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KHWPHUI (pancada noxkropu (PhD) muccepranusicn aHHOTAIHASICH)

Juccepraumss MAaB3yCHMHUHI J0J13ap0Juru Ba 3apypatu. JKaxoH
mamiakatinapuaa Covid-19 nanaemusicu okuOaTuaa ro3ara KenaéTraH TabMHUHOT
3aHXKUPUJATH  Y3WIMIUIAPHUHT aBTOMOOWIL 0030pUra Xam SKUIJIUN TabCUpHU
Ky3aTuiMoK/1a. KapaHTHH 4eKI0BIIapu XaiKkapo aBTOMOOUJICO3IMK KOMIaHUsIapy
unuiad yukapuil GaoJUATUHUHT YEKJIaHUIINA OWJIaH OMp KaTtop/ia UCTEhbMOIYHIAP
JapomMaaura cajOuii TabCcup 3THO, aBTOMoOOWIIIapra OyiraH TajaOHUHT KECKHH
nacaluIn TeHICHIMACH Ky3aTuiaMoKaa. «2021 iunaa sxaxoH 6o3opuaa xamu 63,4
MJIH. JIOHAa SHTH aBTOMOOWIb cotwiran Oymm6, 2020 iwnra mucOaran 15,3%ra
nacairas, xycycas, sHT Hupuk 0o3opnap xucodnanran Ucnanusina 32,3%, byrok
bpuranusina 29,4%, Wrtamusa 28,0%, Dpanuusna 25,1%, Kanamama 24,9%,
I'epmanusima 19,0%, AKllma 16,6% xampa Anonusma 11,2%ra nacauim
Ky3aTuiarad. Mmad yukapuiras >kaMy aBTOMOOMIUTapHUHT 14,5 MITH. ToHACH €KU
18,6 dousu cotunmaii konran.»! Iy 6ouc, aBToMmoOMIL 6O30pHaa 103ara KejaraH
Ma3Kyp HWHKUPO3JIM Ba3uiT UNUIA0 YHUKaApyBUYWJIAp TOMOHMJAH COTHIIIArTH
MyaMMOJIapHU aHUKJIAIHA Ba YyHAA COTHIN OyinW4ya caMapaid MapKEeTHHT
cTparerusiiapuaan GpongamaHuIIHA TaK030 STMOK/IA.

XKaxonmaru aBTOMOOMIICO3JIUK KOMITAHUSIIAPU UHKUPO3JIM 0030p IMIApOUTHIA
camMapaJii MapKETUHT CTpaTerusulapuHu HMOuiad YMKUII, WIUIA0 YUKApHUII
XapakaTJapuHU KUCKApPTUPUIL, TabMUHOT 3aHXHPU Ba JIOTUCTHKA THU3UMU
caMapaJIOpJIMTUHU OIIMPUII, pakaMiIu TpaHchopMalus TOUPACUHU KEHTaUTHPHUIIT
OpKaJIu TaJaOHU parOaTIaHTUPUINTA KapaTUraH KeHI KaMPOBJIU U3JIaHUIILIAP 0JIUO
oopunmokaa. XycycaH, aBTOMOOWIIb MOJEIUIAPUHU HCTEbMOIUYMIAP CErMEHTH
XyCYCHUSITUTAa MOCJIAIITUPraH (pecerMeHTainus) Xojjga uIuiad YUKaApUIIHUA
MaxXaJUTUHIAIITUPUIL, CaHOAT KOOTNEPAIlUACUHU KEHTaUTUPUII OpKaliu WUPUK Ba
Maiila y3eJuid KOHBeWep yCYJUIApUHU KOPUM KWIUIILL, JTUIEH3USJIAHTaH TAhbMUHOT
3aHKUPU TU3UMUHM SIPATHUIL, HAPXJIAIITUPUIIHUHT pakoOaTyuiapra HucOaTaH
Kuécuil yCTYHIMKHH parOatinaHTupyBun «test drive» Ba yHuBepcan «trade-iny
MEeXaHU3MJIAPUHY Wyira Kyiuin 6opacuaa uaIMui HyHaIMnuIapyuaard TaqKuKoTiIap
Macajajapura ycTyBop MaB3yJap cudaruia KapaaMoKia.

V36exucronna CYHITH WWIIapJa MILIUH aBTOMOOWIb CaHOATHMHU >Kaja
PUBOXUIIAHTUPUII, WIFOP XalKapo Taxpuba acocuaa 3aMOHaBUM  0030p
MEXaHU3MJIapU Ba OOIIKapyB YCYJUIAPUHHU >KOPUN KWIWII, NIYHUHTACK, WYKU
Ba TamKu Oo30piapaa pakodardapiomn OyiraH Ba aXOJMWMHHUHT TYpJId HCTEHMOJ
Ba JapoMajl CErMEHTH XyCYCHUSITIIapura MOC KeIyBUM aBTOMOOWJUIAp HIILIA0
YUKapUIl OYiiMya KEHT KyJaMJIM MKTHCOAUN HCIOXOTap amaira OUIUpPHIMOKIA.
Xycycan, Y36ekucton PecmyGmukacu ITpesunentununr 2019 iun 18 umronmaru
«Y36exucTon PecryGiukach aBTOMOOMIIb CAHOATHHM JKAJall PHBOXIIAHTHPHILIa
ouj Kymmm4ya dopa-taaoupnap tyrpucungantu [1K-4397-con kapopura MyBo(pUK
«2019-2023 imnapa eHruia aBToMoOusuIap Uiiad yukapuil XaxMuHu 350 MUHT
JIOHara, Uad YMKAPUITHA MaxaJUTHHIAIITUPUIN JapakacuHU YpTa xucobma 60

! European Automobile Manufacturers’ Association (2021). The Automotive Industry Pocket Guide 2021-2022.
ACEA Publications. Brussels, Belgium. https://www.acea.auto/publication/automobile-industry-pocket-guide-2021-
2022/
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¢dousra eTkasuill, TapMOK/a OOIIKAPYBHUHT 3aMOHABUN YCYJUIAPUHU KOPUM KUITUIIT
XamJa axOJIMHUHI KEHI KaTiamilapyd y4yH XamEHOOI OYyJraH SHIM MOJEJUIApHU
nnuad yukapum»? kabu Basudanap 6enrmnab 6epuiran. By 6opana aBTOMOOMIIb
caHoatnHn “Canoar 4.0” KOHUENUMACH acOCHAA TAIIKWI JTHUI, pPaKaMIH
TpaHchopManusara XOC  MApKETUHT  CTpaTervsUIapUHA  WNUTad  YWKHII,
VCTEBMOJMUIAPHUHT TYPJIH CETMEHT XYCYCUSATIApPUra MOC KEJIyBYM aBTOMOOUILIAP
MOJICJUTAPUHH SPATHIL, MIDKO3JIap OMJIaH camapaid KOMMYHUKalMs TU3UMUHU Ba
nuBepcuUKaIsiIaHran Maxayin aBTOMOOUILIAP OpeHIapuHu
HIAKJUTAHTUPHUIITA aJoXuja YbTHOOp KapaTulll Makcaara MyBoO(UK.

V36ekucron Pecny6Gimukacu Ilpesumentununr 2022 iiun 28 sHBapaaru
«2022 - 2026 immapra MymKaiaHraH SIHMM  Y30SKHCTOHHHHT TapakKUET
crparerusicu Tyrpucuaantu [1d-60-con dapmonu, 2019 i#un 18 wuronmaru
«V36ekucTon PecryGnukac aBTOMOOHIb CAHOATHHM JKAJall PHBOIIAHTHPHILIA
OWJI KyInM4a yopa-tagoupiap tyrpucuaa» ru [1K-4397-con, 2018 vinn 1 utormaru
«ABTOMOOMNL caHoatuHu 2017-2021 #Hwunnapaa sHaga pPUBOMIIAHTHUPHUIN Ba
OOIIKApUIITHU TaKOMUJUTAIITUPHUII Yopa-Taadupnapu tyrpucuaa» tu [1K-3028-
cor, 2019 imn 4 oxrabpmarn «2019-2030 jwmmmap naBpuma  Y36EKHCTOH
PecniyONMUMKacUHUHT «SIIW» WKTUCOAUETTa YTUIN CTPATETHUSICUHU TacCIUKJIAI
TVrpucuaa» ru [1K-4477-con, 2018 iiun 7 maitnaru «IKTUCOAUET TapMOKJIapu Ba
coxajapura MHHOBALMSUIAPHU JKOPHI ATUII MEXaHU3MJIAPUHU TaKOMUJUTAIITUPHUII
Oyiinuya Kymumya 4opa-taaodupnap tyrpucuna» ru I[1K-3698-con kapopiapu Ba
coxara JoMp MebEpUl XyxoKaTiapja OenruiaHraH BasudamapHu amaira
OLIMPUIIIA MAa3Kyp TAAKUKOT WU MyailsiH Japaxaza Xu3Mar Kujaaau.

TagkuKoTHUHT pecny0nka GaH Ba TeXHOJOTHSJIAPH PUBOKJIAHUIIN-
HHUHI YCTYBOP iyHAJMIJIAPUTa MOCJIMIU. Ma3Kyp TaIKUKOT pecryonnka ¢aH Ba
TEXHOJIOTUSJIADU PUBOXKJIAHUIIUHUHT . «JleMOKpaTUK Ba XyKyKUH KaMUSTHU
MabHABUN-aXJIOKUH Ba MaJlaHUM PUBOXKIJIAHTHPHUIL, UHHOBAIMOH WKTUCOAUETHU
HIAKJUTAHTUPUID) YCTYBOp MYHAIMIIUTA MyBOPUK OakapuiraH.

MyaMMOHMHI YPraHWJITaHJIMK Japaskacu. ABTOMOOWIb KOMIAHUsAJIApAa
MapKEeTUHT cTpaTerusuiapuaad (HouJagaHUuIIH TaKOMWUIAIITHPUITHUHT UIIMUMA-
Hazapui, yciyOuil Ba aMaliuil )KUXATJIApUHU XOpMAIIMK onumiiapaad Fuerderer R.,
Herrmann A., Wuebker G., Green K., W., Inman R.A., Birou L.M., Whitten, D.,
Chan, A., Watkins L., Hofstede G., Soares A., Farhangmehr M., Shoham A., Bowen
D. E. Jones G. R, Muhammad Mujtaba A., Sany S.M. Aliyu O.A. Ba 6omxkanap® y3

2 ¥Y36exucton Pecriy6mukacu ITpesuaentuanar 2019 jimn 18 monmarn Y36ekucton PecryGiukack aBTOMOGHIB
CaHOATMHHU JKamaJl PHUBOXIIAHTHPHIITa OHI KyliumM4a dopa-tamoupiap tyrpucuaa I[1K-4397-con kapopwu.
https://lex.uz/docs/4429732

3 Fuerderer, R., Herrmann, A., & Wuebker, G. Optimal bundling: marketing strategies for improving economic
performance. Springer Science & Business Media, 2013.; Green, K., W., Inman, R.A., Birou, L.M. & Whitten, D.
“Total JIT (T-JIT) and its impact on supply chain competency and organizational performance”, International Journal
of Production Economics, 147 (1), pp. 125-135, 2014.; Chan, A. Marketing Strategy of a Creative Industry Company
in Bandung City. Review of Integrative Business and Economics Research, 7, 232-240, 2018.; Watkins, L. The cross-
cultural appropriateness of survey-based value(s) research: A review of methodological issues and suggestion of
alternative methodology. International Marketing Review, 27 (6), 694-716, 2010.; Hofstede, G., 2001. Culture's
consequences: Comparing values, behaviors, institutions, and organizations across nations (2nd ed.). Thousand Oaks,
CA: Sage Publications.; Hofstede G. Culture’s consequences: international differences in work-related values.
Newbury Park, CA: Sage Publications; 1984 [Abridged edition]; Soares, A., Farhangmehr, M. & Shoham, A. (2007).
Hofstede's dimensions of culture in international marketing studies. Journal of Business Research, 60, 277-284.
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WIMHHA TaakukoTiapuna €Eputud Oepuwurad. lllyHuHrnek, maskyp oaumiiap
TOMOHUJAH OJu0 OOpHITaH TagKUKOTIAp amManuéria, AYHEHUHT SHI MHPHUK
KOMIIAHUSUTApH TOMOHHJAH FOKCaKk IbTUpPO( 3TWimO, X03upra Kaaap caMmapaiu
KY/IaHuO KeMMHAETraH MapKeTHHT CTpaTervsulapuHH spaTud, aMamuérra KeHr
KOPHUM KUJIMILITaH.

YOy coxana MAX onmumnapuaan Azoes I'.JI., Aucodd U. , Bonosukos Bb.11.
Tony6kos E.II. Jrobeuxuii I1.B., Combckas W.IO., Ikxapayn B.J.* cunrapm
olMMJIap WJIMHUH TagKUKOTIap oaud Ooprannap. Maskyp TaaKUKOTIapaa
aBTOMOOWJIb OO30pUHUHI XYCYCHSTJIApH Ba y3Mra XOC >XMXATJIapH, CTPATETHK
MapKeTHUHI  Ha3apusacH, OpeHJHM  IIAKIUIAHTHPUIN  Xamjaa  OpeHAMHT
CTpaTervsulapuHd MIUIa0 YMKHUIIHUHT WIMHUN-Ha3apuil JKUXaTiiapu EpUTUITraH
Oyica-na, ucCTebMONUMIapra WYHAITUPUITaH MAapKETHUHI CTpaTerusjiapu Ba
aBTOMOOMIIIap 0030puAa MCTEBbMOJYMIIAD CETMEHT XYCYCHUSTIApUHU aHUKJIAIIra
eTapianya axaMHusaT KapaTHUJIMaraH.

PecnyOnukamMu3 caHOAT KOpXOHAJIapuAa MapKETUHT CTPATETUSACUHU HIILIA0
YUKUII ~Macaiajapu MaxaJUIMi UKTUCOMYM onumiapraaH A.bekmyponos,
M.bonTaboes, M.Hxkpamos, P.Myparos, M.Kocumoga, I".Kapuesa,
[I.9pramxomxkaena, A.dartoxoB, T.AkpaMoB Ba OOIIKATAPHUHT WIMHUN TAJKUKOT
WIUIApUIa  YpTaHWiIraH’. Myannudap KOMIAHUsUIapAa  MapKEeTHHT
CTpaTerusiapuiaH dboitnanaHuIHA TAaKOMUJUTAIITHPHIIL Oopacungaru
Ha3apusUlapHU SHTM MablIyMoTJIap OuiaH OoMMTHO, Maxamauil Ba XOPUKHI
0030pyapia KopxoHanap (haoNUATHUHUHT MapKETUHI caMapaJOpiUTMHU OLIMPHUIIT
MyaMMOJApUHU WIMUN Taakuk »Trad. lllyHunraek, aBromoOusiap 0030puHU

http://dx.doi.org/10.1016/j.jbusres.2006.10.018; Bowen, D. E. & Jones, G. R. (1986). Transaction Cost Analysis of
Service Organization-Customer Exchange. The Academy of Management Review, 11, 428-441.; Muhammad
Mujtaba, A., Sany Sanuri Mohd, M. & Aliyu Olayemi, A. (2013). The Moderating Effect of Long-Term Orientation
Culture on the Relationship between Trust, Personalization and Customer Satisfaction and Loyalty: A Proposed
Framework. International Journal of Academic Research in Business and Social Sciences, 3, 117-131.

4 Azoes T'.JI. ®opMupOBaHHE MapKETMHIOBBIX TEXHOJOIHH YNPABIEHUs OPraHM3aLMAMM B KOHKYPEHTHOH cpejle:
Huc. n-pa sxoH. Hayk: 08.00.05 M., 1997. 334 c.; Aucop¢d W. Crparernyeckoe ynpapieHre. Mocka: DKOHOMHUKA,
2009. — 33lc.; Kmaccukn MeHemxkMmeHTa (JIEKTpOH pecypc). Beb caifr: http://www.hrm.ru; Bomosukos B.I1.
PazpaboTtka onTuMansHOT0 OM3HEC-MTOPTQEIs MPOMBIIIICHHOTO TpeanpusaTis. BectHuk OMI'Y cepus « DOKOHOMHKaY,
N1, 2010-c.162.; ToxyoxoB E.I1. MapkeTHHrOBEIE UCCIIEIOBAHUE: TEOPHSI, IIPaKTHKa U MeTooiorusi. M.: @unmpecc,
1998. 416 c.; JIrobenxkwuit [1.6. MexaanusM GopMupoBaHHS U peann3alliil MapKETHHTOBOM cTpaTeruu. ABTopedepar
JUc.K.3.H. 1o crienuanbHocTd 08.00.05 — skoHOMHKA M yIIpaBieHHE HApOAHBIM Xo3siiictBoM. ['opku, 2016. cT.9.;
Connckast N.10. KOHI.[G:HI_[I/ISI u MECTOAO0JIOTUA MAapKETHUHI-MCHECIKMCHTA B CHUCTEMC pOCCHﬁCKOFO
peanpuHIMaTenscTBa: Juc. a-pa sxoH. Hayk. Upkyrck: MH-T s3xoHOMukun UI'TY, 2000. 300 c.; Mxapays B./L.
MapKeTHHIOBbIE OCHOBBI CTPATETMYECKOTO TUIAHMUPOBAHUSA: Teopws, METOAONOTUs, MpakThKa: MoHorpadus. —M.:
Heno, 2005. — 376 c.;

5 Bekmurodov A.Sh. Gafurov U.V. Uzbekistan on the way to a new and high stage of modernization of the economy
and deepening of reforms -T.: Economy, 2008 - 123 p.; Boltaboev M.P. Marketing strategy in the development of
export potential of the textile industry of the Republic of Uzbekistan: Eco. sub. doc. diss. abstract. - Tashkent: TSUE.
2005. - 35 p.; Muratov R.C. Regional aspects of the formation of the range of light industry products for rural
consumption in Uzbekistan. 08.00.13 - Specialty "Marketing". e.c.s. diss written to obtain a scientific degree. - T,
2006. - 200 p.; Kosimova D.C. Modern trends in the management of integrated corporate structures. Monograph. -T.:
Economics, 2011. -166 p.; Karieva G.A. International marketing of the company in the development of exports (on
the example of the textile industry of the Republic of Uzbekistan). Abstract of thesis. dis. e.c.s Art. Cand. eq. n. - T.:
TSUE, 2008.-25 p; AxpamoB T. ABTOMOOWIb CaHOATH KOpXOHajJapuja MapKeTHHI CTpaTerHsIapuHU
takomuutamtapum.  08.00.11 — Mapkerunr (uxrucomuér damnapu). Vkrucoauér ¢amnapu mokropu (DSc)
nucceptanusicd. TomkeHT maxpu — 2018 i,



TQKUK KWIHILI, HCTE€bMOTYHIAPDHUHT TYpPJIU CETMEHT XYCYCUSITUHU aHMKJIAlll
Oopacuaa aHWK XyJocajapra KeJIMHMAaraH.

JucepTranus TAAKUKOTHHUHI JUCCEPTANMS OaKapuiral oJIMil TabJIUM
MYacCaCcaCMHUHT MJIMHI TAAKHMKOT MILUIAPU pexajapu OWiaH OOFJIUKJIMIHU.
JluccepTanus TaAKUKOTH TOIIKEHT AaBIaT UKTUCOIUET YHUBEPCUTECTUHUHT HIIMUAN
TaIKUKOT unuiapu pexacura MmyBohuxk OT-A2-050 «KopxoHamapHUHT MapKETHHT
daonmusTHIA MOTUBAITUS YCYyJIapuIaH (poiIaJaHuIl caMapaJ0PIUTHHN OIITHPHIID
MaB3yCHJIaryd aMajui Jloiinxa qoupacuia oaxkapuira.

TaagKMKOTHHHI  MAaKCaAW  aBTOAWIED  KOpXOHAJIapuaa  MapKETHHT
cTparerusiiapuiad  (HONWJANaHMIIHA  TAaKOMUWUTAIITUPUIN — OVitmda  Takiud
Ba TaBCHsUIAp UIIIA0 YMKUIIIAH HOOparT.

