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6.1.Cmpamezauk pexcanawmupuwl

BO30PHUHT TYXTOBCK3 Y3rapub TypyBuM LapouTiapmu

KOpXOHanapra y3oK Myaaatau cTpaTernsiapHu uwnab Ynmkuu,
MaKCcaanapHU, UMKOHUATNAP Ba PecypcnapHn aHUKNALL
¥apaéHura KuaaMnMpok éHAALWNLLIHK Tanab Kuamokaa. by muw
peXKanalTUpPULL acocuaa amanra olwmnpunagm, yHaa Myxmm 1'
PO/IHU MapPKETUHT arannamgu.

MapKkemuHaHU pexcanawmupuwl — 6y MapKeTUHT MaKcaaiapura
3PULLMLL Y4YH MAPKETUHT PECYPCNAPUHU TUSUMAN TaAKUK KUAULWANP.
By BocuTa épaammnaa KopxoHa pongara Tabcup KUAYBUYM KYNTMHA UYKK
Ba TAlWKW OMUNNIAPHU Ky3aTnb 6opaan Ba Ha3opaT KMaaaum.

Taxaun — Ma3Kyp KOPXOHaAa to3ara KenraH BasmAaTHM baTadpcmn aHMKNaW
Ba, AaCOCUMNCU, YHUHT PUBOXKAAHULLMNIA KYMaAK1alWyBYM Ba XaBP-xaTapAaH
KOYMLLra MMKOH BbepagmuraH xakMKnMi MMKOHUATAAPHN aHUKNALWHM Y3
ONAnra makcag Kuamnb Kyaaum.




KopxoHa nwuaa

MUNNNUK,

y30K MyAaaTiu

Ba CTpaTeruk
pexkanap
KynnaHaam

CTpaTeruk pexanawTupuil KOPXOHAHUHT 60LWwKa 6apua peXanawTupuil TYPAAPUHUHT acoCU (WY XKymnapaH,

MapPKETUHTHUHT Xam) 6ynnb, KopxoHa muccuacuHU aHUKAawoaH 6ownaHagu

Huma?
MrpKo3mapHVHT SXTUEXIapu
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busHamur XMsMaTilapviMM3 MaKcaIIJH/I rypyxJjiap

KOpXOHa MUCCUACUHMN aHUKAALL



6.2. MapKeTUHIrHM 6oWKapuULl TUIUMHU

MapKeTUHIrHM BoLKapULL KapaEHU KeHr

MabHOAA KaparaHga TypTTa KOMMNOHEHTHU Y3
N4ura onagm:

>

MapKemuHe

KopxoHa 6030p

mMapKemuH2
MaKcaonu

. KomrisieKcuHu madbupnapuHu
UMKOHUAMAAPUHUH o30pnaapHu uwnab yukuw; Xaémea maodbuk,
2 maxaunu; maHaaw;, | amuw |

>

KopxoHaHuH2 6030p uMKOHUamaapu — 6y KOpxoHaHWHT poinaa oNnLl Makcaanaa 6o3opaaru
$A0NNATUHUHT XK03Mbanu MyHanuwnapu. MapKeTUHr KapopnapuHU Kabyn KUAULL Ba YAapHU

amanga Tagbuk Knnuw 6ynnya xaTtnu-xapakatiapHu perkanalTupuLl y4yH KOpXoHaHUHT 6030p
MMKOHUATNAPUHU TaxIMA KUAULW 3apyp.

BYHUHT Y4yH TaxJAMNHUHT KYUKAArn ycynnapu KyanaHunaau:

MM




Makcadnu 60o30paapHuU maHaaw — 6y KOPXOHA Y3UHUHT MAapPKETUHT XaTTU-XapaKaTAapuUHU
NYHANTUPMOKYM BYAraH Ko3mnbanm 6030pHU aHUKNaWAKUP. by epaarn Kabyn KUAUHIaH Kapopaap
MYHANULWINAPHU, CEFMEHTAUUAHUHT ME30HNAPUHU Ba KYPCAaTKUYNAPUHU TaHAALW, WYHUHTAEK,
cermeHTauuanaLw ycynnapu sa 6030pHUHI MaKcaain CerMeHTNapMHM TaHNaLW Kabu KapaéHnap
6unaH 60FNUK.

MapkemuH2 KoMnNAeKCUHU uwnab Yukuw KYMuaraH makcaanapra spuLLINLLIHK SHT AXWK Tap3aa
TabMWHAAK 0NaguraH MapKeTUHT KYPOANaPUHUHT KOMBUHAUMACUHW KyAnalwaaH nbopar.
MapKeTUHI KOMNAEKCUHW WaKANaHTMpULLIra, BUpuHYM HaBbaTaa, 6O30PHUHT TaHNaHTaH
MaKcaau cermeHTUAaru TafabHUHr axBoau (pnBoXKNaHaETraH, canbuii, MppaLMoHan Ba X0Kaso)
TabCUp KypcaTaau.

MapkemuHe madbupnapuHu xaémaa maobuk Kunuw — 6y KOPXOHAHUHI MaKcaanu
6030paarM MapKeTUHT XaTTU-XapaKaTAaPUHUHT aHUK, pexXacuamp. Y Kabyn KUAnHraH
Kapopnapra myBopuK Bapya MapKETUHT BOCUTANIAPUHU Y3 numnra onaam (MapKeTUHr-mmKc).

3) madbupHu 4) madbupHu
6axcapuw y4yyH ymkasuw

Pexa Kyiingarm 1) madbupHuHe

Ty3unmara sra: HoMU; >
y ’ Macvysn waxc; Kulimamu;




6.3. MapKeTUHT peXXaCUHUHT MOXUATU Ba XyCYCUATNAPU

N AN

MapkemuHe pexcacu — 6y MapKeTUHT PaOANATUHUHT Bapya TYPAAPUHU KOPXOHAHUHT
MaKCagnapu, YHUHT pecypcniapu, Kaapaap MMKOHUATK, TAWKUAKUNA TY3UAULINTA MYBODUK
GupnawTUpULIra MMKOH BepyBYM TAWKUANIK-O0LWKAPYBUMANK XYKIKATUOMP.

