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Introduction. Today, the results of large-
scale work within the framework of the research of
the auto industry market, the process of develop-
ment of the activities of the auto industry enterpri-
ses, show that it is necessary to organize a large
part of the production in the enterprises on the
basis of high-tech scientific capacity, as well as to
implement marketing activities in the international
and domestic markets. In particular, there is an
increasing need for the formation of long-term and
short-term marketing programs by evaluating the
effectiveness of marketing, systematizing the pro-
cesses of their formation, researching the behavior
of consumers with dominant power in the market,
and the processes related to the level of profita-
bility.

At the same time, it is important to effectively
influence the marketing system of auto industry
enterprises by implementing the results of marke-
ting research of international institutes in forming
directions for increasing the effectiveness of the
marketing activities of auto industry enterprises,
and as a result, to enhance the investment potential
and competitiveness of auto industry enterprises.

The process of effective use of industrial
potential in our country requires attention to the
fundamental improvement of industrial production.
Such situations make it necessary to harmonize the
activities of industrial enterprises, in particular,
automobile industry enterprises, with market
requirements.

Analysis of literature on the topic. Large-
scale scientific research within the framework of
increasing the efficiency of the benchmarking sys-
tem, improving its activities, and supporting the
market activity of industrial enterprises was con-
ducted by foreign economist A. Bankin, G. Beckwith,
S.N. Berdyshev, S. Bojuk, M. Gorstein, A. Carried out
by Karasev, R. Fatkhuddinov, G. Harding, V. Shkar-
dun [1].

In our country, scientific research works rela-
ted to the research of the market activity of indus-
trial enterprises, the formation and systematization
of the benchmarking strategy of industrial enter-
prises are conducted by economists Sh., T.A. Akra-
mov, G.B. Muminova and others [2].

The main purpose of the above research
works is to increase the efficiency of the enterprises
by forming the strategy of benchmarking of indust-
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rial enterprises, and the dependence of the bench-
marking strategy on the competitive advantage of
the enterprise, the direction of the consumer and
competitors has been systematically studied. Howe-
ver, taking into account the role of international
competition and national production in the activi-
ties of industrial enterprises, in particular, the auto-
motive industry, the process of improving the
benchmarking strategy of enterprises has not been
studied as an independent research object.

Decision PQ-4397 of the President of the
Republic of Uzbekistan dated July 18, 2019 "On
additional measures for the rapid development of
the automobile industry of the Republic of Uzbekis-
tan" and its practical implementation, ensuring the
rapid development of the automobile industry and
increasing its investment attractiveness, a modern
market based on advanced international experience
by introducing mechanisms and management
methods, it has a positive effect on increasing the
market activity of auto industry enterprises.

Research methodology. In the course of
research, comparative analysis, logical and abstract
thinking, monographic observation and other met-
hods were widely used.

Analysis and results. Studying the theoreti-
cal foundations of the formation of marketing stra-
tegies in the automotive industry and approaches to
classifying the types of marketing strategies allow
defining the specifics of their use in the automotive
industry of Uzbekistan and developing appropriate
measures.

The analysis of the characteristics of the main
methodological approaches to the development of
marketing strategies of automobile industry enter-
prises in foreign countries practically substantiates
the fact that the flexibility to the processes related
to market development is important, not the rela-
tionships that arise during the development of the
marketing strategy and its implementation.

According to research, the automotive indus-
try has not taken advantage of internet marketing
like other industries. Also, in terms of the use of
digital marketing technologies, activity remains at a
low level compared to other industries. While auto-
motive companies have an edge in innovation, they
are not superior in the use of digital marketing.

Currently, it is not necessary to allocate large
amounts of funds for digital marketing, but repre-
sentatives of the automotive industry should pro-
vide marketing products with good content on the
most basic activity, that is, on-line platforms where
buyers are active. In our opinion, the automotive
industry needs to do the first tasks that are most
important, namely answering customer questions
online, commenting on customer opinions about
products, and delivering the essence of the brand
through digital platforms.

