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Annotation: This study investigates the essential linkage of 

destination management and branding strategies for sustainable 

competitive advantage in the global tourism sector. Through a 

thorough examination of contemporary tourism markets this study 
focuses on how destination management organisations (DMOs) can 

take advantage of destination branding processes to provide 

differentiation, enhance the visitor experience and perpetuate a long-
lasting market position. The findings show that destination alliances 

successfully using destination branding use an integrated approach 

combining authenticity, digital innovation, and sustainability. 

Keywords: destination management, tourism branding, competitive 
advantage, DMO, sustainable tourism 

TURIZM MAQSADLARINI BOSHQARISH VA BRENDING: 

GLOBAL TURIZMDA RAQOBAT USTUNLIKLARINI 

YARATISH 
Annatatsiya: Ushbu maqola global turistik bozorda barqaror 

raqobatbardosh ustunlikka erishish uchun destinatsiyalarni 
boshqarish va brendlash strategiyalarining o‘zaro bog'liqliginining 

ahamiyatini o‘rganishga qaratilgan. Zamonaviy turistik bozorlarni 

o‘rganishga asoslanib, ushbu tadqiqot sayyohlik destinatsiyalarini 

boshqarish tashkilotlari differentsiatsiyani ta'minlash, tashrif 
buyuruvchilar qoniqishini yaxshilash va uzoq muddatli bozor 

mavqeilarini mustahkamlash uchun sayyohlik yo‘nalishlarini 

brendlash jarayonlaridan qanday foydalanishlari mumkinligiga 
qaratilgan. Tadqiqot natijalari shuni ko‘rsatadiki, sayyohlik 

yo‘nalishlarini brendlashdan muvaffaqiyatli foydalanadigan sayyohlik 

hamkorlar haqiqiylik, hamkorlik, raqamli innovatsiyalar va 

barqarorlikni birlashtirgan yaxlit yondashuvdan foydalanadi. 
Kalit so‘zlar: destinatsiyani boshqarish, turizm brendingi, 

raqobatbardosh ustunlik, DMO, barqaror turizm 

УПРАВЛЕНИЕ ТУРИСТИЧЕСКИМИ ДЕСТИНАЦИЯМИ 

И БРЕНДИНГ: СОЗДАНИЕ КОНКУРЕНТНЫХ 

ПРЕИМУЩЕСТВ В МИРОВОМ ТУРИЗМЕ 

Аннотация: В данной статье исследуется существенная 
взаимосвязь стратегий управления дестинациями и брендинга 

для получения устойчивого конкурентного преимущества в 

мировом туристическом рынке. На основе тщательного изучения 

современных туристических рынков это исследование 
фокусируется на том, как организации по управлению 

туристическими направлениями могут использовать 

преимущества процессов брендинга туристических направлений 
для обеспечения дифференциации, улучшения впечатлений 

посетителей и закрепления долгосрочных позиций на рынке. 

Результаты исследования показывают, что туристические 
альянсы, успешно использующие брендинг туристических 

направлений, используют комплексный подход, рассказывание 

историй, сотрудничество, цифровые инновации и устойчивость. 

Ключевые слова: управление дестинациями, туристический 
брендинг, конкурентное преимущество, DMO, устойчивый 

туризм. 
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Introduction 

The global tourism sector has 

experienced an extraordinary 

transformation in the past several decades, 

changing from a luxury item to a vital 

economic engine impacting millions of 

global destinations (Buhalis & 

Amaranggana, 2023). Global 

international tourist arrivals are projected 

to reach 1.8 billion by 2030 which places 

pressure on destinations to compete for 

visitors' attention, loyalty, and spending 

(World Tourism Organization, 2024). 

This increasingly competitive 

environment has propelled destination 

management and destination branding 

from marginal marketing activities to 

primary strategic imperatives for 

destinations looking to remain viable and 

successful into the future (Morgan et al., 

2023).  

