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MARKETING, UNING VAZIFALARI VA TURLARI 
 

 KALIT SO‘ZLAR:   ANNOTATSIYA  

marketing faoliyati, 
marketolog, foyda olish, 
iste’molchi, maksimal yuqori 
iste’molga erishish, 
marketing afzalliklari, 
jamiyat boyligi 

Ushbu maqolada marketing tushunchasi, mazmun-mohiyati 
haqida, uning maqsad va vazifalari, turlari haqida, 
marketingning afzalliklari, hozirgi kunda dunyo hamjamiyati 
oldida tutgan o`rni haqida, nima maqsadda foydalanilishi haqida 
so`z boradi. 

 

Hozirgi kunda dunyo bo`ylab dolzarb masalalar, turli muammolar yuzaga kelmoqda, 

yangidan yangi kashfiyotlar qilinmoqda. Bundan tashqari, zamon o`zgargan sayin hayot 

murakkablashmoqda, yashash qiyinlashmoqda. Ishlab chiqarish hajmi kun sayin ortib 

bormoqda. Bu davrda endi hamma o`zi uchun o`zi harakat qilishi kerak. Shunda savol 

tug`iladi: Ishlab chiqarishni tashkil qilish va uni yuritish uchun nima qilish kerak?  

Ishlab chiqarishni tashkil qilishdan oldin, dastlab, bozorni o`rganish maqsadga 

muvofiq bo`ladi. Bozorni o`rganishda marketing bo`yicha bilim va ko`nikmalarga ega 

bo`lishi kerak. 

Marketing atamasi dastlab 1902 yilda AQShda paydo bo’lgan, 20 yildan keyin esa bu 

atamadan jahonning ko’pgina mamlakatlari foydalana boshladilar. Marketing (marketing) 

“bozor bilan bog’liq faoliyat” ma’nosini anglatadi. Lekin bu tushunchaning ma’nosi juda 

kengdir. 

Marketing tushunchasiga ko`plab iqtisodchi olimlar, marketologlar o`z fikrlarini 

bildirishgan. 

Joel Evans va Barriy Bermanlar marketingga quyidagicha ta’rif berganlar: “Marketing 

– Tovar, xizmat, tashkilot, hudud va g`oyalarga bo`lgan talabni oldindan bilish, boshqarish 

va qondirishdir.” 

Berni Gudrich: “Marketing – bu iste’molchilarning ehtiyoj va istaklarini aniqlash, 

bashorat qilish va yaratish. Kompaniyaning barcha resurslarini kompaniya va iste’molchi 

uchun katta foyda bilan qondirish uchun tashkil etish jarayonidir” deya ta’rif bergan.  

Filipp Kotler ham marketing haqida o`z fikrini bayon qilgan: “Marketing – bu 

takliflarni yaratish va tovarlarni (g`oyalar, xizmatlar va boshqalar) almashish orqali ham 

jismoniy shaxslar, ham guruhlarning ehtiyojlarini qondirishga qaratilgan ijtimoiy 

boshqaruv jarayonidir.” 

Mashhur iqtisodchi Adam Smit XVIII asrning ikkinchi yarmidayoq o’zining “Jamiyat 

boyligi” nomli kitobida ishlab  chiqaruvchining iste’molchining talabini qondirishdan 

boshqa qayg’usi yo’qdir – deb yozgan edi. 

Marketing talabni qondirishga qaratilgan faoliyat bo’libgina qolmay, balki talabga 

ta’sir ham qilishdir. Talab marketing maqsadini, shu bilan birga kerakli marketing 

strategiyasini tanlashga imkon beradi.  
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Marketing sohasidagi adabiyotlarda asosan marketingning to`rtta maqsadi 

keltiriladi: 

1. Mumkin bo`lgan maksimal yuqori iste’molga erishish; 

2. Iste’molchilarga talabining maksimal qondirilishiga erishish; 

3. Iste’molchilarga keng assortimentdagi tovarlarni tanlashiga imkoniyat 

yaratish; 

4. Aholi turmush darajasi sifatini oshirish. 

 Ko’pchilik rahbarlar marketingning – ishlab chiqarishning maksimal o’sishi va 

korxonaning boyishida asosiy omil yuqori iste’molga erishini rag’batlantirishda deb 

biladilar.  Bu fikrni boshqacha ifodalasak, odamlar qancha ko’p sotib olsa va qancha ko’p 

iste’mol qilishsa, shuncha baxtli bo’ladilar degan ma’noni anglatadi.  Lekin, ba’zi bir kishilar 

moddiy boyliklar masalasining ortishi katta baxtga erishishdan dalolatdir degan fikrga 

shubha bilan qaraydilar. Demak marketingning maqsadi faqat mumkin bo’lgan maksimal 

iste’molga erishishdangina iborat emas ekan. 

