabCUPUHU UYKYp VYpraHuil Ba camMapaiu
WOKTUMOMI MeMa MapKeTHHI CTPATErHsUIApUHU WIUIA0 YMKHUINra UMKOH SpaTraH.
Harmwxkana, «Uchtepa Invest Group» MYKna nqonmuii Mrkosnap couu 2018 iinnma
2017 vimnra HucOaran 3 dousra omraH, UKTUCOAUA camapanopiauk 197 muH.cyMHU
tamkui 3trad, «KRBR Markety MUYXma 145 muH. cyman, «Brio Group» MYXKna
655 wmuH. cymHmM Tamkwin dtrad, «Kommersant Media Group» MUXma sca
UKTHCOAMI camapanopiauk 17 ¢gowusra omran;



AIIEKTPOH XHW3MaTiaap 0030pHIa MCTEhbMONYWIAp OWiaH caMapain MyHOca0at
YpHaTHIIl Ba SIHTH MWXKO3JIAPHH Y3IYKCH3 K0 OTHUINJA WHHOBAIMOH MOOWI
MapKETHUHT CTPATETUSUIAPUHUHT MOOWIT MJI0Ba, MOOMII KUJAUPYB, T€OTAPTETHHT, MOOWIT
WKTUMOMN TapMmok, QR-xommamrupuin Ba skuH Mabgon anokacu (Near Field
Communication-NFC)  texnonorusutapuaan  ¢oigananum  Oyiinua Oepuirax
Takmuduap Y36ekucton PecryGmmkach AXGOpPOT TEXHOIOTHSIAPU Ba KOMMYHHKA-
USUTADUHA  PUBOXKJIIAHTHPHUIN  Ba3UpIUTH  (GAONUATHTAa  KOPHUH  JITHITaH
(Baszupmukamar 2019 #imn 7 despanmarn 33-8/953 comnm MabIlyMOTHOMACH).
Maskyp TakiauQIapHH amManIuéTra S>KOpHW STWIMINKA Hatwkacuma «Brio Group»
MUYXKna osnextpon TynoB Ttm3uMugaH GoigananyBumiap conu 2018 imima
2017 #imnra aucOaran 12 pousra, «RBR Markety MUYKna aca 15 ¢owusra omras;

aXxOOpOT-KOMMYHMKAITAS XWU3MATIAPUHA TaKAUM OTYBYM KOMITAHHMSUTAPHUHT
HUCTEBMOITYMIIAp OWJIAaH caMapadd KOMMYHHUKAIUS VPHATUII TU3UMHHH KOHTEHT
mapketuHr (content marketing), wxrtumounit memua wmapkerunrm (Social media
marketing-SMM), kpayncopcunr (crowdsourcing), mooun Mapkerunr (mobile
marketing), cynsuit uatemnnextra (artificial intelligence-Al) acocnanran HHHOBAIIMOH
MapKETUHT TEXHOJOTUsIapuaan (HohgamaHuIll acocuaa TaKOMIIIIAIITHpUI OYVinda
Gepuiran Takiuduap Y36ekncToH Pecry6nmkacu AXGOpOT TEXHONOTHSIAPH Ba
KOMMYHUKAIUSUTAPUHN  PUBOKIAHTHPUII Ba3sHPIUTH (AOTUATHTA KOPHHA ASTHITaH
(Basupaukauar 2019 #un 7 despanmarn 33-8/953 conn MabiyMOTHOMACH). YOy
TaKIM(IaApHUHT aMaIuETra )Kopuid STUIHIHN Hatmxkacuaa «RBR Markety MYKuauur
xu3MaTnapuaad (GoigananyBun ucrebMomuniaap conu 2018 #mnmma 2017 iwura
HucOatan 7 dowusra, «Brio Group» MUYXKuuHr xusmaniapugad ¢GoigananyBIH
uctebmomumnap conu 10 OGapoOapra, «Uchtepa Invest Group» MYYXKuunT
XU3MaTIapuaad GoiasanyBud HCTebMOYMIAp COHM 9 (homsra omraH;

aXxOOpOT-KOMMYHHKAITUS XU3MaTIIapH KYpPCcaTyBIl KOMIIAHUSJIAPHIUHT MapKETHHT
KOMMYHHUKAITUSICH XHUCOOJaHTaH BeO-CalTIapvHU WXKTUMOUM Meauanap OwuiiaH
WHTETPALMSICUHU  OHJIaWH  axO0OpOT  MAaKOHJIApUHHU  SIpaTUIll, WHHOBAI[MOH
MapKETUHTHUHT KOHTEHTHU CHJDKUTHIN, TIEpCOHAN OpEeHIMHTH, PEHUTHHT Ba TOM
CHUHTapH JacTakiapuiaH (QoHJalaHuIl BOCHUTAJapyd OPKAJIU ONTUMAJLIAIITHPHIIL
(Social Engine Optimization-SMO) 6yiinua Gepuiran Taxaupaap Y36eKUCTOH
PecnyOnukacu Ax0opoT TEXHOJIOTUSITIAPH Ba KOMMYHHKAIMSTAPAHA
PUBOXKIIAHTUPHII Ba3UPIUTH (aonustura xopuit stuirad (Bazupmukauar 2019 iiwn
7 pespannmaru 33-8/953 con MabiymoTHOMAacH). Maskyp Takim(IapHUHT aManéTra
KOPUM DITUIIMIIM HATHXKACUJa BasUPJUK TU3UMUIAru kopxoHanapaa 2018 iwunna
2017 iimnra HucOaraH KyWuJard UKTUCOAMM —caMapajopiivKKa SPHUITUIIIN:
«Kommersant Media Group» MYXXna BeO-calitmapaan ¢oiagaHyBYH MHKO3JIap
conu 9 ¢dowmsra, caiitna pekiiama OepyBumsiap coHu 4 dousra ommod, UKTUCOAUIN
camapagopiuk 120 miH. cymuu Tamkwi straH; «Uchtepa Invest Group» MYXna
BeO-caiiTiiapinan (QoliganaHyBud Muxosnap conu 2,3 ¢ousra omrad, MapKETUHT
KOMMYHHUKAIMSCH Xapaxkamiapu 3ca 53 ¢owmsra kamaiiran; «Brio Group» MUYXKna
BeO-caifTiapaan QoiiganaHyBud MIDKO3JIap COHM 5 Oapobapra Ba Xu3MaT KypcaTuIl
xaxmu 60 ¢owmsra omran, «RBR Markety MUXKna BeO-caittinapnan ¢oiinananyBau
MUKO37ap coHu 12 omsra, Xu3MaT KypcaTHIll XaXMu 3ca 5,2 ¢ousra omras.
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TaaKuKOT HATHKAJTAPUHUHT anpodamusicn. Ma3kyp TaaKUKOT HaTKallapw
10 ta nnmuii-amanuii KoHpepeHusaa, Kymiaaan 4 Ta pecnyoirka Ba 6 Ta XaJlKapo
WIMHI-amManuii KoHpepeHusIapia MyXoKkaMaiad YTKa3uIraH.

TagKuKOT HATHXKAJAPUHUHT IbJOH KHUJIMHMIIM. [luccepraius HaTwkamapu
6yitnua xamu 15 Ta miaMmumii mm, kymiazaH, Y3OekuctoH PecryGmuxacu Onwmii
arTecTalusi KOMUCCUSICHHUHT JTUCCEpTAIMsUIap acOCHM WIMHI HaTHKaJlapUHU YOI
ATUII OYyiiMya TaBCUs ATraH WIMHMM Hampiapja S Ta Makoja, *KymJaJgaH, 3 TacH
peciyOnrKa Ba 2 TaCH XOPHKHUH JKypHaIap/Ia HaIlp STUJITaH.

JluccepTanusiIHUHT TY3WJIMIIM Ba XakMHu. Jluccepramus TapKUOW KUPHIIL,
yara 600, Xynoca, dhoiganmanuirad agabuérinap pyhxard Ba wWiIoBajapiaH HOOpar.
HNuccepranus xaxmu 145 GeTHU TallIKWII 3Ta/IH.

JIUCCEPTAIIUSAHUHI ACOCUHA MA3MYHH

Kupum kucmuga MaB3yHUHT J0J3apONUTM Ba VpPraHWiITraHJIMK Japa)kacu,
TaJIKUKOTHUHT Makcajau, Basudaiapu, OObEKTH Ba MPEAMETH, WUIMUN SHTHJINIH,
aManuii HaTWKajapW, OJIMHTaH HaTWKAJIApHUHT WIMUKA Ba aMaldil axaMHsTH,
TAJKUKOT HATIDKAJAPUHUHT aMajuETra >KOpUM JSTWIMINK Ba ampoOarusicu Xamja
JTUCCEPTALMSHUHT TAPKUOUM Ty3UIUIIHN OViinYa MabllyMOTJIap KEATUPUIITaH.

JuccepTallUsIHUHT  «AXOOPOT-KOMMYHUKALUMA  XU3MaT/japu  0o3opuaa
WHHOBALMOH MAPKETHHI CTPATerusijiapuaaH (pouJaIaHUIIHUHI HA3apuHd Ba
yeayomii acocaapmw» Je0 HOMJIAHTaH OWpuHYM 000Maa axOOpPOT-KOMMYHHUKAIIHUS
XU3Marjaapyu Ba WHHOBAIMOH MAPKETUHTHUHT Ma3MYH-MOXHUATH, PUBOKJIAHUII
OOCKHMYJIapu Ba yHTa TabCUP ITYBYM OMUWJUIAp Hazapuil-yclIyOui KuxaraaH U30XJjad
oepunrad.  IlyHuHraexk,  axOOpOT-KOMMYHHUKAIMsl — XuU3Mamiapu  0o3zopuiaa
(dolinanaHuiln MyMKUH OYJITaH paKamJIM MapKETUHT TEXHOJOTUSIApY TaCHU(IaHTaH.

MabiyMKH, pakamiau UKTUCONMETHUHI acocu Oynub miam-¢an Ba AKTHUHT
aJiajl PUBOXIIAHUIIM, Ba YHUHT HATH)KacUAaru TapakKUET Tydailin By>Ky/ra KeJiral
SHIM OU3HeC MOACIUIap XaM/a, ydap TOMOHHAAH TAakiu(d STHIASTraH TOBap Ba
XU3MaTiap XucoOlaHaau. Xankapo BamoTa (OHAM TOMOHHUAAH  paKaMIIH
UKTUCOAUETHUHT PUBOXKJIIAHUIN Japaxkacu Oyiimua 2018 iun 28 ¢epanma takaum
ATWITaH XUco0OTra Kypa, MHHOBAIMOH OM3HEC Mojeiuiap Ba yiap Takiaud sTaérra
axOOpOT-KOMMYHHKAITMS XU3MATJAAPUHUHT XalKapo KEJIUIIWIraH Tabpudu Ba
knaccudukamusacy — Wyknaura  cababnm,  allpuMm  JKajgan  pUBOXKIIAHAETraH
MamJlakariaapaa pakamiii MKTUCogueTHUHT ANMparu ynymu nact kypcarkadiapaa
KOJIAéTraHIUTH aHUKJIAHTaH xamaa  ymoy CEKTOp XU3MATIapUHUHT
KJIacCCU(UKAIUACUHU KalTa KYpUO YMKHII JIOBUMIIUTH TabKUIa0 }”/TI/IJIraHB. [y
cababmu, auMccepramusaa Xu3MmaTiap COXaCHHU KJIacCU(PUKAMIIOBYM acOCHi
XaJIKapO PEKUMIIAPUHUHT TaXJIUIU YPraHuO YMKWIraH. Yily TaxJ I HaTHKajlapura

"IMF defines the digitalization of the economic activity as «the incorporation of data and the Internet into production
processes and products, new forms of household and government consumption, fixed-capital formation, cross-border
flows, and finance».

8For instance, according to Oostrom et al. (2016), businesses in Netherlands with an online presence constituted for 87
percent of turnover, and 86 percent of employment in the business segment in 2015. However, if to narrow the
definition of digital economy to online stores and internet related ICT services, the indicators fall down to 7.7 percent
and 4.4 percent respectively.
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Kypa, WKTUMOUN Meana riaTdopManapy Ba yiaap OpKajdd TaKIuM JTHJIAETraH TOBap
Ba XHU3MaTjap Xed Oup Kiaccudukaius pexumiapuaa TYIUK aKCUHU TOIMAaraHu
anukymanau. Iy Vypunma, wiMuil HazapusylapHd YpraHuil acocuaa Myauiud
TOMOHHUJIaH axOOpOT Ba KOMMYHMKAIMSl XHU3MaTlapura «pakamiii TpaH3aKUusiap
(1pHM pakamiM acocna OyropuiraH, pakamiM Iiardopmara acocjiaHraH Ba €TKa3uO
OepwiiraH) TEJICKOMMYHHKAIIMS Ba W)KTHUMOMH TapMOKJIAp OPKAJIM TaKIWM STHIITaH
Xu3Matiapy cudaruaa Kapaauiiu JO3UM Je0 TOMUIIIH.

AKTHUHr >kafan pUBOXIIAHUINM HadakaT SHIM OU3HEC MOJACIIAPUHUHT
BY)KY/IFa KEIUIIM, OallKu HCTEhMOJYUIIAPTa TOBAp Ba XU3MATJIapHU TaKJIUM STHUII
AaKJJIApUHUHT  y3rapummmra xam onud kengu. AKT Ba HMHTEpHET Tabcupua
aHbaHABUN MApPKETUHTHUHT PUBOIIAHMIN SBOJIIOIUSACH, MyaJTud TOMOHHIAH Oerl
O0ockuura OYIuO THU3UMIIAINTUPWIMINM, COXaJard PHUBOXKJIAHAETTaH HMHHOBAIMOH
MapKEeTHHT CTpaTeTrUsyIapUHU TaKKOCaIl UIMKOHHHH Oepau (1-kaasan).

1-s;kaaBaJ
NHHOBAIMOH MAPKETHHTHUHT Be0 TEXHOJIOTHAJIAPH TabCUPHIA
PUBOKIAHUII 60c1<nq.11apn9

bockuwiap Ba MapkeTuHT
8 e KomMyHuKkanusi BOCHTAJIApH
AujIap énaanryBu
. AnbanaBuit IIoura, TB peknama, paauno, razera Ba TapKarma
1950-1994 . P pai P
MapKETHUHT Oporrtopanap, Tallku pekjiaMa
AubaHaBuit KommanusiiapHUHT Opolropa TaxpupHIara Beo-caitiap
.. MApKETHUHT Ba brochure-ware websites), Bed-caliT opKaI KOHTEHT
1994-2004 iii. P ( ) P
UHTEPHET peKamMacu
naekTpoH moura (e-mail), KuaupyB TH3MMHU ONTUMH3AIMSICH
Beo-1.0 Nutepner DICKTPOH 110 . ( . ) KHAUPYD TH3 X Satiic
. (search engine optimization — SEO), knuk y4yH TYI0B
(2005-20009 iii. MapKEeTHHT .
(pay per click - PPC)
Be6-2.0 3aMoHaBHI Dnextpon aynuo (podcast) Ba BUACO SMITUTTHPHIILIAD
(2010 i,i ) UHTEPHET (vodcast), onnaiiH cemuHapIap, WKTHMOUN Meua
) MapKETHHT (socialmedia), kpayacopcunr
CyHbUIl MHTEIUIEKTTa aCOCTaHTaH MaPKETHHT
Be6-3.0 Al (artificialintelligence), Bupryan xaxuxar (virtualreality),
MapKEeTHHT

Mocamanap 6usaan 6ornosun uaTepHeT (internet of things)

TabkuIam >KOM3KH, KaXOH OJIMMJIAPH TOMOHHJIAaH MapKETHHT WHHOBAIHSIIAPH
makutaaummmHrHET AKT coxacwmaru y3rapunuiapu OwinaH OOFIUKIMK SKAXATIApH
Oyiinya MabiayMm OUp KOHIENTyal TyXTamra KeJluHmarad. Hatwkana, MHHOBAIMOH
MapKETUHT CTPATETHsUTADUHN IAK/UTAHTHPHUINAA BEO TEXHOJOTHSIIAD TapaKKHETH
Owsan OOFIIUK y4 acocHi €HpainyB ro3ara keirad: 1) Bed 2.0 TexHomorusiapuHuHT
sHaja TakoMuiamuim Hatwkacd; 2) Bebd 3.0 TexHomorusiapu ByKyara KeIHIIH
Ounan 103 Oepaérran ysrapunuiap; 3) MyTJaKo SHrH, HadakaT ak/uiH, Oanku ¥3apo
Tabcupura sra oynran cemanTuk Beb texHonorusmapu. Myannuduaunar puxkpuda, Bed
TEXHOJIOTUSJIADUHUHT SHT CYHITH y3rapunuiapu — Oy Be6 3.0 TexHomoruscuHUHT
By)KyAra Kenumuy OYynu0, YHUHT y4 acoOCHW KOMIIOHEHTH SIKMH KeJa)akaa
KOpXOHajlap/la camapajld MapKeTHHT CTpaTeTHsUIApUHU aMalira OIIMPHUIINAA KEHT
KYJUTAaHWJIMIIN KyTWiIMOKaa: 1) eupmyan xaxuxam (Kinset KoMnaHUSICHHUHT BUPTYaJl

9
Myann¢ TOMOHHAAH MIIIa0 YUKHITaH.
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CYIIEPMapKETH); 2) 6ocumanap ounan 6oenoeuu unmephem (TEXHOJOTHSIIAD OWIaH
MHCOHJIApHU Y3apo OofioBuM (utHec Tpekepnap); 3) cyuwuii unmennexkm (Facebook
WOKTUMOMM TapMOFUJIaT MHCOH FO3WHU TaHYBUM (DYHKUMSICH Ba alloXHjia IIaxciap
yUyH MYJDKaJUTaHTaH SHTWJIMKIap TacMacy; Instagram wxtuMounit TapMoruaa MaTHaa
KYJUTaHWIaéTraH eMOJIHUHT KOHTEKCTyajl MabHOCHHU aBTOMATHUK PABHIIIA aHUKJIAII
UMKOHMSTH, DJEKTPOH TMOYTAHM cHamjapjaH camapaid (GuibTpiaml HUMKOHHSTH
(macaman, Google 99,9 ¢ous cnammapman (GuUIbTpialau); IUIATHATHA AHUKJIAIIL
UMKOHUHH OepyBur BeO tuiaropmanapu (turnitin.com)). VYmly TeXHOIOTHK
PUBOXKJIAHUIUIAP OO30PHHUHI Y3rapuilura Oiaud Kelau: MHCOHJIAp ypTacuiaa y3apo
MyHOca0aT y3rapau — OMMaBHUil Koitabopamus EKd XaMKOPJIMKKAa aCOCJIaHTaH
UKTUCOMUETHUHT  BY)XYAra  KeNuIHM; Teorpaduk  TYCHUKIAp  MYKOTHIMIIH,
MabJIyMOTJIAPHH TabCUP JOUPACH KEHTAWMINU; WKKH TOMOHJIaMa OCOH MYIJIOKOT
YpHATHIMIIY (JaiK, OYIUIIUIIL, H30X Ba XaK030).

