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Abstract. This article studies marketing strategies for saturating the country's
consumer market with food products. The author has developed scientific proposals and
practical recommendations for the formation of a brand loyalty program in the food market.
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A3aposa MyHupa

cTapLmii nperiogasatesb kagegpbi «MeHegKMeHT»
TaLLIKEeHTCKO20 20CYgapCTBEHHO20 IKOHOMUYECKO20 YHUBEPCUTETd
(TaiukeHT, Pecnybnmka Y36ekuctaH)

MAPKETUHIOBBIE CTPATETM HACBILLEHMA TTOTPEBUTEJILCKOTO PbIHKA CTPAHbI
[MPOJOBO/TIbCTBEHHbIMW TOBAPAMMU

AHHOTAUMS. B aHHOI CTaTbe M3yyeHbl MAPKETUH20BblE CTPATE2UM HACILEHWS
noTPebMTENbCKO20 PbIHKA CTPAHbI MPOGJOBO/LCTBEHHBIMM TOBAPAMMU. ABTOPOM pa3paboTaHbI
HAYYHble MPegioKeHUs N NMPAKTMYecKue pekomMeHgaumm no GopMUPOBAHMIO NPO2PAMMDbI
JI0SIbHOCTU K OPeHgy Ha pbIHKe MPOJOBO/IbCTBEHHbIX TOBAPOB.

KnioueBble  c10Ba:  pbiHOK,  MAPKETWH2,  MOTpebWTeNb,  JIOS/IHOCTb,
YgOB/IETBOPEHHOCTb MOTPEOUTENS, OLIEHKA NI0SILHOCTH K BpeHgy, CTpaTezus.

As a result, there is an imbalance in the world food market, and in one country there is
an oversupply of goods, and in another there is a shortage of goods. In the consumer market
of Uzbekistan, butter, cheese, yogurt and other types of dairy products are mainly imported.
Unfortunately, domestically produced dairy products are not competitive. This is due to the
fact that in order to prevent further increase in demand for milk and dairy products in the
country, a sharp rise in prices in the same area, effective marketing research in dairy enterprises
and businesses, resulting in the development of marketing strategies, creating local brands to
compete. advertising, propaganda, PR companies that increase the level of recognition in the
market.

In our country, certain measures have been identified in this direction, and efforts to
ensure their implementation are intensifying. In this process, the Action Strategy for the further
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development of the Republic of Uzbekistan for 2017-2021 also identified strengthening the
country's food security, production of local products based on deep technologies, as important
areas for their competitiveness [1]. The effective implementation of these tasks requires
improving the scientific and methodological framework for improving the efficiency of business
entities producing milk and dairy products, the development of marketing strategies in line with
the requirements of the digital economy. Based on this, in the field of food production in the
country, including the activities of enterprises and businesses producing milk and dairy
products, the creation of product and enterprise brand, development of marketing strategies
to ensure competitiveness in the international market, scientific and methodological basis for
local producers improvement is important.

Basic requirements of the basel committee on regulating capital adequacy and liquidity
of commercial banks were studied by Berdiyarov B. [2], problems of small business investigated
by Asanbekova M. [4], Maksudunov, A. [3, 5, 6], issue of empirical research on causal
relationship between export and foreign investments in the economy of Uzbekistan based on
granger test were made by Mustafakulov, S. 1. [8], Burkhanov, A. [7], econometric model of
production capacity usage of textile enterprises in Uzbekistan were researched by
Tursunov B.O. [9, 101, Modernization and intensification of agriculture in the Republic of
Uzbekistan were investigated by Yuldashev, N. K., Nabokov, V. I., Nekrasov, K. V. [11] and et.al.

Consumer goods are divided into: foodstuffs, non-foodstuffs and paid services. These,
in turn, are divided into small groups. There are many types of non-food consumer goods (they
are different depending on who they are intended for, what they satisfy, what makes them easy
to consume, and refers to individual taste and fashion). [12]

The regional consumer goods market is a complex system consisting of various
interconnected exchange institutions. However, each of its participants has Facebook interests.
Producers try to recoup the money spent and build revenue, while consumers strive to meet
demand optimally. The formation and functioning of the regional consumer goods market
necessitates the study of the relationship between the processes, factors of production,
distribution, exchange and consumption of products in the region.