Marketing tizimining asosiy maqsadi mumkin bo’lgan maksimal yuqori iste’molga 

erishish emas, balki iste’molchilarning talabini maksimal qondirishdan iboratdir. Bu degani 

tovar massasi iste’moli ko’p bo’lsada, u biron-bir ahamiyatga ega bo’lmasligi mumkin. 

Ularning ahamiyatliligi, tovar massasining ko’pligi bilan emas, balki bu tovar massalarning 

qanchalik darajada iste’molchilarning talabini qondira olishi bilan o’lchanadi. Afsuski, 

iste’molchilarning talabining qondirilish darajasini o’rganish to hozirgi kungacha 

muammoligacha qolmoqda. 

Ko`pchilik mutaxasislar marketing tizimining asosiy maqsadi aholi “turmush 

darajasining sifati” ni yaxshilashdan iborat deb biladilar. 

Umumiy holda marketingning asosiy maqsadi, uning vujudga kelish, shakllanish va 

rivojlanishning ob’ektiv sabablari, zarurati bilan belgilanadi. 

Marketing ishlab chiqarishni xaridor ehtiyojiga moslashtirib, talab va taklifni 

muvozanatiga erishgan holda, uni tashkil etgan korxona tashkilotlarga yuqori foyda 

keltirishdir. Bunga erishish uchun marketing quyidagi muhim vazifalarni hal etmog’i lozim:  

 Xaridorlar ehtiyojini o`rganish va aniqlash; 

 Tovarlarga bo`lgan ichki va tashqi talabni o`rganish; 

 Korxonaning 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 

qiziqtirishini oshirish; 

 Tovarni bozorga chiqarishdagi barcha xizmatlar to`g`risida ma’lumot olish; 

 To`ldiruvchi tovarlar va o`rnini bosuvchi tovarlar to`g`risida axborotlar yig`ish. 

Marketingning aniq shakllari va mazmuni korxona faoliyati xususiyatlaridan, uning 

ichki imkoniyatlari va tashqi shart sharoitlaridan kelib chiqadi. Bu yerda marketing va 

boshqa hamma oraliq faoliyat turlarining qo’yilgan maqsadlarga erishish uchun yagona 
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yo’naltiriladigan jarayonga birlashishi sodir bo’ladi, bu esa o’z navbatida turli xil marketing 

turlarining harakatlashini belgilab beradi. 

Marketingning quyidagi turlarini keltirish mumkin: 

1. Amal qilish davri; 

1.1. Strategik marketing 

1.2. Taktik marketing 

2. Amal qilish sohasi; 

2.1.  Jamoatchilik xususiyatiga ega bo`lgan g`oyalar marketing 

2.2. Joylar marketing 

2.3. Ichki marketing 

2.4. Tashkilotlar marketing 

2.5. Xalqaro marketing 

3. Faoliyat turi; 

3.1. Moliyaviy marketing 

3.2. Innovatsion marketing 

3.3. Sanoat marketingi 

3.4. Xizmatlar sohasidagi marketing 

4. Ta’sir etish usuli; 

4.1. To`g`ri marketing 

4.2. Television marketing 

4.3. Pochta orqali marketing 

4.4. Katolog bo`yicha marketing 

5. Bozorning rivojlanish darajasi; 

5.1. Passiv marketing 

5.2. Tashkiliy marketing 

5.3. Faol marketing 

Marketing turlari o’rtasida muayyan bog’liqlik mavjud. U marketing jarayonlarini har 

tomonlama va aniq vaziyatda ko’rib chiqishga imkon beradi. 

Marketing faoliyatini yuritishning bir qator afzalliklarini keltirish mumkin. 

Korxonaning asosiy ish yurituvchi sifatida marketologni olishimiz mumkin. Chunki istalgan 

korxona ish faoliyatini davom ettirish uchun marketingga alohida e’tibor berishi lozim. 

Marketing bor joyda o`sish bo`ladi, rivojlanish bo`ladi. Marketing orqali korxona yoki 

tashkilotlar o`z raqobatchilari bilan raqobatlasha olishi, ishlab chiqarayotgan mahsulotini 

sotishi, o`ziga xaridorlarni jalb qila olishi mumkin. 

Marketingning dunyo hamjamiyati oldidagi o`rni beqiyos desak mubolag`a bo`lmaydi. 

Chunki marketingni korxona yoki tashkilot yuragi deb olsak, o`sha korxona va tashkilotlar 

jamiyat ehtiyojlarini qondirish uchun xizmat qiladi. Marketing iste’molchilar ehtiyojini 

qondirish maqsadida bozorni o`rganib, tadbirkorni to`g`ri yo`lga boshlaydi. Bundan jamiyat 

manfaat ko`radi. 

