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bOII MYXAPPUP:

HcanoBa ®epysa TysKMHOBHA

TAXPUP XAU'BATH:

07.00.00-TAPUX ®PAHJ/IAPU:

IOnpameB AnBap IJprameBddy - Tapux ¢aHaapu
JIOKTOpH, cuécuid ¢aHysap HOM3oAH, Ipodeccop,
V36exucron Pecny6.inkacu [IpesugeHTH
xy3ypuzard JlaBjaT 60IIKAPYBU aKaJeMHUSCH;

MaBsianoB YkTaMm MaxmacaGupoBUY - TapHXx
danmapu  J0KTOpHM, Tpodeccop, Y36eKHCTOH
Pecniy6nukacu I[lpesujieHTH xy3ypugjaru /[laBaat
60LIKapyBU aKaJleMUSICH;

Xa3paTkyJsioB A6pop - Tapux ¢aHJIapu AOKTOPH,
JIOLleHT, Y36EeKHUCTOH JaBjaT ’Kax0H THJIApHU
YHUBEPCUTETH.

08.00.00-UKTHCOJHET ®AH/IAPH:

KapsinbaeBa Pass XoxabaeBHa - UKTUCOLUET
dannapu goktopy, npodeccop, TOUIKeHT JaBjaT
UKTUCOJUET yHUBEPCUTETH;

XypotikynoB CaaupauH KapuMoBUY — UKTHUCOAUET
daHsapu  JokTOpH, [JoueHT, TOIIKEeHT JaBjaT
HUKTHUCOAUET YHUBEPCUTETH;

A3zuzos lllep3os YKTaMOBUY - UKTUCOAUET paHIapU
JIOKTOPH, [JOLEeHT, Y36ekucTtoH Pecny6aukacu
Bo>Xx0Ha UHCTUTYTH;

Apa6oB Hypasu YpanoBuu — UKTUCOLUET daHIapH
JOoKTopH, mnpodeccop, CamapkaHj  JaBJjaT
YHUBEPCUTETH;

XoJsi0B AkTaM XaTaMOBHUY — UKTHUCOAUET daHIapU
6yiinuya ¢dancadpa goxktopu (PhD), pouent,
V36ekucron Pecny6ukacu [Ipe3nseHTH
xy3ypupary /laBjaT 601IKapyBU aKafAeMUACH;
MagueBa /Junpopa XaMuZoOBHA =- UKTUCOLUET
¢dansapu 6yiinya ¢ancada goxkropu (PhD), noueHT
B.6, TOLIKEHT MOJIUS UHCTUTYTH;

[MakapoB KyamaT AWKWPOBUY - UKTUCOLUET
daHapu HOM304M, J[AOLEHT, TOLIKEHT ax6opoT
TEeXHOJIOTUAJIapU YHUBEPCUTETH

09.00.00-PA/ICADPA PAHJIAPHU:

XakumoB Hasap XakumoBuu - dascada daHiapu
JloKkTopHy, mpodeccop, ToKEHT AaBaaT UKTUCOLUET
YHUBEPCUTETH;

Axmunuko  WKypaboih - pancadpa  daHsapu
JoKTopy, mnpodeccop, CamapkaHj  JaBjaT
YHUBEPCUTETH;

Faitoysnaes Otabek MyxammajueBud - dasncada
¢dannapu gokropy, npodeccop, CaMapkaHz, AaBjaat
YyeT TUJIIap UHCTUTYTH;

XomuMxoHOB MyMUH - dasicada daHmapu JOKTOPH,
JoueHT, )K133ax nejaroruka HHCTUTYTH;

HocupxomkaeBa  [ysnHopa  A6aykaxxapoBHA -
dancada dannapu Hom3o0A4u, HAoLeHT, TOIIKEHT
JlaBJIaT I0PUJIUK YHUBEPCUTETH.