Destination branding is a complex 

phenomena that evolves beyond product 

marketing, and involves the development 

of unique identities that resonate with 

multiple stakeholder audiences while 

staying true to recognized place attributes 

(Kavaratzis & Hatch, 2023). Unlike the 

brands of organizations in which these 

brands are entirely owned by the 

organizations, destination brands are 

independent meanings that emerge from 

the convergence of limited planned 

marketing, organic community stories, 

and visitor activities, forming 

multifaceted constructs of identity that 

require advanced management (Zenker & 

Braun,2022). The nature of multi-

stakeholders results in several challenges 

for destination branding as the message 

must be coordinated with multiple service 

providers, audiences, and members of the 

community (Gartner & Konecnik 

Ruzzier, 2023). 

The COVID-19 pandemic drastically 

changed tourism and accelerated digital 

transformation while increasing the 

importance of sustainability, authenticity, 

and the impact on local communities 

(Chen & Liu, 2024). At the same time, this 

created greater pressure on strategic 

destination management, as recovery 

plans would need to lead to improvements 

in evolving consumer preferences, 

environmental impact, and community 

resilience (Sigala, 2023). In this complex 

environment, destinations that 

successfully maneuver through these 

challenges display best practices in 

branding that create meaningful 

differentiation and sustainable 

competitive advantages. 

This study addresses the critical gap 

in understanding how destination 

management organizations can identify 

and implement branding strategies in 

developing effective competitive 

positioning within increasingly crowded 

global markets (Hosseini et al., 2023). It 

examines the relationship between 

destination management practice and 

branding effectiveness and identifies best 

success factors which help destinations 

create unique and distinguishable market 

positions while ensuring authenticity and 

sustainability (Fernandes & Fernandes, 

2022). 

Methods 

This research used a mixed-methods 

approach that incorporated quantitative 

analysis of destination performance 

measures and qualitative analysis of 

destination branding strategies used by 45 

international destinations. The method 

was created to incorporate both elements 

of measurable outcomes and strategic 

processes, which lead to successful 

destination branding. 

Data Collection 
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The primary data collection method 

utilized semi-structured interviews. We 

interviewed 78 destination management 

professionals, including DMO executives, 

the director of marketing and brand 

managers from destinations across six 

continents. We used purposive sampling 

to select interview participants so that a 

diverse representation of destination types 

was preserved (e.g., urban, coastal, 

cultural, adventure), stalk development 

level (e.g., emerging, developing and 

mature), and geographical representation 

(e.g., continents). 

The interview protocol included 

questions related to developing branding 

strategy, challenges with implementation, 

stakeholder engagement, and 

performance measurement.  

The secondary data analysis 

included tourism statistics, brand 

perception surveys, and digital 

engagement metrics from 2019-2024. 

This process provided longitudinal 

perspectives on the performance over 

time pre-, during and post-pandemic. The 

sources of data included national tourism 

boards and international tourism 

organizations, social media analytics 

resource and repositories, and academic 

databases. 

Analytical Framework 

The study took the overall study 

breadth, provided by the Destination 

Brand Equity Model, as an overall 

framework for analysis (Pike & Bianchi, 

2022), and focused on four dimensions of 

branded equity--brand awareness, brand 

image, brand quality, and brand loyalty--

and incorporated new topics, such as 

digital presence, sustainability, and 

community authenticity, as they relate to 

recent conceptualizations of marketing 

destination brand equity (Dedeoğlu et al., 

2023).  

Quantitative analysis utilized 

multiple regression methods to examine 

relationships between branding activities 

and tourism/Hospitality outcomes, while 

qualitative data was analyzed thematically 

utilizing NVivo software (Braun & 

Clarke, 2023) to identify trends in 

successful branding practices. Cross-case 

analysis was conducted to identify best 

practices and similar issues that arose 

throughout the branding case studies.  

Results 

The analysis identified significant 

variations in branding strategies and 

branding outcomes with a clear 

differentiation between high-performing 

destinations and others that were 

unsuccessful in establishing a competitive 

brand position. The main takeaways 

suggest systematised destination branding 

efforts are necessary in order to align 

stakeholder relationships, internal 

capabilities, and external market contexts. 