MapKeTUHr pexacu o4aTtaa KupuaaH
bolwnaHaan, yHAA MaKkcaanap Ba yaapHU
XaéTra Tagouk Kunmw 6ynnya tagbupnap 6aén
KUNMHaau. bo3op BasnATU Ba YHUHT
ncTuKkbonnapm bynmmmaa Takamm KUAUHIaH
axbopoT acocnaa 6030p, ToBap, pakobatunnap
Ba TOBap/AapHMU TapKaTULL TaxauUa KUANHaau.




Bynumnap

Ma3zmyHu

Kupuw

Pexka bynnmnapuaaH KMCcKada xynocanap

1. bo3op Ba3nATU Ba YHUHT

MapKeTUHI MyXUTU, UCTEBMONUYMIAP, PaKobaTuMNap Ba Y1apPHUHT

ncTukbonnapm TOBapAapw, COTULW KaHanNapu TyFpmMcuaarm MabaymoTiap TaxJauam
2. KopxoHa

MMKOHUATAAPUHUHT Kynan omunnnap Ba xaBdp-xatapHu 6axonai

TaxMnm

3. Monuasu# Ba
MapKeTUHI MaKcaga, Ba
Basudanap

Cod ponaa, coTmnmiunap Xaxkmm, 603op yayLwun, Hapxaap Aapaxacu,
peknama bunaH kampab onuLL Ba XOKa30 KypcaTKuunap

4. MapKeTUHr cTpaTernacu

Myammonap, y1apHU eYNLHUHT MYANapu Ba BapuUaHTIapu

5. Xapakatnap gacrypu

Huma Kunuw kepak? KayoHn? Kum wy yuyH xaBob 6epaan? Hatuka
KaHaan bynmwmn kepak? BYHUHT KMiMaTh KaH4ya 6ynagm? aerax
caBosinapra ¥asob

6. broaketnap

HaTuykanap Ba xapaaTnapHu TaKKocaall

7. Ha3opar Ba
TapTMbnawTupul

TabCUPUYAHAUKHUHT Tax/IMNM Ba peKagarn xapakatiapHu yY3rapTUpuLL
6ynnya Tagbupnap

MapKeTUHr pexacu




PUBOKNAHULLIHUHT CTPATErMK MyHaAUWwmMHM 6enrnnab onnb pmupmanap mapKeTUHr TaKTUKACK
MacananapuHu xan knnagunap. TakTUKa ageraHaa AKWMH BaKTra KyMuaraH makcagnapra spuui
b6ynnya xapakatiap pexacu TywyHunaau. by epaa onepaTtus pexXaHu Uwnab Ynkuw acocum
axamusaTra sra. byHAaa KMm, HUMaHU, Ka4YOH Ba Kaepaa KUAuWm Kepakamru 6enrnnab onnHagu. by

peXa CTpaTeruK pexxara KaparaHzaa 3/1acTUKpoK 6ynnb xucobnaHagw.

MapKeTUHT TagbupnapuHu pexanawTupuLl Ba aMmaira sWnpuLl Kyn KuxataaH
NCTEDBMONYNNAP XaTTU-XaPaKaATAAPUHUHT Y3rapuLllm, AbHU Kyinaaru caBonnapra asob
6epui opkanu benrnnaHagn: Kum? Kanpain? KayoH? Kaepaa? Ba Huma yuyH cotnb onaam?
LLUYHWHT y4yH facTaBBan Xapuldopaap Xammu-xapakamuHUH2 MoOenuHu Kypub Yynkamms:

Kyzamunaou

Kyzamuamaiiou

Kyzamunaou

Tabcup aTyBUMNap

Xapuaopnap OHTMHUHT
«Kopa awuru»

XapupopHUHT }kaBob peakuumacu

MapKeTuHr bowka

OMUANNapKn omMunnap ToBapHM TaHANaALWW
ToBap NKTncoami MapKaHu TaHNawWw

- Xapuaop HUHIK | Xapua xakuaa Kapop o
Hapx Nnmun .. Xapupa *OUUHU TaHaLW
TaBcudnapu Kabyn KUAWLW KapaéHu

ToBap TEXHUK Xapua BaKTUHU TaHaW
XapaKaTtu Cnécni Xapuag 06beKTUHU TaHNaLW
Cumkutnw MapgaHui

Xapnz:opnap XaTTU-XapaKaTUHUHI MOACIN




6.4. MapKeTUHI HA30PaTUHMU aMaara owunpuLL

MapKkemuH2 Hazopamu — 6y MapKeTUHT CTpaTerManapu Ba perkaiapuHUHT HaTUXKaNapuHu
ynyalw Ba 6axonall, MapKeTUHI MaKcaaiapura SpunLLHU TabMUHAOBYM Y3rapTUpPyBYU
XapakKatnapHu barkapuw 6yinmMya Tagdbupnap KOMNAeKcMra auTunaaum.

Hasopar Typu

Acocwuii }kaBobrapamk

HasopaTHUHr makcaam

MasmyHu

1. AMnnuK pexkaHuHr
Ha3opaTu

Onwuii Ba ypTa
[aparkagaru paxbapuat

Pexkanawtmn PUATaH HaTUXanap
APULLINMNATAHNIUTUHU TEKLWLNPULL

COTULL XaXKMUHWUHT TaxamMaun. bosop yaywmnHUHT
TaxAman. CoTUL XaXKMUHUHT Xaparkataapra
HUCBATUHUHT TaxAUAN. UcTebMonumMnap GUKPUHUHT
TaxAnau

2. Camapaaop nuk
Ha3opaTtu

MapkeTuHr
a0NNATUHUHT
HasopaTyncu

KomnaHusa Kaepaa nyaHun Kyara
KUpUTUB, Kaepaa MyKOTaETraHMHM
TEeKLWNPULL

MaxcynoTtnap, Xxyayanap, UCTebMon4mnap, cCaBao
KaHaNapw Ba X0Ka30/ap KUxaTuaaH
boNpaNNANKHM aHUKNALL