Today, the main activity of the marketing
system of auto industry enterprises consists of a set
of methods and means of organizing the way of
enterprise, market methodology, studying consu-
mers and their demands, creating products suitable
for them, setting prices, delivering goods, presen-
ting, selling, and providing services. All these mea-
sures serve to ensure mutual compatibility between
demand and supply in the automobile market.

Since the main priority of marketing activities
in the world car market is information-oriented,
attention is being paid to the formation of a data-
base for researching the market activity of auto in-
dustry enterprises in the car market. In this regard,
along with the USA, Japan, Germany and other
European countries, the experience of a number of
East Asian countries such as Singapore, Taiwan, and
South Korea gained priority.

Especially in the automotive market, the fast-
changing market, the development of non-price
competitive methods, highly flexible production,
targeted at the individual consumer, and the size of
small market sectors and market segments create
flexibility for many "paths".

To date, the specialization of production in
the automotive industry has reached such a level
that, in a word, there is very little free space left in
the intermediate segments of the market. As a
result, the market competition became intense, and
this process took place not on the basis of the price
factor, but as a result of the improvement of quality.

In the automotive market, the "life cycle" of
the product has been reduced to an unprecedented
level, due to the increase in the variety of the
product range, the mass production of the same
item has decreased, that is, the experience of mass
cutting has been abandoned. Currently, the leading
Japanese companies release a new type of car on
average every three months, and US companies
every four months. This situation has created the
need to fundamentally improve the quality of addi-
tional after-sales services in order to become a com-
petitive product in the automotive industry.

The idea of the interaction concept in the
marketing activities of the auto industry enterprises
consists of relations (communication) between the
buyers and the participants of the buying and sel-
ling process. In the current environment, the inte-
raction of marketing has increased the importance
of effective communication.

Since communication marketing is seen as
communication in a broader sense - as a profitable
connection between the enterprise and its partners,
marketing tools, that is, a set of marketing methods,
are needed to influence customers and other sub-
jects in order to achieve the goal. One such tool is
the marketing mix.
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The marketing complex in the marketing
system is called 4 “P”. In this model proposed to be
put into practice by McCarthy in 1960, four main
elements are distinguished: product, price, place,
and promotion.

In marketing activities, human participation
is definitely required to satisfy the need for a cer-
tain product through the exchange. That's why the
5 “P”s are included in the above-mentioned marke-
ting elements, where the role of people is empha-
sized.

The marketing mix in broad practice includes
4 marketing submixes. They are product mix, con-
tract mix, communicative mix, distribution mix. The
product mix includes measures related to the pro-
duct, serving to form the product policy. These mea-
sures include product quality, customer service,
warranty policy, product diversification and assort-
ment.

Industrial enterprises have different marke-
ting strategies depending on the marketing environ-
ment and its composition. Including:

- increase the effectiveness of the enterprise's
marketing activities through the effective use of
products, existing technology and related services;

- application of new methods of scientific and
technical achievements in marketing management
and production activities;

- mastering new markets by ensuring com-
petitive advantage;

- formation of an effective sales process by
coordinating the activities of traditional and mo-
dern sales channels.

The marketing strategy of auto industry
enterprises consists of a set of relationships in the
process of development and implementation of a
set of effective methods and means of production
and market capture aimed at increasing the position
of the enterprise in the market. For this reason, the
process of applying marketing strategies in the
automotive industry is often determined by market
segmentation and effective product placement on
the market.

Studying and forecasting the demand for the
product, taking into account the attitude of the
buyer to the product, is the most important compo-
nent of the development of the marketing strategy.

The main goal of the marketing activities of
auto industry enterprises is to make high profits by
adjusting production to customer needs and balan-
cing supply and demand. Therefore, in the marke-
ting system of auto industry enterprises, the distri-
bution policy takes priority in achieving the set goal.
This policy covers the delivery of goods from the
place of manufacture to the recipient. This policy
includes the justification and analysis of the sales
channel, marketing-logistics, sales policy, the loca-

tion of consumers and buyers, terms of delivery,
placement of finished products in warehouses, etc.

