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WAYS TO IMPROVE
MARKETING SERVICES IN A
FURNITURE MANUFACTURING
ENTERPRISE

Mukhtarov Samadjon Abdusattor ugli
independent researcher at the

Samarkand Institute of Economics and Service
Email: samadjonmuxtorov@gmail.com

Orcid: 0009-0000-9017-2946

Abstract: This article examines the complexity of the furniture production process and the high impact of technology, the
fact that the production of modern furniture requires sophisticated technologies, the production of new types and models
of furniture, the long-term service of consumers from the product, and the fact that consumers spend a relatively large
amount of time on the selection and purchase process of goods.

Key words: Furniture products, consumer, assortment, service, process, price, technology.

Annotatsiya: Ushbu maqolada mebel ishlab chigarish jarayonining murakkabligi va texnologiyaning yuqori ta'siri,
zamonaviy mebel ishlab chigarish murakkab texnologiyalarni talab qilishi, mebelning yangi turlari va modellarini ishlab
chiqarish, mahsulotdan iste'molchilarga uzoq muddatli xizmat ko'rsatish va iste'molchilarning tovarlarni tanlash va sotib
olish jarayoniga nisbatan ko'p vaqt sarflashlari ko'rib chigiladi.

Kalit so‘zlar: Mebel mahsulotlari, iste'molchi, assortiment, xizmat ko'rsatish, jarayon, narx, texnologiya.

AHHOTauuMs: B gaHHOWM cTaTbe paccMaTpuBalOTCs CNOXHOCTb MpoLecca Npov3BoACTBa Mebenn 1 BbICOKasi CTEMEHb
BINNSAHUS TEXHOMOIMMI, @ Takke TO, YTO MPOM3BOACTBO COBPEMEHHOM mebenu Tpe6yeT NPUMEHEHUS CITOXKHbIX TEXHOOIUN,
pa3pa60TKM HOBbIX BMOOB W Mogenen mebenu, AnUTenbHOro CpokKa CJ'Iy)K6bI npoaykuunmn I'IOTpE6VITeJ'IF|MVI 1 TOro, 4To
I'IOTpeGVITeJ'IVI TPpaTAT OTHOCUTENIbHO MHOIo BpeMEeHU Ha Bbl60p M NOKYMNKYy TOBapa.

KnioueBble crnoea: MebenbHasa npoaykumsi, noTpebutens, acCOPTUMEHT, ycrnyra, MPoLecc, LieHa, TEXHOMOTUSI.

INTRODUCTION

Market research is a comprehensive analysis of the current state of the market, including an assessment
of demand, supply, price trends and the competitive environment. In Uzbekistan, against the backdrop of
active economic reforms and updating the legislative framework, market research is of particular importance
for effective strategic planning and management decision-making.

In recent years, the country has been implementing the “Development Strategy of New Uzbekistan for
2022-2026”, aimed at comprehensive modernization of the economy and society. Within the framework of
this strategy, special attention is paid to creating favorable conditions for entrepreneurial activity, developing
market relations and ensuring fair competition. These areas are reflected in the updated version of the Law “On
Competition” (ZRU-850) dated July 3, 2023.

The new Law “On Competition” introduces the concept of antitrust compliance, revises the conditions
for determining a dominant position in the market and establishes new criteria for economic concentration
transactions. These changes are aimed at preventing market monopolization, supporting small and medium-
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sized businesses, and protecting consumer rights. The introduction of these standards requires market
participants to carefully analyze and adapt their strategies in accordance with the new rules.

In addition, in October 2023, the Presidential Decree “On additional measures for accelerated industrial
development” (UP-169) was adopted. The document provides for the development of proposals and
comprehensive measures based on a study of market conditions to meet the needs of the domestic market
and prevent sharp price fluctuations. This emphasizes the importance of systematic monitoring and analysis
of market conditions to ensure stability and sustainable development of the economy. Thus, in the context
of updating the legislative framework and implementing strategic initiatives, studying the market situation in
Uzbekistan is becoming an integral element of effective management and planning. A comprehensive analysis
of market conditions allows for timely identification of trends, adaptation to changes and making informed
decisions that contribute to the sustainable development of business and the economy as a whole.