10.00.00-®H/10/IOTUA PAH/IAPH:

AxmenoB Oitbek Canopb6aeBuu - ¢uosorus
daHIapu AOKTOPH, Mpodeccop, Y36eKUCTOH AaBJaT
»KaXOH TUJIJIApU YHUBEPCUTETH;

KyuumoB Illyxpat HopkusuioBuy - ¢uaonorus
dansapu JokTopH, JAoueHT, TOIIKeHT JaBJjat
I0OpUJIMK YHUBEPCUTETH;
CanmaxytauHoBa Mywmappa¢ HWcamyTauHoBHaA -
dunonorus paHsapu HoM304H, JoLeHT, CaMapKaH/,
JlaBJIaT YHUBEPCUTETH;

KyukapoB PaxmaHn YpmaHoBHY - ¢uiosorus
daHsapu HOM30AH, J0LeHT B/6, TOLIKEeHT AaBjaT
I0OpUJIMK YHUBEPCUTETH;

IOHycoB Mancyp A6aynnaeBUd  —QUI0JOTUSA
danmapy HoMm3omH, Y36ekucToH Pecny6ukacu
[Ipesupenty xy3ypugaru JlaBiaaT 6oluKapyBU
aKaJleMUsCH;

CaunpoB Yayroek ApunoBud - ¢usosnorus danaapu
HOM30/4, JIOLeHT, Y36eKHCTOH Pecny6ukacu
[lpesupenty xy3ypugaru JaBaaT 6GolIKapyBU
aKaJeMHSICH.

12.00.00-0OPH/IHK ©AHJIAP:

AxMenmaeBa Masiwoga AxaTOBHA -  OPHUAUK
dansap npokropu, mpodeccop, TolKeHT AaBjaT
IOPUJUK YHUBEPCUTETH;

MyxutaunHoBa ®upro3a AGAypalinoBHA — IOPUIUK
¢daunsap npokropu, mpodeccop, TolKeHT AaBjaT
IOPUJUK YHUBEPCUTETH;

JcaHoBa 3amupa HopmypoToBHa - 10pUJUK daHIap
JOKTODPH, mpodeccop, Y36ekuctoH Peciybimkacuzaa
XU3MaT KypcaTtraH topuct, TOIWIKeHT JaBjaT
IOPUJUK YHUBEPCUTETH;

XampokysioB baxoaup MamammapudoBud - 10pUIUK
dansap goktopu, mpodeccop B.6., KaxoH
HUKTHUCOAUETH Ba JUIJIOMaTHS] YHUBEPCUTETH;
3yncdukopoB lllep3on XyppaMoBUY - HOPHUAUK
dansap  mokTopH, npodeccop, Y30eKHUCTOH
Pecny6/inkacu Kamoat xaBdcHU3IUTH
YHUBEPCUTETH;

XanuToB XymBakT Canap6aeBud - IOpUAUK aHIap
JoKTopH, mpodeccop, Y3GekucToH Pecny6aukacu
[Ipesugentu Xxy3sypugard JaBjaaT 6GolKapyBU
aKaJIeMUSICH;



AcapoB lllaBkat FaitbyssiaeBuY - OpUAUK daHIap
JOKTOpH, JIOLeHT, Y36eKHCTOH Pecny6aukacu
[Ipesugentu Xxysypupgaru [JlaBjaT 6GolIKapyBU
aKaJeMUsICcy;

Caiigysnae  Illax3op  AMXaHOBUY —  IOPUJMUK
¢dannap Homsoau, npodeccop, TolIKeHT JaBJjat
I0PUJUK YHUBEPCUTETH;

AvupoB 3adap AkTamMOBHY - HOPUAUK daHJIap
6yiuda Qancapa oxtopu (PhD), Y36ekucron
Pecny6smkacu Cyabsinap oIt KeHTallu
xy3ypugaru Cyabsaap o/dil MakTabu

13.00.00-IIEJAT'OTHKA ®AH/IAPU:

XamuMoBa JJunblapxoH YpuHO60eBHa - eJjaroruka
dannapu goktopH, npodeccop, ToLIKeHT JAaBJjaT
IOpUJIMK YHUBEPCUTETH;

H6parumosa 'ysiHOpa XaBa3aMaTOBHA - NeJjlaroruka
dannapu goktopy, npodeccop, ToLIKEHT JAaBJjaT
UKTUCOJUET YHUBEPCUTETH;

3akupoBa ®epysa MaxMynoBHA - IHeJaroruka
dansapu JLOKTOpH, ToukeHT axbopoT
TEXHOJIOTUSIJIADM ~ YHUBEPCUTETH  Xy3ypHJaru

NMeJaroruk KaZpJapHA KaikTa Taiépsaam Ba
yJIapHUHT MaJlaKaCUHU OIUPHUII TAPMOK MapKasu;

TaninanoBa Illoxupga 3aliHHMeBHa - IeJaroruka
dbaHIapu JOKTOPH, AOIEHT.

