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OPENING SPEECH OF RECTOR OF MANAGEMENT DEVELOPMENT
INSTITUTE OF SINGAPORE IN TASHKENT

Dr. Jasur Salikhov 'D' 'c

Dear esteemed guests,

Valuable members of the Government,

Local and International Scholars and Business Elite,
Ladies and Gentlemen,

It is my honor to welcome all as the respected guests of the International Fashion Forum that
we hold at premises of MDIS Tashkent campus. Let me express my sincere gratitude and deep
appreciation to the Ambassador of France, Her Excellency Madame Aurélia Bouchez, the Ambassador
of Bangladesh, His Excellency Mr. Md Zahangir Alam, the Senator -Deputy Chairman of the
Committee on Youth, Culture and Sports of the Senate of Oliy Majlis of Uzbekistan — Dr.
Tashmukhamedova, the Chairman of the board of the Uzbekistan Textile and Garment Industry
Association, Mr. llkhom Khaydarov, Deputy Minister of the Innovational Development Ms. Shakhlo
Turdikulova, the representatives of the German Agency for International Cooperation, higher
educational institutions, representatives of the fashion and design industry for accepting our invitation
and joining us today.

The main subject of today’s International Fashion Forum is “New Uzbekistan: Textile
Sustainability - new opportunities for Fashion industry”. It not only contains the priority tasks of the
state policy of our country, but its importance is highlighted in the Decree of the President of the
Republic of Uzbekistan “On additional measures to comprehensively support young people and
further increase their social activity” (dated July 13, 2021 No. UP-6260), as well as the Decree of the
President of the Republic of Uzbekistan “On measures for the further development of light industry
and stimulating the production of finished products (dated September 16, 2019, No. PP-4453).

3 # MDIS
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We are delighted that our event has coincided with decision of Cotton Campaign on withdrawal
of the global boycott from Uzbekistan's cotton industry, a historic milestone that was made possible
by the astounding commitment of the President of Republic of Uzbekistan Shavkat Mirziyoyev,
together with the work of Uzbek civil society activists, international organizations, transnational
brands, as well as the Uzbek government's efforts to eliminate forced labour. These measures were
also recognized by the International Labour Organization.

The global textile sector is estimated to be worth 1.4 trillion US dollars and employs over 300
million people, the majority of whom live in developing countries. Rated among the top six biggest
cotton producers in the World, our country further works towards unveiling a giant potential to become
a prominent exporter of ready-to wear textile products.

Uzbekistan's textile industry continues to expand at a rapid pace on the way of transition from
supplier of raw cotton yarn to high added value goods on the international market. A number of
developments have occurred in the sector during the last four years.

In a short period of time, a unique design direction was created in the country, combining both
modern trends in high fashion and the traditions of making clothes with the national identity, forming
its own fashion industry, strengthening the role of Uzbekistan as one of the cultural centers of the
world.

As labor-intensive sectors, the textile and garment industries have enough capacity to provide
a large number of employment.

Nowadays, we are facing considerable challenges in terms of the main directions and trends in
the development of the fashion and textile industries in Uzbekistan, as well as the education system,
which underline importance of developing entrepreneurial skills in the fashion industry. For this aim,
Management Development Institute of Singapore in Tashkent has launched the new faculty- Fashion
Product and Promotion of University of Sunderland UK in 2018. We will be able to see the results of
the work carried out by our students in the framework of today’s event.

Furthermore, we are honored to announce that Management Development Institute of Singapore in
Tashkent has become a recipient of the grant by GIZ for the launch of the Fashion Incubator project
in partnership with the Uzbekistan Textile and Garment Association. This triangle is a bright example
of the co-operation between government, international organization and educational institution, which
serves as a bridge in establishing a Central Asian fashion hub in Tashkent.

The program objectives aim at training high-profile specialists for fashion and textile industries
of the international level. The details of the project will be further provided by our dearest guests Ms.
Gina Burgard and Mr. Laurent Aucouturier.

The main goal of today’s event is to bring together leading domestic and foreign experts, as
well as representatives of fashion business, to exchange and transfer experience in the field of the
textile industry, design and fashion in attracting the attention to the challenges and opportunities of
fashion industry in emerging realities.

MDIS 4
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According to the program structure, the forum will consist of conference part, as well as the runway
show, representing collections designed by students and top fashion designers of Uzbekistan and
Kyrgyzstan. 1 hope we will be able to see some inspirational collections and motivate conference
participants for even greater endeavors.

Apart from that, the co-organizer of the forum -Uzbekistan Textile and Garment Industry
Association have kindly arranged a visit to fashion and textile sights, to further promote “University
3.0” concept, exchange experience and share the plans on developing a potential of fashion incubation.
All the participants of the forum are cordially invited to attend the field trip.

Dear participants, distinguished guests! Let’s make a full use of these two days and put our
best efforts to exchange experience, and resolve inquiries with the help of distinguished participants
that honored us with their presence.

I wish us to have a fruitful and productive experience. Thank you and have a successful day!

FIT | MULTLPHASE PROJECT WITH
GREAT AN
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GI1Z PROJECT ‘SUSTAINABILITY AND VALUE ADDED IN THE COTTON
ECONOMY IN UZBEKISTAN

Gina Burgard
Project Manager
German Agency for International Cooperation (G1Z)

ke

Fashion has a lot of negative impacts on our with adopting a more sustainable
planet lifestyle.
Consumers in Europe are asking for sustainable » Equally important, 28% of consumers
fashion have stopped buying certain products

o due to ethical or environmental
Study by Deloitte in 2021

. concerns.

(https://wwwz2.deloitte.com/uk/en/pages/consu
mer-business/articles/sustainable- e« Gen Z are adopting more sustainable
consumer.html): behaviors than any other groups: 50%

reduced how much they buy and 45%
stopped purchasing certain brands
because of ethical or sustainability
concerns.

o Sustainability remains a  key
consideration for consumers in 2021
with 32% of consumers highly engaged

B MDIS
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During the COVID-19 crisis, consumers have already changed their behavior to
achieve sustainability goals.

Change in behavior during COVID-19 crisis, o of respondents (n = 2,004)"

I have made significant I have started I have gone out of my

changes to my to gao out of my way to buy products
lifestyle to lessen my way to recycle in envircnmentally
envirenmental impact friendly packaging

Strongly agree - . -

34

Somewhat agree 36 og

Somewhal disagree

Disagree

Strongly disagres

gL

Study by Mc Kinsey in 2021

International Companies have committed to sustainable fashion — ex. Cotton
The Sustainable Cotton Challenge:
100% Sustainable Cotton by 2025 — this means more than 50% of cotton grown worldwide!

GI1Z Cotton Project in Uzbekistan -

‘Sustainability and Value Added in the Cotton Economy’

Objective:

= Strengthening sustainable capacities for
local value addition

Increasing sustainability in the cotton supply
chain in Uzbekistan by:

= Promoting sustainable farming = Fostering global knowledge exchange

methods

¥ MDIS



Commissioner:

= German Federal Ministry for Economic
Cooperation and Development (BMZ)

Duration:

= 04/2019 - 03/2024

Important Partners:

= Ministry of Agriculture of the Republic

of Uzbekistan

= UzTextileprom

GIZ Cotton Project in Uzbekistan -

Areas of Action

@

Increase of economic,

Export

social and ecological
sustainability

Processing

Sustainable Cotton Production — Promoting new farming systems

Production section

= Promotion of and Trainings on sustainable
cotton production

= Support of the ILO Third-Party
Monitoring of child and forced labour in
the cotton harvest

= Technical trainings, e.g. efficient irrigation
technologies, water management, use of
beneficial insects and artificial intelligence
to reduce pesticide use

# MDIS
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Trainings on organic cotton production

Trainings on

principles Better Cotton Standard System
and close cooperation with the Better
Cotton Initiative to facilitate anew
Country Start-up Program in Uzbekistan

In the area of sustainable cotton
production,

We supported the ILO Third Party
Monitoring of child and forced labour in




Uzbekistan since 2019 and worked closely
with the ILO to address this challenge,
including awareness raising in the country
— S0 we are of course very happy about the
recent lift of the pledge and congratulate
our partners on this achievement.

We are providing capacity building
activities for farmers on sustainable
production methods, like organic cotton
farming, the use of beneficial insects to
reduce the use of pesticides or sustainable
irrigation methods. In the field of more
sustainable water use, we are currently
working closely with the International
Water Management Institute IWMI in
order to measure the use of water, identify
points where water is not used efficiently
and work together with farmers on better
methods for irrigation.

Although BCI is not yet doing any
licensing in  Uzbekistan,  several
companies and farmers have been trained
by our project in the implementation of the
BCI standard principles. We are working
closely with BCI to evaluate possibilities
for a potential country start-up programme
in the next years.

So in total, due to our interventions, the
area where sustainable production
methods for cotton are used already
increased from 0 ha in 2019 over 30.000
ha today. The area of organic cotton is still
limited small with around 1.500 ha but is
expected to increase significantly in the
next years as well.

Processing sector

Training managers and experts on CSR
principles and international standards:

= QOccupational Health and Safety

= Workers Rights and Grievance
Mechanisms

=  Strengthening implementation of ILO

Promoting international
sustainability certifications / standards like

v TEx,
o ¢

s amfori @ ssci

Trade with purpoase
GoTSs

In processing, we promote the implementation
of social and environmental standards in the
growing textile industry, for example by
organizing trainings for workers and managers
on their rights and obligations, together with
the business association amfori.

We are also piloting effective grievance
mechanisms and procedures in three of our
partner clusters, together with the Fair Labor
Association.

We also support Uzbek textile companies and
clusters  with  capacity  building on
sustainability certifications — which are also
needed for export to European markets in
many cases, such as the GOTS standard for
organic cotton or the amfori BSCI audit.

EXxport sector

Export and integration into international
markets

# MDIS
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. Strengthen demand and supply for more
sustainable cotton and textile products
from Uzbekistan -> market can drive
long-term sustainability

= Support international private sector with
risk assessments, information on the
ground

. Partnerships  with the local and
international private sector

. Support local private sector with
trainings and guidelines, e. g. EU Export
Guide and Merchandiser Trainings

= Support the kick-start of the Fashion
Incubator in Tashkent for sustainable
start-ups (Capacity Building and support
of incubatees)

In addition, the project supports local
companies to export products made of
sustainable cotton to the European market and
thus create new jobs in the industry, for
example by offering capacity building
activities on sustainability standards needed in
the European market, as mentioned on the last
slide.

We also work closely with international
companies to support them with their risk

B MDIS
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assessment and strengthen the demand for
sustainable cotton products from Uzbekistan.
For example, we are entering into partnership
agreements with international companies to
increase the sustainability of cotton and textile
production in Uzbekistan.

It is our belief that only the market can drive
sustainability in the sector on the long-term —
but we can support the local industry with
trainings and guidelines to implement
standards and thus foster sustainability in the
Uzbek cotton sector. For example, we offer
trainings for merchandisers and developed an
export guide for Uzbek companies. As
Uzbekistan received the EU GSP+ status for
preferential market access to the EU, we are
also actively engaging with the civil society
and companies to raise the awareness about
GSP+ and the social and environmental
conventions that need to be respected in order
to maintain this status.

Together with Uztextileprom Association, we
are also organizing a Fashion Incubator in
Tashkent to support local textile start-ups. The
Programme is about to start in May this year
and will support 15 young entrepreneurs in the
textile sector.
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FASHION INCUBATOR TASHKENT:

SUPPORT AND NURTURE TALENTED FASHION ENTREPRENEURS IN UZBEKISTAN

Laurent Aucouturier
Consultant, Gherzi Organization

Fashion Incubator Tashkent: multi-phase project with great ambitions:

H| MAKERS'S SPACE AND PRE- 2 [sddnliniale. MULTI-TENANT PROJECT
INCUBATION PROGRAM PROGRAM

e

: '202'21'2023‘,,
T d

= «Hard» services = Training, mentoring, coaching = Fashion district in Tashkent
- = Practical training = Business planning = Pop-up stores

= Business ideation = Networking = Events

' = Project preparation = Access to finance = Bar, restaurant

11 # MDIS
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STOCKHOLM FASHION FOR
1 FASHION DISTRICT LE VESTIAIRE E DENIM CITY POPLAR WORKS H GOOD

Stockholm, Sweden Roubaix, France S&o Paulo, Brazil East London, UK Amsierdam, Netherlands

— ot
?Permanent =Eight boutique- =Denim academy  =Workshops =Co-working space
showrooms ateliers =\Workshop =Studios =\eeting rooms
=Special trade fairs =Bar-restaurant sl ab =Café =Accelerator
;-Events =Design collective  =Co-working space =Event space program
=Mingle parties =Design studios =Bar and =Fashion school =Scaling program
;-Pop—up exhibitions =Sample studio restaurants =Mini-factory =Event spaces
: =Photo studio =Events =|ncubator studios  =Museum
=Event space =Kids innovator lab
... DENIM POPLAR ‘ FASHION
CITY WORKS | || FOR
IDEATION PRE-INCUBATION
Opportunity screening Market survey
Pre-feasibility study Business plan
Training (technical and management) Business model

Management training

INCUBATION POST-INCUBATION
Mentoring Business development
Technical support Partner search
Commercialization Investment
Business planning Communication

Access to finance

# MDIS 12
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A COMPLETE PROGRAM OF ACTIVITIES

Workshop Mentoring Testimonies Visits / Events
Design and 1 bootcamp (2/3 5 meetings with 1 or 2 shopping
Materials days) reputed local tours
designers
1 monthly 3 invited foreign 1 Demo Day
workshop fashion showcasing
practitioners incubatees’
creation
Production & 1 bootcamp (2/3 5 visits of
logistics days) factories in
Uzbekistan
1 monthly
workshop
Marketing & 1 bootcamp (2/3 5 meetings with
sales days) local specialists
(press & media,
brand consultant,
brand manager,
etc.)
1 monthly
workshop
Business 1 bootcamp (2/3 Bi-monthly 2 pitch contests
planning days) collective
mentoring session
1 monthly Monthly Meet & Mingle
workshop individual nights (monthly)

mentoring session

# MDIS
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KAK IIOCTPOUTDH YCHENIHBIN YCTOMUYUNUBBIN BPEH/I

IIIaBkaT 3aliHUAANHOB

TInasnwuii konempykmop-ousaiinep o6penoa “IDEAL”

Msbl mpopenanu OOJBIION IyTh OT
MaJjoro 0 KpyImHOro IpealpUHUMATEIbCTBA,
B KOTOPOM MBI TIEPEXKWIN B3NETHI U MAJACHHUS.
[lepBbie maru ObUTM MOCTABIEHBI B JATEKOM
1996 rony. OnHako OmbIT, MPUOOPETECHHBIN B
cdepe npeanpruHUMATENbCKON IEATEIbHOCTH B
TE€YEHHE 3TOr0 BpeMeHHu, Obu1 OecuieHeH. B
2001r. 6penn “IDEAL” 6bu1 3an1aTeHTOBAH, a B
2006r. Opa ocHoBana kommanus OOO
“Zamin Turkiston” besycinoBno, IDEAL
Garments sBnsercs OAHUM W3 KPYMHEUIIHX

KOMITAHUH B TEKCTHJILHOMN MPOMBIINIJICHHOCTH.

Mpe1 HE HaMepeBaeMcs
OCTAHABJIMBATbCA HAa JOCTUTHYTOM. MBI
MPOJIOJKMM  IIPUAEPKUBATHCS  TEHACHUUSAM
pPBIHKA, TOCTOSSHHO COBEPIICHCTBYSCh W
yaelsiss 0c000e BHUMaHUE KOHTPOJIIO KauecTBa
CBOCH  TPOAYKIWH, IS  CTAHOBJICHUS
MpeMHyM- KJlacca TEKYIIMX OW3HEeC yCIyr H
TOBAapOB,  BOIUIONIAsl  HOBBIE  MJAEH B
MPEANPUHUMATENBCKON I€SITENbHOCTU. MBI
YCTaHOBUM HOBBIE MEXKIyHAPOJHbIE

OTHOILIICHMUA, qTO IIO3BOJIMT Halrum

B MDIS
Tachkeut

3apyOeKHBIM MapTHEPaM M MapTHEpPaM U3
ctpan CHI" u EBpornsl yBepeHHo, 3¢ppexTuBHO
U TJaBHOE OE30MacHO B3aUMOJICHCTBOBATH C
Hamu B Oyaymem. IDEAL Garments Bcerna
OTKpBITA JIJIsl TECHOT'O COTPYIHHUYECTBA U IS
HOBBIX HMHTEPECHBIX TMpPEIOKEHUN. Mbl
OJyiarojapHbI BCEM, TEM KTO MOIJIEPKUBAET HAC
Ha HallleM IyTH, U TeM, KTO BEpUT B Hac. Mal
OnmarojapyuM  HamMX TMAapTHEPOB, HAIIUX
CTapblX U HOBBIX Jpy3€d, M JKEIaeM BCEM

yAa4u U NpoLBeTaHus!
baxmuép Ymapos, ocnosamens
NuauBuayanbHbIA NOIIKB

B cBoeii paboTe MBI OpUEHTHPYEMCS Ha
WHIUBUIyaIbHOCTh KiueHTa. Hamm mopTHbIe
CO3JAI0T YHUKAJIbHbIE HWMEHHBIE JieKana ¢
yu€TOM BCeX OCOOCHHOCTEH (Urypel U
MOIHBIX TeHAeHIm. [Ipu pa3paboTke MBI
NPUCTYIINBAEMCS K TOXKEIaHUSM KIUCHTA.
bnarogaps aToMy ofex/1a HE IMEET aHAJIOTOB.
OJIETaHTHOCTh MPOSBIAETCS B JIETKOW W

MATKOM TKaHHU, HN3bICKAHHOCTbL - B IIBETC H

14



PHUCYHKE; YTOHYEHHOCTh B TIIOKpOE€ H
NIPEBOCXOIHOW 00paboTke m3aenuii. B cBoeit
pabote Mbl  INPUMEHSEM  POCKOILIHBIE
HATypaJbHble TKaHH OT BEIYIIUX MHPOBBIX

npousBonuteneit Uranuu, Typuun um Kuras.

