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Abstract

The article discusses the factors that affect the efficiency of the bookselling services and how to
determine them. The influence of a number of factors on the change in book sales, in particular: the
number of employees employed in a bookstore, the number of book buyers per employee, the
theoretical and practical ways in which factors related to the average cost of books per buyer act.
Based on the results of the analysis, recommendations are also given that must be taken into
account when making appropriate management decisions.
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Introduction. Relevance of the research. Shavkat Mirziyoyev, the president of the Republic of
Uzbekistan, places a lot of importance on the growth of reading among young people and assigns
several tasks in this regard. Our constant focus should be on “the development of reading and a
reading culture among young people." in particular. The ""Best Book for Children and Youth"
competition will be held in an effort to boost the number of fiction books written for our children
and to support their authors. In this, the winning authors will each receive 100 million soums, 75
million soums, and 50 million soums, respectively.® Additionally, on September 13, 2017, the
President of the Republic of Uzbekistan issued Decision No. PQ-3271, titled "On the
Comprehensive Program of Measures to Develop the System of Publishing and Distribution of
Book Products and Increase and Promote Book Reading and Reading Culture,”" was additionally
adopted. Now, the benefits will disappear if the book is not read. Books are essential for
completing today's important tasks, including raising one's intellectual potential and fostering
innovation in the nation's economy to increase its competitiveness. Because of this, improving the
book trade and ensuring the book's accessibility to the general public are two of today's most
pressing issues.

Literatur review: Among the scientists of our country, Abdullaev Yo0.A., Abdukarimov B.A.,
Alimova M.T., Boltabaev M.R., Zaynalov D.R., Mirzaev Q.J., Navro'zzoda B.N., Pardaev M.Q.,
Mukhammedov M.M., Polatov M.E., Soliev A.S., Tukhliev N.T., Tukhliev I.S., Pardaev O.M.,
Babanazarova S.A., Ochilov I., Adilova Z.Dzh. ., Solieva G.A. and others’® who researched

! Mupsuées ILL.M. Suru V36exncron Crpaterusicu. T.: “O”zbekiston” mampuéru, 2021. — 257 Ger.

2 A6aynnaesE. Boszop ukrucomuéru acocmapu. T. Mexuar, 2002; A6aykapumos B.A. Muku caBio MKTHCOAMETH.
Tomkent 2007; AnmumoBa M.T. Xynyauit TypusM OO30pHMHUHI PHBOXJIAHHMII XYCYCHSITIapH Ba TEHACHUMsIApU.//
MoHorpadus. “Uxrucopnér” nampuéru, - Tomkenr, 2015 — 300 6.; 3aitnanoB/l.P.Yciyru cepBuca, kak
skoHomuueckass kateropus. “Cepsuc” X Nel, 2009; Mupszaes K.JK.ArpocepBuc xu3maTiapu caMapagopIuruHu
OIIMPHUIITHUHT METOHOJOruK Macamaiapu. T. “Iqtisod-Moliya”, 2010 #.; Haspy3zoma b.H. Mapkerunr: Bozopuu
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scientific problems in general and specific directions of services. However, in the works of the
authors, there is almost no scientific research on book sales. This situation, in turn, is the basis for
concluding that it is very important to conduct research on this topic.

Methodology. In the course of conducting the research, logical, comparative and comparative
analysis, analysis and synthesis, induction, and deduction methods were employed. It is also
demonstrated that it is possible to calculate the impact of various factors on the outcome using
economic analysis' chain substitution methods.

Result and discussion. It should be emphasized that at the present there are no separate accounts
for book sales in our country. As a result, it is rather difficult to calculate the impact of all factors in
numbers for our country and local locations. In light of this, it makes sense to consider the example
of businesses involved in the sale of individual books. Our analysis has shown a number of
variables that affect changes in the amount of book sales (Q). These consist of:

v" the number of employees employed in the bookstore (Xs);
v’ the number of book buyers per one employee (KXx);
v’ the average cost of books per customer (V).

The interrelationship between these factors can be expressed by the formula based on the following
multiplicative model:

Q=Xc*Kx * VK ;
Using this formula, it is possible to determine the effect of the three factors presented in the

formula on the change in the volume of book sales, which is a result indicator. To do this, the
difference of the result indicator (AQ) is determined first. It is calculated as follows:

AQ=Q"- QP =(Xc* * Kx* * ¥K") — (Xc? * Kx* * ¥kP) ;

OHIU HaTHXKa KYPCATKUYMHHWHT Y3rapuiiura OWpUHYM OMWJIHMHT TabCcUpUHU (AQXC) aHUKIAII
MYMKUH. ByHUHT y4yH HaTika KYpcaTKMUM OMPWUHYM OMMJIHMHT Y3rapuiiy OwiaH KailTa
xuco6nanné omuuamm (Xc* * KxP * VikP) Ba yHAaH HaTka KYPCATKMUHMHT YTraH HUIAary
(pexamaru) kumitvatan (Xc? * KxP * Vi) aiipumamm: By Kyiiumarm Qopmyma opkamu
xucobnanaguNow the influence of the first factor (AQxc) on the change of the result indicator can
be determined. For this, the result indicator is recalculated with the change of the first factor (Xc* *
KxP * Y&P) and the value of the result indicator in the previous year (planned) (Xc? * Kx” * V&) is
subtracted from it: It is calculated by the following formula:

