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Abstract: In modern conditions, transnational corporations are increasingly resorting to the
concept of risk in managing advertising projects for the improvement of goods and services and
their export to foreign markets. In particular, international advertising projects are being
developed that minimally adapt to the local market and are strictly regulated. International
advertising project often requires modifications to different countries and regions taking into
account national, cultural, religious, linguistic and other differences. Therefore, transnational
corporations are faced with the need to choose, change the topic of advertising and the tactics of
persuasion in relation to the markets of different countries [3].

In modern conditions, many international companies develop advertising projects on the
basis of the most advanced technologies that ensure integration into World advertising structures.
As a result of the scientific-technical revolution in advertising activities on the world market,
many changes have taken place, which manifest themselves more clearly in the following three
areas:

- computerization of advertising process and application of informativeness;

- the growing influence of the global internet electronic network in the sphere of
international advertising;

- active use of advertising on mobile phones.
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AHHOTauus: B COBpPEMEHHBIX YCIOBHSX TPaHCHAIMOHAJIBHBIE KOPHOpAIMM BCE 4Yalle
MpuOeraroT K KOHICMIIMU PHCKa NpPU YIPABIECHUU PEKIAMHBIMH TPOEKTAMHU MO YIYYIICHUIO
TOBApOB M YCIYI W HMX JKCIOPTY Ha 3apyOeXHBIE PBHIHKK. B dacTHocTH, pa3pabaTbiBarOTCs
MEKIYHAPOIHBIE PEKIIAMHBIE IPOEKThI, KOTOPbIE MUHUMAJIBHO aJalTUPYIOTCS K MECTHOMY PBIHKY
U CTPOTO PETyIUPYIOTCA. MEeXIyHapOAHBI PEKJIaMHBIA MPOEKT 4YacTo TpeOyeT BHECCHHS
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W3MEHEHUHN B Pa3HbIE CTPAHBI U PETMOHBI C YYETOM HALMOHAIBHBIX, KYJIbTYPHBIX, PEIUTHO3HBIX,
SI3bIKOBBIX WU JpYrux paszinuuid. [103TOMy TpaHCHALMOHANbHBIE KOPHIOPALMU CTAJKUBAKOTCA C
HEOO0XOMMOCTBIO BBIOOPA, U3MEHEHHUSI TEMbI PEKJIaMbl U TAKTUKU YOKICHUS MPUMEHHUTEIBHO K
pBIHKaM pa3HbIX cTpaH [3].

B CcOBpeMEHHBIX YCIOBHSX MHOTHME MEXKIyHApOAHbIE KOMIIAHUU pa3padaThIBarOT
pEKJIaMHbBIE MPOEKTHl HA OCHOBE CaMbIX MEPEIOBBIX TEXHOJIOTUN, 00ECTIEYNBAIOIIUX UHTETPALIHIO
B MHpPOBBIE PEKIAMHBIE CTPYKTYpbl. B pe3yibrare Hay4YHO-TEXHUYECKOM pEBOIIOLHMUA B
pEKJIaMHON AESITeTbHOCTH Ha MHUPOBOM DPBIHKE IPOM3OILIO MHOTO M3MEHEHHi, KOoTopble Ooliee
YETKO MPOSIBIIIOTCS B CICIYIOIUX TPEX 00IacTAX:

- KOMIIbIOTEpHU3alUsl PEKIIAaMHOTO Mpoliecca U IpUMeHeHne NHPOPMATUBHOCTH;

- pacryliee BIMSHHE III00ATbHOMN 3IIEKTPOHHOH cetn MHTepHET B cdepe MexXTyHapOAHOM
pEKIIaMBbl;

- aKTUBHOE UCIIOJIb30BaHUE PEKJIaMbl HA MOOUJIBHBIX Telle(OHAX.

KuaroueBrnle cioBa: Pexiiama, Jloructuka, Puck.

Anparna: Kasipri skarmaiina TpaHCYITTBHIK KOpIIOpalysuiap Tayapiap MEH KbI3METTepii
KaKCapTy JKOHE OJIap/Abl MICTEIJIIK HAPBIKTApFa KCIOPTTAY OOWBIHINA YKapHAMAJBIK >K00aIap bl
Oackapy Ke3iHJe ToyeKes TYKbIphIMIaMachlHA JKYTiHY/e. ATall alTKaH/Ia, ®KEePruliKTi HapbIKKa a3
OciiMJIeTICTIH JKOHE KaTaH peTTENETIH XallbIKapajblK >KapHAMAIbIK koOamap d3ipicHy/e.
XanpIKapaJIbIK sKapHama o0acbl KeOiHece WITTHIK, MOJCHHM, MiHHM, TULMIK >XoHe Oacka 1a
alBIPMaIIBUIBIKTAPAbI €CKEPE OTHIPHII, SPTYPJIi eIAep MEH ailMaKTapra e3repicTep eHri3yai Tanar
ereni. COHIOBIKTAH TPAHCYITTBIK KOPIOpALUsIIAp OPTYPJi eNIASpIiH HapbIKTapblHA KATHICTHI
»KapHaMa TaKbIPHIOBIH JKOHE CEH/IIPY TAKTHKACHIH TaHAay, 03repTy KaKeTTuIirine Tam 6omasr [3].