TankukoT  HaTWXajlapura Kypa, HWHHOBAllMOH MapKETUHTHU  Hadakat
WHHOBAIIMOH TEXHOJOTHUsIapra acoClaHTaH MapKETHUHT EHAAlIyBiIapu, OalKu SHTH
TEXHOJIOTUSJIAD OPKAJIM MabIyMOTJIAPHU WUFUIN Ba TaxXJIUJI KWIWII WMKOHUSTIAPU
KEHraluIM Xamjia MHCOHJApHUHT 0030p MyHOcalaTiapura WKoaud EHIalryBiIapu
Ow1aH OOFJTUKIIUTH acOCIIaHIH.

MyamnupHuHr (QuUKprYa, WHHOBAIMOH MAPKETUHI-MAaKCaJJIM ayAUuTOpHUsra
MaxcCyJIOT Ba XU3MAaTJIapHU €TKa3uO Oepuiijia MapKeTUHI KOMMYHUKA-IIUSUTAPUHUHT
MYyTIaKO SHTH €KUM Ce3Wjapid Japaxkaja pHUBOXKJIAHTHPWITAH KaHaJUIapH,
JacTakiiapy, BOCHUTajapv, Fosjapy, WXOIUH Ba TEXHOJOTHK IKUXATIaH
TaKOMWUIAIITUPWIITAH ~ YCyJJIapd  OpKaJld  XapakaTHaHTHpUIN JkapaéHu  11e0
xucoOnanaay. VIHHOBalMOH  MapKeTHHTHUHT  ax0opoT Ba  KOMMYHHKAIIHS
XU3Matiaapu 0030puja aCOCHM TYPT TypH — KOHTEHT MapKETHHI, MKTUMOMIA Meaua
mapketunru (MMM), kpayncopcuHr Ba MOOMJI MapKeTHUHIIAH —(QoiianaHuml
Makcajra MyBo(HK 1e0 TOITHIIIH.

Konmenm mapxemune dakaT MabIyMOT Ba MEIMAaHM WIUIA0 YUKUII Ba YHU
coTr0 OJyBUMJIApra eTKas3uill OmiaH OOFNIUK OYNIuO, X03WpJa WHTEPHET POTUHUHT
omuiy cababiu WXTUMOMM TapMOKJIAp KOHTEHT JTUCTPUOBIOIUSCUHUHT aCOCHM
KaHaJapuaan Oupura annanrad. KOHTEHT MapKeTMHTHUHT KyHuAard TypJiapu
MaBXy/: WKTUMOHWM TapMOKJap; BeO caxudanapiaard mMakojaiap; JJIeKTpoH/0ocma
xabapHomaiap; BUa€o; 0oriap; Taaoupiaap; TeaedoH opKaiu eTKa3uiyBYM KOHTEHT;
uHporpadukanap; OHIANH TaKAUMOTIAp; *KypHAUIap; OpeH]l KOHTEHT BOCUTAJapH;
AJIEKTPOH KypHa/U1ap; BeOWHAp/BoJKacTiIap; WWIIMK XUCOOOTIap; TaaKUKOT
XUCOOOTIapy; JIMIEH3WsJIAHTaH KOHTEHT, KWUTOONap; TMOJAKAcTiap;, BUPTyal
KoH(epeHus1ap; YHUHIap Ba XaKo30.

HMoiemumouti meoua mapkemuneu (MMM) sca, ymOy mnatgopmanapaa Hadakar
KOHTEHT JUCTPUOBIOIUACH, OaJIKM HMKKH TOMOHJIaMa MYJIOKOT YpHaTWil, OpeH.
MMIKMHM KYTapHIll Ba OOIIKa 111y kabu Basudanap OuiaH myryiaHaIu.

bnormapuuHr acocuii TYPT Typu MaBXyd: 1) HCTSHMOJYHMHHHT IIaXCHH
KM3UKHUIIUTAPHHA MyXOKama KWINII YY9yH SIpaTHITad OJoT; 2) MabyM MaB3yra Oujl
ax0opoT (IHTWJIMKIIAp Ba TEHJIECHIUS )JIapHU MyXoKama KWIHII YYyH sIpaTuiral OJior;
3) myxappupiap €ku MyailssH MaB3ylapra KU3WKYBYH KYPHAJIHCTIAp TOMOHHUIAH
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sipaTiIran 0Jior; 4) KOMIIAaHKUS TOMOHHU/IAH UKKHA TOMOHJIaMa aJIOKAHU YPHATHII YIYH
SApaTUJITaH KOpIopaTus OJIOT.

OMmMaBuili ax0opoT BOcCHUTajapujia MaxCyJIOT Ba XHU3MaTJIapHU XapakaTra
kentupuiia ¢doigananunyBun  acocuit MMM nacraknmapunu  1-pacm  opkaiu
udoanair MyMKHH.

Kpayacopcunraunr maitno Oynumm 0o3opAa Kydugaru TYpTTa HKTUMOWMN-
TEXHOJIOTMK TEHJICHUUSUJIADHUHT PUBOXKJIAHUIIK OujiaH OOFJIMK. XaBaCKOPJIMK
MaxopaTd  OIIWIIM,  JAaCTypuil  TabMUHOTHUHT  maigo  Oynmumu;  BeO
TEXHOJIOTHSUIADHUHT PUBOXKJIAHWIIM XaMJa OHJIAMH-)KaMOAJIAPHUHT  SIPATWIMILIH.
Xo3upaa, KpayJICOPCUHTHUHT TYpTTa ACOCUM TypU MaBXyJl: KpayJ- JOHUIIMAaHJJIUK
(>xaMoaBUil OHT'), OMMAaHHU SIPaTHILI, KpayA-0B0O3 OepuIll Ba KpayA(aHInHT.

Bpenn HNuTepdaoi PeliTuHrIap Ba
sKaMoaiapu pekJjama ToIiap

Nynanrupuaran Kommynnkatus
WKTHMOMIA TApMOKJIap VKTUMOUI MEJIUA daousT
MAPKETHHI'
JACTAKJIAPH
Ilaxcuii axoopoT Bupyc raBcudguaarn
MaKOHJIap MApPKETHHT

KoHnTeHTHHM WiIrapu Bbomxka DUKp eTAKYWIAPH
CypHILI JacTakJjap OMJIaH MILIALI

1-paCM. HoxkTumMouni ME€aAua MaApKETHHT )]aCTaKJIapﬂlo

My Vypunrna, myammd TOMOHHMIAH axOOpOT Ba KOMMYHHUKAIUs XHU3MaTIapu
coxacuJard  KOMIIAHWSUIADHUHT  MapKeTHHI  (aonusaTuaa  KpayACOPCHUHT
TEeXHOJOTHsUIapuAaH (OUTATAHUITHUHT KyWHJAard acoCUid y4 HYHATUIIM TaKiaud
STUIIU: MaxXCyJOTJIapHHU a0 YUKHUII, TOBAp Ba XU3MATiIap peKIaMacHHHU amalra
OILIMPUII Ba CHIDKUTHUII XaM/la MAPKETHHT TaIKUKOTIapuaaH (oiigananuiml.

Mobun mapkemuneu OYTyHTH KyHAa KOMIAHUSUIAP YU9yH KEHT UMKOHUSTIAPHU
taknud odtamu. XycycaH, axOOpoT Ba KOMMYHHKAIIUS XH3MaTiapyd COXACHIIArd
KOMIAHUSIAp MapKETUHT aMaJuETH/Ia KEHT KYJUlall UMKOHUATIApU MaBxyz Oyiuo,
yinapHuHr skuH Mmaigon ainokacu (Near Field Communication — NFC), Bluetooth
acocujard MapKETUHT, MOOWJ ONTUMaJUIAIITUPUITaH BeO-calTiiap, MoOMII XaMEH,
MOOUJT THKOpAT, MOOWMJ WJIOBAa, MOOWJI MXKTUMOMM Meaua, MOOWJ ONTHUMasuIall-
TUPWITaH 3JIEKTPOH MouYTa, MOOMII KUAUPYB, reotapretunr, QR-koanap kaOunapaan
dholinananui caMapaiyi XucooIaHaau.

WMHTEepHETHUHT jKaJal pUBOKIAHUILIY KaXO0H 0030pHja pakaMiid peKIaMaHHHT
puBokJanummra onub kenau Ba 2018 innma pakamim pexiaMajaH OJUHTaH JTapoMal
266,238 mummmon AKII momrra ermu xamma 2022 fimnara kenuO ymly pakam
75 (homsra omuIM MPOrHO3IaHTaH (2-pacm).

Myamu ToMOHMAH HILTAG YHKHITaH.

14



500.00

400.00 »
B MxTMMOMIA Meia pernamac
300.00
. . I B KMaupye peknamacu
200.00 -
— - B Bupeo peknamacu

100.00
. . B baHHep peknamacu
0.00

2016A. 2017i. 2018A. 2019iA.* 2020@4.* 2021A.* 2022R.%

Oapomag, (mnH. AKLU ponn.)

2-pacm. 2KaxoH MaMJIaKATJIAPHHUHT «PAKaMJIU PeKJIaMa) BOCHUTAJAPUAAH OJIMHIaH
JApOMaIAPH HPOTHO3M

XKaxon AKT 06o030pu Taxjuiura Kypa, MHTepHETAaH (oigalaHyBUMIIAPHUHT
COHM KyHJIaH-KYHTa *aJaJ cypbamiap Omrad ommb 6opmokaa. Xycycan, 2017 finnma
WHTEpHETNaH (QoiamaHull WMKOHUSTUTA >KaXOH axoiducuHuHr 46,8 dousu sra
oyran Gyiaca'’, 2021 jimira kenu6, ymoby kypcarkud 53,7 QOMUSHH TALIKWI THIIH
kyTwiMokaa. LIlyHuHTIEK, aXxOMMHUHT WHTEpHETIaH (GoigallaHuIl KYpcaTKUWIapH
pUBOXKJIAHAETraH  MamJjakaTiapia HUcOarTaH KEeCKMH  YCUIl  TEHACHIIUSCH
MporHO3JaHTaH Oynmub, SKUH Kelakakaa ymly Mamiiakariapjaa axO0opoT Ba
KOMMYHHKAITUSI COXaCHHUHT jKaJ1all PUBOYKJIAHUIIINTA TYPTKU OY1au.

JuccepraiistHUHT  «AXOOpPOT-KOMMYHUKAIIUsl  XU3MaTjapu  0o3o0puaa
HHHOBALIMOH MAPKETHHI cTpaTrerusuiapuaan doiizagsanum xojaatw» 1eb
HOMJIAHTAaH MKKHHUM 600uaa Y36ekncTona ax6opoT Ba KOMMYHHKAIHS XU3MATIAPH
OO030pMHUHT PUBOXKJIAHUIIA OOCKHWIApH XamAa coxa (PaOIMSITUHUHT HKTHUCOIMIA-
XYKyKUM acocnapu Taxjui KwinHrad. lllyHuHrmek, Mamsakarna axOopoT Ba
KOMMYHHKAITUS ~ XU3MaTJapuHU  TaKIdM  OTUIIAa HWHHOBAIIMOH  MAapKETHUHT
CTpaTeTUsJIApUHU TaTOWK STUII YCYIUTAPU TaXJIUJI KHJIMHTaH.

Mamnakarna  axOopoT Ba  KOMMYHHKalUg — Xu3MaTiapu  O030pHHU
PUBOMUIIAHTUPHUII SHI aBBajo, KOHYHUYMJIMK Oa3acHMHM TaKOMWUIAIITUPHUINI OWJaH
GOFIHK.  Y30eKkHCTOH  Pecrny6GiamkacMHH — axOOpOTNANITaH — KAMHAT — TOMOH
XapaKkaTJIaHWINTa WYHANTUPYBUM WHCTUTYIIMOHAN Ba KOHYHUYWJIMK Oa3acHHU
VpraHuIHu KyWUJard UKKH KEHT OOCKMYWTa aXKpaTHIl acoCHJla Tax I KWJIWHIH:
6upnaun Gockuy 1991-2016 fiumnapan y3 nuura onm6, ymby masp Y30eKHcToHIa
AKT coxacuHM PHUBOXJIAHTUPUIITa HYHANTUPWITaH WIK >KapaCHJIApHH Y3 HUHra
OJITaH XaMJia Ma3Kyp TapMOKHU TapKHO TOMHUIIN yYyH acoc spaTau. Yoy OocKud
Munnuii ctpaterusi, Xapakariap pexkacu Ba kKarop IIpesuaeHTt dapmoHnapu Ba
KApOpJIApUHUHT WIUIA0 YUKWIMIIMHU Y3 wWuMra oJaan. WKkuHIH OOCKUY
2017 i¥wunpgan OouwutaHrad JaBpHu Y3 wuuura omu0, 2017-2021 iwninapna
MaMJIaKaTUMHU3HU sHAJa PUBOXJIAHTUPHUIIHUHT O€mTa YCTyBOp WYHAIUIILIAPH
Oyiinua XapakatTiap cTpareruscuaa OenrwiaHraH BaszudanapHu Kampad oJaju.
Ma3kyp HCIOXOTJApHUHI HATIXKAIApU JKaMUAT Ba UKTUCOAUETHUHT TYpIH
xabxamnapu Oyinua 320 ta Gannman mbopar 437 Ta 4yopa-TagOMpIAPHUHT amalra

https://www.statista.com/statistics/456679/digital-advertising-revenue-format-digital-market-outlook-worldwide/.
https://www.statista.com/statistics/325706/global-internet-user-penetration/
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omupunuim, 29 Ta KOHyHHUHT KaOyn kwinHumM Ba 900 maH OpTHK KOHYHUMIIUK
XyAOKaTIApUHUHT TaKOMUJUIANTYBHUTA TAbCUP KYPCAT/IH.

Yoy y3rapunuiap HaTWKacHuaa 3736eKHCT0HILa AKT coxacuga Kyiugaru
MYX{UM HaTHXajapra SpUIIMIAN: PEeCIyOiuKa Iaxapjapyd Ba TyMaH MapKa3iapuHH
pakaMJIM TeJIEKOMMYHHKAIIHS TApMOKJIapy OMJIaH KaMpad OJUHUII Japakacu JACsIpIIu
100 dowmsra, kunuiok >xkoumapaa aespiu 90 ¢owmsra ermu; 2013 #mnman OyEH
UHTEpHETHaH (QoigananyBuniaap coHH nespiu 4 Gapobap optaw; fArona moptanga
TaKJIUM 3THIaETraH IEKTPOH Xu3Matiap conu nespiau 10 maporadara oman (302ta
xm3mar typaapu); 2013 vinmnnan Oy€H mHTepHeTHHHT oMMaBuiuru (21,4 dowusra),
MaBJIYMOTIApHU y3aTHIl TapMmokiapu (25,3 ¢ousra) Ba MOOMI ajloka XH3MaTJIapH
(54,2 domsra) xamgan puBOKIAHMIK HaTikacuaa 2017 iummma V36eKHCTOHHHHT
aJI0Ka TapMOFH MUPUK Japomaj OJyBYM TAPMOKKA aliJIaHUIINTA OJIUO KEJIH.

AXO0pOoT Ba KOMMYHHUKAITUS COXACH MaMJIaKaT WKTHCOIUETH YIYH MYXHUM
axamusTra sra 6ynu6, pakoOaTOap/oll, caMapaid Ba KMMUMaTH HyKTau Ha3zapuaaH
YCTYH OyiraH unuiad YUKApUIIHUHT YMYMHM camMapaJopJIMTUHU OIIMPUIITA, WIII
VPUHIIApUHU KYTTAUTUPUII, SKCTIOPT CAJIMOFHU Ba COJIMK TYIIYMJIAPUHU OILIUIIH, SHHU
UKTHCOJIUN TapakKKUETHU TabMHUHJAITA XU3MaT KWIyBYM Oapya TapMOKJIApHH
WHHOBAIIMOH PUBOKJIAHTUPUIIUIIIUTA OJTMO KeJIaIu.