TaagkuKoTHUHT Basudaiapu:

3aMOHABHIl MapKETUHT CTpaTerusylapy, YJIAPHUHT Ma3MyH-MOXHSITHUTA OWJT
TypJId Ha3apuil KapaluiapHy YpraHuIl XaM/ia MaBKy TCHICHIUsJIApDHN aHUKJIaI,

XaJKapo aMalduéTAa KEeHr KYJUIaHWIaauraH Xo(CTeIHUHT MaJlaHUil
ME30HJIApH AacoCHJa MAapPKETUHT CTPATCTUSJIAPUHUHT MIUIMH  aBTOMOOHWITH
0030puaa Kyiam Oyitnya KypcaTkuujaap TH3UMUHU MIUTA0 YMKULI;

V36eKHCTOH aBTOMMIIED KOPXOHATAPU/IA MAPKETHHT CTPATEerHsUIAPHHH HIILIA6
YUKWIITHA TYFPU TAIIKWAJ KWIWII, YHIATd YMYMHKTHCOIUNA, 0030p Ba MKTHMOMWMA-
MaJaHU{ OMIUIIAp TU3UMUHU TaBcuIan;

aBTOMOOUIIL 0030pHJIard MYBO3aHATTa TabCUP KYpcaTyBUM HMKTHUCOIMIMA
Ba IKTUMOUN-MaJlaHUd OMWIIJIAPHM aHUKJAINI, TaxJIWJI KWIMII XamJa aHUK
Me30HJIap acocuaa 6axoail;

UCTEHMOJMUIIAPHUHT ~ MaJiaHWi, TICUXOJOTMK Ba OOIIKA HXTUMOHI
KUXATIAPUHU YpraHUIl OpKald MWUIMKA aBTOMOOWIL Oozopumarn «LADA
Uzbekistan» OpeHam caBao XaXMHUHHM OIIMPUIN Makcaauaa auddepeHimanys
JTACTYpUHU WILTA0 YMKHIIT;

xapuaop «noptpetn» xamaa «K LADA» aBTromoOmiap caBnocua 4yerupMaiu
«test drive» Ba yHuBepcan «trade-in» MexaHU3MJIAPUHU KYy37a TYTyBUM pakoOaT
Xama CaBAOHH CHJDKUTHIN CTPATETHSICUHH MIILIA0 YAKHIII,

MaxaJUTMAIAIITUPUIIT Ba CAHOAT KOOMNEPAIMSACHHU KCHTAaUTHUPHIN Xamia
OyTJIO0BUM KHCMJIAPHU €TKa3uO OCPHUIIHWHT JIMICH3USJIAIITAH TH3UMUHU >KOPUN
KWINII OpPKIM JAacTiad «HHpUK y3eIu», CyHrpa OOCKHUMa-OOCKHWY «Maiia
y3eJUTH KOHBEHEp» yCyIua UIiad YNKAPUIITHA TAITKAI KAJTUII,

XapuJl KOOWIMATH TApUTETHHU HMHOOATra OJiraH XOJIJa aXOJMHHWHT YpTada
HOMHWHAJ JapOMaJuaaH Keaud YMKUO YTKa3WIraH KaiTa cerMeHTIIanl V36ekucron
MUJUTHA aBTOMOOWIH 0030puia «ap3on» (Oromker) Toudacumarn aBromoOusIiap
UNUIad YUKAPUIUIINHN ~ KYTIAWTUPUIT XaMmJia «OMMaOOom» Ba «IIPEMUYM»
tTordacuaard aBTOMOOMILIAP aCCOPTUMEHTHHHM «trade-iny acocuma sHrumarml.

TaakukoTHUHT o00bekTH cudarunga «LADA  Uzbekistan» Openau
tabrcucuncu «Roodelly MUYUKuuur V36eKkuCTOH  aBTOMOOHIIL 6o30puaaru
(haousATH TaHJIaHTaH.

TaaKMKOTHHHT TpPeAMeTH  aBTOAWJIED KOpPXOHAJIapujaa MapKETHHT
CTpaTerusiapuaad  (QoWJaJaHUIIH TaKOMWUTAIITHPHUIN JkapaéHUIa ro3ara

KEI1aguraH I/IKTI/ICOIII/II\/’I-I/I}KTI/IMOI/II‘/’I MyHoca6aTJIap MaXMyH OJIMHTaH.
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TagKuKOTHUHT ycyJuiapu. Jluccepramus uWIMAa Ky3aTHIN, WHIYKIMS,
aenykuus, Xo(cTeTHUHT MagaHuil me3onnap moxaenu, ARDL Ba xouHTerpaunus
APKOHOMETPHK TaXJIUJ ycyJutapu, cypoBHoma, cermenTinam, SWOT, PESTLE kabu
TaIKUKOT yCyJIapuaan (poraamanviras.

TagKUKOTHUHT MJIMHUI SHTUJIMIH KyHugaruiapaad noopar:

V36eKrCTOH MIJUIHI aBTOMOOHITE 0030puaard MCTESHMOTUYMIIAD MaJlaHUMA-
MICUXOJIOTHK «IOPTPETU»HUHT ypTada Kukmatu 75,8% napaxkacuaa SKaHIATH
aHukK1aHuo, yauHr acocusia «LADA Uzbekistan» OpeHIUHUHT MOJACIIap KATOPUHU
muddepeHnranusiIam 1acTypy UIiad YNKUJITaH;

«full service» makerura sra Oyiran yerupmaiu «test drive» xamia MoJiesid Ba
Iopral Macodacu/iaH KaTbUi Ha3zap yHUBEpcal «trade-in» MeXaHU3MJIApUHU KYy3/1a
TyTYBYH MAapKETHHTHU CUJDKUTHII CTPATETUSICH TaKJIn(] STHIITaH;

caHoaT KOOMEPAIMSICHHUHT 3XTHUET KUCMJIAPHHU JIMIICH3Us OepMaraH XoJjjaa
MaxaJuui unuiad yukapyBumiapra Ooyroprtma Oepuit (ODM) TU3UMHUHU KOpuUi
kwmm  xucooura “LADA  Uzbekistan” Opennu aBToMOOWIUIapU TaHHAPXWHU
Vpraua 6,6 (ousra KamMaWTHUPHUIIHU Ky3/1a TyTYBUM HapX CTPATErHsICH TakiIuQ
STHIITaH;

«LADA Uzbekistan» OpeHau caBlio XaXKMUHUHT HOpMas, ONTHMHCTHK Ba
KPUTHK ClIeHapuiliapra acocyianran 2026 iunarada npor1o3 KypcaTkudjiapy unuiad
YUKWJITaH.

TagKUKOTHHUHT aMaJIMii HATHXKAJIapH KyHuaaruiapaad noopar:

aBTOMOOM/UTap ©0030pHJa HMCTSHMONUMIIAD TalaOWHU IIAKUTAHUIITUHUHT
VOKTUMOWHM-MaIaHU OMIJJIADMHU aHUKJIAIT aCOCHJIa XapUJIOP IIOPTPETH TaBCHUS
STHJITaH;

MUJUITMH  aBTOMOOMJIb 0030pUra HMYKH Ba TallKM OMHJUIAD TabCUPUHHU
O6axonamHuHr «PESTLE» MapkeTHHr TaaKUKOTH YCYJIMHH TaKOMUJUIAIITHPHUII
TaBCHS DTHIITAH;

V36exncTon aBToMobmmIap Go3opuaa Xo(CTEIHUHI MajaHUl ME3OHIapH
acoCHJ1a UICTChMOTYMIIAPHUHT CETMEHT XyCYCHUSTIAPUHU aHUKJIAIl TaBCHS YTHIITaH;

aBTroMoOuUNb 0o30puaa Hapx Oyinya paxkoOatna KHECHM YCTYHJIMKHHU
TabMHHJIAI, CaBJI0 CaMapaJO0PJIMIMHHA OMIUPHITHUHT YHHUBepcall «trade-in» xamma
«test drive»Hu y3uaa akc 3TTHPYBUM MAPKETUHTHHHI CHJDKHTHIN CTpPAaTETHsIIapU
TaBCHSI DTHIITAH.

TaagkukoT  HATHKANAPH  WIIOHWIMJMIHA. Ymly  Auccepranusia
KEeJIITUPWITaH MabJIyMOTJIAPHUHT WINMOHWIWIUTH YJIAPHUHT pacMuii MaHOanapjaH
OJIMHTAHJINTH OWJIaH, CTATHCTUK Ba OMIMPHK TaxXJWuIiap, SKOHOMETPHUK
MOJCIIIAIITHPHUIIT Ba TMPOTHO3IAMITUPHUII HATIKATAPUHUHT UIMOHWIMIIUTH TYPJIU
CTaTUCTHK MeE30HJap EpjaaMuaa OaxoJIaHTaHW OWIIaH, WIIIA0 YHMKWITAH TaKIud
Ba TAaBCUSJIAPHUHT WIIOHWIMJIWUTH Ba YPUHIWINTU MyTacajau JaBjaT
TAIIKWIOTIIADK Ba TaJIKMKOT 00bekTH cudatuaa onmuran «LADA Uzbekistany
openau Tabcucurcu «Roodelly MUK kopxoHacu TOMOHHIAH aMaluéTra Taa0uK
KWJIAHTaH! OWJIaH U30XJIaHA M.

TaagkuKOT HATHKAJTAPDHHUHT WIMHH Ba aMaJMii axamMusiTH. TagKuKOT
HaTwxkanapuHuHr wimuidi axamusata «LADA  Uzbekistan» Opennun mapkeTruHr

CTpAaTEeTusACH CaMapaJOpJUrd Ba YHUHT PaKoOaTOAPJOULIUTHUHU OLIMPUINITa
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KApaTWraH MaxcyC WIMUKA-TAJKUKOTIApHU amaira oumupuiia (onganaHuiil
MYMKUHJIATH OWJIaH U30XJIaHAIH.

TagKMKOT HATWKAIAPDUHMHI aMajuid axaMusATH YpTa Ba Y30K MyIIATIH
UCTUKOOJ/Ia XOPWXKHM Mamilakatinapja KyJUIaHWJaJAWraH WIFOP MapKETHHT
CTpaTernusIapHHN Y30EKNUCTOHA KOPHil KWIMII OPKANH MMIUIAH aBTOMOGHIIb
0o3opuaa COFJIOM pako0aT MyXWTHHH IIAKJUIAHTHPHIN, >KaXOH aBTOMOOWIIH
CaHOATHJIard WJIFOP TEXHOJIOTHSUIAP BAa MHHOBALMSUIAPHU JKOPHM KWJIMII 3Ba3ura
SHTM MOJIEJVIap KAaTOPUMHU KOHBeHepra KYyHuIl, MaXaJUTMAIAIITUPUII Ba CaHOAT
KOOTIEPALMSCUHN KEHTaUTHpHUINl XUCOOMra «HHpUK Yy3eJUIM KOHBehep»uiiad
YUKAPUII TU3UMHUHHU KOPUM KUIUII Xamjaa Oy OpKalu UMIIOPT YpHUHU OOCHII
Ba MAaxCyJIOT TaHHApXWMHU KaMaWTHUpHUIIra OHpUILIUII, MHUPOBapAHIa 3ca
UCTEbMOJIYMIIApra 3aMOHABUM, ap30H Ba TEXAMKOP aBTOMOOWJUIAPHU €TKa3uO
Oepulgard YpHU xamja axaMusITH KypcaTtuO Oepuiras.

TagKukoT HATHKAJIAPUHUHT JKopuil KUJIMHHUIIHA. ABroauiep
KOpXOHajapua MapKETHUHT CTpaTerusiapuaan doitmanaHuITHNT
TaKOMWIIAIITHpUII OYiinya UIiad YuKWIraH Takiaudiaap acocuaa:

V36eKHCTOH MWLM aBTOMOOWIb GO30pHIArM HCTEHMOTUMIAP MaJIaHHii-
MICUXOJIOTUK «IOPTPETU»HUHT YypTada kKuiMatu 75,8% Iapaxkacuja SKaHIIUTH
aHukJanuO, yauHr acocusia K LADA Uzbekistan» OpeHauHUHT MojesIap KaTOpHHU
mupdepenunanmsuiamn gactypu Oyinya taknupu «LADA Uzbekistan» Openau
Tabcucuncn «Roodelly MUK Qaomustura xopuii  stmiran  (Y36ekucToH
PecnyOnukacu MuBecTuiusnap Ba TamKud caBao BasupiauruHuHr 2022 #un 9
maptaard  02-14/-02110-connm  MabiiyMOTHOMAacH). Ma3kyp  Takau(pHHUHT
amanuérra Tarouk stuimmy Hatmkacuga « LADA Uzbekistany 6penau tabcucuncu
«Roodelly MYKuuur 2021 #un ceHTI0pb-aeKadph oiiapuaa Xapuaopiap opacuia
oMmmaborn OYnraH OK, KyJ paHl Ba KOpa paHrjapaard aBTOMOOWJUIApHU €TKa3uo
Oepum 136 dowusra omran, «Sports & deluxe» TIOHHUHT ycynuaa KyIiMMYa UIILJIOB
Oepwiran MoJiefilapHu OyrOpTMa acocujia COTUII Wyira KYWWIraH, IIyHUHTICK,
«celaH» Ba «yHUBepcas» Toudacumaru aBromoOwsiap casmocu 161,3 ¢owusra
OIIITaH,;

«full service» maketura sra 6ynaran yerupmanu «test drive» xamaa Mojienu Ba
1oprai Macogacual KaTbuid Ha3ap yHUBepcal «trade-in» MexaHU3MIIApUHH KY31a
TyTYBUM MAapPKETUHTHU CHJDKUTUII cTpaTterusicu Oyitmua Ttakmudpu «LADA
Uzbekistany» O6penan tabcucurcu «Roodelly MUK kopxonacu dhaonustura sxopuii
stiran  (Y3Gekucton Pecry6nukacu VIHBeCTHUHMsIAp Ba TAIIKH — CABJIO
BasupauruauHr 2022 #wn 9 maptoarn 02-14/-02110-connu MabIyMOTHOMACH).
Maskyp TaknuduauHT xopuit dTrnmmy Hatmwkacuna «LADA Uzbekistany 6pennu
tabcucuncu «Roodelly MUK kopxonacu aBromoOmmiap caaocu 2021 HvtHUHT
HOsIOpb oin 10,6 MipA CYMHM TamKwi 3TUO, OWIMK ypTada caBlIO XaKMHTa
HucOartan 298,3 (ousra omMIIUra YPUIIIIIN;

CaHOAT KOOMEPALMSICUHUHT AXTUET KUCMJIAPHU JIMUEH3Ms Oepmaran XxoJjja
Maxamid unmad yukapyBumiiapra Ooyroprtma Oepuin (ODM) Tu3uMuHU KOpUi
ki xucodbura “LADA  Uzbekistan” Openaun aBTOMOOWIUIapUM TaHHAPXUHU
ypraua 6,§ dbousra KaMaMTHUPUIIHU KY3[a TyTYyBYM HApX CTpaTerusicu Oyinnua

takiudu Y30ekucton Pecriybnukacu MHBecTUlMsUIap Ba TAlIKK CaBAO Ba3UPIIUTU
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['eonorus, TOF-KOH CAaHOATH, METAJUTYPIUsl, MAIIMHACO3JIMK Ba KYPWJIMII
MaTepHaIapd  OOIIKApMacH (AoIUATHra SKOPUH KwiuHraH (Y36eKHCTOH
PeciyOnmukacu MHBecTurusmap Ba TalKyd caBao BasupiauruHuar 2022 wmm 9
maptaard  02-14/-02110-comnmm  MabiymoTHOMAacH). Ma3skyp — Takiau(HHAHT
amanuérra Tatouk dTruinm HaTkacuna « LADA Uzbekistan» 6pennu tabcucurcu
«Roodelly MY)XKuunr «Vesta», «X-Ray» Ba «Largus» wmonemmapuan «CBU»
(complete build-up), spHE MUIEPIHK XYKYyKH acocuia Tai€p aBTOMOOWJUIAPHH
UMIIOPT KWIMII Ba MYKKM 0Oo30pra COTHII  aMaJIUuE€TUHU OOCKMUMa OOCKUY
KUCKapTupu 6onuianu6, 2022 it 1 sHBaph X0aTUTra UMIIOPT XaKMUHU Kapuio
42,4 ¢omsra KaMaWTUpHUINTa SPUIMAIAN Xamaa JKuzzax BHIOATHAATA HUFHII
MaiIoHuIa «\Vestay, «X-Ray» Ba «Largusy» MOJICTUTAPUHH
MaxaJuTMiIamTUpUIIHUAT  SHTH  «SKD»  (HUpUK y3eIu KUCMJIApHU  MUFHII)
ycyinuaa wunuiad uukapum #ynra kyduiaau. KopxoHama 3HT  3amMoHaBUM
pOOOTIAIITUPUIITaH KOHBENED JIMHUSIIAPU YPHATUINO, YHUHT Heru3uaa 233 Ta sitHru
WII YPHU sSpaTwiau xamaa nuposapauna 2022 vivn 1 aaBapps xonatura xxamu 32,7
MIIpA. cymiuk 197 qona aBTOMOOWIIB UILIA0 YUKAPUIITaH.

«LADA Uzbekistan» OpeHau caBio XaXKMUHUHT HOpMas, ONTHMHCTHK Ba
KPUTHK ClieHapuiiiapra acocianrad 2026 iunraya mporHo3 KypcaTkudiapu oyiinda
takmu «LADA Uzbekistan» 6pernu Tascucuucu «Roodelly MYX daonusitura
XKOPUN ATUIITaH (3736eKHCT0H PecnyOnukacu MHBecTuLMsUIap Ba TalllKUd CaBJIO
BasupauruauHr 2022 #mn 9 maptaaru 02-14/-02110-connu MabIyMOTHOMACH).
Ma3skyp WIMUN SHTUJIMKHUHT aMaluérra >Kopui sTuiuiu Hatuxacugaa «LADA
Uzbekistan» oOpenmu tabcucuucu «Roodell» MUYKuunr 2026 iiniraua Oynra
CTpATETUK WYJ1 XapuTacH UILIa0 YAKHUITaH.

TaagkuKOT HATHKATAPUHUHT anPodauuscu. Ma3Kyp TaIKUKOT HATHXKaJIapu
4 Ta, KymsanaH, 2 Ta pecrnyoiMka Ba 2 Ta XaJdKapo WIMH-aMallui
KOH(epeHuusIapuaa MyXxokaMaJaH YTKa3uirad XaM/a Te3nciaap Hallp 3TUIITaH.

TagKuKoT HATHXKAJTAPUHMHI IBJOH KWIMHUINM. J[MccepTaius MaB3ycu
6yitnua sxamu 10 Ta wIMuit wm, my sKymianaH, Y36ekucton PecryGmukacu Onmii
aTTeCTals KOMUCCHUIICH TOMOHUIAH TaBCUS STUJITAH MaxXaJUIMi UIIMUN Hallpiaapa
2 Ta Ba Hy(py3J11 XOpHKUH )KypHaUIapaa 4 Ta WIMHI MaKoJagap Hallp dTHIIM.

JluccepTanMsIHUHT TY3WJIMINM Ba XakMM. J(Mccepranus TapkuOW KHUPUII,
yura 000, cakku3Ta maparpad, xynoca, doinanaHuiaran anaduériap pyixaruaan
noopar. [{uccepranus acocuii MAaTHUHUHT XaKMH 130 O€THU TaIIKWJ dTaau.
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JTUCCEPTALIMSIHUHT ACOCHUI MASMYHH

JluccepTalMsTHUHI KHUPHMIN KHUCMHUAAQ TAAKUKOT HWIIM  MaB3yCHHUHL
J0J13apOJIMTU Ba 3apypaTd acocjaHraH, TaJKMKOTHUHI MakcaJ Ba Basudaiapi,
O0O0BEKTH Ba IIPEIMETH MIAKUIAHTUPUIITAH, TAAKUKOTHUHT WIMUI HILLIap pexanapu
OuJlaH aJoKaJOpJIUTU aHUKJIAHTaH, JUCCEPTAUUSHUHT WIMHAN SHIUIUTH, WIMUN
HaTWXKaJlapy, WIMHUHA Ba aMaluid  axaMuATH  KEITHPWITaH, TaIgKUKOT
HATWKaJApUHUHT aManuérra TaTOMKH, YOIl JTWITaH MIIap Ba JAUCCepTalus
TYy3WIMIIM TYFpucuaa MabiayMoTiaap Oepwirad. llyHuHraek, auccepranus
MaB3ycH OYViuYa XOPMKUIA WIMHM TaIKUKOTIAP MIapXU KEITHPUIITaH.