Hcnonb3ys TOJIBKO JKCKIIFO3UBHBIE
MaTepuasbl, COUYETAIOIIHE B cebe
YHUBEpPCAJIBHOCTh  PELICHUH, KOMQOpT,

HECMHHAEMOCTb, @ TaKXe  DJIECraHTHBINA
BHEUIHUM BUJ. 3aKa3blBasi y HAC KOCTIOM, Brl
MOXeTe OBbITh YBEpEHBI, YTO Ball KOCTIOM
OyZeT CKpoeH ¢ pacueToM MMEHHO Ha Bac c
YUeTOM BCEX BalllUX MOKEJIaHui, U OH OyneT B

TOYHOCTH COOTBETCTBOBAThH Baileil (urype u,

[JIaBHOE, BallleMy XapakTepy.

15
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bpenn

B mpouecce cozmanus Kaxaou HOBOU
KOJUICKIIMA ~ UCTIONB3yeTCsl  0oJiee  THICSYH
KOMOMHAIHI Ppa3IUYHBIX

BBICOKOKAUECTBEHHBIX  TKaHEW,  co3laBas
CTHJIbHbIE, MOJHBIE, HO B TO € BpeMd
AJIETaHTHBIE U KIIACCUYECKUE MOJICIIH.

- 14 pupmeHHBIX QarMaHCKUX Mara3uHa;

- 80 yenoBek CIy)KEOHOTO IePCOoHANIA;

- 40 BUJIOB OJCHKIBI;

- 500 mpomax B JIeHb;

-7 TOProBO-BBICTABOYHBLIX 3aJIa.

# MDIS

IIpousBoacreo

[Iponece MIPOM3BOJICTBA
CTeUATM3UPOBaH MPAKTHYCCKU Ha BCEX BHIAX
ONICK/IbI, HAYMHAsS OT OOYBH 3aKaHYHMBAs
BEPXHEU OJICKHOM.

Hamm (habpuku OCHAIIICHBI
BBICOKOTEXHOJIOTUYECKHUMHU 000PYIOBAHUSIMH.
VY Hac nmeercs:

- 6 habpuk;

- 2500 cmy>keOHOro IepcoHaa;

- 60 000 M2 oOmeil nPOU3BOIACTBEHHON
TUTOIIAIH;

- 31 800 HaumeHOBaHUI TOBapa MPOU3BOIUTCS
B JICHb.

16



History 2018

Opaning store in Fergana

Opanning st in Samornoand
Opening store in Andijan
Opening store in Kokand

2017

Opening first Business cenfer
Opening slore in Shakhrisabz
Opening store in Khoezrm
Opanlng shore In Fergana [Kirgili)
Opening store in Garshi
Opening store in Morgilon

Cpening store in Hukus
oo

v

Cpening store in Nomangan

2014

2008

Cpening store in Nomongon

Opeaning stare in Tashkenl
(Toshkent Sovdo Majrriasi|

Officiol start production
under the brand “|DEAL

2006

»
=)

The foundation
of “IDEAL "

# MDIS
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DIGITALIZATION IN THE TEXTILE INDUSTRY

Shakhnoza Gulomova

Specialist, Design Development Department, Uztextileprom Association

Founder of the brand “Noooza”

Uztextileprom  Association is the
leading organization of Uzbekistan in the
textile sector and unites about 2,000 textile and
clothing knitwear enterprises of the Republic of
Uzbekistan. The Uztextileprom Association,
on behalf of textile enterprises, participates in
all global and local discussions on textiles and
cooperates with more than 50 international
organizations such as ITMF, USAID, GIZ,
GHERZI, KOFOTI and others.

Uztextileprom Association ensures the
widespread introduction of innovative
technologies into the activities of textile
industry  enterprises, including  design
developments, know-how, quality
management systems and modern marketing
services.

Besides, it actively attracts foreign
investments into the textile industry, including
with the aim of improving the logistics and
engineering infrastructure.
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Digitalization

Digitalization is changing the world
around us: we can walk through a museum, go
to the theater without getting out of bed, point
a smartphone camera at ourselves or a friend
and see if a different hair or eye color suits us.

These are accessible technologies that have
already become our everyday life.

Selling Tactics

Since the beginning of the quarantine,
shopping malls and retail clothing stores have
been closed due to the pandemic. Here, a
solution was found quite quickly, retail moved
online (many Uzbek brands are already in the
global marketplace like “Alibaba” and
“Wildberries”, and those who had not
developed this direction before hadto do itina
short time.

Some global corporations have allowed
their employees to work from home, but at the
same time they must maintain communication
with colleagues and call up on work matters.

Imagine that such an employee does not
even need to take off comfortable home
clothes, but rather wear a digitized business suit
during online negotiations.

This technology is available today in
our smartphones, just point the camera with a
mask in the Instagram or Facebook
application and the print will be revealed on
the clothes.

B MDIS
Tachkeut

Fitting with the help of AR and 3D
technologies

There is a virtual fitting using AR and
3D technologies, which stimulates the sales of
fashion and cosmetic brands through the
possibility of contact with the product before
purchase. Virtual fitting will allow everyone to
see your goods in their interior, if it is clothes
then in themselves.

Augmented Reality (AR) is a
technology by which virtual objects become
part of the real surrounding picture of the
world.

Sublimation and direct printing on textiles

Direct printing is printing a print
directly on a fabric or product, and sublimation
printing is drawing a pattern on special paper
and transferring it to the fabric under high
temperatures.

Sublimation printing is more common
in modern industries due to the fact that it
allows you to print both on large lengths of
fabric and on patterns for cutting.

Sublimation printing has a low barrier
to entry into the business. This is achieved by
balancing the cost of equipment, the low cost
of printing on fabric and the low cost of
ownership of the solution from 3 to 5 years.

The return on investment of such a
solution is from 1 to 3 years, depending on the
volume of printing.

20



Eco concept in textile industry

The concept of eco in the world of light
industry fits into the reduction of the cost of
natural resources and harmful emissions into
the atmosphere in the production process.

Both of these tasks are solved by the
digital modernization of the textile industry, as
it allows to reduce the negative impact on the
environment.

=1

“Mecting”

BRasserier 9

Even today, textile printing technology
results in a reduction in greenhouse gas
emissions of 53 kg CO2 and water use by 27%
for every 1,000 m of fabric.

The annual global production of fabric
is tens of millions of square meters. m, and

21

therefore the digitalization of the region will
reduce CO2 emissions by hundreds of tons

Trend of future

Undoubtedly, the digitalization of the
textile industry is the main trend of the future
of the industry and an important step for
investment in the Uzbek economy.

# MDIS
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BPUTAHCKUI BAKAJTABPUAT «FASHION PRODUCT AND
PROMOTION» B Y3BEKNCTAHE

Cangazum Pa3pl10B

Jlexmop lIkonet Moovwt u [uzaiina, CHPMT,
Kpeamusnwiii oupexmop GLAMOUR, PODIUM ITALIA |
SAAZ STUDIO, LALI | MODA Magazine

FASHION
PRODUCT
PROMOTION

B MDIS Tdike & s

M MDIS 22
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University of Sunderland

Kypc «Fashion Product and Promotion»
nostyunn 14 nozunuto B peiituare BY3oB
bpuranuu (Guardian University League
Tables 2018).

HuszatiHep? -
Kpeamuswiuk?

Meneoxwep? |

Mapkemonoz?
lpouzsodcmeeHHUK?
LAunnomam?
lMpodrocep?

FOUNDATION 2

Bce 100% BBINYCKHUKOB JaHHOM
nporpammbl UOS cmoriu
TPYAOYCTPOMTHCS WIH TIPOIOJIKHIIN
o0yueHue nocjae OKOHYaHUs Kypca

(cmamucmuxa coenacno bpamckomy 6pugy).

NMPODECCUOHAN
MOOHOM
MHOYCTPUM

W s #Fashian Product
W and Promotions

# MDIS
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WUCTOPUA AN3AMHA

TEOPUA CO3QAHUA FASHION NPOAYKTA

W ET0 NPOABMMEHWA

NPOABUHYTBIN

KYPC UWIKOCTPALIAA W
TPAGUYECKOrO AU3ARHA

YINYBNEHHOE U3YYEHUE MAPKETMHTA,
NPOAAN ¥ NPOABUKEHWA NPOAYKTA
B MOAHON MHAYCTPUM

|
e’
S[ae

UHAMBUAYANBHBIN
[V3AVH NPOEKT

3ABEPLWEHME
NPOPECCUOHANBHOIO
NOPT®ONUO

MPE3EHTALMA
MPOEKTA

# MDIS
Tashkeut



KAK IIOCTPOUTDH YCHENIHBIN YCTOMUYUNUBBIN BPEH/I

Jloaa Caiipu

Ocnosamens kynomyproeo yenmpa Human House

C 2000 xpeaTHWBHBIM JHUPEKTOPOM
raneper Human House sBusiercss rocmnoxa
Jlona Caiipu. C 2000-2006 rr. Komanmoit
Human House opranu3oBaHo JAeCATKH
BBICTABOK U (DeCTUBANCH, B TOM YHCIE H
MeXIyHapoAHbIX. Takxke ObUIO co3mano Oomee
30 KpeaTWBHBIX OpEHIOB W PEMECIICHHBIX
MacCTEepPCKHX.

C 2006 mo 2014 rom Human House
BBICTYIIAT OPTaHU3aTOPOM MEXIyHAPOIHBIX
¢ectuBaneii B Mockse:

« @ecctuBanb «Boctounslii  bazapy,
nocetmn 6osiee 18 000 uenoBexk.

 @ectuBans  «Popmyna Bocrtokay,
nocetunu 6onee 100 000 uenosex.

*  bnarorBopuTenbHBI  KyJIHMHAPHBII
¢ectuBanr «CAMMUT IIJIOBA. IlnoB -
OOLLIECHUY
nocetusio 6omnee 26 000 uenoBek 3a 1 neHb.

SA3BIK MCXHAIIMOHAJIBHOT'O

# MDIS
Tashkeut

C 2017 roma co3maH OOHOBJICHHBII
npoekT Human House Gallery.

Human House ABJIAETCH
YHHKAJIBHBIM KpPeaTHBHbIM KJIACTEPOM, He
UMerIunii anajoros B LlenTpanbHoil A3uu,
LeJ1bI0 KOTOPOro sIBJISIETCH:

- 00beAMHEHNE W TIPOIBIKEHHE TI0/T CBOCH
Kpeimieid  Oomee 250  guzaiiHepoB M
peMeclIeHHUKOB u3 Y30ekucrana, Kasaxcrana,

Tamxukucrana, Kupruszun n Typkmenuu;

- 00yueHHe J1eTel ¥ B3pOCIbIX TBOPUECTBY,
peMeciay U CO3/IaHUI0 ABTOPCKUX H3JIENHUH,
OpraHu3yeM BBICTaBKM, KOHLEpThl, Fashion
show,  KynuHapHbBle  MacTep-KJIacChl |

JIeTyCTalllu;

- IpYEM TOCTeH U3 pa3HBIX CTPaH, KOTOPHIE
3HAKOMSITCS MEXIY COOOH M CO3Jar0T HOBBIC
UHTEPECHBIC TBOPUYECCKHUE TIPOCKTHI.
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- Jlu3aiiH I8 OpPOM3BOJACTBA  C

HUCITIOJIB30BaHHEM MECTHBIX NN

PEruoHaJIbHBIX MAaTEPHUATIOB U TEXHOJIOTHIA.

- Jlu3ailH, KOTOPBIM  IOAJEPKUBAET
MECTHBIE oTpaciu
MacCTEPCKHUE U PEMECICHHUKOB

MMPOMBIIIJICHHOCTH,

- JluzaiiH, KOTOpBI MPUHUMAET BO
BHMUMaHUE MECTHYIO WM PErHOHAIBHYIO

KyJbTYypy KaK MCTOYHUK BJIOXHOBEHMS M Kak
Ba)KHBIN (DaKTOp IS pe3ysibTaTa Ju3aifHa.

- BoccTaHoBEHNE CTapbIX TEXHOJOTUH H
¢opm. BoccranaBnuBaeMm cCTapble MPUEMBI
IIUThSI U OJHOBPEMEHHO YCOBEPILIEHCTBYEM

ux.
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TPEHJIbI SKOJJOTMYHOCTH U YCTOMUYHUBOI'O PA3BUTHSI MOIbI

Exyr HImuar
Cosemnux MUHUCMPA WeTKOB8OU NPOMBIULIEHHOCIU Y30eKucmana
«Y3bexunaxcanoamy, Ocnosamens 6penoa “WHYESSE™ |

VYcroiiunBass Moza CO3IAaeT MEHBIIEe OpeHabl JenaloT ymop Ha KadyeCTBEHHYIO

OTXOZIOB BO BCEM MHpE. OJISXKTy U3 JOITOBEYHBIX MAaTEPUAIIOB.

Kaxnyto CEeKYHIY Ha CBAJIKY 1. VYcroitumBas Moma  oOecmeduMBaeT
BBIOpAchIBa€TCS WM CXKHUTaeTcs  OJHH CHpaBeAJUBYIO 3apa0OTHYIO IJaTy M
MYyCOPOBO3 C TEKCTHIILHBIMH OTXOJaMH. ITO Ha/JIEKAIINe YCIOBUS TPY/Ia.
OTPOMHOE KOJHYECTBO OTXOJOB CO3JACTCA 2. YcroiunBas MOAa CHIKACT BBIOPOCHI
KOMITAHUSIMH ~ OBICTPOHl  MOJBI,  KOTOpHIC YIJIEPOJAHBIX W JPYyIUX ITAPHUKOBBIX
3aITyCKaroT eXKeHeIeTTbHbIC MOJTHBIE ra3oB.
TEH/ICHITUN " JOTIOITHSFOT 170 3. YcroitunBas MoJa 5KOHOMUT BOAY.
HU3KOKAueCTBEHHBIM u JIEIIEBBIMU

npoayktamu. Jlns cpaBHEHHs, YCTOMYMBBIE

THE ENVIRONMENTAL IMPACT
OF TEXTILES

7 9 was used by the textile

billion and clothing industry
cubic metres in 2015
of water

| |
2,700
litres of water ' '

Is needed to produce enough drinking water
one t-shirt for one person for 2.5 years

29 # MDIS



Ha ¢one pa3sutusi OBICTpOH MOMIBI
npousonuia karactpoda B banrmaneme u 310
MNOJTOJKHYJIO HHHUIMATOPOB OPraHU30BaTh
MOJIHYIO PEBOJIIOLHMIO.

Ju3aiiHepsl, KOTOpbleé  BBIOMPAIOT
HaIpaBJICHUE OCO3HAHHOM MOJBl YAEISIOT
ocoboe  BHMMaHHe TIpaBaM  4YeJIOBEKa,
YCTOWYMBOMY Pa3BUTHIO U YIIYUILIEHUIO )KU3HU

MCCTHBIX MaCTCpPOB MOJBI.

OO0 uHUIUATHBE «DTUYHAA MO

Nuunnuatusa «ITHuHaAg MoJay
CUMTAET, YTO BBIOOp MOKymHaTelell BIUsSET Ha
UCTOYHUKU CyIlIECTBOBaHUS OOIIIKH.

Cozngannasgs MHHIIMaTHBOM CETh COIHMAJIBbHBIX
NPEINPUATHI  TO3BOJSIET  PEMECICHHHUKAM,
MUKPO-TIPOM3BOAUTENISIM W TaJaHTJIUBBIM
MECTHBIM  JHM3ailHEpaM B CTpaHax C
Pa3BUBAIOIICICA SKOHOMUKOU COTPYAHUYATH C
MEXIyHapOIHBIMHU
paboratormMu B cdepe MOJbI, MPEeaIMETOB

HUHTCPbCPA U MPOU3BOJACTBA ACITIUKATCCOB.

