
Iqtisodiy tadqiqotlar 2021 yil, 3-son   
 

1 
 

  



Iqtisodiy tadqiqotlar 2021 yil, 3-son   
 

2 
 

TOSHKENT DAVLAT IQTISODIYOT 

UNIVERSITETI  
 

 

“IQTISODIYOT” FAKULTETI 

 

 
IQTISODIY TADQIQOTLAR 

(ЭКОНОМИЧЕСКИЕ ИССЛЕДОВАНИЯ, 

“ECONOMIC RESEARCH) 

 

 ILMIY JURNALI 
 

 

 

3 
2021 

 

 
 

 

 

 

Toshkent 



Iqtisodiy tadqiqotlar 2021 yil, 3-son   
 

3 
 

 

  
   

  3
 

2
0

2
1

 
Elektron ilmiy jurnal 

Научный журнал 
Scientific magazine 

IQTISODIY TADQIQOTLAR ILMIY 
JURNALI 

 

 

МUASSIS 

Toshkent davlat iqtisodiyot 
universiteti  

 

Tahrir kengashi raisi: 
  

Abduraxmonov Qalandar Xodjayevich  – i.f.d., prof., 

akademik 
 

Tahrir kengashi: 

Eshov Mansur Po’latovich- i.f.d., professor 
Abduraxmonova Gulnora Qalandarovna – i.f.d., professor 
Xudoyqulov Sadriddin Karimovich – i.f.d., professor 
Begalov Baxodir Abdusalovich– i.f.d., professor 
Bekmurodov Adxam Sharipovich- i.f.d., professor 
Vaxabov Abduraxim Vasikovich- i.f.d., professor 
Maxmudov Nosir Maxmudovich- i.f.d., professor 
Salimov Baxtiyor Tadjiyevich- i.f.d., professor 
Mustafaqulov Sherzod Igamberdiyevich- i.f.d., professor 
Jumayev Nodir Xosiyatovich- i.f.d., professor 
G’ofurov Ubaydullo Vaxabovich- i.f.d., professor 
Xolmo’minov Shayzaq Raxmatovich- i.f.d., professor 
Amirov Lochinbek Fayzullayevich – i.f.n., PhD 
Xatamov Ibodullo Sadullayevich – i.f.n., dosent 
Asqarova Mavluda Turopovna– i.f.n., dosent 
Xajiyev Baxtiyor Dushaboyevich– i.f.n., dosent 
G’ayibnazarov Sanjar Baxodirovich – i.f.n., dosent 
Kamalova Malika Nizamovna– i.f.n., dosent  
Mamaraximov Begzod Erkinovich- i.f.n., dosent 
 

Tahrir hay’ati: 
 

Begzod O’rinov– (AQSh) 
Uktam Burxanov – (Chexiya) 
Bozorboy Berkinov – i.f.d. (O’zbekiston) 
Mark Rozenbaum (AQSh) 
Volfgang Lukas (Germaniya) 

N.V.Morozov (Rossiya) 

Viktoriya Vdovichenko (Ukraina) 

Gulyabmir Raxmani (Afg’oniston) 

Axmed Muxamed Aziz Ismail (Misr) 

Kaukab Azim (Saudiya Arabistoni) 

Sherqul Shodmonov (Toshkent) 

Rauf Salaxodjayev (Toshkent) 

Axmedjon Mamatov (Toshkent) 

Ju Jengron (Xitoy) 

Jou Chingjiye (Xitoy) 

 

©  ISSN 2181-4457 



Iqtisodiy tadqiqotlar 2021 yil, 3-son   
 

4 
 

  

3
  

2
0

2
1

  

Elektron ilmiy jurnal 
Научный журнал 

Scientific magazine 

IQTISODIY TADQIQOTLAR ILMIY 
JURNALI 

 

 

 

 

 

 

Bosh muharrir: 

 
Eshov M.P.- i.f.d., prof. 

 

 

 

 

 

 

Bosh muharrir o’rinbosari 

: Amirov L.F. - PhD 

 

 

 

 

 

Adabiy muharrir 

: Xajiyev B.D.- i.f.n., dots. 