ANALYSIS OF LITERATURE ON THE TOPIC

Based on foreign experiences, it should be noted that the competitiveness of the enterprise in the market
is determined by the effectiveness of its market-oriented policy. Many economists have been engaged in the
development of marketing principles and their practical application, including F. Kotler, M. Porter, D. Evans, |.
Ansoff, M. Berman, M. Golubkov, P. Samuelson, D. .We can include famous scientists like Marshall.

It is necessary to acknowledge the scientists who made a great contribution to the development of the
theory of marketing, while the research carried out in the field of marketing in our country for many years
was based on national characteristics. R. Ibragimov to them. Y. Abdullaev, A. Saliev, M. Sharifkhojaev, D.
Rakhimova, SH. Ergashkhodjaeva, Sh. Musayeva and others can be included.

ANALYSIS AND RESULTS

The marketing activities of “GULOBOD” LLC are similar to those of all furniture enterprises in the region. In
this case, market research, organization of product policy, pricing and sales promotion schemes depend on the
initiative and capabilities of the enterprise. We can see this from the data in the table below (table).

Table 1. Analysis of the sales network at “GULABAD” LLC in 2024

tir Name of the points of sale voh?ni::spcs. Sales v::,uun;]es, million
1 Navobod Dier Store 2339 3101.0
2 Dealer in store 324 679.3
3 Bukhara dealer store 46 103.0
4 Shop Tashkent Dier 128 3771
5 Store Fergana dealer 11 94.8
6 OO0 «Havas Comfort Furniture» 108 76.1
7 Sam-Karpo Design Dealer 2328 3260.3
8 F-2 orders 5836 1688.7
9 F-3 orders 129 29.9
10 Individuals 201 640.8
11 Legal entities 2740 1644.7
Total 14190 11695.8

Table 2. Structure of sales volume at “GULABAD” LLC in 2024

tir Name of the points of sale Sales volume, pcs. Sales volume, million soums
1 Selling furniture products through dealers 5284 7691.6
2 Spare parts for furniture 5965 1718.7
3 Individuals 201 640.8
4 Legal entities 2740 1644.7
Total 14190 11695.8
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According to the results of the study, it was necessary to study some of our national characteristics in the
implementation of furniture product marketing. That is, it turned out that the possibility and effectiveness of
marketing application significantly depends on the type of market, the products being produced and sold, and
the scale of competition in the market. In particular, the lack of universal, standard, unified recommendations
in the application of the marketing concept is significant, and in practical marketing everything depends on
external and internal factors, consumer characteristics.

If 5-6 years ago in Uzbekistan the «total» approach prevailed in the application of the marketing concept,
now the differentiated approach is widely used. If we analyze the furniture products produced by type of content,
58 percent is household furniture, 39 percent is institutional furniture, and three percent is other furniture. A
significant share in this regard is office furniture and special furniture for educational institutions, retail stores,
hospitals, restaurants, shops, warehouses, hairdressing salons, etc.

Analysis of the structure of furniture production by region showed that the main part of the furniture produced
in 2024 was sold to the city of Samarkand and the region. The share of sales by region was as follows: to the
city of Tashkent -377.1 million soums, to Fergana region -94.8 million soums, to the city of Karshi679.3 million
soums, to the city of Bukhara - 103.0 million soums..

As noted above, the sustainable development of any industry is directly related to the production and sale
of goods that are in demand. This, in turn, requires the effective organization of marketing activities of industry
enterprises, regular research of the furniture market, taking into account consumer preferences, and a detailed
analysis of the factors of the purchasing process. Technological change, the increasing role of social media,
demographic changes, and the increase in women’s purchasing power are the main aspects that should be
taken into account in the marketing work of furniture manufacturers and retailers. We found it appropriate to
segment our country’s furniture consumers based on history, culture, customs, traditions, and the nature of
furniture products.