KOMIIaHHUAMU,

JIis  BHUMATENBHBIX TIOTPEOUTEICH,

OIIBITHBIX HWHBCCTOPOB n 3alllUTHUKOB
HNHTCEPCCOB 6e,I[HI)IX BaXHO HE  TOJBKO
IPOU3BOJUTH BBICOKOKIIACCHBIC IIPOAYKTBI, HO
H CO31aBaThb CTaOUIIbHBIC I[OCTOI\/'IHBIC pa6que
MECTa KakK AJid OTACJIbHBIX JKCHIIWH U MY>KYUH,

TaK 1 JJId OCIIBIX COO6H.[CCTB.

WunnuatuBa «OTH4HAsg Mozaa» - 3TO
(¢narmaHckas mporpamma MeXIyHapoaHOTO
TOPTOBOTO LIEHTPA, COBMECTHOI'O YUPEKICHUS
OOH u BcemupHo#t TOprosoi opraHu3aiuu.

JIn3aiiHepbl K€ TAaKOro HaIpaBIICHUs
pa3pabaThIBAIOT OJCKAY M aKCecCyapbl U3
OpPraHMYECKHUX TKAaHEH U XJIOIKA.

[puniunsl, KOTOPBIX
NPUICPKHUBAIOTCA  MPUBEPIKEHIBI  ATUYHON
MOJIbI,  OCHOBBIBAIOTCS ~ HA  OTCYTCTBHUE
NPUHYOUTEIBHOIO TPyaa, JUCKpUMHUHALNY, a
Takke Ha o0O0eclneYeHUH paBHBIX IIPaB,
0e30MacHBIX yCIOBUH TPYya, TO €CTh B Heale
THYHAs MOJAA OIUPACTCs Ha NPUHINIBI

9KOJIOTUYHOCTHU, T'YMAHHOCTH U ITPO3PAYHOCTHU.

KOZEKC NOBEJEHUA

NO FORCED RIGHT T0 FREEDOM
COLLECTIVE BARGAINING

PAYMENT OF SAFE AND HEALTHY

ALIVING WAGE

: )

NO HARASSMENT,
LABOUR OF ASSOCIATION AND ABUSE CR
DISCRIMINATION

WOMEN'S RIGHTS
WORKING CONDITIONS GUARANTEED

5
S

NO UNDERAGE REASONABLE
LABOUR HOURS OF WORK

DG

MINIMIZED IMPACT 1 RESPECT FOR
ONTHE ENVIRONMENT COMMUNITY VALUES

Q@
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MPUHIMIBI SKOJOTMYECKOI'O JU3AWHA B IPOU3BO/ICTBE
OJEK/bI

Aiinypa JI:xoa10110B2a

Kanouoam mexunuueckux Hayk, ooyenm 3a6edyouas Kageopou
«Xyoooicecmeennoe npoexmuposarue uzdenuiiy KI'TY um. U.

Paszzakosa

IKoJOrHIecKuii nu3aiiH

OKo-au3aiiH, HapaBHE C OYEBUAHBIMU
TpeOOBaHUSMU KpPacoThl, yn0OCTBa W IICHBI,
yaensier 0coboe BHUMAaHHE TOTPEOJICHUIO
pecypcoB npu
W3TOTOBJICHHUH, UCTIOJIh30BAHNY U yTHITH3AIINH,
MPOUCXOXKACHUIO MAaTepUaioB, a TaKXKe

MIPOEKTUPOBAHUH,

0€30MaCHOCTH B WCIIOJIb30BAHUM U3CIHS,
NpOCTOTe W OE30MacHOCTH  yTHIIM3AIWH,
BO3MOXHOCTH TIOBTOPHOI'O HCIIOJIB30BAHUA
MaTCpruajIoOB ¢ MUHUMAJIBHBIM 3KOJIOTHYCCKUM
yiiepoom.

3a mocieaHee CTOJETHE HWHIYCTPUS
MOJIbl oOpesia BBICOKME OOOpOTHI, M ceiuac
CTaJla 4yTh JIU HE CAMON KallTAJIN3UPOBAaHHOU
4aCTbI0O MUPOBOM DKOHOMUKH. Exece30HHBIE
BBIITYCKU KOJUIEKIIMNA OpeHJ0B U JAM3aiiHEpOB,
CTPEMUTENbHAS CMEHSEMOCTh BUTPUH
MarasuHOB Macc-MapkKeTa W TJI00aJbHBIN
PBIHOK HEKAYECTBEHHBIX W HEJOPOTHX BEUIEH
KHTalCKOrO IPOU3BOJACTBA K CETONHAIIHEMY

MOMCHTY IPHUBCJIK K TOMY, YTO OTPACJIb JIETKOM

31

IOPOMBIIIJICHHOCTH  CTajla  KpyHIHEWIINM
UCTOYHUKOM  BBIXJIONIOB U 3arpsi3HEHUH
OKpY’KaroIen cpepl, HapaBHE c
HEPTEXUMHYECKUM ITPOU3BOICTBOM.

IK0JI0ro-3KOHOMHYECKH I aHaJIn3,

NPOTHBOpPeYHUsi

Yem nanpliie IBHXKETCS MPOTPECC, TEM
0O0JIBbIIIE TIOSIBIISIETCS DKOJIOTHYECKUX MTPOOIIEM,
U CO3JAI0TCS  CIOXKHOCTM C  OXPaHOU
OKPYXKaromIeH CpPEIIBI. CymiectByeT
MPOTUBOPEUHE MEXTy
MPOU3BOACTBOM/TIOTPEOJICHUEM TOBApOB U
BO3/ICIICTBEM Ha OKpYKAIOIIYI0  CpEemy.
TpebyeTcs 3KOIOT0-3KOHOMHYECKUN aHANU3
B3aMMOOTHOIICHHIA MIPOU3BOJICTBA u
OKPYKaroIIeH CpebL.

BoicTpast Moga

UpesmepHoe motpebienue, BemmsM u «fast-
fashion» ngenmaror akneHTsl Ha ObICTpOU
CMEHSIEMOCTH OJI€KIbI, HEIOJTOBEYHOCTH U €€
nemreBoi 1ieHe. [lomoOHass moTpeOuTenbCKas

# MDIS
Tashkent



OPUEHTUPOBAHHOCTh JIIOACH CTaBUT TIOJ
YIpO3y COCTOSHHE BOJOEMOB, aTtMocdepsl,
apeasioB OOMTaHUs KUBOTHBIX U JIp.

IK0-M0Ia

B wuHayctpuum Moael B IOCIENHEE
BpeMsi 0co00 aKTyaJdbHOM CTajma Tema
SKOJOTHHU. DTOH TEMATUKE BBIIEICHO IEJI0E
HarpaBJIeHHE, KOTOPOE MMEET COLUAIBHYIO U
IKOJIOTUYECKYI0 TIONIb3y, M Ha3bIBAIOT €ro
«FKO-MO/Ia»  («ITHUYHAS MOjAa», «3enéHas
Mona», «sustainable fashion»). HauampHoii
TOYKOH pa3BUTUS HKOJIOTUYECKOTO JH3aiiHa
CTaJl0O pE3KOe YXYAIICHHE OKpPY)KAIOIIEH
cpenbl. OHAKO B EPBYIO OYepeib K METOIaM
U TpUHOUOAM OKO Ju3aifHa  00ImecTBo
oOpatunoch, 4YTOOBI pemUTh MpobIeMy
HEKOHTPOJIHMPYEMOTO MOTPEOJICHHUSI PECYPCOB,
KOTOpass BO3HUKJIA IO MpPUYHHE OBICTPOIi
CMEHbI MOJIHBIX TEHJEHIMH B COBPEMEHHOM
MUpe.

IpuHOMIBI 3K0-TU3aliHA
1. BHUMaHHE K MPOUCXOKICHUIO MAaTEPUATIOB

2. SKOHOMMUS PECYPCOB IIPU MPOESKTUPOBAHUH,

U3TOTOBJICHHH, UCIIOJIb30BaHUH u
YTUITU3ALUH
3. 0e30macHOCTh B MIPOM3BOJICTBE,

HCIIOJIb3OBAHHUU U YTUIIN3AllUW U3 ACITUA

4, BO3MOKHOCTH TIOBTOPHOTI'O UCITIOJIb30BAHU
MaTCpraIoB C MUHHUMAaJIbHBIM

HKOJIOTUYECKUM YIIEpOOM.

be3oTx0aHbIE TEXHOJOTHMH

OTu 3a7auu  pemalTcs MyTeM BHEAPEHUs
MaJIOOTXO/IHBIX IPOU3BOJICTB WIH
UCIOJIb30BaHUE cHCTEM 0€30TXOIHBIX

B MDIS
Tachkeut

TGXHOHOFI/Iﬁ, a TAKKC IMyTCM paluOHAJIbHOI'O
IIOJIL30BaHUA.

CeromHss Ha «CBETIYIO CTOPOHY» B
O60opb0e 3a SKOJOTHIO NMEPEXOIAT HE TOJBKO
NOTpPeOUTENN M JIU3aifHephl, HO U KPYIHbIC
pereiiepsl. [locnennue craparoTcs CaeNaTh
MPOU3BOACTBO  0OJiee  OKOJOTMYHBIM U
NPUHUMAIOT CTapylo OJIeXkAy Ha mepepaboTKy
U YTUIN3AIUIO.

Bpenapsl ucnonb3yroT 0e30TXOIHBIN
METOJ[, 4YTOOBl YMCHBIIUTH HETATHBHOE
BIIUSIHUE Ha HKoJorutw. Hampumep, MHOrue
MapKu MPUMEHSIOT HWHHOBALIMOHHBIA KpOWU,
UCITOJIb3YS BCIO IIMPHHY IMOJIOTHA, OT KPOMKH
n0 kpoMmku. «Homp  oTXxomoB» — Takxke
KOHIIENIIHS MOTPeONIeHus, IPU KOTOPOU JTI0AH
npuoOpeTaloT Te€ TOBaphbl, KOTOPHIE HE
OCTaBIISAIOT (TIOYTH) TIOCIIE cedst Mycopa.

[TepepaboTka B Moze moapa3yMeBacT,
YTO W3 TOTO, YTO BBl COOMPAETECh OTIPABHUTH
Ha CBAJKy, MOXHO CJelaTh Belllb, KOTOpas
3aiiMeT JOCTOWHOE MEeCTO B rapaepode. 1o
BOCCTaHOBJICHUE 500071 MTOBTOPHOE
HCIIOJIb30BAHUE BEIICH, a TakKe MPUMEHEHHE
OICKIbl HE MO NPSIMOMY Ha3HAYCHHUIO.
Hanpumep, B TBOpuecTBe.

JAu3aiiHepsbl 32 0CO3HAHHOE NMOTPedIeHne

Huzaiinep Jlpuumen  CunbBepcTeliH
3amyctun Openn Zero Waste Daniel u epByro
B MHpE JHHHUIO OACKIbI, kotopas Ha 100%
caeasa 3 00pe3KOB.
Hcmonb3ys OTXOIBI, KOTOpbIE MOTJH OBl
OKa3aThCsl Ha CBAJIKE, M3alfHEP CO3/1aeT SIPKUe

TCKCTHUJIIBHBIX

N CTHJIBHBIC BCIIIH.

Huzaitnep u3 Cantbsiro Xyana Jluac
JeNnaeT oKy U3 JJIOCKYTOB CTapOi OJIEHK/IbI.
Jlis Toro 4toOBl 3a0CTPUTh BHHUMAHHE Ha

ACKOHCTPYKIINHU, OHa CIIIMBAcCT Hnux
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KOHTPAacTHOW HHTHIO. MaHudecTHas Mapka
MPUACPKUBACTCS] STUYHOTO MOAXO0Aa BO BCEM:
Jlnac oOecreunBaeT pabOTONW  HAIOMHBIX
IIBEH, OTKAa3bIBasICh OT CTAHAAPTHOM MOMAEIH
MPOU3BOJCTBA, M TakKUM 00pa3oM Hecer
COLIMAJIBHYO MHUCCHIO.

Mapka Asyasolov'eva mnpeacraBiser
OlleXAy U3 TepepaboTaHHBIX MaTepUasoB.
JuzaitHep coOupaeT CTapyr KUHCOBYIO
OJICKIY W CO3JIaeT U3 Hee HOBYH0. [[uzalinep
CUMTaeT, YTO COBPEMEHHAs MOJa BBIILIA 32
paMKU MPOCTOH 01K IbI U CTABUT Hiepe]] co00it
LeJIb «PEUHKAapHUPOBAThH)» HEHYKHbIE Belu. B
pe3yapTaTe TO, YTO TMPEXKAE CUUTAIOCh
MYyCOpPOM, TIPEBPAIIAETCS B MOJTY.

Wupyctpuss  moasl  crtama  Oosee
JKOJIOTMYHOW. OJTO 3€J€HbIE HMHULUATUBBI
H&M, HoBBIe KpoccoBku Adidas, caenaHHble
u3 rnepepaboTaHHOrO Mycopa CO JHA OKeaHa U
9KOJIOTUYHBIE KOJUIEKIIHUH Cremnnbl
MakkapTHu. B pa3HBIX CTpaHax HOSBISIOTCA
JKO-OPHMECHTHPOBAHHBIE MAapKd OIEXKIbI, H
IU3alHEPBI HE YCTAIOT BBITYCKaTh KOJUICKIIMH

U J1aBaTh TE€M CAMBIM SKOJOTMYECKUH IMOCHLI
MUDY.

uKJINYHOCTH

IIpakTnka TnOKa3pIBaeT, 4YTO AJIA
pelIeHus] SKOJIOTHYEeCKUX NpolieM ciexyer
MIPUMEHSITH KOMIIJIEKCHBIN MIOAXO/.
CoxparnieHue BpeOHBIX BBIOPOCOB  CIEAyeT
pean30BbIBATh Ha KaXa01 CTajuu
MIPOM3BOJCTBA: HAuyMWHAsg OT [OATOTOBKH
CBIPbsI, B IIPOLIECCE BBIYCKA 3arOTOBOK U JI0
KOHEYHOI'O JTana TE€XHOJIOTMYECKOI0
mporecca, 3aKaH4MBas JUKBHALMEN

(06e3BpekMBaHUEM, YTHIN3ALNUEH) OTXOOB.

[TockonbKy BECh >KMU3HEHHBIA LMK
KOHEYHOT0 MPOJYKTa CIEAYET pacCMaTpUBaTh
B KOMIUIEKCHOM MEPCNEKTUBE, MPEACTABUTEIIN
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pa3paboToK,
IMPOCKTUPOBAHMA, IPOU3BOJACTBA, MAPKCTUHIA,

oTacia NEPCICKTUBHBIX

3aKyIMOK M YINPAaBJICHUS MPOEKTaMU JOJLKHBI
COBMECTHO paloTaTh HaA  IKOIU3ANHOM
HOBOTO WM pa3pabOTaHHOTO MPOIYKTa.
BmecTte OHM MMEIOT HaWwIydllMe NIaHCBHI
MpeACKa3aTh LICJIOCTHBIC MOCJIEICTBUS
W3MEHEHUN NPOAYKTa M MX BO3JACHCTBUSA HA
OKPYXAIIIYI0 Cpeay. YYeT 3KOJOTHYECKOI0o
JIU3aiiHa TIpU pa3pabOTKe MPOAYKTA SIBISETCA
MPOAKTUBHBIM TOAXOJOM K YCTPaHECHHIO
3arpA3HECHUST  OKpYXKalolllell cpeabl H3-3a
OTXOAOB MPOAYKTa. ODKO-AM3alH MPOJIyKTa
HMeEeT JKM3HEHHBIA IHMKI OT KOJBIOETH M0
KOJNBIOCNM, YTO TapaHTHPYeT OTCYTCTBHE
OTXOJI0OB B TEYEHUE BCErO  Ipouecca.
Ilompaxas >XKM3HEHHBIM LHKJIAM B IPUPOJE,
9KO-TM3aiiH  sABNsieTcs  (pyHIaMEHTaIbHOM
KOHIICNIIMEHN B JOCTHKEHUHU HOEHUCTBUTEILHO

KPYIJIOM 9KOHOMUKH.

