
ISSN: 2582-4686 SJIF 2021-3.261,SJIF 2022-2.889, 
2023-5.384 ResearchBib IF: 8.848 / 2023 

 
 
 

VOLUME-4, ISSUE-1 

205 

Development of a marketing strategy for the enterprise “Farovon-uz” 

 

Musayeva Shoira Azimovna 

Professor of Samarkand Institute of Economic and Service, Samarkand, 

Uzbekistan 

Email: musaeva_shoira@mail.ru 

 

Abstract: This article examines the presence of a strategy, constant analysis of the existing strategy, 

analysis of the degree of its compliance with current market conditions, and the emergence of new 
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“Strategic management is the process of making and implementing strategic decisions, the 

central element of which is strategic choice based on comparing the enterprise’s own resource 

potential with the opportunities and threats of the external environment in which it operates. 

Strategy can be seen as the primary link between what an organization wants to achieve—its 

goals—and the course of action chosen to achieve those goals. 

The essence of strategic management lies in answering three critical questions: 

1. What is the current situation of the organization? 

2. What position would it like to be in three, five, ten years? 

3. How to achieve the desired position? 

Strategic management is based on strategic decisions. Strategic decisions are management 

decisions that: 

1) are future-oriented and lay the foundation for making operational management decisions; 

2) are associated with significant uncertainty, since they take into account external factors 

affecting the organization; 

3) involve significant resources and can have serious, long-term consequences for the 

organization. 

The concept of “planning” includes defining goals and ways to achieve them. The planning 

process goes through four stages: 

• development of common goals; 

• determination of specific, detailed goals for a given, relatively short period of time 

(2,5,10 years); 

• determination of ways and means to achieve them; 

• monitoring the achievement of set goals by comparing planned indicators with actual 

ones.  

The Farovon-uz supermarket is distinguished by a personal approach to each client and a 

high level of service: our specialists will always help with the choice, and gastronomic department 

experts will help with delicacies and create a menu for the festive table. 

Our interiors are designed in such a way that a person immediately finds himself in a special 

atmosphere of comfort. Supermarket “Farovon-uz” is one of the largest supermarkets in Samarkand. 

Despite the fact that grocery stores and supermarkets are represented in Samarkand in huge 

quantities, what distinguishes us from dozens of other respected and well-known brands is, first of 

all, our uniqueness. 
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The Farovon-uz supermarket is distinguished by a personal approach to each client and a 

high level of service: our specialists will always help with the choice, and gastronomic department 

experts will help with delicacies and create a menu for the festive table. 

“Farovon-uz” is quite successfully fighting for its market share, mainly due to the 

experience of sellers and relatively low prices for goods. 

From current practice it follows that the most important assessment indicators that are 

widely used are: 

• Trade turnover 

• Gross profit 

• Conditionally net profit 

• Profit after paying interest on loans and credits 

• Profit after taxes 

All data given below are rounded (approximate). 

Main economic indicators 

 

Indicators 

Years 

2021 2022 2023 

Trade turnover (billion soums) 12.56 12.62 12.71 

Gross profit (million soums) 340 370 400 

Conditional net profit (million soums) 297 327 357 

Profit after interest on loans and credits (million 

soums) 210 287 310 

Profit after taxes (million soums) 164 233 262 

Net profit (million soums) 122 206 226 

Average annual cost of open pension fund (million 

soums) 14.6 16.4 19 

Average annual stock of goods in warehouses 

(million soums) 810 860 710 

Average number of workers (persons) 6 10 15 

 

The table shows that in general the enterprise operates efficiently. A comparison of key 

indicators over the years shows that store profits are steadily increasing, although the rate of profit 

growth in the last year has decreased slightly due to an increase in the number of retail outlets and, 

accordingly, the costs of their maintenance. This is also due to the factor of enormous external 

competition from “Orion”, “Korzinka”, “Halol”. 

Despite such external factors as competition, the store is increasing the number of its outlets 

in the city. 

Also, the drop in profit growth rates is associated with an increase in the number of 

employees, both managers and ordinary personnel. This resulted in additional wage costs. 
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An increase in the average annual cost of goods in warehouses indicates that warehouses are 

overloaded, since, in fact, the warehouses themselves are not increasing. The director is actively 

importing new goods, and these goods are almost always either of higher quality, or more 

inexpensive, or more advanced and new. This trend leads to cluttering of warehouses, since sellers 

are interested in selling the most liquid goods, and such goods are the most liquid. As a result, a 

huge amount of “unliquid” remains in warehouses. All these goods, in essence, simply physically 

interfere with sales, and plus they are frozen money. It is necessary to approach this issue 

competently. 

