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 Abstract 

The article is devoted to the implementation of a marketing strategy at an enterprise in a 

competitive environment. The author characterizes the marketing strategy, proposes an analysis of a 

number of indicators for its implementation, reveals the problems of its absence in the enterprise, 

describes the consequences that an enterprise that does not take into account marketing measures in the 

course of its activities may face. 

Key words: Silk-breeding, Marketing strategy, Tactics, Analysis, Business, Marketing management and 

Customer satisfaction. 

1. Introduction  

Uzbekistan ranks third in the world in 

terms of silk production after China and India. 

Although, according to the International 

Sericulture Commission, the country increased 

silk production from 2008 to 2014 by 42 % (up 

to 1100 tons of silk), its share in world 

production is relatively small - about 0.6 %, 

since the lion's share of world silk is produced 

by China – 82 %, and India – 16 %. 

Nevertheless, the share of the republic among 

the CIS countries in the total volume of silk 

production is over 85 %. Silk is a source of hard 

currency: 70% of the harvest in the form of raw 

silk, dry cocoons, silk thread, yarn, threads and 

fabrics is exported to India, Iran, China, 

Bangladesh, South Korea, the United Arab 

Emirates, Turkey and Russia. The rest is 

processed by the local textile industry. In 

addition, sericulture is a labour-intensive 

industry and provides jobs for thousands of 

households in rural areas. 

The rich traditions of silk production in 

Uzbekistan, the climate, high population density, 

as well as the redundancy of labor resources in 

rural areas make sericulture a promising industry 

for investment (Marketing Management 

Millenium Edition, 2000). 
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2. Analysis and Results 

According to official data, 45,000 farms 

throughout the country are engaged in the 

production of raw silk. For many, the cultivation 

of the silkworm is a familiar, traditional 

occupation that has been common in the 

Ferghana Valley since the time of the Great Silk 

Road, when it was brought here by merchants 

who were transiting through Central Asia from 

China. The Fergana Valley was close to China, 

so the cultivation of cocoons spread among the 

inhabitants of the valley. 

Since silk is an important export 

commodity, the state is the only buyer of silk 

from farmers and strictly controls the production 

and collection of cocoons. Farmers and rural 

families in late April or early May receive from 

the state 40 - 50 grams of silkworm larvae in 

small boxes. At the end of the season, farmers 

hand over their crops to the state at a set price. 

In 2021, in order to strengthen the fodder 

base of sericulture, 5,790 hectares of mulberry 

plantations will be planted, as well as 40 million 

trees will be planted in separate rows, says 

Bakhrom Sharipov, Chairman of the Committee 

for the Development of Sericulture and 

Astrakhan Farming. - In order to ensure the 

efficiency of mulberry irrigation, it is planned to 

drill 140 artesian wells. In 2021, due to the 

http://www.jpsscientificpublications.com/


Bobir Berdiev/Indo-Asian Journal of Multidisciplinary Research (IAJMR), 8(3): 2567 – 2572                                        2568 

© 2022 Published by JPS Scientific Publications Ltd. All Rights Reserved  

further strengthening of the forage base, 

sericulture clusters will grow 22,470 tons of live 

silk raw materials. It is noteworthy that at 

present the silkworm is grown not one season, as 

before, but four seasons a year. To achieve such 

a result, several years ago, reforms in the sphere 

began precisely with the strengthening of the 

fodder base. After all, a strong forage base is the 

foundation for the growth of the grain crop. 

The modern world, in which there is high 

competition in almost all markets for the sale of 

goods and services, dictates such conditions that 

it is important for each organization to pay 

special attention to the development and 

improvement of its own marketing strategy, 

regardless of the size of the company (Marketing 

Management Millenium Edition, 2000). 

First, it is worth noting that, understanding 

the company's marketing strategy as a long-term 

marketing plan that aims to achieve marketing 

goals (for example, such as becoming a market 

leader), it becomes obvious that each 

organization should have a detailed strategic 

plan and a set of measures. in order to achieve 

the set goals (Solomon et al., 2006). Moreover, a 

company of any size must have clear goals for 

its own marketing strategy in order to formulate 

a route to achieve them. This is important for 

understanding the difference between strategy 

and tactics. 

The development of a marketing strategy 

includes the establishment of clear goals and 

objectives, within which the basis for creating a 

company's marketing policy is set. Only after the 

company has developed its own marketing 

strategy, it has the ability to plan daily 

operations and tactics to achieve goals (Kohli 

and Jaworksi, 1990). 