V36exucTona axGopoT Ba KOMMYHHKAIUS Xu3MaTiapuuar IMMuarn yiaymm
2010 #mnpa 2 ¢oumsHu Tamkwn dtraH Oynca, 2018 wwmnnma 1,5 ¢owusra macaiiran.
Anoka Ba ax6opornamrupuin xu3maTinapu Xakmu 2018 wmima 9744,1 mupa. cymMuU
tamrkmit 3Tuo, 2010-2018 finmtapaa ypraua 123,1 ¢owusra omras.

Axonm xoH Oommra amoka xu3marnapunu kypcartum 2010 imnga 72,1 musr
CYMHM TalTKWJI 3THO, YHUHT TapKuOWaa MOOMI ajoka xusmariaapu 51,9 MuHr cymaM
(72 dowms) Tamkwmi stran 6yica, 2018 ¥innra kenuO, yJIapHUHT XaXXMH MOC PaBHIIIA
263,2 muHT cyM Ba 171,6 MUHT CYMHU Tarmkwi 3Tau (3-pacum).

300.0 263.2

250.0 208.7 229.2
2000 153.4 . .
137.0 : 171.6
150.0 104.2 116.6 . 160°T
72.1 87.4 [ | 1773 1508
100.0 : B B 9870 '
1= i -
= i
0.0

2010 1. 2011 4. 2012 . 2013 . 2014 1. 20151#. 2016 #. 2017 in. 2018 11.

B Ax0NU oH GoluMra anoKa XM3matiapu, MUHT CYm

AX0onu ¥oH Gowura Kypcatuaaétrad MoBWab anoKa XM3MaTAapy, MUHT CYMm

3-pacm. Y30ekncToH Pecnyb6ankacuaa axouiu sKOH 00IIMIa ajioKa Xu3MaTJiapu
1
Ba yJ1apaa MOOWII ATOKAHMHT YIyIm >

PecnyOnukaga wMoOuil — ajloka TapMOFUHUHT  JIMHAMUK  PUBOXKJIAHUIIU
HaTwkacuaa 2018 iwira kenuO, MoOUIT ajioka a0OHEHTIapu COHU 22,8 MIIH. KUIIINUTa
etnu. llynunraek, PecnyOnukama uHTepHeTHaH (oiianaHyBunuiap COHHM YCHIIU
HaTWwKacKuaa, axOAMHUHT 35 (ou3u HHTEpHET TapMOFuTa YyJjaHraH. XycCycaH,
2010 #unga WHTEpHET XM3Matiapu Xaxkmu 1496 mupa. CYMHU Tamkuia 3TuHO,

B3¥36exucron Pecniybnmkacu Jlanat Cratuctuka Kymuracu mabiyMoTiaapH.
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yMyMU TapMOK aOoHeHTIapu coHu 6984 MuHr kumuHu Tamkui 3trad. 2017 fiunra
kenub xu3Matriapjad tymrad Tymym 1808 mipa. cymHM Tamkui 3Tu0, TapMOKKa
ynaHraH aGoHeHTnap conu 11168 muHr kummra eran. Y30ekuctoH PecryGmukacu
axOoOpoT areHTIUTMHUHT MabiyMoTiapura kypa, 2018 i#imnma wuHTEpHeT
doitnananyBuminapu conu 20 MIIH. KUIIUTa €TraH.

[ynunraek, 2017 #mnga »xamu BeO-caitiap conn 13932 TaHu TamKuil 3THO,
ynapuudr 83,3 ¢ousu OpUAMK Iaxciaap ToMoHujaH Oomkapuiamoxaa. 2010 iun
OusiaH TaKKOCJIaHTaH/1a BeO-cailTiaap cOHM Kapuiiuo, 4,2 mapTara OIIJIH.

V36exucron Pecriy6mikacuna 2015-2017 itmmnapaa sxkamu 149ta MapKeTHHT
WHHOBAIIMSACH JKOpWUHA OdTWiraHn Oymu0O, ymapauar 33,6 Qo3uHM axO0opoT Ba
KOMMYHUKaius coxacura Tyrpu kenau (50ta). Ymly Taxjmuiap, MaMiIakaTuMu3aa
ax0opoT Ba KOMMYHHKAIUSl XH3MaTJIapura TalIaOHUHT IOKOPH YCYyBYAHIUTH OWIIaH
M30XJIaHA/IH.

XKaxon axomucuHuHT 37 Qou3n WHKXTUMOUN TapMOKJIap/ia (haoia UIITUPOK FTUIIIH
XamJia uCTebMoTImiIap 78 GOMHMHHUHT Xapu KAJIHII Kapopiapura WKTUMOUN Meanua
TabCUP STHIIMHE XHCOOTa OIraH Xomga'’, ®axoH 6030pHIard Kymiad KOMIaHHsIAp
VIyH MKTHMOUI TapMOKJIAP acOCHII MAapKETHHI KaHAIAPHIAH OMpHra ajiiaHram .
Ma3zkyp TaJAKUKOT IKTHUMOHMH Meama IuiaTdhopMaiapuia amaira OIIWPHIAETIaH
MapKETHHT TaJa0JTapuHUHT MakcaJ Ba Bazudanapu TapMOK (GaoausITH Ba KOMITaHUS
MHUKEcHUTa OOFIIMK X0Jjaa dhapKJiall J03UMINTHHA KeATUPUO YMKapMoKa (4-pacm).

Nnpuk
KOpXOHanap

CTpaTeruk axamuaTra ara

V30K MyLAATM MapKETUHD

maKkcaanapu (6peHHUHT,

MWKO03M13apAa COAUKIUKHIA
LWAKANAHTUPULL,
UCTEBMOTUMNAP

(OUKPNAPUHK Ky3aTuLL,
canbuid duKpnapHu

6apTtapad atuw)

bpeHp, (*kamoanap,
6nornap,buKp
eTakuunapu) épgamuaa

ApaTMAraH Typau axbopot
MaiijoHNapuaa MaKcaiiu

ayautopuanap 6unax

WHTepdaon MynoKoTt

YpHaTULL

Knumnk Ba
ypTa busHec

CTpaTeruk axamuaTra ara
KWUCKa MyaaTiu
MapKeTMHT MaKcaanapu
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YHA0BYM LLIOB-LUYBHW
ApaTuLL)

MaKcaanu ayiMTopua
6W1aH anoKa YpHaTULL
(waxcui
rypyx/caxudanapHu
ApaTULL, MaBXy [ Ba Y3apo
B6oFnuK xamoa/
TYPYX1apHWHT Y3apo
anokKacu)

DNEeKTPOH
TUXopaT

CTpaTeruk axamuaTra ara
KWUCKa MyaaTiu
MapKeTMHT MaKcaanapu
(6usHec caxudacura
cudatau Tpaduraap
COHWHMW olMpuLl, GpeHp,
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YHA0BYM LLIOB-LUYBHW
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ApaTULL OPKaAW MaKkcaaiu

ayautopusa 6MnaH anoka
VpHaTULL)

B2B

CTpaTeruk axamuaTra ara
Xam y30K My A03T/IU

MapKeTMHT MaKcaanapu
(XxaMKOpAWK anoKanapuHu
KEeHramTMpuil, Kyluma
NoUUXanapHW ApaTULL)

Coxara oWf1 }amoanapHu
APaTULL EKW MaBHKY L
Mamoanap opKanu
maHdaatgop 6peHgnap sa
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4-pacm. MxkTuMoOMii Meia MAPpKETHHT TaA0MPJIAPUHUHT TaApMOK (aoausaTH Ba
KOMNAHUSIHMHT MHKECHTA OOFITUKJINTH

Yhttps://www.statista.com/chart/6912/social-media-shopping-influence/.
https://www.spredfast.com/social-media-resources.
*Myammu ToMOHMIAH HILTAG YHKHITaH.



lysauHraex, MWUIMKA OO30pHUHT TaxXJIMJIM acOCHIa »dHT OMMAaJalliraH
wKkTEMOWH Memua Ttuiaropmanapu Facebook (47 ¢owus), Pinterest (18 ¢owus),
Instagram (9,33 ¢owus), YouTube (8,18 dowus), Twitter (6,2 dowus), BKoumaxme
(4,38 ¢owms) Ba OomkanmapjgaH WOOpaT SKAHJIMTHHH KypcaTiau. ByHIaH Tamkapw,
Facebook caxudamapun mammakaTumu3 akcapusar (oiimasaHyBYHIapd TOMOHHIAH
mobun (54 ¢ous) Ba muanmer (43 ¢ous) Mociaamanapu OpKaak OOIIKAPHIIUIIN
anukiIaHaud. Pinterestma xam mysokor kynpok moowmn (17,74 ¢ous) Ba IUTaHIICT
(39,05 ¢ous) Mocmamamapu opkanu; Instagrampgan acocaH MOOWJI BOCHTAJIapH,
YouTubenan 3ca KyIpOK KOMITbIOTEpIIap OpKaiu (oM IamaHuIam.

Taxaumnap HaTmwkacura kypa, Facebook wmammakatumMus Xyayauaard JHT
MaIlIXyp WKTUMOMI TapMOK OYJIHO, YHHHT aKkcapusaT (poiigaaaHyBUMIIApH HOKTHMOUM
xkamoa caxudanapu (24 dous), surmauk caxudamapu (20 dous) Ba OpeHn
caxudanapuga (19 dous) Oomka rypyxjapra HucOaTaH (aoj WINTHPOK STHUILIAPH
aHMKJIaHTaH. MWLM KoMIaHusutlap ToMoHHMIaH Facebookna sHr ommanarran
KOHTEHT TypJjapu cudaruia KyHuaaruiap aHUKIaHran: 1) macrep-kiacc (KHcKaya
doto/Bumeo cabokiap); 2) axO0pOT MOCTIApH; 3) MyTaxacCHciaap HMINTHPOKHIATH
Myxokamaiap; 4) TaHiaoBaap; 5) Mrko3nap Gpukpiaapu (Myxokama).

Komnanustmapaunr akcapuar kucmuga UMM gaonuaruHyn amanra omupuinia
OJyioriap Ba 2JIEKTPOH XabapHOMaJIApHU PUBOMKIAHTUPUINTA YBTHOOP OCpUIIMASITITH.
Komnanusutapaa Facebook Openy caxudanapuHuHT MUKPOOJIOT KaOu (PYHKIHMSIIAPH
OpKaJIM HCTEbMONYMIAp OWiaH MYJIOKOT VpHartuiura spummiamMokga. MMM
daonmusaTH caMapaJOpJMIMHUA OLIMPHINJIA KOMIAHUsIap TOMOHHUJAH V3 BeO-
caiTuaaru Ojoriap Ba UCTEHMOUUIIAPHUHT KOMITAHHS JIEKTPOH XabapHoMallapura
oOyHa OyiuIUIap COHMHU OIMPHUIT Oopacwaa Makcajyid CTpaTerusiiap HIIao
YUKUJIMaraH.

MaMakaTUMH3HUHT TEJICKOMMYHHUKAIMS KOMITAHWSUTApH TaxJIMJIATa  Kypa,
Oapua OpeHmIap wWwKTUMOMH TapMoK Mancyonmrura (Facebook, Oownoxnaccnuxu,
Instagram, Twitter, YouTube, Telegram Ba LinkedIn) sra 6yncana, ymapHuHr Xap
OMPUHMHT WKTUMOMI TapMOKJIATH MINTHPOKH y3apo dapkmanaau. Xycycan, Beeline
Ba Ucell 6penmnapu, UMS Ba Uzmobile Openamapura HucOaTaH WKTHMOUI
TapMoKJapaa OupmyHda ¢Gaospok (MOCT, IBJIOH KWJIMHTAH KOHTEHT Ba TaHJIOBJIAP
COHM KYyTumru Omian) 0ynuO, ymly OpeHuiap acocaH KOMITAHUSHUHT STHTU XU3MaT
takauduapuaan  ubopaT  TypJad  KOHTEHTJIapHH  (acocaH  BHAEO) TypyX
UIITUPOKYKIApU OwiaH OYiIMIIMIIM Ba Xap OMp KOHTEHT KOMIIaHUs BeO-caliTura
HYHANTUPYBYM JIMHKJIAp OMIIaH TAbMUHJIAHTAHJIUTH aHUKJIAHH.

Ma3kyp KOMIaHUsIap WXTHMOMA TapMoOKiIapAaa (aoia HWINTHPOK JTHIINTA
KapaMai, YJapHUHT WHTEpHET IUlaThopMaiapuard  MapKETUHT  (HaoHITH
MOHUTOPWHTH Ba Oaxoyammira erapjidda JIbTHOOpP KapaTWiaMasnTd. MU
TEJICKOMMYHUKAIKMS ~ OpCHIJIAPUHWHT  WKTUMOWW  TapMoKjapaard  (aomustu
MOHUTOPWHTH Ba 0axoJjall CTpaTerusuiapy TaXJ MU aCOCH1a KOMITAHUSUIAp KyHUIaru
ymymuii  TacHubmaru Qopmynanapaad  QoijamaHUIIM  MakKcaara MyBO(DUK,
KymIlamaH: OpEeHIHUHT TaHUKIWIWMK Japakacw, Xap Oup moctra MyHocabar
OMIAMPUIN Japa)kach, KOMIIAHUSHUHT WXXTHUMOWHN caxudacura oOyHa Oynranmap
COHH OIIWINY Ba Xako30. bupok xkommanusnapauar UMM daonmustnapunan 6axomnari
TU3UMH, KOMIAHUSHUHT YMYMHH CTpPaTeTHK MapKETHUHT €KH aloXuja MapKEeTHHT
TaIOWpIapUHUHT Makcaj Ba Bazudanapu OujgaH OOFJIaHTaH XoJja OaxojgaHMauIu.
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Hartmxana MOHUTOpHUHT Ba 0axosialll OpKaJIy OJMHTaH MablyMOTiap 0030pHU TYIIHUK
YpraHuin Ba KOMIAHUSHUHT MapKETHUHT (PAOJMATA CaMapacHHU OIIMPHUINTA UMKOH
Oepmaiimu. YmOy Taxyiyuiap acocuja MWUIMKA 0030paard KOMIAHUSJIAPHUHT
VOKTUMOUHN TapMOKJIapJard MapKeTUHT (aoJUATUHU y4 acOCHil OOCKMYra a)paTuIll
MyMKUH: 1) TaHuImTapwH; 2) sxano 3tumr, 3) THHDTAm (2-)xaasa).

2-KaABAJ

Muiinii KOMIAHUSVIAPDHUHT WKTUMOUM TAPMOKJIApAard MAPKEeTHHT
(paouATHHMHT TaCHUGIAHUIIH

MapkeTunr ¢gaoausaTu MapKeTHHI TAKTHKACH

bpenn xxamoacu caxudacuHu SpaTHII Ba CHIDKUTHII

Tanumrupuin WNynantupuiarad WKTUMOUN TapMOKJIAp OPKaIu CUIDKATHIL

KonTent Ba MEAUaHU CUJDKUTHUII

KOMHaHI/IHHapHI/IHF ax6op0T MAaKOHJIAPUHHU ApaTHUIL Ba
PHUBOKIIAHTHPHIL

WuTepdaon TaHaoBIap opKajid CUILKATHUII

dukpriap erakunyiap (3HT TaHUKIW (HOHTaTaHyBUKIIAD) OPKATH

Kanb >tum
CUJDKUTUIL
Bupyc taBcudugaru MapkeTuHr1aH GoiianaHuIn
Kommanus xoaqumiaapy OpKaaud CUIDKUTHIL
[TepcoHAIAIITUPHIIT OPKATH CHIDKUATHII
Bo30op TaaKuKOTIIapu OMITMME acOCHIa MaXCyJIOT Ba XH3MaTIIapHH
Tuarmam

CHJDKUTHUII

KoMImaausutapHuHT akcapusaT KUCMU OpEHIJIapHM TAaHWIITUPHUII Ba Kaja0d dTHII
Oockuwiapy OujgaH YekJIaHuO KOJMOKIa. bHUpOK camapanu  MapKETHHT
CTPATETUSACUHU IIAKIUIAHTUPHUIIIA acoCUid OOCKWY — THUHIJIAIl XUCOOJIaHuO, Y
KOMITAHUSIHUHT MaBKyJl MAapKETHHT CTpaTerus Ba Taaoupiapu (QaodusiTHHUHT
camapaii MOHUTOPUHTH Ba Oaxosammura Kypa, 0030p TaxJIMIU HATHXKaJapu acocuaa
OpeHIHU CHJDKUTHINTA KapaTHIITaH CTPATETHK XapaKatiaap MaKMYHUIUD.

JuccepTaiusiHUHT «AXOOPOT-KOMMYHHUKAIUS XU3MATJIAPUHN CUJLKMTHIIIA
HHHOBAIIMOH MAPKETHHT cTpaTerusuiapuaad doigaiaHui caMapaaopJiuruHu
omMpuI»  1e0 HOMJIAHTAaH YYWHYH O000WMIa KOMIAHUSJIAPHUHT WHHOBAITMOH
MapKETHUHT CTPATETHsUIAPUHU PUBOXIAHTHPHUII Ba MOHUTOPUHTUHHU aMalira OIMIAPHUIII
yCyJUIapy TaxXJIW KWIMHTaH. AXOOpOT Ba KOMMYHHUKAIUSI XHU3MATJIapU KYpCcaTyBUU
KOMITAHHMSUTAp BEO-CaWTIApWHU WKTHUMOWN Menuanap OwiaaH ONTHUMAJLIAIITHPUII,
WHHOBAIIMOH MApPKETHHT CTpaTeTUsIapu caMapaJopJIurdHu  0axoJail  yCyJapu
TaKOMIJITAIITHPUIITAH.