B Keipreizcrane npoBoauTcs pabora Ha
YPOBHE  TPABUTENBCTBA U  Pa3IMUYHBIX
SKOJIOTUYECKUX JBWKEHUU MO YMEHBIIECHUIO
Bpella OKpy»karole cpeae. Tak Tak UMeeTcs
MHOTO IBEMHBIX NPEINPUATHI u
YBEITUYMBACTCA BPEIHOE BIHUSHHUE OTXOOB,
pa3paboTaHbl MPOTPAMMBI TIO UCIIOJIH30BAHUIO
BTOPCHIPpbST M TEpepadOTKEe TEKCTHIBHBIX
OTXO/JIOB. Tak, OTJCIbHbBIC IIBEHHBIC
NPEeANPUATHS MPOBOASAT TPEHUHTHM U MacTep-
KJIACChl  C  HCHOJB30BAHUEM  OTXOJOB,
nepepadbaTbIBalOT Kak ChIpbE TUTSL
MPOU3BOJCTBA OJiesul. JIM3aitHEPHI BBITYCKAIOT

9KOJIOTHYCCKHE KOJIJICKIINH.

B cdepe oOpazoBanus CTylneHTaMm
IMPUBHUBACTCA OSKOJOIMYCCKOC MBIINIJICHUC, B
[IPUOPUTET

CTaBATCA OKOJIOTHYCCKHE

IMPUHIUIIBL npu BBIIIOJTHCHUH
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po(ECCHOHATBHBIX M MEXKIUCIUTUTHHAPHBIX
IIPOEKTOB. Ha wMexayHapogHoM ypoBHE
MIPOBOJISATCS] KOHKYPCHI, BBICTABKU U Jie(uiie Ha

TEMY «IKOJIOT U

B 3akmroyeHur MOXKXHO OTMCTHUTB, UTO

IIPUMEHEHHE IIPUHIUIIOB 3KOJU3aliHa

CTaHOBHTCS 00s13aTEIbHLIM U HEOTHEMIIEMBIM

CnHcoK MCIo/Ib3yeMOoH JIUTEPaTyphI

YCJIIOBUCM MPOCKTUPOBAHUA M IMPOU3BOACTBA

ONEXIBl, a  TOCIEACTBUS  Pa3yMHOTO
NPUMEHEHHS 3TUX MPUHLUIIOB MOJI0XKUTEIBHO
CKa3bIBACTCS MPU PEUICHUH SKOJOTHYECKHX
npobieM B nearoM U 3hPexkTUBHOM
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IMPON3BOACTBA, UCITIOJIB30BAHUA U YTUIIU3allHUHU.

1. http://ecology-of.ru/eko-razdel/osnovnye-ekologicheskie-problemy-otrasli-legkoj-

promyshlennosti.

2. https://greenologia.ru/eko-problemy/legkay-promyshlennost.html.

3. TOCT 20521-75. TexHONOTHSI MBEHHOTO MPOU3BOICTBA. TepMUHBI U onpeesieHus . - MockBa:

UIIK Uzn-Bo crangaprtos, 1992. - 75 c.

4. https://tass.ru/obschestvo/4285030

5. Bacunnesa XK. B. Bnusaue nporeccoB rimobdanu3amnuu Ha fashion-ungycrputo //
Kynbryponoruueckuii sxypHai. - 2013. -Ne2. Available at: http://www.cr-

journal.ru/rus/journals/216.html&j_id=15.

6.CTaTUCTUYECKUN €KErOTHUK MUPOBOM dHepruu. http://green.glossy.ru/lifestyle/ecofashion-

criteria-231/

7. Ilankuna M. B., 3axaposa C. B. Dkonorndeckuii 1u3aiiH Kak HallpaBJI€HHUE COBPEMEHHOTO

nu3aitHa. OnpeneneHue noustus. // CoBpeMeHHbIe TpoOIeMbl Hayku U oopazoBanus. - 2013. - Ne 4.

8. CocynoBa U. A. Dxoauzaiin B Poccun: conpanbHO-TEXHUUECKUE aCTIeKThl U MPOOJIEMbI pa3BUTHS

// BecTHUK MEXIyHApOIHOMN aKkaJeMuu HaykK (pycckas cekmus). - 2015 - Ne7

B MDIS
Tachkeut

34



FASHION MARKETING: THE PROCESS OF CREATING THE
ADVERTISING CAMPAIGN

Stefani Filinskaya

Year 2 student, Fashion Product and Promotion faculty
University of Sunderland, MDIS Tashkent

KEYWORDS
fashion marketing
advertising
campaign

target audience

ABSTRACT

Marketing plays a role of crucial power in the
fashion industry. Due to the fact that the marketing
sphere is concentrated on the aim of selling the
advertised product, it is exactly point for the whole
fashion industry. These days advertising the items
is not only presenting something new to the
audience but also trying to attract their interest. In
order to achieve this step, the creation of an
advertising campaign is essential. Since the
emergence of new platforms for advertising, make
this process to be more analytical and creative at the
same time.

Introduction

The main association with the
marketing sphere is advertisement. It should be
mentioned that advertisement is the factor
according to which marketers work to succeed.
While the process of creating is full of
researches and discussions, the final goal is to
sell the item. It goes without saying, that in
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order to create effective advertising, working
out an advertising campaign is a crucial step in
this sphere. The advertising campaign is a
group of actions related to promotional
activities, which are united by promotional
objectives and target audience.
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Creating of successful advertising campaign
consists of following steps:

1. Identification of the target market;
2. Definition of the campaign's objectives;

3. Planning of the campaign strategy;

# MDIS
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4. Implementation of the advertising campaign;

5. Evaluation of the campaign's effectiveness.

Identification of the target market

During the process of creating the item
it is very essential to be aware of a particular
customer, for whom this item is made. Firstly,
the research of this particular customer will
give a clear understanding of how to make
these ads more persuasive for them. This may
be reached only after analyzing the
demographics,  psychographics, lifestyles
characteristics, and buying behavior of the
desired customer. The choice for the target
audience can change the strategy totally. For
example, if the average age of the targeted
customer is between 18 and 25, the channels of
communicative advertising will be preferred to
social media, due to the fact, that this
demographic age spends much time on social
websites. Therefore, this step provides plenty
of information that help to elaborate much
more clarity to processes such as product
development, marketing, and overall business
decision.

Definition of the campaign’s objectives

The second step is to ensure of what
objectives should to be achieved after the
release. The objective should be built very
clearly. Otherwise, it can be confusing and
even negative impacts on the targeted
customer. The relevant objectives can vary
from increasing sales to raising brand
awareness. The chosen objectives are kinds of
frames, which held the whole strategy and
highlight a specific period of time. Objectives
for the future campaigns are built on the base

36



of the current situation in the brand “field’. For
instance, the “Edun” brand started with the idea
of sustainability and social responsibility,
creating only womenswear collections. Then,
the brand decided switch to a new audience -
men. As a result, the brand started to create
another advertising campaign with the main
figures - men.

Planning the campaign strategy

Actually, the whole process of planning
the campaign consists of two parts: creating the
creative message and selecting the advertising
tools (channels). It is obvious, that both parts
are affected by the targeted audience. It can be
explained by the fact, that marketers' main goal
is to reach the targeted customer. In other
words, make this group of customers buy a
product or item. As a result, the message in the
campaign should be attractive and picking for
the customers, while the idea or message of the
campaign can be reflected in the slogan and
visual design used. Another rule that can have
an influence on the efficiency of the campaign
is consistency and distinctness. These factors
will help the customer easily understand the
whole idea and concept of the campaign. At the
same time, it should resonate with the audience
and relate to the item released. In fact, fashion
marketers research consumer behavior in order
to choose the right direction. It is costly to
study the information including age, interests,
occupations, and buying behavior. This useful
research will help to create a message on the
chosen target audience’s ‘dialect’. For
example, “Forever 21” fashion brand follows
the purchasing habits of their young consumers
and tries to use them in advertising promoting
the next trend. This strategy is very effective

37

for young consumers, who are usually
dependent on trends.

Studying the psychology of the
consumer, it is proved that customers always
search for benefits. Consequently, the unique
features of the item are one of the factors that
can attract the people. Conveying the idea
differently, the message should answer the
main question: why should | buy yours, not a
competitor's one? Another factor that
influences the awareness of the consumer is the
frequency of the advertising. Besides it has an
impact on brand's awareness, which is
essential, especially in the case of releasing
new products.

The choice of targeted customers and
cost of ads impacts on the selection of media.
In the past, options for marketers were limited
by only two kinds of media: print or broadcast.
Nowadays, the choice is very expanded by the
implementation of a range of 'new' media in our
daily life. Another key point is that the choice
is dependent on the customer behavior of the
targeted audience. Namely, what do this group
of people use on a daily basis?

Implementation of the advertising campaign

One of the final stages in the process is
the concrete implementation of the campaigns.
This stage includes addressing to different
kinds of resources, which can be within the
organization or outside of it. In other words,
usage of the service of other firms, agencies, or
consultants. It should be noticed, that some
campaigns involve numerous people taking
part before the implementation of campaign.
Among the professionals these are:
photographers, copywriters, graphic designers,
models, actors, video producers, researchers,
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and even media buyers, and even more. Some
large companies and famous brands have their
own advertising staff, organizing the whole
marketing department. However, in some
cases, companies decide to choose the way of
making advertising agencies responsible for
this issue. This kind of agencies provides
specific marketing services that concentrated

on assisting its clients in the planning and
navigating of the advertising sphere. Generally,
such kinds of agencies with their expert
employees take responsibilities in all issues
related to the promotion part of the company.
In some cases, marketing communications
become part of the clients’ projects for agency
staff.

Evaluation the campaign's effectiveness

Effectiveness of the campaign is a hot-button
discussed issue among the marketers. Only the
results can illustrate the real picture. For
instance, the method of pre-test is commonly
used before the launching of campaign in order
to be sure that the target customer will get the
message. This might be survived through the
focus group or using other ways of marketing
researches, which gives an opportunity to get
the response from consumers. Then, the data is
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processed for being incorporated into the final
form of the advertising campaign.

When the campaign is finished, marketers start
to evaluate the results. In some cases, a detail
of the response mechanism can provide instant
feedback. This strategy is commonly used in
the channels of new media. For example, if a
service or an item are advertised through the
social website Facebook with the targeting way
of promotion, consumers’ reactions can be seen
on the advertising statistics page. The most
realistic measurement of an advertising
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campaign’s effectiveness, however, is how
many consumers it propels to take action
towards the buying advertised item. On the
other hand, the data can be difficult to
determine, due to the fact that consumers could
buy goods during sales, and not only because
of the ad. While approximate information can
be received by tracking the number of sales
before and after the campaign launching.

Case Study

These are one of the biggest advertising
campaigns for Spring/Summer 2022:

1. Kate Spade New York’s Spring/Summer
2022 campaign is centered on all the feel-good
energies that spring brings. According to a
press statement, the ads are “set to a modern
rendition of the classic anthem of self-
expression ‘She’s A Rainbow’ and features
models Birgit Kos, Mayowa Nicholas, and
Dilone Altagracia, who come together across
six vignettes to portray the colorful spring
season. Photographer Cass Bird shot the
stunning imagery while Stella Greenspan
styled all the looks.

2. Fendi’s Spring/Summer 2022 campaign
celebrates joyful irreverence and empowered
femininity. The models were shot against
graphic backgrounds, in white fading to blue or
featuring solid red cloud-like shapes.
According to a statement, “the inspiration came
from a logo hand-sketched by visionary fashion
illustrator Antonio Lopez, drawing upon the
artist’s liberated sensibility and Studio 54
surroundings found in the Fendi archives.” The
shirting and leather intarsia in the collection
also received the same elegant abstraction
drawings of Lopez while the bags become
canvas for his graphic artwork.
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3. The fashion house Burberry
Spring/Summer 2022 campaign explores the
power of self-expression. This manifests in
how the photographers captured the images for
the seasonal imagery. Raw studio shots by
photographer duo Mert and Marcus are
contrasted with intimate, candid shots by
photographer Chris Rhodes, which were taken
backstage at the Burberry presentations. “As
we come out of lockdowns around the world, 1
wanted this campaign to make people feel
something, free to dream, free to feel youthful
and alive again. It is a beautiful dance, very raw
energy that’s powerful and full of life. Like an
awakening,” said Chief Creative Officer
Riccardo Tisci in a statement. “The
Spring/Summer 2022  menswear  and
womenswear shows had this visceral energy
that was contrasted with really beautiful
soundscapes. | wanted to continue this dialogue
in the campaign.”

Conclusion

Marketers use the advertising campaigns to
accomplish specific objectives. Creating a
campaign involves a series of steps, beginning
with identifying the target market to be
reached, defining the objectives, and
determining the advertising budget. The next
stage, planning the campaign strategy, involves
creating the message and selecting the media
from among the broad range of traditional and
“new” (digital) media that consumers are using
on a daily basis. And the finalization comes to
the implementation and evaluation of the
campaign’s effectiveness. The whole process
gives an understanding, that every detail plays
a crucial role in reaching the objective.
Therefore, it is obvious that careful planning is
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one of the skills that can increase the
probability of a successful outcome.
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BARQAROR MODA SANOATIDA EKO-INNOVATSIYALARNING ROLI

S.Sayfullayeva, S.Maxmasalomova, M.Abdukarimova
Toshkent To’gimachilik va Engil Sanoat Instituti

ANNOTATSIYA

Magola moda sanoatining bargaror
rivojlanishining ta’minlashda ekologik
innovatsiyalarning ro’li belgilanadi.Tabiiy
resurslarning  kamayishi,ekotizimlarning  yo’q
gilinishi ~ atmosferadagi  issigxona  gazlari
migdorining ko’payishi,tuprogning
ifloslanishi,okeanlar suvlarining ifloslanishi va
keyinchalik bioxilmaxillikning qgisgarishi kabi
muommolarning zamonaviy modaga ta’siri
o’rganiladi.

KALIT SO‘ZLAR: tezkor moda, bargaror
rivojlanish, bargaror biznes, qayta ishlash, bio-
asoslangan materiallar.

ABSTRACT

The article highlights the role of
environmental  innovations  in  sustainable
development of the fashion industry. The impact of
such issues as depletion of natural resources,
destruction of ecosystems, increased emissions of
greenhouse gases into the atmosphere, soil
pollution, ocean water pollution and the subsequent
loss of biodiversity is studied and analyzed in a
modern way.

KEYWORDS: fast fashion, sustainable
development, sustainable business, recycling, bio-
based materials.

Ayni paytda moda sanoati atrof
muhitga katta zarar yetkazmoqda, bu ko’p
jihatdan “tezkor moda” biznes modelining
ustunligi va shunga mos ravishda ortigcha
ishlab chigarish bilan bog’lig. Fagat oxirgi 15
yil ichida jahon kiyim-kechak ishlab chiqgarishi
ikki barovar oshdi. Bunga, birinchi navbatda,
o’rta sinfning global o’sishi va aholining xarid
gobiliyati ko’tarilganligi sabab bo’ldi. Shu
bilan birga, atmosferaga issig xona gazlari, suv
resusrslarining ifloslanishi va kamayishi, eko
tizimlarning zaharlanishi va vayron bo’lishi
ko’paydi, bularning barchasi tashqi ko’rinishda
zararsiz ko’rinadigan to’gimachilik sanoati
bilan bog’lig. Ko’plab kompaniyalar 0’z ishlab
chiqarishlarini  o’zgartirishni,ularni bargaror
rivojlanishga o’tkazishni ma’qul ko’rmoqdalar
va bu jarayonda ekologik innovatsiyalarga
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katta ahamiyat beriladi. Barqgaror rivojlanish
konsepsiyasi igtisodiy, ekologik va ijtimoiy
komponentlarni 0’z ichiga oladi.

To'gimachilik dunyodagi eng ko'p
ifloslanadigan  tarmoqglar  orasida  neft
sanoatidan keyin ikkinchi o'rinda turadi. Uning
xom ashyosi, ishlab chigarish bosgichi,
iste'molchiga etkazib berish, undan foydalanish
va undan keyingi jarayonlar atrof-muhitga
katta zarar etkazadi. Moda mahsulotlarini
yorgin ranglar, bosim va mato qoplamalari kabi
jozibali qgiladigan elementlarning ko'pchiligi
toksik kimyoviy moddalarni o'z ichiga oladi.
Polyester 0'z ichiga olgan ichki kiyimlar ichki
kir ~ yuvish  mashinalarida  yuvilganda
mikrofiberni qoldiradi. Ular suv yo'llarida
kanalizatsiya va tozalash inshootlaridan
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osongina o'tishlari mumkin. Ular biologik
parchalnmaydi, chunki ular suvda hayotga
jiddiy tahdid soladigan moddalar goldiradi.
Dengiz va okeanlardagi kichik jonzotlar
mikrofiber bilan oziglanadi va shuning uchun
baliglarga o'tadigan bu kimyoviy moddalar
odamlarning stoliga tushadi. Iglim o'zgarishi
muammosini  hal qilish zarurati tobora
kuchayib  borayotganligi  sababli, sanoat
tarmoglari uglerod emissiyasini kamaytirish
uchun harakat qilmoqdalar. To’gimachilik
yengil sanoati 1,2 milliard tonna karbonat
angidrid chigaradi, bu halgaro aviatsiya va yuk
tashishdan ko’proqdir. Inson salomatligiga
salbiy ta'sir ko'rsatishdan tashqgari, moda
sanoati har yili 79 milliard kub metr suv
iste'mol qgiladi, bu esa hayvonlarni so'yish va
milliardlab  dollarlik uglerodning yugori
emissiyasini keltirib chigaradi.