19.00.00-11CHX0JI0T'UA DAHJIAPH:

KapumoBa Bacuia MamMaHOCHpPOBHA — TICHUXOJIOTHS
dansapu foktopw, mpodeccop, Husomuit Homugaru
TollIKeHT AaBJaT NeJaroruika yHUBEPCUTETH;
XaiutoB Oti6ek Iu6oeBuY - YKUCMOHUM TapOUs Ba
CcHopT O6yHHUYa MyTaxacCUCJApHHU KaWTa TalépJari

Ba MaJlaKaCMHHU OLIMPHUII UHCTUTYTH, NCHUXOJOTUSA
daHsIapu JOKTOPH, Tpodeccop

YMmapoBa HaB6axop IllokupoBHA - NCHUXOJIOTHS
dansnapu JokTopu, JoueHT, Husomuih Homuzaru
TollKeHT JAaBJaT NeJarorika YHHUBEPCUTETH,
Amasnuit ncuxosioruscu kadepacu MyJJupy;

AtabaeBa Hapruc batupoBHa - mcuxoJsorus
dannapu fokTopH, JoueHT, Husomuil Homujaru
TolKeHT AaB/aT Nefaroruka yHUBepCUTETH;

Koaupos 06uy CadapoBudy — ncuxosioruss pannaapu
foktopu (PhD), Camapkang Busiosat UMb Tub6muéT
6YIMMU [ICUXO0JOTUK XU3MaT GOLIIUFH.

22.00.00-COLHOJIOTHA PAHJIAPHU:

Jlatunosa Hopupa MyxTapkaHOBHA — COLIMOJIOTUSA
dansapu  JokTopH, Tmpodeccop, Y30eKHUCTOH
MUJIJINF YHUBEPCUTETH Kadeapa Myaupy;

CeutoB Azamar [Iys1aToBUY - conmosiorus daHaapu
JIOKTOpY, T1npodeccop, Y36eKUCTOH  MWIIHH
YHHUBEPCUTETH;

CopukoBa lloxuma MapxaboeBHa - COLIMOJIOTHSA
dansapu  JoKTOpH, Tmpodeccop, Y30eKHUCTOH
XaJIKapo UCJIOM aKaJleMHUSICU

23.00.00-CHECHUH ®AHJIAP

HazapoB Hacpugauu AtakysoBud —cuécuid dansap
noktopw, pancada dansapu JokTOpH, Tpodeccop,
ToUKeHT apXUTEKTYpa KyPUJIULI UHCTUTYTH;
byTaeB YcMmonxoH XalipyJsiaeBUY —cHécuil daHsiap
JIOKTODH, JIOLIEHT, V36exkucTon MUJIJIAH
YHUBEPCUTETH Kadeapa MyAupH.
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Annotation. Currently, the processes of globalization of the world economy have turned the priorities of
companies, and require them to systematically analyze favorable and crisis situations in marketing, as well as
promptly respond to them. To ensure the necessary level of competitiveness, companies are looking for new and
more advanced methods of analyzing their marketing activities that will allow them to adjust their policies and
choose ways to increase competitiveness. As a result, a marketing audit was developed. The article analyzes the
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MARKETING AUDITI VA UNI KOMPANIYANING RAQOBATBARDOSHLIGINI OSHIRISHIGA
TA'SIRI

Annotatsiya. Hozirgi vaqtda jahon iqtisodiyotini globallashuv jarayonlari kompaniyalarning
ustuvorliklarini o‘zgartirdi va ularni marketing bo‘yicha qulay va inqiroz holatlarini muntazam tahlil gilishni talab
qgiladi, shuningdek ularga tezkor javob beradi. Ragobatbardoshlikni ta'minlash uchun kompaniyalar o‘zlarining
marketing faoliyatini tahlil qilish va raqobatbardoshlikni oshirish yo‘llarini tanlash imkonini beradigan yangi
usullarni gidirmoqdalar, ushbu natijasida marketing auditi ishlab chiqildi. Ushbu maqolada kompaniyaning
raqobatbardoshligini oshirishda marketing auditining ta'siri tahlil gilinadi.