Below we consider the processes related to
the formation of the marketing strategy of auto
industry enterprises:

1. Formation of a marketing strategy in
the presence of negative demand. If the majority
of buyers do not accept and avoid cars, there will be
a negative demand in the car market. The task of
marketing services is to analyze why the market
does not accept the product, the marketing program
is based on the process of improving the product,
reducing prices, changing the general view of the
product and actively supporting the new demand.

2. Increasingefficiency by stimulating non-
existent demand. In the car market, there is a
situation where consumers are not interested in the
particular product and do not pay attention to it. In
this case, the main task of marketing is to arouse
interest in this product among buyers.

3. Increasing sales efficiency in the condi-
tions of declining demand. Sooner or later, any
enterprise will experience a decrease in demand for
one or more goods. In this situation, it is necessary
to analyze the reasons for the decline in the market
for goods and services. By finding target markets, it
is determined that it is possible to stimulate the
supply of goods by changing the characteristics of
the goods or by establishing more effective rela-
tions (communication). The task of marketing here
is to avoid falling demand and not to forget the need
for a creative approach to product offering.

4. Formation of marketing activities in
conditions of full demand. The task of marketing
is to try to maintain the current level of demand,
despite the change in consumer preferences and
increased competition. In the current conditions,
the priority is to improve the quality of goods,
improve service, and constantly monitor the level of
consumer satisfaction.

5. Formation of marketing activities in
conditions of extremely high demand. The de-
mand volume will be much higher than the market
demand can be met. In this case, the main task of
marketing is to find a way to temporarily or perma-
nently reduce demand. In such a situation, efforts
are made to reduce excessively high demand by
raising product prices, incentives aimed at reducing
demand, reducing services, and other measures.

Based on this goal, the marketing system of
automotive enterprises is required to solve the
following main tasks:

- maximum study and determination of the
needs of buyers and consumers for cars;

- studying the requirements of the population
for types of cars and services;

- the adaptation of the company's activities to
the needs of its customers;
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- segmentation of the market based on the
information received about supply and demand;

- increasingthe interest of buyers in purcha-
sing goods by organizing advertising of goods;

- collecting and analyzing data to carry out
research of the company that creates or sells the
product;

- receiving general information about all ser-
vices in the market;

- formation of an information base on comp-
lementary goods and goods that replace them;

- ensuring the maximum volume of sales by
forecasting the demand for cars, etc.

The process of promoting sales in the marke-
ting system of auto industry enterprises is conside-
red one of the important priority tasks, and by pro-
moting sales, the enterprise tries to maximize the
level of sales of the goods released to the market in
the planned amount. This has an effective impact on
the overall cost recovery and profit-making process.

In the marketing system of auto industry
enterprises, such forms of sales promotion as exhi-
bition-trade, fairs, use of services of special sales
agents, and low prices are actively applied.

The organization of the marketing system of
the automotive industry and the regulation policy
requires a clear analysis of the influence of the
decisions made at each stage of the movement of
the mass of goods from the producer to the consu-
mer. In this case, selling cars means all the connec-
tions between production and trade. It includes
wholesale and retail trade, transportation, and
storage.

Product policy is considered important in the
organization of the marketing system of auto in-
dustry enterprises, and the comprehensively
thought-out product policy within the enterprise is
a factor in ensuring the financial stability of the
enterprise. Therefore, the organization and mana-
gement of the product policy in the automotive
industry have an impact on ensuring that the manu-
factured product is intended for a specific consumer
group, as well as ensuring that the product has a
specific consumer destination.

Due to the fact that in the implementation of
marketing activities of industrial enterprises, it is
required to use all the marketing activities at the
same time, it is impossible to allow a marketing
event or activity to be left behind in the auto
industry enterprises. This process is carried out by
ensuring a continuous flow of information from the
consumer to industrial enterprises and trade, and
from them in the opposite direction. This allows the
auto industry enterprise to make changes in the
field of production, product assortment, terms of
sale and service in real time.

The complex integrated relationship in the
marketing system of the enterprise creates the need

to solve organizational issues, consisting of the
management and planning system of the enterprise,
distribution, relations in the domestic market and
foreign trade, and sales through highly equipped
market channels. The practical performance of such
a number of tasks in the enterprise serves to inc-
rease the efficiency of the marketing system.