«GULABOD» If we observe the activities of the LLC, from the time of its establishment to the present day,
a wide range of goods occupies the main part of the assortment. From this it can be concluded that these two
furniture manufacturing enterprises are applying certain differentiation strategies in terms of specialization.

Table 3. Features of the product range of “GULABAD MEBEL’ LLC
“HAVAS COMFORT FURNITURE” LLC «GULABAD FURNITURE» LLC
Targeted at middle and low-income buyers Targeted at middle and high income buyers

The assortment mainly includes kitchens and upholstered

. A wide range of products has been formed
furniture.

The furniture is made using standard technology and has | The furniture is made in a modern individual style,
a low level of differentiation. guaranteed to meet all types of samples in the catalog.

Does not repair furniture (except during the warranty

Orders for any furniture repair are accepted. period)

There is a possibility and orders for the production of No spare parts are produced.

components
Individual items of furniture sets are also produced. Only orders are created for collections
The trademark has not been formed. Produces products under the MONDELUX trademark

From the above analysis, it is clear that “HAVAS COMFORT MEBEL” LLC and “GULABAD MEBEL” LLC
specialize in separate segments of the furniture market and together try to cover the market.

When purchasing furniture, consumers use a wide range of information, i.e.: they analyze various
information, try to find the optimal purchase option, choose a product based on their lifestyle, taste and
capabilities. The consumer also takes into account financial, technical, time loss and psychological risks when
purchasing a long-term product.

The buyer performs the actions of purchasing and using home appliances only after clarifying his need,
which consists of several interconnected stages. That is, the overall need is focused on solving the following
problems:

e determines what type of furniture will fully meet his needs;

e The product is sold from the market, the company isbuys from the mine or via the internet;

e \What are the advantages of the product, what warranty does the seller provide, and how long can this
product be used?

To what extent do media influence the purchase of furniture? The analysis shows that when purchasing
home appliances, 52.5% of the population uses television programs, 43.1% uses newspaper and magazine
advertisements, 49.7% visits company stores, and 50.6% uses catalogs and brochures.

https://ist-journal.uz t.me/scupus_IST2100 @
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Furniture manufacturers need to improve the positioning process in order to achieve competitive advantage
and ensure a stable position for their products in the target market and in the minds of consumers, clearly
different from competitors’ products. Enterprises in this industry are directing significant efforts in implementing
marketing activities to the formation of a marketing complex. As a result, the positioning process, which plays
an important role in the systematic and effective conduct of marketing activities by enterprises, is lagging
behind. When positioning a product, special attention should be paid to developing customer awareness and
modernizing it.

Improper organization of the positioning process in furniture manufacturing companies can lead to the
following negative consequences:

— If the manufacturer does not determine the position of the product in the market, in this case the consumer
can perform this task himself, and the company may not be able to achieve the position it expects, and may
even lead to the formation of a negative image;

— Failure to clearly indicate the product’s unique features that distinguish it from competitors’ products, or
positioning it close to competitors’ positions, may serve to discourage consumers from purchasing the product,
rather than to motivate them to do so;

— The lack of a clear positioning of the product can hinder the formation and consistency of the marketing
mix, and may even lead to conflicting strategies for forming each element of the marketing mix.

— Even if the position is clearly chosen, but if its boundaries are narrowly defined, such positioning can act
as a force that hinders the expansion of the market for the company’s existing products and the introduction of
new products. The main reason for this is that companies in the industry use a common brand strategy.

Based on the above, furniture manufacturers should focus on two main areas when implementing the
positioning process:

— Determining the point of relevance or, in other words, the point of similarity of the positioned product.
That is, based on research, it is intended to determine in the minds of consumers which product category the
enterprise’s product is equated with, or rather, which category it is included in. This, in turn, makes it possible to
identify its direct competitors based on revealing the specific characteristics of the product category.

— Identifying the point of differentiation of the positioned product. This involves demonstrating the
competitive advantage of the product by identifying one or more unique features that clearly distinguish it from
competitors’ products.