Kalit so‘zlar: marketing, marketing strategiyalari, marketing auditi, globallashuv, raqobatbardoshlik.
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depraiHcKyuil NOJTUTEXHUYECKUN UHCTUTYT

MAPKETHHTOBBIN AYJUT U ETO BJIMAHUE HA
INOBBILIEHHUE KOHKYPEHTOCIIOCOBHOCTH ®HPMbI

AHHOTanua. B HacTosillee BpeMs, Npoliecchl TJjo6aju3alMd MHUPOBOW 3KOHOMUKM IepeBepHYJIU
NPUOPUTETbl KOMIIAHUH, U TPeOyT OT HUX CUCTeMAaTHUYeCKOTO aHajv3a O6JIarONpUsTHBIX M KPU3UCHBIX
CUTyalMil B MapKeTHHTe, a TaKKe ONEepaTUBHOTO pearypoBaHUsA Ha HUX. [l obecneyeHUs HEO6XOLMMOIO
YPOBHSI KOHKYPEHTOCIIOCOGHOCTH, KOMIIAHUM MILYT HOBble U 6GoJiee cOBeplleHHble MeTOJbl aHa/lu3a CBOel
MapKeTHHI'OBOM /e TeIbHOCTH, KOTOpPble M03BOJIAT UM KOPPEKTHPOBATb CBOI NMOJMTHUKY U BBIOMPATb MYTH
MOBBbILIEHUS] KOHKYPEHTOCHOCOOHOCTH. B pe3ysbTaTe, Ob1 pa3paboTaH MapKeTUHTOBBIM ayguT. B craTbe
MPOBOAMUTCS aHAIU3 BJAUSHUS MapPKETHHIOBOI'0 aylUTa HA KOHKYPEHTOCIIOCOGHOCTh KOMITaHHUH.
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Introduction

Modern processes of globalization of the world economy have led to a shift in priorities
in the activities of companies from the national to the global level, as a result of which
companies need to continuously maintain the necessary level of competitiveness and response
to constant changes in the external environment [1,2,3,4,5,6,7,8]. The increasing competition
in the world markets forces the company's management to take an increasingly careful and
responsible approach to the marketing aspect of its activities.

In the process of doing business in the foreign market, companies face many risks, for
example, delays in entering the market of new products, incorrect identification of the target
audience and, as a result, insufficient demand. Such miscalculations reduce the competitiveness
of companies in foreign markets. The marketing component of the companies' activities is
extremely important, and the elimination of inaccuracies in the developed concept plays an
important role, on the one hand, when making a decision to enter the markets of foreign
countries and, on the other hand, already with the direct functioning of companies in foreign
markets. At the same time, in the modern world, competition has become global, and one of the
goals of most companies is to achieve world standards.

Factors affecting the intensity of competition in the market and the degree of
competitiveness of companies have varying degrees of predictability. Therefore, the company's
management system should have such a tool that would allow it to successfully adapt to
unexpected changes in market conditions, correctly formulate long-term goals and effectively
coordinate its resources with the tasks set [9,10,11,12]. The tool that meets these requests is a
marketing audit, with the help of which the company has the opportunity to minimize
marketing risks without significant costs, thanks to an effective methodology, and develop a
comprehensive plan of measures that contribute to achieving the company's goals and
increasing its competitiveness in world markets.