The practice of studying the market into
segments to increase the marketing efficiency of
auto industry enterprises is widely used in the
experience of developed countries such as the USA,
France, Germany, England, and Japan. Auto industry
enterprises give priority to their territorial aspects
when segmenting the market. New information
technologies and communication tools play an
important role in the development of such an
approach.

Currently, the creation of systems capable of
mass production and delivery aimed at customers
in the automotive industry causes the transition of
the enterprise to the mass production of goods
intended for individual consumers in the market of
production tools.

The use of new technologies shows the need
for auto industry enterprises to change their mar-
keting system from a monologic marketing system
to a dialogue marketing system. In this process, it is
observed that the consumer of the means of pro-
duction actively participates in the production of
the goods he needs, and it is considered to be of
decisive importance in increasing the efficiency of
the enterprise.

The marketing system, based on the indepen-
dence of the participants of the economic relations
taking place in the market, requires the solution of
coordination and exchange problems of supply and
demand, mainly at the level of microeconomic enti-
ties. However, any entity is related to the market,
which tries to serve specific consumers, from which
there is an opportunity for the target market to
operate.

[t can be seen in the table below that studying
the characteristics and preferences of the target
marKket is one of the important aspects of marketing
research (Table 1).

As can be seen from the table, the specific
characteristics of the target market consist of rese-
arching and capturing the market, finding, attra-
cting, and satisfying the needs of consumers, and
maintaining and strengthening a constant relation-
ship with the consumer. At this point, the most
important task facing enterprises and firms is to
determine their main market, and there are diffe-
rent approaches to its implementation. First, eva-
luate the product from the consumer's point of
view: the product should bring benefits to the con-
sumer, which are manifested in the form of solving
the specific problem of the customers.
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Table 1.

Target market characteristics and preferences

Main economic components

Traditional simple selling

Target market

Initial stage of work

Manufacturing product

Identify and select a target market

The main object of attention

Product

Consumer and his needs

Means of achieving the goal

Sale of goods produced in
different ways

Production of goods needed by the
consumer, delivery at the right time and
place, providing services, providing
information, encouraging them

Target

Profit by buying more goods

Making profit by fully satisfying customers

Producer and consumer relationship

Short-term contact with the
consumer

Maintaining and strengthening constant
contact with the consumer

Source: compiled by the authors.

[t can be seen that the level of performance of
the product is reflected in its utility for the consu-
mer. Therefore, the first task in determining the
target market is to identify the need to be satisfied.

Since not everyone has the same need, there
is a difference between them, and the feature of
mutual differentiation between some aspects and
the level of need is a priority. So, distinguishing a
group of consumers with a certain need from
among consumers, their scope requires increasing
the efficiency of the enterprise or organization.

A certain group of consumers uses various
tools and modern technologies to solve consumer
problems. Since what kind of technology should and
can be used in solving the consumer problem is of
great importance, studying the basic needs of con-
sumers, methods of satisfying them in a stable state,
technologies often change, and the state of science
and technology development creates new oppor-
tunities.

Based on the above, not all consumers in the
main market can be buyers of one company's goods,
they are distributed among different competitors on
different bases according to uncertain options of the
offer. As a result, each enterprise can attract a part
or group of consumers in the main market and
satisfy their needs. In addition, the needs, tastes,
perceptions of the usefulness of the product, pur-
chasing power, market behavior and other charac-
teristics of consumers of one product or its type are
not the same.

Currently, no matter how big the company is,
it does not have the opportunity to cover the entire
market, so it cannot satisfy the needs of all consu-
mers. Due to the intensive nature of the market seg-
mentation in developed countries, companies try to
identify consumer groups that differ from each
other in terms of their demand, desire and response
to the influence of marketing tools.

As the market economy develops, this direc-
tion becomes stronger. The expected result cannot
be achieved by approaching all consumers in the
same way. Being more proactive in getting closer to
consumers requires different strategies. The diver-

sity of advertising media and distribution channels
complicates the application of the mass marketing
strategy of unified auto industry enterprises. There-
fore, companies and enterprises are moving from
mass marketing to targeted marketing.