 

 

 

 

 

 

Musahhih: 
 

 

 

Jurnal sahifalarida chop etilgan materiallardan foydala-nilganda “Iqtisodiy 
tadqiqotlar“ ilmiy jurnalidan olindi deb ko’rsatilishi shart. Tahririyat 
taqdim etilgan maqolalarni taqriz qilish va qaytarish majburiyatini 

olmagan. Maqolada keltirilgan dalillar va ma’lumotlar uchun muallif 
javobgar. 

 

 

 

 

 
 

 

 

Veb-sayt manzili: https://economicresearch.tsue.uz 

E-mail: economicresearchjournal@gmail.com 

 



Iqtisodiy tadqiqotlar 2021 yil, 3-son   
 

5 
 

MUNDARIJA 

IQTISODIYOT, INNOVASIYA VA TADBIRKORLIK NAZARIYA VA AMALIYOT 

Xajiyev B.D. 

 

Yangi O’zbekiston iqtisodiyotida kichik biznes va xususiy tadbirkorlikni 

rivojlantirish – muhim 

yo’nalish........................................................................... 

 

6 

Qurbanova O.T. Features of pricing in modern 

economy....................................................... 

18 

   

BARQAROR IQTISODIY RIVOJLANISH: MAKROIQTISODIY YONDOSHUV 

Eshov M.P. Makroiqtisodiy  barqarorlikni ta’minlash iqtisodiy o’sishga 

erishishning asosiy 

yo’nalishi........................................................................ 

 

21 

Yakubov I.O., 

Xayitov S.B. 

O’zbekistonda xalqaro mintaqaviy hisoblar tizimi standartlaridan 

foydalanish 

imkoniyatlari................................................................................. 

 

26 

Дадаханова 

С.M. 

Новые инструменты в привлечении инвестисий: рынок 

капитала и ЕТФ как важный фактор повышения 

инвестисионной привлекателности 

региона................................................................................................... 

 

 

33 

Bustonov M.M. Yangi O’zbekistonda raqamli iqtisodiyotga o’tish sharoiti-da iqtisodiy 

o’sish sifat omillarining ta’siri...................................................... 

 

37 

   

INSON RESURSLARINI BOSHQARISH, IJTIMOIY SIYOSAT VA  BANDLIK 

Abdurakhmanova 

G.K., 

Kurbonov S.P. 

Promoting efficient and productive employment in the labor 

market...........................................................................................................

............ 

 

41 

Ismailov A.M., 

Yuldashev 

G’.T. 

Qurilish ishlab chiqarish jarayonida aholi bandligi va ular 

mehnatidan samarali 

foydalanish................................................................. 

 

55 

Najimadinov 

R.D. 

Demografik o’zgarishlarning qishloq mehnat bozorini boshqarishga 

ta’siri............................................................................................. 

 

58 

Bozorova S.A. Rekruting agentliklari - aholini ish bilan ta’minlashning istiqbolli 

yo’nalishi 

sifatida................................................................................................. 

 

62 

Karimova N.S. Kambag’allik - yangi O’zbekistonning asosiy ijtimoiy-iqtisodiy 

muammosidir...............................................................................................

........... 

 

70 

Maxammatov 

E.Y. 

Kambag’allikni qisqartirishda  kichik biznes va tadbirkorlik – 

taraqqiyot omili 

sifatida..................................................................................... 

 

75 

   

TARMOQLAR IQTISODIYOTI VA REAL SEKTORNI KOMPLEKS RIVOJLANTIRISH 

Махмудов Н.М. Теории международной торговли и их применение в 

экономике.....................................................................................................

........... 

 

82 



Iqtisodiy tadqiqotlar 2021 yil, 3-son   
 

19 
 

FEATURES OF PRICING IN MODERN ECONOMY 

 

Qurbanova O.T. - 

Assistant-teacher of the department of 

«Macroeconomic analysis and forecasting», TSUE 
 

 

Abstract: In this paper discussed the essence of the pricing process, its goals and objectives. 

Investigated various pricing strategies. The features of pricing in a modern market economy are 

considered. 