Polyester birinchi ragamli sintetik
tolaga aylangan va xozirda butun jahon ishlab
chiqgarish tolasining yarmidan ko’pini tashkil
giladi. U gayta tiklanmaydigan manbalardan
tayyorlanadi, qazib olish va gayta ishlab
chiqgarish uchun katta energiya talab giladi.

Tez modaning eng yirik brendlaridan
biri bo'lgan H&M bargaror rivojlanishni biznes
strategiyasiga qo'shishga harakat gilmoqda.
"Buy-at” modelini ortigcha iste'mol bilan
go'llab-quvvatlaydigan tezkor moda "yopiq
aylanish™ strategiyasida bargaror emasligini
tangid giladi. Shu magsadda kiyim-kechak
yig'ish kampaniyasi iste'molchilar tashlab
ketadigan kiyimlarni gayta ishlash yoki gayta
ishlashga garatilgan.

Yugoridagi muommolarga muvofig
moda sanoati ularni hal qilishga yordam
beradigan texnologiyalarni ishlab chigmoqda.

Bargaror moda prinsiplari:
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Qayta ishlash va ekomoda

Softwear yoki aglli kiyimlar
Bio-asoslangan materiallar

Second hand haridi

Restyling (0’zgartirish)

Yugori sifatli kiyim-kechak iste’moli

ASENENENENEN

Qayta ishlash va ekomoda. To‘gimachilik
chigindilarining yillik hajmi yil sayin o‘sib
bormogda va 2019-yilda 92 million tonnaga
yetdi, bu esa atrof-muhit uchun tobora sezilarli
xavfga aylanib bormogda. Mutaxassislarning
fikricha, bu ko‘rsatkich 2030-yilga borib 150
million tonnaga yoki yer yuzidagi har bir
odamga 17,5 kilogrammga yetadi.

Texnologiya rivojlanishi brendlarning
gayta ishlangan materiallar va yaroqlilik
muddati tugagan mahsulotlardan
foydalanadigan bargaror ishlab chigarishning
bir gismiga aylanishini tezlashtirmoqda.

Qayta ishlangan materiallardan yangi

materiallarni yaratish uchun ishlab
chigaruvchilar  to'plangan  materiallarning
tarkibini topishlari, kuzatishlari va

tekshirishlari kerak. Yangi mahsulotlar ushbu
materiallarning asosiy xususiyatlarini hisobga
olingan holda ishlab chigarilishi lozim.

Qayta sotib olish va qayta sotish
modellari faol rivojlanmoqda. Xuddi shu
tendentsiyaning yana bir namunasi- kiyim ijara
modeli.

Softwear yoki aglli kiyimlar. Kelajakda biz
kiyim-kechaklarga eskirgan va axlat qutisiga
tushadigan mahsulot sifatida emas, balki
o'zgartirilishi va yangilanishi mumkin bo'lgan
dasturiy ta'minot sifatida garaydigan bo'lamiz.
Misol uchun, o'zgaruvchan to'pigli poyabzal va
foydalanuvchi bilan birga o'sadigan kiyimlar
allagachon paydo bo'lgan.
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Bio-asoslangan materiallar. Modaning o'sib
borayotgan yana bir sohalaridan biri bu
"keyingi  avlod  materiallari  sanoati”.
Innovatorlar hozirda chorvachilikdan
olinadigan an’anaviy materiallar (masalan teri)
va sintetika (masalan poliester) o‘rniga bio-
asosli moddalar fermentatsiyasi yordamida
olinadigan materiallardan foydalanishni taklif
etmoqda. Ushbu yangi bio-asosli gazlamalar
biologik parchalanish kabi xususiyatlar bilan
bir gatorda fizik xususiyatlari yugori ekanligi
uchun ham ishlab chiqarilishi mumkin.
Afsuski, ushbu innovatsiyalar  yugori

boshlang'ich xarajatlar va katta kapitalni talab
giladi.

Second hand haridi. Bizning davrimizda
Second Hand sanoat darajasiga yetdi. To'gqson
yildan ko'prog vaqt davomida Evropada juda
ko'p kiyim yig'ish punktlari, saralash
fabrikalari, kiyim-kechaklarni gayta ishlash va
dezinfektsiyalash ustaxonalari mavjud. Biroqg,

Foydalanilgan adabiyotlar

dastlab "Second Hand" oddiy ko'rinishga ega
bo'lmagan iflos kiyimlardan iborat edi,
dezinfeksiya hagida gapirmasa ham bo'ladi.
Bugungi kunda "Second Hand" sanoatining
rivojlanishi tufayli biz sifatli tovarlarni arzon
narxlarda taklif giladigan ozoda do'konlarni
ko'rmoqdamiz.

Restyling. Bu bargaror modaning kreativ
yechimlaridan biridir. Kiyim-kechak
tashlamasdan uni gayta ishlash hozirda butun
dunyoda rivojlanmoqda.

Shu paytgacha bargaror moda Kichik,
0'ziga xos brendlarga tegishli bo'lib tuyulardi.
Ammo so’ngi mavsumlarda Marine Serre va
Styuart Veversning kollektsiyalarida paltolar,
ko'ylaklar osonlik bilan mato goldiglaridan
ishlanganligini ko'rdik. “Chloe” moda uyida
Gabriela Xerstning debyut kolleksiyasi aynan
bargaror moda mavzusi bilan bog’liq edi.

1. Texel, (2020). Kax Texnonoeuu HMsmensm Mooy? https://texel.graphics/ru/articles/fashion-

tech-change.
2. Harvard Business

Review, (2022).

The Myth of Sustainable  Fashion.

https://hbr.org/2022/01/the-myth-of-sustainable-fashion.
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3. Scientific Periodical Online Journal, (2019). Yemoiiuueas Mooa ¢ EC: Poab Dxo-HUnnosayuii.
https://cyberleninka.ru/article/n/ustoychivaya-industriya-mody-v-es-rol-eko-
innovatsiy/viewer.

4. HauuoHalbHBIA MCCIENOBATEILCKUNH YHUBEPCHTET «BhIcmias Imkona 5KoHOMUKH», (2017).
OtmaxoB B. M. «Pa3Buthne pbIHKa BTOPUYHOTO HCIOJB30BaHHUS ONEXKIAsl B Poccum»
https://www.hse.ru/edu/vkr/206741222.

5. Kanada Hukumati, Innovatsiya. “Barqgaror rivojlanish-strategik siyosat sektori.
www.ic.gc.ca.11-03-2019 kirish.

6. Fletcher, K. (2008), Bargaror moda va to’gimachilik:dizayn safarlari (2 Ed.).London;
Washington, D.C.:Earthscan. 9780415644556 ISBN.
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MODA SANOATIDAGI EKOLOGIK VA BARQAROR RIVOJLANISH
TENDENSIYALARIDA “ZERO WASTE” NING AHAMIYATI

Abdukarimova Mashxura, ?Nargiza Usmanova
t.f.d., dotsent, TTYESI “Kostyum dizayni”’ kafedrasi mudiri,
2 MRDI “Libos dizayni”” kafedrasi o'qituvchisi

ANNOTATSIYA

Zero waste — nol chigindilar tushunchasi tobora
ommalashib bormoqgda. Bu chigindilarni maksimal
kamaytirishga asoslangan sanoat. Bundan tashqari,
ishlab chiqgarish jarayonida yuzaga keladigan
chigindilarni gayta ishlash emas, balki chigindi
chiggungacha bo’lgan jarayonni oldini olishdir.
Bunday ishlab chigarishning asosiy magsadi
ekologik jihatdan ahamiyatli va igtisodiy jihatdan
qulay bo'lgan chora-tadbirlarni joriy etish orgali
ifloslanish va chigindilarni maksimal darajada
kamaytirishdan iborat. Maqolada "zero waste"
kiyimlarini loyihalashning mugqobil ekologik
jihatdan qulay usuli ko'rib chigiladi, uning
afzalliklari kiyimning ishlab chigilgan modeli
misolida isbotlangan.

KALIT SO'ZLAR: Zero waste, nol chigindilar,
moda, ekodizayn, chigindisiz kiyim, ekologiya.

ABSTRACT

The concept of zero waste is becoming more and
more popular. This is an industry based on the
maximum reduction of waste. Moreover, we are not
talking about the processing of waste arising in the
production process, but about preventing the
process up to the release of waste. The main goal of
such production is the maximum reduction of
pollution and emissions through the introduction of
environmentally significant and cost-effective
measures. The article will consider an alternative
eco-friendly way of designing clothes "zero waste",
the advantages of which are proved by the example
of the developed clothing model.

KEYWORDS: Zero waste, fashion, eco-design,
waste-free clothing, ecology.

Bugungi kunda moda olamidagi
o’zgarishlar jadallasha bormoqda. Biz kiyib
yurgan liboslar urfdan tez chigmasligini
barchamiz  xoxlar edik. Juda tezlikda
rivojlanayotgan hayot tarzimiz kiyimlarimizda
ham 0’z aksini topmoqgda. Basic degan so’z
moda va kiyim kechak ishlab chigaruvchilar
uchun eng muhim so’zlardan biriga aylanib
bormoqda.

Baza ya’ni asos Kiyimlar urfdan
chigmaydigan kiyimlar hisoblanib, ularning
bichimi, rangi, shakli va matolari umumiy qilib
olingan neytral kiyimlarga  aytiladi.
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Bichimlarida eng oddiy va optimal yechimni
ko’rish  mumkin. Ranglari esa asosiy
ranglardan  yoki bo’lmasam bosiq va
monoxrom ranglardan tashkil topgan bo’lishi,
shaklining esa sodda va minimalistik usulda
bo’lishini inobatga oladi.

XXI asrda chigindilarsiz ganday yashash
mumkin?

ZERO WASTE chigindilarni
kamaytirishda ilg’or surilayotgan loyihalardan
bo’lib, ko’plab mashxur brendlar tabiatga
keltirilayotgan zararni kamaytirishga, gayta
ishlab  chigarishga o’tmoqdalar. “Yashil

MDIS
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obraz”ga aylanishga ulgurgan yirik ishlab
chiqgarish fabrika va zavodlari ko’paymoqda.
Bularga misol tarigasida kiyim-kechak
sanoatida H&M va Adidas brendlarini giyos
gilish mumkin.

"Zero waste" tamoyiliga ko'ra ishlab
chigarish texnologiyasi mahsulotni girgishda
ya’ni bichishda standart usuldan farq giladi,
chunki dizaynerning so'nggi g'oyasi materialni
bichishda aniglanadi va birinchi bo'lib
mahsulot ma'lum bir mato parchasiga mos
kelishi ko’zda tutiladi. Ushbu ishlab chigarish
printsipi  ishlab  chigarishning  dastlabki
bosgichida kamrog detallarni yo'gotadi va
oralig chigindilar miqdorini kamaytiradi.
Kiyim-kechak dizaynida chigindisiz bichim

uzoq vagtdan beri mavjud bo’lgan. Masalan,
ko'pchilik xalg kostyumlari shu tarzda ishlab
chigilgan bo'lib, ular kimono, sari, xitonlar edi.
"Bias cut"("bias cut") mahsulotlari bilan
mashhur bo'lgan Santa Cruz (Zandra Rhodes)
chigindilarsiz ishlab chigarish
texnologiyasidan  foydalanishda  innovator
hisoblanadi.[1]

Birog, chigindilarsiz ishlab chigarish
ishlab chigarishning har bir bosgichini
ta'minlashga intiladi, xom ashyoni ishlatish va
ulardan foydalanish hosil bo'lgan chigindilar
miqdorini kamaytiradi. Chigindilarni ishlab
chiqgarishning asosiy tamoyillari sxema shaklda
ko'rsatilgan.[2]

Chigindisiz ishlab
chiqarishning

prinsiplari

Chiqgindisiz bichim
yaratish

ZERO WASTE

Hom ashyodan
gayta foydalanish

Utilizatsiya

Resurs va energiyani
ekonom qilish

Chigindisiz  ishlab  chigarishning
muhimligi tobora ortmoqda. Tabiat va uni
asrash, ekologik muammolarni hal gilishda
olimlar qgo’ldan kelgan ishlarni amalga
oshirmoqdalar.

# MDIS

Paxta etishtirish uchun o'g'itlar,
matolarni bo'yash va qayta ishlash uchun
kimyoviy moddalar sarfi juda gimmatga
tushadi. To'gimachilik sanoati, jumladan, paxta
etishtirish ham yiliga 93 milliard tonnaga yaqin
suv sarflaydi. Dunyo aholisining soni ortib
borayotgani bilan bu ragamlar fagat ortib
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boradi, shu bilan birga paxta eksport giluvchi
davlatlar (Xitoy, Hindiston, Agsh, Pokiston,
Turkiya) hozirdanoq suv resurslarini cheklash
va  kamaytirish ~ muammolariga  duch
kelmoqdalar. Shunday qilib, Xitoy hududlari
to'gqimachiligida, tolalarning 80-90% toza suv
etishmasligi  tufayli sintetik ip ishlab
chigariladi.

Misol tarigasida trikotaj matolar va
mahsulotlar  ishlab  chigarishda  barcha
chigindilarning  umumiy  xom  ashyo
iste'molidagi ulushi 7-25% ni tashkil giladi,
eng katta miqgdori (90-95%) kesish bilan
bog'liq.[4] Bu ko’rsatkichni pasaytirish uchun
chigindini kam xarj qilib bichishda, yoki
bo’lmasam  chigindisiz  gilishda  ko’p
xarakatlarni amalga oshirish kerak. Model
assortimentini  kengaytirish ~ va  ularni
zamonaviy ko’rinishda bo’lishini shu bilan
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1-chizma

birga iste’molchini shu maxsulotni sotib

olishga gizigishini orttirish kerak.

Kiyimlarni modellashning o0’zidayoq
buni bartaraf etishga garatilgan loyiha ustida
gap boradi.

Chigindilarga  garshi  kurashning
dastlabki harakatlari o'tgan asrning 70-
yillariga to'g'ri keladi. Bu borada Zero waste
atamasini Amerikalik Pol Palmer amaliyotga
taklif etdi va bu nol chigindilar ma’nosini
anglata boshladi.

Chigindisiz kiyimni yaratish g’oyasini
ilgari surgan yana bir innovator Zandra Rouds
(Zandra Rhodes) xisoblanib, XX asrda

“Ko’ndalang bichim” ni yaratgan.[5]
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L.M.Tuxbatulina, L.A.Safina va D.M.
Xasanovalar tomonidan yaratilgan ayollar
poltosini 1-chizmada bichilgan va tayyor
xolidagi  variantini  ko’rish ~ mumkin.
Chigindilarni  boshqgarish  texnologiyasidan
foydalanish ishlab chigarishda minimal
chiqgindi chiqgarish darajasiga erishishga imkon
berdi interlekal sarflarning soni va kamayishi
mahsulot ishlab chigarish vaqtida kamroq
operatsiyalar bajarish soniga erishiladi deb
xisoblashgan.

Did bilan kiyinish va ayni paytda atrof-
muhitga zarar etkazmaslik oson ish emas.
Tezkor moda va materiallarning katta tanlovi
cheksiz. Bugun biz birgalikda sayyoramiz

Futbolka bichimidagi chigindi 18%

gacha  tashkil  qilinishini  kamaytirish
magsadida yangi dizayn va bichim o’ylab
chiqildi. Uning oddiyligi va zamonaviy moda
tendensiyalariga mosligi bn farglanadi. 2-

B MDIS

uchun zararsiz va 0’zimiz uchun sog'lom
bo’lgan kiyimlarni yaratishimiz kerak.

BBC News ma’lumotlariga ko‘ra,
kiyim-kechak sanoati dunyoda ikkinchi
ifloslanish manbai hisoblanadi. Atrof-muhit
uchun asosiy tahdidlar ro'yxatida u neft va gaz
sanoatidan keyin turadi. Moda sanoati iglimga
ta'sir qiladi, tuprogni, suvni va havoni
zaharlaydi, poligonlarning o'sishiga hissa
go'shadi va hayvonlarga zarar etkazadi. Bu
hatto sog'lig'ingizga tahdid soladi. Shuning
uchun, siz sotib olmoqchi bo'lgan futbolkaning
"o'tmishi” ganday matodan ekanligini va bu
material ganday tayyorlanganligini bilish juda
muhimdir.

chizmada xavola etilgan futbola nol chigidini
tashkil etadi. Odam tanasida oversayz bo’lib
turishi esa gradatsiya davrini yanada
kamaytirib ishni tezlashtirishga xizmat qgiladi.
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2-chizma

Keyinchalik nol chigindi tushunchasini Chigindilarga garshi kurashda ishtirok
hagigatda amalga  oshirishga intilgan etish va chigindilar miqdorini sezilarli darajada
tashkilotlar paydo bo'la boshladi. Butun kamaytiradigan ~ yo'Ini  tanlash  kerak.
dunyoda  “nol  chigindilar”  mavzusida Chigindilarni gayta ishlash zarurati paydo bo'la
konferentsiya va seminarlar o'tkazilishi boshladi va bu strategiya o0'zining tamoyillariga
mavzuning nagadar dolzarb  ekanligini ega bo'ldi. Printsipning asosiy masnosi
ko'rsatib turar edi. shundaki, keraksiz narsalar to'planishi, gayta

ishlanishi va yangi mahsulot ishlab chigarish
uchun material sifatida xizmat qilishi kerak.