Brand Strategy Development 

Seventy-three percent of high-

performing destinations engaged in 

extensive brand strategy processes that 

began with authentic asset identification 

rather than reliance on external market 

research alone (Ghosh, 2023). These 

destinations allocated an average of 18 

months to their brand development 

process, while lower-performing 

destinations took an average of 6 months. 

Successful destinations also consistently 

engaged communities, businesses and 

culture-bearers in co-creating 

methodologies during their brand 

development process.  

The high-performing destinations 

created brand identities that were 

aspirational yet authentic, weaving 

messages that were authentic to the local 

character while connecting with future 

visitors in ways that resonated with them. 
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Singapore's "Passion Made Possible" 

campaign executes this well, where lofty 

ambitions are articulated, yet the cultural 

attributes of the destination are 

experienced by visitors throughout their 

journey (Kladou & Kehagias, 2023). 

Digital Integration and Innovation 

Digital capability emerged as a 

critical differentiator, with leading 

destinations demonstrating sophisticated 

multi-platform approaches that created 

cohesive brand experiences across 

touchpoints (Huertas & Oliveira, 2023). 

High-performing destinations allocated 

on average 42% of marketing budgets to 

digital channels, compared to 23% among 

lower performers. These destinations also 

showed greater integration between 

online brand presentation and physical 

visitor experiences. 

Social media engagement metrics 

revealed that authentic, community-

generated content outperformed 

professionally produced materials by 67% 

in terms of engagement rates and 45% in 

conversion to bookings. Destinations that 

successfully encouraged and amplified 

local storytelling achieved stronger 

emotional connections with potential 

visitors (Liu & Cheung, 2024). 

Stakeholder Collaboration 

Successful destination branding 

required new levels of coordination 

among stakeholders; leading destination 

brand partnerships existed as a result of 

formal collaboration schemes between 

tourism businesses and not-for-profit 

organizations or destination marketing 

organizations (DMOs). Eighty-six percent 

of high-performing destination brands had 

organized stakeholder engagement 

programs to create brand consistency at 

every visitor touchpoint. 

The research also revealed that 

destination brands with high internal 

alignment were rated 23% better on 

visitor satisfaction scores and had a 31% 

higher likelihood of positive 

recommendations made by visitors to 

friends and family. In simple terms, 

internal brand strength is a measurable 

indication of external brand positioning in 

the marketplace. 

Analysis 

The results demonstrate that the 

success of destination branding is 

contingent upon the various strategic 

components incorporated into the 

destination branding initiatives, such that 

these concepts work together in concert to 

provide competitive advantages. The 

analysis and insights reveal five critical 

success factors that differentiates leading 

destinations from other competing 

destinations. 

Authentic Narrative Development 

Successful destinations exhibit a 

remarkable capacity for identifying and 

articulating authentic narratives that 

distinguish their offerings and retain 

authenticity (Hultman et al., 2023). These 

narratives go beyond the realm of 

promotional advertisements to include 

genuine place-based stories that are 

embraced by residents and experienced by 

visitors. The crucial aspect of this process 

is identifying the overlap between what 

makes a destination distinctive and what 

is valued by target audiences.  

New Zealand's "100% Pure New 

Zealand" campaign is an example that 

illustrates this principle, building on 

genuine environmental attributes that 

visitors experience when they arrive at the 

destination until they depart. This 

campaign has been both successful and 

enduring, ultimately due to the 

authenticity that is generated and 

authentic experience, rather than 
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marketing-generated positioning 

(Morrison & Coca-Stefaniak, 2023). 

Integrated Experience Design 

Leading destinations understand that 

the market promises must be realized 

through coordinated experience delivery, 

every time, at all visitor touch-points. 

Realizing the potential of the promise will 

require unpacking these processes and 

taking them seriously, as they involve 

typically separate systems and 

organizations in coordination for the 

experience to ignite. It also means 

working with the kinds of organizations 

with which they would normally have 

little, if any, relationship. Leading 

destinations invest considerable resources 

in experience design which ensures a 

consistent branded experience throughout 

the visitor journey, e.g., lands, buildings, 

beaches, transportation, accommodation, 

attractions, restaurants and the provision 

of services like wi-fi, using social media 

for developing the visitor experience. 