Our store is a supermarket. We will begin the analysis by examining the composition of the 

store’s staff, the number of employees and their positions, all of which we will display in a diagram. 

 

 

 

 

 

  

The director assigns only part of his powers to the merchandise manager, in terms of 

personnel management, as well as in certain functions to the chief accountant and salespeople. On 

the one hand, such a policy is very effective in the sense that the director (who is also the owner) 

personally controls the entire work process. This is all the more necessary for him, since he is the 

owner of this trade organization, and is more interested in its effective work than anyone else. 

Also, in practice, almost all store employees perform functions that are not inherent in their 

position. For example: a cashier-operator, in addition to being a credit inspector, is engaged in 

filling out documents such as invoices, invoices, bills; sales consultants act as loaders. In general, 

almost all employees perform cross-functional functions; this strategy or policy is used in almost all 

small sales organizations. This is due to the fact that such a structure is less expensive and easier to 

manage. 

The biggest advantages of this structure are: 

• it does not require large financial costs for maintaining a large staff; 

• it does not require additional costs for maintaining a large management apparatus 

over these personnel; 

• in such an organization there is almost always a “good atmosphere”, in the sense that 

the director is the immediate superior, and everyone else is equal; 

• a unique corporate culture that does not rely on any strict rules of behavior, etc. 

• the staff has a lot of experience; 

• staff versatility. 

The disadvantages are the following: 

• a very large load on the director himself; 

• workload of other personnel; 

• shortcomings in performing one's duties due to distraction by others. 

From the analysis of the control system, we conclude that, despite the fact that a simple 

control scheme is the least expensive, there are problems that require immediate solutions. There 

are hidden reserves that can be realized with the right approach. 

Director-owner 

Chief Accountant Commodity 

expert 
Sellers Cashier-operator 
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The supermarket director, due to his workload with operational and other issues, will not pay 

due attention to strategic planning issues. 

In modern trade organizations, the marketing strategy is especially important in achieving 

their goals, and especially the goal of increasing profitability, profitability and increasing turnover. 

This strategy, as a rule, reflects the correct course for promoting goods on the market, segments the 

market, studies consumer tastes, preferences, etc. 

The marketing strategy includes three components: 

1.Strategy for selecting the target market (segmentation). 

2.Strategy for positioning and creating competitive advantage. 

3.strategy for the existence of a product (brand) is a mix strategy, which consists of complex 

measures relating to the product, price, promotion, distribution. 

Let's look at which segments our supermarket is targeting. 

Taking into account the peculiarities of the assortment policy, the main buyers in the 

Farovon - uz supermarket will be: 

1. people with average incomes who count on relatively inexpensive and high-quality 

domestically produced goods: 65%; 

2. since the supermarket has a well-developed cashless payment system, according to 

transfers, a large share of customers are various organizations financed from the State budget: 18%; 

3. regular customers 12%; 

4. and others: 5%. 

 

For effective operation, an enterprise needs not only the presence of a strategy, but also a 

constant analysis of the existing strategy, an analysis of the degree of its compliance with the 

current market conditions. Because without this it is impossible to operate successfully or maintain 

a stable competitive advantage, which in modern market conditions is extremely important for any 

enterprise. 

After the work done regarding the analysis of the current strategy of the Farovon - uz 

supermarket, the following conclusions can be drawn. 

It should be noted that the current enterprise strategy is rather ineffective, as evidenced by 

the results of strategy diagnostics. The following facts indicate this: 

1. The growth rate of trade turnover is very low; 

2. Also, expansion of retail space is slow; 

3. Due to the lack of any advertising and the emergence of new strong competitors, the 

Farovon - uz supermarket is losing a large number of customers. 

4. An incorrect management system hinders economic development due to the 

distraction of the store director to solve operational and other problems. 

 

References: 

 1. Decree of the President of the Republic of Uzbekistan "On approval of the strategy 

for innovative development of the Republic of Uzbekistan for 2019 - 2021" dated September 21, 

2018 No. UP-5544 .T.2018. 

 2. Musaeva Sh.A. Integrated marketing communicationStudy guide "Mahorat" 

publishing house, Samarkand - 2022 



ISSN: 2582-4686 SJIF 2021-3.261,SJIF 2022-2.889, 
2023-5.384 ResearchBib IF: 8.848 / 2023 

 
 
 

VOLUME-4, ISSUE-1 

209 

 3. Musaeva Sh.A., Usmonova DI Innovative marketing Study guide "TURON 

EDITION" 2021. 

