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bOII MYXAPPUP:

HcanoBa ®epysa TysKMHOBHA

TAXPUP XAU'BATH:

07.00.00-TAPUX ®PAHJ/IAPU:

IOnpameB AnBap IJprameBddy - Tapux ¢aHaapu
JOKTOpH, cuécuid ¢aHysap HoOM30AH, Ipodeccop,
V36exucron Pecny6inkacu [IpesugeHTH
xy3ypuzard JlaBjaT 60IIKAaPYBU aKaJeMHSCH;

MaBsianoB YkTtaMm MaxmacaGupoBUY - TapHXx
danmapu  JoKTOpHM, Tpodeccop, Y36eKHCTOH
Pecniy6nukacu [lpesujieHTH Xxy3ypugjaru /[laBaat
60LIKapyBU aKaJleMUsICH;

Xa3paTkyJioB Ab6pop - Tapux ¢aHJIapU AOKTOPH,
JIOLleHT, Y36EeKHUCTOH JaBjaT ’Kax0H THJIApH
YHUBEPCUTETH.

08.00.00-UKTHCOJHET ®AH/IAPH:

KapsinbaeBa Pasg XoxabaeBHa - UKTUCOLUET
dannapu goktopy, npodeccop, TOUIKeHT JaBjaT
WKTHUCOJUET yHUBEPCUTETH;

XypotikyaoB CaaupuH KapuMoBUY — UKTUCOAUET
daHsapu  JokTOpH, [JoueHT, TOIIKeHT JaBjaT
HUKTHUCOAUET YHUBEPCUTETH;

A3zuzos lllep3os YKTaMOBUY - UKTUCOAUET paHIapU
JIOKTOPH, [JOLEHT, Y36ekucTtoH Pecny6aukacu
Bo>XxX0Ha MHCTUTYTH;

Apa6oB Hypanu YpanoBud — UKTUCOLUET daHIapU
JoKTopH, mnpodeccop, CamapkaHj  JaBjiaT
YHUBEPCUTETH;

XoJsi0B AkTaM XaTaMOBHUY — UKTHUCOAUET aHIapU
6yiinuya dancadpa goxktopu (PhD), pouent,
V36ekucron Pecny6ukacu [Ipe3nsenTH
xy3ypupary /laBjaT 601IKapyBU aKaJeMUACH;
MagueBa Junpopa XaMuZoOBHA =- UKTUCOLUET
¢dansapu 6yiinya ¢ancada goxkropu (PhD), noueHT
B.6, TOLIKEHT MOJIUS UHCTUTYTH;

[MMakapoB KyamaT AWKWPOBUY - UKTUCOLUET
daHapu HOM304M, [AOLEHT, TOLIKEHT ax6opoT
TeXHOJIOTUAJIapU YHUBEPCUTETH

09.00.00-PA/ICADPA PAHJ/IAPHU:

XakumoB Hasap XakumoBuu - dascada daHiapu
JlokTopHy, podeccop, ToKeHT AaBaaT UKTHUCOLUET
YHUBEPCUTETH;

Axmunuko  WKypaboir - pancadpa  Pansapu
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 I0PUIUK YHUBEPCUTETH.

10.00.00-®H/10/IOTUA PAH/IAPH:

AxmenoB Oitbek CanopbaeBuu - ¢usosorus
daHIapu AOKTOPH, Mpodeccop, Y36eKUCTOH AaBjaT
»KaXOH TUJIJIApU YHUBEPCUTETH;

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

KyukapoB PaxmaHn YpmaHoBHY - ¢uiosorus
¢daHsapu HOM30A4H, J0LeHT B/6, TOLIKEeHT AaBjaT
I0OpUJIMK YHUBEPCUTETH;

IOHycoB Mancyp A6aynnaeBUd  —QUI0JOTUSA
danmapy Hom3omgu, Y36ekucToH Pecny6ukacu
[Ipesupenty xy3ypugaru JaBiaT 6GolKapyBU
aKaJleMUsCH;

CaunpoB Yayroek ApunoBud - ¢usosnorus anaapu
HOM30/, JIOLEHT, Y36eKHCTOH Pecny6ukacu
[lpesupenty xy3ypugaru JaBaaT 6GolIKapyBU
aKaJleMHSICH.