Review of literature and research

The theoretical basis of the research was the works of foreign scientists on marketing,
marketing audit and consulting: F. Kotler, V. Wong, J. Saunders, G. Armstrong, J.-]. Lanben, M.
McDonald, M. Meldrum, Neil A. Morgan, G. Clark Bruce, R. Gooner, A. Rosenspan, D. Brownlee,
S. White. The construction of the concept and strategy of marketing audit is analyzed in the
works of M. Baker, D. Brudni, A. Shuchman, R. Krips, B. Enis. The research of S. Jones, J. Nevitt,
J. Roma, M. Sollod, M. Harvey is devoted to the practical application of marketing audit. A huge
contribution to the development of effective tools for conducting a marketing audit in the
company was made by H. Gotsch, D. Mians and O. Wilson. Audit methods were actively
developed by P. Rickard and B. Siars. A number of authors can be named who began to
analyze in detail individual elements of marketing audit, among them V. Vinogradov, I. Krasyuk,
B. Mazmanova, V. Mikaelson, T. Matyushina, A. Ploshkin, O. Ploshkina, E. Popov, L. Popova, P.
Salin, N. Silonova.

The need for companies to carry out a marketing audit in a crisis is emphasized in the
publications of N. Braslavskaya, T. Zaitseva, E. Chikunova. The analysis of the methodology and
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technology of marketing audit is devoted to the works of A. Bobrov, V. Gasparov, I. Korneeva, O.
Cherednichenko.

In the studies of E. Smirnov and G. Trusov, the need for an audit in the process of
managing the marketing activities of the enterprise is noted. In his research, the author relied
on the basic theories of marketing presented in the works of foreign scientists G. Beckwith, B.
G., ]. Daniels, F. Kotler, J. Lenskold, N.-G. Olivier, L. Radeb.

The fundamental works devoted to methodological issues of competitiveness include
the works of P. Jenster, M. Porter, E. Rice, ]. Trout, D. Hussey.

The methodological basis of the research

Consists of general scientific methods of cognition: a systematic approach to the study
of economic phenomena and processes in the world economy, comparative and situational
analysis, deductive method and method of analogies, as well as logical and expert analysis.

Analysis and results

A prerequisite for maintaining the necessary level of competitiveness of the company is
a systematic analysis of various favorable or crisis situations in marketing activities and timely
response to them. The search for new and more advanced tools for analyzing the marketing
activities of companies in order to adjust their policies and choose ways to increase
competitiveness has led to the emergence of marketing audit. Its formation took place against
the background of a change in marketing concepts and the strengthening of the processes of
globalization of the world economy [13,14,15]. There are four main stages in the development
of the audit direction in marketing. Since the middle of the XX century, the conception of
marketing audit as a means of controlling the company's resources began, in the 80s, the audit
focused on the socio-ethical concept of marketing - on the needs and interests of society. Since
the mid-90s, the development of auditing has entered an active phase, this tool begins to be
used to develop a marketing strategy. The current stage of development of marketing audit
starts from the global financial crisis of 2008, which showed the need to turn to such marketing
analysis tools that do not require significant financial costs.

According to the marketing agency Onix Marketing, in 2022, the market volume of
marketing audit services exceeded $ 800 million. in Europe and the USA. The average cost of
research performed by a separate analytical structure for the year is estimated at $ 20 million
in developed countries.

According to the annual monitoring data (2010-2022), the increase in the volume of
marketing audit services per year averaged 25-30%. The key factors that have triggered the
rapid development of the marketing audit strategy over the past 10 years are:

= the increasing competition of companies in world markets due to the increasing
processes of globalization;

= the need to take into account in marketing policy various changes in the economy,
legal regulation, technology, ecology, society, politics, etc.;

= the desire of companies to timely review their marketing activities, policies and
strategies in accordance with the ongoing changes in the market;

= the need for a clear orientation among a wide range of marketing tools, the right
choice of the most appropriate means of distribution, product promotion, etc. to achieve the
required level of competitiveness of both the company and its products in the market;
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= search for a relatively inexpensive marketing research tool, which is most relevant in
times of instability and financial crises.