Analysis showed that there is a 41% 

increase in brand recall and 29% increase 

in intention to return to destinations that 

provide an integrated experience and 

greater urgency to ensure it occurs, as 

opposed to destinations that deliver 

fragmented service systems. When 

experiences dominate destination value, 

integrated experiences offer a competitive 

advantage that is difficult for competitors 

to replicate in a hurry. 

Community Engagement and 

Ownership 

Possibly the most vital discovery 

pertains to the role of community 

engagement in the destination branding 

process. When residents are part of the 

brand development and delivery process, 

the destination can maintain authentic and 

resilient positions. The community 

ownership of destination brands creates 

natural ambassadors, which strengthens 

the brand message with every interaction 

visitors have with residents. 

Iceland's approach to fostering 

community involvement in tourism 

development demonstrates this, while 

local communities are involved in 

articulating the brand narrative and 

delivering the experience in a meaningful 

way. This strategy has allowed Iceland to 

uphold authentic positioning, despite 

accelerated tourism demand. 

Sustainability Integration 

Modern day destination branding is 

requiring real commitment to 

sustainability beyond a marketing claim 

and will often require operational 

practice. Destinations who uniquely 

position sustainability within their brand 

identity will provide resiliency and 

capture the increasing market segment of 

eco-minded travelers. 

Research shows that destinations 

who truly position sustainability will lead 

to a 26% premium pricing opportunity 

over the competition and greater long-

term market stability. Costa Rica can 

provide strong positioning as an eco-

tourism leader showing how sustainability 

can become a competitive advantage 

when it acts on and implements 

sustainability in an authentic way. 

Digital Ecosystem Development 

Successful destinations have 

developed digital ecosystems that deliver 

comprehensive brand experiences beyond 

the physical visit. These ecosystems 

consist of social media communities, 

content sites, experiences that can be 

delivered virtually, and engagement 

tactics to maintain customer relationships 

between visits.  

The top digital ecosystems achieve 

52% higher repeat visitation rates and 

38% more visitor lifetime value compared 



 

~ 40 ~ www.hcsd.samdu.uz 

ISSN 3030-3672                Inson kapitali va ijtimoiy rivojlanish jurnali 

HCSD             Journal Human capital and social development  

2025 - volume 15, issue 3  Журнал Человеческий капитал и социальное развитие 
to destinations with basic digital 

capabilities. In addition to increased 

number of interactions with the brand, 

they are also capable of responding 

quickly to changes in market conditions 

and consumers’ preferences.  

Discussion 

The findings of the study shed light 

on the multifaceted interface between 

destination management and branding in 

building sustainable competitive 

advantage. The research provides 

evidence that destination branding is 

much more than marketing 

communication and includes advanced 

management approaches to align internal 

resources and capabilities with the 

destination marketing position in the 

external market place. 

Theoretical Implications 

This study expands our knowledge 

of destination management theory by 

showing that competitive advantage is 

created at the intersection of authentic 

asset discovery, stakeholder 

collaborating, and integrated experience 

delivery. The findings show conventional 

marketing approaches, which give 

priority to external positioning > internal 

authenticity, do not lead to sustainable 

competitive advantages which require 

internal authenticity and external 

consistency during experience delivery 

that follow the brand promise.  

The study also shows that the success 

of destination-branding initiatives 

depends on effective dynamic capabilities 

that allow destinations to adapt while 

preserving core identity dimensions. This 

suggests that capabilities related to 

organizational learning build off 

traditional marketing capabilities are key 

to destination management organizations 

(DMOs) success. 

Practical Implications 

The study offers practical guidance 

for destination management practitioners 

interested in building effective branding 

strategies. The results illustrate the benefit 

of explicit brand-building processes 

which include all stakeholder groups from 

brainstorming concepts through to 

implementation. This collaborative work 

will require substantial in advance 

relationship building work and consensus 

development, but will lead to a more 

sustainably competitive position.  