TagKUKOTHUHT “ABToamiep KOpXoHaJIapu/Jia MAapPKETHHT
cTpaTerusiiapuaan (oigaaHNIIHUHT HA3apuil Ba ycayomii acocaapu” 1eb
HOMJIAHTaH OupuHYM 000MJa aBTOMOOWIb Oo030puUra Moc OViIraH 3aMOHaBUMN
MapKETHUHT CTpaTerusuiapyd YpraHuwirad, aBTOMOOWIb 0030pura TabCUp ITYBUU
MaJaHUAT OMUILIAP AaHUKJIAHTaH Ba XO(CTETHUHT MaJaHUI ME30HIIAP YCYIUHUHT
Ha3zapuil acocjaapu MOXUATA Ba OOBEKTUB 3apypaTu ypranwirad. lllyHuHraek,
Ma3Kyp HYyHaJIHIIA XOPWKIUK UKTUCOAYH OJIMMIIAPHUHI 3aMOHAaBUI MAPKETHHT
KOHLCNIMSUIApH,  KYyMJIaJaH, MApPKETHHI  CTpaTerusuiapd  3JIEMEHTIIApH,
XyCyCHATNApH Ba YHAAH Y30€KHCTOH aBTOMOOMIb 6o30pmiaa (oiigamaHum
UYIapyuHUHT Ha3apuil )KuxaTiapu EpUTrO OepuiiraH.

JKaxOHHUHI €TaKyuM MKTUCONYM OJUMIApH, MApKETUHI Ba KOPIOpPATUB
OomkapyB coxacugard IyHEHUHI SHI Hy(y3JM MyTaxacCHCIapH ypTacuia
MapKETUHI CTPATETUSICMHUHT SHTM 0030pra KUpUUIAArd axamusaTd Oopacuaa
AKAWIT (QUKP MaBxKyJ Oyica-a, CTpAaTEeTUMsHUA HIIA0 YHMKUIIAA MaJaHHi
OMUJUTAPHU XMCOOTa OJUII 3apypaTu Oopacuaaru Kapauuiapaa ¢papkiap MaBxy/l.
KopxoHanapHuHr sIHTM OO30pHM Y3MAIUTUPHUINM Ba YHAA KYJUIAHWJIAJAUTaH
CTpaTerusijapHu OeNruialll y4yH UCTebMOJT 0030pUra TabCUp 3TYBUM MaJlaHUIA-
MICUXOJIOTUK OMUJUIAPHU aHUKJIAIM Ba YJIAPHU TYFPH Y4aidl OMIIMILN JO3UM.

Nnmuii agabuérnapna 3aMOHaBUM MapKETHHT KOHIICHIUSJIApU JIoMpacuja
IIAaKJUIAHTaH  MCTEbMOJYMWJIApra  HYHAJITHPWITAH  CTpaTerusjiap, acocaH
MaxCyJIOTJIapHU TaHUTHUII YYyH KYJJIaHWIAJUTaH yCyJiap MUFMHANCH cudaThaa
Kapairad. MapKeTHHT CTpaTerusCHHN KOPXOHAHUHT UILIA0 YMKApUIL, COTHUIL Ba
pPEHTA0CVIMKHA ~ OLUIMPUINTa HYHANTHUPUITaH OINEpalroH  (aoJusTIIapuHU
Oomkapuil BocuTacu cudaruia Kapamuiap XaMm MaBxkyJl. AMeEpHUKaIuK OJIUMIIap
MapKETHHT CTPATETUsICUTa COTUILIHU KeHralTUpHUII Ba 0030paaru y3apo pakoOataa
Oapkapop YCTYHJIMKKAa OHPUILMIIHUHT acoCHil BocuTacu cudaruga Kaparas.
V36eKnCTOH ONMMIIApH TOMOHHMAAH MAapKETHHT CTPATErMsUIApUHM  MILIA0
yyuKUIra OynraH €HaamlyBliapja acoCUd JIBTHOOpP CErMEeHTJIAll, TOBApHU
TaKOMWUTAIITUPUII, HAPXJAIMITAPHUIL, COTUIIHUHT SIHTUM YCYJUIAPUHU >KOPHM
ATUII, WCTEbMONUMIAp OWJIaH MaKCcaJJli KOMMYHHKAIUsl yCyJUlapuliaH
doiinananuin acocuja paxkoOaTna YCTYHJIMKHU SIPaTHUII YCTYBOp WYHAJMII
cubparuga ypranwirad. MyannmudHuar Gukprda, MapKETUHT CTpATeTUiCH - Oy
xapujopiiap OuiaH SKUHAAH MYJOKOT YpHATHO, YIApHUHT YbTHOOPUHU MabIyM
OWp MaxcyJoTra >Kajl0 KWJIWII OpPKAIM MaxCyJOTHUHT WXOOWNW WMHKUHU
HIAKJJIAHTUPUII Ba 0030pJaru pakoOdarT MyXuTH KaHJIal OYmuIIMIaH KaTbul
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Ha3ap, ailHaH ymia MaxcyJoT YJapHUHI aCOCHM TaHJIOBU OYIUIIMIa SPUILHUIITA
KapaTWiITaH TU3UMIIAIMITUPWITAH Yopa-TaaOupiap Maxmyn cudaruga dbTUpod
ATUJITaH.

MapkeTuHr CTpaTeTHsUTApUHU  WNIIA0 YHKUAIT Mypakka®d MapKETHHT
TaIKUKOTJIApU Ba YypraHuiuiap acocuja MakuiaHTupwiaau. CTpaTerusuiapHu
unuTad YuKUIaa 6030pra TabCUp 3TYBUYH KOMILUIEKC OMUJUIAP TH3UMUHU YPraHUIIT
tanad »Htunaau. TaaKuKoTIap WIYHH KypcaTaJuKd, XaldKapo KOMIIaHUsIap
MapKETUHT CTpaTerusyIapuHu caMmapaiiy Uiuiad YMKUII Ba amalira OUIUPHUIL YUYH
0030pura KUpMOKYHU OYJIraH MaMJIAKaTHUHT WXKTUMOMN-UKTUCOAMI Ba MaJaHUN
KUXATIAPUHU YYKyp YPraHUIUIAPU JTO3UM.

ABTOMOOWIIb 0030pHJa XapuAOpiIap MaJaHUSTUHU aHUK ME30HJIap acocuaa
yndam Oyiuda Xajakapo amaiauéTia KYJUIAHWIQJWTaH OJHT caMapaiu yCyi
cudartuga HUPHUK KOpHopanusiap TOMOHUAAH sTHTU 0030pra KMpHUII Makcaaua
KYJUIAHWIAJUTaH WCTEHhMOJYWIAPHUHT MaJIAHUU-TICUXOJIOTUK  KUXATIAPUHU
Vpranumaa keHr oigananunanurad, rowiana onumu [.Xodcren ToMoHHIaH
SIpaTUJITaH MaJIaHWil ME30HJIap YCYJMHU KYJUIall MaKcaara MyBOQUK.

Majnannii KaapusiTiiap TU3UMH

benrunap

/KHﬁMaT\

ITaxcnap Y nymnap T~
____________________ MapkeTunr }‘» MapkeTHHr
TAAKHKOTJ/IApHU CTPATCrusaicCu
HcrebMomrun XyJaIK-aTBOPH W 7
~
maxcuapapo maxcui reHzep -
MyHoca0atiap TAHJIOB YCTYHIIUTH -
Koncepsarus- HUCTEBMOI TEKaMKOPJIMK
JINK Jlapaxacu

1-pacm. MaianusT Ba HCTEbMOJTYHIAP XYJIK-aTKOPHHHHT ¥3ap0 TabCHP
Moaean’®

Mabaym Oup MamilakaTaard MaJaHuil YI4OBIApHHU aHUKJIAIITa KapaTUJIraH
SMIIMPUK  TaxJIWiap  YeKJIaHraH  KypcaTKuujap  THU3MMUJAH  uOopar.
HcrebMONMUUIapHUHT  XYJIK-aTBOpUra MaJaHUMd OMWJUIAp TabCUPUHM Oapua
OMMJUTIAp TU3UMHHHM SpaTUIl Mypakka0. MagaHuii Me30HJIapHUHT UCTEbMOTUMIIAp
XYJK-aTBOpUIa TabCUPUHU OaxomamHUHT Xodcren ycyaud Y3UHUHT KEHT
KAMPOBJIWJINTH, HATWKAJTAPUHUHT WUIOHWIMINTYA Ba aMalu€rra TaTOMK STHUIITA
OCOHJIUTH OujaH anmoxuga axpanud Typamu. by ycynaa ucrebMOTUMIapHUHT
MaJaHUM KaIpUATIap TU3MMHU OPKadM IIAKIJIAHTaH HCTEBbMOJIYHU XYJIK-aTBOPH
KUXaTIapu IIaxciapapo MyHocabatiap, UCTChbMOTYMIAPHUHT LIAXCUW TaHJIOBH,
IEHAEpP YCTYHJIIMIH, KOHCEpPBATUBIMK, MAaKCaUIM HCTEBMOJ Japa)kacu Ba

6 Myamnud TOMOHHIAH IAKILIAHTUPMIITAH
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TEXAMKOPJIMK KaOu MaJlaHui ME30H KypcaTKU4Iapy acocuia Taxjini KuauHaau (1-
pacMm).

MuHUMamM3M Ba WHAWBUAYAJIU3MHH TApFu0 KUJIYBYHM >KaMHUSATIApAA y30K
MyJAIaTId UCTEHhMOJ MaJaHUATH IOKOPH Japakaja IMaKuiaHrad OymmO, ymap
unUad YuKapyBud OWJIaH Y30K MYyAJIATiIM Ba Y3apo HWIIOHY aCOCHra KypHJITaH
COTYBUM-XapuJ0p MyHOca0aTjapuHU IIAKIUIAHTUPHUIIHA XOXJalauiaap Xamja
COTYBUMJIAH y3Napura HucOaTaH anoxuja €HAalryB OVIMIIMHE OOl ME30H 3THO
Oenrmnarad. MajgaHusIT Ba MCTEbMONYIIIAP XYJIK-aTBOPUHUHT ¥3apO TabCUP
MOJIeNIA acocHjia o0 OopuiiauraH MapKeTHHI TaJAKUKOT HaTKallapu acocuja
MIAKJUTAHTUPWIITAH ~ CTPATeTusylap KOPXOHAJIAPHUHT UCTEbMOJYWIAp OuiaH
Oynaauran MyHocaOaTjJapyHM Y30K BaKT Cakjia0d KOJMIIra Ba Y3 HMIDKUHU
spatumira épaam oepaau.

HuccepranussHuar “Mujuimid aBToMo0WiIbL 0030pu xamaa yuaa “LADA
Uzbekistan” OpeHan (aoJMATHHMHI aMaJJaru XoJaTu Taxjawim” 71ed
HOMJIAHTaH WMKKWHYM 000MJa MUJUIMK aBTOMOOWIIb OO30pMHHMHI KOPHUW XOJIATH,
HUCTEbMOJYUIAPHUHT CErMEHT XYCYCHUATH YpraHwiraH. XoQCTEIHUHI MaJaHUMN
ME30HJIap MOJIeNn épramma MUJUTANA aBTOMOOUIIb 0030puaaru
UCTEbMOYUIAPHUHT MAIaHUN-TICUXOJIOTHUK KUXATJIAPH YIIYaHTaH Ba HATHKAIApHU
YMYMIIALITUPTAH X0JIa Xapua0p NOPTPETH IIAKIIAHTUPHUIITaH.

V36eKICTOH y4yH aBTOMOOMIIb CAHOATH PHI MYXHM TapMOKJIapiaH OWpH
XMCOOIAHANH. Y30EKMCTOH aXONMCHHUHI COHH Mapkazuii Ocuéna sHr Kyn
GyaraHaurn ca6ab, Xankapo aBTOMOOHIb KOPIOPALMSIAPHHHHT Y36EKUCTOH
O0o3opura KHUpUIITa MHTWIAIIKA [OKOpH. KynruHa xaiakapo aBTOMOOHWIIb
KOMITaHusiapy, skymiagas, “Volkswagen Group”, “Renault Group”, “Hyundai
Group” Ba Oomkaiap >XyJa FOKOPH CaBI0 aijlaHMacura Ba IIUAATIM pakoOar
Taxpubacura sra Oyncamap Xxam, yjgap 0o030pHU ypranuil Ba MyBaddakusTra
SPUILHUII YYYH IOMMO MapKETUHT TAIKUKOTIAPUHU 0JINO OOPUIIH JIO3UM.
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BN ATOMOOMIIAp MLLIA0 YHKAPUIL, OUPIIUK ABTOMOOMIIIIAP UCTEBMOJIH, OUPIIUK

2-pacM. Y36eKHCTOHIa aBTOMOGHIIIAP MIILIA6 YNKAPHII Ba HCTEbMOJIH’
(m1ona)

Y30eKkucToH aBTOMOOMIIL 0030pH CYHITHM WWIIIap/a MaHAeMusl Oyauiimra
Kapamail Y3WHHHT YCHII TeHICHIMSICHHM cakjaraH. CTaTUCTHK MablIyMOTJIapra

7 V36exucton Pecny6iukacu Jlapiar CTaTUCTUKA KYMHTACH MabIyMOTIapH

14



Kypa, 2018 inna Y36ekucronaa aBToMOOHIIAP MILTA0 YMKApHIT XamMu 232 443
JIOHAHW TAITKWI 3TTaH O0yica, 2019 iinnma Oy kypcatkmda 293 555 tara, 2020 finnna
287 285 rara, 2021 wiHUHrT OupuHYM y4 yoparuzaa 3ca 145 940 Tara omiras.
Nmna® 9ukapuImHUHT Yeumu OwiaH Oup KaTopAa HCTEbMOJ XaM  YCHII
TEH/ICHIMACHHH CaKJIaraH. ¥30eKHCTOH/Ia aBTOMOOMIAPHIHT YMyMHii HCTEBMOJTH
2018 #innga 220 667 ta, 2019 #uana 271 108 Ta, 2020 fimima 280 080 ta Ba 2021
HutHUHT OupuHYK y4 yoparuga 150 183 tanu Tamkun strat (2-pacm).

V36eKNCTOH aBTOMOOHIb GO30PHIATH MaBXKy[ XOJNATHH AHUKIAII YYyH
PESTLE Ttaxyinu yTKa3uiau, Y4yHKH yHIOy TaXJIMJd KOMIAHUSHUHT Oapya Xu3Mar
KypcataéTran cHECHIM TaBaKKaIYMIMK Japaxacura 0axo Oepa OJUIIM Y4YyH
MOHHUTOPUHT BOCUTACUHU UIIIA0 YUKUILU KEepPakK.

Cuécuil MyxurT: V36ekucToH CHECHI TU3UMHAATH Oapkapopsuk Tydaitau
“LADA”, “Kia”, “Hyundai”’Ba Oomikamap KaOu Xalakapo KOMIAHUSAJIAP Y4yH
V36ekucTon 0o030pHa y30K MyAAAaT/IM MakcajylapHU OelTwiiail Y4yH TETHIILIN
mapT-mapouTiaap MaBxy.Il.

HNxruconnit Myxur: V36eKNCTOHIArN HKTUCO NI MYXHUT aH4a OapKapop, aMMO
xykymar  “UzAutoMotors”  KOMIIAaHUSACHHU KyJu1a0-KyBBaTJall  y4yH
MPOTEKIIMOHU3M CUECATUHHU KYJUIANIN.

MxTuMOMI MyXUT: KOMITAHHUSUIAp aBTOMOOMJUTAPUHHU JAapOMaJUIH COTUI YUYH
MapKeTHUHI  peXaJlapuHd  MILA0  YUKUIIAA  MapKEeTUHI  MEHeXepiapu
V36eKUCTOHHIHT MKTUMOUI 3IEMEHTHTa A0XU/IA YbTHOOp GepHIILIapHU JIO3UM.

XYKYKH MYyXHUT: MamJIaKaTHUHT XYKYKUH KOPIOpAaTHB MKJIUMH, IIyOXacus,
YHUHT UKTHUCOJIUETU PUBOXKIIAHUIIIN Ba )K0310aiopurura Epaam 6epran oup KaHda
UCJIOXOTJIApHU OOIJaH KeYupau. AWpUM aBTOTPAHCIIOPT BOCUTAJIAPUHU OO
KUPUIIIa aKCU3 COJIUFU CTaBKayiapu Oexop kuiuHrad. Cuécuit myHocabatiap sca
V36exucTonra Tannanral 6o3op cudaruaa MyBahGaKUATIN KHPUII y9yH MyXHM
OMWJI XMUCOOJIaHA M.

DKOJIOTHK MYXHT: Y30EKHCTOHJA XaBOHMHT H(JIOCTAHMIIM OMIaH OOFINK
SKOJIOTHK MyaMMO MaBKyd. Y30eKHCTOH 0030puia Kymaiim6 GopaéTraH 3CKu
aBTOMOOMIUTap €ku  QoiganaHuwiIraH aBTOMOOWJUIAp  CAaBAOCH  XABOHUHT
u(dIIOoCIaHNIIIE MyaMMOCHHHU 103ara YuKapMoK/a.

IIyHUHTAEK, MApPKETMHTHUHI  TaxXJui yCyJlapy Ba  SKOHOMETPHK
MOJIe/UTAIITUpHUIl €paamMuaa 0030pJaru Ba3UsAT YyKyp TaAKUK ATUiArad (3-pacm),
MaBXXyJl TEHICHIUSIAp Ba MyaMMOJap aHWKJIAHTaH XamJla MyaMMOJapHH Xall
STUITHUHT WUJIMUN e4rMIIapy KypcaThuod OepuuiraH.

Mumii aBTOMOOMIH OO30PUHUHT Ba3USTIN TaXJIUIU HATHKaJIapyu acoCH]IA,
TErHIUIA MyaMMoJiapra €4iM TOMHIIHUHT JSHT camMapalid yCyJapuaan Oupu
xucobnanrad, Xo(CTeTHUHT MaJaHuid Me30HJIap Yycyiau é&paamuaa y30ek
UCTeHbMOJTYMIIAPA  MaJaHuaATH  yiadanrad. OnuHTaH HaTWwKalap  acocupia
XapUJIOpJapHUHT  MaJaHUN-TICUXOJIOTUK  MOPTpeTH  spaTwirad.  byHna
UCTEHMOIYWIAPHUHT  aBTOMOOWJIb XapUIWHU aMajra OUIMpPHUILJAa HaMOEH
Oynanuran O6apua WKTUMOUWHM, MaJIaHUH, TICUXOJIOTHK Ba UKTUCOAMM KUXATIapUHU
udoaanoBun caBojiHOMa Ty3wiuO, JlukepT mikaizacu Oyimya 5 Oamuiu Me30HIa
OaxoJiagau.
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3- pacM. Y36eKHCTOH aBTOMOGHIH GO30PHHMHT KOPHii X0aaTH®

“LADA Uzbekistan” Opengura Terumnum Oapya JWICPIUK MapKasjiapura
500 Hycxa caBoJHOMA ONaHKIApW TapKaTWIAW Ba yiaapHUHT 482 Tacw Eku
96,4 Gouszm TYNUK TYIAUPUITAH XOJiga KaltapuO onuuau, 11 Ta OmaHk xarto
TYJIIUPUITAHIUTH Ba 7 Ta OJIAHK WYKOJNTAHJIUTH YYyH TaxJIWIJaH YAKApHUO
Tanutanad. MurnG onvHran 6apya cypoBHOMAIapIarn MabIyMOTIap TYIIHK KaiTa
UIUIaHUO0, MabJIyMOT/Iap YMyMJIAIITUPWITAH. Y MyMJIallIraH MabJIyMOTJIap acocuia
XodcTeqHUHT MaJlaHui ME30HIapy Kyiuaaruda xucooaad ynkapuman. Uik mapra,
V36exucTon uKTUCOANETHAA X0(DCTESAHUHT MaJJaHU ME30HU acoCH/la YTKa3UJIraH
TaxJIMJI HaTWXKalapy 4-pacMa akc 3TraH.