OUWIMII MaxopaTH. YKyB METOMK KyimaHMa. Byxopo, 2006.— 174 6.; Ilapnaee M.K., MyxammenoB M.M. Xusmar
KYpCcaTHII COXaCHHU PUBOXJIAHTHPHII — ycTuBOp Macana. “Cepsuc” JK.Nel, 2009; Ukrucoauér nazapuscu. [lapcuux.
M.M.Myxammenos, M.K.ITapnaes, XK.P.3aitnanos Ba Gomkanap. T.: “Fan va texnologiya”. 2018. — 272 6er.Ilapnaes
M.K. Ukrucoauérra oun aramanapHuur tabpudmnapu. — T.: “Fan va texnologiya nashriyot-matbaa uyi”, 2022. - 202
oer. TMapnaes M.K., Xomukynos A.H., Kymaesa I'.JK. MHBecTHIIMOH JofnXanap Taxjwind. YKyB Kymmanma. — T.:
“MHHOBAIOH PHUBOXUIAHUII HampuéT-mardaa yim”, 2021. — 252 6er. Ilapmaee M.K. VkTucoanéTHH CTpaTeTruK
PHUBOXIJIAHTHPHIITHIHT MHHOBAIIMOH Mozesuiapu. MoHorpadus. — T.: “Fan va texnologiya nashriyot-matbaa uyi”, 2022.
- 228 6er. [IynaroB M.D. MHTEeNneKTyan Kanutan XucoOW Ba ayIuTH METOJOJOTUACUHU TakoMWnamtupum. W.¢.m.
nucc. apropedeparn. Tomkent., TANUY. 2017 1. 63 6.; Commer A.C. Marketing, T. “Iqtisod-Moliya”, 2010.; Tyxaues
H.T. Bosopra yrummmar mamakkatm iyma. T. “V3Gexucron”, 1999.; Tyxmmer M.C. Ba Gomka Myamtudiap.
Typusmuu pexxanamtupunt. Japemuk. -T.: “Iqtisod-Moliya” nampuéru, 2010. — 238 6. OuniioB 1. Xusmar kypcaruin
cOXacH KOpXOHaJapuja camapaiopiukHu ommpuin iymaapu. T. “Iqtisod-moliya”, 2011; Anunosa 3.J[x. Xanxapo
6030pJapra 3KCHOPT MaxCyJOTIApUHU HYHANTHPHUIIHUHT MapKeTHHT cTparerusicu. W.d.a. wiaM.gap. oi. yd. Takz. 9T.
mucc. - Tomkent, 2008. — 358 6.; Conuena I.A. V36ekucrania Kutod Halpy, CaBIocH Ba MapkeTHHru /Mosorpadus/
I'.A.Commesa. —TomkenT: Iqtisod-Moliya, 2013. 128 6.
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AQxc = Q™ — QP = (Xc* * KxP * VkP) — (XcP * Kx? * VKkP) ;

To determine the effect of the second factor (AQxx) on the change of the result indicator, the result
indicator is recalculated with the change of the second factors (Xc* * Kx* * Vi) and the
recalculated value of the result indicator with the change of the first factor (Xc* * Kx * V&P) is
subtracted from it: is calculated by the following formula:

AQKX = Q™™ _ QP = (X¢* * Kx* * VKP) — (Xc* * KxP * VkP) ;

HaTtmxa KYpcaTKMUMHMHI Y3rapuillura YyYMHYU OMUJIHHUHI TabCUpUHU (AQVK) aHUKIAIl y4yH
HaTH)Ka KYpcaTKU4YM OMPUHYM, MKKUHYM Ba YYMHYM OMWUIAPHUHT Yy3rapuiu OuiiaH KalTa
xuco6nann6 ommuaay (Xc* * Kx* * Vk*) Ba ynjan HaTHXa KYPCATKMUHUHT OUPMHYUM BA HKKHHUH
OMUJI y3rapuiny OWiaH Kaita xucoOnanrad Kuiimatu (Xc* * Kx* * ' ) aiipunanu: by Kyiiunaru
dopmyia opkanu xucodsanaau To determine the effect of the third factor (AQyk) on the change of
the result indicator, the result indicator is recalculated with the change of the first, second and third
factors (Xc* * Kx* * Yx*) and from it the recalculated value of the result indicator with the change
of the first and second factor (Xc* * Kx* * V«P) is divided by: This is calculated by the following
formula:

AQS"K — QX _ QXKXKX — (ch * Kx* * S‘]KX) _ (XCX * Kx* * S’]Kp) :

The total change of the result is equal to the total difference of the result indicator. The following
formula is used for this.