Kazipri  skarmaiiia KeNTEreH  XaJbIKApaIbIK  KOMIIAHUSUIAD — QNIEMJIK  JKapHama
KYpBUIBIMIApbIHA HWHTETPANUSHBl KaMTaMachl3 €TETIH €H O3BIK TEXHOJOTHSIIAp Heri3iHIe
KapHaMaJblK >k00anap jkacaljpl. OJEMIIK HapbIKTaFbl XapHAMAJBIK KbI3METTEIT FBUIBIMHU-
TEXHUKAJIBIK PEBOJIONNS HOTHKECIHAEC KONTEreH e3repicTep OOJbl, onap Kejlecl il caiaja
allKbIH KOpiHesi:.

- JKapHaMa MPOIECiH KOMIIBIOTEPIICHAIPY KOHE aKIMapaTThUTBIKTHI KOJIIaHY;

- XaJbIKapallbIK jKapHama CalachIHAAFbl FallaMIbIK dJIEKTPOHABIK HTEpHET jKemiciHiH ocim
KeJie )KaTKaH BIKIAJIbI;

- ysutbl TenedoHaapAarsl JKapHaMaiap/sl OeliceH Il maiianany.

Tyiiin ce3aep: )kapHama, JOTUCTHKA, TOYEKEN.

As we know, advertising is connected with all sectors of the economy. In this case, it is
necessary to take into account the risk factor. Economic, natural, political, etc. risks all directly
affect advertising. Of course, the concept of risk is widely used in the management of advertising
projects. In a market economy, it is necessary to make decisions independently, which are an
important part of theoretical and practical management, in solving risk management problems.
Many management decisions are made in a risk environment that includes the following groups of
factors:

- lack of complete information;

- availability of competing opinions;

- the presence of random elements, etc.

Taking into account all these factors we have listed, a number of measures are being
implemented in Azerbaijan to ensure sustainable implementation, taking as a basis the risk factor
in the management of advertising projects of international logistics companies. The law of the
Republic of Azerbaijan on advertising (03.10.1997) defined advertising as such."Advertising" is
information disseminated for the purpose of forming or maintaining interest on physical and legal
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persons, commodities, ideas and innovations (advertising information), assisting in the sale of
commaodities, realization of ideas and innovations [1].

The purpose of writing the article is to develop ways to minimize risks in the management
of advertising projects for international logistics companies.

The subject of the article is the process of developing ways to minimize the main risks of the
international logistics company in the management of advertising projects in modern conditions.

The object of the article is the international logistics companies operating in the markets of
Azerbaijan.

Theoretical and methodological bases of the article are the placement of advertising and
communication problems of local and foreign experts in general, work on world and Azerbaijani
logistics, mathematical modeling methods, statistical groupings, comparative analysis, including
quantitative and qualitative methods of market research and analysis of logistics company
activities, surveys, questionnaires, organizes expert assessments.

The implementation of an advertising project is uncertainty or risk. Uncertainty is the main
parameters of the project (audience, channels of dissemination of advertising information, the
activity of competitors, characteristics of the advertised object, etc. and the terms of
implementation of the project, including the costs associated with them, are characterized by
insufficient or incomplete information.

The factors of uncertainty in the advertising project are:

e Complete knowledge of the parameters of the project, the situation and conditions of the
selection of the optimal solution;

e The inability to take into account all the necessary information;

e Probable events of the external environment of the project (tax changes, changes in
legislation, currency fluctuations, crisis changes in demand or supply in the market);

e The random factors that can not occur;

e Subjective counter-factors that arise when partners in a project with conflicting or
incompatible interests interact.

It is the risk of uncertainty that leads to the emergence of unfavorable situations and their
consequences. Risk is a probable event or condition. In most cases, the risk is an obstacle to the
development and implementation of an advertising project. But the risks are both in itself and in
the possibilities. For example, in the event of consistent implementation of measures for the
development of advertising text, the project team intended this risk as a way to minimize the risk
by performing several actions simultaneously: to prepare and print a model of the most
problematic "areas" of the model.

The management of advertising projects involves not only the presence of uncertainty and
risks, but also the analysis of risk and loss. There are no risk-free projects, which means that risk
management is necessary [9].

Risk management is a set of methods for analyzing and neutralizing risk factors integrated
into a system of planning, monitoring and corrective effects.