Taxyun HaTWXKallapura Kypa, ucTebMoJuniIap/ia SsHru OpeHanapra HucOaTaH
yTa koHcepBaTUBIUTU 93%, y30K Myaaat oigananui yayH xapua Kuiaumu 82%,
XKAMUATHUHT HY(QY3/IM [IAaXCIapU TaHJIOBHUra spramumu 79%, xapumiap O0yitnua
acocHil KapopyiapHu KaOyJl KWJIWIIIA SPKaKJIAPHUHT MYTIAK YCTYHIUTH 72%,
IaXCUi TAaHJIOBHHHM SIKKa XOJa 3Mac, OoIIKajgap MacjiaxaTura acocjiaHuO amaira
ommpuit 56%, xopuil XapaxkatiaapJaH MaOiar Texamr xucoOura Kelaxak yayH
KYTIPOK XKaMrapull 73% DKaHIATA MaJaHUW-TICUXOJIOTHK KUXATIIAPU YCTYHIIUTH
SIKKOJI HAMOEH JTraH.

8 TagKMKOT HATHKAAPH ACOCHIA MYAJLTH( HILIAHMACH

16



Maxkcazn Gosop: Makcapin rypyx: V36ekucromniarn Majanuii-ncuXo0J0THK NOPTPETH
Y3bexucron "LADA" uyiepiuK MapKasura Taupug
OyiopyBumnap Ilaxcwuit TanTOBUHH OOIIKATAp
VcTebMOTImMIapHIHT

n | MacClIaxaTura acocrmanu® amanra
P>
OLIMPHILT

» .
P maxcuii TaHnoBu-56%

HcrebMoruniap cerMmeHT!

( Em:18-62 ) ( Tenpiep Tenriuru (3/a):328/154 )

SAHI'M Ba HOTaHUII 6pel—mnapra

P Hapomafl JapakacH: Kyiu Ba Koncepearupmk-93% - u o
ypra napoman /|—> P HucOaTaH ¥Ta KOHCEPBATHBINK

>

TauioB Xycycusitiap: V36exucron aBTOMOGHIL

1. Panru: ok, Kopa, KyJIpaHTI paHriap Go3opuaaru xapuuop
> %;L[la](ﬂl/lj cellaH, yHUBEpCal Ba nopTperH xapHap Gyiinia ococuii

fyrranamaciap Tennep ycryumuru-72% | Kapopiapun kaGyn kiR

¥ praknapuunr MyTinak ycTyHmury|
(CerMeHT XycCycHsTIapH)
Ilcuxos10ruK XycycusTia:

1. Kapop KaOys1 Kuiiuuia sxyia

MKKHJIAHHIIT I\ Y,

2. AHVMK XOXHIIHUHT HYKITHTH
+—p»| 3. Maxasumii aBromMoGuiuIap 6uian Makcamm ncresmon-82% V30K MyaT dolinananui yuys

XaJJ1aH 3UEM KYII Ba Y30K COJNMIITHPULIT > » Xapua KHJTHIIT

4. Myraxaccuc MaciaxaTiaaH Kypa

ran-cy3ra Kynpox HIIOHHII

XapoTupaap: YKopwuit xapakaTinapaan mabnar

1. CoTub onraniaH KeiiuH HapX TyIIHO KETHIIHAAH Te)!(aMKOpHI/IK—73% o | Texam XHMCOOHTa KeTaKaK yayH
—p| KypKuil —P KYTIPOK JKaMFapuIIT

2. Xapuna KMIranaaH CYHT KaHAai COTHIIHY Yimamn

3. OXTHET KUCMIJIAPHHU TOIHII KHIMHIUIH

Qﬁlmnm cap¢u Ba cudarn
I_Uaxapnapapo KamusiTHUHT Hy Dy31m
Oparaap: MyHoca6atiap-79% | TaHJIOBHUIA DPralIUII
1. Kyn caBgonammmn
. Uernpmanapaan Qoiigananuns

4-pacM. Y30€KHCTOH aBTOMOOKIb HCTEbMOTYHIAPHHUHT MaIAHHIi-
IICHXO0JIOTHK MopTperH’

V36eKnCcTOHIa  aBTOMOOMIICO3THK — CAHOATHHH  PUBOMKJIAHTHPHIIHUHT
JpaiiBepjapyHy aHUKJIAIl Ba 3aMOHABUNA HKOHOMETPUK MOJCIUIApHU yjapra
KyJanam  xamaa oObekT cudatuga osnmHran “LADA  Uzbekistan” Opennu
aBTOMOOWJUTApU CaBJOCHUTa TabCUP KWJIYBYM OMWUIAD TabCUPU AHUKJIAH]IU.
NxTucoguii-mareMaTuk MOJCIHU TY3WINJIa WIFOP SKOHOMETPHUK METOJIapHU
KyJamra anoxuaa dSbTUOOP KapaTuUiauO, KOMHTErpamusi Ba aBTOPErPECCUB
takcuminadrad jar (ARDL) ycymupga “LADA Uzbekistan” Opennu MapKeTHHT
CTpaTErusICUHU UIUTa0 YMKHUILIa YbTHOOPTa OJIMHUIIY JIO3UM OYJIraH OMUJIJIAPHUHT
TabCUPH O0aXOJIaHTaH.

V36eKnCTOHIarn aBTOMOGHITE 0030pH CUFUMH, HCTEHMOJ XaKMH, HIIIA0
YUKAPUII, DKCIOPT Ba UMMIopT xaxmimapuau “LADA” aBromoOusutapu caBmocu
xakmura Oormukmuruan  [lecapan  kompmacura MyBoduk ARDL  Ttectunu
YyekJIaHMaraH XartonukHu — cwumkinam  Mojenu  (UECM)  kypuHummiga
udonamanau(1.1.):

by epma, SLS — “LADA” aBTromMoOWUIapu CaBJIOCH  XaXMH,
MSZ — wmamnakatHuHr aBroMoOwsib 0ozopu curumu, CON — mamiiakaTHUHT
ucrebMon Xaxkmu, PRD — mamnakataarn aBToMOOWIb HMIIUIA0 YUKAPUII XAXKMU,

® Xod)cTeHUHT MaJaHUIi ME30HIIAp TECTH HATUKAIApK acoCUa Myaliud HILIaHMACK
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EXP — MamyakaTHUHT aBTOMOOWJIb SKCHopTH Xaxkmu, IMP — mammakaTHUHT
aBTOMOOWIIb UMIOPTH Xakmu, GDP — sumu wuku maxcynot, INF — undnanus
napaxkacu, EXC — BanroTta Kypcu.

AInSLS, = @4 + 2oy @ AINSLS, _; + Yo @, AIMMRS, _; + X7_ @0, AINCON,_; +

+ X @ AInPRD,_; + X0 05 AINEXP, _; + X0 @ AInIMP,_; +

+ X0, @; AInGDP,_; + X @ AInINF, _; + X\, 9o AInEXC, _; + B, InSLS, _; +

+B,InMRS,_; + f3InCON,_; + B,InPRD,_; + BsInEXP,_; + BsInIMP,_; +

+f,InGDP,_, + olnINF,_, + PoInEXC,_, + u, (L.1)

ARDL wmopnenu y3rapyBumnapHuHr ¢akarruda 1(0) Ba I(1) taptubna, sbHU
napaka Ba Oupiamun TadoByTAa OUPIMK WIIK3TA dra OVIUINMWHA Tajnad KuiraHua
yuyH KeHraitupwirad [lukku-Oymnep Ba @Owumunc-lleppon Oupnuk wingus3
TeCTIapu YTKa3wiraH. bupnuk wnau3 TecTiaapu OupuHYM TadoByTma Oapua
y3rapyBUMJap CTAallMOHAp OSKAHIWTHHHM, OW3 TaHJIaraH OMWIAp YypTacuaa
KOMHTETPAIMOH OOFIMKINK MaBXYUIMTHHH XamJa TaXJIMJIHU JaBOM OSTTHUPHII
MyMKHHJIIMTUHU  Kypcatau. Iy Oowmc, rokopuga ARDL Tectu ¥yTkaswiraxn
(1-xamBan).

1-s;xkaaBaJ
ARDL mopean y4yH 3XTHMOJIMHA OJIMHTAH OMUWIJIAPHUHT CTATHCTHK
aXaMUSATIIINK TecTn X (ko3 ppunuenTA)

Virapysun Koy du. CT. XaToJIuK t-cTtaTtucTUka IxTHM.*
LnSLS(-1) 1.097165 0.361191 3.037627 0.0385
LnMSZ -0.010987 0.026525 -0.414212 0.7000
LnMSZ(-1) -0.045356 0.033718 -1.345176 0.2498
LnMSZ(-2) 0.052945 0.041217 1.284537 0.2683
LnCON 0.014013 0.028754 0.487333 0.0415
LnCON(-1) 0.043994 0.035713 1.231884 0.1855
LnCON(-2) -0.039898 0.036731 -1.086225 0.0385
PRD 0.022020 0.013509 0.275165 0.0106
PRD(-1) -0.053569 0.007471 -7.169971 0.0882
PRD(-2) -0.058494 0.010868 -5.382112 0.1170
EXP 0.321307 0.052130 6.163586 0.1024
EXP(-1) -0.320702 0.036645 -8.751694 0.0724
EXP(-2) -0.293181 0.059722 -4.909121 0.1279
IMP 0.082629 0.010324 8.003795 0.0491
IMP(-1) 0.159555 0.024305 6.564816 0.0962
IMP(-2) 0.153066 0.021877 6.996652 0.0904
GDP 0.038811 0.000217 0.128282 0.0360
GDP(-1) -19.41148 5.938274 -3.268875 0.1468
GDP(-2) -13.66129 5.303396 -2.575952 0.0821
EXC 0.139216 0.071597 1.944434 0.1471
EXC(-1) -0.049309 0.060846 -0.810380 0.4770
EXC(-2) 0.133803 0.068535 1.952333 0.1459
INF 71.03124 38.88120 1.826879 0.1652
INF(-1) 80.75758 40.34904 2.001475 0.1391
C 2756.998 978.5694 2.817376 0.0669

R-kBagpaTu 0.945322 Jpkcu3 y3r. yprT. apudm. 1218.154

*U30x: p-KkuiiMaTiap Ba O0IIKa TecTiaap MOJIeN TaHJamaa YbTHOOPra OTMHMANIH.

10 V36exucron Pecry6mukacu J{aBnar cTaTUCTHKA KYMHUTACH MabIyMOTIapH acocuia Myamind TomoHuaad Eviews
9 mactypuma 6akapuiras.
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1-xanBanna 6epunran ARDL tectu koddduiueHTaapu UCTEbMOII, UILTA0
yukapuui, umnopt Ba AWM xaxmiiapununar “LADA” aBTomoOwsuiapu caBaocu
XaXKMUTa WKOOUU TabCUp STUIIMHU KypcaTtaau. bolka kypcaTkuuiap y3rapMaran
apouTAa arap HUCTEhMOJI XaKMHU Oup OWUpIWKKA OpTCa, CaBAO XaKMU
0,014 Oupnukka, unad yukapui xaxmu | Oupnukka oprca, 0,022 Oupiukka,
UMIIOPT Xakmu 1 Oupnukka oprca, 0,08 Oupnukka, AUM xaxwmu 1 6upnukka oprea,
0,039 Gupnukka opTaan. p-KUHMaTUHU 3XTUMOJUTUTH 5 (or3aan KaTTa OYITaHIuTu
cababmm 0030p CHUFUMHM, SKCIOPT Ba HHQIAIUSA Japakacu axaMUITCH3 J1e0
TOTIHJITaH.

Mykamman Ba Oatadcusl HaTuKara SpUIIUIT YYYH KOMHTErpalusi TECTH
OpKaJIM KHUCKAa Ba Y30K MYJJATiad OOFJIMKIMK TEKIIUPWITaH. 2-)KaJBall
MabJIyMOTJIapua UILIad YUKApUIl, UMIOPT Xaxmiapu xamaa AMUM nunamukacu
ypracuga KUCKa MYJIaTIM WKOOUW OOFIUKIMK MaBXyq OYnuO, yJIapHUHT
1 Gupnukka ycumu caBao xaxMuuu moc pasuiiga 0,021770, 0,010727, 0,031109
Ba 0,095642 Oupaukka OmMUpaIHn.

Kucka mynnatna onunranga AMM yeumm caBao XaKMU OIIMPUIITHUHT JHT
Ky4Iu OoMuiu Oynub xu3Mar Kuiaau. Bamora Kypcu AMHAMUKAcH OPTHUIIM Hca
CaBJI0 XaKMH YCHUILNTA TYCKUHIIMK KUIYBYM ArOHAa oMuiaup. Arap, cyMHuHr AKI
nojulapura HucOataH Kypcu | OupiMKKa oOllica, KOMIIAHUSHUHT COTYB XaKMHU
0,068412 Oupnukka kamasau. Mmony uHTepBanu S5 ¢ousaH Karra OYITraHIuru
cababmu 0030p CHUFUMH, DKCIOPT Ba HMHGIIAIUS Japa)xacud KUCKA MYIJIATiId
UCTUKOOJIJIa CaB/I0 XWKMHUTa TabCUP KWJIMaWIUTaH aXaMHUSATCU3 OMHUJ DKAHIIUTH
AHUKJIAHTaH.

2-KaABAJ
ARDL MOaeIMHMHI KOMHTErpalus MaK/JI1d 00FIMKINK TecTn!
(ko3 ppunuenTA)
VirapyBuu Koagpuu. | Cr. xaTtonuk | t-cratuctuka | IXTHM.
D(LnMSZ) 0.016966 0.018908 0.897300 0.0958
D(LnCON) 0.021770 0.020932 1.040020 0.0287
D(LnPRD) 0.010727 0.016271 1.110495 0.0380
D(LnEXP) 0.057540 0.034877 1.649824 0.1501
D(LnIMP) 0.031109 0.022113 1.406807 0.0291
D(LnGDP) 0.095642 0.124101 1.750690 0.0316
D(LnINF) 0.088546 0.112829 1.486866 0.1421
D(LnEXC) -0.068412 0.146011 -1.753829 0.0493
CointEq(-1) -0.096441 0.172305 -0.559714 0.5959

V30K Myaagatid  OOFIMKIMK TECTH OMWUIAPHUHT TabCUPH  CE3WJIapiu
y3rapummHan  Kypcatnau. XycycaH, KHUCKa MYAJIaTiAd HUCTUKOOIIa Xam, Y30K
MyAJaTa XaM HCTehbMOJ, WIuUiad uyukapwil, umnopT Ba AWM xaxmu caBmo
XaxMuHH optuiuHU (Moc paBumga 0,014277, 0,026034, 0,050259 Ba 0,025362
OupnuK) parbarTiaHTUpaad. BUPOK, SHT KyWId TabCHUP KWIYBYH OMUJUIAD YPHH
y3rapub, y30K Myagataa HUMIOPT XaKMUA KOMIAHUSHUHT CaBIO0 XaKMHUHU

11 V36exncron Pecrybnukacu JlaBnar CTaTHCTUKA KyMHTACH MabIyMOTJIApU acocHaa Myauud ToMoHuaan Eviews
9.0 macrypuaa Gaxapuiras.
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OUIMPHITHUHT aCOCH OMWIM XucoOnanaau. Mmonu untepBanu 5 ¢ousnan Karra
Oynrannuru cababmu 6030p CHUFUMH, SKCIOPT, MHEISAIUSA Ba BalOTa Kypcu
JTMHAMUKACH Y30K MYJIaTIH UCTUKOOJAA CaBAO XA)KMHTa TabCHP KHJIMAHIWUTaH
axamusTcu3 oMuianp (3->xaaBan).

3-kaaBaJl
ARDL Moe/IMHHHT KOMHTErPaLMs MAKIH Y30K MYIIATIH
(ko3 ppunuenTaa)

YirapyBuu Koagduu. | Ct. xaTtonuk | t-ctatuctuka | IXTHM.
LnMSZ -0.174760 0.148243 -1.178874 0.0723
LnCON 0.014277 0.379489 0.337654 0.0285
LnPRD 0.026034 0.660985 0.593256 0.0394
LnEXP -0.952947 1.726006 -0.552111 0.6008
LnIMP 0.050259 0.883807 0.806508 0.0306
LnGDP 0.025362 0.682637 0.578800 0.0438
LnINF 0.143937 0.959262 2.428821 0.1181
LnEXC -0.285030 1.159475 -0.209662 0.8346

C 71.086798 9.918175 88.079376 0.0449

Cointeq = SLS - (-0.1747*MSZ + 0.1142*CON + 0.0260*PRD — 0.9529*EXP +
0.0502*IMP + 0.0253*GDP + 0.1439*INF — 0.2850*EXC + 71.0867 )

Taxmummapaad ONWHTAH HATWOKAHWHT aXaMUSTIWINTH Ba YPUHIMIIATHHU
aHUKJIAIl MaKcaJu/a MOJICTHUHT JMarHOCTUK TECTJIapu YTKa3wiraH. bpoiii-
[lNondpununr Jlarpawx MyJIbTHUIUIMKATOPU TECTH MOJACIUMU3AA ABTOKOPPEISIIUS
MaBxyZ odmaciurunu, bpoitm-Ilaran-I'ogdpu  Tectn wmoxen  ymyoBuaaru
XaTOJMKIIAp HOpMaJl TaKCUMJIaHTaHWHU Kypcatnu. IllyHuHTHEK, perpeccuB
komaukiaap wuruaaucu (CUSUM) Ba perpeccuB  KOJAMKIIAp KBajgpaTiiapu
nurnaaucn (CUSUM of Squared) Tectiapu yTkazunuO, OJMHTAH HATHYKAHWUHT
WIITIOHYWIMJIMTH Ba TaHJIAHTaH MOJCITHUHT TYFPUIIMTY TaCAUKJIAHTaH.

14000 12604
12000 -
9950 _ = =
10000 8901 ——-
- 7533
8000 6140 -~ 6445 I
5400 -~
6000 e ———— 4617 4301
3524
4000 2639 3305 2673 _—————
1458 --——
2000 L158 ===
0
2022 2023 2024 2025 2026

e= o= [[cCCHMUCTUK === \[axcamiu == <= ONTHMHCTUK

5-pacm. “LADA” aBTOMOOM/IApPH CABAOCH NPOTrHO3H" (I0HA)

12 y36exucron Pecry6mukacu J{aBnar cTaTUCTHKA KYMHUTACH MabIyMOTIapH acocuia Myamiud Tomonuaad Eviews
9.0 nactypuna Gaxapuiras.
13 TagxuKOT HATHKATAPH ACOCHAA MyalTi( HIITaHMAcH
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OnuHran  HaTwxanap acocuja, “LADA” aBTOMOOMJUTAPUHUHT
MaMJIAKaTUMU3/Iard CaBJIOCH XaKMUHUHT aCOCUM, ONTUMHUCTUK Ba MECCUMUCTHUK
CIIEHapHilIapra acocjaaHTaH KeArycu S5 Wil ydyH MPOrHO3 KYpcaTKUuuu Xuco0:1a0
gyukuiarad (5-pacMm). Mabnym Oynauku, “LADA” aBromMoOWIUIapu caBIOCHIa
TalllKd OMWJIIAp TabCUP KuiaMaraHn Takaupaa 2022-2026 iunnapaa KAYUK
TeOpanunuiap Owian optud 60pud, Makcamau cieHapuil Oyimua 2021 nngarn
2639 nonaman 2026 wunma 7533 monara €xku 285 dousra kyrapuinaau. bapua
oMIIIIap WKOOWH TabCUp KWITAH HWJeal WKTHCOIWN IIMApOWTIAa ONTHMHCTHUK
CIEHapHilIap acocuaa MOC paBHIIa caBao xaxmu 5 iwn nuunga 5400 nonanax
12604 nomnara €xu 233 ¢owusra eragu. IDHT OFUP, SKCTpUMaN 0030p MIApOUTHIA
MeCCUMHUCTHUK ClieHapHiliap Oyinda capno Xaxmu 1166 tagan 4301 monara €xu
368,7 dhownsra opraau.