PecnyOnukagaru KOMMOaHUSUTADHUHT WXXTHUMOHWM TapMOKJapaard (HaoiausiTé
TaxJIMJIM HaTWKajgapura Kypa, TeIEKOMMYHHUKAIUSA KOMITAHUSJIAPH HCTEHMOJTIIIAD
TOMOHHIaH OWpMyHUa Kam (oimamaHUIyBUd WXKXTUMOMH Meaua ruiaTdopmanapw,
Linkedin  Ba  Odnoklassniki.ruman xam keHr oiigananagunap. Yoy
iargopManapia MapkeTUHT (HAOIUSATHHU amaira OIUPUII YUyH Tajnad 3TuiaéTra
pecypClIlapHUHT OOIIKA MXKTUMOMM TapMOKIapra capdiaaHuiy komrnanusauar UMM

Y Myanmud uiiaHManapy acocuia Ty3HITaH.
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daonmusaTH camapagopiAUTruHU ommpuinra onubd kenagu. LllyHunraek, Taxiun
HaTwkamapura kypa, Pinterest wxrumouii memma miardopmacu Instagramra
HUCOAaTaH WKKU Oapobap Kyn MWUIMH ayIUTOPUSHU Kampal oJiraH, my cababmu
ymly miatdopmaga KOMIAHUSUIAPHUHT MINTUPOKUHU VPHATHUILI Ba KEHTaWTUPHUII
TaKJIM(PU WITapu CYpPUITaJIH.

Iy Owman Oupra, Odnoklassniki.ruauar VpuuaM acTta-cekun BKoumaxme
srajutad Oopaérrannuru cababnu, yHAardn MapKeTUHT TaAOWpIIapUHU KEHTalTHPHUII
makcaara wmyBopuk. Xosupru kysma Odnoklassniki.ru Ttapmorumarn MHILIHIA
ayTuTOpUsSHUHT acocuit Kucmu 18-40 émr axonu 6ynud, reorpaduk >kMxaTaaH acoCaH
BUJIOSITJIApAA MCTUKOMAT KWJIYBYM Ba YJIApHUHT Kymuwinrd ¢akar y30eKk Tuiauaa
MYJIOKOT KWIHMIIIapyW aHWKJIaHraH. Ymoy xonat, Odnoklassniki.ru miardopmacu
y30eKk Twinga TakKAMM OTUITaH JacTiaOKu MKTUMOMHM TapMOKJaplaH OupH
Oyiramnuru OwinaH m3oxjtaHamu. Aiau naiitma Odnoklassniki.ru mrardgopmacunaru
¢mm 40 Ba yHAaH karra OyiraH acocaH pyc TWIHMJA MYJIOKOT KWJIYBYM axXoJd
COHUHUHT ycuO OOpaéTraHIurvHU XaM TabKuiam MyxuM. BKowmaxme 3ca 25-40
€11 opaNMFUary axoiu ypracuaa Tooopa ommanamud 6opMoKaa.

byHnnan Tamkapu, WKTUMOMM TapMOKJIapra HCTEbMOJYHIIAD acocaH MOOWI
(54 ¢ous3) Ba mmanmer (43 ¢ous) Mociaamanapu OpKaJdM Ky3aTyBHM amajra
omupumaanaap. MoOus KOHTEHTHH KYPHII BaKTH yprada 2-3 CEKYHIHHU TaIIKHII
STUILIMHU XucoOra oJiraH Xojjaa, OpeHasap TOMOHUAAH TaKIUM OSTWIAETraH
KOHTEHTJIapHu uH(porpadguka Ba TacBUpIap OpKaau udoaa HSTUII OHpMyHYA
caMmapaiu dKaHimru anukiagau. Kommnanusuiap tomonnnan MMM crparerusinapuau
uiiad YukKuiga ymoy XoJaTiaapHu XUcoOTa OJIMII Makcaara MyBO(UK IKaHIUTH
aCOCJIaH/I!.

bo3op Ttaximunu Hatwxkanapura Kypa, komnanususiapuuar UMM gaonusitiiapusau
MOHHMTOPUHTMHH aMajra OLIMPUIIHUHT OJITU acOCHil OoCKUUMIaH UOopaT CTpaTeruk
MOJIETU TaKJIU( ITUIIN:

OupuHYM OOCKUY, MOHUTOPUHTI MakKcaau Ba BazudaaapuHU aHUKJAII, peKiiama
KAMIAHUSICHHUHT  yMyMmMud  €kM  amoxupa Oup  pekinama  Jolmxacura
MYHaNTUPUITAHIATHYA aHUKJIAILL;

UKKUHYM OOCKMY, MAaKCa/UIM ayauTOpus KU3UKUIIUIAPUHUA aHUKJIAII, SbHU
MCTEHMOTUMIIAPHUHT WKTUMOWM TapMOKJIapAard Xapakarjapyu Ba KHU3UKUIILIAPUHH
JIOMMHU paBHINa Ky3aTub OOpuII;

YUYUHYU OOCKWY, OJMO OOpuiIaéTraH MOHUTOPUHI KaMPOBHUAArd HMKTUMOUUN
TapMOK TIaThopMaTapuHu aHUKJIAI,

TYPTUHYA OOCKHY, MOHUTOPUHT KaJIUT CY3IapUHU aHUKJIAIIL,

OoemmHYM OOCKWY, MOHUTOPUHI YCYJUIADMHU aHUKJAIl Ba XapakaT peKacuHU
WIUIa0d YMKUIIIA KOMIIAHUSHUHT WYKU €K TallKU pecypciapuaad (oiimanaHuIrad
XOJI7]a amaJira OIuPHIII,

ONTUHYM  OOCKWY, OpEHIHWHT KEITyCH CTpaTeTuK  HyHaIWIIIapuHU
peXaNMAMTUPHUIIIA acoc OYIMd Xu3MaT KWIYyBUM MApPKETHHT TaJAOUpIapUHUHT
camapaJIopJIMTMHU Yiiyanl Ba 6axosaigaH noopar.

Ymly  taxjgwiap — acocujga  kommaHwsuiapHuar UMM daonusatu
camapaJIOpJMTHHUHT YIU0B TU3MMHU Ba 0axX0J1ail Me30HHU Takiaud sty (3-kaasan).
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Kovnanusiiapauur UMM cTpaTerusuiapyu caMapajaopJuruHy 0axoJian

3-KaaBal
18

CTpareruk Mmakcauiap \

Omuiuiap \

Xucodaam popmynacu

Horemumouit mynoxkom ypramu

BpeHa TAHUKJTUTMHH

bpena Homu Kaiig

bpenn Homunu KaOyi sTraniap conu (0JIor,
M30X, TBUT Ba O0MIK.) /XKamu (TagKuKOT
yTkasmiaérrad OpeH ] Ba pakoOaTyl KOMIaHHS

ONIMPHII STHIIHII IapaXKacu
OpeH/M) K.3.COHU
Eg;;gg:g:::: Hcresmomuumnap Kamu (130x, JaiiK, 6}”011:11111:1111, Ter Ba 0o1k.) /
UIITUPOK JAapaskacH KoHTeHTHN yMyMuil KypHILIap COHU
HINTHPOKHHH OIIHPHII
HcrebMoTYnIIapHUHT Hcrepmonuunap MyroKoTIIap/ia HINTHPOK TIraH KaMu
y3apo XaMKOpPJMTHHA Ou1aH MYyJIOKOT ayautopusi conn/ KOHTeHTHH KypraH »amu
ONIMPHU I YpHATHII 1apa)kacu ayJMTOPHUsI COHU
Casoonu owtupuw

Beb6-caxudana
yTKa3uWiran yprada

Caiitra tampud Oyropraniap TOMOHHIaH BeO-
caxuacuia YTKa3uiaraH yMyMui
BakT/V>KTHMOMIA TapMOKJIapIaH

BaKT . .
HyHanTHpuiaTaH TampruIapHUHT YMYMUH COHH
Beb Tpaduk ommpu Konsepcuns VYMmymuii KoHBepcusiiap CoHu / yMyMuit
Japakacu ceccusiiap COHU
Be0 caiftHunr 6up caxupacuHUTHHA Ky3aTraH
Cakpam (baync) p caxu¢ Y
- amH Tampudiap coHu sxkamu BeO-caxudara
KYpcaTKu4uu
tampudIap COHU
OO6yHauna .
OO0yHaunjap COHUHHU Y p Mynnat A yayH yMymuil oOyHauuiap COHU —
OLUMPHIIT CORMHHHT OTITHI Myanat b yayH ymymuii oOyHauuiap coHu
P JApaKkacH

Bpenonapnu mapzud ymuwinu pusoxcianmupui

DJIEKTPOH MYJIOKOTHH

®daon TapruboTIAp

bpenn Tyrpucugaru yMmymMuid wxoouit T.1ap
conu (rmxoOuit n3oxJjap, Jaik Ba 6omik.) /

eWOM M .
( ) COHH Bbpenn Tyrpucuiaru xxaMu T. COHU (MXKOOHI Ba
PUBOKIAHTHPHIIT can6uii)
Tabcup yrkazyBuu Taprubotna
va KeTI/IpHZ aCTy — f ABCHDIL P TapruboT Tapcuduaaru Mya0KoTIap COHU
P | AacTyp o P /ymymuit o6 GopuitaéTral TapFuboTIIap COHU
KEeHral THpHUII KYpcaTKu4u

Hcmevmonuunapza époam Kypcamuuinu pazoamaanmupuul

MaxcyJioT Ba
Xu3MatJjap OuiaH
0O0FJIMK MYaMMOJIAPHH
XaJI 3THII

Myammoutapau Xai
ATHUIL Japa)kacu

Kamu KoHMKapiu gapaxanaa Xajl dTHITraH
MyaMMOJTH CYpOBJIap COHHM / )kaMH MyaMMoJiap
COHH

MyaMMoJ1apHH XaJ1
3THII cH(aTHHH
AXIIHJIA LI

MyamMmouapHu Xai
STUII BaKTH

XKamu myamMonu cypoBiapra xaBod OepHin
BakTH / )KaMi MyaMMOJIH CYPOBIIap COHH

AXO0pOT Ba KOMMYHHUKAIMSl XU3MATJIAPUHU TaKJIUM 53TYBYM KOMIIaHMsIIAP,
XyCycaH, 3JeKTpoH TuxopaTr miardopmanapura UMM (aoausTHHUHT TabCUPUHU
YpraHMIll MaKcaaIu1a MApKETUHT TaAKUKOTIIAPU aMajira OLUUPUILIHN.

18
Myang TOMOHHAAH MIIIA0 YUKHUIITaH.
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TaaKUKOTHUHT acOCHil MakKcaJu HMCTEHhMOJYIIAPHU DJIEKTPOH TIDKOpAT BeO-
caiiTnapunan (QoiganaHuIra YHIOBYM OMWUIAPHW AaHHWKJIAIl Xamja yiapjaa
NMMHUHT TabCUPUHU YPTraHUIIIaH HOOpaT.

Ma3zkyp TaAKUKOT HaTIKajapuaaH Kenud dYMKuO, MyaMMOHH YpraHHUIIa
MapKeTHUHT  TaAKAKOTIIADUHUHT  OHJIAWH CYpoB  ycynmuuaH  (oiimamaHmiIu.
VcTehbMOMUUIAPHUHT ~ AJIGKTPOH  THKOpar Iutardopmanapuiad  QongaaHuII
Japa)kacura TabCUp ITYBYU acoCHil 25 Ta oMmi1 TaHIad OJUHUO, yJap OJTH Typyxra
axpaTimb TacHupuanau. Ankera cypoBu Google Survey xusmaTu opKajaM amaira
omupwiad. AHkeTa cypoBHoMmacuma 17-45 €ém opanuruna, sxamu 121 pecrioHmeHT
UIITUPOK 3THO, ynmapHuHr 62,3 ¢ousu spkaxmap Ba 37,7 Gousu a€miapHU TalIKWI
TAN. VICTebMOMYHIIADHUHT 3JIEKTPOH THXKOpaT IuiaTdopMaapura MyHOCAOATHHH
aHUKJAMIJa d3Ca SHT caMapald CTAaTUCTHK TaxJIMi ycynu xucoOnanran SEM
Moaemuaan (Qormamanmwiau. SEM  momenm Oyiinua HaTwkamap OJUIN  yYYH
SmartPLS3.0. maxcyc mactypunan doimananunau Ba Partial Least Squares (PLS)
TaXJIMJI YCYJIU acocuia HaTmxanap onuHau (5-pacm).

Q13 Q14 Q15 Q16 Q17
Q1o '\ T /‘ T /'
an P 0,765 '3'-5‘-92 0.708 0.813 a5
N aie
P
Q19
0.793
oeoa” |
: ]
. F4 — 07w 2
B e
0.327 A
al 0.18% 0161 F5 Q22
e 0.300
Es F-f'mﬁ- Q23
0,684 T ¥
Q3 4—pess—— o736 )
o 4—0-525— 0,326 0,185 —_0.839—W
txn::-.em ¢ 06T e
or 0.676 - 1000 0.5313
e =~ F6 Q26
Customer SUM

Qs Satisfaction

Mycrakui y3rapysumiaap: QN — aHKeTa caBoJUIapy HaTHXKaJIapu,

Jlatent (amupun ¥Y3rapyBuwmiap): Fl-»-Tmwxopar BeO-caliTHAa MaxCyJNOTJIApHH OCOH HaBUTAIlWS KA
UMKOHMATH; F2-3-Tikopar BeO-caliTMHMHT Kynaiimry; F3-3-Tmkopar BeO-CAHTHHUHI TEXHHK OJKMXATIAPH;
F4—s-tmxopar Beb-caliTia KOPXOHa XOIUMIIapH OWlaH Kyiail OOFJIaHUI ycyulapu MaBxKyauury; F5-3-tmxopar Beo-
CalTUHUHT WXXTUMOWM Meauanap OMiaH MHTETpalMsICH ONTHMAIUIAIITAHINK Aapaxack; F6->-TmxopaTt BeO-calTHHUHT
MOOMJI TEXHOJIOTHSIIAp OWMIIaH MHTETPALMSUIAIITAHINK AapaXxacH; F7-MCTebMOTYMIApHUHT 3-THXKOpAT IiardopMaiapu
xu3Matiapuaan Kouukui gapaxacu (O AF, = SUM).

5-pacM. UcTebMOTYMIAPHUHT 3JIeKTPOH THKOPAT MIaTdopMaiapu Xu3MaT/IapuaaH

KOHUKMII JapakacMHU aHuKjawm 0yiinya SEM moaeaununnr PLS Taxauniam HaTnmanapnlg

[IyHUHTIEK, TANKUKOT HaTH)KAJIapUTa Kypa 3JIEKTPOH THKOPAT TaTdhopManapu
BeO-calT €ku MOOWJ BOCHTANApW OPKAIW HUCTEHMOJYMWIApra TAKAUM OSTHIUIIN
camapaJOpJIMrd, SJCKTPOH THXKOpPAT KOMIAHUACU (HAoMusAT IOpUTAEraH CoXacura

19
Myannng TOMOHHAAH MIIA0 YUKHUIITaH.
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OOFNIMK OKAHJIWTH aHUKIAHAW. XYCyCaH, «Xap KyHJIHK MaxCyJoT Ba/EKu
XU3MaTJIApYHU TaKJIA(] 3TYyBYM KOMIAHUSIIAP Ba yJap TOMOHHUIAH TE3KOpP XapakaTHH
Tanad ATyBUM coxajapia (aoiusAT IOPUTYBUYHU DIIEKTPOH TIDKOpAT IIaTdopmaliapu
(oBKaT eTkas3uIl xu3Mariapu — Express24, Plovpoint.uz; oraiin MapKeT XU3MaTiapu
— Lebazar.uz, Ushop.uz; takcu xusmartiaapu — MyTaxi, YandexTaxi) uctesMouuiap
TOMOHHUJIaH acOoCaH MOOWJ BOCHUTaJapH (MOOWJI ONTHUMaUIaliraH BeO-calTiap EKu
MOOMJI WIIOBaap) opkaiau Oomkapuiaaan. Texauka (Asaxiy.uz) ToBapiapu KaOuap
OWmaH TIKOpAaT IOPUTYBYM KOpXOHajgap BeO-calTiapu 5ca HCTEHMOTUUIIAP
TOMOHHUJIAH aCOCaH KOMITHIOTEP Ba TUTAHIIETIIAP OPKAIHU OOIIKAPMIINIITN aHUKJIaH !,

XVJIOCA

TaakukoT HaTHKACKAA KyWHIary Xysocanapra KeJIUH IU:

1. V36exncToHaa pakaMild UKTUCOIMETHH PHBOMIAHTHPHII GOpacHua aMaira
omupwIaéTran MakcaJjIll dYopa-TajOupiap Joupacuaa axO0opoT-KOMMYHUKAIIUS
XU3MaT/Iapyd  COXacHJard  KOMIIAHUSJAPHUHT  MapKeTHHT  (aoiusTIapuaa
WHHOBAIIMOH TEXHOJIOTHSJIAPHU TAaTOMK ATHIMINM Ba 3aMOHABUN Tanabiap acocujia
amaira OIIUPUIUIIMHUA TaK030 JSTMOKAA. VHHOBAaIMOH MapKETHUHT COXacHIaru
MaBKyJl Ha3apuil KOHIEMIHUJIAD Ba METOJOJOTHMK HIUIAHMAaJap TaxJ MM acoChja
pakaMJIM MapKETHHT CTPATEeTHUSUIApUHUHT acCOCHU TypJjapy Ba JacTakjiapu HIMHMN-
Ha3apui KUXaTAaH TaCHU(MIAHUIIN Ba TU3UMIIAIITUPUIIUIIN Ma3Kyp TaI0UpIIapHUHT
camapaiy TalIKWJI STUINIIUTA XU3MaT KUJIa Iu.