Adabiyotlar ro'yxati
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University of Technology, 2013. — 313 p. 5. Lucy Siegle, To Die For: Is Fashion Wearing Out the
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OCOBEHHOCTHM MATEPHUAJIOB, UCMOJIb3YEMBIX JUUISI
BOJILHUYHOW OJIEXIbI

M.X.lllupunoBa, k.T.H., ®.Y.Hurmartona, 1.T.H.
Towxenm m};KMMa’{MﬂMK 64 eHcul canoam uncmumymu

KJIIOYEBBIE CJIOBA: OONbHUYHAS
ooedxcoa, 2USPOCKONUYHOCTD, JIbHAHOE
MOOUGDUYUPOBAHHOE BOTIOKHO.
AHHOTALUSA

[TpoBeneHHbIC HAMH UCCIICTIOBAHMUSI

MO3BOJIMIM  BBISAIBUTH  LIUPOKUH  CIIEKTP
TPAIUIIMOHHBIX u MHHOBALIMOHHBIX
MaTepuajgoB, MPUMEHSEMBIX B MHPOBOU
MpaKTUKE JUIsl  W3TOTOBJIEHUS  OJEXKIIbI,
MpeAHa3HauYeHHOW JUIsi  OOJBHBIX  JIFOJICH.
JIpHO-cOnlepKalMe  COpOYEYHBIE  TKAHU
COCTOAT M3 TPEXKOMIIOHEHTHOM  MpSKH,
coliepkaliel BHCKO3HOE, mnonudpupHOEe U
JTBHSHOE  MOAUGUIIMPOBAHHOE  BOJOKHA.
CrienmanbHasi OTAENIKa IO3BOJSET IOJYYHUTh
YHUCTBINA OeIbIi BT M XapaKTEPHBIH IS IbHA
cepeOpuCThIii  OTTEHOK.  Takue  TKaHu
XapaKTEePU3YIOTCA BBICOKOM
BO3/1yXOIPOHUI[AEMOCTBIO,

TUTPOCKONMYHOCTBIO, BIArOOTAAYEd U MOTYT
ObITh PEKOMEH/IOBAaHBl MJisi TMPOU3BOJACTBA

OompHMUHON  omexnapl. (Oco0eHHO  3TO

aKTyaJbHO JUIs OOJEHUYHOM OIEKIBI, TAK KaK
B OTIMYME OT OBITOBOW ONEXKIBI, IIPH
TPaIULMOHHOM TPOIECCe MPOESKTHUPOBAHUS U
OLICHKM KadyecTBa HEOOXOAMM 3Tall OMBITHOM
HOCKH 00paslioB 7Sl MPOBEPKH aJeKBATHOCTH
MPUHATHIX TMPOEKTHBIX perneHuil. PazpaboTka
U (pOpMHUPOBAHUE CUCTEMBI MPEIBAPUTEIHLHOM
OLIEHKU KadyecTBa OOJILHUYHOW OJIEXK[BI 10 ee
W3TOTOBJICHUS ~ TIO3BOJIT  HE  TOJBKO
YJIOBJIETBOPHUTH BCEM MOCTaBJICHHBIM
TpeOOBaHUSIM, HO W, B KOHEYHOM HTOTE,
cIenaTh €€ PKOHOMUYECKU d(PPEKTUBHON aJIs
MPOU3BOJUTENS M JOCTYMHON MOTPEOUTENSIM.
Co3pganne  KOMQOPTHOM M ACTETUYHOM
OONMBHUYHON OACKIBl C (YHKIHMOHAIBHO-
KOHCTPYKTUBHBIMU AIIEMEHTaMH,
o0JIerJalouMMyU  TPOBEIEHUE MEIUIMHCKUX
npoueayp c y4eTOM

MPOTEKaHUS 3a00JeBaHUH,

oco0eHHOCTEH

ITO3BOJIAT
MOBBICHThH Ka4eCTBO JICUCHUS U pEaOUIHTAI[HH
MAlMEHTOB, KA4eCTBO JKU3HU 4YEJIOBEKA BO
BpeMsi 0OJIC3HM, KOrJa OH YyBCTBYET ceOs
HanOoJee yI3BUMBIM.

TekcTrbHEBIE MaTepHaIIbI
WCIIONB3YIOTCST B MEAUIIMHE 711 00paboTKH
paH ¥ B Ka4eCTBE MEPEBA30YHOIO MaTepHala,
MOCTEIBHBIX TMPUHAIICHKHOCTEH W OJCHKIIBI.
Marepuanbl, TpUMEHSIEMBIC B MEAHUIUHE |
XHPYPTUH, JOJKHBI 00JIafaTh JOCTATOYHOM
MPOYHOCTBIO U 3JacTUYHOCThIO.  Bce
MaTepHabl, HUCHOJIb3yeMble B MEIUIIMHE,

pa3aeNsoTCs Ha YEThIPE TPYIIIBL:

B MDIS
Tachkeut

1-1 rpynma — HEMHIUIAHTUPYEMBIE
TEKCTWIbHBIE  MaTepuanbl, K  KOTOPBIM
OTHOCATCS IEPEBA30YHbIE MaTepUabl, OUHTBHI,
IUTACTBIPY U MapJis;

2-1 Tpymma - HMIUIAHTUPYEMbIe
TEKCTUJIbHBIE MaTepHaIIbL: IIIOBHBIE
MaTepuaibl, HCKYCCTBEHHBIE CYXOXKWUIUS H

CBSI3KH;
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3—10 TPYMITy COCTaBISIOT MaTepPUAIHI,
WCIIOJIb3yEMbIE TPU BBEACHUH B OpPraHU3M
YeJI0BEKa UCKYCCTBEHHBIX MOYEK, MEYCHU WIIH
JIETKUX;

K 4-ii rpynne oTHOCATCS MaTepualbl,
MIPUMEHSEMbIE TS HM3COTOBIICHUS
XUPYPTUYECKOM M TOCHUTAJIBbHOM OIEKIBI,
mocTenbHOro Oenbs. KauecTBO MeTUIIMHCKOM
1 OOJIBHUYHOM OJICIK/IBI M €€ CBOMCTBA 3aBUCST
OT CBOMCTB MaTEpHalOB, M3 KOTOPBIX OHa
M3rOTOBJIEHA. B COOTBETCTBUU ¢ HOPMATHUBHO-
TEXHUYECKOM TOKYMEHTAUEH TaKyr OHEHKIY
PEKOMEHIyeTCs
MaTepuajoB C HATypaJIbHBIMU BOJOKHAMHU

HU3rOoTaBJINBATHh u3

(6s13b, TKaHU MUTKAaJIEBOU IpyIIbL,
COpOUYEYHBIE TKAHU) U CMECOBBIX MaTEPUAJIOB,
KOCTIOMBI ~ TOCIIMTajJbHBIE  MYKCKHE U3
XJIOIMYaTOOYMaKHOM TKaHU (JIETHHE KOCTIOMBI)
U U3 TOIYLEpPCTSIHOW (3UMHHUE), KOCTIOMBI
TOCHHUTaJbHbIE  JKEHCKHE M3  HAOMBHOM

¢dbnanemm [1]. K marepmanam coBpeMEHHOMU

ONCKIBI,  HUCIOJIB3yeMOW  OOJBHBIMH B
CTallMOHApax JeueOHBIX 3aBEICHHIA,
NPEeIbSIBISIOT  TpeOOBaHUA  OOeCreUYeHHUS

3alIUThl OT NMPOHUKHOBEHUSI 0OJIE3HETBOPHOM
MUKPO(DIOPEI B TIOJ OJEKHOE MPOCTPAHCTBO,
BBICOKOW MPOYHOCTU JJIsl NPEJOTBpAIICHUS
IIPEKACBPEMEHHOTO  Pa3pylICHHAs W3NS,
JUISl JOCTATOYHOW YCTOMYMBOCTH MPU CTUPKE U
UCTUpaHUU. Martepuanbsl  JTOJDKHBI  OBITH
JETKUMH, HMETh HEOONbIIYI0 TOJIIUHY U
YCTOMUUBYIO CTPYKTYpPY, YTOOBI HCKIIOUUTH
10T JaHuE YacTHIL Marepuaina Ha
MOBPEXKJCHHBIE YYaCTKU KOXHU OOJBHOIO,
o0iaaTh BBICOKOW TUTPOCKOMUYHOCTHIO H
BJIaTOEMKOCTBIO, YCTOMYUBOCTBIO K
arpecCUBHBIM cpenam U UMETh
MpUBJICKATENIbHBIM BHEHUN Bul. lllnpokoe
NPUMEHEHHE XJIOMYAaTOOYMa)KHbIX TKAHEH JUIst
IIPOU3BOJCTBA MEIULMHCKON OJIEXK 1B
00yCJIOBJICHO MX BBICOKUMH T'MTHEHUYECKUMHU
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CBOMCTBAMH: JIOCTATOYHBIMH BO3JIYyXO- H
MapOMPOHUIIAEMOCTHIO "
TUTPOCKOMUYHOCTHIO. OCHOBHBIM
HEJOCTAaTKOM  XJIOMYaTOOYMa)KHbIX TKaHEH
ABIISIETCS  yXYAIIEHHWE WX CBOICTB TpH
CTEpUJIN3aIUH, TaK KaK BBICOKasl TEMIEpaTypa
(132°C) u nanenue (0,2 mIla) B aBTOKIaBaxX
OPUBOJUT K YXYIIICHUIO BHENIHETO BHJA
(moxenteHue). Homnroe BpeMs
TPAIUIIMOHHBIMU TKAHSIMHU IS U3TOTOBJICHHUS
MEIUIIMHCKOMN OJIEXK IbI

XHOH‘I&TO6YM3}KHI)IG TKaHH,

CUHTAJIUCH

OJIHAKO,
COBpEMEHHAasi allbTePHATHBA UM — CMECOBBIC
TKaHu. brarogapst BBeJEHHIO B COCTaB TKaHU
XAMHUYECKMX BOJOKOH M  BO3MOXXHOCTH
peryJMpoBaHusi Pa3IuYHOTO COOTHOIICHHS
HATYpPQJIbHBIX WM  XUMHUYECKUX  BOJIOKOH
MIPOU3BOAUTENIM MOTYT YJIydllIaTh MOKa3aTesn
MEXaHHYECKUX, (PU3UYECKHX U XUMHUYICCKUX
CBONMCTB, cCO3JaBaTb TKaHH C 3aJaHHBIMHU

NOTPEOUTETHCKUMU CBOIiCTBaMH.
CoBpeMeHHbIE TEHACHIIMU Pa3BUTHs pPbIHKA
TKaHen MEIUIIMHCKOTO Ha3HAYCHUS

CBUJICTEILCTBYIOT O TOM, YTO Ha CMEHY
XJIOMYaTOOYMaKHBIM ~ MIPUXOMAAT  CMECOBBIC
TKaHu. KpynHedmuMHu  Npou3BOAUTEISIMHU
MEIUIIMHCKNX TKaHeW saBisaioTcss — Kurai,
Bemukobpuranus, Poccus, Anonwms, FOxnas
Kopes, benapycb. @upmoit KMuko-Can>>,
MPOU3BOASAIIEE OJHOPA30BYIO MEIMIIMHCKYIO
oleXay W Oenbe, WCIONb3yeTCs HETKAHBIM
MaTepuan <KCHaHOOHI>>, NOJydYaeMbli U3
paciiaBa mojuMepa (UIBEPHBIM CIIOCOOOM,
OCHOBOM KOTOPOI0O
MOJIMIIPONUIIEHOBBIN NopoIoK. 13 maTepuana

ABJIACTCA

M3rOTABIIMBAIOT KOMILUICKTHI WX OTACIbHBIC
AJIEMEHTHI 3aI[UTHON OJEKIbI, 00JIamaroeH
3aJIaHHBIMM ~ CBOWCTBAaMHU, M TPU  OITOM,

o0Jaarome HEBBLICOKOI CTOMMOCTBIO.
Hayunsie HUCCIIEAOBAHMUS B obiactu
pa3paboTKu MEIHUIMHCKOTO TEKCTHUIISA

# MDIS
Tashkent



MOKa3bIBAIOT, YTO 3aCIy)XKHBAaIOT B OOJIACTH
OMOJIOTHYECKU-aKTUBHBIX BOJIOKOH W HAaHO
TEXHOJIOTUH,  IPOU3BOJACTBO  CEHCOPHBIX
BOJIOKOH, TKaHEH M TpUKOTa)xa, 3aHUMaET
0co00e MECTO B MPOM3BOJICTBE HAHOTEKCTUIIAL.
CeHCOpHBII TEKCTUIIb TO3BOJIET OTCIIECKUBATD
OCHOBHBIE IapaMETpPbl OpPraHu3Ma 4YEJIOBEKa,
TakMe Kak TeMIlepaTypa, IaBJICHHUE, IyJIbC U
T.I., IPU KOHTAaKTE C OACKAO0W. Pa3BuThie
CTpaHbl aKTUBHO BHEIPSIOT IEPEIOBbIE OHO-,
HaHoO-, IIa3MEHHBIE, Ja3epHBbIE,
pajuanyoHHbBIE U Jpyrue TEXHOJOTMH B
00JIaCTH  TEKCTUJIbHOM  MPOMBILIUIEHHOCTH.
Hcnonb3oBaHue  MOAOOHBIX  TEXHOJOTHI
MIO3BOJIIET IPOU3BOJAUTH TKAHU U OJEXKAY C
KOMIIJIEKCOM COBPEMEHHBIX MOTPEOUTEIBCKUX
CBOWCTB B HOBBIX OOJIACTSIX MPUMEHEHHS
(apMusi, MeIULMHA, CIIOPT, OTABIX, TEXHHUKA).
Awmepukanckas ¢upma DuPont eimycTuia
HUTH a1 mpousBojactBa Tkaneir Cool Max
Alta, uMeronMxX MSTKYI MMOBEPXHOCTh KaK y
XJIOMYaTOOYMaKHBIX TKaHEH M 001aJarommx
BBICOKOM BJIarOEMKOCTBIO, a TaKXe MaJIoif
MOBEPXHOCTHOW  IUIOTHOCTBIO M HHU3KOU
CMOCOOHOCTBIO K MNWIIMHIO OOpa30BaHMIO.
Kommanust Schoeller Bregenz mnpemnaraer
ucrnois3oBathk Polycolon MmoxudunupoBaHHbie
HOJIMIPONIUIICHOBBIE HUTU C AHTUMHKPOOHOM
OTIENKOM I  W3TOTOBJICHUS  H3ICIIHH,
YCTOWYMBBIX K CTUPKE IIpH Temreparype 95°C
C COXpaHCHMEM THMTMEHHYECKUX CBOICTB H
OKpacKHM, HE BBI3BIBAIOIIUX aAJUIEPTUIO U
sKojJoruyecku  OeszomacHbix [2].  Takke
¢upmoit  CARRINGTON

IMPUHIHUITNAJIBHO HOBBIH THUII

HCIIOJIB3YCTCA

aHTHOAKTepHAIbHON OTAENKH «IepMarap,
KOoTopast MMOBEPXHOCTh
noNud(UPHO XJIOMKOBBIX TKaHEH, MpPU STOM
oOecreunBaeT MpeIoTBPAIIEHUE POCTa TpaMm-

HaHOCHUTCs Ha

MOJOXXUTEIBHBIX M IPaM-OTPHIATEIBHBIX
Oaktepwuii, TPHOKOB, BOJOPOCIEH U TPOXIKEH,

B MDIS
Tachkeut

MOJIABJISICT 3aIlaX¥, BRI3BAHHBIX OAKTCPUSIMH H
rpuOKamMu, HE BBI3BIBACT AJUIEPTHUECKUX
peakiuii Kok, OOecCIeyuBaeT IATEIbHBIN
CPOK CIy>)XObl. AMEpHKaHCKHE YYCHBIC U3
YHusepcurera
0co00e BOJOHEMPOHHUIIAEMOE TIOKPBITHE C