“LADA Uzbekistan” OpeHan y4yH MapKeTHHI CTPATEerHsCHHHM MILIA0
yuKum” 1e06 HOMJIaHTaH y4uHYM O000MJa MIUIMA MaJaHUSATUMU3HUHT aBBaJITU
060012 WHUPUK aBTOMOOWUIIL KOMMIAHUSUIAPUHUHT MAapKETHUHT CTPATETUSCUHU
IAKJUTAHTHPUII Ba aMajra OIIMpUII OyilMya TaXpuOacWHU YpraHuil acocHja
MWUIMA  aBTOMOOWSIL 0030pHaa aHUKJIAHTaH MyaMMO Ba KaMYWIMKJIapHU
Oaprapad xkunui wymnapu anukianrad, “LADA Uzbekistan” OpeHIuHUHT caBio
DAONMATHHN TAaKOMMJUIALITUPHIL, Y36EKHCTOH 0030pHIa ¥3 YPHMHH TOIMII
XaMmJia Xapuiopiiap ypracuaard uaxoouii UMIKUHY IIaKJUIaHTUPUIITA KapaTHIral
camapaJiid Ba MOCJIAIIyBUaH SIHTU MApPKETUHT CTPATETUsICH TaKIu( STUIITaH.

ABTOMOOWIb KOMMaHUSIApU SHTU 0030pra KUPHUII JaBpuja Y3jaapujiaH
aBBaJl KHUpraH pakoOaTyu HIUIA0 YUKAPYBUMJIAPHUHT (DAOTUSATUHU KUIAUMA
Ky3aTUIIH, “UHCANAEPIUK’ MabIyMOTJIApUHU OJUIIN XaMJa yiaap Ay4 KelaéTraH
MyaMMOJIap Ba KaOyJl KWIIA€TraH KapopJiapuHU MapKETUHT TaAKUKOTIapH acOCHIa
aHUKJaIlra UHTWIaAM. MapKeTHHT TaJAKUKOTIIApY PHUCKJIAH XOIHM OViarad y3ura
xoc “‘cMHOB JabopaTtopusicn” Bazudacuuu yTaiiau. SHru 6o3opra kupuin Oyitnua
MApKETUHT CTPaTeTUACHHM WIAK/UIAHTUPHUIIAA Y3apo pakoOaTum Oyiamaca-ja,
MyBaddaKUSTIM aMajra OlraH MapKETHUHT TaKTUKAJIApU Ba CTPATETUSIIAPUHU Xap
OMp KOPXOHA yYyH MyXHUM axaMHUATTa Jra.

Xopwxuid TakpuOaJapHUHI SHTM 0o30pra KUPHUII TaxpuOanapuaaH
doiiananum  Y30eKHCTOH aBTOMOOHMIb 0OO030pPHIArd y3Mra XOC MyXHTHH,
aManjgard KOHYHUWJIMK THU3UMHU, O0X-Tapud cuécaTu Ba XapUIOPJIApPHUHT
MaJaHUH-TICUX0J0oTUK mopTpeTrHr  “LADA” aBTOMOOWJIApUHUHT >KaXOHHUHT
Hupuk OpeHuiapu Ounan cudar, HapX Ba TEXHOJIOTHMK >KMXATIaH pakoOatialia
OJIMACITUTHUHU WHOoOAaTra onumHu Tako3o Kwinu. Ly Oowc, dpanuusHuHT
“Renault Group”, I'epmanusiuunr “Mercedes-Benz”, IlIBenusinunr “Volvo”,
Yexusaunr “Skoda”, AnonusHunr “Toyota”, XKanyouii Kopesnunr “Hyundai
Motors™ xXamja AKllIauar “General Motors” Ba “Ford Motors”
aBTOMOOMJICO3TIMK KOPIOPAIMSUIADUHUHAT STHTU  O030pJIapHU  Y3JIAIITUPHIIIA
KyJuiarad Ho€0 MapKeTHHT cTpaTerusiapuaad ¢oiganaHuIn Makcaara MyBoQpuK.

“Renault” kommanusicu kymHM ['epmanus  Oo3zopura  KUpHILJA
aBTOMOOWJIUTAPUHUHT XaB(PCU3IUK Japakacu HemuciapHuHr ‘“Mercedes-Benz”,

“Volkswagen” €xu “BMW” komnanussiapu aBTOMOOWJIIApUHUKHUIAH Kypa aH4a
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nact Oyica-ma, Xapujopjiap OHIHMJAa OHr XaB(cu3 aBTOMOOWIb cudaTuaa
TAacCypoT KOJIUPHUII OpKaiu 6o3opra kupubd kenrad. “Renault” xommanuscu 8
Ta SHTU MOJICTHUHT MYCTaXKaMJIUTHHU KypcaTuO® OepyBUM ‘‘Kpall-TeCT HH aKC
TTUPYBYM MAapKETUHT cTpaTeruscuiad Qoiigananrad. Hatmwkaga ©Hemuc
UCTEHMOMUIAPUHUHT OHruAa “Renault” Openau aBTOMOOMIIApU MyCTaxkam
Ba xaB(hcH3 geraH Karbuid (PUKp MaKIJIaHTaH.

V36exncron Gozopuiaa y3kaszmiraH XOo(CTEIHUHI MagaHHHl ME30HIAPH
acocuzia XapuAOp TOPTPETUHM INAK/UIAHTUPHII MaKcaauaa YTKa3WUiIraH
CYpOBHOMA HaTWXaJlapu axoJM AapoMajyuiapu Ycub OOpraHIMTUHU TACTUKIIAWIH.
Nuku  Oo3opimaru  aBTOMOOWJIJIADHMHT  HApXd  axolid  JlapoMajyiapura
HOMYTAHOCUONIHUIY OOHMC YpTa CEerMeHTAard aBTOMOOWIIIAp XaM Y30KHU SIKUH
KUJYyBUM YJOB cudartuga sMac, OOiIuK Ba Xamamar Oenrucu cudaruga KalOyi
KWIMHAIIMHU Kypcatrad. [lly Ooumc, aBTrOMOOWUIb KOMHOAHUSUIApU V3IAPUHUHT
MapKETHHI CTpaTerwsuiapuia Hapxjaml cuécaTtura ajoxuaa dbTHOOp KapaTHIId
ao3uM. AKIIxaunr “Ford Motors” KOMIIaHUSICHHUHT SHTU 0030pJiapra KUpUIiga
Kymaiaurad TabakanalraH HapXJall YCyJlId caMapaid YCyJl XHCOOJaHau.
ABTOMOOWIIIAP UCTEBMOIYMHUHT JJapoMajura Kypa “6o3opra WyHaaTUpuirad’ Ba
“npemMuym”’ Toudanap acocuia HapXJIAITUPUII TAKIU( STUTATH.

VTkasunran Gapua VpraHmmuiap Ba TAaXJAWUIAp, SAPATHITAH XapuIop
HNOPTPETH Xamja WIFOP XOPWXKHHM TaxpuOagaH KenuOd YHKKAH HaTHXKa Ba
XxyJocaiapuu ymymiamrupuprad xonna “LADA  Uzbekistan” OpeHauHuHT
V36exncTon 6030pHaa MyCTaxKaM YpHH 3rajUlalliira KyMaK/IalyBYd MapKeTHHT
CTPATETUSCUHUHT yCTYBOp WyHanmuumapu cudatuga KyHugaruwiap TaBCUs
ATUIIAIN:

UIUIad YMKWITaH MAapKeTHUHT cTparerusicu iyHamuuuiapuga “LADA
Uzbekistan” O6pennu ¢GaoJusaTHHH TYIUK Kampad osiraH Oynu0, yHma Hadakar
COTYB X@KMHUHHU OIIWPHIN, MYyKOOWJ HapX AWANa30HUHU OENTHIIAIl, WUMIKHU
XA €Ku Xapuaopiaap OuiiaH MyHocabaTiapia sHru4ya €HJIANTyBHU >KOPUI
KHJTHIIT;

XapUIIOPHUHT XapuJ MaJlaHUATH Ba KaXOH AaBTOMOOWJIb CaHOATUAATU
TEXHOJIOTHK )apaéHaapra MyBo(UK paBHILa UILIA0 YUKAPUIITHH TAIIKHI KUJIUIII,

MaMJIaKaTJard XOpuKUi aBTOMOOWIIb OpeH Iapura HucOaTaH KyJIJIaHUIraH
6oxk-Tapud TH3MMH Ba MaxaJlMii Mmuad  uMKapyBuM  “Y3aBTocaHoar”
AKIUSIOPJIMK KAMUATUTA Kapallin OpeHITapHIUHT MaxXaJlui 0030paru MyTiIaK
MOHOTIOJIMSICH XaMJla WCTEHhbMONUMJIAPHUHT aifHaH W1y OpeHiuiapra HucOaTaH
IOKOpY MOWWIJITUTHHH Ba  JTUKKaT-3pTHOOpHHU “LADA Uzbekistan” Openmu
aBTOMOOWJUIapUra KapaTHlll,

ucresmoumiap ouruaa “LADA Uzbekistan” 6pennu TyFpucuaa oMMaBHid
MKOOWH UMIDKHY TTaK/UTAHTHPHIII;

“LADA Uzbekistan” Openau Ttaknudg dTaéTraH MOJEIUIAPHUHT YCTYH
XKUXariaapyd Ba ad3ajUTMKIAPUHHU XapUAopiiapra HaMOWHWIN KWJIHMII MakKcaauia
aBTOMOOWJTHU Xaii1a0 Kypuill (TeCT-ApaiiB) UMKOHUSATUHH TAKJAUM 3THUIL;

doiima mMapkaCMHM cakjiad KoJraH Xojjga 4YerupMa TaKJIUM JTHII EKH

MyAJATIu OeImysl TEXHUK XU3MaT KYpCaTUIll OpKaJIU parOaTIaHTUPHILL
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“LADA Uzbekistan” OpeHIMHHHT SHTHM MOJACJUIADUHU XapUJ KUJIHII
HUATHAA OYIIrad Xxapuaopiap yuyH “trade-in” Xu3MaTHHH KOPUNA KIIIUII camapaiu
cTpareruk WyHanum cudartuga Kapanuiid Jo3uM. byHna acocuit pakoOatuu
xucobnanran “UzAutoMotors” kommanuscu (akat y3u TOMOHHIAH HWIIIA0
YUKApWITaH aBTOMOOWUIAPHU alMallTUpUO Oepulll TU3UMHHM Hynra KyHras.
TexHuKk HOCO3TMUKIIApP, SCKUPHUIN Ba HYI-TPAHCHOPT XOAMCACH OKUOATIapHHU
xucobuam kodpdunueHTIapuian kenud 4yukuO OenrmiaHaau. PakoOatuujgaH
dapkau paBumga Kaiick OpeHI, PyCyM Ba MOJENbh OYIWIMAAH KAaThUW Hazap
“trade-in” xu3matuHu Takiaug »THO, aitHan “LADA Uzbekistan” Opennunu
TaHJATaHJIMKJIApU YIYH JapoMaj Map’KaCHHH CakjaraH XOJjaa 4erhpMa TaKIuM
ATUII OPKAJIM XapUIOpJIApHU SHAJA KEHIPOK >Kajad KUJIWII TaBCUs KUIUHIU (6-
pacm).

Xapuiop ARIePIHK AN "Trade-in" xu3marnaan
s,
MAPKAINAAH SHIH S (oiiaaaanvMoK TRADE-IN
ABTOMOORIB TARAANIN LADA IKAHAHE MABJIVM KHJIATH
Xapuoop owrepaux Pycymu 6a mooeanoar
Mapka noa .\!(lti.)l(:l'(’ (5_!".'!"{"1 Kamuuit Ha ap xap Kanoau
XOXIA2AH MOOCTHIL man.aanin asmomMoonIs Hmupor
MYMRuH ma oraou.
—L H ICKH ABTOMOORIHI Van doitasanaérran
P 0 coTid oaum 6¥ituva ABTOMOOK/IHE TEXHHK KVPHK
y(,\/l WAPTHOMA HM30IAHAIR BA Haxoaamaan YTeazain

Hneu asmomoowIHunune HTX okudamaapn xamoa cKkuput
H(I[’,\'Hl’(”l Xll]’ll()t)lll!l“l.' KO Il/!l/‘lll[lh’lllllvIII[YII I\‘U.\llllllllll[)ll.l.‘(IH
aemoMOONIN HAPXU He2upno Xoa0a yananunaon. Illynuneoex,
mantianaou. MEXHNUK K_l"[’lll\' éa oaxaeiaaw oenyia
amaiea UIIIIII?II.HIIHI.

Xapuiop ssHrH ABTOMOOHIb \ 3 STHrH ABTOMOGH/B YUYH
VIVH TVI0BHHET KOATAH l@ CABIO HIAPTHOMACH $
KreMuan TV a1, HM30IAHATH

Koaoux cymmaoan 5 Aemomoounaca 5 i éxu 100 mune
MAH CY'M uelupma Kuaosempea kagoram xamoa oup
oepuaaou. Mapma;iuK 6eny:1 my ik mexsur Kypux,
MOIL aAMammupuut 6a oacmypiant
XUIMAmu Cepmu@URamn maxous
muaaon.

6-pacm. “Trade-in” XM3MATHHH AMAJITa OLIMPHIIHUHI CXeMATHK KYpPHHHIIK ™

Xo(cTeqHUHT MaJaHuid ME30HJapu acocuJa Xapuaop MNOPTPETHHH
MIAKUTAHTUPUII  Makcaauaa YTKa3WwiIraH TaxJwuiap Maxaumid — 6o3opaa
aBTOMOOWIIJIAp YUYyH OENTHIAaHTaH HapxJap HMCTEhbMOTYMUIIAPHU JKal0 KHITyBYH
acocui oM 3kaniury anukianrad. llynra acocnanranga “LADA Uzbekistan”
OpeHAM yYyH HapXJAlITHPUII Me30HIapu AyHEHWUHT Hydy3mu [apBapn
yuauBepcuteTd Ba “Boston Consulting Group” kommanusicu OuiiaH XaMKOPJIUKIa
WIIa0 YMKWITaH HapX JUarna3oHIapyura acociaaHraH Xoa OeNTHIaHUIIIH JTO3UM.

14 TapkuKoT HaTWXanapy acocuaa Myamtud HIITaHMACH
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Yenyouérra kypa, aBTOMOOMIIIAp UCTEbMOJIUUIap cerMeHTH “O0roket” (10 MuHT
AKII nomnapuraya), “ommadon” (10-50 muar AKUI nommapu) Ba “npemuym”
(50 munr AKI nommapupman opTHK) rypyxra OVmumHau. bupok, ymoy ycyn
PHUBOKJIAHTAH MamJlakaTiapJard HapX KOHBIOHKTYpacHJIaH KelnO YUKKaH X0J1a
MIAKJUTAHTHPUTIAIH.

Jlapomaanmap HOTEKHC TaKCMMJIAHTaH I[IAPOUTIA OJIMHTaH HATHKAHUHT
UIIOHYCH3JIUTH BYXXyJAra Kemaau. Muumid aBTOMOOWIb OO30pHMHHUHT OpeHiuIap
KeCUMUa TaKIn( STHIITaH pecerMeHTanusIcu 4-xaaBaja akc 3TraH.

4-xanBaj

Musiuii aBTOMOOWIb 0030PUHUHT OPeHIIaAp KeCUMMIATH
pecermenTanusicu’®, (mos1ap)

I'ypyx JAuanazon Bpenp Mogaean Hapx

«bromxer» 5181 - - -
Jojurapraya

Spark 6741

Damas 7182

Nexia-3 8011

HzAuto Cobalt 8 907

Gentra 12 672

Tracker-2 21 284

Vesta SW 14 211

Xray Cross 15312

«OMmMabom» 518225907 Vesta SW Cross 15 312

JoJIIap LADA

Largus FL 15954

Niva 4x4 13 385

Niva Travel 17 147

Soul 21917

KIA Seltos 23569

Kaptur 21003

Renault Duster 21383

Volkswagen Caddy 19 495

Malibu 2 33853

Trailblazer 36 514

UzAuto Equinox 35 688

Traverse 54 679

25 908 Tahoe 67 431

«IIpemuym» JoJUTap/iaH K5 29 899

IOKOpH Sorento 43 569

KIA K8 55312

Stinger 62 927

Skoda Kodiaq 35 688

Isuzu D-max 31193

15 TagxuKOT HaTMKATAPH aCOCHAA Myatu( HIITaHMAcH
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Iy ca6abnu, WKTUCOAWKA XaMKOPJIMK Ba PHUBOXJIAHWII TAITKAJIOTHHUHT
TaKKoclamMa TaxXJIWUlapuja Xapua KOOWIMATHHU Kymnam xamaa KaxoH MexHar
TAIIKWIOTHHUHT YpTada HOMUHAJI OWIMK JapoMaajiapHU XucoOuam ycimyOuérura
MyBOQHUK  aBTOMOOWIb  ©030pM  HCTEHbMONYMJIAPH  KalTa  CerMeHTJall
(pecerMeHTAalMsA) aMaIra OMIMPUITUIIN JTO3UM.

2020 #wmnma xaxoH Oyitmda ypTaya HOMHUHAJ JapoMaj Xapuj KOOWIHSATH
naputeTn Oyiimya 1851 mommapHwW Tamkwi dTrad Oyiamb, Moc maBpaa ymoy
Kypcatkny ¥Y36ekucronna 2227,1 MuHr cymun (226 10/1ap) K1 Xapy L KOOWITHATH
naputeTu Oyinua 958 nomnapuu, tagoByT Kodddummentu sca 1,93 OupiaukHU
tamkui Kwirad. ot [y 6ouc, Takaud dTHIaTraH MApKETHHT CTPATErHsICHIa HapX
Oyiinua pakoOaTra ajoxujaa yCTYBOPJIMK Oepull, ailHMKca, acocuil pakoOaTdu
xamaa ‘“mapker-meiikep” Oynran “UzAuto” Openau cudar Ba peHTAOCIIMKHU
caky1ab KoJITaH X0Ji7la TAHHAPXHHU KaMal TUPHIIT OPKAITK XapUI0PIIapHH KaJI0 KHJTHIII

oyiinua oup HEuTa eqnumIap TakJIud ATUIAIN
(7-pacm).
Nuuiad ynkapumnm 6ocKkuuma Canoar koonepanusicu Ba
00CKHY Y3 1aIITHPHULI MaxaJlJIMAJIaII THP AT
"CBU" amanu€THHU TYXTaTHII "OEM" TH3uMuHM #ynra KyHui

Taii€p aBTOMOOMIIb UIMIIOPTHHU OOCKHYMA- DXTHET KUCMIIAPHH XaKUKHUH HIILITa0

60CKHY TYXTaTHII YUKapYBUMIaH COTUO OJIUIII

"SKD" ycynuna aBTOMOOWIIb HUFHII ‘
: Pako0araa

. . N : DXTUET KUCMIIAPHHU JIMIIEH3UsT OepMaran
Tamep TEPWJIraH UMUPUK IXTUCT KUCMIIAPHU . @4 e
. . : YCTYHJIUK XO0JI1a MIIUTad YrKapumra 6ropT™a Gepur
KOHBEHp yCysuia WUFUII (JBUTATEINb, .