3. Aapomaa nMnunK
Ha3opaTtu

Yunsumkam Ba WTab
XU3MaTNAPUHUHT
paxbapnapu. MapKeTuHr
Ga0NNATUHUHT
Ha3opaTyncK

MapKeTUHT GaoANATUHUHT
camMapagop/IMruHu baxonalu Ba
owmpuL

CoTyBUMAAp MWK, pEKNaMa, CaBAOHM, TAKCUMOTHM
paFbaTAAHTUPULLHUHT CAMapPaL0PIUTUHU TaxXANA
KMANLL

4. CTpaTerukK Hasopar

Onnit paxbapwmar,
MapKeTUHT ayaAnTopaapu

KomnaHua 603opnap, maxcyioTnap
Ba KaHannapra HUcbataH y3
MMKOHUATNAPU AaH AXWN
dorganaHMoKaamm

MapkeTuHr $baonmMATU caMapaZopPANTUHUHT
Tax/INN, MAPKETUHT PAaOANATUHUHT ayaAUTOPAUK
Ha3opaTtu

MapkemuHz Hazopamu mypnaapu




SWOT-anaans

Strengths -(Kywwm Tomonnapn),
Weaknesses -(Kyucus Tomoniap),
Opportunities -(MMxonusTIap),
Threats - (xaBd xarapmap).
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SWOT-aHanus

Strength Weakness

-t =9 >T P

Opportunities

Already have priyor fow Cost

Unigue Product

>

SWOT-aHanus (strengths, weaknesses, opportunities, threats)



KopxoHa ¢paonusmuHuHz SWOT-maxaunu

Adsannuknap Kamuunnuknap UmKoHUuAaTnhap Taxauanap
> V3ura xoc ac606- >» Wwnab unkapuws > BO30PHUHT KaTTapoK, » MaxcynoTHU COTULL
YCKYHA/IapHUHT MaBXYA/IMIMM  YCKY HANaPUHUHT YAYLWWHU Srannawl XAXKMTAPUHUHT NACTAUTU
TYNa KyBBaT 6unaH
> AXLWIN }KMUX03NaHraH Uwnab KAaH MaraHaurm > Uwnatunmaiigurad uwnab > Pakobatumnap HUHr
YMKAPULLFTEXHUK 6a3a UMKapULL 3aXupasiapUHUHT KapLWWAKIM KYTUNagurax
> KopxoHa Kynauru AaH I0KopU
» Manakanu 6owwKapys Ba MaxCynoTura
MWANab YMKapuw xogumnapu TanabHuHr nactaurn > AusepcuduKauma yuyH » Uwnab umkapunraH
Kynaii UMKoOHUATNAp MaxCy/1I0Tra XaK,
> KopXoHaHUHr aXwu obpy- > IcKupraH ac606- (bonpananmaitguran wnab TYNaAMaACAUKHUHT YCULLK
n33atu YCKyHanap YMKapULL-MabMypuii
MaiiaoHNap, ManaKanum > EKunsn-sHepretuka Ba
» Pax6apuATHUHr mabmypuii > MaxcynoT Mwnab  xoaumaap, FOANAPHUHT 6owKa pecypcnapra
opraHnap 6unan uw YMKapuw MaBXyauUru) HaPX/1TAPHUHT {CULLIN
anoKanapm Xapaxatnapm
pexkanawTtupunraHga > KopxoHa maxcy notura
> AXLWIN FOANAPHUHT H OKOpH cTpaTteruk Tanabra govp
MaB}KyA/IUrn Ba yNapHU TaAKUKOTHM Y3 Kyun 6unaH
AOUMUIN Kynnab TypuLl yTKasuwmun




6.5. MapKeTUHr 6loaKeTu Ty3uLu

MapkemuHz 61003emu pexanalwTupuaaguraH gapoMaanap Ba Xxaparkatnap acocuaa
PecypcnapHu TakCMM/Iall Ba Ha30paTHW amaJ/ira owmpuLUIra 4ovp TyFpu Kapopaap Kabyn

KUAULW MaKcaanaa Typau ToBap Ba UCTEBMOAYUAAP Fypyxaapu (Mmakcaanmn 6o3opnap)ra
HMcbaTaH Uwnab ynkunagn.

MapKeTUHr 6roaXXeTUHN Ty3uwaa MKKUTa EHAaLLYB
KyANaHUNaaum:

BupunHuncn — «makcaonu NKKUHYNCH — «gholioaHu
¢olda acocuda onmumanaawmupuuw
pexcanawmupuw» acocuoa» neb HomnaHaau




BUPUHUYM XONAa MapKETUHT BIoAXKEeTUHN UWNAb YNKULL KYMUOArM KETMa-KEeT/IMKKA

ara:

/ e 6030p curuUMUHUH2 ucmukbonuHu benzunaw;

A ® KOPXOHAHUH2 6030p ynywu ucmukbonuHu benzunaw;
A * comunuwnap XaxmuHu benzunaw, HAPXAAPHU YPHAMU W,
‘ * comuauwnapoaH 0apomaonap;

e doumuli 8a y32apy8YAH XAPAXaAMAAP, Wy HYyMaAAOaH, MAPKeMUH2 Xapaicamaapu;

/ ® MaKcaonu ¢olioa cymmacu,

A * A1nu ¢olioa;
A * MAapKemuHa Xxapaxamsnapu.