12.00.00-0OPH/IHK ©AHJIAP:

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

MyxutauHoBa ®upro3a AGaypalinoBHA — IOPUIUK
dansap npokropu, mpodeccop, TolIKeHT AaBjaT
IOPUJUK YHUBEPCUTETH;

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

XampokysioB baxoaup MamaimapudoBud - 10pUIUK
dansap gmoktopu, mpodeccop B.6., KaxoH
HUKTHUCOAHUETH Ba JUILJIOMaTHS] YHUBEPCUTETH;
3yncdukopoB lllep3ox XyppaMoBUY - HOPHUAUK
dansap  mokTopH, npodeccop, Y30eKHUCTOH
Pecny6/inkacu Kamoat xaBdcHU3IUTH
YHUBEPCUTETH;

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

AcazoB lllaBkaT FaitGy/iaeBu4 - 0pUAMK daHaap
JIOKTOpH, JOIEeHT, Y30eKucToH Pecny6snkacu



[lpesupentn xy3ypugard JaeiaaT 6GoluKapyBu
aKaZleMHusICy;

CaitpysiaeB Ulax3on  AJMXaHOBUY -  HOPUIUK
dansap Hom3oaM, npodeccop, ToLIKeHT JaBJjaT
I0OpUJIMK YHUBEPCUTETH;

AvupoB 3adap AkKTamMoBUY - OPUAUK aHIap
6yiuda Qancapa oxtopu (PhD), Y36ekucron
Pecny6/inkacu Cynbsnap 0JIUHA KeHrauu
xy3ypugaru Cyabsaap o/l MakTabu

13.00.00-lIEJATOTMKA ®AHJ/IAPH:

XamuMoBa JlunbiapxoH YpuHO60eBHa - eJjaroruka
dansnapu goxropy, npodeccop, TolikeHT JaBjat
I0OpUJIMK YHUBEPCUTETH;

H6parumosa 'ysiHOpa XaBa3aMaTOBHA - NeJjlaroruka
dansnapu goxropy, npodeccop, TolikeHT JaBjat
WKTHUCOJUET YHUBEPCUTETH;

3akupoBa ®epysa MaxmynoBHA - IHeJaroruka
dansapu JLOKTOpH, ToukeHT axbopoT
TEXHOJIOTUSIJIADY  YHUBEPCUTETH  Xy3ypHJaru

nejaroruk KaJpJapHd KaWTa TalépJall Ba
yJIAPHUHT MaJ/laKaCMHU OLIMPULI TAPMOK MapKasu;

TaninanoBa Illoxupga 3aliHMeBHa - Iejaroruka
¢dbaHIapu JOKTOPH, AOIEHT.

19.00.00-1ICUX0JI0THA PAH/IAPHU:

KapumoBa Bacusa MaMaHOCMpOBHA — NCHUXOJIOTUA
dansapu foktopw, mpodeccop, Husomuit Homugaru
ToliKeHT AaBJaT NeAaroruka YyHUBEpCUTETH;

XaiutoB Oti6ek m6oeBuY - JKUCMOHUM TapOUs Ba
CcopT 6yHHUYa MyTaxaCCUCJApHHU KaWTa TalépJaru

Ba MaJlaKaCMHHU OLUMPHUII MUHCTUTYTH, NCHUXOJOTUSA
dansapu foKkTOpH, Tpodeccop

YMmapoBa HaB6axop IllokupoBHA - NCUXOJIOTHS
dannapu fokTopH, JoueHT, HusoMuil Homujaru
TolKeHT JAaBJaT NeJarorMka YHUBEPCUTETH,
Amanuit ncuxosioruscu kadepacu MyJJUpy;

AtabaeBa Hapruc bBaTtupoBHa - MCHUX0JIOTUSA
dannapu fokTopH, JoueHT, Husomuil Homujaru
TOLKeHT AiaB/aT Nefaroruka yHUBepCUTETH;

Koaupos 06uy CadapoBudy — ncuxosioruss paHnaapu
foktopu (PhD), Camapkang Busosat UMb Tub6uéTt
6YJIMMHU IICUXOJIOTUK XU3MaT OOILJIUFH.

