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Rashidov M.K.*

*Navoi state mining institute,
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ABSTRACT

The privilege of free economic zones serves, as a basis for economic developmergidrine r
Confirming this, we can see an example of the Navoi Free Economic Zone. Industrisdreones
one of the most important factors supporting positive economic development. Place for
enterprise and innovation to flourish, successful industrial zones play a key role in the economy.
In different countries’ literature, the term "industrial park™ is basically very similar to the name

of "industrial district”, production zone or production cluster. The industrial park is essentially
an operation of local economic development and, therefore, faces strong competition from other
sites. In general, the experiment of world shows that, the experiment activitiesZ car€E
different to their result. The effectiveness of organizing FEZ depends on the exace mirpos
organizing FEZ in which degree and manner choosing the system of priveleges. The difficulties
in registering international investors, negative features of advertisement and agitation of zone
superiority will affect strongly on effectiveness of work. Similarly, if there is omgsinicture,
generally we have an industrial zone that does not involve technology or management support.

KEYWORDS: Free Economic Zone, "FEZ", Modernization, Level Of Employment, Input
Investment, Industrial Park.
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ABSTRACT

The Aim of this study is to identify the critical factors influencing E-impulse buying behavior
with reference to online apparel products. Literature survey has been carried out from the
scholarly journals and relevant factors have been identified which influences the E-impulse
buying behavior. Author suggested to build a conceptual framework based on the factors such as
Consumer Characteristics, Social Media Interaction, Spending Behavior, Product
Characteristics. In addition, the independent variables have been identified through literature
gap and the new conceptual framework has been developed hypothetically to test the factor
which influences the E-impulse buying behavior with reference to online apparel products. Since
the study is limited to critical literature review, the author has gone ahead with the study for the
development of new conceptual framework.

KEYWORDS: E-Impulse Buying Behaviour, Online Apparels, Impulse Buying Tendency,
Consumer Behaviour
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WORLD EXPERIENCE IN THE DEVELOPMENT OF FREE ECONOMIC
ZONES
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ABSTRACT

The importance of world experience for the development of free economic zones in the era of
globalization is relevant. In particular, we tried to study the experience of Japan, Korea, China,
USA and Russia.There are many countries with great experience in this area, but wedave t
factors to consider which one of our country's experience is: First, it has a spebtdimrthe

policy of free economic zones, and secondly. One of the most distinctive features of these
structures is the selective technologies that are at the advanced, stage of development or at the
stage of development, distinguished by the high demand for knowledge and the high added value,
as the chief of the raising of the economy of remote areas. Generally speaking, technopolis is a
city with a new technology research center and businesses that use this technology. However,
this definition does not represent the essential content: the new technology is a weapon in
creating relationships among people, between people and nature. In 1970, the first free trade
zone was created in South Korea, which accelerated the inflow of foreign capital. At the same
time, the formation of infrastructure in China is under the slogan "Six layers, leveling up".
Roads, water, gas pipelines, communications, heating, power transmission lines and land
parcels. It seems that the construction began with almost @aah a zone will include "special
measures for the development of legislation through the development of imports and
investments".

KEYWORDS: Free Economic Zone, Free Ports, Techno park, Technology, Customs Zones,
Twin Zones, Naukograd (science town), Free Economic Zones Policy.
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PERSPECTIVES OF TOURISM ON THE SPECIALTY TOURS CASE OF
THE REPUBLIC OF UZBEKISTAN
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ABSTRACT

This paper investigates major points of the specific tours in the republic of Uzbekistan while
making focus on the perspective development. On this case major points were discussed as th
whole. Hence, various ways of the development stated in the way of the development at all. To
conclude with positives of special tours were underlined in order to create possibilitthe on
development.The task of the topic is to study the geography of special types of tourism and to
describe specific species.e task of the topic is to study the geography of speciai typgsm

and to describe specific speci&ich as auto tourism, air travel, railroad tourism, or camel and
donkey tourism, and this cannot be done. It is not a very complex idea of tourists' tacces
transport services in tourismi.he country has carefully preserved and developed centuries-old
traditions of national culture, art and handicraft. The symbol of oriental hospitality is widely
known in the world national cuisine and culinary traditions(Anonymous, 2010; Wood, 1998).

KEYWORDS: Special Tours, Tourism, Uzbekistan, Extremal Tours, Unique Style
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