KopxoHa mapkemuHau 61003 cemuHuUH2 2unomemukK Mmucoau

KypcaTtkuunap Xapaxkatnap %

1. CoTmwaaH sanun gapomag, (Tywym) (6bmp nmnara nporHos) 5000 100
2. AXTMUMOAN ByAraH nwnab YMKapuLL XxapaxaTtnapu 1800 36
3. MapKeTUHT XxapaxaTaapu, Xamu 1000 20
LUy }KymiaaaH:

Peknama 130

COTULWHM TaWKNUA KNAULL 150
MaxCynoTHU CUMKUTULL XaparKaTaapu 25
TakcMmnall, UCTEbMOYMNAPTA XM3MAT KypcaTuLL 300

Ypaw 40

TexHMK Xxn3mat KypcaTuil KUMmaTm 30

MapKeTUHT XM3MaTh BYIMMU XOANMANAPM Ba paxbapnapuUHUHT UL XaKK 45
NcTtebmonunnapra bepunaguran KpeantinapHUHT MUKO0PU 220
AXBOPOTHUHT KUMMATH 60

4. donpa [1 c. (2c. +3c.)] 2200 44




dupmanap amanméTnaa MmapKeTUHr 6104 KeTUHU aHUKNALWHUHT 6oWwKa
yCynnapu xam KyAanaHunmwm mymkud. MacanaH

«KaTbuii 6enrmnaHran pouns»
ycynm

COTUNULL (TYLIYM)HUHT YTraH
AaBpAaarv xaxmuaaH gpapk
KMAaguraH myasaH yaywra

acocnaHaaum. by ycyn

[AacTaBBan Y3MHUHI coaaanunrm

6unaH papkaaHagm Ba Wy
cababnun KynpoK KNYmK
KOPXOHanap Ba fiKKanaHraH
6YnnMH manap, duanannap Ba

Wybba Kopxo Hanap paonmat
lopuTaguraH Tagomp KOpauK

coxacmaa KeHr KyNnaHuAnLwm

MYMKWH.

KMMKOHMATNAPAAH Kennb
YMKUN6» MONMANALWTUPULL YCYNIN

MOIMANALITUPULL acOCaH
McTebMoNYnNapra amac,
nwnab YMkapuwra
NYHANTUPUATAH KOPXOHanap
TOMOHMWAAH KyN1aHaau.
MasKyp x0n4a MapKeTUHr
Tapbupnapura mabnafnapHu
a)kpatuw 6apya mwnab
YnKapuw Tanabnapm
KOHAMPUNTAHAAH KeMUH
amManra oWUpPUANLLN MYMKUH.

«MaKcap-sasunda» ycynm

6owKa ycynnapaaH ¢apkau
paBULWAA MAapPKETUHT
TaadbMpnapuUHN KOPXOHa
WWWHUHT aHUK, MaKcaaaapm
H6unaH 6oFNaL 3apypUATUHM
Ha3apAaa Tytaau. by aca
MapPKETUHT Xapa*KaTiapu
KOPXOHa Y3 MmaKcaau capu
6opuwaa onnwu Kepak bynraH
MaHbaaThapu bunaH
YN4aHULWIN KepaKaUTMHN
bunanpaam.




MapKeTUHIHUHT KYA1aHULW coxanapu




MapkemuH2-MUKC 8a 3aMOHasuli cmpame2uK MapKemuHe
xycycuamsaapu

«MapKeTUHI-MUKC» Ha3apusacK «apasialimay,
«apanawTupunraH» aeb

TapXMMa KUANHAAM Ba CTPaTErMK MakKcaalapHU evyniura

MYXKaNNaHraH KOMNAEKC MapKeTUHIHM Hasapaa TyTaaum.




Marketing elementlari tarkibi va marketing—miks tushunchasi

Marketing tizimida qo’yilgan maqgsadga erishish uchun xaridorlar va boshqa
sub’ektlarga ta’sir etish uchun marketing vositalari, ya’ni marketing usullari
yigindisi, uslublari zarurdir. Shunday vositalardan marketing-miks, marketing
kompleksi bo’lib hisoblanadi. Bularni marketing nazariyasiga 1964 yilda birinchi
bo’lib Garvard Neyl biznes maktabi professori Neyl Borden kiritgan.
Marketologlar tayyorlash tizimida marketing kompleksi 4 “P” deb nomlanib,
Makgarti tomonidan 1960 yilda bu model taklif etilgan. Ushbu modelda
marketingning to rtta asosiy elementlari ajratib ko’rsatilgan:

1. Tovar (product),
2. Narx (price),
3. Sotish joyi yoki bozor (place),

4. Reklama-siljitish (promotion).

Marketing faoliyatida ehtiyoj va muhtojlikni ayirboshlash orgali gondirish
jarayonida albatta inson ishtirok etadi.



MyBaddaKkuaTra spuLLInLL Y4yH 3apyp
6ynaguraH amanum KyponnapHUHT HOMIapu
Tacandra Kypa MHIMKU3 TUANHKHT P xappuaaH 6owwnaHaau.
MapKeTUHr GaoANATUHUHT YIWOY NMFUHANCUHK Benrnnall yuyH

«4P» dopmynacu nwnatmnagmn: Product (tosap) — Price
(Hapx) — Promotion (cunxuntuw) — Place (Takcumnau).

bab3u xonnapga yHra 5 — «P»Hu xam

Kuputaaunap (People (nvctebmonumnnap).

ByHAa onauHIK Tapkubuii 6noknapra Teruwnm cTpaTermaHm
ama’ira OWMPULLHWUHT
cudaT gaparkacuHu benrnnananrad nepcoHan MyamMmonapHUHT
KOMMNAEKCU Hasapaa TyTunaau.
LUyHAan KNnnMb, MapKeTUHI-MUKCHUHT
MapPKETUHT CTPATENMACUHU LWAKNNAHTUPYBYM 5 Ta acocui
MYaMMOJIMOYHKLUMOHAN BIOKNapPUHM aXKpaTMb KypcaTmLl MyMKUH.




Shuning uchun yuqgorida ko’rsatib o’tilgan
marketing elementlari tarkibiga 5 “P” ham
kiritilib, u

1968 yilda F.Kotler marketing-miks elementlari
tarkibiga

5.Kishilar (people) ekanligi aloxida
takidlab o’tilgandir.

6.(public relations) va siyosat (politics)
go’shib, oldingi 4 “P” ni 6“P” ga kengaytirib
ko’rsatdi.