22.00.00-COLHOJIOTHUA PAHJIAPHU:

Jlatunosa Hopupa MyxTapkaHOBHa — COLIMOJIOTUSA
dansapu  gokTopH, mpodeccop, Y36eKHUCTOH
MUJIJIMH yHUBePCUTETH Kadepa My JUpY;

CeutoB Azamar [Ijs1aToBUY - conposiorus paHaapu
JoKTopH, mnpodeccop, Y36eKHUCTOH  MMJIMH
YHUBEPCUTETH;

CopukoBa lloxuma MapxaboeBHa - COLIMOJIOTUSA
dansapu  gokTtopd, npodeccop, Y36eKUCTOH
XaJIKapo UCJIOM aKaJleMHUSICU

23.00.00-CHECHH ®AHJIAP

HazapoB Hacpugauu AtakysoBud —-cuécuid dansiap
noktopH, dancada dbanysapu JoKTOpH, Tpodeccop,
TOIIKeHT apXUTEKTypa KypPUJIHII UHCTUTYTH;
BjTaeB YcMoHo0H Xalipy/aeBU4 —cuécuil panap
JIOKTODH, JIOLIEHT, V36exucron MUJLJIAH
YHUBEPCUTETH Kadeapa MyAupH.
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THEORETICAL DESCRIPTION OF THE MARKETING SYSTEM OF AUTOMOTIVE
ENTERPRISES

Abstract. The article examines the issues of using benchmarking to increase the competitiveness of auto
industry enterprises. In the present conditions, the idea of the interaction concept in the marketing activities of
auto industry enterprises consists of relations (communication) between buyers and the participants of the buying
and selling process, scientific proposals and recommendations are given to increase the importance of effective
communication of marketing interaction.
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3aHyTAMHOBA YMHua /)Ka/1aJioBHA
TowkeHnT waxpugaru TypuH [losutexnuka
YHUBEPCUTETHU MYCTAKUJI U3JIaHYBYUCH, U..H., IOLIEHT.

ABTOCAHOAT KOPXOHAJIAPU MARKETING TU3SUMHUHHUHT HA3APUH ACOCJIAPH

AnHoOTanus. MakoJiaZia aBTOCAaHOAT KOPXOHAJAPUHUHT paKo6aT6apAoUUIHANK KOOUIUATUHU OLIMPUIIT
yuyH OeHUMapKuHIZaH ¢oijajaHuIl Macajalapy YpraHuiradH. ABTOCAaHOAT KOPXOHAJapd MapKeTHHT
baosmuATUAATY ¥3apo aNOKAaBUH KOHLENLUACUHUHI FOSICK XapuJopJap OWJaH OJAU-COTAU KapaéHu
KaTHalI4dYUWJI1apH f’pTaCH[{al"H MYHOC363TJIap (KOMMyHI/IKaHI/IH)/laH TAIIKWJI TONraH XO3WPryvu MAPOUTAQ,
MAapKEeTHUHIHUHT j’/3ap0 AJIOKACHU CaMapasii KOMMYHHKalUA aXaMHUATHHH OLOKWpPUILITA JOHP WJIMHH TaK}II/ICl) Ba
TaBcusap 6epusra.

KanuTt cy3nap: aBTocaHOAaT KOPXOHaJapd MapKeTUHI (GaoJUsATH, MapKeTHHI TH3UMH, MAapKETHHT
CTpaTerusiiapy, MapKeTUHI MyXWUTH, MapKeTHHI CaMapaJiopJIMrd, aBTOCAHOAT KOPXOHaJapHd UHBECTHULHOH
CaJIOXHUATH, 6030p CErMEHTH, MaXCyJIOTHU COTHIL KaHaJlJIapH.

3aliHyTAUMHOBA YMHUAa /l>kas1a/i0BHA
HesaBucuMblli ucciesjoBaTesb
TypuHCKOr0 NOJIMTEXHUYECKOTO
yHUuBepcuTeTa B TalllKeHTe, K.3.H., JOLEHT.