2. XKaxoHma BeO-TEXHOJOTHSUIAPUHUHT SKalall PUBOXKJIAHUIIM TabCUPHUAA
maKiaHa€éTraH  WHHOBAIIMOH ~ MAapKeTUHT  CTpaTerusjiapu  TaxJWiId  Ba
TH3UMIIAIITAPUWIMILY acocusia UMM, BupTyan Xakukat, BocuTajgap OuiiaH OOFJIOBYU
WHTEpPHET Xamja CYHbHI HMHTEJUIEKTra acOCIaHTaH MapKETHUHT TEXHOJOTUsIIapUIaH
camapaiin  ¢oilmamaHum  axOOpPOT-KOMMYHUKAIUsl  XuU3MaTiapu  O030pHHH
TaKOMWUTAIITUPUITHUHT UCTUKOONAArd MyXUM WyHanmumnuiapu cudaruga Oenruiad
oepun.

3. AXOOpOT Ba KOMMYHHUKAIIUSI XU3MATIapH COXACHa WHHOBAIMOH MapKETUHT
CTparerusiapuiad (polJanaHUIIHUHT KOHTEHT MapkeTtuHr, UMM, kpayzacopcuHr,
MOOMJI MAPKETUHT YCYyJIIapu TaTOMK ATHIIMIIN OPKaJu MaXaUTMi KOMITAaHUSIJIAPHUHT
MapKETUHT (PAOTHATH camMapaJOpIMTHHU OIIMPHII Ba, UCTUKOOIIa UCTEHMOTIHIIAD
OwiaH caMapaqy KOMMYHHKAIlMS THU3UMHUHU IIAK/UIAHTUPUINTA SPUIIUATIAIN,
HATWKaJja MIIJTNI MHHOBAIIMOH PUBOKJIAHHII TU3UMHUTA aCOC COTMHATH.

4, Maxammii komnanussiapuuar MMM - daonmsatu  moumpacujga KOHTEHT
MapKeTHUHT CaMapaJOpJIMTHHU OIIMPHII MaKCaauJa KOMIIAHUSJIApPHUHT BeO-
caiiTimapuia Onorjap Xamjaa OdJIEKTPOH XabapHomaiapura OOyHauyuiaap COHHHH
OIIMPHUII KOMITAHUSHUHT MAPKETUHT CAIOXUATH TAKOMUJUIAIIHUIIINTA UMKOH SIpaTajy.
V36eKkucTOH axomuMcH opacuia SNeKTPOH ModTanapiaH (OijanaHuII Japaxkacu
MOOUIT Meccerkepiapaan (GoinamaHui gapa)xacura Kypa, aH4a MacT dKaHJIUTHHH
XycoOra oJiraH X0J1/1a SJEKTPOH XabapHoMaapra 00yHauYUIUK MOOWIT MECCEHKepIIap
(XycycaH, TeylerpamM) OpKaJid KaHal, TypyX Ba OOTJIap SIpaTHII acoCHa TaIIKWII
STWIMIIM HATH)KacuJa HWCTEebMOJUMIap OwuiaH KOMMaHUS Vypracuga MyKOOWI
MyHOcalaTjap camapalid YpHATWIMIIA XamJla HUCTE€bMOJUYWIAPHUHT KOMITAHMS
XU3MaTJIapuaaH KOHUKUII TapakaCuHU OLIUPHUIITA SPULLIUIAH.
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5. V36ekucTonna ax6opoT Ba KOMMYHHMKAIMS XH3MATIAPHHH TAKIN( STyBUHM
NEKTPOH  TWXKOpaT  IuaTtdhopMaliapy  UMKOHUATIApUAAH  (oiiaJaHUuIIHU
KCHTaUTHpUII MaKcaauia HakKJI MYJICH3 XHUCOO-KMTOONApHM amaira OUIUPULIHH
OMMaJlallITUPHINTa HyHanTupuirad skuH Maigod amokacu (NFC), moOma xamé,
Bluetooth acocumarm mapkeTwHT, MOOWJI ONTHMAJUIANITAaH CalT, MOOWI WIIOBA,
mMoOusm TwkopaT Ba QR-KoJ MHHOBAIMOH MApPKETHHI TEXHOJOTHsIIApUAaH
doiinanaHuil OpKaTM MWUIMH KOMIIAHUSIAp Pako0aTOapAONUTUTUHNA OLIUPHIII,
UCTEBMOTYMIIApTa KyJIAIUK SIPaTUITHU TAbMUHIAIl WUMKOHUSTH MAaBXKY/I.

6. MapKeTHHT TaJIKHKOTIApU acochIa Y30eKHCTOH ax60opOT Ba KOMMYHHKALHS
XU3Matiaapu 0030puaa WKTUMOUN Meaua miatopmatapyd TU3UMHUAAH (Qoii1aTaHulI
OMMaJIAIlraH MIaKJra 3ra SKaHJIUTH aHUKJIaHIu. Maxaminidi KoMIaHusIap CTpaTeruK
MapkeTUHT  (HAOJIMATUHM TAKOMWUIAIITUPUIIAA aCOCHUH  IBTHOOpP  pakamiH
mwaTdopmanapaan GoigananyBuYMIapHUHT TaBcudura (aemorpaduk, reorpaguk Ba
Xa€T Tap3u) xamja ymlOy miargopmanapaan (GougataHuIl — KypHJIMacu
ad3aymukiapy (MOOWII, IUIAHIIET €KUM KOMIBIOTEp)ra Kypa CerMeHTJIAIIHUA XHCcOoOTa
OJIMIIH JIO3UM.

7. Maxaumii KOMIaHUSJIAp WHHOBAIIMOH  MApKETHHT  (paosUsATIapH
MOHUTOPUHTMHUHT acoCui WyHanmuuapu cudaruaa yd O0CKAWIM (TaHUIITHPUILL,
*and »ATUII Ba TUHIVANI) TU3UMAAH Qoiinananum, komnanustiap MMM
TaIOMPIAPUHUHT CTpPATErMK Makcaa Ba BasudanapuHu TapMoK (HaoiusITH Ba
KOMITaHUSI MHUKECUra Kypa TacHU(IANl KOPXOHAJIAPHUHT pPaKaMIM MapKETUHT
CTpAaTEeTUSsJIAPUHN UWIUIA0 YWKHUIIHM parOaTIaHTUPHUIIAATA aCOCHUU  MyHaIUII
cudatuaa YpraHui J03UM.

8. Taakukor >kapaéHuaa TakJIM(p OSTUITaH axO00pOT Ba KOMMYHHUKAIIUS
XU3MaTIapyu coxacuaaru Kommnanusuiapuuar UMM daonusTuHN pekaaalTupuin Ba
MOHUTOPUHTUHU OO OOpHIIl caMapagOpiIUTHHU OIIUPUIN OYiHWYa KOHIIETITyal
Mozen aoupacuaa komnaHussiapHuHr VMMM  Qaonuarunu 0Gaxosamr Me30HJIapH
aManuéTra >KOpUM STHIUIIM axOopOT Ba KOMMYHHUKAIUS XH3MaTiapy COXAacHIaru
KOMITAHMSUTAPUHUHT (a0JIUATH CaMapaTopIUTHHI OITUPHIIT UMKOHHHH Oepa.

9. DmekTpoH TIKOpaT TuIaTGopManIapu XU3MATIAPUHU Takiaud dTHUIIIA
MCTEHMOTUMIIAPHUHT KOHHWKHUII Japakacura TabCHp STYBUM OUpP KaTop OMUILIAp
SEM nacrypununr PLS wmopenu acocuaa TaxJimil KWIMHAW. YOy Mojen
HATIOKAJTApUra  Kypa,  Y30CKHCTOHAA  DIEKTPOH  TUXKOPAT  OO30pPUHH
PUBOXIIAHTUPHUIIIA HCTECHMOIYMIIADHUHT JJIEKTPOH THIKOpAT IwiaThopmanapuaaH
doiigananuin JapakacMHU KeHTauTthpuiiga Hadakar >SIEKTPOH TIKopaT Beo-
caTiapyu KyJaWJUTHHU OKCAJITHUPHUIL, OalKyd YJIapHUHT WKTUMOWUN Meaua
maTdopmanapy OWJIaH WHTETPAIMSICHHU OIIUPHUIIT MyXUM axaMHUAT KacO OJTHIIH,
ITYHUHTJIEK, KOMIAHWSUTADHUHT MapKETUHT (aoNusATHAa KOHTEHT MapKETHUHT Ba
MOOWMJI MapKETHHT TEXHOJOTHUsIapUIaH (poiIaJaHuIl MaMJIaKkaT JEKTPOH THUKOpAT
0030pu caBao (PAOTUATH XAKMHUHHM OUIMPUILIHKA TAbMUHJIOBUM aCOCUN MYyHamuII
DKaHJINTH aHUKJIaH[IH.
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INTRODUCTION (abstract of the thesis of the PhD dissertation)

Topicality and necessity of the thesis. The rapid development of information
and communication technologies (ICT) in a global economy that have resulted in the
development of such innovations like computers, mobile phones and web
technologies have fundamentally upgraded the services sector. As a result, the value
production in the context of the gross national product (GNP) has in relative terms
substantially moved from the agricultural sector and from the goods production sector
to the services sector. Consequently, the digital transformation of organizational and
economic principles of management became as one of the key factors of the global
economic growth. The share of digital economy in the GDP of developed countries in
2010 was 1.2 percent, while this number have reached 5.5 percent in 2018*. The share
of digital economy in GDP of developing countries have increased from 3.6% to
4.9% in 2017,

The global research in the field of science and technology, systematic reforms
undertaken by governments, recent technological reforms in the global business
environment, constantly changing consumer needs and interests that influence their
behavior in the large transnational companies, consistently increasing influence of
content led by the democratization of information exchange, along with many other
directions in building a digital society creates enormous opportunities to implement
marketing activities into businesses. According to the views of international experts,
traditional marketing techniques are no longer effective in today’s ever changing
market needs’. These issues underline the crucial role of undertaking systematic
scientific research directed on revealing potential ways of implementing innovative
technologies and methods of marketing in the global information and communication
services market.

The government of Uzbekistan is undertaking continuous actions to progress the
implementation of information and communication technologies into all sectors of
the society and the economy. In particular, the Address of the President of the
Republic of Uzbekistan to the Oliy Majlis on December 28, 2018 further fullfills the
efforts taken on extending the implementation of digital technologies into all sectors
of the economy, and lays the basis for the development of the national concept of
«Digital Uzbekistan - 2030». These measures are highlighted to increase the GDP of
the country at least for 30 percent, and support the state actions in overcoming the
corruption®. These tasks and objectives underlined in the Address of the President of
the Republic of Uzbekistan, substantiates the relevance of the current scientific
research on the use of innovative marketing strategies in the development of the
information and communication services market of the country.

This scientific research aims to serve to a certain extent in achieving the goals
set in the number of normative-legal acts, including the Decree of the President of the

"Measuring the Information Society Report Volume 1. 2018. ITUPublications. Statistical reports. International
Telecommunication Union. Place des Nations. CH-1211 Geneva Switzerland.

20ECD Information Technology Outlook, 2015.

$V36exucron Pecniyonukacu [pesunentn llaBkar Mup3uéeBannrOnuit Maxicra MypoxxaatHomacu. 2018 iimn 28
JeKabpb. — WWW.UZa.uz
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Republic of Uzbekistan N0.5099 «About measures on radical improvement of
conditions for development of Information Technologies in the Republic of
Uzbekistan» from June 30, 2017, N0.4947 «About the Strategy for Actions on further
development of the Republic of Uzbekistan» from February 7, 2017, No0.5349
«About measures on further improving the sector of Information Technologies and
Communications» from February 19, 2018, and the Resolution of the President of
the Republic of Uzbekistan N0.3245 «About measures on further improving the
system of project management in the field of Information and Communication
Technologies» from August 29, 2017 and others.

Relevance of the research with the priority areas of science and technology
development in the Republic. The dissertation research is completed in accordance
with the priority areas of the state program on the devlopment of science and
technology in the Republic of Uzbekistan I.»Spiritual-moral and cultural-
enlightenment of democratic and legal society, and the establishment of innovative
economy».

Problem development status. The extensive volume of researches were
dedicated to the scientific and practical issues of developing innovative marketing
and implementation of digital technologies into the marketing strategies of
businesses, including remarkable international works of Braun E., Brinker S.,
CollinR., Dinis A., HsuY., Lapidus L., Pulizi J., Weber R., Williams J., Chinn S., and
others.*

Russian scientists, including Halilov D., Markova V., Kuznecova S., Ogelova L.,
Golubkov E. and others® have undertaken scientific researches in this field and made
significant contributions on improving the use of innovative marketing strategies.

The issues related to the formation and development of marketing strategies in
the services sector of the Republic have gained extensive attention of native scholars
that includes the remarkable works of Bekmuradov A., Ahunova G., Boltabayev M.,

* Braun, E. (2017, March 31). Content Marketing vs. Social Media Marketing: What's The Difference? Retrieved from
www.marketingsolved.com:  https://www.marketingsolved.com/content-marketing-vs-social-media-marketing-whats-
the-difference; 15. Brinker, S. (2015, September 28). The 5 digital dynamics that are transforming marketing. Retrieved
November 28, 2017, from Marketing Technologist Blog: http://chiefmartec.com/2015/09/5-digital-dynamics-
transforming-marketing/; Collin,R. (2016). Mobile Banking: Paying for the Perks. BusinessNHmagazine.com; 31.
Dinis, A. (2006, January 1) Marketing and Innovation: Useful Tools for Competitiveness in Rural and Peripheral Areas.
European Planning Studies (14); Hsu, Y. (2011). Design innovation and marketing strategy in successful product
competition. Journal of Business & Industrial Marketing, 4.; Jlanugyc JI.B. (2016, Ampens), Kpayncopcunr u
KpayA(aHIUHT: MApKETHHTOBOE MPOABIKEHHUE ITPOEKTOB, MPOAYKTOB U ycIyr. BecTHuk ®UHAHCOBOTO YHHMBEPCHTETA;
Pulizi, J. (2016, July 1) Roundtable: Content Marketing. Retrieved from www.asne.org.; Weber, R. (2010). Digital
Trade in WTO Law - Taking Stock and Looking Ahead. Asian Journal of WTO and International Health Law and
Policy (5); Williams, J., & Chinn, S. J. (2010). Meeting relationship-marketing goals through social media: A
conceptual model for sport marketers. International Journal of Sport Communication.

> Crestodina, A. (2016). Content Chemistry: The lllustrated Handbook for Content Marketing (4 ed.). USA: Orbit
Media Studios; Halilov, D. (2017). Mapketusr B cormansbix ceTsx (Marketing in the social networks). Maws,
WBanoB, u ®epbep; MapkoBa B.Jl. Mapkerunr uHHOBanmii: ydeb-meron. mnocodue/HoBocmOupckuii roc.yH-T.
HoBocubupck, 2011..; Oromesa JI.H. (2004). UnnoauumoHuslii MmenemkmeHnT. —M.: MH®PA-M (MH®PA-M).;
I'omy6xoB E.I1., MapkeTHHIOBbIE HCCIIEIOBAHMS, TEOPHS, METOOJIOTHS U MIPAKTUKA. Y4eOHHK.-3-eu3]l., nepepald. uior.
-M.: UznatensctBo «Dun-npeccey, 2003.-496¢; Kvint, V. (2016). Strategy for the Global market: Theory and Practice
Applications. New York: Routledge: Taylor & Francis Group.
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Jalolov J., Ivatov I., Soliyev A., Fattahov A., Qosimova M., Ergashxodjayeva
Sh.,Yusupov M., Begalov B., Musaliyev A. and many others®.

Although, substantial contributions are made by aforementioned scientists into
the marketing field, their scientific outcomes do not take into account the peculiarities
of using innovative marketing strategies in the development of the information and
communication services market. Therefore, it is desirable to carry out researches to
improve the efficiency and effectiveness of using innovative marketing strategies in
the development of information and communication services market. Therefore, there
is a crucial role and growing scientific need to develop the conceptual and
methodological basis of the application of innovative techniques in the marketing of
information and communication services within the context of national brands.

Relevance of the research with the scientific research directions of higher
education institution. The topic of the dissertation research corresponds with the
priority research areas of the Tashkent State University of Economics conducted
within the framework of the project AU-1-32 «Increasing the country’s export
potential through developing national brands» planned for 2015-2017.

The aim of the research. The purpose of the research is to develop proposals
and recommendations on the use of innovative marketing strategies in the
development of information and communication services market.