Knemcona  paszpaboranu
UCTIOJIb30BaHUEM CepeOpsIHBIX HAHO YacTHII,
CO3JAIOIIMX HAa TKAHU  MMHU-BBICTYIBL,
NO3BOJIIIOIIMX  TKaHH CaMOOYHIIATHCS.
Otnuume HOBOro MaTepuansa OT JPYrux
BOJIOHEIIPOHULIAEMBIX ITOKPBITUH 3aKIH0YACTCA
B TOM, 4YTO OHO HE CTHPAETCi U MOXKET
HAHOCHUTbCS Ha JIIOObIe TKAaHU, B TOM 4YHCIE
HIeJIK, XJIONOK U mnoyudcTep. (OCHOBHBIM
HEJ0CTaTKOM JUIsl MacCOBOIO IPOM3BOJCTBA
SIBJIIETCS BBICOKAs LI€HA. B rpynme oxexHbIX
TKaHeH Uil TPOU3BOACTBA MEIULIMHCKOU
OJIeXk/Ibl 3HAUUTENBHOE MECTO 3aHHMAaloT
copoueyHble M  OJIy304HbIE TKaHM U3
MHOTOKOMIIOHEHTHOM! IPSKU C YJIy4IIEHHBIMH
CaHUTAPHO-TUTHEHUYECKUMU CBOICTBaMH,
TaKUMH  KaKk MATKMM  Tpud, BBICOKHUE
HOTpeOUTEIbCKUE CBOWCTBA, COBPEMEHHOE
XYJ105KECTBEHHO KOJIOPUCTHUYECKOE
odopmienue. JIbHO conepxKalue cCopoueHHbIe
TKAaHU COCTOAT U3 TPEXKOMIIOHEHTHOM MpskKH,
coJepXKameil BHCKO3HOE, NOMMI(QUpPHOE W
JbHSHOE  MOAM(UIMPOBAHHOE  BOJIOKHA.
CrnennanpHas OTHENKa IO3BOJIACT IIOJIYYHTh
YHUCTBINM OeJblii LIBET M XapaKTEePHbII 171 JIbHA
cepeOpuCTbIii  OTTeHOK.  Takue  TKaHH
XapaKTEPU3YIOTCs BBICOKOM
BO3/yXOIPOHHUIIAEMOCTHIO,

TUTPOCKONIUYHOCTBIO, BIArooTJau4ed U MOTYT
OBITh PEKOMEH/IOBaHbl JJIsi TPOU3BOJCTBA
omexnel. Oco0eHHO  9TO

aKTyaJbHO ISl OOJIBHUYHON OJIEXkIbI, TAK KaK

OOJILHUYHON

B OTIMYHME OT OBITOBOM ONEXKABI, TMpH
TPaJUIIMOHHOM TPOIECCEe MPOSKTHUPOBAHUS U
OIICHKH KadecTBa HEOOXOAMM H3Tall OMBITHOM
HOCKH 00pasIioB JJisi MPOBEPKH aJIeKBATHOCTH
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MIPUHATHIX MPOEKTHBIX pemieHuid. Pa3paboTka
1 (OPMHUPOBAHHUE CUCTEMBI TIPEIBAPUTEIHLHOM
OLIGHKH KauecTBa OOJHLHUYHOM OJEXIbI 10 €€
W3TOTOBJICHUS MIO3BOJIUT  HE TOJIBKO
YIOBIIETBOPUTH BCEM

Tpe6OBaHI/I${M, HO HM, B KOHCYHOM HTOIC,

IIOCTAaBJICHHBIM

cenarb ee SKOHOMHYECKH 3(pPeKTUBHOM ISt
MIPOU3BOTUTEINS U JOCTYIMHOU MOTPEOUTEIISIM.
Coznanne  KOMGOPTHOWM M ICTETUIHOU
OOJBHUYHON ONEXKABl ¢ (YHKIMOHAILHO-
KOHCTPYKTUBHBIMHU AJIEMEHTAMH,
O0JIETHAIONIMMH TIPOBEICHUE MEIUIIMHCKUX
poreIyp C  yderoM 0COOEHHOCTEH
MPOTCKAHHUS 3a00JICBaHUH, TIO3BOJIUT
MOBBICHTH KaYECTBO JICUCHUS U peaOUIUTAIIIH
MAIMEHTOB, KAaueCTBO JKU3HH YEJIOBEKa BO
BpeMsi 0OJIe3HU, KOTJa OH YYyBCTBYET ceOs
HanboJiee ySI3BUMBIM.

MySTOMA [3] SBJISICTCSI
NPaKTUYHBIM ¥ yIOOHBIM B TNPUMECHEHUH
HETIPOMOKaEMBIM HaMaTPacHUKOM c

pe3MHKaMHU Ha YTriax, KOTOpbIE IO3BOJSIOT
HAJeXKHO 3aKpelnuTh 4YEeXO0J Ha MmaTpace.
HamaTtpacHuk ymo0eH B OSKCIUTyaTallud: €ro
MOXKHO CTHUpaTh, OH JIETKO OJEBAETCA W
CHUMaeTcs ¢ Marpaca, MMeeT JOJIIMH CpOK
CITY>KOBbI M TIPUBJICKATEIHHBIA BHEIIHUI BHUJI.
HamarpacHuUK BBIIIOJIHEH U3 HECKOJIBKUX CIIOEB
paszHoit TKaHU.
KOHTaKTUPYIOIIUN C TEJIIOM - MsITKasi MaxpoBas
TKaHb U3 XJIONKa. TKaHb MOTJIOIIAET Biary u

Bruentaui CIIOH,

OTBOAUT €€ OT TCJIa YCJIOBCKA B IMMPOLCCCC CHA,

4TO co3zaer cyxou MHKPOKJIUMAT,
MOAABIISIONIMNA  pa3MHOXKEHHE  OaKTepHid.
BryTpenHuit cioi (MmemOpana) -

BJIarOHENPOHULIAEMOE NMOKpbITHE. OH HAIEKHO
3alMIIaeT  Marpay OT HAMOKAHHA W
3arps3HECHUS. He LIyPILINT. Croti,
COIIpUKAcaOUINiicad ¢ MaTpacoM — X/0 TKaHb,

MpeIITCTBYIOIIAA CKOJIBXXCHHIO
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HaMaTpacHUKa, CO3/1a€T MPUBJIECKATEIbHbBIN
BHEIIIHUN BHUJI YEXJIy JaKe U3HYTPH.
Cocras:

ACCOPTUMEHT TKaHEW MEIMIIMHCKOTO
Ha3HA4YeHHs JOCTATOYHO OOmHMpeH. TkaHb «A
Texctunb» (Poccust) wucmomb3yercss s
3anmTHBIX TpocTthiHel Abri-Bed kotopsrii
SIBIISIETCS.  OTJIMYHOM 3alIUTOM IOCTEJIBHOIO
Oenbsi, KpoBaTel wiu kpecen. [lpumensiercs
JUIS TIPOBEJICHUS THUTHMEHHYECKUX MPOIEAYD,
nepeoaeBaHuii, OCMOTPOB Yy OONBHBIX C
HEJEP)KAHUEM, JIEKAUYUX [ALUEHTOB, JJIA
JIOTIOJTHUTEIBHOM 3a1UThI TOCTENIX HOYBIO WIIH
JTHEM, COBMECTHO C JIPYTHUMH CpPEJICTBAMH -
MPOKJIa/IKaMH, MOATY3HUKAMHU,
BIIUTHIBAIOIINMU TEJICHKaMU, JIJIs Maccaxa U
T.J.

Trxanp Asanon (Avalon textile) [4]
POCCHIICKOTO MIPOU3BOJICTBA TSt
MEIULMHCKUX CPEACTB M0 YXOAY 32 JIE)KAUNMHU
00JBHBIMU JUTSL W3TOTOBIICHHS
HaMaTpPacHUKOB, HEITPOMOKAEMBbIX HAaBOJIOYEK,
HarpyJHUKOB JJIs1 KOPMJICHUS], BIUTHIBAOIINX
nejaeHok u Ap. s MyXUMH M KEHIIUH C
HEJEpP)KAaHHUEM MOYM KOMMaHus  ABaJOH
BBIITYCKAET BIHUTHIBAIOIINE MHOTOPA30BBIC
HEMPOMOKAaeMbIe TPYChl Pa3HBIX MOJCIEH,
LIBETOB U Pa3MepOB.

Men-Moc YG-2/6 [5] cmmt u3
BBICOKOKAUECTBEHHOTO  XJIOMYAaTOOYMaKHOTO
Marepuana. IlpeumymiectBamu  siBIsieTcA
BBICOKOKQUECTBEHHBIH  XJIOMYATOOYMa KHBIH
Marepuail M pe3UHOuYKa Mg KpPEIUIeHUs K
KpOBaTH.

Co3manne OOJIBHUYHON OHEKABI U
MIOCTEJIBHOTO Oenbs, OTBEYAKOIIUX
TpeOOBaHUSIM  COBPEMEHHOH  MEIUIIMHBI,
croco6cTByrOUX 3 (HEKTUBHOCTH JICUEHHUS, a
TAKKE€ CO3JAIONIMX IICUXOJOTMYECKUA U

9KCIUTyaTallMOHHBIA ~ KOM(OpT  OoIbHOMY

# MDIS
Tashkent



YeJIOBEKY, OMpEeIsieT 0CO0YI0 aKTyaJbHOCTh
HCCIeAyeMON HayYHOU MTPOOIEMBI.

Crnemyer OTMETHTD, YTO 3apyOeKHBIMH
WCCIICZIOBATEIISIMU aKTUBHO pa3padaThIBArOTCS

UCCIICIOBaHMs TI0KA3aJld, YTO MEIAUIIUHCKHE
pa6OTHI/IKI/I, NanueHTbl KIWMHUK W JIOJU,
CTpaJaoINIe XPOHUYECKIMH 3a00JICBaHUSIMH,
KpaifHe 3aMHTEPECOBaHbI B NPUOOPETECHUH

KaK HOBBIC MaTcpualbl, CHOCO6CTBYIOH_II/IG (I)YHKHHOHaHBHOﬁ OOILHUYHOM OACXKIAbI H

CKOpEHIIEMY  BBI3IOPOBJIICHHIO, TaKk U IIOCTEJIBHOTO Oenbs, 3HAYUTEIIBHO
¢yHKuMOHaNMbHAs ~ OONMBHUYHAS  OJEXK[A, yIyUIIAloOmEe ycaoBUs JKU3HU OONBHBIX U
IIOMOTraroIas OCYILECTBIIATh Je4eHue KAaueCTBO OKa3bIBAEMBIX MEJULIMHCKUX YCIIYT.

MaIUuCHTOB. HpOBeI[eHHBIe COMOJIOTHYCCKHUEC

CnuCcoK UCIOJIb3YeMOM JIUTEePaTyphbl

1. TIpoGnembl co3maHus CHEIHANBHBIX CPEACTB s OOJBHBIX PUCKOM Pa3BUTHS MPOJIEKHEH Couc.
M. X IlIupunona, nok. C.Xampaepa, maructpanT M.C.AxpopOekoBa

2. Xapnoa O.H. Merononornueckue OCHOBBI TPOECKTUPOBAaHUS B (OPMHPOBAHUS KadyecTBa
OOJTHLHUYHOM OJEK/IBI PA3IMYHOTO ACCOPTUMEHTA, aBTopedepar aucc 2011.

3. Avalon Textile Company (2022). Myneron Ha pe3uHKax. JIOCTYMHO TIO CCBUIKE:
https://www.mystoma.ru/product/na03-namatrasnik90200-muleton-na-rezinkah

4. Avalon Textile Company (2022). 3ammrHble OPOCTHIHH. J[OCTYMHO TIO  CCBIIKE:
https://www.mystoma.ru/brand/avalon%20textile/

5. Tkau. Py (2021). Tom-100 mpousBoauteneil mocrtenbHOro Oenbs. J[OCTYNHO MO CCBHUIKE:
https://tkac.ru/rating/top-100-proizvoditeley-postelnogo-belya.htm
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ABTOMATU3ALIUA MIPOLIECCOB IBEMHOTI'O TPOU3BOJACTBA

M.II.IIomancyposa, ®.Y.Hurmarosa

TawikenmcKuti UHCMUMym meKCMUIbHOU U NE2KOL NPOMbBILULEHHOCTU

KIIOYEBBIE CJIOBA: oicusznenuvlti yui

uzoenus, 0oKymeHmoobopom,
unpopmayuonuvie  mooenu, KOHYenyusl,
noocucmema

AHHOTAIIUA

B pabote paccMoTpeHBI BOIPOCHI CO3AaHUA
WHTETPUPOBAHHOMN
KOHCTPYKTOPCKO-TEXHOJIOTHYECKOM
MOATOTOBKH MIPOU3BOJICTBA

CHCTEMBI JJIA

HIBEUHO-
TPUKOTaXXHBIX u3nenuii Ha ocHoBe CALS-
TEXHOJIOTUM. ONEKTPOHHBIN
nokymeHtoobopor B koumenmuu CALS
MoJpa3syMeBaeT TOJ JOKYMEHTOM TaKylo
cUCTeMY, KOTOpasi He MPOCTO MpPEIOCTaBISIET
BO3MOKHOCTb COJIEpKaHUs HHPOPMALIUH, HO U
BO3MOXKHOCTh ~ ONEPUPOBAHMS  HaJ  Hel

(rpynnupoBKa, pa3beJUHEHUE TaHHBIX) C

y4eTOM HEOOXOJMMBIX ImapaMeTpoB. B pabore
pPaccMOTpPEHBI BOIIPOCHI CO3aHUA
UHTETPUPOBAHHOM CUCTEMBI TUTST
KOHCTPYKTOPCKO-TEXHOJIOTUYECKOI
noaroToBku npoussojictea (KTIIII) mBelinoro
uznenust Ha ocHoBe CALS-TexHomorHid.

B mHacrosmmee Bpemss B IIBEHHOH
OTpaciy, HECMOTPsI Ha HaJU4YME CHCTEM
aBTOMATU3UPOBAHHOTO MIPOEKTUPOBAHUS
(CAIIP-K) u TexXHOJOTHYECKOW IMOATOTOBKU
npousBoactBa  (CAIIP-T), Bo3MoxxHOCTH
UH(GOPMaIIMOHHBIX TEXHOJIOT Uil
UCIIONIB3YIOTCA HE B NOIHOU Mepe. Ha xax o
craguu KTIIIT co3naercst cBoit HAOOP JaHHBIX,
KOTOpbIE HCIOJNB3YIOTCA (2 HHOTAAa HE
UCIOJIB3YIOTCSI) Ha TMOCIEAYIOLIUX 3Tamax.
Bece  00beEM  HAaHHBIX  MOXKET  OBITH
IpEeJICTaBIeH B pa3HOM BHUZE: HA OyMaKHOM

HOCHUTCJIC U HaCTUYIHO B JJICKTPOHHOM.

B nmnocnennue romel Bce Oonbliee
pacrnpocTpaHeHHe
HpI/IMeHeHI/IH

MOJTy4aeT unes
CALS-texnomoruit B
YOpaBJIEHUU  MPOU3BOJACTBOM  Pa3IUUHBIX
oTpaciiei, KOoTopast oOecrieynBaeT
WH(pOpPMAMOHHBIN OOMEH JaHHBIMH (Kak B
WHTEpPHET TMPOCTPAHCTBE, TaK M  BHE
MH(OPMALIMOHHON CHUCTEMBI) MEXKAY dTalaMu
»ku3HeHHoro nukia m3genus (OKI{U) omHoro
MPEINPUSITHS U CETH MPEATPUSTHH.
CALS-TexHOMOTHAMU MMEHYIOTCS
KJ1acc WH(POPMAITMOHHBIX TEXHOJIOTHH,
HaIlpaBJICHHBIX Ha oOecTieueHrne 0e30yMakHOU

WH()OPMAIIMOHHON TOAECPKKH KUZHECHHOTO
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O0BEKTOM CALS-

TEXHOJIOI'HU SIBJISICTCA I/IH(l)OpMaIII/ISI (6}

UK MPOJIyKTA.