Marketing kontseptsiyasi evolyutsiyasi

Yillar Kontseptsiya Asosiy g'oya | Asosiy vosita Asosiy maqgsadi
1860- Ishlab Imkoniyati Tannarx, Ishlab chigarishni
1920 chiqarish boricha ishlab mehnat takomillashtirish,
chiqgarish unumdorligi sotish hajmini
o’stirish
1920- Tovar Sifatli Tovar siyosati | Iste’'mol tovarlari
1930 tovarlarni xossalarini
ishlab chigarish takomillashtirish
1930- Sotish Sotish Sotish Tovarlar sotish
1950 tarmogqlari va siyosati intensifikatsiyasi
kanalini

rivojlantirish




Yillar Kontseptsiya Asosiy goya Asosiy vosita Asosiy magsadi
1960- An’anaviy Iste’molchiga nima marketing miks Magsadli bozorni
1980 marketing kerak bo’lsa o’shani kompleksi, xohish-
ishlab chigarish iste’molchini tadgiq ehtiyojlarini
gilish tadqiq etish
1980- litimoiy- Jamiyat talablarini marketing miks Magsadli bozorni
1995 axlogiy hisobga olgan holda kompleksi, ishlab xohish-
marketing iste’molchiga kerak chigariladigan tovar ehtiyojlarini
bo’lgan tovarlarni va xizmat ishlab gondirish
ishlab chiqgarish chigarish, iste’molchi
bilan bog’lig bo’lgan
ijtimoiy va ekologik
oqibatlarni tadqiq
etish
1995 Marketingni Biznes bo’yicha Marketing miks Foydani
yildan o’zaro sheriklar va kompleksi, maksimal-
shu alogaviy iste’molchilarni integratsiya va lashtirish
davrgach | kontseptsii- | kondiradigan tovarlar tarmoqli tahlil,
a yasi ishlab chigarish koordinatsiya uslubi




Sotish (tijorat) kontseptsiyasl

Oldli-sotdi va Sotish hajmini
Tovarlar R sotishni N ko’paytirish hisobiga

rag’hatlantirish foyda olish

Marketing kontseptsiyas
- s Marketing chora- Xaridorlar extiyojini
RGOl O L i > | qondiish gl foyta
kompleksi 0lish




MARKETING

Mahsulotlarni ishlab

chikarish
o Sifat
e Xarajatlar
e Ko'yiladigan
talablar

\ 4
mahsulotlarni sotish

d l

Bozorni o’rganish Bozorga ta’sir
o’tkazish choralari

P:f:pf e Sotuvni tashkil
axli etish
e Savdo

e Reklama




MARKETINGNING TURLARI

Konversion marketing - salbiy talabni bosib
o’tishga yordam beradi, ya'ni yo’q joyda
talabni vujudga keltiradi, bunga ishontirish va
tovar to’g’risidagi yolg’on ma’lumotlarni inkor
etish (yolg onligini isbotlash) orqgali erishiladi.
Masalan, urushdan keyingi yillarda sotuvda,
sanoatda ishlab chigilgan mayonez paydo
bo’ldi. Xaridorlar buni tezda gabul gilmadilar.
Fagatgina reklama vositasi bilangina
mahsulotga talab vujudga keltirildi va taklif
muvozanatlashtirildi.



Rag’batlantiruvchi marketing - talabni
uyg’'otadi, tovarlar xaridorni qizigtirmasa
va bugungi kunda o’z giymatini yo'’gotgan
bo’lsa, tovarlar noto’g’ri joylashtirilgan
bo’lsa. Bunday sharoitda
rag’batlantiruvchi marketingning maqgsadi
iste’'molchi bilan tovar o’rtasida foydali
o'zaro aloga  o'rnatishdan  talabni
rag batlantirishdan Va yaratishdan
iboratdir.



Potentsial talab mavjud, uni real talabga
aylantirish kerak. Bu sharoitda
rivojlanuvchi marketing turidan
foydalaniladi. Potentsial talabni real talabga
aylantirish uchun birinchi navbatda yangi
tovarlar yaratish ustida ishlash kerak, ya’'ni
talabni yangi sifat darajasida gondirishga
erishish kerak. Rivojlanuvchi marketing -
vashirin talabni gamrab oluvchi va uni real
talabga aylantiruvchidir.



Talabning pasayishi turli davrlarda
xar gqanday tovar duch keladigan
xodisa. Bu holatda
remarketingdan foydalaniladi.
Remarketingning maqgsadi talabni
tiklash zarurligini bildiradi, ya’'ni
tushib borayotgan talabni
jonlantirishdir.



Talab o’zgarib turadi, talabni stabillash
kerak. Bu holatda sinxromarketing
turidan foydalaniladi. Sinxromarketing -
tebranib turuvchi talabni nisbatan
bargarorlashtirishga va uni tartibga
solishga yordam beradi. Bunday talab
mavsumiy va boshqa tebranishlar bilan
xarakterlanadi. Buning natijasida tovar
taklifi talabga to’g’ri kelmaydi.



Talab xaddan tashqgari yuqori,
talabni pasaytirishga erishish
lozim. Bu holatda demarketing
turidan foydalaniladi.
Demarketing maqsadi narhni
ko’tarish, servisni qisqartirish
yo’li bilan talabni vaqgtinchalik
voki surunkasiga pasaytirishdan
iborat.



Nosog’lom talab, sog’lig uchun zararli
bo’lgan tovarlarga nisbatan paydo
bo’ladi. Bunda qarama-qarshi
harakatlanuvchi marketing turidan
foydalaniladi. Noratsional ehtiyojlarni
gondiruvchi talab va xizmatlarga
bo’lgan talabni gamaytirish yoki
butunlay yo’q qilishga xizmat qiladi.

