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Abstract. In this article, the influence of modern information and communication
technologies on social and economic development is extremely high, which, first of all, increases
labor productivity, ensures competitiveness, creates new goods, and reduces production and
service costs.
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POJIb COBPEMEHHBIX THO®OPMAILIMOHHbBIX U KOMMYHUKAIIUMOHHBIX
TEXHOJIOT'MI B TOBBIIIEHUY KOHKYPEHTOCIHHOCOBHOCTHU TOBAPOB

Armomauuﬂ. B oanmnou cmamve ’{p€36blllalz7H0 BEJIUKO  6IUAHUE COBPDEMEHHbIX
uH¢0pMaI4u0HHblx U KOMMYHUKAYUOHHbBIX mexHoa02ull Ha COYUANIbHO=-IKOHOMUYeCKoe paseuniue,
umo, npeofcée 6ceco, noesiuiaem }’lp0u3800umeﬂbHOCWlb mpyda, obecneyusaem
KOHKypeHm06n0006HOCH1b, cosoaem HoGble moeapsl, cCruscaen sampanibl HdA np0u3eodcm60 u
obcnydcusanue.

Kniouesvie cnosa: ungopmayus, cesasp, mexwono2us, mpyo, mosap, yciyed, Onbulm,
UHHOBAYUAL.

INTRODUCTION

World experience shows that the role and importance of information and communication
technologies (ICT), which includes the production of computer and telecommunication
technologies, software products and the provision of a wide range of interactive services based
on them, is growing in the global economy.

At the same time, the turnover of goods sold by business entities through the use of
electronic commerce is considered retail, regardless of their size. It is also decided to attract
international consulting companies and experts in the field of ICT, to develop its own IT
infrastructure and to strengthen the material and technical base, as well as to be implemented at
the expense of the funds of the ICT Development Fund.

MATERIALS AND METHODS

According to the decision of the Cabinet of Ministers of the Republic of Uzbekistan No.
355 of December 31, 2013 "On measures to introduce a system for assessing the state of
development of information and communication technologies in the Republic of Uzbekistan",
starting from the first quarter of 2014, Information Technologies of the Republic of Uzbekistan
andThe state of implementation and development of ICT in state and economic management,
local government bodies is analyzed every quarter by the experts of the "Electronic Government"
system development center and the Information and Public Security Center of the Ministry of
Communications Development, and rating evaluation works are being carried out.Using
information and communication technologies, interactive public services are aimed at the great
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goal of raising human interests to the highest level of value, and on this basis, it is intended to
make people's distance closer and their problems easier. As a result of the reforms carried out in
this regard, it can be mentioned that 197 types of services have been registered from the register
of statistical data, and the number of services provided by state bodies through websites has
reached 617. The impact of modern information and communication technologies on social and
economic development is extremely high, which is manifested, first of all, in the increase of
labor productivity, competitiveness, creation of new jobs, and reduction of production and
service costs. Ultimately, the export potential of the country will increase, the opportunity to
enter foreign markets and open new trade routes will expand. In this regard, the task of modern
information and communication technologies is primarily to determine a high-quality, reliable
and competitive product, its market place and customer demand. Simply put, modern
information and communication technologies act as mediators in this process. Mediation, on the
other hand, is an activity that creates an opportunity to conclude a deal that is beneficial for both
parties, that is, the producer and the consumer. It can be seen that the duration and continuity of
the activity of the intermediary depends on the quality, competitiveness and guarantee of the
product offered to the consumer, in a word, the brand. A brand is the image of a product or
service in the consumer's imagination, which is manifested as the trust gained by the company
offering this service or product, its mental or spiritual value in front of the consumer. In general,
a brand is the image, value and reputation of a company, product or service.

The tasks of the rating assessment are to analyze the current state of ICT introduction in
organizations, to identify obstacles, to eliminate them and to provide practical assistance in the
development of a plan of measures aimed at increasing the efficiency of activities, and then to
prepare priority proposals for the introduction and development of ICT.

RESULTS

The impact of modern ICT on socio-economic development is extremely high, and is first
of all manifested in the increase of labor productivity, competitiveness, creation of new jobs,
reduction of production and service costs. "Internet markets”, i.e. World Wide Web (WWW)
Internet trade networks, are rapidly developing as a non-traditional business in the effective
organization of e-commerce activities of companies.

The development of ICT led to the emergence of electronic commerce, the most
important system of the Internet. The concept of modern marketing became the basis for the
emergence of a new direction of Internet marketing128.

DISCUSSION

One of the main characteristics of Internet marketing is its hypermedia nature, which is
characterized by high efficiency in the presentation and absorption of information, significantly
increasing marketing opportunities in improving relations between businesses and consumers.
The role of the Internet is not limited to communicative functions, but also includes the ability to
conclude transactions, make purchases and make payments, which provides the characteristics of
a global electronic market. Electronic commerce (e-Commerce) tools are widely used in the
practice of developed countries to organize effective sales of products produced by enterprises.
These four models of e-commerce, C2C, B2B, B2C and C2B, are common in developed
countries.

Effective use of modern information and communication technologies (ICT) in marketing
activities leads to effective formation of marketing technologies of enterprises, and in turn,
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traditional and outdated marketing technologies are increasingly pushed out of practice.
Expanding the possibilities of using marketing technologies such as neuromarketing, cognitive
marketing, sensor marketing, mobile marketing, internet marketing and crowdsourcing methods
in industrial enterprises allows them to operate effectively and ensure their competitiveness.

CONCLUSIONS

Internet technology has allowed entrepreneurs with new ideas to enter the industry,
making it easier for customers to find, evaluate and buy the goods they need. These models are
compatible with the long-term revolution in consumer product markets, resulting in the effective
transfer of market judgment from the manufacturer to the retailer.
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