TEOPETUYECKOE OITMCAHUE CUCTEMbI MAPKETUHI'A ABTOMOBHUJIbHBIX
NPEJANPUATUHA

AHHOTaI.ll/lH. B craTtbe paccMaTpUBaOTCA BOIIPOCHI HMCIIOJIb30BAHUA 6EH‘{MapKI/IHFa AJid IOBBbIIIEHUA
KOHKypeHTOCl'IOCO6HOCTI/I npeunpm{THﬁ aBTOMOOUJILHOH MNPOMBILIJIEHHOCTH. B COBpPEMEHHBIX YCJIOBUAX HUed
KOHIEeNnuuu BBHHMOﬂeﬁCTBHH B MapKeTHHFOBOﬁ AeATeJIbHOCTHU HpeaanﬂTHﬁ aBTOMOOUJIbHOH
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NPOMBIIIJIEHHOCTH 3aKJI0YaeTCsl B OTHOLIEHUAX (KOMMYHHKALMH) MEXAy MOKyNaTeasiMU W YYaCTHHUKAMH
npoluecca KyImid-IpoJaxy, JATC HaydHble NMpeJJsioKeHUsl U peKOMeHJalUU JJis NMOBbIIIEeHUs 3HAYUMOCTH
3¢ deKTHBHOM KOMMYHUKaLlUX MapKeTHHIOBOI'0 B3aHMOAEeHCTBHUS.

Kio4eBble c/10Ba: MapKeTHUHIOBasl AeATeJbHOCTb NpPeANpPUATHH aBTOMOGUJIBHON NPOMBILIJIEHHOCTY,
CHUCTeMa MapKeTHHIa, MapKeTHHIOBble CTpaTervu, MapKeTHHIoBasi cpesa, 3$(PeKTHBHOCTb MapKeTHHTa,
WHBECTUIIMOHHBIA MNOTEHLHMAJ NMpeAnpUATUH aBTOMOOW/IbHON MPOMBIIIJIEHHOCTH, CEIMEHT PbIHKA, KaHAaJIbl
COBITa MPOJYKIUU.

DOI: https://doi.org/10.47390/SP1342V3I5Y2023N13

Introduction. Today, the results of a large-scale research within the framework of the
research of the auto industry market, the process of development of the activities of the auto
industry enterprises, show that it is necessary to organize a large part of the production in the
enterprises on the basis of high-tech scientific capacity, and to carry out large-scale 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 processes of their formation, researching the
behavior of consumers with dominant power in the market, and the processes related to the
level of profitability.

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

Today, increasing the effectiveness of the marketing system of automobile industry
enterprises is based on the process of ensuring a free competitive environment, not by setting
prices. The President of the Republic of Uzbekistan Sh.Mirziyoyev’s address to the Oliy Maijlis
on January 24, 2020 said: ". now we should focus not on setting prices, but on reducing prices
and increasing quality by ensuring healthy competition between enterprises. Studying the
international experience, it is necessary to open the way for the private sector to the monopoly
areas where competition can be introduced, and thereby create a competitive
environment"[1].

The process of effective use of industrial potential in our country requires attention to
be paid to the fundamental improvement of industrial production activities. Such situations
make it necessary to align the activities of industrial enterprises, especially automobile
enterprises, with market requirements. Decision No PD-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 Uzbekistan" 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.

Literature analysis and methodology. The above circumstances serve to justify the
importance of the process of conducting research aimed at increasing the investment and
innovation potential of auto industry enterprises, ensuring their competitiveness, and
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increasing the volume of sales are researched by A.Bankin [2; P.212-248], G.Beckwith [3;
P.112-124], S.N.Berdyshev [4; P.92-100], S.Boyuk [5; P.144-189], M.Gorshtein [6; P.320-362],
AXKarasev [7; P.129-267], R.Fatkhuddinov [8; P.212-248], G.Harding [9; P.208-221],
V.Shkardun [10; P.188-272]. In our country, scientific research works related to the research
of the market activity of industrial enterprises, the formation and systematization of the
marketing strategy of industrial enterprises were conducted by economists S.A.Salimov([11;
P.155-196], G.B.Muminova[12; P. 7-14], T.A.Akramov[13; P. 50-63] and others. The main
purpose of the above research work is industrial enterprises mlt is dedicated to increasing the
efficiency of the enterprises by forming the marketing strategy, and the dependence of the
marketing strategy on the competitive advantage of the enterprise, the direction of the
consumer and competitors is systematically researched. But the process of improving the
marketing strategy of enterprises, taking into account the place of international competition
and national production in the activities of industrial enterprises, in particular, the auto
industry, has not been studied as an independent research object.

Discussion. Studying the theoretical foundations of the formation of marketing
strategies in the automotive industry and approaches to classifying the types of marketing
strategies allow to determine the peculiarities of their use in the automotive industry of
Uzbekistan and to develop appropriate measures. The analysis of the characteristics of the main
methodological approaches to the development of marketing strategies of automobile industry
enterprises in foreign countries practically substantiates the fact that the flexibility to the
processes related to market development is important, not the relationships that arise during
the development of the marketing strategy and its implementation.