Ky30B) i CTpaTerusicu

"CKD" ycynuia aBTOMOOMIIb HUFHIL ‘

SIpuM TepuiraH 3XTHET KUCMIIApHU
KOHBEUp ycynuaa HuFumn

"ODM" TH3UMHHHU Hyra Kyt

"JDM" TH3UMHHY Hyira KyHnIm

Xapuaopiap TaHJIOBH Ba HKJIMM [IAPOUTIAPHIAH
KeM0 YMKUO aBTOMOOWIIb TU3aHIUHN
Y3rapTupuin

bysm Ba nmaliBanIaI MIUIapUHA

MaxannuinamTHpyT

V3T THPUII

Kyn unuratunaauran njacrMacca, pe3suna Ba

Slpum TepuiraH 3XTHET KUCMIIAPHU KOHBEHDP MeTall IeTaJUIAPUHK MIIUTA0 YMKAPUIIHU HyIra

ycynuaa HuFuIn Kt

7/-pacMm. Nmna6d YHKapHII, caHoatr KOOIepauusicu Ba
MaXaJLIHIAIITHPH I OPKAJIH PaKo0aToapIOULIMKHHE TALMHAHIAN AacTypnS

Xapuzmopiap Y4yH MOC KEJIyBUM HapxX Japaxkacura O>pULINII Y4yH
KOpXOHaiap aBToMoOuJb Huruim maigonuaa “CKD” (Maiina y3enau KOHBeep)
yCynuaa UNiad YMKApUIIHKA Y3IAIITUPUI, UIUIa0 YuKapuil Oyiinda manakaiu
Kaapjiap Tahépiaiml Ba 3aMOHABUM TYJIWK aBTOMATJIAINITHPWITaH aBTOMOOWIIbL
WUFULI TU3UMIIAPUHU JKOPUN KUITUII XMCOOUTra aBTOMOOMIIb CU()ATUHU OLIUPHUII

16 |LO Statistics Database. https://ilostat.ilo.org/topics/wages/

17 ¥36exncron Pecnybimkacn JlaBoaT CTAaTHCTHKA KyMHTACH pacMuii BeG-caiitu. https://stat.uz/uz/rasmiy-
statistika/labor-market-2

18 TankMKOT HaTUKaTApK ACOCH A MyalIH MITAHMACH
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Ba SUIMM TaHHAPXHM KamaiTupuiira spuinaau. [IlyHuHriex, uMnopt KujauHaaurad
OyTJIOBYM KUCMIIADHUHT YYyKYyp TEXHOJOTHK >KapaéHiapHHU Tajnad KuIMalauraH
TypJIapyHH, XyCyCaH, T€3 aJMalllyBud KyiiMa MeTaJul Ba IulacTMacca JAeTalapHu
UIUIa0 YUKAPUIIHMA MaXaJUTMHIAIITUPHIL, IIYHUHTIEK, OYSAIl Ba MaiBaHJall
UIUTAPUHU OXKapUIIHU TYJIUK Y3JIAIITAPUII TaHHAPXHU MacaMTHpUIIAArd >HT
camapayi y4yJ1 0ym0, MaxauTHAIaII THPUITUIIH JIO3UM OYJITaH IeTaiap pyixaru
HIAKJUTAHTUPUJIIIN.

Kaxon aBTOMOOMIIL cCaHOATHAArK y3rapuiniapra MyBohuk xoima “Roodell”
MYXKuunr uniad yukapuill KyBBaTiIapu Heru3uaa 00CKMUMa-00CKWY THOpHU] Ba
MyKOOWJI EHWIFH OWjaH XapakarTjlaHyBUM, KOMIIBIOTEpJAILraH Ba TEIEeMaTHK
TEeXHOJIOTUsIIIAp, “akiui”  XaB(QCHU3JIMK Ba Ha3opaT THU3UMHUTa J3ra Oyirax
aBTOMOOWJUTApPHU MIIIA0 YUKAPHUIIHU Y3MAITHPUIN XaMmja SHIU XaB(CHU3JHK,
HKOJIOTUK Ba TEXHOJOTHUK CTaHjapTiapra OockuuMa-0ockud yrummunga “OEM”,
“ODM”, “JDM” Ba Maxa/UIMAJAIITUPUIL OYiiHYa caHOAT KOONEPALMSICUHU aMaJra
omupuI Oyitnya “pako0aToapJONITUKHA TAbMUHIIAIT TacTypyu’ TaKJIU(Q TUIITAH.

byHnaH Tamkapwu, ABUTaTeuIap, JACTypUd TAbMUHOTIIAP, APUM YTKAa3rU4JIap,
Te3NUK y3atuml KytuinapuHaun “ABToBA3” Ba “Renault Group” Tuzummumaru
OyTJIOBUM KHUCMJAp MIUIA0 4YuWKapyBuM KommaHusuiap Ounan “OEM” (xakukuit
UIU1a0 YUKApyBUUAH COTUO OJIUII) TU3UMUHU, aBTOMOOWIIb OMHAIApH, ITUHATIAPH,
aMopTHu3aTopiap, CTabuian3aropiap, pe3uHaian OyJran Maiaa SXTUET KUCMIIapUHU
“V3aprocanoar” AX TusuMuzaru kommanusuiap ounan “ODM” (Y3 MaxcyJOTHHH
OOIlIKa KOMITAaHMSI TOMOHUJAH JIMIIEH3Usl OepMaraH XoJjja HIUiad YuKapuiira
OyropT™Ma Oepwill) TU3UMHHM, CaHOAT KyJIaMuaa uiuiad YUKApull peHTa0eIuru
nacT Oynran OyTJIOBUM KHCMJIADHM CaHOAT KOOTMEpAlUSICH OpKadu MaxallTui
pecypcnapnal (oifanaHrad Xojja HWOuiad 4MKapyBUYM KOpPXOHAJapAaH Xapul
KWINII TU3UMUHH Wynra Kyium, “JDM” TU3UMHHM iyira KyHuIl opKaau NaTeHT
XYKYKH acocujia XapuIOpIapHUHT XOXUUI-UCTaKJIapH, MaBXKyJ MH(DpaTy3uImMa Ba
UKJIMM IIApOWTHIAH Keaud YMKKAH XOJJa aBTOMOOWJIb JU3aiiHM  Ba
KOHCTPYKIIUSICUTA Y3rapTUPHUII KUPUTHII Xapa)KaTjapHU KECKUH KUCKAPTUPHUIIN
ncbotnabd oepuau.

XVYJI0CA

TaakuKOT moupacwaa amaira OIIMPWITaH TaxXJIWUlap Ba YpraHUILIap
HATHKACUTA TAasTHTaH XOJa KyWuaara WiMui Xyiocaiap MakIaHTHPUIIIH:

1. 3amMoHaBUI MapKETHUHT CTpaTETHsACUTa Xapujaopiap OWIaH SKUHIaH
MYJIOKOT YpHATHO, YIApHUHT 3bTUOOPUHU MablyM OUp MaxcCysioTra xaji0 KUJIHII
OpKaJIM MaXCYJOTHHHT M>KOOWH MMIKWHH IIAK/UTAHTHPHUIN Ba 0030pJaru pakooar
MyXUTH KaHAal OYnuImuiaH KaThbUH Ha3ap aHaH yIIa MaxcCyJoT TaHJIOBHTa
DPUINHUIITA KapaTWITaH TH3UMIIAIITHPUITAH Yopa-TajaOupiap Maxmyu cudaruma
EHamumIn Makcaara MyBoQuK.

2. V36exucrona KOHCEPBATUBIINK, NCTEHhMOTYUIAPHUHT IIIaXCUH TaHJIOBH,
TeHAEep YCTyHJIUTH, MAaKCa/UIi HCTEHMOJI, TEKAMKOPIUK Ba IIaxciaapapo
MyHOca0aTIap Kabu KypcaTKu4iap UCTEbMOTUYMIAPHUHT aBTOMOOMIIapra Oyiran
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XapuJl “IOpTPEeTH HU MIAKIUTAHUILIN HT MYXUM MaJaHU-TICUXOJOTUK OMUILIAP
cudatraa Kapaauiid JO3UM.

3. XodcTreqHUHT MaJlaHuid ME30HJIapU TaXJIWIM  HaTWXKalapura Kypa,
CYHITH WIIIIap/a axoiau J1apoMajiapu MyHTa3am ycub 6opaétran O0yica-aa, HaKu
0030paaru aBTOMOOWIIAPHUHT HAPXH aXOJIM JlapOoMaJijlapura HOMyTaHOCHOIUTH
anukianau. lllyHra xypa, uCTebMONMUMIAp XYJIK-aTBOPUHHU KaMFapMa BOCHUTAacH
cudaruga smac, OaKM HMCTEHbMOJ TOBapu cudaThAa Kapalulapura >SpHUIIHII
CTpaTerMK MapKEeTUHTHUHT acoCHil MyHanumu cudaruga Kapaml JO3HM.
Xapuaopiaap aBTOMOOUITHUHT cudaTtuiad Kypa, yHUHT HapXura Kynpok 3bTHO0p
KapaTuiinHu Hazapaa tyTtranga «LADA Uzbekistan» Openau ¥3 MapKeTHHT
cTpareruscujia Hapx Oyitnda pakoOarja yCTyHJIUK CTpaTerusiapura yCTyBOPIIHK
OepHIy JT03UM.

4. ABTOMOOWJUIApHUHT XaJIKapO axoJju JapoMajuiapyd HyKTad HaszapujiaH
Hapx Gyiinua Tomdanam aManuéTHHaH Y36eKucToHna (HOHTaNIaHNI HMKOHHSTH
MaBXXyJ dMac. XapuJ KOOWIUATA MApUTETUHU XUCOOra OJMHIaH[a, aXOJIMHUHT
ypTaua HOMHMHaJI JapoMajylapyd MHUKIOPH IyHENaru yprada Kypcarkuyaad 1,93
O0apobapra kam. Illynman kenu® yukuO, Takiaud >TUMAETraH Hapx Oyiinua
CEeTMEHTJIAIIHUHT HapXJap IUANa30HUHUHT XaJlKapo KYpCaTKUWIAPUHH HKKU
Oapobapra kaMaWTUpraH XoJj/1a KyJiall caBJAOHA PUBOKIAHTUPUILIHUHT YCTYBOP
17875 E:MEZ00007910700

5. Xapua KOOWIMATH TApPUTETHHU HHOOATra OJraH XO0JiJla aXOJUHUHT
ypTaya HOMHUHAJI JapoMaJuJiaH KeluOd 4YMKUO YTKa3uiraH KalTa cerMeHTJIall
V36ekncToH MMM aBTOMOGMIIE G030pHIa «ap3oH» (Ol0mKeT) ToMbacHIaru
apToMOOWIIap MILIA0 YUKAPWIMIIMHU KYMAWTUPUIN Xamlla «OoMMaOom» Ba
«rpeMuyM» Toudacugaru aBToMoOUIIIap acCOPTUMEHTUHHU «trade-in» acocunaa
SIHTUJIAIT MaKCcaJra MyBO(UK.

6. MaxaJuiminamTUpUII Ba CAHOAT KOOMEPALMSICUHU KEHTAaUTUPHII XaMaa
OyTJIOBYM KMCMJIApDHU €TKa3uO OCPUITHUHT JHICH3USIANITAH TU3UMHUHH KOPUN
KWINII OpKaldu JacTiad «HUpUK y3eluin», CyHrpa OOCKMYMa-00CKMY «Maiiia
y3eJUIM KOHBEHep» ycCynuaa WNuiad YMKAPUIIHA TalIKWAJI KUJIUII TaHHAPXHU
nacaTHUPUII UMKOHUHU Oepau.

7. V36ekucToH 6Go30pHaa Xapuaopiap ydyH OpeHmIap Ba MoJeIUIap
TaHJIOBU YEKJIaHTaHJUTH, Maxauid «UzAuto» OpeHIu MyTiaaK MOHOIOJ Tap3a
(baonuAT IOPUTHINKM XaMmJla UCTChbMOTYWJIAPHUHT aifHaH mry OpeHara HucOaTtad
IOKOpY MoMmumru cababnu ymlOy OpeHJ TOMOHHUIAH TaKAUM ATUIMalIUraH
XU3MATIAPHU JKOPUHN KUJIHIII SHTH 0030p UIITHPOKYUIIAPH YIYH XapUIOpJIapHUHT
bTUOOPUHU TOPTHIII Ba YJIIAPHUHT OHTHIA MYKOOWIA MMIDK TIAKJUTAHUIITUTA XU3MaT
KHJIaJIH.

8. JKaxoH aBTOMOOWIb CaHOATUAArM WIFOP TEXHOJOTWsJIap Ba
WHHOBAIIMSJIAPHU JKOPUHN KUJTUII 3Ba3ura SHTM MOJIeJUTap KaTOPUHU KOHBeWepra
KyhuI, XycycaH, OOCKMYMa-OOCKWY THUOpUI Ba MYKOOWI EHUIFU OujiaH
XapakaTJaHyBud, KOMIBIOTEpIIAIraH Ba TEJIEMAaTHK TEXHOJOTHSIIAP, «AKJLUTH
xaB()CU3IMK Ba HA30paT TU3UMHUTA dra OYJIraH MOJEIUIApHU WIUIA0 YHKAPHII
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«LADA Uzbekistan» OpeHau yuyH Y30K MyJJaTiaud Oapkapop (aoausiTHu
TabMUHJIANIN.

9. «LADA Uzbekistan» Opennu y4yyH WHIUIA0 YUKWAJITAH TaBCHUSBHMA
MapKETUHT CTPATETUSACHHH >KOPUH KWIWII YpTa Ba Y30K MYANATId HMCTUKOOIIA
MUJUIMA aBTOMOOMJIL 0030pHa COFJIOM pakoOaT MYXMTHHH IIAKJUIAHTUPUIITa,
MUPOBAPINIA HCTECHMOTIMIAPTa 3aMOHABHM, ap30H Ba TEKAMKOP aBTOMOOHIUIAPHU
€TKa3u0 OepuIlra Xu3mMaT KHIaJIn.
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INTRODUCTION (Doctor of Philosophy (PhD) dissertation annotation)

Relevance and necessity of the dissertation topic. Due to the Covid-19
pandemic, supply disruptions are occurring around the world, which is having a
significant impact on the automotive market. Quarantine restrictions have limited
the production activities of international automakers, as well as negatively affecting
consumer incomes, leading to a sharp decline in demand for automobiles. In 2021,
a total of 63.4 million new cars were sold on the world market, a decrease of 15.3%
compared to 2020, including 32.3% in Spain, the largest market, 29.4% in the UK,
28.0% in Italy and France 25.1 percent, in Canada 24.9 percent, in Germany 19.0
percent, in the United States 16.6 percent, and in Japan 11.2 percent. Of the total
cars produced, 14.5 million units, or 18.6% remained unsold.* This crisis in the
global car market requires the use of effective marketing strategies by
manufacturers.

In the global automotive world, strategic measures are aimed at stimulating
demand by developing automotive companies in crises by developing effective
marketing strategies, reducing production costs, increasing the efficiency of the
supply chain and logistics system, and expanding the scope of digital
transformation. In particular, the localization of production of car models following
the characteristics of the consumer segment, the establishment of industrial
cooperation, the introduction of large and small-node conveyor methods, the
creation of a licensed supply chain system, introduction of “test drive” and
universal “trade-in” pricing mechanisms are considered as priority issues in
research.

In recent years, Uzbekistan has been implementing large-scale economic
reforms to accelerate the development of the national automotive industry,
introduce modern market mechanisms and management methods based on
international best practices, and produce cars that are competitive in domestic and
foreign markets and meet different consumer and income segments. In particular,
under the Decree of the President of the Republic of Uzbekistan No. PD-4397 of
July 18, 2019, “On additional measures for the accelerated development of the
automotive industry of the Republic of Uzbekistan”, in 2019-2023, it is planned to
increase the production of passenger cars to 350,000 units, increase the level of
localization of production to an average of 60%, introduce modern management
methods in the industry and produce new models that are affordable for the general
population.? In this regard, it is necessary to organize the automotive industry based
on the concept of “Industry 4.0”, to develop marketing strategies for digital
transformation, to create car brands that meet the needs of different segments of
consumers, to create an effective customer service and diversified local car brand.

! European Automobile Manufacturers’ Association (2021). The Automotive Industry Pocket Guide 2021-2022.
ACEA Publications. Brussels, Belgium. https://www.acea.auto/publication/automobile-industry-pocket-guide-
2021-2022/
2 ¥36exncton PecryGmukacu [Tpesuaentuauar 2019 i 18 monnarn Y3bexncron PecryGmmukacy aBTOMOGHITb
CaHOATHHU JKaJaJl PUBOKIIAHTHPHINTA OHJ] KyIIIMMYa dopa-tanoupiap tyrpucuia [TK-4397-con kapopu.
https://lex.uz/docs/4429732
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The results of the dissertation research to some extent contribute to the
implementation of tasks set by the Decree of the President of the Republic of
Uzbekistan No. PD-60 of January 28, 2022 “On the Development Strategy of New
Uzbekistan for 2022-2026”, No. PD-4397 of July 18, 2019 “On additional
measures for the accelerated development of the automotive industry of the
Republic of Uzbekistan”, No. PD-3028 of June 1, 2018 “On measures to further
develop and improve the management of the automotive industry in 2017-2021”,
No. PD-4477 of October 4, 2019 “On approval of the Strategy of the Republic of
Uzbekistan for the transition to a “green” economy for the period 2019-2030”, No.
PD-3698 of May 7, 2018 “On additional measures to improve the mechanisms for
the introduction of innovations in sectors and industries of the economy”.

The dependence of research on the priorities of the development of
science and technology of the republic. This research was carried out following
the priority of the development of science and technology of republic 1. “Spiritual,
moral and cultural development of a democratic and legal society, the formation of
an innovative economy.”

The degree to which the problem has been studied. The scientific-
theoretical, methodological and practical aspects of improving the use of marketing
strategies in international companies were studied by foreign scientists Fuerderer
R., Herrmann A., Wuebker G., Green K., W., Inman RA, Birou LM, Whitten, D.,
Chan, A., Watkins L., Hofstede G., Soares A., Farhangmehr M., Shoham A.,
Bowen DE Jones G. R, Muhammad Mujtaba A., Sany S.M., Aliyu O.A. and others®
in their research. In addition, the research conducted by these scientists has created
and put into practice the marketing strategies that have been widely recognized and
practiced by the world’s largest companies.

Azoev G.L., Ansoff I., Volovikov B.P. from CIS scientists in this field.
Golubkov Ye.P. Lyubetskiy P.B., Solskaya I.Yu., Shkardun V.D.* such as

3 Fuerderer, R., Herrmann, A., & Wuebker, G. Optimal bundling: marketing strategies for improving economic
performance. Springer Science & Business Media, 2013.; Green, K., W., Inman, R.A., Birou, L.M. & Whitten, D.
“Total JIT (T-JIT) and its impact on supply chain competency and organizational performance”, International
Journal of Production Economics, 147 (1), pp. 125-135, 2014.; Chan, A. Marketing Strategy of a Creative Industry
Company in Bandung City. Review of Integrative Business and Economics Research, 7, 232-240, 2018.; Watkins,
L. The cross-cultural appropriateness of survey-based value(s) research: A review of methodological issues and
suggestion of alternative methodology. International Marketing Review, 27 (6), 694-716, 2010.; Hofstede, G., 2001.
Culture's consequences: Comparing values, behaviors, institutions, and organizations across nations (2nd ed.).
Thousand Oaks, CA: Sage Publications.; Hofstede G. Culture’s consequences: international differences in work-
related values. Newbury Park, CA: Sage Publications; 1984 [Abridged edition]; Soares, A., Farhangmehr, M. &
Shoham, A. (2007). Hofstede's dimensions of culture in international marketing studies. Journal of Business
Research, 60, 277-284. http://dx.doi.org/10.1016/j.jbusres.2006.10.018; Bowen, D. E. & Jones, G. R. (1986).
Transaction Cost Analysis of Service Organization-Customer Exchange. The Academy of Management Review, 11,
428-441.; Muhammad Mujtaba, A., Sany Sanuri Mohd, M. & Aliyu Olayemi, A. (2013). The Moderating Effect of
Long-Term Orientation Culture on the Relationship between Trust, Personalization and Customer Satisfaction and
Loyalty: A Proposed Framework. International Journal of Academic Research in Business and Social Sciences, 3,
117-131.