Bunga antireklama vositasida
erishiladi.
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Marketing rejasi

e Zamonaviy marketing bu
korxonaning yuqori foyda olish

magqgsadida xaridorlarning real AOVERTIONE
so’rovlari va bozorni kompleks

o’rganish asosida xizmat SIRATEH J, Z““"omo
ko’rsatish, tovar ishlab chigarish S

va sotish faoliyatini tashkil etish 7@
tizimidir. Aytish mumkinki, FETTTIT] e

biznes-rejaning barcha
bo’limlarini shakllantirish
marketingning ulkan
salohiyatidan to’lig va keng
miqyosda foydalangan holda
marketing tadqigotlarini amalga
oshirishga asoslanadi.




Marketingda asosiysi ikki yoglama va bir-birini to’ldiruvchi
yondashuvdir. Bir tomondan korxonaning butun faoliyati, aynigsa,
uning mahsulotni ishlab chigarish va sotish, fan-texnika
tadgiqotlari, kapital go’yilmalar dasturlarini yaratish bozor va
undagi o’zgarishlarni chuqur bilishga asoslansa, ikkinchi tomondan
bozorga va mavjud talabga faol ta’sir ko’rsatish, ya’ni ehtiyojlar va
iste’'molchilik afzalliklarini shakllantirish turadi. Bundan
marketingning asosiy tamoyili - ishlab chigarishning yakuniy
natijalari iste’molchilar talab va takliflariga yo’naltirilishi kelib
chigadi.




e Ushbu kompleks vazifani bajarish uchun marketing tahliliy,
ishlab chigarish va sotuv funktsiyalarini bajarishi lozim.

* Tahliliy funktsiya asosan iste’'molchilar va ragobatchilarni,
shuningdek, tovarning harakatlanishi va sotuv xarakteri, bahoni
shakllantirish tizimi va reklamani o’rganishga borib tagaladi. Shu
bilan birga korxonaning ichki muhiti, uning ishlab chigarish
imkoniyatlari, ragobatbardoshligi va hokazolar ham tahlil
gilinadi.



Ishlab chiqarish funktsiyasi doirasida
quyldagl vazifalar hal qilinadi:

yanﬁl tovarlar ishlab chigarishni tashkil
etis

yanada mukammal texnologiyalarni
ishlab chigish va joriy qilish;

ishlab chl%arlshnl moddlx -texnika
resurslari bilan ta’minlas

mahsulot sifati va uning
raqobatbardoshligini baholash

Sotuv funktsiyasiga quyidagilar kiradi:

tovarni harakatlantirish tizimini tashkil
etish;

servisni tashkil gilish;

talabni shakllantirish va sotuvni
rag’batlantirish tizimin tashkil etish;

maq sadll naltlrllgan tovar siyosatini
ama ga 0s |r|s

baho siyosatini yurgazish.
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* Marketingda boshgaruv va
nazorat funktsiyasi ham katta
% = ahamiyatga ega bo’lib, u
- qguyidagilarni nazarda tutadi:

* korxonada strategik va tezkor
rejalashtirishni amalga oshirish;

* jamoani boshqgarishning axborot
ta’minoti;

* korxonada kommunikatsiya
tizimini tashkil qilish;

* marketing nazoratini tashkil qilish
(teskari aloqga, vaziyat tahlili).



Marketingning bu va boshqga funktsiyalari uning asosiy
vazifasi — tadbirkorlik muhiti dinamikasini kuzatish,
ya'ni atrof-muhitning rejalashtirish xarakteri va
tendentsiyalari biznesni yuritishga ijobiy ta’sir
ko’rsatishi yoki uning oldiga to’siglar go’yishini
kuzatishni ta’minlashi lozim. Tadbirkorlik muhitini tahlil
gilish va baholashda avvalo quyidagi omillar hisobga
olinishi lozim:

iqtisodiy reallik — ichki milliy mahsulot, dispersion
daromad, ya’'ni ayni paytda erishilgan turmush darajasi;
ijtimoiy omillar — aholi tarkibi, gadriyatlar, ragobat,
tendentsiyalar;

texnik rivojlanish darajasi — texnik taraqqiyot,
nozorning texnik taraqqgiyotni sezuvchanligi;

nugqugqiy-normativ muhit — gonunchilik, normativ
nujjatlar.




* Marketing rejasini ishlab chigishda
ishlab chigarishni bozor talablariga
maksimal moslashtirishni, go’l
ostidagi mavjud vositalar (mahsulot
sifati, reklama, servis va x.k.)
vordamida bozor va iste’'molchilarga
faol ta’sir o’tkazishni ta’minlash
zarurdir. Korxona o’z mahsulotini
iste’molchigacha etkazishga
gobiliyatli ekanini ko’rsatish kerak.



* Biznes-rejani ishlab chiqish jarayonida marketing rejasi
mufassal ishlab chigishni talab giladigan ko’plab
savollarni yoritishni talab giladi. Lekin barcha savollarni
rasmiy biznes-rejaga kiritish zarur emas. Mazkur
bo’limga biznes-rejaning maqsadlaridan kelib chiqib,
rejalashtirilayotgan marketing faoliyatining asosiy (eng
gizigarli) holatlarini kiritish magsadga muvofiq.



Marketing strategiyasi. Marketing strategiyasi mazmunini
yoritishdagi boshlang’ich nuqgta bozorni segmentlash va magsadli
bozorlarni tanlab olish hisoblanadi. Har bir maqgsadli segmentga,
ragobatchilarning undagi o’rnini hisobga oladigan alohida
marketing strategiyasi ishlab chigiladi. Bunda umumiy yo’nalishlar
hamda marketing kompleksi har bir tashkil etuvchisining ichki
strategiyasi (tovar, baho, sotish va kommunikativ siyosat) ishlab
chiqgiladi.




1.Bozorni tadqgiq gilishning mohiyati va
ahamiyati.

* Bozorni tadqiq etish, unda o'z o rnini aniglashga chet
el firma va kompaniyalari katta mablag lar
sarflaydilar. Masalan AQSHda yillik sotish hajmi
25million dollar bo'lgan kompaniyalar o z marketing
byudjetlarining 3.5 foizga yaqini marketing
tadqgigotlariga ajratadi.Iste mol tovarlari ishlab
chigaruvchi korxonalar ishlab chigarish vositalari
yetkazib beruvchi korxonalarga nisbatan bu sohaga
ko prog mablag sarflaydilar.