Today, the main activity of the marketing system of auto industry enterprises consists
of a set of methods and means of organizing the operation of the enterprise, the market
methodology, the study of consumers and their demands, the creation of goods suitable for
them, pricing, the delivery, presentation, sale, and service of goods. All these measures 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 database for researching the market activity of auto industry
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".

In the automotive market, the "life cycle" of the product has been shortened 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 additional after-sales service in order to become a
competitive product in the automotive industry. Marketing communication is seen as
communication in a broader sense - as a profitable connection between the enterprise and its
partners, so marketing tools, that is, a set of marketing methods and methods, are needed to
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influence customers and other subjects in order to achieve the goal. One such tool is the
marketing mix. The marketing mix in broad practice includes 4 marketing submixes. They are:
product mix, contract mix, communicative mix, distribution mix. The product mix includes
measures related to the product, serving to form the product policy. These measures include
product quality, customer service, warranty policy, product diversification and assortment.

Industrial enterprises have different marketing strategies depending on the marketing
environment 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 providing competitive advantage;

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

The marketing strategy of auto industry enterprises is aimed at increasing the position
of the enterprise in the market, and consists of a set of relations in the process of development
and implementation of a set of effective methods and means of production and market capture.
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.

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 providing a continuous flow of information from the marketing
activities of the enterprise 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 increase the efficiency of the marketing system. The practice of
segmenting the market into segments to improve 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 its territorial aspects
when segmenting the market. The role of new information technologies and communication
tools is important for the development of such an approach. The use of new technologies
indicates the need for auto industry enterprises to change their marketing system from a
monologic marketing system to a dialogue marketing system. In this process, it is observed that
the consumer of the means of production 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. It can be seen in the table below that studying the characteristics and preferences
of the target market is one of the important aspects of marketing research (Table 1).
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Table 1.
Target Market Features and Benefits*
Main economic Traditional simple
. Target market
components selling
The initial stage of work Production of goods Identify and select a target market
The main object of attention Goods Consumer and his needs
Production of the goods needed by
th , deli t the right
Sale of goods produced e consumer, delivery at the rig

A means to an end time and place, providing services,

in different ways . ) ;
giving information, encouraging

them
The goal Profit by buying more Making profit by fully satisfying
goods customers
Producer and consumer Short-term contact with Maintaining and strengthening
relationship the consumer constant contact with the consumer

A certain group of consumers uses various tools and modern new technologies to solve
consumer problems. Since what kind of technology should and can be used in solving the
consumer problem is also of great importance, studying the basic needs of consumers, methods
of satisfying them in a stable state, technologies often change, and the state of science and
technology development creates new opportunities. As the market economy develops, this
direction becomes stronger. The expected result cannot be achieved by approaching all
consumers in the same way. Being more active in getting closer to consumers requires different
strategies. The diversity of advertising media and distribution channels complicates the
application of the mass marketing strategy of unified auto industry enterprises. Therefore,
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, that is, gaining favor with the consumer. At this point, one of the most
important rules of working in the market should be emphasized: it is impossible 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. 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 should be able to assess its scientific
and technical capabilities, the level of qualifications of its employees, the availability of
resources, etc. solving tasks related to entering new segments has a positive effect on the
process of selecting target segments. It is suggested 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.

* Compiled by the author
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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 (Figure 1).

The concept of intensification of commercial activities and the concept of marketing are
often confused. In the first concept, it solves the customer's need, that is, his problems, and in
the second concept, it satisfies the customer's need, that is, with the goods he needs.

The object of primary The subject of achieving the The ultimate goal
attention goal
Goods Commercial activities Profit through increased sales
encourage
Consumer needs Marketing is a complex Making a profit by satisfying
activity consumer demand

Figure 1. Marketing concept".

The tasks of ICT as the main tool for the effective organization of marketing activities of
auto industry 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 purchasing power, taking into account the
requirements of consumers for products and services, and assistance in their application in
practice;

— determination and assessment of the competitiveness index of the products and
services provided by the enterprise;

— determining consumer requirements for products and services and calculating
growth dynamics;

— identifying market requirements that competing enterprises cannot meet;

— development of innovative approaches to the distribution of enterprise 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 mechanism of data collection is different,
they can be collected from newspapers, special public magazines, direct communication with
consumers and social surveys. Determining consumer opinions about the product is often done
through questionnaires and interviews.