Secondly, it is equally important to 

emphasize such a modern aspect most Russian 

companies, which mainly refers to organizations 

in the SME sector, as the fact that most of the 

enterprises (firms) do not have a marketing 

strategy clearly drawn up in the form of internal 

documentation. Thus, one of the priorities for 

Russian companies should be the development 

of their own unique marketing strategy in order 

to be able to outperform competitors in certain 

market conditions. 

A marketing strategy is a comprehensive 

action plan to promote a product and increase 

company profits. This is a document in digital or 

physical form that contains the answer to the 

question “what needs to be done to achieve the 

goal?”. 

A marketing strategy is necessary for 

companies when entering a market, launching a 

new product, expanding a market, and other 

major changes. If you have plans to take a 

leading position in the industry, master new 

directions, increase production volumes and 

conquer the global market, then you cannot do 

without a strategy. 

Increasing competitiveness is an important 

point of the marketing strategy. This implies the 

identification and disclosure of the company's 

competitive advantages: through the introduction 

of new technologies, the development and 

launch of new products, improving the quality of 

service, rebranding, and so on. 

A marketing strategy is necessary to solve 

the following tasks: 

• Increase in profit 

• Strengthening in your niche 

• Expansion of the sales market 

• Growth of competitiveness. 

A carefully thought-out strategy helps to 

correctly allocate the company's resources and 

increase sales volumes. In some situations, an 

increase in profits is possible due to an increase 

in production, in other cases, it is necessary to 

abandon unpromising products and focus on the 

most successful ones. Sometimes it is important 

to direct all efforts to promotion. 

The strategy determines what needs to be 

done to strengthen the current positions and gain 

new market shares. Without it, efforts will bring 

little effect: you will have to test many 

hypotheses and drain the budget. With a 

strategy, you know where to go and what to 
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focus on. Funds - both financial and labor - are 

spent rationally (Abdirahmonovich et al., 2021). 

If the current strategy is ineffective, it 

needs to be revised or a new marketing strategy 

developed. This should also be done in case of 

major changes within the firm or in the market. 

It is known that in the modern scientific theory 

of management and economic analysis there are 

many ways to assess the performance and 

efficiency of the company (Marketing 

Management Millenium Edition, 2000). Often, 

valuation approaches consider such economic 

results as profit before tax or the value of the 

company's shares, depending on the legal form 

of the company. At this stage of our research, it 

is important to focus on why marketing should 

be the "core", "basis" on the way to achieve 

good economic results for a company. 

Marketing is one of the most important 

functions in a company, if not the most 

important. Peter Drucker once wrote in his 

article: “There are two main areas in business, 

functions, namely marketing and innovation. 

Marketing and innovation produce results, while 

everyone else generates costs.” Moreover, David 

Packard, founder of the world-famous Hewlett 

Packard, said that "marketing is too important to 

exist in the company only within the marketing 

department" (Perrault and McCarthy, 1996). 

It is important to note that many marketing 

professionals believe that marketing decisions 

today involve a variety of issues that range from 

fundamental business objectives (entering a new 

market, organization positioning system) to 

solving small operational and tactical problems, 

for example, in the field of merchandising 

(Tursunov, 2021). All the above statements 

confirm the importance of the marketing 

functions (marketing department) in the 

organization, and, therefore, determine the need 

for its strategic planning. 

After determining the importance of 

marketing, it is necessary to clarify how wide the 

list of tasks covers the marketing department in 

the company. Taking into account the definition 

of marketing developed by the American 

Marketers Association, namely: “marketing is an 

activity, a certain set of processes for creating, 

forming, communicating and exchanging 

information and offers that are of value to 

employees, customers, partners and society as a 

whole” (Abdirahmonovich et al., 2021), it is 

possible to identify areas (aspects) that are 

important to consider when developing a 

marketing strategy for a particular enterprise. 

According to the process of strategic 

business planning, the marketing strategy in the 

sequence of all actions defines the following 

areas: 

• Target market 

• Positioning 

• Product range 

• Pricing systems and promotion methods 

(in other words, the marketing mix) 

• Responsibilities and roles of employee 

• Support of the sales process 

• R&D and marketing research goals. 

It should be noted that in modern literature 

there are many approaches to the definition of 

the term "marketing strategy", its place in the 

structure of the company and the main elements. 

Let's consider the main approaches to 

understanding the marketing strategy in the 

structure of the marketing process and the 

definition of this concept. 