IPOJIYKTE, MPOLIECCaX U CPpeJie Ha BCEX CTaIUsAX
)ku3HeHHoro 1wkia wminenus  (OKLU) wu
CO3JIaHMe €IMHOTO WH(POPMAIIMOHHOTO
npocTpaHcTBa s Beex yyactkos JKIIU [1].
OcHoBo#t, sapom CALS sBusercs
UHTETPUPOBAHHASI CUCTEMA, MPEIICTABIISAIONIAS
co0o¥i pacripeielIeHHOE XPaHWINIIE TaHHBIX, B
CETEBOM  KOMIIBIOTEPHOM  CHCTEME, W
OXBATBIBAIOIIEE ITOIPA3ACTICHHUE MIPEITPUATHSI.
HeoOxonuMeie yciioBust (yHKIMOHUPOBAHUS
MHTETPUPOBAHHOU nH()OpPMAITMOHHON

cucteMbl (MUC) — 06beMbl nHGOpMALIHY U €€

# MDIS
Tashkent



MHTEHCUBHOCTb, MOCTYMAIOIINE B Pa3INyYHbIE
MO/Ipa3/IeNIeHUs IPEIPUSITHS, paclipeieICHIE
MOTOKOB HMHGOpMalMu BO BpEMEHU U B
MPOCTpaHCTBE. MOXKHO BBIIETUTH TPH ACMIEKTa
JTaHHOW KOHIICTIIIHH:

- paspabotka  MH(POPMAIMOHHBIX
Mozaenel ans kaxaou craguu XKL, marerpanus
OTHOCSIIIUXCST K HUM JAaHHBIX MOCPEACTBOM
CO3JIaHHUsI MHOT'OMIOJIb30BaTeNIbCKUX B/I;

- OpraHu3aIys MEKTPOHHOTO OOMEHa
JTAHHBIMH (IOKYMEHTO000pOTa);

- MHTErpUPOBAHHAS JOTHCTUYECKas
MOJJIEPKKA.

bazoii  mms  pa3paboTkum  Bcex
KOMITOHCHTOB  SIBJISIFOTCSL  MEXKyHAPOJHBIC
cranzaptsl. [Ipeamoceuikamu — pealn3anuu
CALS-TexHOMOTHIA SBISIOTCS CYIIECTBYOIINE
(GOpPMBI 3JIEKTPOHHOTO JTOKYMEHTOOOOpOTa B
paMKax yxe (pOopMaTr30BaHHBIX MPOLECCOB U
MeTo/10B. OHU MOTYT CIY>XKUTh OCHOBOW JIf
CO3/1aHUS MHTETPUPOBAHHBIX
MH(OPMALIMOHHBIX CHCTEM.

DNEKTPOHHBIH  JTOKYMEHTOOOOPOT B
kounenuun  CALS  mompasymeBaer mon
JOKYMEHTOM TaKOW, KOTOpPBIA HE MPOCTO
MIPEIOCTABIIET BO3MOXHOCTh  COJEPIKAHMS
nH(pOpMaInHy, HO u BO3MO>KHOCTh
ONEepUpOBaHUS HAJ Hel (IpynmupoBKa,
pa3zbeIMHEeHNE JTAHHBIX ) c y4EeTOM
HEO0OXOUMBIX TTApaMETPOB.

B pabGoTre paccMOTpeHBI BOMPOCHI
CO3/IaHUS HMHTETPUPOBAHHON CHUCTEMBI IS
KOHCTPYKTOPCKO-TEXHOJIOTMUECKON
noarotroBku npousBoactea (KTIIII) mBeiinoro
n3nenus Ha ocuoBe CALS-TtexHom0rnii.

B mHacrosmuii MOMEHT B IIBEHHOU
OoTpaciid, HECMOTps Ha HaJU4Hhe CHCTEM
aBTOMATHU3UPOBAHHOTO MIPOEKTUPOBAHUS
(CAIIP-K) u TeXHOIOTUYECKON MOATOTOBKU
npousBogactBa  (CAIIP-T), BO3MOXHOCTH

MH(POPMALIMOHHBIX TEXHOJIOTUH

B MDIS
Tachkeut

UCIIOJIB3YIOTCA HE B NONHOU Mepe. Ha xaxnon
craguu KTIIIT co3maercs cBoii HabOp JaHHBIX,
KOTOpBIE HCIIONB3YIOTCS (2 HWHOTIAa HE
WCIIOJIB3YIOTCSA) Ha TIOCIEAYIONUX JTamax.
Bece  00beEM  HAaHHBIX  MOXET  OBITH
MpEJICTaBICH B Pa3HOM BHUZE: HA OyMaKHOM
HOCHTEJIC U YACTHYHO B IJICKTPOHHOM.
PazpaboTtan mporpaMMHBIA MPOIYKT
«MHTerpupoBaHHAS nH(pOpMAITMOHHAS

cucrema [IPOEKTUPOBAHUS LIBEHHO-

TPUKOTXKHBIX — W3ACIHI»,  MO3BOJISIOIIHNI
OpraHu30BaTh 3JIEKTPOHHBIN
JIOKYMEHTOO0OpOT u YIPaBIATh
UHGOPMAIIMOHHBIM ~ TOTOKOM B  IIBEHHO-
TPUKOTAXKHOM MPOU3BOICTBE B
KoMmmbioTepHOH ceTr. [Iporpamma pabotaer B
JINAJIOTOBOM PEXXUME U MOXKET UMIIOPTUPOBATH
uHpOpMALIUIO W3

KJIMCHTCKUX MPHUIOXKCHHUH B dopmare «dOC»,

u OKCIIOPTUPOBATH

«Xxls» u «pdf», paboraTh B HHTETPHUPOBAHHOM
pexxume ¢ CAITP «GeminiCAD» unmu «Gerber
Technology». Ona, mo cyTu CBsI3BIBAaCT BCEX
YYaCTHHUKOB KTIIIT: JA3anHepa,
KOHCTPYKTOpA, TEXHOJIOTAa, HOPMUPOBIINKA B
SIMHYIO MHTETPUPOBAHHYIO cpeny,
oOecrnieunBast uMm MHPOPMAIIMOHHYIO
HOJIEPKKY. Moy mporpaMmmsl GOPMHUPYIOT
OTYETHYIO JOKyMEHTAlHUIo, (opMa KOTOPHIX
COOTBETCTBYET CYIIECTBYIOUIMM CTaHIapTaM,
NPUHATOW Ha peanpustun [1-4].

Monynu ABTOMAaTU3UPOBAHHOMN
CHCTEMBI  YIpaBJleHUs WH()OPMALMOHHBIM

IIOTOKOM B LIBEHHO-TPUKOTAKHOM
IIPOU3BOJCTBE OPHUEHTHPOBAHBI
HEIOCPEACTBEHHO Ha aBTOMATU3ALHIO

HH()OPMAITMOHHOTO OO0EeCIeYeHUsT TPOIECCOB
npeanpusatus u nogaepxku KU, Kaxnas u3
MOJICUCTEM
pOoOJIEMHO-OPUEHTHPOBAHHBIX MTPOTPAMMHBIX
MOJIyJel, 00ecTeynBaIOINX aBTOMATH3AIUIO

SABJIICTCA KOMIIJICKCOM

TOr0O WM HWHOIO Ipouecca  IMIBEUHO-
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TpukoTtaxkHoro npennpustusd. UMUC cocrout
u3 craeAyooumux noicucreMm: «MapKeTHHI»,
«Jlnzaitny, «KoHcTpyKTOpCKOE O10poy,
«Packpoit» u «TexHomaor».

Ha ocHoBe aHamu3za CTpPYKTYypBHI,
o0beMa M coJep)KaHusi JOKYMEHTO00OpoTa
IIBEHO-TPUKOTAXHOTO  NPEANpPUATUS  BCE
JIOKYMEHTBI, (opMHpyeMble B  Ipolecce
KTIIIT noapa3aenensl Ha: d - TOKYMEHTHI Ha
OyMa)XHOM HOCHUTeENle; €. — DIEKTPOHHBIC
JOKYMEHTBI; € — JIEKTPOHHBIE JOKYMEHTBI, HE
uMmerolue OymaxkHoro anasora. Ilpu sTom
YCIOBWINCH TEM, UYTO €CJIH JOKYMEHT HMEET
dbopMy anajora OyMaXHOTO WU TIPU ITOM
uHpopmanuo  6e3
BO3MOXXHOCTH €€ I'PYNIHMPOBKHU 10 33JaHHBIM

COMCPKUT  TPOCTO

rnapaMeTpaM, TO TaKOW JOKYMEHT HEIb3d
HAa3BaTh JJICKTPOHHBIM.

Paccmorpum  conmepxxanne UMC mo
OTIEIBHBIM  TOJICHCTEMAM. Monynsamu,
BXO/JSIIMMHM B mojcucreMy «MapKeTuHr,
apisitores:  «lloaroroBka = MapKETMHIOBOU
uH(pOpMaLIUN, «HccnenoBanue
KOHKYPEHTHOH  Cpenbl»,
PEKOMEHIalMi 10 PAlUOHAIBHON CTPYKTYpE

®opMupoBaHue

accopTUMeHTay, «PacueT MOIIHOCTH MOTOKA U

KoJinuecTBa  moaenei»,  «llmanupoBanue
3aKasa».

Otnen MapKeTHHTa
nepBbiM  stanoM  KTIIII, wu3ywaer pblHOK

BBIITYCKAEMOTI'O ACCOPTUMCHTA I/IS,HCJII/Iﬁ,

3aHUMAacCTCA

NPENOYTeHUs] TOTpeOuTese, KOHKYPEHTOB.

Kaxnpim COTPYIHUKOM CO3JIA0TCA

JTOKYMEHTBI,  OTOoOpaxarouue
MHQPOPMAIIHIO JIJTsI IPOSKTHPOBAHUS Oy TyIIIETO
u3aenus [3].

Monyns «IloaroroBka MapKeTHHIOBOM
uH(pOpMALIUN COJICPIKUT BXOJIHBIE
JOKYMEHTHI, (OopMHpYIOIIHECcS Ha OCHOBE

6YMa)KHBIX U JJICKTPOHHBIX JOKYMCHTOB,

UCXOJIHYIO

IIOATrOTOBJIICHHBIX u NnepCaaHHbIX Ha

57

NpEANPUATHE U3 IPYTUX pa3aeion: d - OTueTs
no cOBITY, €. - pe3yJbTaThl MPOJAXK, €. -
XapaKTepPUCTHKA THIIOB MOTPEOUTEILCKOTO
noBeacHus [2].

OyHKIMAME ~ MOIyJS
o0paboTka MapKETHHIOBOW HWH(OpMAIINU;

SIBIISIOTCS
COCTaBJICHUE AHKET; MpOBEACHUE
AHKETHPOBAHUSI; KOOPJIUHALIMS ACSATEIHHOCTU
MeHeIKepa o MapKETHHTOBBIM
ucciaeaoBaHusiM. PabGorta BBIIONHSETCS B
nporpaMMHOM Monyie «ba3a maHHBIX» B

pexume «Kanamel cOblTa» U mporpamme

«MapkeTuHr». Moayns MOXET
MHTETPUPOBATH c MapKETUHIOBOU
UH(POPMALIMOHHOM CUCTEMOH, THIA

«IIBEeTOBBIE KOHIIETIIIUN CE30HAY.
BI:IXOIIHHMI/I AOKYMCHTaMU MOAYJIA
sasitotest:  d - JluarpamMma  pe3ysIbTaToB
AHKETHOTO ompoca; d, e.- OTYeThI 10 aHATIU3y
pe3yJIbTaTOB MAPKETUHIOBBIX UCCIIEIOBAHMIA.

B MOJTyJI€ «ccnenosanue
KOHKYPEHTHOM CpeIbDy BXOIHBIMHA
JOKyMEHTaMu  sABisitoTcs: e -  CalThl

KOHKYPEHTOB; €. - HH(OpMAaIHs 10 TOPrOBbIM
TOYKaM (UPMBI; € - caliThl mo am3aiHy; d -
JKypPHAJIBI 110 JU3alHY.

OYHKUMSIMH TPOrPaMMBbl  SBIISIOTCA:
obpaboTka uHbopmanuu pe3yIbTAaTOB
MCCJIEIOBaHU KOHKYPEHTHOHN cpenbl; paboTa
c 06a3oif maHHbIX «CalThl KOHKYPEHTOBY,
«HoBple  TeHAEHIIMM B MaTepHalax U

bypHUTYpE»,
MO3UIIMOHUPOBAHUE CEMEICTBA  TOPTOBBIX

«Konnemus u

MapoK.

BbixoaHbIe HOKYMEHTHI: O, €- OTYeThI
TI0 aHAIM3Y Pe3yJIbTATOB HCCIeI0BaHui; d, € -
pPEKOMEHJAMU 0 (akType U TaMMe MOAHBIX
I[BETOB; €.- MOJHBIE CTUJIH U (OPMBI.

AHanu3 1mokaszan, 4to OoJbllas 4acTh
JOKYMEHTOB OTZ€Ja MapKEeTHHra Cco34acTcs
Opu [oMoIM IepcoHanbHoro OBM B
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obomouke Windows, Ha 6yMa)XHOM HOCHTEIIE, Ha pucyHke mnpeacTaBieH TJIABHBIN
a TakKe OJJICKTPOHHBIC JOKYMCHTBHI, HE JKpaH MporpamMMmbl U o0pasen OoGOpMIICHHS
umeromye OymMaKHOTo aHajora [5]. JIOKYMEHTa HOBOW MOJIEIH.

Paypfan
Bl LIEDSLER]
Ritintl

&l

Puc. 1 OdpopmneHue 3NeKTPOHHOro OKYMEHTa Ha HOBYIO MOAeNb
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Takum  oOpa3om,  pa3paboTaHHas KOHCTPYKTOPCKHX u TEXHUYECKUX
HHTCIpHUPOBAHHAA I/IH(l)OpMaIII/IOHHaﬂ CucreMma JAOKYMCHTOB Ha HOBBIC MOACIn B
MIPOCKTHPOBAHUS MIBEHHO-TPUKOTAKHBIX ABTOMAaTH3UPOBAHHOM peKUME.
mnenmui  (MUCIILOTH),  ocymecTBuser Hcnonp3oBanue NncC MTO3BOJISICT
OlEpaliu TIOUCKA, aHajh3a ¥ BBIOOPKH OpraHu30BaTh u BHEJIPUTH PEKUM
NPOCKTHOH  MH(POpPMalMM B pEaJbHOM NapajuIeIbHOTO  NMPOCKTUPOBAHMS  IIBEHHO-
BPEMEHH, II03BOJIAET IMPOECKTHUPOBATH IIAKET TPUKOTAXKHBIX U3JETIUN.

CnHcok MCno/Ib3yeMol JIUTEepaTyphl

1. Ca0BHUKOB JJL, [Iupsien H.B. Hexotopsie BO3MOHOCTH peleHui
PDM/PLM//ABTomaTu3anus B ipoMbIiieHHOCTH. M.:2013.- Ne9.- C. 20-24.

2. ®.V. Hurmarosa, M.III. [lomancyposa, N.X. CuanukoB. MHTerpupoBanHas MH(GOpMaMOHHO-
aHAJIUTUYECKasi CUCTEMa aBTOMATU3UPOBAHHOTO MPOEKTUPOBAHUS IBEHHO-TPUKOTAXKHBIX U3AETHil//
ABTomaTu3aius B IpoMbInuieHHOCTH. M.:2013.- Ne9.- C. 20-24

3. M.A.TpyeBueBa, A.M.EsrenseB, .H.®ununa. Pa3paborka uHpOpMarmoHHOro obdecreueHus
CHCTEM aBTOMAaTH3MPOBAHHOTO MPOCKTHPOBAHUS TEXHOJOTMYECKUX MPOIECCOB IIBEHHBIX I[EXOB
npeanpusTHii ceppuca. //I1IBeiinas mpompinuieHHOCTH, N2, 2011, ¢ 28-31.

4. 3onoruesa JI.B., Cy66oruna E.B., Ko3nosa E.B. Pa3paborka TpeGoBaHuii K (OpMHPOBAHUIO
nHpopmanmonHoro obdecrnieuenust nHTerpupoBaHHo CAIIP mBeitnbix u3aenuii / EctecTBeHHBIE U
TexHnueckue Hayku. Ne4. 2003.

5. bakanosckas JI.H. [IpuMeneHue «okagHOrO» anropuTMa Juis ONTUMHU3ALNN 0Y€PEIHOCTH 3aIlyCcKa
Mozeneil mBedHbIX u3genuid B mpou3BoactBo/ JI.H. bakanosckas, H.C. MoxkeeBa, B.A. 3aeB
//BeCTHUK KOMITBIOTEPHBIX ¥ HH(POPMAIIMOHHBIX TeXHOJOTHi. - 2011.-Ne2.- C.23-26
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DESIGNER COLLECTION OF STUDENTS OF FASHION PRODUCT AND PROMOTION
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DESIGNER COLLECTION OF «LALI» FASHION HOUSE
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AND DESIGN, NAMED AFTER KAMOLIDDIN BEKHZOD
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UNIVERSITY NAMED AFTER ISKHAAK RAZZAKOV
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Check out the following links for news on
future events and more:

@ www.mdis.uz I

¢ A[a] mdistashkent

n mdis.tashkent |_E| 'ﬂ .
@ mdis.tashkent : -+ ﬂﬂ mdis-tashkent
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Management Development Institute of Singapore in Tashkent

28, Bunyodkor Ave., Chilanzar District, Tashkent 100185, Uzbekistan
Tel: +998 71 271 77 00 Fax: +998 71 276 90 94

Email: conference@mdis.uz
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