4 Asoes I'.JI. ®opMupoBaHHe MapKETHHIOBBIX TEXHOJIOTHI YIIPABIEHHUs OPTaHU3alUsIMU B KOHKYPEHTHOM Cpeje:
Huc. n-pa skon. Hayk: 08.00.05 M., 1997. 334 c.; Aucodd U. Crpaterndeckoe ynpasieHue. MockBa: DKOHOMHKA,
2009. — 331c.; Kmaccuku menemkMeHTa (3IeKTpoH pecypc). Be6 cair: http://www.hrm.ru; Bosnosukos B.II.
Pa3zpabotka onTumanbHOTO On3HEC-MOpPTdeNs NPOMBIIUIEHHOTO mpeanpuitus. Bectamk OwIY  cepus
«OxoHomuka», N1, 2010-c.162.; Tonybxor E.Il. MapkeTuHroBble HCCIeIOBaHHE: TEOPHs, INPAKTUKA U
metomonorusi. M.: @unumpecc, 1998. 416 c.; Jliobeuknit [I.b. Mexanusm (OpMHUpPOBaHHS H peaTH3aAINH
MapKeTHHTOBOW cTpareruu. ABTopedepar amc.K.2.H. o cruenuanbHocTH 08.00.05 — sKOHOMHKA W yIpaBJieHHE
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scientists who have conducted scientific research. Although these studies cover the
characteristics of the automotive market, strategic marketing theory, the specifics
of the automotive market, the scientific and theoretical aspects of branding and
branding strategies, consumer-oriented marketing strategies, and consumer
segmentation in the automotive market are not given enough attention.

The issues of developing a marketing strategy in industrial enterprises of the
republic in the context of modernization of the economy were discussed by local
economists A. Bekmurodov, M. Boltaboev, M. lkramov, R. Muratov, M.
Kosimova, G. Karieva, Sh. studied in the research work of others.> The authors
have enriched the theories of improving the use of marketing strategies in
companies with new information and researched the problems of improving the
marketing efficiency of enterprises in domestic and foreign markets. Also, the
study of the car market has not come to any definite conclusions on the
characteristics of different segments of consumers.

The relevance of the dissertation research to the research plans of the
higher education institution where the dissertation was completed. The
research dissertation was carried out under the research plan of the Tashkent State
University of Economics in the framework of a practical project OT-A2-050
“Improving the effectiveness of the use of motivational methods in marketing
activities of enterprises.”

The purpose of the study is to develop scientific proposals and practical
recommendations to improve the implementation of marketing strategies in
autodealership enterprises.

Research objectives:

to study different theoretical views on modern marketing strategies, their
content, and essence, and to identify existing trends;

development of marketing strategies of international companies based on
Hofstede’s cultural dimension for successful implementation;

development of a system of indicators for the application of best practices in
marketing strategies in the national automotive market, widely used in international
practice;

HapoaHBIM X03siiicTBOM. ['opkwu, 2016. cT.9.; Conbeckas W.1O. Konnenmus u METO0I0THST MAPKETHHT -MEHEKMEHTA
B CHCTEME POCCHIICKOTO MpeanpruHIMaTenbeTBa: Juc. a-pa sxoH. Hayk. Upkyrck: UH-T sxkoHOMEUKH UT'TY, 2000.
300 c.; IIxapays B.JI. MapkeTWHTOBBIE OCHOBBI CTPATETMUYECKOTO IUIAHUPOBAHWA: Teopws, MeTOmOJIOTHS,
npaktuka: Monorpagus. —M.: Jleno, 2005. —376 c.

5> Bekmurodov A.Sh. Gafurov U.V. Uzbekistan on the way to a new and high stage of modernization of the economy
and deepening of reforms -T.: Economy, 2008 - 123 p.; Boltaboev M.P. Marketing strategy in the development of
export potential of the textile industry of the Republic of Uzbekistan: Eco. sub. doc. diss. abstract. - Tashkent: TSUE.
2005. - 35 p.; Muratov R.C. Regional aspects of the formation of the range of light industry products for rural
consumption in Uzbekistan. 08.00.13 - Specialty "Marketing". e.c.s. diss written to obtain a scientific degree. - T.,
2006. - 200 p.; Kosimova D.C. Modern trends in the management of integrated corporate structures. Monograph. -
T.: Economics, 2011. -166 p.; Karieva G.A. International marketing of the company in the development of exports
(on the example of the textile industry of the Republic of Uzbekistan). Abstract of thesis. dis. e.c.s Art. Cand. eq. n.
- T.: TSUE, 2008.-25 p; AxpamoB T. ABTOMOOWIb CaHOATH KOPXOHAJApHUla MapKETHHI CTpaTerdsulapuHU
takomuwutamtupum. 08.00.11 — Mapkerunr (uxTrcoauér ¢amnapu). Ukrucomauér dammapu moxtopu (DSC)
nucceprarusicu. TomkenT maxpu — 2018 it
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proper organization of the development of marketing strategies in the
automotive market of Uzbekistan, the description of the system of general
economic, market, and socio-cultural factors;

identify, analyze and evaluate the economic and socio-cultural factors that
affect the balance of the automotive market based on clear criteria;

improving the program of differentiation to increase the sales of the brand
“LADA Uzbekistan” in the national car market by studying the cultural,
psychological, and other social aspects of consumers;

development of a competitive and sales promotion strategy, including a
“portrait” of the buyer and a discounted “test drive” and universal “trade-in”
mechanisms in the sale of LADA cars;

organization of production, first by “large-node” and then by “small-node”
conveyor method, through localization and expansion of industrial cooperation and
the introduction of a licensed system for the supply of components;

redistribution based on the average nominal income of the population, taking
into account the purchasing power parity, it is desirable to increase the production
of “cheap” (budget) cars in the national car market of Uzbekistan and update the
range of “popular” and “premium” cars on a test drive.

The object of the study is the activity of «Roodell» LLC, the founder of the
«LADA Uzbekistan» brand, in the car market of Uzbekistan was chosen as the
object of the research.

The subject of the study is a set of economic and social relations that arise
in the process of improving the use of marketing strategies in car dealerships is
obtained.

Research methods. In the dissertation work, observation, induction,
deduction, Hofstede’s model of cultural dimension, methods of econometric
analysis of ARDL and co-integration, segmentation, questionnaire, SWOT,
PESTLE, and other research methods were used.

The scientific novelty of the research is:

Determining average value of the cultural-psychological “portrait” of
consumers in the national car market of Uzbekistan is at the level of 75.8%, and
based on it, a program of differentiation of the model range of the “LADA
Uzbekistan” brand is developed,;

A marketing promotion strategy is proposed, which includes a discount “test
drive” with a “full service” package and universal “trade-in” mechanisms
regardless of model and mileage;

A price strategy to reduce the cost of “LADA Uzbekistan” brand cars by an
average of 6.6% due to the introduction of the system of ordering spare parts to
local manufacturers (ODM) of the industrial cooperation without a license has been
proposed;

Forecast indicators of the sales volume of the “LADA Uzbekistan” brand until
2026 based on normal, optimistic, and critical scenarios have been developed.

The practical results of the study are as follows:

a shopping “portrait” is proposed based on the identification of socio-cultural

factors in the formation of consumer demand in the car market;
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improved “PESTLE” marketing research methodology to assess the impact of
internal and external factors on the national automotive market;

in the Uzbek car market, the characteristics of the consumer segment are
determined based on Hofstede’s cultural dimension;

the “trade-in” system has been proposed to provide a competitive advantage
in the automotive market and increase trade efficiency.

Reliability of research results. The reliability of the data presented in this
dissertation is derived from official sources including “Roodell” LLC, the founder
of the “LADA Uzbekistan” brand, which was taken as the object of research, the
reliability of the statistical and empirical analysis, econometric modeling and
forecasting results are assessed using various statistical criteria.

The scientific and practical significance of research results.

The scientific significance of the research results is explained by the fact that
the marketing strategy of the “LADA Uzbekistan” brand can be used in the
implementation of special research aimed at improving effectiveness and
competitiveness.

The practical significance of the research results is to create a healthy
competitive environment in the national automotive market through the
introduction of foreign advanced marketing strategies in Uzbekistan in the medium
and long term, to introduce several new models on the assembly line through the
introduction of advanced technologies and innovations in the global automotive
industry, to introduce a “large-node conveyor” production system through
localization and expansion of industrial cooperation and ultimately the role and
importance of delivering modern, affordable, and cost-effective vehicles to
consumers.

Introduction of research results. Based on the proposals developed to
improve the implementation of marketing strategies in car dealership enterprises:

Determining average value of the cultural-psychological “portrait” of
consumers in the national car market of Uzbekistan is at the level of 75.8%, and
based on it, a program of differentiation of the model range of the “LADA
Uzbekistan” brand was adopted for implementation (Reference No. 02-14/-02110
of the Ministry of Investments and Foreign Trade of the Republic of Uzbekistan
dated March 9, 2022). As a result of the implementation of these proposals, the
founder of the LADA Uzbekistan brand, “Roodell” LLC, in September-December
2021, the delivery of cars in white, gray, and black colors, which are popular among
customers, increased by 136%, the sale of models with additional processing in the
“sports & deluxe” tuning method has been launched as well as sales of “sedan” and
“universal” cars increased by 161.3 percent;

A marketing promotion strategy including a discount “test drive” with a “full
service” package and universal “trade-in” mechanisms regardless of model and
mileage was implemented (Reference No. 02-14/-02110 of the Ministry of
Investments and Foreign Trade of the Republic of Uzbekistan dated March 9,
2022). As a result of the introduction of this offer, the car sales of “Roodell” LLC,
the founder of the “LADA Uzbekistan” brand, reached 10.6 billion Uzbek soums
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(UZS) in November 2021, an increase of 298.3% compared to the average monthly
sales volume;

A price strategy to reduce the cost of “LADA Uzbekistan” brand cars by an
average of 6.6% due to the introduction of the system of ordering spare parts to
local manufacturers (ODM) of the industrial cooperation without a license has been
adopted for implementation (Reference No. 02-14/-02110 of the Ministry of
Investments and Foreign Trade of the Republic of Uzbekistan dated March 9, 2022)
As a result of the implementation of this proposal, the founder of the “LADA
Uzbekistan” brand, “Roodell” LLC, will import ready-made cars based on “CBU”
(complete build-up), i.e. import of ready-made cars and domestic the practice of
selling to the market began to be gradually reduced, and as of January 1, 2022, it
was achieved to reduce the volume of imports by almost 42.4%, and the new
“SKD” (large knotted parts) localization of “Vesta”, “X-Ray” and “Largus” models
in the assembly area of Jizzakh region assembly) production was launched. The
company has installed the most modern robotic conveyor lines, on the basis of
which 233 new jobs were created, and eventually, as of January 1, 2022, 197 cars
were produced for a total of 32.7 billion UZS in total;

Forecast indicators of the sales volume of the “LADA Uzbekistan” brand until
2026 based on normal, optimistic, and critical scenarios have been introduced into
the Roodell LLC (Reference No. 02-14/-02110 of the Ministry of Investments and
Foreign Trade of the Republic of Uzbekistan dated March 9, 2022). As a result of
the implementation of this scientific innovation, the strategic road map until 2026
of Roodell LLC, the founder of the LADA Uzbekistan brand, was developed.

Approbation of research results. The results of the study were presented and
approved in the form of reports at 4 scientific conferences, including 2 international
and 2 national scientific conferences.

Publication of research results. A total of 10 scientific papers on the topic
of the dissertation, including 6 articles in scientific publications recommended for
publication of the main scientific results of doctoral dissertations of the Higher
Attestation Commission of the Republic of Uzbekistan, including 2 in national and
4 in foreign journals.

The structure and scope of the dissertation. The content of the dissertation
consists of an introduction, three chapters, a conclusion, a list of references, and
appendices. The content of the dissertation is 130 pages.

MAIN CONTENT OF THE DISSERTATION

The introductory part of the dissertation is based on the relevance and
necessity of the research, the purpose and main tasks, object, and subject of the
research are formed, the dependence of the Republic on the priorities of science and
technology is shown, the scientific novelty and practical results of the research are
presented, the scientific and practical significance of the results and information on
the implementation of the test, the published work, and the structure of the
dissertation are listed.

36



The first chapter of the dissertation, entitled “Theoretical and
methodological foundations of the use of marketing strategies in car
dealerships”, studied modern marketing strategies suitable for the car market,
identified cultural factors affecting the car market and studied the essence and
objective necessity of the theoretical foundations of Hofstede’s cultural criteria
method. Also, in this direction, the theoretical aspects of modern marketing
concepts of foreign economists, including the elements and characteristics of
marketing strategies and ways of using them in the car market of Uzbekistan, are
highlighted.

It should be noted that while the world’s leading economists and the world’s
leading experts in marketing and corporate governance agree on the importance of
marketing strategy in entering a new market, there are differences of opinion on
the need to take cultural factors into account when developing a strategy. Also, the
issue of the ability to accurately measure the cultural and psychological indicators
that affect the marketing activities of companies in the development of an entirely
new market has always been the subject of debate.

In the scientific literature, customer-oriented strategies formed within the
framework of modern marketing concepts are mainly considered as a set of
methods used to promote products. There are also views of the marketing strategy
as a means of managing the operational activities of the enterprise aimed at
increasing production, sales, and profitability. American scientists considered the
marketing strategy as the main means of expanding sales and achieving a
sustainable advantage in market competition. In the approaches to the development
of marketing strategies by Uzbek scientists, the main focus on segmentation,
product improvement, pricing, the introduction of new sales methods, creation of
an advantage in competition based on the use of targeted communication methods
with consumers has been studied as a priority. According to the author, marketing
strategy is recognized as a set of systematic measures aimed at creating a positive
image of the product by establishing close communication with customers and
attracting their attention to a certain product, and to achieve that product will be
their main choice, regardless of the competitive environment in the market.

The development of marketing strategies is formed based on complex
marketing research and studies. The development of strategies requires the study
of a complex system of factors affecting the market. Studies show that international
companies need to deeply study the socio-economic and cultural aspects of the
country they want to enter to effectively develop and implement marketing
strategies.

As the most effective method used in international practice for measuring the
culture of buyers in the car market based on specific criteria, it is appropriate to use
the cultural criteria method created by the Dutch scientist G. Hofstede, which is
widely used in the study of cultural and psychological aspects of consumers used
by large corporations to enter a new market.

Empirical analyzes aimed at identifying cultural dimensions in a particular
country consist of a limited set of indicators. Influence of cultural factors on

consumer behavior is difficult to create a system of all factors. Hofstede’s method
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of assessing the influence of cultural criteria on consumer behavior is distinguished
by its comprehensiveness, reliability of results, and ease of implementation. In this
method, aspects of consumer behavior formed by the cultural value system of
consumers are analyzed based on cultural criteria indicators such as interpersonal
relations, personal choice of consumers, gender dominance, conservatism, target
consumption level, and thrift (Figure 1).

Cultural value system
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Figure 1. An interaction model of culture and consumer behavior®

In societies that promote minimalism and individualism, long-term consumer
culture is highly formed, they want to form a long-term and mutually trusting seller-
buyer relationship with the manufacturer, and set a special approach to them from
the seller as the main criterion. Strategies formed based on the results of marketing
research conducted based on the interaction model of culture and consumer behavior
help enterprises maintain long-term relations with consumers and create their image.

The second chapter of the dissertation entitled “Analysis of the current
situation of the national car market and the activity of the LADA Uzbekistan
brand in it” examines the current state of the national car market and the segment
characteristics of consumers. Using Hofstede’s model of cultural criteria, the
cultural-psychological aspects of consumers in the national car market were
measured and a customer portrait was formed by summarizing the results.

The automobile industry is one of the most important sectors for Uzbekistan.
Since the population of Uzbekistan is the largest in Central Asia, the desire of
international automobile corporations to enter the market of Uzbekistan is high.
Although many international automobile companies, including Volkswagen Group,
Renault Group, Hyundai Group, etc., have very high sales turnover and intense
competition experience, they must always conduct marketing research to study the
market and achieve success.

The car market of Uzbekistan has maintained its growth trend in recent years
despite the pandemic. According to statistics, in 2018, the production volume of
cars in Uzbekistan was 232,443 units, in 2019, this figure increased to 293,555 in

® Formed by the author
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2020 to 287,285 and in the first three quarters of 2021 to 145,940. Along with the
increase in production, consumption also kept the growth trend. The total
consumption of cars in Uzbekistan was 220,667 in 2018, 271,108 in 2019, 280,080
in 2020, and 150,183 in the first three quarters of 2021 (Figure 2).
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Figure 2. Production and consumption of cars in Uzbekistan’ (piece)

A “PESTLE” analysis was conducted to determine the current situation in the
car market of Uzbekistan because this analysis should develop a monitoring tool to
be able to assess the political risk level of all services provided by the company.

Political environment: due to the stability of the political system of Uzbekistan,
there are appropriate conditions for international companies such as “LADA”,
“Kia”, “Hyundai”, etc. to set long-term goals in the Uzbekistan market.

Economic environment: the economic environment in Uzbekistan is quite
stable, but the government uses protectionist policies to support UzAutoMotors.

Social environment: when developing marketing plans for profitable sales of
company cars, marketing managers should pay special attention to the social element
of Uzbekistan.

Legal Environment: the legal corporate climate of the country has undoubtedly
undergone several reforms which have helped in the development and attractiveness
of its economy. Excise duty rates on the import of certain motor vehicles have been
abolished. Political relations are an important factor for successfully entering
Uzbekistan as a chosen market.

Ecological environment: Uzbekistan has an environmental problem related to
air pollution. The increasing trade of old cars or used cars in the market of
Uzbekistan is causing the problem of air pollution.

Also, with the help of marketing analysis methods and econometric modeling,
the situation in the market is deeply researched (Fig. 3), existing trends and problems
are identified, and scientific solutions for problem-solving are shown.

Based on the results of the situational analysis of the national car market, the
culture of Uzbek consumers was measured using Hofstede’s cultural criteria
method, which is considered one of the most effective ways to find solutions to
relevant problems. Based on the obtained results, a cultural-psychological portrait

" Information of the State Statistics Committee of the Republic of Uzbekistan
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of buyers was created. A questionnaire representing all the social, cultural,
psychological, and economic aspects of consumers when purchasing a car was
created and evaluated on a 5-point Likert scale.

500 copies of questionnaire forms were distributed to all dealerships
belonging to the “LADA Uzbekistan” brand, and 482 of them, or 96.4% were filled
in, 11 forms were filled in incorrectly and 7 forms were excluded from the analysis.
The data from all the collected questionnaires were fully processed and the data
were summarized. Based on the generalized data, Hofstede's cultural criteria were
calculated as follows. For the first time, the results of the analysis based on
Hofstede’s cultural criteria in the economy of Uzbekistan are shown in Figure 4.
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Figure 3. The current situation of the car market in Uzbekistan?

According to the results of the analysis, 93% of consumers are very
conservative towards new brands, 82% buy for long-term use, 79% follow the choice
of influential people in society, 72% are the absolute dominance of men in making
the main decisions on purchases, make their personal choice, not on their own, but
the advice of others is 56%, 73% is saving more for the future due to saving money
from current expenses, clearly demonstrated the superiority of cultural and
psychological aspects.

8 Author development based on research results
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Target market: Target group: visitors of “LADA" Cultural-psychological portrait
Uzbekistan dealership centers in Uzbekistan
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Figure 4. A cultural and psychological portrait of car consumers of
Uzbekistan®

Identification of the drivers of the development of the automotive industry in
Uzbekistan and the application of modern econometric models to them, as well as
the influence of factors affecting the sale of “LADA Uzbekistan” brand cars, taken
as an object, were determined. Special attention was paid to the use of advanced
econometric methods in the creation of an economic-mathematical model, and the
influence of factors that should be taken into account in the development of the
marketing strategy of the “LADA Uzbekistan” brand was evaluated using the
cointegration and autoregressive distributed lag (ARDL) method.

The capacity of the car market in Uzbekistan, the volume of consumption, the
volume of production, export, and import depending on the volume of sales of
“LADA” cars was expressed in the form of the unlimited error smoothing model
(UECM) of the ARDL test according to the Pesaran rule (1.1.):

Here, the volume of sales of SLS — “LADA” cars,

MSZ - the country’s automobile market capacity, CON - the country’s
consumption volume, PRD - the country’s automobile production volume, EXP -
the country’s automobile export volume, IMP - the country’s automobile import

% Author development based on the results of Hofstede’s cultural criteria test
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volume, GDP - the gross domestic product, INF - the inflation rate, EXC - the
exchange rate.