The risk management process includes:

v' risk identification - identification of events that may adversely affect the project;

v’ quality analysis, risk - quality price probability risks and their impact project;

v’ quantitative analysis of the probability of each risk and assessment of the degree of
impact on project results;

v" risk response planning - development of risk response tactics, thus strengthening the
positive outcomes of the risk and reducing the negative effects;

v/ monitoring and control of existing risks, ie the process of monitoring existing risks and
identifying new risks.

During the development of the project, these periods are carried out periodically. You can
manage certain and well-known risks. Therefore, the main task is to provide risks.
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Risk management plans and reserves for possible losses are created to manage risks.
However, it is likely that not all risks can be seen, so management resources are created to cover
them. The use of this resource is usually beyond the scope of the project and requires changes in
the project schedule and project cost estimates. This reserve is to be used by the advertising
agency that plans and implements the project or by the top management of the advertising client.

The following risk protection methods are used in advertising practice:

v' acceptance of risk - formation of reserves of neglected risk and losses that cannot be
covered.

v risk reduction - the risk of unfavorable consequences of the probability of reduction.

The simplest and most common practice for reducing the risks of advertising agencies is to
establish and develop their own agent relationships between existing and potential participants in
the advertising process. Such tactics allow the agency to respond quickly and quickly to adverse
events. For example, when there are more than one printing company among the agency's partners,
it is easier to fulfill the obligations on the timing of the publication of advertising materials; the
quality of the outdoor advertising placement program will be higher, and the risk of losing time to
agree on such placement options with the advertiser is not one among the agency's partners, but
dozens of foreign advertising market operators, etc. will be lower [4].

The planning of advertising companies should take into account the risks associated with
intentional or accidental violation of existing legislation and other acts in the field of advertising.
Ways to minimize them include:

v  all types of risks must be recognized without special knowledge or use of technical
means;

v" advertising should not incite citizens to dangerous and illegal actions;

v’ advertising should be disseminated only for goods and services that have passed
certification or licensing, as well as those that are not prohibited for production and sale;

v' advertising should not fall into the category of "wrong", ie it should not be dishonest,
unethical, deliberately false.

In practice, international logistics companies have the following ways to reduce risks in
advertising projects:

- avoid risk;

- liquidation of risk;

- risk mitigation (dissociation);

- risk compensation.

The risk index is used in risk management in advertising projects of international logistics
companies:

_ MZ
SME

Here, RI is the risk index;

MZ - maximum damage;

SME - indicates personal financial resources.

A new stage in the development of logistics and advertising began after the independence of
the Republic of Azerbaijan. It has moved to the next stage of rapid development of the economy,
has led to the creation of a legal framework for logistics and advertising in a market economy, and
shifted to activities that reflect the requirements of a market economy [5].

In this article, we examined how important the risk factor is in the management of
advertising projects for international logistics companies in Azerbaijan. This is especially
important for emerging economies. For this reason, it is important to apply the formula to reduce
the risks in the management of advertising projects of leading logistics companies operating in the
Azerbaijani market.
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MODERNIZATION OF PERSONNEL TRAINING TECHNOLOGY FOR THE AIR
TRAFFIC MANAGEMENT AND MAINTENANCE SYSTEM

MOJAEPHU3ALIUA TEXHOJOI'M OBYUYEHUSA NIEPCOHAJIA J1JIs1 CUCTEMBI
YHPABJIEHUA U TEXHUYECKOI'O OBCJIIYKUBAHUSA BO31YIIHOI'O
ABU/KEHUA

I9YE KO3F'AJIBICBIH BACKAPY )KOHE TEXHUKAJIBIK KbI3BMET KOPCETY
JKYUECI YIIITH HEPCOHAJIbI OKBITY TEXHOJIOTUSIChIH ’)KAHFBIPTY

Abstract. This new study contributes to the implementation of the tasks reflected in the
decree of the President of the Republic of Uzbekistan "On measures for transformation and support
of civil aviation enterprises" (Decree of the President of the Republic of Uzbekistan, No. PP-5100
of April 30, 2021) and other regulatory acts related to this activity. The changes based on this
decision are certainly related to the issue of training personnel for the aviation sector. The training
process for new structures should be improved. In this regard, it is necessary to create and introduce
new scientific-based electronic methodological manuals into the education system.

The main approaches to the systematization of aviation GA documents are also presented,
data from literature sources are analyzed, and an approach that meets the goals and objectives of the
electronic educational complex (EOC) "ZiNPD"is adopted.

In the aspect of systematization of aviation documents, an important role is assigned to the
content of one of the main regulatory documents defining the rules for performing flights in the
airspace of Uzbekistan-the Aviation Rules of the Republic of Uzbekistan — 91 document. According
to Aviation Rules of the Republic of Uzbekistan -91 data, a variety of aviation documents were
systematized and linked to the types of flight support. The systematization took into account 486
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