The tasks of the research:

the analysis of the global trends on implementing innovative marketing
techniques within the market of information and communication services;

the study of the experience of the leading foreign countries on the use of
innovative marketing strategies in the information and communication services
market;

the study of the formation of the national market of information and
communication services, and the analysis of the opportunities of implementing
innovative marketing strategies in the services market of the Republic of Uzbekistan;

the review of conceptual approaches and effective innovative strategies in
marketing focused on promoting information and communication services under the
conditions of continuous technological progress;

the identification of potential ways of increasing the efficiency of implementing
innovative marketing strategies in the market of information and communication
services.

The object of the research is the marketing activity of the companies providing
information and communication services under the Ministry of Information
Technologies and Communications Development of the Republic of Uzbekistan.»

®Bexmypoos A.IIL. D(eKTHBHOCTS MApKETHHTa CPEICTB MPOM3BOACTBA. ABTOped. aMce. 0K, 9KoH Hayk. — T. 1993;
AxynoBa I'.H. Tabpaum TH3MMHIa MapKeTHHT Ba YHH TaKOMHWJUIAIITHPWIN iymapu. VIKT.Q.1. WM. gap. oium y4yH
muce. — T., 2004; Bonraboe M.P. Tykumaunnuk canoatuaa MapkeTur crparerusicu. Monorpadus — T.: dan, 2004.;
XKanomnor XK. Mapkerunr. - T.: 1999. — 120 6.; UsatoB U. V36eKUCTOH JIEXKOH 0030puia MapKETHHT (haoIHITH
PUBOXXIaHUIHMHUHT ucTHKOOtapu. W.d.a. wim. nap. omum yuyn amcc. — T., 2003; CommeB A. MapkeTHHT. — T.:
«Mouus Ba ukrucom». 2009. — 395 6.; darraxoB A.A. Crparerust MapKeTHHIa B OIITOBOI TOProBiIe U ITyTH MOBBILICHUS
ee 3¢ dexruBHocTH. MoHorpadus. -T.: «Dany», 2005. 179 c.; DOpramxomkaesa 111., Kocumosa M. C., IOcynos M.
Marketing. - T .: TANY, 2018. - 232 6.
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The subject of the research. The subject of the research is the economic
relations arising in the provision of innovative marketing stratgies in the development
of information and communication services market.

Methods of the research. The current research implemented a scientific
abstracting, statistical analysis, expert evaluation, structural analysis, group tracking,
comparative analysis, PLS analysis and others.

Scientific novelty of the research: The scientific novelty of the dissertation
research includes the following key outcomes:

the evaluation of the effectiveness of innovative marketing strategies of
companies providing social media services is enhanced within the context
ofpromotion through digital programs of communication and media brands in the
consumer tracking platforms;

the influence of the development of effective marketing platforms in the form of
mobile search, geo-targeting, speed-dial codes (QR-code) and near field
communication is justified through the identification of the target audience among the
social media users in increasing the competitiveness of the electronic services market
within the marketing spaces and in establishing actions directed on providing social
benefits;

the effective two-way communication system of companies providing
information and communication services to consumersis improved through the
content and targeted deployment of «artificial intelligence» methods of innovative
marketing;

the establishment of multiplicative communication of the social media with the
websites of companies providing information and communication services are
improved through the development of the instruments of search engine optimization
(SEO), ratings of online information spaces and personnel branding.

Practical implications of the research. The findings of the research provide a
practical value and importance in the development and implementation of the
following key factors:

the practical issues that impede the quality and effective operation of national
companies providing information and communication services, as well as, the
opportunities to implement innovative marketing strategies to enhance the
competitive position of these companies are identified,

the evaluation metrics of the marketing activities of national companies in the
market of information and communication services was developed, and the
effectiveness evaluation system of the development and implementation of innovative
marketing strategies is proposed,;

the innovative marketing development directions involving the use of digital
technologies within the enterprises providing information and communication
services are identified;

the potential ways of expanding the integration of e-commerce platforms with
social media and improving the effectiveness of the content marketing activities on
these platforms are defined based on the evaluation of the satisfaction level of
consumers with e-commerce platform services.
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Authenticity of the research results. The reliability of the research findings is
justified with the fact that the methodological approaches and methods implemented
in the current study are obtained from official sources, including the statistical
database of the State Committee of the Republic of Uzbekistan on Statistics, as well
as the practical evaluation of the proposed recommendations and conclusions of the
research, that are supported with the approval of state structures.

Scientific and practical value of the research results. The scientific
significance of the research results is described with the development of theoretical
and methodological foundations directed on implementing innovative marketing
strategies in the market of information and communication services, as well as the
provision of these findings in the development of methodological approaches to
improve the marketing activities of the national companies providing internet and
mobile communication services within the Republic of Uzbekistan. The proposed
digital marketing techniques are believed to serve in the development of marketing
strategies and programs for the national companies. The research outcomes can be
widely implemented in improving the conceptual basis of the market by companies
providing information and communication services, as well as in the development of
economic improvement strategies and programs of the sector.

The practical significance of the research findings is described with the potential
implementation of the proposed practical recommendations in the establishment of
competitive innovative marketing strategies and the creation of the set of complex
measures on their execution within the companies providing internet and mobile
communication services, as well as, the potential integration of research findings in
the formation of scientific-methodological resources focused on improving
educational programs, textbooks and manuals within the subject areas of «Innovative
Marketing», «Brand Management» and «Internet Marketing» at the higher education
Institutions.

Implementation of the research results. The following results have been
achieved, based on the scientific recommendations and practical implications focused
on increasing the effective provision of innovative marketing strategies in the
development of the market of information and communication services of
Uzbekistan:

The scientific novelty on the establishment of evaluation and measurement of
the effectiveness of innovative marketing strategies based on the influence of content
delivered through social media platforms on consumers' behavior, goals and
acceptance is effected into the activities of the center(the reference No. 33-8/953
from February 7, 2019). The application of these scientific novelty have enabled
companies providing information and communication services thoroughly discover
the influence of content delivered through social media platforms on consumer
behavior and subsequently develop effective social media marketing strategies. As a
result, the number of regular customers at LLC «Uchtepa Invest Group» increased by
3 percent, while the economic efficiency reached UZS 197 million; the economic
efficiency in LLC «RBR Market» reached UZS 145 million and in LLC «Brio
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Group» UZS 655 million; the economic efficiency in LLC «Kommersant Media
Group» increased by 17 percent.

The introduction of the scientific novelty on the vitality of the development of
innovative mobile marketing strategies based on the mobile applications, mobile
search, geo-targeting, mobile social networks, QR-codes and Near Field
Communication (NFC) technologies for establishing effective communication with
consumers and continuous attraction of new customers in the online services market
Is applied to the activities of the center (the reference No. 33-8/953 from February 7,
2019). The practical outcomes of the following scientific novelty resulted in the
increase in the number of users of the electronic payment system of LLC «Brio
Group» by 12 times in 2018 compared to 2017, and LLC «RBR Market»
by 15 percent;

the scientific novelty on improving the effective communication system of
companies providing information and communication services to consumers
involving content marketing, social media marketing (SMM), crowdsourcing, mobile
marketing, artificial intelligence based on the implementation of the innovative
marketing technologies is recommended to implement into the activities of the
Ministry for Development of Information Technologies and Communications of the
Republic of Uzbekistan (the reference No. 33-8/953 from February 7, 2019). As a
result of the implementation of the following scientific novelty, the number of
consumers using the services of LLC «RBR Market» increased by 7 percent in
2018 compared with 2017, the number of customers using the services of LLC «Brio
Groupy» increased up to 10 times, and the number of consumers using services of
LLC «Uchtepa Invest Group»by 9 percent.

the scientific novelty on improving the social media optimization of the
company websites providing information and communication services through the
integration with marketing strategies that include the creation of information spaces,
content promotion, personnel branding, ratings and tops is applied into the activities
of the center (the reference No. 33-8/953 from February 7, 2019). The practical
application of the current scientific novelty have resulted in reasonable economic
improvements in 2018 compared with 2017 - specifically, the number of customers
using the website of LLC «Kommersant Media Group» increased by 9 percent, while
the number of advertisers on the site expanded by 4 percent that brought UZS 120
million of economic efficiency; the number of customers regularly accessing LLC
«Uchtepa Invest Group» increased by 2.3 percent, while the company managed to
decrease the marketing communication expenditures by 53 percent; the number of
users of oson.uz services under the LLC «Brio Group» increased 5 times and the
volume of services provided to consumers increased by 60 percent; the website users
of e-commerce platform ushop.uz under the LLC «RBR Market» increased
by 12 percent, and the volume of services provided grew by 5.2 percent.

Approbation of the research results. The results of the current researchwere
discussed in total 10 scientific-practical conferences, including 4 republican and
6 internationl.
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Publication of the research results. The scientific publications within the scope
of the following dissertation topic were presented in total 15 scientific works,
including 5 articles in the journals authorized by the Higher Attestation Committee of
the Republic of Uzbekistan for publication of the results of dissertation research
works, that consists of 3 articles published in republican and 2 articles published in
international journals.

The outline of the thesis. The dissertation thesis consists of introduction, three
chapters, conclusion, bibliography and annexes, that are compound in 145 pages.

MAIN CONTENT OF THE THESIS

The Introduction of the thesis focuses on the relevance and necessity of the
dissertation topic, describes the purpose and objectives of the research, defines the
object and the subject of the study, justifies the relevance of the research with the
priority areas of the science and technology development in the republic, compounds
the scientific novelty and practical results of the research, provides the scientific and
practical significance of the results, presents published scientific works and the
outline of the thesis.

The Chapter | of the dissertation thesis, «Theoretical and methodological
foundations of developing innovative marketing strategies in the market of
information and communication services» provides theoretical and methodological
discussions of the notion information and communication services, as well the
concept of innovative marketing; identifies the factors influencing the promotion of
information and communication services and innovative marketing; and explains the
development stages of innovative marketing techniques.

Digitalization of the economy incorporates the various forms of products and
services emerged with the growth of information technologies and promotion of
modern business models’. According to the IMF report on the level of integration of
digital economy from February 28, 2018, the lack of generally agreed definition of
innovative business models and services offered through them have resulted in the
low productivity growth of certain advanced economies® during the rapid
technological progress in the world, that ultimately requires the reassessment of the
industry classification for the Internet platforms and Internet enabled services.

Therefore, the research have throroughly analysed the main international
classification regimes of the services sector. The research outcomes highlight that
currently available international classification regimes do not (or partially) consider
the following crucial trends in the services sector, empowered with the recent digital
advancements in the global economy: the emergence of online platforms (Google,
Facebook, Davra.uz) and their products/services; and platform-enabled services (such

" IMF defines the digitalization of the economic activity as «the incorporation of data and the Internet into production
processes and products, new forms of household and government consumption, fixed-capital formation, cross-border
flows, and finance.»

®For instance, according to Oostrom et al. (2016), businesses in Netherlands with an online presence constituted for 87
percent of turnover, and 86 percent of employment in the business segment in 2015. However, if to narrow the
definition of digital economy to online stores and internet related ICT services, the indicators fall down to 7.7 percent
and 4.4 percent respectively.
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as Airbnb, Uber, MyTaxi and others). Based on these findings, the following
definition of the concept of Information and Communication services is proposed:
«Information and communication services (ICS) are those services that are provided
through the digital transactions (digitally ordered/platform enabled/digitally
delivered), telecommunications and social networks. ».

The boundaries of traditional marketing have significantly expanded with the
emergence of innovative marketing communication technologies (such as the
internet, social media, and smart technologies), that increased the ease and scale of
information exchange (sharing) to a global level and resulted in the emergence of
modern business models. The advancement of traditional marketing with the
ascension of ICT and internet technologies is divided into five key stages that allow
to illustrate the comparative features of the marketingevolution (Table 1).

Table 1.
The evolution innovative marketing with the influence of web based
technologies’

Development stages | Marketing direction Marketing instruments
1950-1994 Traditional marketing Direct mail, TV advertisement, radio,
Newspaper and outdoor
Traditional marketing The introduction of Web 1.0 technologies into
Web 1.0 . S i
and internet the marketing discipline (creation of brochure-
1994-2004 . .
technologies ware websites)
Web 1.0 Internet marketin E-mail marketing, search engine optimization
(2005-2009) g (SEO), pay-per-click (PPC)
Web 2.0 Innovative (modern) Podcast, vodcast, webinar, social platforms,
(2010) marketing crowdsourcing
. Artificial intelligence (Al), virtual reality (VR),
Web 3.0 Smart marketing internet of things (IoT)

The recent developments in the Web are discussed by many academics in the
field, indeed, no consensus have been yet reached on its conceptual definition. Some
scholars refer to it as Web 3.0 technologies, or Semantic Web, while others consider
these latter technological inventions as the extensions of the Web 2.0 technologies.
According to the author, these technological trends are defined as Web 3.0
technologies, consisting of three key components that will be actively impelmented
by businesses in the effective application of marketing strategies:
1) virtual reality (ex. Kinset created a virtual shopping mall, which allows users to
explore different shops and go through the shelves providing the experience of
reality); 2) internet of things (ex. fitness trackers are digitally connected with physical
devices with the purpose of creating more value); 3) artificial intelligence (ex. face
recognition function and personalized newsfeed features on Facebook; identification
of the contextual meaning of emoji on Instagram; the potential of effective e-mail
spam filtering (ex. Google successfully filters almost 99.9% of spam); plagiarism
check (ex. turnitin.com)). Indeed, these developments have brought into action the
market changes: affected the way people communicate (interact) with each other,

° Developed by author.
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promoted the mass collaboration that assumes to pursue economic democracy as an
outcome of creating value for individuals by individuals (promotion of sharing
economy); shift in the power of consumers; effective establishment of two way
communication (like, share, comment and others).

According to the findings of the research, technology is not the comprehensive
solution of innovative marketing, but rather technological progress changed the
consumer behavior from one side, and allowed the creation of new marketing
communication channels and tools from another side — that are considered to be
Innovative, in most cases.

The findings in the previous paragraphs allow the researcher to formulate the
following definition for the merely conceptualized notion «innovative marketing»:
«Innovative marketing is a process of promoting the product/service to the targeted
audience through the completely new or significantly improved marketing
communication channels, tools, techniques, processes, procedures and ideas, in a
creative and technologically improved way.» The following four key innovative
marketing strategies are found to be effective to develop in the national market:
1) Content Marketing; 2) Social Media Marketing (SMM); 3) Crowdsourcing;
4) Mobile Marketing.

Content marketing aims on providing creative, relevant and interesting content
to connect with potential customers, while the key goal of SMM is to make social
media an effective content delivery tool. Hence, social media marketing can be
viewed as a channel, where businesses search for potential customers, and content
marketing is a tactic to create and deliver valuable information to potential customers.
The following content marketing types can be distinguished in the market: social
media; articles on website; e-newsletters; videos; blogs; in-person events; mobile
content; case studies; infographics; online presentations; print magazines; branded
content tools; white papers; digital magazines; webinars/webcasts; annual reports;
print newsletters; research reports; books; e-books; podcasts; virtual conferences;
games/gamification and others.

Social media marketing (SMM) is focused on activities of not only content
distribution on these platforms, but also the establsihment of two-way
communication, increasing the brand awareness and other promotion activities. The
main types of SMM are described in the Table 2.

Furthermore, there are four basic types of blogs: 1) personal blog - that is
established by an individual to express, post, publish, share and discuss personal
interests (or viewpoints); 2) industry (topic) blog - that is established to discuss
certain industry related or topic related information (news and trends);
3) publication based blog - usually established by editors or reporters with interests in
specific topics; and 4) corporate blog - created by a company to establish two-way
communication with current and potential consumers.
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Table 2.
The main types of social media marketing™

Social media types Main communication methods Popular Examples
Blogs/Web logs Text-based messages/posts, animations | TechCrunch and Gizmodo
Short text-based messages/posts (often Twitter (limited for up to

Microblogs limited to a certain number of characters). | 140 characters, «tweetsy).
Video S?Sglsng Web Multimedia (video) YouTube, Vein
Picture sharlng Web Multimedia (picture, images) Flickr, Picasa and
sites Instagram
Social networking Web | Personal messages, sharing, blogging (text- Facebook, LinkedIn,
sites based, picture/image, video, audio) Odnoklassniki and others.
Niche social Personal messages, sharing, blogging (text- Sg?ﬁiiii\(/z?;'nn?régs)
networking Web sites based, picture/image, video, audio)

estate).

News sharing/posting (text-based,

Social news Web sites . . . .
picture/image, video, audio)

Digg and Reddit.

Pinterest and
StumbleUpon

Social bookmarking
Web sites
Geo-location (geo-
social) websites

Bookmarking (picture/image, video, audio)

Check-in, short-text Foursquare

The key marketing instruments of SMM in promoting information and
communication are described in the Picture 1.

0Cia dia ma 0 activity
instruments

Fromotion o onter @ c VVOIK 0 W 9]0 O
instruments leaders

Picture 1. The social media marketing instruments™

The emergence of crowdsourcing is related with the development of four socio-
technological trends in the market: 1) the rise of amateur; 2) the emergence of open
source software; 3) the development of Web technologies, and 4) the creation of
online communities. Four basic types of crowdsourcing can be distinguished: crowd
wisdom (collective intelligence), crowd creation, crowd voting and crowd funding.
According to the analysis of the relevant literature, the author distinguishes three

“Developed by author.
“Developed by author.
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broad crowdsourcing practices in marketing: product development, marketing
research, advertising and promotion.