 4. S MusayevaWAYS TO IMPROVE DEMAND FORMATION AND SALES 

PROMOTION AT GOLDEN OIL LLC 

 Science and innovation 1 (A5), 215-220 

 5. MS AzimovnaDevelopment of innovative marketing strategies in agriculture 

 Web of Scientist: International Journal of Scientific Research 3 (02), 538-544 

 6. MS Azimovna, RN UlugbekovnaDevelopment Conditions and Modern Trends of 

Business Tourism WorldwideINTERNATIONAL JOURNAL OF BUSINESS DIPLOMACY AND 

ECONOMY 2 (2), 63-66 

 7. Kotler F. i dr. Basic marketing. - M.: LLC "ID Williams", 2013. 

 8. MS AzimovnaTHE MAIN RESULTS OF THE LABOR PRODUCTIVITY OF 

THE STAFF OF THE HOTEL "BILLURI SITORA" LLC 

 Galaxy International Journal of Interdisciplinary Research 11(1), 348-352 

 9. MS AzimovnaTHEORETICAL ASPECTS OF MARKETING TOOLS IN 

INCREASING THE INTERNATIONAL COMPETITIVENESS OF THE TEXTILE 

ENTERPRISE 

 Science and Innovation 2 (1), 47-53 

 10. S MusayevaMECHANISMS OF FUNCTIONING OF LOGISTIC 

STRUCTURES 

 Science and innovation 2 (A2), 196-202 

 11. S MusayevaWAYS TO IMPROVE THE POLICY OF DISTRIBUTION OF 

GOODS IN FURNITURE PRODUCTION ENTERPRISESScience and innovation 2 (A2), 152-156 

 12. S MusayevaIN THE CONDITIONS OF MODERNIZATION IN UZBEKISTAN 

THE NEED TO EVALUATE ENTERPRISESScience and innovation 2 (A2), 35-40 

 13. MS AzimovnaWays to Improve the Use of Marketing Information in the 

Assessment of "Stekloplastik" LLCAmerican Journal of Economics and Business Management 5 

(11), 338-343 

 14. MS AzimovnaEfficiency of advertising activities of trading organizations and 

ways to increase ITAsian Journal of Research in Social Sciences and Humanities 12 (3), 93-97 

 15. Usmanov IA, Musayeva Sh.A. Features of marketing activities in the 

construction industry of the Republic of Uzbekistan. NOVATEUR PUBLICATIONS JournalNX- A 

Multidisciplinary Peer Reviewed Journal ISSN No: 2581 - 4230 VOLUME 7, ISSUE 1, Jan. -2021 

https://repo.journalnx.com/index.php/nx/article/view/793 

 16. Usmanov IA Musaeva Sh.A. Features of marketing organization in the market of 

construction services. Service. Scientific journal. - Samarkand. No. 2, 2021 - pp. 86-90. 

 17. Usmanov IAStudy of the Provision of Construction Facilities with Management 

Personnel. INTERNATIONAL JOURNAL ON ORANGE TECHNOLOGY. Volume: 03 Issue: 9 | 

Sep 2021. p.31-33 https://journals.researchparks.org/index.php/IJOT/article/view/2171 

 18. Usmanov IA,Jumanov Sh.N. Ways to improve quality control of construction and 

installation works. Oriental renaissance: innovative, educational, natural and social sciences 

scientific journal. ISSN 2181-1784. Volume 1, Issue 10. November 2021. – P. 651-658 

https://cyberleninka.ru/article/n/ways-to-improve-quality-control-of-construction-and-installation-