Keywords: pricing, price, pricing strategies, market pricing, price functions, pricing principles 

and factors. 

 

Introduction. Price is the most visible, potent, and market-responsive marketing 

tool. Successful work of commercial enterprises is impossible without a competent 

pricing policy based on knowledge of the essence, relationships and patterns of 

behavior of the market price, the basics of price marketing. An important factor in 

making decisions on prices is the availability of reliable information and a 

comprehensive analysis of the price situation in the market. 

To solve these problems, knowledge of the methodology for collecting, 

processing and analyzing data characterizing prices, the processes of their formation 

and changes is required. The study of the laws of prices and pricing is based on modern 

economic theory. 

Materials and Methods. Pricing is the formation of prices for goods and services. 

There are two pricing systems: 

- market pricing, based on the interaction of supply and demand, 

- centralized government pricing - the formation of prices by government 

agencies. 

At the same time, within the framework of cost-based pricing, the cost of 

production and circulation is the basis for the formation of prices. 

The role of prices in the market is a market indicator reflecting the entire complex 

of price-forming factors, their origin, development and interaction; the marketing 

regulator of the market, with the help of which the influence on the behavior of subjects 

and market factors is carried out. 

1. Pricing factors 

2. Strategy and tactics of pricing 

3. Development of a pricing strategy 

4. Methods of marketing pricing. 

5. Marketing pricing tactics 

Pricing policy is the ability to set prices taking into account the factors of the 

marketing environment and to maneuver them depending on the market situation. 

Pricing policy has a long-term impact on a firm's commercial success. Therefore, 

the firm, before developing a pricing policy, must analyze all the factors affecting the 

pricing strategy. 

Factors affecting the price level: 

1. demand (supply and demand curve); 
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2. pricing policy of the state (laws, regulations, inquiries); 

3. ways of commodity circulation; 

4. competition (studying the prices of competitors); 

5. costs (if costs are reduced, then the firm can reduce the price or 

increase the share of profits); 

6. marketing activities of the company. 

Pricing objectives: 

- to solve the strategic tasks of the enterprise 

- take and increase market share 

- improve the image of the enterprise 

- to reduce the costs of marketing activities in general. 

The market price has various functions: 

Price functions: 

1.account 

2.stimulating 

3.balancing supply and demand 

4.criteria for the rational location of production 

The new pricing strategies in the marketing: 

Penetration pricing 

Companies adopt various strategies while entering a market to gain substantial 

market shares. This either comes in the form of free services or low prices for their 

products for a limited period of time. This is one of the most sought pricing strategies 

employed by companies to set up their customer base in a particular market. 

Want to analyze customers’ sensitivity to price changes and identify the price gap 

between a retailer’s and competitors’ prices? and achieve your business goals with the 

help of our competitive pricing solutions. 

Economy pricing 

At times, companies decide not to spend more on promoting products and 

services. This is the time when they keep the marketing cost of their products to the 

minimum. This strategy is quite effective and is widely used by companies as it delivers 

significant sales during the time of recession. 

Psychological pricing 

Psychological pricing strategies are usually adopted by companies when they 

want to market their product to price-conscious customers. Since psychological pricing 

is based on consumers’ emotional responses rather than their rational responses, it 

proves to be highly beneficial in gauging the desired consumer base. Even if consumers 

are not acquitted with the market, prices still remain the deciding factor in making the 

purchase or availing a particular service offering. 

Conclusion. An important aspect of pricing analysis is the determination of 

market objectives. Pricing strategies may be seen as a complex activity that requires a 

good understanding of the internal structure of the company, a good knowledge of the 

market, and a good knowledge of the diverse variables that comprise it and their interfaces.  

The purpose of any pricing program or strategy is to support the marketing 

strategy that has been developed for the product or product line. Pricing objectives 

specify how price is expected to help implement the marketing strategy. Pricing 
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strategies may be seen as a complex activity that requires a good understanding of the 

internal structure of the company, a good knowledge of the market, and a good 

knowledge of the diverse variables that comprise it and their interfaces. 
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