Targeted marketing is carried out step by
step, and in our opinion, it covers the stages of
market research, market segmentation, selection of
target segments and finding a place for the product
in the market, i.e. gaining favor with the consumer.
At this point, one of the most important rules of
working in the market should be emphasized: it is
not possible to buy goods that satisfy the needs of
all buyers, but only goods that fully satisfy the
needs of a certain buyer can be sold.

Therefore, consumers are not interested in
the same product, not all consumers buy a particu-
lar product at the same time, that is, they do not act
in the same way on the market. After all, consumers
are made up of different layers that are different
from each other. It is necessary to use specific met-
hods, tools, approaches and strategies in order to
study their needs in detail, to understand them
more deeply, and to fully satisfy them.

For this, it is necessary to clearly separate the
layers of consumers from each other, in other
words, to form groups of consumers within the
framework of the target market. At the same time,
before entering new segments, the enterprise can
assess its scientific and technical capabilities, assess
the level of qualifications of its employees, the
availability of resources, solve the tasks related to
entering new segments, and has a positive effect on
the process of selecting target segments. It is sug-
gested to choose one of the five types of the target
market when determining the segments that the
enterprise will absorb, taking into account various
options. The first of the picture is to focus on one
segment, which has its own positive aspects. In this
way, it is possible to know their customers well and
maintain their position in the market. As a result, it
becomes possible to allocate more funds to the
expansion of production and advertising, to the
improvement of the movement of goods.
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Figure. Types of target markets

Source: compiled by the authors.

It is also possible to shorten the payback
period of investments while gaining a leadership
position in the selected segment. In the special type
of product selection of target market segments, all
efforts are focused on the manufacturing of the
same product, the product is presented to several
market segments. As for the type of specialization in
the specific market, the enterprise is based on
meeting the various needs of the selected group of
consumers. In this case, the enterprise takes a
strong position in the selected market and becomes
a supplier of such goods necessary for a certain
group of consumers. The next is the type of comp-
lete capture of the market, in which the enterprise
(firm) is based on the provision of various products
in demand. In this case, non-differentiated or
differentiated marketing can be widely used.

The selection of market segments requires,
first of all, the definition of the target market. In this
case, principles such as evaluating the product from
the consumer's point of view, distinguishing consu-
mers who have this need from the majority, iden-
tifying ways to solve consumer problems, and deve-
loping methods to satisfy the fundamental needs of
consumers create an opportunity to further imp-
rove the selection of target market segments in the
marketing system.

Based on this, we emphasize that the market
is a tool that determines whether the produced,
offered and sold goods meet modern requirements,
covers the expenses spent on them and can make a
certain amount of profit, and ensures the mutual
interests of the producer and the consumer.

It is known that in the current global eco-
nomy, the role and importance of ICT, based on
computer and telecommunication technologies, the
production of software products and the provision
of a wide range of interactive services based on
them, is increasing. Therefore, every year, a rating
system is formed among all countries on the basis of
unified development criteria (IDI) for the develop-
ment of ICT in the country.

In 2019, 176 countries took part in this ran-
king, and Iceland took first place in terms of overall
indicators. During the rating year, the average IDI
index for all countries increased by 0.18 points to
5.1 points, which explains the rising state of the
overall measure for the first time. Among the
regions of the world, European countries with the
highest average score (7.50 points) continue to lead
the way in ICT development. In the American
region, the USA and Canada lead the IDI rating.

The development of ICT at the national level
has a positive effect on the level of competitiveness
in all spheres. Because they create favorable condi-
tions for collecting, summarizing and effectively
managing a large amount of information. This
directly leads to the rapid development of the coun-
try's economy, and to the increase of marketing
efficiency in enterprises.

The rational use of ICT opportunities plays an
important role in increasing the efficiency of mar-
keting activities of auto industry enterprises and
ensuring that it has real market characteristics.
Therefore, it is necessary to comprehensively rese-
arch the role of the ICT services market, which is
considered the leader in the service market of our
country, in solving financial and marketing issues,
and develop comprehensively based recommenda-
tions in this regard.