The study also highlights the 

importance of digital integration when 

building contemporary destination 

branding. Practitioners need to understand 

that digital presence as a brand goes 

beyond promotion, to a comprehensive 

ecosystem that maintains visitor 

relationships, throughout their lifecycle. 

Limitations and Future Research 

This study examined a limited 

number of destinations that recognized 

tourism as an important part of their 

economy and therefore had country 

tourists destinations with tourism 

resources (e.g., branding guidelines, 

destination businesses, marketing 

collaborations, etc.) and destinations with 

tourism destination management 

organizations (DMO) formed. Future 

research should investigate the branding 

challenges or opportunities for new 

destinations that have little to no resources 

and minimal to no infrastructure. 

Additionally, this research focused almost 

entirely on international leisure tourism 

and only minimally focused on other 

types of travel like business travel, 

domestic tourism, or specific market 

segments (e.g., ethnic brands).  

Since digital technology advances 

are creating new consumer preferences for 

tourism planning (e.g., customized travel 

itineraries, flexibility for changes in travel 
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plans,  etc.), there is a clear gap in the 

literature that tracks how tourism 

businesses and destinations will adapt to 

the changes in consumer preferences. In 

particular, there is a knowledge gap on 

how artificial intelligence (AI), virtual 

reality (VR), and other emerging 

technologies can affect the delivery and 

development of destination brands. 

Conclusion 

Destination management and 

branding are essential capabilities for 

building competitive advantage in the 

global tourism industry. To be successful, 

you must adopt an integrated approach, 

which requires authentic narrative 

development, stakeholder buy-in, 

readiness to undertake digital innovation, 

and a commitment to sustainability. 

Destinations who can master all of these 

areas will develop a unique place in the 

market, create the best possible visitor 

experience for the target audience and 

create meaningful benefits to the 

community and sustainability in the long 

term.  

The research presented here 

demonstrates that great destination 

branding involves much more than 

marketing communications, moreover it 

involves a holistic approach to 

management that aligns all stakeholder 

activity based on shared brand vision. 

This alignment allows stakeholders to 

create competitive advantages that are 

meaningful to target audiences and very 

challenging for competitors to mimic. 

As the tourism industry continues to 

evolve and adapt, destinations that 

embrace higher-order branding 

capabilities while remaining connected to 

authentic communities will be able to 

flourish and thrive in global markets that 

are becoming increasingly competitive 

and complex. 

The integration of destination 

management and branding is more than a 

marketing concern, it marks the strategic 

capability for sustainable development of 

tourism. 

LIST OF USED LITERATURE: 

1. Braun, V., & Clarke, V. (2023). Toward good practice in thematic analysis: 

Avoiding common problems and be(com)ing a knowing researcher. International 

Journal of Transgender Health, 24(1), 1-6. 

2. Buhalis, D., & Amaranggana, A. (2023). Smart tourism destinations 

enhancing tourism experience through personalisation of services. In Information and 

communication technologies in tourism (pp. 377-389). Springer. 

3. Chen, M., & Liu, Y. (2024). Post-pandemic tourism recovery: Strategies for 

destination resilience and competitiveness. Journal of Travel Research, 63(2), 245-

262. 

4. Dedeoğlu, B. B., Taheri, B., Okumus, F., & Gannon, M. (2023). 

Understanding the importance that consumers attach to social media sharing (ISMS): 

Scale development and validation. Tourism Management, 96, 104715. 

5. Fernandes, S., & Fernandes, C. (2022). Destination management and 

marketing: The role of innovation and technology. International Journal of 

Contemporary Hospitality Management, 34(8), 2956-2975. 



 

~ 42 ~ www.hcsd.samdu.uz 

ISSN 3030-3672                Inson kapitali va ijtimoiy rivojlanish jurnali 

HCSD             Journal Human capital and social development  

2025 - volume 15, issue 3  Журнал Человеческий капитал и социальное развитие 
6. Gartner, W. C., & Konecnik Ruzzier, M. (2023). Tourism destination brand 

equity dimensions: Renewal versus repeat visitation. Journal of Travel Research, 

62(4), 786-802. 