Xulosa o`rnida shuni aytishimiz mumkinki, marketing orqali xaridorni  u xohlagan 
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narsa bilan ta’minlab, bunda oqilona narx belgilab, tovarlarni unga qulay bo`lgan joyda va 

kerakli miqdorda xarid qilish imkoniyatini berish orqali muvaffaqiyatga erishish mumkin. 

Bundan tashqari marketing bo`lmasdan turib, tadbirkorlik faoliyatini yuritish mushkul. 

Yuqorida qayd etilganidek, marketing bozorni o`rganish, tartibga solish va boshqarish 

tizimidir. Marketingni tadbirkorlikning bir bo`g`ini desak adashmagan bo`lamiz. 

Foydalanilgan adabiyotlar ro‘yxati 

1. Akramovich N. A. THE PRIORITY OF USING INNOVATIVE TECHNOLOGIES IN 

THE AGRICULTURAL EDUCATION SYSTEM //Journal of Academic Research and Trends in 

Educational Sciences. – 2022. – Т. 1. – №. 10. – С. 185-191. 

2. Хакимов О. М., Курбанов З. Х., Мухаммедов Ф. Реализация возможностей 

получения легких наполнителей на основе меньше пластиковых почв в нашей 

республике //Science and Education. – 2021. – Т. 2. – №. 5. – С. 176-181. 

3. Мухтаров Б. А., Ортиков Ё. Ю. Культурное и экономическое развитие 

туризма в Узбекистане //Молодой ученый. – 2016. – №. 14. – С. 375-378. 

4. Rashidov U., Rashidov A. Assessment of Costs For the Quality of Logistics 

Activities //INTERNATIONAL JOURNAL OF BUSINESS DIPLOMACY AND ECONOMY. – 2022. 

– Т. 1. – №. 3. – С. 39-43. 

5. Ҳосилмуродов И., Султоналиева Г. Тафаккур услубининг фалсафий-

методологик таҳлили //Zamonaviy innovatsion tadqiqotlarning dolzarb muammolari va 

rivojlanish tendensiyalari: yechimlar va istiqbollar. – 2022. – Т. 1. – №. 1. – С. 549-551. 

6. Nizametdinov А., Аhmedova H. Elektron ta ‘lim metodologiyasi 

rivojlantirishning usullari //Zamonaviy innovatsion tadqiqotlarning dolzarb muammolari 

va rivojlanish tendensiyalari: yechimlar va istiqbollar. – 2022. – Т. 1. – №. 1. – С. 29-31. 

7. Nodira T. INNOVATIVE MANAGEMENT IN THE DEVELOPMENT OF THE 

HIGHER EDUCATION SYSTEM //Journal of Academic Research and Trends in Educational 

Sciences. – 2022. – Т. 1. – №. 10. – С. 346-351. 

8. Ali o’g’li A. O. STATISTICAL STUDY OF DIRECT MAINTENANCE OF SMALL 

BUSINESS ACTIVITIES IN THE REGIONS //EPRA International Journal of Economic and 

Business Review (JEBR). – 2022. – Т. 10. – №. 6. – С. 30-33. 

9. Норбеков, Х., & Туйчиева, Н. (2022). Формирование конкурентных 

преимуществ компании . Zamonaviy Innovatsion Tadqiqotlarning Dolzarb Muammolari 

Va Rivojlanish Tendensiyalari: Yechimlar Va Istiqbollar, 1(1), 589–592. Retrieved from 

https://inlibrary.uz/index.php/zitdmrt/article/view/5351 

10. Nasirov B. U., Boltaeva M. J. Genesis And Transformation Of The Public Catering 

System In Uzbekistan During The Soviet Period //Turkish Online Journal of Qualitative 

Inquiry (TOJQI) Volume. – Т. 12. – С. 5834-5841. 

11. Uchkun S., Dilshod N. PROCESS OF IDENTIFYING THE SIGNIFICANT 

ACCOUNTS IN THE REVENUE CYCLE //Journal of marketing, business and management. – 

2022. – Т. 1. – №. 1. – С. 32-36. 



Journal of Academic Research and Trends in Educational Sciences (JARTES) 
VOLUME 1, ISSUE 12 / ISSN 2181-2675 

 
 

48  
 

12. Nodira T., Rashid X. PROBLEMS OF INNOVATION MANAGEMENT IN THE 

HIGHER EDUCATION SYSTEM //Web of Scientist: International Scientific Research Journal. 

– 2022. – Т. 3. – №. 11. – С. 155-164. 

13. Nizametdinov Ali Akramovich. (2022). SUN’IY INTELEKTNI KADRLAR 

SIYOSATINI RIVOJLANTIRISHDAGI AHAMIYATI. International Journal of Contemporary 

Scientific and Technical Research, 1(2), 251–253. Retrieved from 

http://journal.jbnuu.uz/index.php/ijcstr/article/view/171 

14. Abdusattarovich M. B. CALCULATING ECONOMIC EFFICIENCY IN THE DIGITAL 

ECONOMY IN UZBEKISTAN //Web of Scientist: International Scientific Research Journal. – 

2022. – Т. 3. – №. 10. – С. 1189-1194. 