Having passed the way in its development from the 60s to the present, marketing audit
has managed to win the interest of both large international companies and a number of leading
marketing specialists. Our review of the theoretical approaches of various authors to the
interpretation of marketing audit allowed us to formulate this concept as follows: marketing
audit is an analytical work to detect shortcomings in marketing activities and search for hidden
potential based on a systematic study of the external and internal environment of the company
[16,17,18]. The object of the marketing audit is the marketing activity of the company in specific
market conditions. The audit evaluates not just a separate block of marketing policy, but in
general the prospects of the company in the market, the adequacy of its products to the
requirements of this market, therefore it is a more complex process than marketing research.
The advantage of this tool lies in the efficiency of its implementation, unlike other types of
research, which allows the company to respond in a timely manner to a particular change in the
market situation, as well as to be aware of the general moods and expectations of consumers,
competitors and other market participants [19,2021,22,23,24,25].

Summarizing foreign experience in this area, it is possible to indicate the main directions
of increasing competitiveness as a result of a marketing audit:

1. verification of compliance of the company's strategic intentions with existing market
opportunities;

2. determining the marketing potential of the company;

3. assessment of the state and forecast of the development of the market environment,
showing possible threats to the company's activities;

4. identification of the company's strengths and weaknesses, assessment of their impact
on opportunities and threats from the market;

5. development of the company's strategies taking into account changes in market
conditions and existing principles of regulation of activities;

6. studying and improving the effectiveness of marketing activities;

7. search for resources to generate additional competitive advantages;

8. timely identification of problem areas in marketing policy and development of ways
to neutralize them;

9. correction of marketing programs and strategies;

10. creation of algorithms for actions in case of possible future problems similar to the
current ones.

In this paper, the marketing audit strategy is understood as an algorithm for periodic
research of the company's marketing activities in a short time and the development of
recommendations based on it regarding marketing elements and their application to achieve
the goals set by the company to gain competitive positions in the foreign market.

To form a marketing audit strategy, it is necessary to first consider the main intentions
of companies regarding foreign expansion [26,27,28,29,30]. International companies include
those companies whose commercial and production activities extend to foreign countries. It is
advisable to divide these companies into two types, depending on their position relative to the
foreign market:

= companies whose goal is to successfully enter the foreign market and conquer it;
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= companies that have entered the foreign market and have been operating on it for
some time, the purpose of which is to increase their share, maintain competitive positions and
further development in this market.

Discussions

Conducting a marketing audit for the first type of companies can be considered the basis
for developing a strategy to conquer the external market. When preparing decisions on entering
the markets of other countries, the most important areas of audit are the study of consumers,
competitors, suppliers and other factors, on the basis of which forecast assessments of the
competitiveness of the company's products in these markets should be based. Among the
components of the audit, a special role is played by the marketing concept that the company is
going to present on the market, and here it is necessary to decide to standardize, modify or
create a completely new concept for the external market. Marketing audit in this situation
contributes to the selection of the necessary marketing actions to ensure the competitiveness
of the company in a new market environment. It is equally important to conduct a marketing
audit for a company operating in the foreign market. After entering the foreign market, the
company is forced to continuously maintain the achieved level of competitiveness and
constantly improve its work in all areas. To further consolidate the company in the market, it is
necessary to conduct a marketing audit in order to determine strategic priorities and
investment directions, primarily in those areas where the greatest competitive advantages can
be achieved. Here, attention should also be paid to the audit of the constantly changing
conditions of the company's functioning, such as the adoption of new laws, plans to enter the
external (new external) sales market, operates in this external sales market, the strategy of
penetration into the external market, the strategy of presence in the external market, the
improvement of technical means of production, strengthening environmental protection, etc.
[31]. Depending on these two types of companies, it is necessary to distinguish the strategy of
penetration into the foreign market and the strategy of presence in the market. The penetration
strategy has a direct impact on the long-term acquisition of a certain market share by the
company's product and determines the development of a subsequent market presence strategy
[32,33].

In connection with the growth of globalization and the increasingly close integration of
various production, organizational and other processes among themselves, it is possible to
formulate the concept of the company's competitiveness as follows: the competitiveness of a
company is a qualitative indicator of its level of development, formed on such elements as: the
company's activity in the external environment with the ability to respond to external
influences and market changes; sustainability development of the internal environment of the
company, conditioned by timely and positive changes; system support based on the above-
mentioned elements of effective activity, which is expressed by the focus on acquiring
competitive advantages in the market.