7. Ghosh, S. (2023). Destination branding through co-creation: A systematic 

literature review and future research agenda. Journal of Destination Marketing & 

Management, 28, 100785. 

8. Hosseini, S., Cortes-Macías, R., Foroudi, P., & Merrilees, B. (2023). 

Destination branding and tourist motivation: A systematic review of literature. Journal 

of Business Research, 154, 113307. 

9. Huertas, A., & Oliveira, A. (2023). How does the destination's social media 

communication influence tourists' choice? The mediating role of the destination brand. 

Tourism Management Perspectives, 46, 100993. 

10. Hultman, M., Skarmeas, D., Oghazi, P., & Beheshti, H. M. (2023). Achieving 

tourist loyalty through destination personality, satisfaction, and identification. Journal 

of Business Research, 156, 113491. 

11. Kavaratzis, M., & Hatch, M. J. (2023). The dynamics of place brands: An 

identity-based approach to place branding theory. Marketing Theory, 23(1), 69-86. 

12. Kladou, S., & Kehagias, J. (2023). Destination brand love: Conceptualization 

and measurement. Tourism Management, 94, 104646. 

13. Liu, H., & Cheung, L. T. O. (2024). Social media marketing and destination 

branding: A systematic review and research agenda. Journal of Hospitality and 

Tourism Technology, 15(2), 234-251. 

14. Morgan, N., Pritchard, A., & Piggott, R. (2023). Destination brands: 

Managing place reputation (3rd ed.). Routledge. 

15. Morrison, A. M., & Coca-Stefaniak, J. A. (2023). Destination management 

and marketing: Breakthroughs in research and practice. IGI Global. 

16. Pike, S., & Bianchi, C. (2022). Destination brand equity for Australia: Testing 

a model of CBBE for short-haul and long-haul markets. Journal of Hospitality & 

Tourism Research, 46(4), 734-753. 

17. Sigala, M. (2023). Tourism recovery post-COVID-19: The case for digital 

transformation and innovation. International Journal of Contemporary Hospitality 

Management, 35(6), 2145-2163. 

18. World Tourism Organization. (2024). Tourism towards 2030: Global 

overview. UNWTO Publications. 

19. Zenker, S., & Braun, E. (2022). Rethinking the measurement of place brands. 

Journal of Place Management and Development, 15(1), 53-71. 

  



 