The tasks of ICT as the main means of effec-
tive organization of marketing activities of auto in-
dustry enterprises, bringing products and services
to the market, and studying the needs and wants of
consumers are manifested in the following:

- development of methods of research of pur-
chasing power, taking into account the require-
ments of consumers for products and services, and
assistance in their practical application;

- determination and assessment of the com-
petitiveness index of the products and services pro-
vided by the enterprise;
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- determination of consumer requirements
for products and services and calculation of growth
dynamics;

- identification of market requirements that
competing enterprises cannot meet;

- development of innovative approaches to
the distribution of the company's products to their
sales channels.

Marketers of automotive enterprises need to
clearly define the general goal in the process of
studying the problems in this regard. The mecha-
nism of data collection is different, they can be
collected from newspapers, special public magazi-
nes, direct communication with consumers and
social surveys. Determining consumer opinions
about the product is often done through question-
naires and interviews.

Internet services are developing widely as an
alternative option for providing effective customer
service, summarizing consumer opinions about
cars, comparing prices, and in some cases imple-
menting contracts. According to research, the auto-
motive industry has not taken advantage of internet
marketing like other industries. Also, in terms of
using digital marketing technologies, activity
remains at a low level compared to other industries.

While the automotive industry has an advan-
tage in innovation, it does not have an edge in the
use of digital marketing. In the present situation, it
is not necessary to allocate large amounts of money
for digital marketing, but representatives of the
automotive industry should provide marketing pro-
ducts with good content on online platforms where
buyers are active.

The integrated marketing information system
of JSC "Uzavtosanoat" consists of modules based on
information and communication technologies.
Field-related modules include financial reporting,
personnel management, organization of production
activities, implementation of project monitoring,
implementation of procurement, analysis and fore-
casting of management activities, improvement of
logistics system efficiency, execution and control of
service activities, call center and others.

The modular marketing information system
has the feature of a complex connection of the com-
pany with the government portals, and the com-
pany's strategic partners such as GM, MAN, ISUZU,
the company's resources, the LEX regulatory frame-
work and other information sources take place in
the module. The main purpose of this system is to
create positive sales in the markets by establishing
effective communication links with consumers
through the collection, storage and analysis of data
on the vertical integration of the auto industry.

UzAuto System system to create a unified
information environment for collecting and storing
information on the activities of enterprises that are

part of "Uzavtosanoat" JSC, to automate and stan-
dardize activity processes, to organize joint activi-
ties of enterprises and management staff within the
company, to create a large-scale database on the
automotive industry, implements benefits such as
analyzing reports and drawing general conclusions
on them, authorization at login and data encryption.

By forming a unified information structure in
the form of a single integrated cluster in the field of
B2B of automobile industry enterprises, the follo-
wing efficiency is achieved:

- a single database of enterprises specializing
in the production of automobiles and its spare parts
operating in the republic will be formed and effec-
tive communication will be established between
them;

- integration of the main business processes,
uniform structure of data (standardization), auto-
matic collection of reports (consolidation), integra-
tion with the main enterprises is achieved with the
help of corporate communication;

- effective integration with government bo-
dies is ensured, the possibility of connecting outside
the corporate network is created;

- efficiency is achieved in working with inter-
national corporate clients, foreign trade, logistics
system, signing agreements.

The development of e-commerce is conside-
red an important sector of G2C services, which en-
sures the relevance of this direction, the organiza-
tion of tenders for state purchases and orders with
e-Commerce tools, the implementation of state in-
vestment and innovation projects, social programs,
and the effective implementation of mutual econo-
mic cooperation between the state and business.

By encouraging the development of e-Com-
merce, the state provides public services to both
business entities and the population, and contribu-
tes to the creation of a business environment. More
precisely, G2B and G2C systems are naturally
complemented by B2B and B2C relations, which
form the necessary infrastructure of civil-legal and
economic-legal relations in the e-government
system.