works 

https://scholar.google.com/citations?view_op=view_citation&hl=ru&user=dkmFavAAAAAJ&cstart=20&pagesize=80&citation_for_view=dkmFavAAAAAJ:yD5IFk8b50cC
https://scholar.google.com/citations?view_op=view_citation&hl=ru&user=dkmFavAAAAAJ&cstart=20&pagesize=80&citation_for_view=dkmFavAAAAAJ:yD5IFk8b50cC
https://scholar.google.com/citations?view_op=view_citation&hl=ru&user=dkmFavAAAAAJ&cstart=20&pagesize=80&citation_for_view=dkmFavAAAAAJ:qUcmZB5y_30C
https://scholar.google.com/citations?view_op=view_citation&hl=ru&user=dkmFavAAAAAJ&cstart=20&pagesize=80&citation_for_view=dkmFavAAAAAJ:8AbLer7MMksC
https://scholar.google.com/citations?view_op=view_citation&hl=ru&user=dkmFavAAAAAJ&cstart=20&pagesize=80&citation_for_view=dkmFavAAAAAJ:8AbLer7MMksC
https://scholar.google.com/citations?view_op=view_citation&hl=ru&user=dkmFavAAAAAJ&cstart=20&pagesize=80&citation_for_view=dkmFavAAAAAJ:4fKUyHm3Qg0C
https://scholar.google.com/citations?view_op=view_citation&hl=ru&user=dkmFavAAAAAJ&cstart=20&pagesize=80&citation_for_view=dkmFavAAAAAJ:4fKUyHm3Qg0C
https://scholar.google.com/citations?view_op=view_citation&hl=ru&user=dkmFavAAAAAJ&cstart=20&pagesize=80&citation_for_view=dkmFavAAAAAJ:738O_yMBCRsC
https://scholar.google.com/citations?view_op=view_citation&hl=ru&user=dkmFavAAAAAJ&cstart=20&pagesize=80&citation_for_view=dkmFavAAAAAJ:738O_yMBCRsC
https://scholar.google.com/citations?view_op=view_citation&hl=ru&user=dkmFavAAAAAJ&cstart=20&pagesize=80&citation_for_view=dkmFavAAAAAJ:738O_yMBCRsC
https://scholar.google.com/citations?view_op=view_citation&hl=ru&user=dkmFavAAAAAJ&cstart=20&pagesize=80&citation_for_view=dkmFavAAAAAJ:fQNAKQ3IYiAC
https://scholar.google.com/citations?view_op=view_citation&hl=ru&user=dkmFavAAAAAJ&cstart=20&pagesize=80&citation_for_view=dkmFavAAAAAJ:fQNAKQ3IYiAC
https://scholar.google.com/citations?view_op=view_citation&hl=ru&user=dkmFavAAAAAJ&cstart=20&pagesize=80&citation_for_view=dkmFavAAAAAJ:5Ul4iDaHHb8C
https://scholar.google.com/citations?view_op=view_citation&hl=ru&user=dkmFavAAAAAJ&cstart=20&pagesize=80&citation_for_view=dkmFavAAAAAJ:5Ul4iDaHHb8C
https://scholar.google.com/citations?view_op=view_citation&hl=ru&user=dkmFavAAAAAJ&cstart=20&pagesize=80&citation_for_view=dkmFavAAAAAJ:08ZZubdj9fEC
https://scholar.google.com/citations?view_op=view_citation&hl=ru&user=dkmFavAAAAAJ&cstart=20&pagesize=80&citation_for_view=dkmFavAAAAAJ:08ZZubdj9fEC
https://scholar.google.com/citations?view_op=view_citation&hl=ru&user=dkmFavAAAAAJ&cstart=20&pagesize=80&citation_for_view=dkmFavAAAAAJ:uWQEDVKXjbEC
https://scholar.google.com/citations?view_op=view_citation&hl=ru&user=dkmFavAAAAAJ&cstart=20&pagesize=80&citation_for_view=dkmFavAAAAAJ:uWQEDVKXjbEC
https://scholar.google.com/citations?view_op=view_citation&hl=ru&user=dkmFavAAAAAJ&cstart=20&pagesize=80&citation_for_view=dkmFavAAAAAJ:_Qo2XoVZTnwC
https://scholar.google.com/citations?view_op=view_citation&hl=ru&user=dkmFavAAAAAJ&cstart=20&pagesize=80&citation_for_view=dkmFavAAAAAJ:_Qo2XoVZTnwC


ISSN: 2582-4686 SJIF 2021-3.261,SJIF 2022-2.889, 
2023-5.384 ResearchBib IF: 8.848 / 2023 

 
 
 

VOLUME-4, ISSUE-1 

210 

 19. Usmanov IA Buriev HT A development strategy for the construction industry in 

Uzbekistan: organizational aspects of implementation. International scientific and technical journal. 

Real estate: economy, administration. Moscow, MGSU-No. 4 / 2021 

 20. Usmanov Ilkhom Achilovich, RESEARCH OF MARKETING ACTIVITIES OF 

S SHARQ-UNIVERSAL-SMK LLC SCIENCE AND INNOVATION INTERNATIONAL 

SCIENTIFIC JOURNAL VOLUME 1 ISSUE 6 UIF-2022: 8.2 | ISSN: 2181-3337 

 21. Usmonova Dilfuza Ilkhomovna, EXAMINATION OF THE INVESTMENT 

PROJECT OF LEASING COMPANIESSCIENCE AND INNOVATION INTERNATIONAL 

SCIENTIFIC JOURNAL VOLUME 1 ISSUE 7 UIF-2022: 8.2 | ISSN: 2181-3337 

 22. Musaeva Sh.A. Marketing research. Textbook "STAR-SEL" LLC publishing and 

creative department. Samarkand-2023 