Thus, the level of competitiveness of the company is influenced by factors of both
internal and external environment [34]. Therefore, the methodological basis for the formation
of a marketing audit strategy of an international company, according to the author, should be a
comprehensive review of the main parameters of marketing, as well as an assessment of the
external environment in which the company will operate. The variety of environmental factors
can be divided into two types: direct and indirect. Factors that have an immediate and direct
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impact on the company relate to the environment of direct impact (meso-environment):
consumers of products, competitive environment, resource providers and contact audiences.

All other factors that have an indirect impact relate to the environment of indirect
impact (macro environment), which carries in addition to purely economic aspects and non-
economic: state-political, socio-demographic, cultural and environmental factors. The level of
the company's competitiveness in the foreign market largely depends on the continuous
maintenance of the real marketing complex of the company on the threshold of potentially
existing on the market. In this case, the audit covers the factors of the internal marketing
environment of the company (microenvironments) - separate areas of the marketing complex
by functions: audit of production (product and its concept) and sales functions (price,
distribution, promotion). Conducting a marketing audit of the external environment, starting
from indirect impact factors and ending with direct impact factors, allows for a step-by-step
selection of a specific external market in which the company will expand its activities: drawing
up a basis for selection, primary selection and, finally, the final choice. The procedure of
sequential exclusion will lead to the fact that the most suitable markets for its activities will be
in the field of view of the company, one of which can be chosen and achieve the necessary level
of competitiveness.

Lists of control questions for each component of the company's marketing environment
were developed on the basis of foreign methods of marketing audit. As it was revealed during
the application of the audit strategy in the textile industry of Uzbekistan, this technique
contributes to the rapid collection of information and the correct emphasis on problematic
aspects of the company's functioning, which allows you to immediately identify
recommendations for a number of measures aimed at improving the competitiveness of the
company.

Conclusion

With the help of the marketing audit methodology - getting answers to the lists of
control questions - it is also possible to analyze the internal environment of any company of
interest at the level of available information sources. That is, this tool can be further used by
national companies for periodic analysis of both their own marketing policy and the policy of
their competitors in order to study their behavior strategies and the possibility of applying this
experience in their activities to increase competitiveness.

The main directions of increasing competitiveness as a result of a marketing audit:

1) Verification of compliance of the company's strategic intentions with existing market
opportunities;

2) Determining the marketing potential of the company;

3) Assessment of the state and forecast of the development of the market environment,
showing possible threats to the company's activities;

4) Identification of the company's strengths and weaknesses, assessment of their impact
on opportunities and threats from the market;

5) Development of the company's strategies taking into account changes in market
conditions and existing principles of regulation of activities;

6) Studying and improving the effectiveness of marketing activities;

7) Search for resources to generate additional competitive advantages;
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8) Timely identification of problem areas in marketing policy and development of ways
to neutralize them;

9) Correction of marketing programs and strategies;

10) Creation of algorithms for actions in case of possible future problems similar to the
current ones.

The advantage of this tool lies in the efficiency of its implementation, unlike other types
of research, which allows the company to respond in a timely manner to a particular change in
the market situation, as well as to be aware of the general moods and expectations of
consumers, competitors and other market participants.

With strict adherence to the sequence of actions in the process of conducting a
marketing audit, the efficiency of information collection, the quality of surveys and the
development of a correction plan are significantly increased, as well as the total time spent on
the audit is reduced. The advantages and disadvantages of each audit method indicated in the
work allow a particular company to choose the best one for its activities.

Thus, marketing audit can rightfully be considered an integral part of the marketing
management process in companies engaged in foreign economic activity, since it can be used
to improve or reorganize the marketing system in a timely manner and, as a result, ensure the
long-term prospects and competitiveness of the company in the foreign market. If domestic
specialists and consulting companies that know the specifics of the national market of
Uzbekistan adopt the foreign experience of marketing audit, then the professionalism of
providing such services in the country will increase significantly.
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