Internet marketing strategies in accordance
with modern requirements play an important role
in the radical improvement of the system of retail
sales of manufactured cars and service services to
the population. The main tasks for increasing the
transparency and efficiency of trade in "Uzavto-
sanoat" enterprises are reflected in the "roadmap".

In order for the enterprises of the automobile
industry to ensure competitive advantage, it is
appropriate to form the marketing technology
model of the automotive information system of
"Uzavtosanoat" JSC "Uzavtosanoat” as an effective
communication strategy focused on the internatio-

Iqtisodiyot va ta'lim / 2022-yil 5-son

16



MENEJMENT VA MARKETING

nal market and aimed at ensuring mutual effective
integration of enterprises.

The use of direct-marketing strategy in
Uzbekistan's automobile industry enterprises,
unlike mass communications, is the most effective
means of direct communication with consumers, it
is of great importance in increasing the transpa-
rency and efficiency of retail trade.

The following means of using direct marke-
ting methods in the automobile industry of the
Republic of Uzbekistan can be singled out:

- direct sales (face to face);

- sale by mail;

- sales by phone, telemarketing, online sales
system (online ordering, web marketing, mail mar-
keting).

In order to implement a direct marketing
strategy in the automotive industry, it is desirable
to establish a virtual trading platform, where an
effective transaction between the seller and the
buyer and a system of financial and trade transac-
tions are made.

Internet capabilities allow online trading,
reduce sales costs by 75%, and effectively organize
direct communication between consumers and the
enterprise. This system also plays an important role
in improving the efficiency of providing after-sales
services to consumers.

One of the main tasks of direct marketing is
to establish direct communication with the repre-
sentatives of the targeted communication circle, as
well as to provide consumers with information
about the enterprise and to form their loyalty to the
enterprise. Effective feedback also allows you to
reduce financial risks by knowing exactly how
customers respond to offers.

Since the customer response can be predic-
ted, it is possible to calculate the necessary funds to
be spent to achieve the planned result. The elimi-
nation of a large number of intermediaries between
each other and customers due to the establishment
of direct communications ensures transparency in
trade and significant savings.

If it is not possible to get rid of any inter-
mediary links for objective reasons, direct marke-
ting allows eliminating excess costs by defining the
scope of target communication. The centralized
electronic system, which enables online monitoring
of the application status for the purchase of a car by
JSC "Uzavtosanoat" since September 2017, is aimed
at centralizing the car sales system and ensuring
online sales processes, and directly connects the
manufacturer, dealer and customer to each other.
The connecting “Chevrolet.uz” unified sales portal
has been launched.

Information and communication technologies
have literally become the happy assistants of manu-
facturers and service providers. They serve to imp-

rove the quality of manufactured products and
increase their competitiveness, release them to
domestic and foreign markets, find buyers, reduce
costs, increase efficiency, develop the country's eco-
nomy, and increase export potential.

Conclusion. The effectiveness of reforms
related to the radical improvement of the automo-
tive industry in our country requires increasing the
work and market activity of the sector. The work
and market activity of the industry is considered to
be directly dependent on the investment process, its
efficiency and capacity, and it is manifested by pub-
lic placement of shares of the joint-stock company,
which is part of the auto industry enterprises, in the
local and international stock markets.

Market activity of the automotive industry
requires increasing production efficiency and imp-
roving quality, increasing the export potential of
enterprises, increasing competitiveness in interna-
tional and national markets by using a market-
oriented marketing strategy, and implementing the
following:

1. Due to the fact that the use of marketing-
mix elements in the development of marketing
strategies by the automobile industry enterprises of
our country is insufficient, it is required to ensure
the active movement of the operating automobile
industry enterprises in the "global value chain
(GVCs)" as effective marketing strategies.

2. Since the development of a marketing stra-
tegy in autocanoat enterprises reflects the determi-
nation of development directions that take into
account the capabilities of the enterprise, its current
situation in the market, factors affecting the internal
and external environment under risk conditions,
the decision on the choice of marketing strategy is
made separately for each enterprise, only on the
basis of general requirements rather, it is necessary
to determine with the help of the specific internal
parameters of the enterprise's activity, to develop
and implement a specific marketing strategy.