It is permissible to use modern ICT and programs to conduct interviews about the
general characteristics and possibilities of use of cars, to collect relevant opinions. If the results
of marketing research are put into practice with the help of ICT, it becomes much easier for
marketers to collect and analyze information about consumers and products in real time.

* Compiled by the authors
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Marketing objectives of international market

entities
1
~
Quality objectives Quantitative goals
J
( ) ( N
taking advantage of growth of the market
1  economic gains within | share held by the goods
the country and in of this international
importing countries \ market subject by
. J
7 D f D
positive impact on increase in sales volume
e employment - internal =1 in monetary and physical
and external labor market terms
\ J \ J
support of cultural, increase in the amount of
educational, sports and profit received by market
other events in the entities

Figure 2. Marketing objectives of international market entities”

In developed countries, the following activities using ICT are widely used in the effective
implementation of marketing activities of automobile industry enterprises:

—analysis of the external environment, including means of product sales and delivery.
According to the results of the analysis, the factors that help and hinder business activity are
clarified. It helps to solve existing problems and make necessary decisions on marketing to form
ICT data bank;

—use of ICT in the analysis of demographic, financial, geographical information of
customers with the motive of making decisions on "purchase" in the process of comprehensive
study of consumers;

—use of ICT in creating new services, developing concepts for updating old systems and
planning existing services;

—use of ICT in planning the distribution and sale of finished products;

—use of ICT in enterprise and product advertising, organization of prestigious non-
commercial events;

—use of ICT in price policy implementation, price planning and price discount
calculation;

—use of ICT in managing marketing activities as a system and developing a marketing
program;

* Compiled by the authors
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—the use of ICT in improving the efficiency of decision-making related to the assessment
of risks and returns in the enterprise market.

The modular marketing information system has the feature of complex connection of the
company with the government portals, company resources such as GM, MAN, ISUZU, which are
strategic partners of the company, the legal framework of LEX and other information sources
take place in the module structure. 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.

Results. UzAuto System to create a unified information environment for collecting and
storing information on the activities of enterprises that are part of Uzavtosanoat ]SC,
automating and standardizing activity processes, organizing the joint activities of enterprises
and management staff within the company, creating a large-scale database on the automotive
industry, it 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 following 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 effective communication will be
established between them;

—integration of the main business processes, unified data structure (standardization),
automatic collection of reports (consolidation), integration with the main enterprises is
achieved with the help of corporate communication;

—effective integration with government bodies is ensured, the possibility of connecting
outside the corporate network is created;

—efficiency is achieved in working with international corporate clients, foreign trade,
logistics system, signing deals.

The development of e-commerce is considered an important sector of G2C services,
which ensures the relevance of this direction, the organization of tenders for state purchases
and orders with e-Commerce tools, the implementation of state investment and innovation
projects, social programs, and the effective implementation of mutual economic cooperation
between the state and business.

Conclusions. In our country the effectiveness of the reforms related to the radical
improvement of the automobile industry 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 is manifested by public placement of
shares of the joint-stock company, which is part of the auto industry enterprises, in the local
and international stock markets.

The market activity of the automobile industry requires increasing the efficiency of
production and improving the quality, increasing the export potential of enterprises, increasing
their competitiveness in the international and national markets by using a market-oriented
marketing strategy:

1. Since 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
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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 strategy in autocanoat enterprises reflects the
determination 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, not only on the basis of general requirements. rather, it is
necessary to determine with the help of specific internal parameters of the company's activity,
to develop and implement a specific marketing strategy.

3. The competitiveness of the auto industry enterprise is, firstly, the superiority of the
enterprise's products over those of other competitors in terms of many features; secondly, it is
necessary to ensure the competitiveness of the enterprise through product competitiveness, as
itis based on the realization of clear competitive advantages that allow the enterprise to sell its
products on the market under the most profitable conditions.

4. It is desirable to improve the marketing system of the enterprise and increase the
volume of products brought to the market as a result of the use of the methodology of
developing marketing strategies and marketing strategies of bringing new products to the
market for conducting marketing research in auto industry enterprises.

Implementation of marketing strategies based on diversification of territories, products
and their transportation, organization of new productions in automobile industry enterprises,
increase of production volume and export potential in the regions, in which diversification,
focusing and cost advantage strategies are proposed.
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