AQ = AQxc £ AQkx £ AQVK ;

We determined that it was permissible to evaluate the influence of factors affecting the overall
volume of sold books based on the data provided by "Kitob Olami” in Samarkand City. The
following table displays this (Table 4).

Table 4. Correlation of factors affecting the total volume of books sold in Samarkand based
on ""Book World" data in 2021-2022

No Indicators 2021 2022 Difference | The rate
(+;') of
change,
%
1. The number of employees (Xc)
employed in the bookstore, person 24 26 +2 108,3
2. The number of people who
entered the store and bought books
during this period, people 12578 16452 +2874 131,6
3. Number of book buyers per
employee (Kx), people (29 /1q) 524,09 632,77 +98,68 120,7
4. Average purchase value of each
customer (Yx), thousand soums. 51,2 58,5 +7,3 1143
5. Total volume of sold books,
thousand soums. (1x*3k*4K) 645259,6 | 9624432 +317183,6 | 1492

Based on data from "Book World" in Samarkand, the total volume of books sold in 2022 increased
by 149.2% (317,183,600 soums) from 2021. This entity added 2 new employees during that time,
or 8.3%, to its workforce (108.3 - 100.0). Additionally, 2874 more people, or 31.6% more, bought
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books (131.6 - 100.0). During this time, there were also more book purchasers per employee. Their
population increased from 524.1 in 2021 to 632.8 in 2022. This indicates an increase of 98.7
persons, or 20.7%, over the previous year (120.7 - 100.0). By 2022, each customer's average book
purchase will be worth 58,500 soums. Last year, there were 51.2 thousand soums. This indicator's
growth rate in the current reporting year is 14.3%. (114.3 — 100.0). These analytical results
demonstrate that, when all factors were taken into account, the total number of books sold grew by
317,183.6 thousand soums, or 49.2%. It is appropriate to compute the impact of each variable
influencing this favorable outcome. For this, we propose creating the subsequent table.

Table 5. 2021-2022 calculation of factors affecting the total volume of books sold by ""Kitob
Olami™ in Samarkand

No Indicators 2021 2022 Recalculated result
1-factor | 2-factor | 3-factor

1. | The number of employees
(Xc) employed in the
bookstore, person 24 26 26 26 26
2. Number of book buyers
per employee (Kx),
people (2q/1q) 524,09 632,77 524,09 632,77 632,77
3. | Average purchase value of
each customer (Sva),

thousand soums. 51,2 58,5 51.2 51,2 58,5
4, Total volume of sold
books, thousand soums.
(1K*2K*3K) 645259,6 | 962443,2 | 710980,6 | 843988,6 | 9624432

The analytical table shows that the total volume of sold books has increased by 317,183.6 thousand
soums. This is calculated as follows:

962443,2 — 645259,6 = +317183,6 thousand soums

Due to the increase of the first factor, i.e. the number of employees employed in the bookstore by 2
people, the result indicator increased by 65721.0 thousand soums:

710980,6 — 645259,6 = + 65721,0 thousand soums

The second factor is the number of book buyers per employee, which also increased by 98.7 people
during the same analysis period. Due to this factor, the total volume of sold books increased by
133,008.0 thousand soums:

843988,6 — 710980,6 = +133008,0 thousand soums

The third factor affecting the result indicator is the value of the book purchased by each customer
on average. Due to the increase of this factor, the result indicator increased by 118454.6 thousand
soums:

962443,2 — 843988,6 = +118454,6 thousand soums
The effect of all factors, as mentioned above, will be equal to the total difference of the result:
65721,0 + 133008,0 + 118454,6 = +317183,6 thousand soums
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It can be seen that in this case all factors had a positive effect on the change of the result indicator.
It is necessary to draw an appropriate conclusion from this situation and take measures to maintain
this situation.

Conclusion and recommendation. In conclusion, it is clear from these analytical calculations that
all of the elements during this time had a favorable impact. As a result, action must be taken to
ensure that this result is achieved in the future and that it is continually improved.

First and foremost, the number of employees working in the bookshop in the future needs to be
increased in order to maintain the effectiveness of the job output. In addition to helping the
bookshop, this will also greatly improve the neighborhood by addressing the job issue.

Second, it would be ideal to boost the proportion of book buyers per employee. To do this, a variety
of books must be offered in this specific store, and the outcome must be widely publicized in the
media and on social media.

Thirdly, we think it's essential to create the selling of educational material to students in secondary
special education and further education. Considering that readers and students must get these
works. Establishing a strong connection between educational institutions, bookstores, and
publishers is therefore desirable.

Fourth, it would be ideal to raise each customer's average purchase value as much as possible. since
raising the overall number of sold goods depends greatly on this indicator. We think it's important
to work with various groups and agencies, plan the distribution of books as gifts to employees on
special occasions, and start the promotion practice.
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