Kompaniya yoki firma (korxona) bozorni
o zlashtirish

 Kompaniya yoki firma (korxona) bozorni o'zlashtirishdan oldin, albatta
kompleks tadqgiqotlar o'tkazadi va unga albatta katta mablag  sarflaydi.
Kerakli izlanishlarni o'tkazmay tavakkal qilish yaramaydi. Bozor ragobati

sharoitida tijorat tavakkalchiligi juda yuqgori va giymatlidir.

 Korxona marketing xizmati bo'limlarida Tovar yoki xizmatni bozorga
kiritish, unga bo'lgan talab va iste mol darajasi, ishlab chigarish va
sotish sharoitlari to g risida juda katta migdordagi axborot to planadi
va tahlil gilinadi. Buning barcha xojalik faoliyatini samarali
tashkilgilishga kapital go'yilmalarini samarali yo nalishlarini aniglashda
marketing operasiyalaridagi giyinchiliklarni oldindan ko ra bilishga

yordan giladi.



AQSH firmalarida marketing tadqgigotlari
doirasidagi faoliyatining alohida turlari (%).

Tadqiqot turlari Shu turdagi tadgiqotlarni Shu turdagi tadgiqotlarni
o 'tkazgan iste ' mol o'tkazgan ishlab chigarish
tovarlari ishlab vositalari, ishlab
chiqaruvchi chigaruvchi kompaniyalari
kompaniyalar ulushi. ulushi

Qisga muddatli istigbollash (1 yilgacha) 96 94

Uzoq muddatli istigbollash (1 yildan ortiq) 96 94

Bozor potensialini aniglash 99 99

Sotishni tahlil gilish 98 99

Yangi mahsulotni gabul gilish va uning potensiali 89 73

Qadoglashni o'rganish 91 61

Sotish kanallarini o°rganish 99 83

Sotish to'lovlarini o’rganish 83 73

Turli xil tovarlarning harakatini yengillashtiruvchi 86 67

harakatlarni o'rganish

Baholarni tashkil gilishni tahlil gilish 91 90

Ekologiya ta'sirini tahlil gilish 37 35

Reklama e’lonlari samaradorligini tahlil gilish 86 67




Bozorni tadgiq gilish — marketing tadqgiqotlarining ma'lum bir qismidir xolos.
Fagat shartli ravishdagina ularning marketing tadgiqotlarining asosi deb
gabul gilish mumkin. Bozorni tadqiq qilish jarayonida:

- bozorga Kiritilayotgan yoki unda mavjud bo lgan
mahsulotning mumkin bo lgan sotish miqdori;

* -tovarning iste mol xuxusiyatidagi va boshga
tavsiflarining o zgarishi tendensiyasi;

* -yoshi, jinsi, hududiy, 1jtimoly, oilasidagi kishilar
soni, o zini tutishi, daromadi darajasi bo yicha
iste"molchilar guruhl

* - assortimentni rejalashtirish, sotish va reklamani
tashkil gilishda xaridorlarning istagi;

- mahsulotning sotilishi mi dori, uning umumbozor
sig imidagi ulushi (hududlar va sigmentlar bo yicvha
ham);

 -firmaning ragobatbardoshligi va uning bozordagi
o rni aniqglanadi.




Ko rinib turibdiki, bozor to g risidagi ma lumotlar
miqdori katta va turl] xarakterga ega. Shuning uchun
bozorni tadqiq gilishda turli bilim sohalarining
mutaxassislari gatnashadilar va bu tadgiqotlar ancha
gimmatga tushadi, lekin firmalar bozorni iloji boricha
tezroq o zlashtirish magsadida xarajatlardan
gochmaydilar, chunki ragobatchilar bozorda yangi
ragobatchi paydo bo lishining oldini olish uchun qgarshi
choralar ko radilar. Shuning uchun tadgigotlar jarayoni,
aynigsa uning natijalari firma tomonidan qattiq sir
saqlanadi. Bozorni tadgiq gilish natijalari olinganidan
keyin va firma ularning marketing konsepsiyasini
asoslash gabul gilinganidan so ng tovarni sinovli
sotishni tashkil gilish boshlanadi. Bu jarayonning
asosly vazifasi, firmaning asosly samarali o rninni
aniglovchi o ziga xos omillarning o zgarishidir.




Marketing tadgigotlarining yo nalishlari va
uslublari.

* Har bir marketing tadqiqoti tegishli sarf xarajatlarni
talab etadi. Asosan yirik firmalar o 'z tarkibiy tuzilmalari,
sho'ba tashkilotlari migyosida marketing tadqigotlarini
o tkazadilar. Lekin barcha sohalar boyicha
tadgiqotlarni o tkazishga imkoniyat va muayyan
zaruratlar doimiy bo'Imaganligi hamda xodimlarni butun
vil davomida ishda band qilib turish gimmatga tushishi
sababli, ayrim muammolarni ixtisoslashgan marketing
markazlariga, institutlariga topshiradilar va davriy tarzda
axborot olib turadilar.



Marketing tadqiqotlar tizimi tashqil etish
andozalari

Firma mavgeini ko tarish, ragiblar bilan ishlash dilerlar va bozor
arboblari marketing tadgiqotlarini chetlab o tolmaydilar. Muammoni
aniglash bu marketing tadqigoti mavzusining shakllanishidar.

Tadqiqotchi birinchi navbatda muammogni aniqlab, tadgigot maqgsadlari
bilan kelishilgan holda ish olib boradi. Muammoni noto g ri aniglash,
noo’rin xarajatlarga olib keladi, axborotlar to plash juda gimmatga tushib
ketadi. Shu boisdan esqilarda bir maqol bor : Yaxshi aniglangan
muammo - natijaga yarim yo'l".