The de-monopolization of trade turnover in recent years, price liberalization,
privatization of trade enterprises and, at the same time, the growth of cancer have led to the
stabilization of the consumer goods market in the country, its saturation with consumer goods,
deficit, unmet demand, waiting for queues. became a factor.

According to the analysis of statistical data, in 2018 the growth of consumer goods
production in the Republic compared to 2017 was 114.7%. This indicator was the highest only
in Andijan (165.2%), Khorezm (130.4%) regions and the Republic of Karakalpakstan
(122.2%). [14]

High rates of production of consumer goods in the above regions have been achieved
as a result of modernization of production in the industry of new competitive products and
consumer goods, installation of modern equipment and the use of new technologies. Tashkent
(111.7%), Namangan (111.6%), Samarkand (111.6%), Jizzakh (106.7) and Syrdarya (104.4) also
reached the regions above the national average. Positive results in these regions have been
achieved to a certain extent due to the growth of production of finished and local products in
the leading industries. [14]
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The city of Tashkent is a leader in the production of consumer goods per capita. The
consumer goods index in the capital in 2018 amounted to 2,830 (2,060 in 2000). The next place
was taken by Andijan region (1,790 in 2017). In Navoi, Syrdarya and Tashkent regions, the
production of consumer goods per capita was slightly higher than the national average. In the
remaining 8 regions, the indicator was below the national average. The lowest indicator of the
consumer goods index was in Surkhandarya region (0.233 in 2017). In general, the difference
between Tashkent and Surkhandarya region was 13.6 times, and with Andijan region - 7.7 times.
The city of Tashkent and Andijan region, which have great economic potential, have had a
significant impact on the formation of interregional stratification.

In short, the gap between the high and low developed regions in the production of
consumer goods remains today. This requires that the only measures taken by the state for the
socio-economic development of the regions should be focused on specific goals and act on the
basis of the natural and economic potential of the regions. [13]

The main reasons are the slow implementation of measures to provide local markets
with products produced by local organizations, the support of small business structures and
the slow introduction of consumer lending mechanisms for the purchase of durable goods.

The main consumer goods enterprises in the country are located mainly in Tashkent
and Navoi, Kashkadarya, Tashkent, Andijan and Fergana regions.

The development of the consumer goods market in the regions will, firstly, provide a
high level of employment and increase incomes, and secondly, enterprises will be able to
maximize the sale and profitability of their products. These two cases expand the revenue base
of the regions. The revenue base of the regions stimulates investment for the development of
market infrastructure, increased budget expenditures and increased demand for goods and
services.

For the future integrated development of the regional consumer goods market, the
dynamic growth potential of the economy, increasing the welfare of the population, further
formation of the country's economic security and competitiveness of goods is required. In order
to increase the competitiveness of goods, conditions require shapoitlap, xycycan, yptacha
napxlap system, non-monotony, enepgiatalap production, etc.

Establishment of small-scale processing of agricultural products in the region will result
in the production of fruit, vegetables and meat products, capillaries, cheese, confectionery
products, macaroni and bread products. The launch of the Yipik canoat area, which is
inextricably linked with the single infpatyzilma system in the production of consumer goods,
will not have a significant effect on the supply of goods.

REFERENCES:

1. Decree of the President of the Republic of Uzbekistan dated February 7, 2017 No PF-4947
"On the Strategy of further development of the Republic of Uzbekistan" / Collection of
Legislation of the Republic of Uzbekistan, 2017, No. 6, Article 70.

2. Berdiyarov, B. (2012). Basic Requirements Of The Basel Committee On Regulating Capital
Adequacy And Liquidity Of Commercial Banks. European Journal of Business and
Economics, 4.