The analysis of the global marketing tendencies underlines the enormous
opportunities for businesses enabled through the implementation of mobile
marketing. Specifically, the implementation of mobile marketing techniques, such as
Near Field Communication (NFC), Bluetooth marketing, mobile-optimized websites,
mobile commerce, mobile wallet. Mobile applications, mobile social media, mobile
optimized e-mal, mobile search, geotargeting, QR-codes in the provision of
information and communication services provides high potentials.

The global market analysis show that internet access and user penetration rates
are growing in an extremely rapid pace. According to the estimates 53.7 percent of
the global population will have access to the internet by 2021, in comparison to 46.8
percent in 2017.% Interestingly, the growth shown in the last few years (2011-2016)
underlines the progressive increase of internet access among the population in
developing countries, underlining the growing potential of internet related markets in
developing countries (Picture 2).
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Picture 2. Revenue in the global digital advertising market and its forecast™®

The Chapter Il of the dissertation thesis, «The state of the use of innovative
marketing strategies in the market of information and communication servicesy,
discusses the potentials of developing information and communication services
market in Uzbekistan, as well as provides analysis of the economic and legal bases of
the sector's activity. Furthermore, the chapter reviews the available methods of
implementing innovative marketing strategies in the market of information and
communication services in the country, and studies the current state of establsihing
innovative marketing activities within these companies.

The development of the information and communication services market in the
country is primarily influencedby the development of the legislative framework of the
country. The analysis of the institutional and legislative basis of the Republic of
Uzbekistan towards the information society is built on the following two broad

Phttps://www.statista.com/statistics/325706/global-internet-user-penetration/
Bhttps://www.statista.com/statistics/456679/digital-advertising-revenue-format-digital-market-outlook-worldwide/
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stages: the first stage (1991-2016) laid the groundwork for the establishment of the
sector, covering the preliminary processes for the development of ICT in Uzbekistan.
This phase includes the development of the National Strategy, the Action Plan and a
number of Decrees and Resolutions of the President focused on establishing and
advancing the ICT infrastructure of the country. The second stage of reforms is
illustriously described in the State Prorgram on the Implementation of the Strategy of
Actions on five priority fields in 2017-2021 in the Year of Dialogue with the People
and Human Interests. These reforms effected on the implementation of 437 actions
containing 320 articles, the adoption of 29 laws and the improvement of over 900
legislative acts in a wide range of sectors of the economy and the society.

The outcomes of these developments are revealed in the following significant
achievementsin the ICT sector of Uzbekistan: coverage of cities and district centers
of the country by digital telecommunication networks has reached almost 100%, and
in rural areas - almost 90%; the number of Internet users has almost doubled since
2013; the number of electronic services provided on the Single portal has grown by
almost 10 times (302 services) during the same period of time; the popularity of the
Internet has increased (21.4%), data transmission networks (25.3%) and mobile
services (54.2%) since 2013, making communication network a major revenue
producer of the country in 2017,

The information and communication sector plays a crucial role in the
modernization of the country’s economy, the development of which ultimately leads
to the promotion of innovations in all sectors, that contributes to the establishment of
competitive and cost-effective production, increase workplaces, improve the level of
exports, and advance the overall country’s economy.

In 2018, the share of information and communication services in Uzbekistan
reached UZS 9744,1 billion, that highlights approximately 123,1 percent growth
since 2010.Indeed, telecommunication services make 85,9 percent of all information
and communication services provided in 2018, that includes mobile and wired
communication services, Internet services, satellite communication services and
others. Certainly, the advancement of information and communication sector plays a
crucial role in the prosperity of national economy. The development of ICT sector
will ultimately lead to the promotion of innovations in all sectors, that potentially
contributes to the establishment of competitive, productive and cost-effective
production, increase workplaces, improve the level of exports, and advance the
country’s economy overall.

The share of communication services provided per capita was UZS 72.1
thousand in 2010, from which mobile communication services comprised for UZS
51.9 thousand. These indicators have reached UZS 263.2 thousand and UZS 171.6
thousand respectively at the end of 2018, that signposts three times growth of the
mobile communication market (Picture 3).
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Picture 3. The share of mobile communication services in total
communication services per capita'*

The dynamic growth of the mobile communication market is also revealed with
the growing number of mobile subscribers in the country that reached 22.8 million in
2018. Currently, approximately 70 percent of the country’s population have mobile
phones, and around 35 percent of them have mobile internet connection. To compare,
the revenue received from Internet services amounted UZS 149.6 billion and the total
number of subscribers reached 6984 thousand people in 2010. While, the revenue
received from Internet services increased more than 12 times reaching UZS 1808
billion, and the number of subscribers amounted 11,168,000 people in 2017.
According to the Information and Communication Agency of the Republic of
Uzbekistan, the number of Internet subscribers increased up to 20 billion people at
the end of 2018, that highlights a rapid uptake in the coverage of Internet access
within the national population.

Along with the internet development in the market, the total number of web sites
have reached 13932 in 2017, 83.3 percent out of which are legal entities, that is 4.2
times higher than in 2010.

Furthermore, the growing tendency is revealed in the implementation of
marketing innovations during 2015 and 2017, resulting in the development of total
149 innovative marketing projects. These recent market trends highlights that the
information and communication market is the leading segment involving marketing
innovations that comprised 33.6 percent of total innovations between 2015 and 2017.

In the contemporary digital age, social media became a key marketing channel
for the majority of companies®, considering that today around 37 percent of the
world’s population actively engage in the social media platforms, while 78 percent of
cosumers’ purchasing decisions are influenced by social media'™. The current
research identified that the strategic goals and tactics of SMM campaigns undertaken
by the brand, significantly differs depending on the size of the business and industry
it operates (Picture 4).

“Developed by author.
Bhttps://www.spredfast.com/social-media-resources.
"https://www.statista.com/chart/6912/social-media-shopping-influence/.
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Largg SME Intgrnet BIB
Enterprises Business

Short-term strategic
marketing goals
(increasing sales,
announcing sales,
increasing consumer
interest on the brand,
imitate buying craze
around the brand

Long-term strategic
marketing goals
(Branding, Building
customer loyalty,
tracking consumer
opinions, neutralizing
negative opinions )

Short-term strategic
marketing goals
(increasing quality
traffic to the business
webpage, imitate
buying craze around the
brand)

Both long-term and
short-term strategic
marketing goals
(increase partnership
relationships, create
joint projects)

Establish
communication with
the target audience

through creating
communities,
blogs/microblogs,
targeted
advertisement

communication with
the representatives of
interested brands or
industries through
existing
communities/or create
industry related

Establsih
communication with
the target audience

(create own
groups/pages, interact
through existing related
communities/groups)

Establish interactive
communication with
the target audience
through different
spaces created by the
brand (communities,
blogs, opinion leaders)

Picture 4. Strategic objectives of SMM campaigns in different sized companies’.

According to the analysis of the national market, the most popular social media
platform is Facebook (47%), followed by Pinterest (18%), Instagram (9.33%),
YouTube (8.18%), Twitter (6.2%), VKontakte (4.38% percent) and others. In addition,
Facebook social media platform is mostly accessed through mobile phones
(54 percent) and tablets (43 percent). Instagram is mostly accessed through mobile
devices (13.92 percent) and Pinterest is preferred to be managed through tablets
(39.05). While, YouTube users follow the social media platform mainly through
desktop computers (18,66 percent).

Facebook became as one of the most popular social media platforms in the
country, with the majority of its users are engaged in community groups (24 percent),
followed by media groups (20 percent) and brand pages (19 percent). The analysis of
Facebook pages allowed to categorize the widespread types of content posted by
brands: 1) Master class (short photo/video training); 2) Informative posts;
3) Discussions with specialists (users will be provided with the opportunity to
communicate with the field specialists); 4) Topic related photo/video sharing;
5) Survey and competition posts; and 6) Customer reviews (discussions).

Indeed, the crucial role of developing blogs and increasing electronic newsletter
subscriptions as part of the SMM strategies of companies is continuing to be ignored
by the majority of businesses. Apparently, these companies have established effective
communication with consumers through the microblogging features of social media
platforms. Nevertheless, it is important to underline that promoting blogosphere
within the corporate websites and increasing the customer subscriptions to e-
newsletters are proved to be the key goals of improving the effectiveness of SMM.

YDeveloped by author.
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The review of telecommunication market of the country highlights that even
though all brands in the national market have created a social presence in social
media platforms (such as Facebook, Odnoklassniki.ru, Instagram, Twitter, YouTube,
Telegram and LinkedlIn), their level of presence in each social networking platform
differ. Specifically, Beeline and Ucell are more active social network users (number
of posts, content shared and competitions announced) than UMS and Uzmobile.
These brands usually share content related to the company’s new service offers
(mainly video content), that leads to the company website.

Although these companies actively participate in social networks, the
monitoring and evaluating their marketing activities on these platforms are left
without sufficient attention. The analysis of the social media monitoring strategies of
the national telecommunication brands allows to highlight the following commonly
used formulas to evaluate the social activities of brands, that includes brand identity,
the level of response to each post, the number of subscribers following brand’s page,
and some other general metrics. Nevertheless, these metrics do not provide deep
review of the influence of social media activities of brands on consumers attitudes
and behaviour, that would allow to improve the strategic marketing performance of
the business and increase the effectiveness of the company's marketing activities on
social media platforms.

The thorough investigation of the market allows to group the SMM activities of
national brands into three main stages: 1) Representation, 2) Engagement, and
3) Listening-In (Table 3).

Table 3.
Classification of SMM activities of national businesses'®
Marketing activities Marketing tactics
Creation and promotion of brand community pages
Representation Promotion through niche-social networks

Content and media promotion

Creation and development of company information spaces

Promotion through interactive competitions

Promotion through the opinion leaders (the most followed users)

Engagement Virus marketing
Promotion through personnel branding
Promotion through personalization
Listening-in Promotion through market intelligence

The SMM activities of the majority of brands are limited with the stages
Representation and Engagement. However, Listening-in is crucial part in performing
effective consumer engagement in SMM, which involves a set of strategic actions
aimed at promoting a brand based on the outcomes of the monitoring and evaluation
of marketing activities of the brand.

The Chapter Il of the dissertation thesis «Increasing the efficiency of using
innovative marketing strategies in the promotion of information and

8Developed by author.
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communication services» analyses the directions of developing and monitoring
innovative marketing strategies of businesses in the national market. The high
potentials of integrating official business web sites with social media platforms
(social media optimization) are justified with practical results, as well as the model
for evaluating the effectiveness of innovative marketing strategies is proposed.

According to the analysis of the SMM activities of businesses within the
national market, telecommunication brands widely engage in merely popular social
networking platforms, LinkedIn and Odnoklassniki.ru.The research proposes that
redirecting resources of the company spent to increase the brand awareness in these
social networking platforms, to other widely used platforms would significantly
increase the efficiency of the brand’s SMM activities. Besides, the market analysis
highlight the growing popular of Pinterest, which has twice more national subscribers
than Instagram. Considering that the majority of national brands do not engage in
Pinterest, the research suggests to improve the brand visibility within this platform,
as it is becoming a powerful commuication channel within the national market.
Furthermore, Odnoklassniki.ru is gradually being replaced by VKontakte. At the same
time, it is crucial to understand that the majority of national audience within
Odnoklassniki.ru are located in regional cities (ages between 18 to 40), and the
majority of them speak only Uzbek. This is because Odnoklassniki.ru was one of the
first social media platforms to offer Uzbek language of the website. Indeed,
Odnoklassniki.ru is still mostly preferred among older Russian speaking population
(age 40 and above), and VKontakte is gaining popularity among younger population
(ages between 25 to 40). Furthermore, the social media is mostly accessed through
mobile and tablet devices, with 54 percent and 43 percent respectively. Considering
that mobile add view time is on average two to three seconds, the use of info-graphics
and images in promoting any brand related content would be most effective and
reachable. All these factors are crucial to be considered while developing SMM
strategy of businesses operating in the national market.

The conceptual model, consisting of six key stages, on monitoring the
performance of SMM activities of brands in the national market have been proposed
based on the outcomes of market analysis: 1) the first stage is focused on identifying
the monitoring goals and objectives; 2) the second stage is concerned with the study
of the behavioral characteristics of the target audience, that assumes to keep the track
of consumers’ social network behaviours; 3) the third stage of the monitoring
planning process is the identification of social networking platforms that will be
included to scope of the observation; 4) the fourth stage is to generate monitoring
keywords; 5) the pre-final stage of the strategy is focused on issues related to the
clarification on whether undertaking the monitoring activities internally or externally;
6) the final stage of SMM monitoring is concerned with evaluating and measuring the
outcomes that will serve as the basis for planning the future strategic direction of the
brand. The following evaluation and measurement metrics of SMM activities of
businesses within the national market was proposed (Table 4).
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Table 4.

Evaluating the effectiveness of SMM strategies of the brand®

Strategic Goals

Measurement Metrics

| Calculation Formula

Build Social Dialogue

Increase Brand
Awareness

Share of brand mention
(articles, blogs, comments and
others)

(Brand mentions/total mentions
(brand + focus competitor groups)) *
100%

Increase Community

Engagement rate

The sum of all (comments, likes, shares,

Engagement mentions, tags) / total views
Increase Consumer . Total number of people participating/total
) Communication reach rate .
Interaction audience covered

Generate Sales

Increase Web Traffic

Average time spent on page

Total time spent by visitors/total number
of visitors directed from social media
platforms

Conversion rate

Total number of conversions/total number
of sessions

Bounce rate

Total number of visits viewing one page
only/Total entries to page

Generate Leads

Leads growth rate (followers,
e-newsletter and messenger
subscribtions)

Total number of leads for a Period A —
total number of leads for a Period B

Promote Brand Advocacy

Encourage Word-of-
Mouth

Number of active advocates

(Total number of positive advocates
(positive comments, likes, share, positive
tags) /total advocates (positive +
negative))*100%

Grow Influencer
Marketing Program

Advocacy impact

Number of advocacy driven
conversations/total volume of advocacy
traffic

Encourage Consumer

Support

Resolve
Product/Service Issues

Issue resolution rate

Total number of issues resolved
satisfactorily / total number of service
issues

Improve Issue
Resolution Quality

Issue resolution time

Total inquiry response time/total number

of service inquiries

The following market analysis is focused on the study of the factors influencing
the consumer satisfaction towards the delivery of information and communication
services. More specifically, the current study aims to identify the impact of social
media marketing activities of e-commerce platforms, and its impact on consumers’
satisfaction. Preliminary steps of planning the model involved the identification and
formation of factors that motivates consumers to use e-commerce websites. The
current scientific research involved the survey analysis method of the marketing
research and included 26 key factors influencing the level of users' access rate to e-
commerce platforms, which are divided into six broad groups. The actual survey

YDeveloped by author.
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included 121 respondents between the ages of 17 and 45, including 62.3 percent
males and 37.7 percent females. The data collected from the survey was applied to
the SEM model and the results are obtained through the Partial Least Squares (PLS)
method of the SmartPLS3.0 program (Picture 5).
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Independent variables: Qn - results of survey questions;

Latent: F1-easy platform search and navigation functions on e-commerce website; F2-simplicity of e-commerce
website; F3-technical aspects of e-commerce website; F4-easy acceess and communication methods with the company
staff in e-commerce website; F5-the level of integration of e-commerce website with social media platforms (SMO);
F6-the level of optimization of e-commerce website with mobile applications; F7-the level of consumer’s satisfaction
with the services of e-commerce platforms (3 AF,= SUM).

Picture 5. The results of the SEM model PLS analysis directed on identifying consumers’
satisfaction level on the services provided through e-commerce platforms®

The analysis of the survey findings allows to distinguish three most influential
factors impacting on consumer satisfaction level towards the services provided
through e-commerce platforms in the national market. These factors include — the
simplicity of e-commerce website (F2-0.332), easy product search and navigation
functions on e-commerce website (F1-0.332), and the level of integration of e-
commerce website with social media platforms (F5-0.300). The outcomes of the
current analysis allow to conclude that e-commerce platforms operating in the
national market should increase their presence in the social media platforms, as well
as improve the navigation (searching, sorting and filtering) functions within the e-
commerce platforms, while keeping the interface of the website simple and easy to
use in order to increase the customer satisfaction level with the services offer by their
companies.

Furthermore, the research analysis highlight that the effectiveness of delivering
e-commerce services through mobile applications or websites depends on the
industry that e-commerce company operates. Specifically, consumers prefer to use e-

“Developed by author.
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commerce platforms offering «daily products and/or services» that require quick
response from the company primarily through mobile devices — mobile applications
or mobile optimized websites. Companies operating in the national market and falling
within this sector include Express24 and Plovpoint.uz (food delivery service),
Lebazar.uz and Ushop.uz (e-commerce platform on supermarket products), as well as
MyTaxi and YandexTaxi — taxi services. Subsequently, consumers prefer to access
the rare product/servicedelivery platforms primarily through desktops and tablets,
such as Asaxiy.uz (e-commerce platforms for electronic products and devices).

CONCLUSION

The following conclusion have been reached:

1. Marketing activities of companies operating in the sphere of information and
communication services require the implementation of innovative and modern
technologies as part of their activities developed towards the promotion of digital
economyin Uzbekistan. The scientific-theoretical classification and systematization
of the main types and tools of SMM generated according to the analysis of the
avalilable theoretical concepts and methodological developments in the field of
innovative marketing, will serve in the effective organizations of these actions.