— Furniture manufacturers should consider the following specific features of the industry before positioning
themselves in the above-mentioned areas:

— The complexity of the product production process and the high impact of technology. The production of
modern furniture requires sophisticated technologies, which ultimately leads to an increase in the market price
of the product.

— The length of the period for launching the production of a new type and model of furniture. The average
period for launching the production of a new model of furniture for large furniture manufacturers is 7-15 months.

— High demand for product quality. Since furniture is a type of product that requires prior selection,
consumers expect the product to provide long-term service. In order to maintain the quality of their products
at a high level, manufacturers use high-quality fittings in their production, while maintaining their functional
properties. Therefore, many companies use the words “quality” and “durable” when positioning their products.

Warranty service. Usually, the costs of warranty and post-warranty service are not high, but in some cases
they can amount to 20-25% of the product cost. Also, after-sales furniture assembly service can be up to 10%
of the product cost.

The consumer spends a relatively large amount of time on the product selection and purchase process.
Marketing research shows that in the consumer goods market, a consumer can spend up to 4 weeks on
selecting and purchasing furniture.

The above problems and the specifics of marketing activities in furniture production highlight the need for
enterprises to develop a strategic and tactical program for a separate marketing service.

CONCLUSION AND SUGGESTIONS

Being aware of market trends and consumer demands in Uzbekistan is essential to expanding the company’s
position and position in the furniture market. By adopting sustainable practices, offering traditional designs,
having a strong online presence, and using natural and organic materials, Gulobod LLC can address current
market trends in Uzbekistan and expand its position in the market. Analyzing statistical data and understanding
market trends, conducting research and analysis, innovating products, and collaborating with local designers
and craftsmen also provide the company with ample opportunities to gain a competitive advantage, succeed in
this dynamic industry, and achieve long-term success in the market.

@ t.me/scupus_IST2100 https://ist-journal.uz
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We offer the following methods for studying different consumer behavior patterns and their application to
Gulobod LLC in the furniture industry:

1. Surveys.Surveys are one of the most common and effective ways to study consumer behavior, and
developing effective survey methods is essential to collecting reliable data. Surveys can be conducted both
online and in person, and they are used to collect quantitative data on topics such as shopping habits, product
preferences, and brand loyalty.

2. Focus groups. Focus groups are another effective way to study specific consumer behaviors in
Uzbekistan. Focus groups typically consist of a small group of consumers who are asked to discuss their
opinions and attitudes toward a particular product or service. Focus groups can provide qualitative data on
topics such as product design, packaging, and pricing.

3. Online analysis.In today’s digital age, online analytics has become an increasingly important tool for
studying specific consumer behaviors. Online analytics is the process of obtaining valuable insights into
consumer behavior by monitoring consumers’ interactions with a company’s website, social media accounts,
and other online platforms. Online analytics also involves collecting and analyzing data related to online user
behavior, such as website traffic, user engagement, and online purchases.

Understanding the unique behavior of consumers is crucial for any business operating in Uzbekistan,
especially Gulobod LLC, which produces yarn and textile products for the domestic market and export. Surveys,
focus groups, ethnographic research, and online analytics are effective methods for studying consumer behavior
and provide valuable insights into consumer preferences and attitudes. By using these methods, a company
can tailor its products and services to the unique requirements of the Uzbek market and achieve long-term
success.

List of used literature:

1. Resolution of the Cabinet of Ministers of the Republic of Uzbekistan, No. 166 dated 29.03.2021.

2. Mirziyoyev Sh.M. The rule of law and the protection of human interests are the key to the country’s development and
the well-being of the people. - T .: Uzbekistan, 2017.- 48 p.

3. Mirziyoyev Sh.M. We will build a great future with our brave and noble people. - T .: Uzbekistan, 2017.- 488 p.

4. Address of the President of the Republic of Uzbekistan Shavkat Mirziyoyev to the Oliy Majlis. January 24, 2020. -
People’s Speech, January 26, 2020.

5. Decree of the President of the Republic of Uzbekistan No. PF-4947 dated February 7, 2017 «On the Strategy of
Actions for the Further Development of the Republic of Uzbekistan».