According to the definition of F. Kotler, 

the marketing process consists of an analysis of 

market opportunities, research and selection of 

target markets, development of marketing 

strategies, planning of marketing programs, as 

well as preparation, implementation and control 

of marketing actions. 

The main four stages of the marketing 

process are the following: 

a) Analysis of market opportunities. 

b) Development of marketing strategies. 

c) Planning marketing programs. 

d) Management of marketing activities. 

Thus, we see that the development of a 

marketing strategy is part of the functioning of 

the marketing department in the company and 
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one of the stages of the marketing process that is 

implemented in the company throughout its 

entire life cycle. 

After analyzing the various definitions of 

the term "marketing strategy", it is important to 

note that they do not show a cumulative trend 

towards the formation of a generalizing concept 

of marketing strategy. Despite the fact that there 

are many differences between the existing 

conceptual apparatus, certain blocks/elements 

can be distinguished, the characteristics of which 

are similar in the authors' studies, namely, such 

aspects of the marketing strategy as: 

• An important part of the overall business 

strategy 

• Action plan, including the development 

of marketing activities (marketing mix) 

• Way/process/method of achieving the 

goals of the organization 

• Definition of the target market 

• Meeting the needs of customers and 

creating value for them. 

On the basis of the considered definitions, 

we have formulated the following definition, 

which will be used in further research, namely, 

under the marketing strategy we will understand 

the totality of marketing means/tools through 

which the effective promotion of goods or 

services to consumers in the selected market is 

achieved. 

Internationalization means a set of 

measures to enter foreign markets and strengthen 

positions. It is important to identify the most 

suitable countries in all respects and assess all 

existing and potential risks. This is a rather risky 

strategy that requires large expenditures to  

implement. But as a result, the company can 

discover a profitable market for itself and 

significantly increase profits. 

Diversification - the choice of this strategy 

means expanding the range of manufactured or 

sold products or services with the development 

of fundamentally new areas. 

Horizontal diversification is the launch of 

a new product to existing customers who are 

familiar with the company. 
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The vertical diversification strategy is to 

launch new products that are part of the chain of 

creation of the old product. For example, an auto 

concern decides to develop its own tire 

production. 

Lateral diversification is a departure from 

the standard lines of business for the 

organization in order to take a place in a 

promising niche with a high rate of return, 

reduce risks or receive tax breaks. 

An example of diversification: in addition 

to the production of cars, Toyota provides 

financial services, is engaged in information 

technology and telecommunications, and 

develops several other areas. 

Nokia at various times was engaged in the 

production of electricity, paper products, 

household appliances, military equipment, 

plastics and much more, and then began to make 

phones. 

Segmentation is the division of potential 

consumers into groups based on certain criteria 

and the creation of products for individual 

segments. For example, you can select groups of 

buyers with high, medium and low income and 

produce the appropriate product for the needs of 

each of the groups. Thus, Rolls-Royce cars are 

aimed at a narrow circle of very wealthy 

customers. 

Segmentation is useful for any marketing 

activity, even if it is not as global as building a 

strategy. 

3. Conclusions 

Differentiation implies having some 

distinctive feature that can lead you to market 

leadership. This can be a high-quality product or 

service, cool service, pioneer status, 

technological advantages, “branding”, a special 

dealer network, and the like. If you have such 

features, try to move into broad markets. 

Focusing - focusing on a specific market 

segment with the desire for leadership in a niche. 

You can also focus on a group of segments - for 

example, everything for children, including 

furniture, toys and food. 

For business development, you can choose 

stabilization, survival or growth. The growth 

strategy is aimed at increasing profits and 

gaining a strong position through: 

• Implementation of existing opportunities 

• Associations with other objects 

• Active promotion to new markets. 

The approaches differ somewhat 

depending on the specific tasks. Intensive 

growth - with this approach, all the resources of 

the organization are aimed at achieving the set 

goals related to strengthening and developing the 

business, capturing the market. It gives a good 

effect if the company has unused opportunities. 

Main tools: development and improvement 

of the product, conquest of the sales market, 

striving for leadership. It is supposed to release a 

unique product. For example, in order to become 

a niche leader, Apple used a growth strategy. 

Diversified growth is chosen if it is not 

possible to be realized with one product on the 

market. When saving existing products, the 

company creates new ones. Possible option: 

similar products created using innovative 

technologies. 

To successfully promote products, conquer 

the market and grow profitability, it is necessary 

to set the right goals and determine the steps to 

achieve them - all this must be fixed in the 

marketing strategy. 
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