2. The prospective ways (SMM, virtual reality, internet of things, artificial
intelligence) of advancing information and communication services market through
using advanced marketing technologies, that are developed based on the analysis and
systematization of innovative marketing strategies, enabled with the rapid
improvement of web technologies have been identified.

3. The marketing capabilities of national companies in the field of information
and communication services have been expanded through the implementation of
innovative marketing strategies - content marketing, SMM, crowdsourcing and
mobile marketing.

4. The potential ways of improving the efficiency of content marketing
strategies under the SMM activities of the companies operating within the
information and communication services market through the establishment of
corporate blogs and e-newsletter subscriptions is justified. Furthermore, considering
that the popularity of e-mail usage among the population of Uzbekistan is
significantly lower than the mobile messengers, the promotion of the brand e-
newsletter subscriptions through messenger channels, groups and boards
(specifically, telegram messenger) ensures the establishment of effective
communication methods between consumers and the company, as well as increase
the levels of consumer satisfaction with the company's services.

5. The competitiveness of the companies operating in the market of information
and communication services of Uzbekistan are increased through the implementation
of innovative mobile marketing techniques (including NFC, mobile wallet, Bluetooth
marketing, mobile optimized web sites, mobile application, mobile commerce, and
QR codes) with the purpose to improve the services provided by e-commerce
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platforms and promote non-cash payments that will increase the access to these
platforms.

6. The development of the methods of the systematization of social media
platforms according to theirusage popularity levels in the national, user
characteristics (demographic, geographical and lifestyle), and users’ accessing device
preference characteristics (mobile, tablet, or computer) have improved the strategic
marketing activities of the companies operating in the market of information and
communication service.

7. The methods of monitoring innovative marketing activities of the companies
operating in the market of information and communication services have been
improved through the development of the classification of SMM marketing activities
of the companies operating in the national market of information and communication
services based on the sector and the company scale, as well dividing innovative
marketing activities of the brands into three main stages (introduction, engagement
and listening-in).

8. The conceptual model directed on planning and effective monitoring of SMM
activitites of the national companies in the sphere of information and communication
services was developed within the scope of the research.The activitites of the
companies operating in the field of information and communication services have
been improved through the establsihment of SMM evaluation metrics as part of the
development of thisconceptual model into practice.

9. A number of factors influencing customer satisfaction have been analyzed
based on the PLS model of the SEM model directed on the evaluation of the services
provided through the e-commerce platforms. The analysis of the current study allows
to conclude that e-commerce platforms operating in the national market should
increase their presence in the social media platforms, as well as improve the
navigation (searching, sorting and filtering) functions within the e-commerce
platforms, while keeping the interface of the website simple and easy to use in order
to increase the customer satisfaction level with the services provided. Furthermore,
the use of content marketing and mobile marketing tactics in the delivery of
marketing activities of e-commerce platforms will increase their sales capacity.
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PE3IOME (annoTtanus quccepranuu 1okropa ¢puiaocopuu (PhD))

Heasro muccienoBaHusi SBISETCA pa3paboTka HAYYHBIX NPEIJIOKEHUN U
NPAKTUYECKUX  PEKOMEHJAIMA [0  COBEPIICHCTBOBAHUIO W  IOBBIIICHHUIO
3G (HEKTUBHOCTH ~ JESATEIBHOCTHM  KOMIIAaHWM B~ OpraHU3allud  CTpPATEruid
WHHOBAI[MOHHOTO  MAapKeTWHIa,  HalpaBJIEHHOrO0  HAa  pa3BUTHE  pPbIHKA
UH(OPMAIIMOHHO-KOMMYHUKAIIMOHHBIX YCIYT.

O0beKTOM HMCCIe0BAHNS SBIISICTCS MAPKETUHIOBAs JESITEIIbHOCTh KOMIIAaHUH,
MPEIOCTABIAIOMNX UHHOPMAITMOHHO-KOMMYHUKAIIMOHHBIE YCIIYTH, ACHCTBYIOIINX B
MuHHuCTepCTBE MO Pa3BUTUIO HHPOPMALMOHHBIX TEXHOJIOTUA M KOMMYHHKAIIHA
PecryOnuku Y36ekucras.

HayuyHnasi HOBU3HA HCCJIeIOBAHMS 3aKJIIOYAIOTCS B CIEAYIOIIEM:

YCOBEPIICHCTBOBAHBI METOABI  OIEHKHM A(PGEKTUBHOCTH HHHOBAIMOHHBIX
MapKETUHTOBBIX CTPATeTUil KOMITAaHUH, PEAOCTABISIONUX YCIYTH TIO MPOBUKECHUIO
MH(POPMAIMOHHOTO KOHTEHTa IOCPEJICTBOM COLMAJIbHBIX CETEl Ha OCHOBE
onpeseneHuss (HaKTOpOB OHIANH MPOJBMIKECHUS KOMMYHUKAIIMUOHHBIX W MeIua-
OpEeHII0OB M HCIOJIB30BaHUSI HUQPPOBBIX MPOrPAMMHBIX IJIATGOPM OTCIICKHUBAHUS
NOTPEOUTETHCKOTO IOBEICHUS;

pazpabotanbl  3(PGEKTUBHBIE MapPKETHUHTOBbIE IJIATGOPMbI, TaKHe Kak
MOOWJIBHBIA TOUCK, TE€OTAPTreTHHT, KOAbl ObicTporo Habopa (QR-kombl) U CBs3H
OJMMDKHErO TOJIsl, Ha OCHOBE BBISBICHUS LIEIEBOM ayAUTOPUU CPEOU IMOJIb30BaTENIeH
counanbHbIx ceTeil. [lpennmokeHsl MyTH TMOBBIMICHUS KOHKYPEHTOCIOCOOHOCTH
PBIHKA DJIEKTPOHHBIX yCIYT, TPEIOCTABIIEMbIX HA MApPKETHUHTOBaX MPOCTPAHCTBAX, U
pa3paboTaHbl JACWCTBHS, HAMPABICHHBIE HA OKa3aHHWE COLMAJIHbHO 3HAYMMBIX YCIYT
MOTPEOUTENSIM;

pazpaborana »¢hdexTuBHAs CUCTEMa KOMMYHHMKALIMM MEX]Y MOTPEOUTENsIMHU U
KOMITaHUSIMH, TPEAOCTaBIAIoNas NHPOPMAITMOHHO-KOMMYHUKAIIMOHHBIE YCIYTH Ha
OCHOBE HCIIOJIb30BaHUS! MHHOBALIMOHHBIX MApPKETUHTOBBIX TEXHOJIOTUH — KOHTEHT
MapKEeTHHT, Ha OCHOBE UCKYCCTBEHHOI'O MHTEJUIEKTA U MapkeTuHra B oonactu CMU;

pa3paboTaHbl TpeIIokKeHUsT 10 dS(PPEeKTUBHOW UWHTErpanuu BeO-CalTOB
KOMITaHUHM, MPeIOCTaBIAIOIINUX HH(OPMAIMOHHO-KOMMYHHUKAIIMOHHBIE YCIYTH C
MIOMOIIBIO  COIMATBHBIX CeTel (ONTHMHU3AIMs COIMATBHBIX CETEeH) Ha OCHOBE
MapKETUHTOBBIX MHCTPYMEHTOB, HANpPaBICHHBIX Ha CO37aHue WH(OOPMAIMOHHBIX
IJIOUIA/I0K, IEPCOHAIBHOTO OpeHIMHTa, PETUHIOB U TOIOB.

Buenpenne pesyiabTatoB ucciaenoBanus. Ha ocHoBe pa3paboTaHHBIX Hay4y-
HBIX TPEAJIOKEHUN IO TOBBIMIEHUI0 dPPEKTUBHOCTH CTPATErwii WHHOBAIIMOHHOTO
MapKETHHTa B Pa3BUTUHU PhIHKA HHPOPMAITMOHHO-KOMMYHHUKAIIMOHHBIX YCITYT:

YCOBEPIIICHCTBOBAaHHBIE METOJbI OIEHKH A((HEKTUBHOCTH HWHHOBAIIMOHHBIX
MapKETHHTOBBIX CTpAaTervii KOMITAHUW TYyTEM OMpeAeNeHUs] BIWSHUS KOHTEHTA,
MPEIOCTABIIEMOTO Yepe3 TIaT(hOPMbI COLMATBHBIX CETEH JIs MOBBIIICHUS YPOBEHS
YAOBJIETBOPEHHOCTH NOTpeOUTENeH ObLIIM BHEAPEHBI B ACSITEIbHOCT, MUHUCTEPCTBA
M0 pa3BUTHIO WHGOPMAIMOHHBIX TEXHOJOTHH M KOMMYyHUKamumid PecmyOmuku
V36ekucran (cmpaBka Ne 33-8/953 or 7 ¢espans 2019 roma MwunmctepcTBa Mo
pa3BUTHIO HWH(MOPMAIMOHHBIX TEXHOJOTUA W KOMMYyHUKamwii  PecmyOmmku
V30ekucrtaH). BHeapeHne HayyHOro MpEUIOKEHHS B NPAKTUKY MPEICTaBHIIO
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BO3MOXKHOCTh KOMIAaHHUSIM B cdepe MH(POPMAIMOHHO- KOMMYHUKALMOHHBIX YCIYT
THIATEJIbHO TPOBOJUTH HCCIEAOBAHUS IO OINPEACIICHUIO BIUSHUS ITYOJIUKYEMOTO
KOHTEHTa B COIMAJbHBIX CEThAX Ha IMOBEJACHUE MOTpeOUTEeNed U TMO3BOJIUIIO
pazpaborarth 3(PGEKTUBHBIE MAPKETHUHTOBBIE CTPATEeTUH, OCYIIECTBISIEMbIE Ha
wiaropmax couuanbHON Meauu. B pesynbrare KOJM4YeCTBO MOCTOSIHHBIX KJIMEHTOB
OO0 «Uchtepa Invest Group» B 2018 roay yBenuumiaoch Ha 3% MO CpaBHEHHIO C
2017 rTomoM, »SkoHOMHYecKas A(DPeKTUBHOCTH cocTaBwia 197 MIH. cywm.
Oxonommyeckas dpdexruBHocTh B OO0 «RBR Marketr» cocrasuna 145 muH. cym.,
B OO0 «Brio Group» 655 miH. Cym., a Takke B OO0 «Kommersant Media Group»
sKoHOMHYECKas 3 (HEeKTUBHOCTH BbIpocia Ha 17%;

NpeIoKeHNss 00 KCIONIb30BAHUA HMHHOBALMOHHBIX CTpaTeruii MOOUIBLHOTO
MapkeTHHra sl cosfaHus A((EKTUBHOW KOMMYHHUKAIIMOHHOW CHCTEMBI C
NOTPEOUTENIMU Ha PHIHKE HHPOPMAIMOHHO-KOMMYHHUKAIIMOHHBIX YCIYT, a TaKXe
oOecrnednBaronue OecriepeO0iHOE NPUBJICUEHUE HOBBIX KIHUEHTOB, HAa OCHOBE
UCTIOJIb30BaHUS COBPEMEHHBIX MOOMIBHBIX MAPKETHHTOBBIX TEXHOJOTHH (MOOMIIbHOE
MPWIOKEHHE, MOOWIBHBIM TOUCK, TE€OTapreTUHI, MOOWJIbHAs COLMAJIbHAS CETh,
QR-komuposanue u texnojoruu Near Field Communication (NFC) Obutn BHEIpEHBI
B JEATENbHOCTh MMHHCTEpCTBA TO Pa3BUTHIO WHGOPMAIMOHHBIX TEXHOJIOTHH H
KoMMyHUKaiuii Pecniyonuku Y30ekuctan (crpaBka Ne 33-8/953 or 7 dempas
2019 roma MuHnucTepcTBa MO Pa3BUTHIO WHOOPMAIIMOHHBIX TEXHOJOTHH U
KoMMyHUKaiui PecnyOnuku Y30ekucran). B pesynbrare BHEAPEHHS JAHHOTO
HAy9HOTO TPEUIOKEHUSI KOJIMYECTBO TOJB30BaTENiell CHUCTEMBI AJIEKTPOHHBIX
wiatexxeit B OO0 «Brio Group» B 2018 rony yBenmuwminock Ha 12% 1o cpaBHEHHIO C
2017 romom, a Tak)ke KOMMYECTBO Moib3oBareneil manHoit yciyroit B OOO «RBR
Market» B 2018 rony yBenmuuunoch Ha 15% mno cpaBuenwuro ¢ 2017 rogom.

pa3paboTaHHbIE TPEIJIOKEHUS 1O OpraHu3aiuud >PQPEKTUBHOU CHUCTEMBI
KOMMYHHKAITUH MEXIYy MOTPEOUTENIMH U KOMITAHUSIMU Ha OCHOBE MCIOJIb30BaHUS
WHHOBAI[MOHHBIX MAPKETUHTOBBIX TEXHOJIOTHUH (KOHTEHT MAapKETHHI, KPayJICOPCHHT,
MOOWJIbHBI MapKeTUHT, MapkeTMHr B oOmacti CMUM u mapkeTMHT Ha OCHOBE
UCKYCCTBEHHOTO WHTEJUICKTa) ObUIM BHEIPEHBI B JEATEIBHOCTh MHHHUCTEPCTBA IO
pa3BUTHIO WHMOPMAIIMOHHBIX  TEXHOJOTMA W KOMMyHUKanuii PecmyOnuku
V36ekuctan (cmpaBka Ne 33-8/953 or 7 despans 2019 roma MunmcTepcTBa M0
pa3BUTHI0O MHGOPMAIIMOHHBIX TEXHOJOTMH U  KOMMyHHMKauui PecmyOnuku
V306ekucran). B pesyaprare BHEIPEHUS JIAHHOTO TMPEIJIOKEHUS] KOJUYECTBO
nojp3oBareneit omnaiil yeryramu OOO «RBR Markety B 2018 roay yBennuuiocs Ha
7% mno cpaBuenuto ¢ 2017 rogomM, KOJWYECTBO TOJIH30BaTEICH OHJIAMH YCIyraMu
00O «Brio Group» yeemuumiack B 10 pa3, a Takke KOJHYECTBO IMOJIb30BATEIICH
onnaitn yciyramu OOO «Uchtepa Invest Group» Beipocia Ha 9%.

pa3paboTaHHble TpeIoKEeHUsT MO0 3P(GEKTUBHON HHTErpaluu BeO-caliToOB
KOMITAaHUM, TPEIOCTABISIONNX WH()OPMAIIMOHHO-KOMMYHUKAIIMOHHBIE YCIIYTH Yepe3
COIMAJIbHBIC CETH (OMTHUMU3AIMS COIMAIBHBIMU CETSIMH) Ha OCHOBE MapKETHHTOBBIX
MHCTPYMEHTOB, TaKHX Kak HH(POpPMAIMOHHBIE IJIOLIAAKH, MPOABUKEHNE KOHTEHTA,
MEPCOHANIbHBIA OpPEHIWHT, PEUTHHTH M TOMbI, ObUTM BHEAPEHBI B JCATEIHHOCTH
MunucTepcTBa MO Pa3BUTUIO HHPOPMALMOHHBIX TEXHOJOTUA M KOMMYHHKAIIH
PecriyOmmkum  Y30exkucran (crpaBka Ne 33-8/953 or 7 depans 2019 roma
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MunucTepcTBa MO Pa3BUTUIO HHPOPMALMOHHBIX TEXHOJOTUA M KOMMYHHKAIIH
Pecniyonuku Y30ekucrtan). B pesynbrare peanuzaldd JaHHOTO TPEIJIOKESHUS
KOJIMYECTBO TOJIb30BaTelnieii BeO-caiitom kommanumu OO0 «Kommersant Media
Group» yBenmuymioch Ha 9%, KomMuecTBO pekjaMojareiied Ha BeO-caiite
B 2018 roay yBemuumiock Ha 4% mno cpaBHeHuto ¢ 2017 romom, sKOHOMHUYECKAs
s dextuBHOCTh cocTaBmwia 120 muiH. cym; KonmdecTBo mosb3oBareneil BeO-caiiToM
OO0 «Uchtepa Invest Group» B 2018 roay yBenunumioch Ha 2,3% 10 CpaBHEHHUHHIO
¢ 2017 romom, a Takke 3arpaThl Ha TOJICPKAHNE MAPKETHHTOBBIX KOMMYHHUKAITHMA
causminch Ha 53%; a konudecTBO monb3oBareneil Be6-caritom OO0 «Brio Group»
YBEJIMYWJIOCH B 5 pa3, YTO MPHUBEIO K POCTYy 00beMa MPEAOCTABICHHBIX YCIYT
B 2018 romy Ha 60% 1o cpaBuenuto ¢ 2017 romom. B pesynbrare peanu3anuu JaHHOM
HAyYHOH HOBH3HBI KOJUYECTBO ToOjb3oBarenei BeO-caiitom OO0 «RBR Market» B
2018 romy ysemmumnoch Ha 12% mno cpaBHenuto ¢ 2017 romom, a oObeM
MPENOCTaBICHHBIX YCIYT BhIpocia Ha 5,2%.

Ctpykrypa U 00beM auccepramum. CTpPyKTypa IuCCEpPTalldd COCTOUT U3
BBEJICHUS, TpEeX IJIaB, 3aKJIIOYCHHS, CIHCKA WCIOJIb30BAHHON JUTEpaTyphl H
npuwioxkenuit. O0bem auccepranuu cocrapisierT 145 crpanuil.
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