6. Azimovna, MS (2022). Professor of Samarkand Institute of Economic and Service, Samarkand, Uzbekistan. Formation
of psychology and pedagogy as interdisciplinary sciences, 1(9), 20-23.

7. Musayeva, S., & Usmanoy, F. (2022). Ways to develop marketing activities in tourist organizations. Science and
innovation, 1(A5), 84-88.

8. Azimovna, MS, llkhomovna, UD, & Shokhrukhovich, UF (2022). Issues of improving productivity competition in
agriculture. Online scientific journal of innovation in social sciences.-2022.-C, 51-53.

9. Azimovna, MS, llkhomovna, UD, & Shokhrukhovich, UF (2022). The role of marketing in increasing the economic
efficiency of service enterprises.

10. Azimovna, MS, llkhomovna, UD, & Shokhrukhovich, UF (2022). The concept of a correct marketing policy in trade and
service enterprises.

11. Musayeva, S. (2022). Studying the organization of advertising activities ofgoodsat” Samarkand tea packaging factory”
JSC. Science and innovation, 1(A6), 185-192.

12. Musayeva, S. (2022). Prospects for the development of “stekloplastik” lic activity in the conditions of the market
economy. Science and innovation, 1(A6), 539-546.

13. Azimovna, MS, llkhomovna, UD, & Shokhrukhovich, UF (2022). Importance and Characteristics of Brand Choice in
Services. European Multidisciplinary Journal of Modern Science, 1-3.

14. Musaeva Sh.A. Marketingresearch. Textbook Publishing and creative departmentof “STAR-SEL”LLC. Samarkand—2023

15. Musaeva Sh. A. Integrated marketing communication. Textbook. “Mahorat” publishing house, Samarkand -2022.

https://ist-journal.uz t.me/scupus_IST2100




Proofreader: Zokir ALIBEKOV
Layout and Designer: Oloviddin Sobir ugli

2025. Ne 10

© When materials are reproduced, the INNOVATION SCIENCE AND TECHNOLOGY journal must
be cited as the source. Authors are responsible for the accuracy of the information in materials and
advertisements published in the journal. Editorial opinions may not always align with those of the
authors. Submitted materials will not be returned to the editorial office.

To publish articles in this journal, you may submit articles, advertisements, stories, and other creative
materials through the following links. Materials and advertisements are published on a paid basis.

You may subscribe to the journal at any time using the following details. Once subscribed, please
send a screenshot or photo of your payment confirmation to our Telegram page @iqtisodiyot 77.
Based on this, we will send the latest issue of the journal to your address each month.

“The journal “INNOVATION SCIENCE AND TECHNOLOGY” has been registered by the
Agency for Information and Mass Communications under the Administration of the
President of the Republic of Uzbekistan from 09.10.2024 under the registration number Ne390637.
License number: C-5669633. PNFL: 30407832680027

Our address: Tashkent city, Yunusobod district, 19th block,
House 17.



TASHKENT STATE
UNIVERSITY OF ECONOMICS

Google ULRICHS\/EB ‘
|'L IN IE:'\E‘:‘*'I EVBERLtHIHI{H “Eﬂl’

NUMBER N Acceptance of articles

Published every
_ HAYYHAS SAEKTPOHHAS monthly

| BUBAMOTEKA
_ RaAD & LIBRARY.RU

s\,
INDEX@ COPERNICUS " @

Crossref Directions
Digital 0 8
d Object gfr' . T.: ClteFaCtor - B Social, economic, political,
Identifier ©,-° ..0.. 4> 4008 technological, scientific
Scopus || Scientific electronic journal specializing in Scopus
CONTACT:

CERTIFICATE NUMBER: N2390637

\. Contact us

ORDER NUMBER ACCORDING TO +998 50 737 87 88

THE LICENSE REGISTER: C-5669633
Telegram channel
5 t.me?scopus_lSTﬂDO
e Journal official website
X7 https:/[ist-journal.uzf/index.php/IST