~ 207 ~ www.hcsd.samdu.uz 

ISSN 3030-3672                Inson kapitali va ijtimoiy rivojlanish jurnali 

HCSD             Journal Human capital and social development  

2025 - volume 15, issue 3  Журнал Человеческий капитал и социальное развитие 

CONTENTS 

1 
SAMARQAND VILOYATIDA INVESTITSION - INNOVATSION FAOLLIKNI 

OSHIRISH HOLATI VA INVESTITSIYALARNING TARKIBIY XUSUSIYATLARI 
 

 Bektemirov Abdumalik Bektemirovich, Axrorov Abbos Aslamjon o‘g‘li 4-13 

2 
“YASHIRIN IQTISODIYOT”GA METODOLOGIK YONDASHUVNI 

TAKOMILLASHTIRISH 
 

 Abduvohidov Najmiddin Rahmatullaevich 14-19 

3 
OILA TADBIRKORLIGINI RIVOJLANTIRISH DASTURI DOIRASIDA BANKLAR 

TOMONIDAN AMALGA OSHIRILGAN ISHLARNING AHAMIYATLI JIHATLARI 
 

 Z.D.Niyozov , A.A.Axrorov 20-24 

4 
HUDUDIY INVESTITSIYA JOZIBADORLIGINI OSHIRISHNING TASHKILIY-

IQTISODIY MEXANIZMLARINI TAKOMILLASHTIRISH 
 

 Bektemirov Abdumalik Bektemirovich, Ergasheva Aziza Xasan qizi 25-34 

5 
DESTINATION MANAGEMENT AND BRANDING: CREATING COMPETITIVE 

ADVANTAGE IN GLOBAL TOURISM 
 

 Nasimov Dilmurod Abdullayeich, Sirojiddinova Shahrizoda 35-42 

6 
TAʼLIM MUASSASALARIDA RESURSLARDAN SAMARALI FOYDALANISH 

TAMOYILLARI 
 

 Meliboyev Ibroxim Mavlon o‘g‘li 43-47 

7 

SUN’IY INTELLEKT ASOSIDA MA’LUMOTLARNI TAHLIL QILISH VA 

BASHORATLASH ALGORITMLARINI ISHLAB CHIQISHNING NAZARIY VA 

AMALIY ASOSLARI 

 

 Bekmurodov Ulug‘bek Bahrom o‘g‘li, Shomirzayev Farruh Akram o‘g‘li 48-55 

8 
SAMARQAND VILOYATIDA INVESTITSION-QURILISH JARAYONLARI 

ISHTIROKCHILARI FAOLIYATINING ASOSIY KO‘RSATKICHLARI TAHLILI 
 

 Abduvaliyev Bekzod Muxiddin o‘g‘li 56-61 

9 
TURISTIK XIZMATLAR VUJUDGA KELISHINING XUSUSIYATLARI VA 

RIVOJLANISH BOSQICHLARI 
 

 Umirzoqova Muxabbat Ismatjon qizi 62-67 

10 
TURAR-JOY KO‘CHMAS MULK OBYEKTLARINI BAHOLASH XIZMATLARI 

SAMARADORLIGINI OSHIRISH USULLARINI TAHLILI 
 

 A.S.Suyunov, B.M.Abduraimov, B.A.Suyunov 68-73 

11 
BANK XIZMATLARIDA AN’ANAVIY XIZMATDAN RAQAMLI XIZMATGA 

O‘TISHNING AHAMIYATLI JIHATLARI 
 

 Niyozov Zuxur Davronovich, Bektemirov Bunyodjon Mamasaliyevich 74-78 

12 

MINTAQAVIY TRANSPORT INFRATUZILMASINI RIVOJLANTIRISHDA DAVLAT 

XUSUSIY SHERIKLIK MEXANIZMLARINING QO‘LLANILISHI VA ULARNING 

USTUVOR YO‘NALISHLARI 

 

 Rahmonov Rasul Ne’matovich 79-86 

13 
POTENTIAL AND POSSIBILITIES OF UTILISATION OF CULTURAL HERITAGE FOR 

TOURISM DEVELOPMENT IN SAMARKAND 
 

 Mukhsin Khidirov, Umida Shodieva 87-91 

14 
O‘ZBEKISTON IQTISODIYOTIDA XORIJIY INVESTITSIYALARNI 

RAG‘BATLANTIRISHDA ERKIN IQTISODIY ZONALARNING O‘RNI 
 

 Abdurahmonov Azizbek Akram o‘g‘li 92-99 

15 
IoT (INTERNET OF THINES) XAVFSIZLIK MUAMMOLARINI BARTARAF ETISH 

USULLARI 
 

 Bekmurodov Ulug‘bek Bahrom o‘g‘li , Ruziyeva Zulfiya Qurvonovna 100-106 



 

~ 208 ~ www.hcsd.samdu.uz 

ISSN 3030-3672                Inson kapitali va ijtimoiy rivojlanish jurnali 

HCSD             Journal Human capital and social development  

2025 - volume 15, issue 3  Журнал Человеческий капитал и социальное развитие 

16 

СОВЕРШЕНСТВОВАНИЕ МЕТОДОВ ПОВЫШЕНИЯ ЭФФЕКТИВНОСТИ 

УСЛУГ ПО ОЦЕНКЕ ОБЪЕКТОВ ЖИЛОЙ НЕДВИЖИМОСТИ (НА ПРИМЕРЕ 

РЫНКА ЖИЛЬЯ Г. САМАРКАНДА) 