3. By introducing the automotive information
system integrated into the industry (UzAuto Sys-
tem) of JSC "Uzavtosanoat", along with the achieve-
ment of appropriate integration in the field of B2B,
it will be possible to achieve a competitive position
in the international market, effective work in the
"global value chain (GVCs)" and increase interna-
tional competitiveness.

4. In order to regulate relations in the car
market of Uzbekistan, to establish direct commu-
nications with consumers, to eliminate a large num-
ber of intermediaries between each other and bet-
ween customers, to ensure transparency in trade
and significant savings, the proposed direct marke-
ting strategy includes online acceptance of consu-
mer orders, exclusive sales makes it possible to
ensure high efficiency by using the method.
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WHHOBAIIMOH MAPKETHUHI TAABUPKOPJIMK BA BUBHECHUHT
ACOCHH PAOJIUATHU CUPATHIA

Kyuapoe A6popatcon Co6upicoHo8uY -

TAHY "Busnec 6owKapysu ea 102ucmuka” kagpedpacu
npogeccopu, ukmucod gaHaapu dokmopu,
Bo6osicoHoe A3u3z babaxaHoeuu -

TAHY "Pakamau ukmucod” kagpedpacu doyenmu,
ukmucod gauiapu HomM300u

d. ' https://doi.org/10.55439/ECED /vol23 iss5/a2

AHHOomayus. Makoaada 2no06aa1awead ukmucoduémoa UHHO8AYUOH MApPKemuHe, moedp 8d XU3MAamJ/dpHUHe SiH2U
mypaapuda maod6upkopAuk @aoausmuda UHHOBAYUS/AAPHUHZ MApKemuHz madkukomaapuzd mascupl, WYHUH20€K,
UHHOBAYUOH MAPKEMUH2HU MAWKUA 3muwu Xamod 6usHecHUHz acoculli easudasapu cupamuda mapkemuHz 8a
UHHOBAYUSIHUHZ Xycycusimaapu épumub 6epuaadu.

Kasaum cy3aap: mapkemuHz, UHHOBAYUOH MAPKeMUH2, 1amepaa MapkemuHe, pakamaawmupuw, IT- mexHosoz2usaap,
Kpeamue/uk, cmapm-an.

MHHOBALIMOHHbI MAPKETUHT U KAK I'/TIABHBIE ®YHKIIUM BU3HECA
U NNPEAIIPUHUMATEJ/IBCTBA

Kyuapoe A6popitcon Co6upiHcoHo8uUY -
Tawkenmckuil 2ocydapcmeeHHbll

SKOHOoMUuecKull yHusepcumem, kagedpa

«YnpaesieHue 6usHecom u s1o2ucmuka» 0.3.H., npogeccop
Bbo6osicoHnoe A3u3 babaxaHosuu -

Tawkenmckuil 2ocydapcmeeHHbIl

SKOHOMU4ecKull yHusepcumem, kagedpa

«Lugpposast 3koOHOMUKA» K.3.H., JOYeHm

AHHOmayus. B cmambe paccMompeH UHHOBAYUOHHbIU MAPKeMUH2 8 YCA0BUSIX 2/106A1U3aYUU IKOHOMUKU, 8/USIHUE
UHHOBAYUU HA MapkemuH2080M UCCAe008AHUU 8 NPedNnPUHUMAMENbCKOU dessmeabHOCMU 8 HO8blX 8UJAX MO8APO8 U YCay2, d
makaice paccMompeHo op2aHu3ayuu UHHO8AYUOHHO20 MAPKEMUH2d, 8bls8/AeHbl 0COGEHHOCMU MAPKemuHaa U UHHO8AYUL KAK
OCHOBHbIX hyHKYUTl 6U3Heca.

Kniwouesvle cnoea: mapkemuHe, UHHOBAYUOHHBIU MapKemuHz, /amepaabHulll mapkemuHe, yugdposusayus, IT-
mexHo./102UU, KpeamugHocmsy, cmapm-an.
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