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Abstract: This article discusses determining the organization's behavior strategy and
implementing this strategy, the internal environment and external environment through strategic
management, defining its goals and achieving them.
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In modern Uzbekistan, which has firmly taken the path of a market economy, the role of
marketing has increased many times over for activities both within the country and in foreign
markets. Therefore, at the present stage, marketing is an important component of the practical
activities of Uzbek enterprises. Currently, in all organizations without exception is possible only if
the environment allows its implementation. The internal environment of an organization is the
source of its lifeblood. It contains the potential that enables an organization to function, and,
therefore, to exist and survive in a certain period of time. But the internal environment can also be a
source of problems and even the death of an organization if it does not provide the necessary
functioning of the organization.

The external environment is the source that supplies the organization with the resources
necessary to maintain its internal potential at the proper level. The organization is in a state of
constant exchange with the external environment, thereby providing itself with the opportunity to
survive. But the resources of the external environment are not limitless. And they are claimed by
many other organizations located in the same environment. Therefore, there is always the possibility
that the organization will not be able to obtain the necessary resources from the external
environment. This can weaken its potential and lead to many negative consequences for the
organization. The task of strategic management is to ensure that the organization interacts with its
environment in a way that allows it to maintain its potential at the level necessary to achieve its
goals and thereby enable it to survive in the long term.

In order to determine the organization's behavioral strategy and implement this strategy,
management must have an in-depth understanding of both the internal environment of the
organization, its potential and development trends, and the external environment, its development
trends and the place occupied by the organization in it. At the same time, both the internal
environment and the external environment are studied by strategic management primarily in order
to reveal those threats and opportunities that the organization must take into account when defining
its goals and achieving them.

Strategic management views the environment as a combination of three environments; the
macroenvironment, the immediate environment, and the internal environment.

The macroenvironment creates the general conditions in which an enterprise operates,
defining for it and other enterprises the boundaries of what is acceptable and what is unacceptable.
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Just as the atmosphere affects a person differently, the macroenvironment affects an organization to

varying degrees depending on its level of “health.”

The macroenvironment in relation to the enterprise is:

1. asareason and condition for limiting (or expanding) activities;
2. as aprerequisite causing the need for changes in the enterprise.

The cornerstone of analyzing the situation in the industry and competition in it is a thorough
study of the competition going on in the industry, identifying its sources and assessing the degree of
influence of competitive forces. This step of analysis is especially important because it is
impossible to develop a full-fledged strategy without a deep understanding of the nature of
competition in the industry.

The analysis of buyers, as components of the immediate environment of the organization,
primarily aims to compile a profile of those who buy the product sold by the organization. Studying
customers allows an organization to better understand which product will be most accepted by
customers, what sales volume the organization can expect, to what extent customers are committed
to the product of this particular organization, how much the circle of potential buyers can be
expanded, what awaits the product in the future, and much more. .

The analysis of suppliers is aimed at identifying those aspects in the activities of entities that
supply the organization with various raw materials, semi-finished products, energy and information
resources, finance, etc., on which the efficiency of the organization, the cost and quality of the
product produced by the organization depend. Suppliers of materials and components, if they have
great power, can make the organization very dependent on themselves. Therefore, when choosing
suppliers, it is very important to deeply and comprehensively study their activities and their
potential in order to be able to build relationships with them that would provide the organization
with maximum strength in interaction with suppliers.

The study of competitors, that is, those with whom the organization has to fight for the
resources that it seeks to obtain from the external environment in order to ensure its existence,
occupies a special and very important place in strategic management. This study is aimed at
identifying the strengths and weaknesses of competitors and, on the basis of this, building your
competitive strategy. The competitive environment is formed not only by intra-industry competitors
producing similar products and selling them on the same market. Subjects of the competitive
environment are also those firms that can enter the market, as well as those firms that produce a
substitute product. In addition to them, the organization’s competitive environment is significantly
influenced by its buyers and suppliers, who, having bargaining power, can significantly weaken the
organization’s position in the competitive field.

Many companies do not pay enough attention to the possible threat from aliens and therefore
lose in the competition to those new to their market. It is very important to remember this and create
barriers in advance to the entry of potential aliens. Such barriers may be in-depth specialization in
the production of a product, low costs due to savings from large production volumes, control over
distribution channels, the use of local features that give an advantage in competition, etc. However,
any of these measures is effective only when it is a real barrier to the alien. Therefore, it is very
important to know well what barriers can stop or prevent a potential newcomer from entering the
market and erecting these particular barriers.

Manufacturers of substitute products have very great competitive power. The peculiarity of
market transformation in the case of the appearance of a replacement product is that if it has killed
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the market for the old product, then it usually cannot be restored. Therefore, in order to be able to

adequately meet the challenge from firms producing a replacement product, the organization must
have sufficient potential to move on to creating a new type of product.

Analysis of the labor market is aimed at identifying its potential in providing the organization
with the personnel necessary to solve its problems. The organization must study the labor market
both from the point of view of the availability of personnel with the required specialty and
qualifications, the required level of education, the required age, gender, etc., and from the point of
view of the cost of labor. An important area of studying the labor market is the analysis of the
policies of trade unions that have influence in this market, since in some cases they can severely
limit access to the labor force necessary for the organization.

It is recommended to end the analysis of the external environment by compiling a list of
external dangers and opportunities that the organization faces in this environment. The presentation
of this list may vary, but, as a rule, it should include weighing factors to rank them according to the
degree of impact on the organization and assess the impact. For clarity and to facilitate the work of
managers planning the company's strategy, all factors can be placed in two columns: one -
opportunity factors, the other - threat factors, arranged in descending order of importance.

Having analyzed the external environment and obtained data on factors that pose threats or
provide new opportunities, management must assess whether the firm has the internal strengths to
take advantage of opportunities and what internal weaknesses may complicate future problems
associated with external threats. This is done by analyzing the strengths and weaknesses of the
organization. The method used to diagnose internal problems is called management survey. It is
based on a comprehensive study of various functional areas of the organization and, depending on
the task at hand, can be methodologically simple or more complex. For strategic planning purposes,
it is recommended to include five functional areas in the survey - marketing, finance (accounting),
production, personnel, as well as organizational culture and image of the organization.

When analyzing the functions of marketing, seven important elements of research are
identified:

e market share and competitiveness;

e variety and quality of assortment;

e  market demographics;

e  market research and development;

e  pre-sales and after-sales customer service;
e sales, advertising, product promotion;

e  profit.

When analyzing the strengths and weaknesses of an organization, it is necessary to determine
the key factors for the company's success.

Key success factors are factors specific to a given industry that bring advantages to it.

Identification of CFUs operating in the near future and identification of the most important
ones among them constitute a significant part of the work on strategic planning. A company can
gain a competitive advantage by focusing on one or more CFUs.

The result of the analysis of the external and internal environment is the preparation of a
SWOT analysis, i.e. identification and assessment of internal weaknesses and strengths, as well as
threats and opportunities from the external environment. Both the strengths and weaknesses of a
company can have different meanings. Some weaknesses can have a fatal impact on the
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organization, while others will not seriously affect the company or can be easily eliminated. The

result of a SWOT analysis should be a predominance of strengths over weaknesses.

The results of this analysis lead to the development of alternative strategies for the operation
of the enterprise and a decision on which path the organization's management should direct its
activities to achieve the greatest success.

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

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 MusayevalN 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

230



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: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

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

THE MULTIDISCIPLINARY JOURNAL OF SCIENCE AND TECHNOLOGY

VOLUME-4, ISSUE-1
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 1A, 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

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 llkhom 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 llkhomovna, 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

231