 

 А.С.Суюнов, Б.А.Суюнов 107-114 

17 
TURIZM SOHASINI KLASTERLASHTIRISHNING INNOVATSION OMILLARI VA 

XUSUSIYATLARI 
 

 Botirov Og‘abek Jasurbek o‘g‘li 115-118 

18 
INNOVATSION USULLARDAN FOYDALANISH ORQALI TABIIY TURISTIK 

RESURSLARNI SAMARALI RIVOJLANTIRISH YO‘LLARI 
 

 Rabbimov Muxriddin Musoqul o‘g‘li, Samiyeva Muxlisa Olim qizi 119-123 

19 
XIZMAT KO‘RSATISH KORXONALARIDA RESURS TA’MINOTI TUSHUNCHASI, 

MAZMUNI VA IQTISODIY MOHIYATI 
 

 Аrziqulоvа Оybаrchin Еshquvаt qizi 124-130 

20 
RAQAMLI IQTISODIYOT SHAROITIDA DAVLAT BOSHQARUVINING 

RIVOJLANISH TENDENSIYALARI 
 

 Sanakulova Iroda Abrorovna 131-135 

21 
QISHLOQ XO‘JALIGI MAHSULOTLARINI QAYTA ISHLASH INFRATUZILMASINI 

RIVOJLANTIRISH ISTIQBOLLARI 
 

 Nurimbetov Timur Uzakbergenovich 136-140 

22 

HUDUDIY IQTISODIYOTNI RIVOJLANTIRISHDA TURISTIK-INNOVATSION 

KLASTERLARNING INSTITUTSIONAL ASOSLARI VA RIVOJLANISH 

MEXANIZMLARI 

 

 Erbo‘tayev Azimjon Qahramon o‘g‘li 141-148 

23 
INNOVATSION RIVOJLANISH SHAROITIDA INSON KAPITALINING KICHIK 

BIZNES RIVOJLANISHIGA TA’SIRI 
 

 Eshbo‘riyev Umarbek Rаshidovich 149-155 

24 
SAMARQAND VILOYATIDA MUZEY TURIZMINI RIVOJLANTIRISHNING 

IQTISODIY SAMARADORLIGI 
 

 Yulduz Pirnazarovna Urunbayeva 156-163 

25 
ELEKTRON TIJORATNING RIVOJLANISHI VA UNING ZAMONAVIY 

TENDENSIYALARI 
 

 Tashmatov Sharaf Urokboyevich 164-170 

26 
TADBIRKORLIK RISKI VA TAVAKKALCHILIK: NAZARIY DIFFERENSIYA HAMDA 

ULARNING BOSHQARUVDAGI AHAMIYATI 
 

 Abduxamid Abdumalikovich Bektemirov 171-178 

27 
OLIY TA’LIM TIZIMIDA RAQAMLI PLATFORMALARDAN FOYDALANISH 

SAMARADORLIGINI OSHIRISH 
 

 Boynazarova Iroda Mahmud qizi 179-185 

28 
ДВУХЭТАПНЫЙ МЕТОД ГРУППИРОВКИ БУЛЕВЫХ ПРИЗНАКОВ И 

ПОСТРОЕНИЕ ИНФОРМАТИВНЫХ ПРИЗНАКОВ В ВЫДЕЛЕННЫХ ГРУППАХ 
 

 Порсаев Ганиджон Мухамедович  186-193 

29 

RESEARCH ON MARKETING INNOVATION OF CHINESE MUSEUM CULTURAL 

AND CREATIVE PRODUCTS FROM THE PERSPECTIVE OF EXPERIENTIAL 

MARKETING 

 

 Nasimov Ikrom Khusanovich, Guang Yang 194-200 

30 
TURIZM SOHASINING INNOVATSION FAOLLIGI VA 

RAQOBATBARDOSHLIGINI OSHIRISH HOLATI TAHLILI 
 

 Xaitov Oxunjon Nomoz o‘g‘li 201-206 
 


