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Abstract: This article analyzes the economic model of mass media in 

Uzbekistan, its main structural components, and the processes of media 

commercialization. The study highlights advertising revenues, audience coverage, 

and the content market as the key factors ensuring the economic stability of mass 

media organizations. In addition, the expansion of private media entities in the post-

independence period, their role in the competitive media environment, the quality of 

journalism, and democratic processes are examined. The article also discusses the 

commercial significance of internet publications in the modern media space, 

including the use of interactive services and digital platforms to attract audiences.  
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Main Part: The economic model of mass media serves as the primary 

structure and source of economic stability for all entities operating in the media 

market of Uzbekistan. This model is based on several key components: advertising 

revenue, audience size, and the quality content market. Advertising revenue is the 

most important source ensuring the financial independence of mass media 

organizations, allowing media companies to expand their activities, implement new 

projects, and attract talented and qualified journalists. 
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Audience demand and coverage represent the second major factor in the 

economic model of mass media, playing a decisive role in shaping media content 

policy. By carefully analyzing their audiences and producing content that 

corresponds to their social, political, cultural, and economic interests, media 

companies not only increase audience trust but also enhance revenues from 

advertising and commercial projects. 

The content market is the third significant component of media economics, 

ensuring economic stability, expanding audience reach, and delivering high-quality 

and diversified information. The content market includes not only print media and 

television but also the internet, social networks, and mobile platforms. 

In the post-independence period, the expansion of private media entities in 

Uzbekistan has played a significant role in ensuring the economic and social stability 

of the country’s media system. Private television channels, radio stations, print 

publications, and internet platforms have created a competitive environment in the 

media market and stimulated the production of diverse and high-quality content. 

In recent years, internet publications have increasingly become an important 

commercial segment in Uzbekistan’s media space. Internet publications, including 

websites, blogs, online newspapers and television channels, social media platforms, 

and interactive portals, provide opportunities to expand audiences, create quality 

content, and diversify financial resources through advertising and sponsorship. 
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