15. Khakimov O. SOCIAL GOALS OF STUDENTS IN HIGHER EDUCATION 

//International Bulletin of Applied Science and Technology. – 2022. – Т. 2. – №. 11. – С. 55-

59. 

16. Nosirovich A. N. The Methodology of Preparation of Students of Vocational 

Schools and Colleges for Technical Creative Activity //PSYCHOLOGY AND EDUCATION. – 

2021. – Т. 58. – №. 2. – С. 1470-1485. 

17. Nizametdinov A. et al. THE IMPORTANCE OF THE DIGITAL ECONOMY TODAY 

//Journal of Academic Research and Trends in Educational Sciences. – 2022. – Т. 1. – №. 11. 

– С. 251-254. 

18. Alimov N., Gulrukh F. Dependence of psychological maturity on the strength of 

family relationships //Eurasian Journal of Humanities and Social Sciences. – 2022. – Т. 6. – 

С. 38-41. 

19. Nosirovich A. N. The Methodology of Preparation of Students of Vocational 

Schools and Colleges for Technical Creative Activity //PSYCHOLOGY AND EDUCATION. – 

2021. – Т. 58. – №. 2. – С. 1470-1485. 

20. Burkhanovna, K. D., Alisherovich, M. R., & Ugli, N. B. U. (2021). Communication 

as the main source of personality development. ACADEMICIA: An International 

Multidisciplinary Research Journal, 11(5), 75-80. 

21. Nosirovich, A. N., & Umarovich, N. B. (2022). CYBERSPACE IN THE REAL 

WORLD. Journal of Academic Research and Trends in Educational Sciences, 1(10), 410-414. 

22. Nizametdinov, A. A. (2022). OLIY TA’LIM TIZIMIDA AGRAR SOHANING 

USTUVORLIGI UNDA INNOVATSIYALARNING QULLANISHI. INTERNATIONAL 

CONFERENCES, 1(6), 96–98. Retrieved from 

https://researchedu.org/index.php/cf/article/view/104 

23. Nizametdinov, A. A. (2022). OLIY TA’LIM TIZIMINING AGRAR SOHASIDA 

INNOVATSION TEXNOLOGIYALAR QOʻLLASH USTUVORLIGI. INTERNATIONAL 

CONFERENCES, 1(6), 58–60. Retrieved from 

https://researchedu.org/index.php/cf/article/view/96 

24. Akramovich N. A. et al. RAQAMLI IQTISODIYOTNI O’ZBEKISTONDAGI O’RNI 

//Conferencea. – 2022. – С. 67-69. 

https://researchedu.org/index.php/cf/article/view/104
https://researchedu.org/index.php/cf/article/view/96


Journal of Academic Research and Trends in Educational Sciences (JARTES) 
VOLUME 1, ISSUE 12 / ISSN 2181-2675 

 
 

49  
 

25. Najmiddinov Dilshod. (2022). XALQARO STANDARTLAR ASOSIDA 

KORXONALARDA TUSHUMLAR AUDITINI TASHKIL QILISH BOSQICHLARI VA 

DASTAKLARINI TAKOMILLASHTIRISH. https://doi.org/10.5281/zenodo.7304492 

26. Najmiddinov Dilshod Rafiddin O’G’Li, Tulboyeva Dinora Zokir Qizi MOLIYA 

BOZORINI RIVOJLANTIRISHNING USTUVOR YO’NALISHLARI VA UNGA OID YANGI 

YONDASHUVLAR // JMBM. 2022. №8. URL: https://cyberleninka.ru/article/n/moliya-

bozorini-rivojlantirishning-ustuvor-yo-nalishlari-va-unga-oid-yangi-yondashuvlar (дата 

обращения: 04.12.2022). 

27. Sirojiddin S., Azizbek A. TRANSITION TO THE MARKET ECONOMY AND ITS 

CHARACTERISTICS IN UZBEKISTAN //Journal of Academic Research and Trends in 

Educational Sciences. – 2022. – Т. 1. – №. 11. – С. 255-258. 

28. Nodira T., Sirojiddin S., Azizbek Z. SOCIO-ECONOMIC SYSTEMS //Journal of 

Academic Research and Trends in Educational Sciences. – 2022. – Т. 1. – №. 11. – С. 260-

264. 

29. Sirojiddin S., Nodira T., Dinora S. CHARACTERISTICS OF PRICE AND 

FORMATION //Journal of Academic Research and Trends in Educational Sciences. – 2022. – 

Т. 1. – №. 11. – С. 265-270. 

 

https://doi.org/10.5281/zenodo.7304492