Marketing tadgiqotlari - sistemali ravishdagi axborotlarni aniglash ularni
to plash va natijalar tahlilidan iborat. Ikkilamchi axborot muammoni hal
etishga alogador bo’lganlaridan farglovchi magsadlarida oldin

to plangan ma'lumotlardir. Muammo hal kilinishiga kifoyalanmasdan
uning narxini pastligi nisbatan tez sotilishi, birinchi ma'lumotlar
ikkilamchi axborot puxta izlanishidan oldin to planilmaganligidan dalolat
beradi. Qiymat aniglash maqgsadida uning afzal va nugson tomonlarini
giyoslash kerak.



Umumiy afzalliklari,
umumiy nugsonlari

Umumiy afzalliklari
1. Uning ko pgina turlari giymat emas, chunki yangi ma'lumotlarni to plash shart emas.
2. Axborot odatda tez to planadi.

3. Ko pincha axborot manbai bir nechta bo’ladi, bu turlicha daromadlarni aniqglash
ma'lumotlarni tagqoslash imkoniyatini beradi.

4. Axborot manbaida(hukumatlik) firmaning o'zi oloimaydigan ma'lumotlari bo'lishi
mumkin.

5. Mustagil manbalardan to planadigan axborotlar odatda o'ta ishonchli bo'ladi.

Umumiy nugsonlar

Umumiy axborot to'lig emasligi, umumiy tusdaligi tufayli tadgiqotni o tkazish maqgsadga
mos kelmasligi mumkin . U boshga magsadlarda to plangan. U eskirgan yoki yarogsiz
bo'lishi mumkin. Ma'lumotlarni to plashda asos bo'lgan materiallar tadqigotning barcha
ma'lumotlari e'lon gilinmasligi mumkin. Zid ma'lumotlar bo'lishi mumkin, bu yangi
boshlangich axborotlarni to plashni talab gilishi mumkin. Ko'pgina tadqigot loyihalari
takrorlash mumkinmasligi tufayli axborotni ishonarliligi doimo ma'lum emas.



Marketingning vazifalari

. Xaridorlar ehtiyojini o’rganish va aniqglash;
. narxning faoliyatini xaridorlar ehtiyojiga
moslashtirish;

. avvalo talab va taklif to’g’risida olingan
ma’lumotlar asosida bozorni o’rganish;

. tovarlar reklamasini tashkil etish,
xaridorlarni tovarlarni sotib olishga
giziqishini orttirish;



Marketingning vazifalari

. tovar yaratuvchi yoki uni sotuvchi narx
tadqigotlarini amalga oshirish uchun

ma’lumotlar to’plash va tahlil qilis
. tovarni bozorga chigarishdagi barc
Xizmatlar to’g’risida ma’lumotlar o

N,
Na

ish;

. to’ldiruvchi tovarlar va o’rnini bosuvchi

tovarlar to’g’risida axborot yig’ish;

. tovarlarga bo’lgan talabni prognozlash, ularni
amalga oshirishni nazorat qilishdan iboratdir



Korxonaning asosily magsadi

Magsadlar

Ko’rsatkichlar

Bozorni egallash

Bozor ulushi, oborot, tovarni roli va
ahamiyati, yangi bozorlarni gamrab olish

Rentabellik

Foyda, oborotga nisbatan rentabellik,
shaxs gapitalini rentabelligi, umumiy
kapitalni rentabelligi

Moliyaviy barqarorlik

Kreditga layoqatligi, likvidligi, o’z-o’zini
moliyalashtirish darajasi, kapitalni
tuzilishi

ljtimoiy maqgsadlar

Ishchilar o0z mexnatidan kono’qgish,
daromad darajasi va ijtimoiy himoya,
ijtimoiy integratsiya, shaxsiy rivojlanish

Bozordagi pozitsiya va
prestij

Mustagqilligi, imidj, siyosiy sharoitga
munosabati, jamiyatni tan olishi




b030p CUTMMHUHU aHUKJIAIII

bc=MM+HUx-9x

by epna

bc- bo3op curumu
MM-Mwuiuinn MaxcyJioT
Nx-NmmopT xaxxmu
DX-DJKCHOPT XaKMU



bO30pHUHT UMIIOPT CUTUMH
(buc)

buc=bc-MM+M>»

by epna

bc- bo3op curumu
MO-Mujuium JKCIOPT




Muumii Dxcriopt (Mb)

M»h=Dx-PHOx

by epna
DX~ DKCHOPT XAXKMHU
Pax- pesakcnopT XaxMu



KopxonanuHr HUCOuM 0030p
yinyimHy anukiamn (HbY)

HBY=KbY/PbY
by epnaa

KBY-KopxoHaHuHT 0030p
YIIYIIH

PBY - pakobaTumiaapHUHT 0030p
YIYIIH



KopxoHaHuHT 0030paaru
yayiHu anukiaam (KbY %)

KbY%=KbY/bC

by epnaa
KBY-KopxoHaHuHT 0030p
YIIYIIH

bC- bo3zop curumu



CoTyB peaKkumacn PyHKUMUACUHM ongnHaaH 6axonallHUHT
3 yCYy/IN MaBXKyA.

1. Cratuctuk ycyn. CraTUCTMKA Yycynnapu epgamumaa
aBBa/IrM COTyB/1Ap Ba MAPKETUHT

MaXXMYUHUHT y3rapuu Aaparkacu XaKnaaru
MabIYMOTNAPHU  Tynsaw Ba COTYB  peaKuuacwu
byHKUManapuHu baxonauu.

2. dKkcnepumeHTan ycyn (taxkpmba ycynm). MapKeTUHr
XapaXat/lapu BapuaumAaCcu Ba YI1apHUT roerpadpuKk eku
bowkKa bupanknap Bymmya spuULLIMAraH COTyB Xa*KMMUTa
TaKCMMMALWHM Tanab Knnaau.

3. 3JKcneptnap 6axocu ycyam. 3apyp xapaxataap
Aapaxacm benrmnaHrad, sKcneptnap acocnab 6epran
MYynoxa3anapra aman KManHagu.