AInSLS, = @y + 2oey @1 AINSLS, ; + L @, AInMRS, _; + X1_ @3 AINCON,_; +

+ XY @ AInPRD,_; + X7 0 AINEXP,_; + X0 s AIIMP,_; +

+ 20 @; AInGDP, _; + XI_ 0o AInINF, _; + X!, 9o AINEXC, _; + B, InSLS, _; +

+B,InMRS,_; + f3InCON,_; + ,InPRD,_; + BsINEXP,_; + BsInIMP,_, +

+B;InGDP,_; + BaInINF,_; + P3InEXC,_; + u, (1.1)

Since the ARDL model requires variables to have unit roots only in the order
1(0) and I(1), i.e., in rank and primary difference, augmented Dickey-Fuller and
Phillips-Perron unit root tests were performed. Unit root tests showed that all
variables were stationary in the first difference, that there was a cointegrating
relationship between the factors we selected, and that the analysis could be
continued. Therefore, the ARDL test was performed above (Table 1).

Table 1
Statistical significance test of the estimated factors for the ARDL model.* (in
coefficient)

Variable Coefficient St. Error t-statistics Probability*
LnSLS(-1) 1.097165 0.361191 3.037627 0.0385
LnMSZ -0.010987 0.026525 -0.414212 0.7000
LnMSZ(-1) -0.045356 0.033718 -1.345176 0.2498
LnMSZ(-2) 0.052945 0.041217 1.284537 0.2683
LnCON 0.014013 0.028754 0.487333 0.0415
LnCON(-1) 0.043994 0.035713 1.231884 0.1855
LnCON(-2) -0.039898 0.036731 -1.086225 0.0385
PRD 0.022020 0.013509 0.275165 0.0106
PRD(-1) -0.053569 0.007471 -7.169971 0.0882
PRD(-2) -0.058494 0.010868 -5.382112 0.1170
EXP 0.321307 0.052130 6.163586 0.1024
EXP(-1) -0.320702 0.036645 -8.751694 0.0724
EXP(-2) -0.293181 0.059722 -4.909121 0.1279
IMP 0.082629 0.010324 8.003795 0.0491
IMP(-1) 0.159555 0.024305 6.564816 0.0962
IMP(-2) 0.153066 0.021877 6.996652 0.0904
GDP 0.038811 0.000217 0.128282 0.0360
GDP(-1) -19.41148 5.938274 -3.268875 0.1468
GDP(-2) -13.66129 5.303396 -2.575952 0.0821
EXC 0.139216 0.071597 1.944434 0.1471
EXC(-1) -0.049309 0.060846 -0.810380 0.4770
EXC(-2) 0.133803 0.068535 1.952333 0.1459
INF 71.03124 38.88120 1.826879 0.1652
INF(-1) 80.75758 40.34904 2.001475 0.1391
C 2756.998 978.5694 2.817376 0.0669

R-squared 0.945322 Mean dependent variable 1218.154

*I/ISOXZ p-KHﬁMaTJ'Iap Ba 601m<a TECTIIap MOAC TaHIalaa 3LTI/I60pFa OHHHMaﬁHH.

The coefficients of the ARDL test given in Table 1 show that consumption,
production, import, and GDP volumes have a positive effect on the volume of sales
of “LADA” cars. If other indicators remain unchanged, if the volume of
consumption increases by one unit, the volume of trade increases by 0.014 units, if

10 Based on the information of the State Statistics Committee of the Republic of Uzbekistan, it was performed by the
author in the Eviews 9 program.
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the volume of production increases by 1 unit, it increases by 0.022 units, if the
volume of imports increases by 1 unit, it increases by 0.08 units, if the volume of
GDP increases by 1 unit, it increases by 0.039 units. Market capacity, export, and
inflation rate were considered insignificant as the probability of r-value was greater
than 5 percent.

To get a perfect and detailed result, the short and long-term relationship was
examined through a cointegration test. In Table 2, there is a short-term positive
relationship between the dynamics of production, import volumes, and GDP, and
their increase by 1 unit increases the trade volume by 0.021770, 0.010727, 0.031109,
and 0.095642 units, respectively.

In the short term, GDP growth is the strongest driver of trade volume growth.
The increase in the dynamics of the exchange rate is the only factor that prevents the
growth of trade volume. If the exchange rate of the UZS against the US dollar
Increases by 1 unit, the company’s sales volume will decrease by 0.068412 units.
Since the confidence interval is greater than 5 percent, market capacity, export, and
inflation rate are found to be insignificant factors that do not affect the sales volume
in the short term.

Table 2
ARDL model cointegration form and long-run correlation test!! (in
coefficient)

Variable Coefficient St. Error t-statistics  |Probability*
D(LnMSZ) 0.016966 0.018908 0.897300 0.0958
D(LnCON) 0.021770 0.020932 1.040020 0.0287
D(LnPRD) 0.010727 0.016271 1.110495 0.0380
D(LnEXP) 0.057540 0.034877 1.649824 0.1501
D(LnIMP) 0.031109 0.022113 1.406807 0.0291
D(LnGDP) 0.095642 0.124101 1.750690 0.0316
D(LnINF) 0.088546 0.112829 1.486866 0.1421
D(LnEXC) -0.068412 0.146011 -1.753829 0.0493
CointEq(-1) -0.096441 0.172305 -0.559714 0.5959

The long-term correlation test showed a significant change in the effects of the
factors. Specifically, consumption, production, import, and GDP volumes stimulate
trade growth (0.014277, 0.026034, 0.050259, and 0.025362 units, respectively) in
both the short-run and long-run. However, the position of the most powerful
influencing factors has changed, and in the long term, import volume is the main
factor in increasing the company’s sales volume. Since the confidence interval is
greater than 5 percent, market capacity, exports, inflation, and exchange rate
dynamics are insignificant factors that do not affect the volume of trade in the long
run.

Diagnostic tests of the model were conducted to determine the significance
and appropriateness of the results obtained from the analysis. The Breusch-Godfrey

1 Based on the information of the State Statistics Committee of the Republic of Uzbekistan, it was performed by the
author in the Eviews 9.0 program
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Lagrange multiplier test showed that there is no autocorrelation in our model, and
the Breusch-Pagan-Godfrey test showed that the measurement errors of the model
were normally distributed. Also, CUSUM and CUSUM of Squared tests were
conducted to confirm the reliability of the obtained result and the correctness of the
selected model.

Table 3
ARDL model long-term coefficients!?

Variable Coefficient St. Error t-statistics  |Probability*
LnMSZ -0.174760 0.148243 -1.178874 0.0723
LnCON 0.014277 0.379489 0.337654 0.0285
LnPRD 0.026034 0.660985 0.593256 0.0394
LnEXP -0.952947 1.726006 -0.552111 0.6008
LnIMP 0.050259 0.883807 0.806508 0.0306
LnGDP 0.025362 0.682637 0.578800 0.0438
LnINF 0.143937 0.959262 2.428821 0.1181
LnEXC -0.285030 1.159475 -0.209662 0.8346

C 71.086798 9.918175 88.079376 0.0449

Cointeq = SLS - (-0.1747*MSZ + 0.1142*CON + 0.0260*PRD — 0.9529*EXP +
0.0502*IMP + 0.0253*GDP + 0.1439*INF — 0.2850*EXC + 71.0867 )
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Figure 5. “LADA” car sales forecast®® (piece)

Based on the obtained results, the forecast indicator of the volume of sales
of “LADA” cars in our country for the next 5 years based on the main, optimistic
and pessimistic scenarios was calculated (Fig. 5). It turned out that the sales of
LADA cars will increase with small fluctuations in the period 2022-2026, and will
increase from 2639 units in 2021 to 7533 units in 2026 or 285% under the target
scenario if external factors do not affect it. In ideal economic conditions, in which
all factors have a positive effect, sales volume will increase from 5,400 units to
12,604 units or 233% in 5 years, respectively, based on optimistic scenarios. In the

12 Based on the information of the State Statistics Committee of the Republic of Uzbekistan, it was performed by the
author in the Eviews 9.0 program

13 Author development based on the results of Hofstede’s cultural criteria test
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most severe, extreme market conditions, the trading volume under pessimistic
scenarios increases from 1166 to 4301 units or 368.7%.

In the third chapter entitled “Development of a marketing strategy for the
“LADA Uzbekistan” brand”, ways to eliminate the problems and shortcomings
identified in the national car market based on the study of the experience of large
automobile companies in the previous chapter on the formation and implementation
of the marketing strategy of our national culture, sales of the “LADA Uzbekistan”
brand are determined. an effective and flexible new marketing strategy aimed at
Improving its activities, finding its place in the market of Uzbekistan, and forming a
positive image among buyers is offered.

During the period of entering a new market, automobile companies tend to
closely monitor the activities of competitors who have entered before them, to obtain
“insider” information, and to determine the problems they face and the decisions
they make based on marketing research. Marketing research serves as a kind of risk-
free “testing laboratory”. When formulating a marketing strategy for entering a new
market, even if there is no competitor, successful marketing tactics and strategies
are important for every business.

The use of foreign experiences in entering the new market forced to take into
account the unique environment of the Uzbekistan car market, the current legal
system, customs policy, and the cultural and psychological portrait of buyers, the
fact that “LADA” cars cannot compete with the world's major brands in terms of
quality, price, and technology. Therefore, it is appropriate to use unique marketing
strategies of automotive corporations including the French “Renault Group”, the
German “Mercedes-Benz”, the Swedish “Volvo”, the Czech “Skoda”, the Japanese
“Toyota”, the South Korean “Hyundai Motors” and the American “General Motors”
and “Ford Motors” for entering new markets.

“Renault” entered the market by making an impression on the minds of buyers
as the safest car, even though the safety level of its cars was much lower than German
automobile companies such as “Mercedes-Benz”, “Volkswagen” or “BMW” while
entering the neighboring German market. Renault used a marketing strategy that
featured a “crash test” of 8 new models. As a result, in the minds of German
consumers, a firm opinion that “Renault” brand cars are strong and safe has been
formed.

The results of a survey conducted on the market of Uzbekistan to form a portrait
of the buyer based on Hofstede’s cultural criteria confirm that the income of the
population has increased. The price of cars in the domestic market is disproportional
to the income of the population, so cars in the middle segment are perceived as a
sign of wealth and luxury, not as a luxury. Therefore, car campaigns should pay
special attention to pricing policy in their marketing strategies. The differentiated
pricing method used by Ford Motors of the USA to enter new markets is effective.
Cars are offered for pricing based on the consumer’s income in the “market-
oriented” and “premium” categories.

Summarizing all the conducted studies and analyses, the created customer
portrait, and the results and conclusions from advanced foreign experience, the
following are recommended as the priority directions of the marketing strategy that
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will help the “LADA Uzbekistan” brand take a strong position in the market of
Uzbekistan:

The developed marketing strategy fully covers the activities of the “LADA
Uzbekistan” brand, including not only increasing the sales volume, setting an
alternative price range, improving the image or introducing a new approach in
relations with customers;

organization of production following the customer’s purchasing culture and
technological processes in the global automotive industry;

the tariff system applied to foreign car brands in the country and the absolute
monopoly of the brands belonging to the local manufacturer “Uzavtosanoat™ joint
stock company in the local market, as well as the high inclination of consumers
towards these brands and focusing their attention on the cars of the LADA
Uzbekistan brand;

organization of production following the customer's purchasing culture and
technological processes in the global automotive industry;

the tariff system applied to foreign car brands in the country and the absolute
monopoly of the brands belonging to the local manufacturer “Uzavtosanoat™ joint
stock company in the local market, as well as the high inclination of consumers
towards these brands and focusing their attention on the cars of the LADA
Uzbekistan brand;

forming a public positive image of the “LADA Uzbekistan brand in the
minds of consumers;

providing an opportunity to drive a car (test-drive) to demonstrate to
customers the superior aspects and advantages of the models offered by the “LADA
Uzbekistan™ brand,;

incentives by offering a discount or free maintenance for some time while
maintaining the profit margin;

The introduction of the trade-in service for buyers who intend to purchase new
models of the “LADA Uzbekistan” brand should be considered an effective
strategic direction. “UzAutoMotors” company, which is considered the main
competitor, has established a system of exchange of cars produced only by itself.
It is determined based on the coefficients for calculating the consequences of
technical failures, wear and tear, and traffic accidents. It was recommended to
attract more customers by offering a trade-in service, regardless of the brand,
model, and model, unlike the competitor, and by offering a discount, keeping the
profit margin, for choosing the LADA Uzbekistan brand (Fig. 6).

Based on Hofstede’s cultural dimension, the analyzes conducted to form a
portrait of the buyer revealed that the prices set for cars in the local market are the
main factor that attracts consumers. Based on this, the pricing criteria for the
“LADA Uzbekistan” brand should be determined based on the price ranges
developed in cooperation with the prestigious Harvard University and the “Boston
Consulting Group” company. According to the methodology, the consumer
segment of cars was divided into “budget” (up to 10 thousand US dollars),
“popular” (10-50 thousand US dollars), and “premium” (more than 50 thousand
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US dollars). However, this method is formed based on the price situation in
developed countries.

A customer chooses 8 o Announces that he or
new car from the S—ar’ she Intends to use TRADE-Av
dealership the " Trade-in™ service
i customer can choose iny car, regardiess of
any model available at brand and model, can
the dealership participare "‘5
— A contract for the Carries out techuical
— purchase of an old Inspection and evaluation
“i car will be signed of the car he uses
The price of the buyer's
A car will be deducted from

It is applied with reduccid
' ! '-; the price of the new car Technical inspections and
asscssmeniy are aise free.
Hurw asromodnm yuys
The buver pays the rest of ‘ SRR
CHRI0 WAPTHOMACH :
the payment for the new ca .
y a0 TAELIn

{ discount of § million The car has a S-vear or 100,000

P 11 B .
soums will be given for &4t 2
WIS WHioe 8§ /e Kllometer warranty and a one-tlme

the remaining amount free full technical inspection, oil

change and programming service

certificale.
Figure 6. Schematic view of the implementation of the “Trade-in” service'*

Unreliability of the obtained result arises in conditions of uneven distribution
of income. The proposed re-segmentation of the national car market in terms of
brands is shown in Table 4.

For this reason, re-segmentation of consumers of the automobile market should
be carried out following the method of calculating the average nominal monthly
income of the Organization of Economic Cooperation and Development and using
the purchasing power in comparative analysis.

In 2020, the world average nominal income was 1,851 dollars at purchasing
power parity, and in the corresponding period, this indicator was 2,227.1 thousand
UZS ($226) or 958 dollars at purchasing power parity in Uzbekistan, and the
coefficient of difference was 1.93 units.?>! Therefore, in the proposed marketing
strategy, giving special priority to price competition, especially the main competitor
and “market maker” brand “UzAuto”, several solutions are offered to attract
customers by reducing the cost while maintaining quality and profitability.

In order to achieve a suitable price level for buyers, enterprises will improve
the quality of cars and reduce their total cost due to the adoption of “SKD” (small
chain conveyor) production in the car assembly area, the training of qualified

14 Author development based on the results of Hofstede’s cultural criteria test
15 |LO Statistics Database. https://ilostat.ilo.org/topics/wages/
16 The official website of the State Statistics Committee of the Republic of Uzbekistan. https:/stat.uz/uz/rasmiy-
statistika/labor-market-2
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personnel for production and the introduction of modern fully automated car
assembly systems. Also, localizing the production of imported components that do
not require deep technological processes, in particular, the production of quick-
change cast metal and plastic parts, as well as the full mastery of painting and
welding, is the most effective way to reduce costs, and a list of parts to be localized
has been formed (7 - picture).

Table 4
Resegmentation of the national car market in terms of brands?’. (dollars)
Group Price range Brand Model Price
" " Upto5181
Budget dollars i i i
Spark 6741
Damas 7182
Nexia-3 8011
UzAuto Cobalt 8 907
Gentra 12 672
Tracker-2 21284
Vesta SW 14 211
5 182 _ 25 907 Xray Cross 15312
Market-oriented dollars LADA Vesta SW Cross 15 312
Largus FL 15 954
Niva 4x4 13 385
Niva Travel 17 147
Soul 21917
KIA Seltos 23 569
Kaptur 21 003
Renault Duster 21383
Volkswagen Caddy 19 495
Malibu 2 33853
Trailblazer 36 514
“Premium" UzAuto Equinox 35 688
Traverse 54 679
Tahoe 67 431
Aboye 25 908 K5 29 899
KIA Sorento 43 569
K8 55 312
Stinger 62 927
Skoda Kodiag 35 688
Isuzu D-max 31193

Following the changes in the world automobile industry, based on the
production capacities of “Roodell” LLC, the production of cars with hybrid and
alternative fuel, computerized and telematic technologies, “intelligent” safety and
control systems, and new safety, environmental and technological standards are
gradually adopted. A “competitiveness program” was proposed to implement
industrial cooperation on “OEM”, “ODM”, “JDM” and localization in a phased
transition.

17 Author development based on the results of Hofstede’s cultural criteria test
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Step-by-step adopting production Industrial cooperation and localization

Discontinue "CBU" practice ‘ Establishing an “OEM” system
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cars : ; manufacturer

Assemblying automobiles via"SKD" Establishing an “ODM” system
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: e : Ordering of spare parts for production
Conveyor assembly of ready-made spare : Competitive Withouti Iicerr)15e P P
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Assemblying automobiles via"CKD" '
method

Conveyor assembly of semi-assembled parts

S

Establishing an “JDM” system

Changing car design based on customer choice
and climatic conditions

Establish production of commonly used plastic,
Conveyor assembly of semi-assembled parts rubber and metal parts

Figure 7. Market Competitiveness through manufacturing, industrial
cooperation, and localization*®

In addition, the “OEM” system (purchasing from the original manufacturer)
with companies producing components of the “AvtoVAZ” and “Renault Group” like
systems of engines, software, semiconductors, gearboxes, and the “ODM” system
(ordering the production of one’s product without granting a license by another
company) components such as automobile windows, tires, shock absorbers,
stabilizers, small spare parts made of rubber with the companies of “Uzavtosanoat”
JSC system, components with low production profitability on an industrial scale
establishing a purchasing system from manufacturing enterprises using local
resources through cooperation, introducing a “JDM” system based on patent rights,
making changes to the design and construction of cars based on the wishes of buyers,
existing infrastructure and climatic conditions, has been proven to drastically reduce
costs.

CONCLUSION

The following scientific conclusions were formed based on the results of the
analyzes and studies carried out within the framework of the dissertation:

1. It is appropriate to approach the modern marketing strategy as a set of
systematic measures aimed at forming a positive image of the product by
establishing close communication with customers and attracting their attention to a
certain product and achieving the choice of that product regardless of the competitive
environment in the market.

2. In Uzbekistan, consumers’ purchasing portrait of cars, such as their
conservatism towards new brands, long-term purchasing, following the choices of
influential people in society, the absolute superiority of men in making the main

18 Author’s development based on research results
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decisions on purchases, basing their personal choices on the advice of others, and
constantly saving up to buy cars formation should be considered as the most
important cultural and psychological factors.

3. According to the results of the analysis of Hofstede’s cultural criteria, it was
found that although the income of the population has been steadily increasing in
recent years, the price of cars in the domestic market is disproportionate to the
income of the population. Accordingly, it should be considered as the main direction
of strategic marketing to make consumers look at their behavior as a consumer
product rather than as a means of savings. Given that buyers pay more attention to
the price of a car than its quality, the “LADA Uzbekistan” brand should give priority
to competitive price strategies in its marketing strategy.

4. There is no opportunity to use the practice of price classification of cars in
terms of international population income in Uzbekistan. Taking into account
purchasing power parity, the average nominal income of the population is 1.93 times
less than the world average. Based on this, the application of the proposed price
segmentation with a price range of half of the international indicators is a priority
direction of trade development.

5. Re-segmentation based on the average nominal income of the population,
taking into account purchasing power parity, increasing the production of “cheap”
(budget) cars in the national car market of Uzbekistan and renewing the assortment
of “popular” and “premium” cars based on “trade-in” fit for purpose.

6. By expanding localization and industrial cooperation and introducing a
licensed system of supply of components, the organization of production in the first
“large-node” and then in stages “small-node conveyor” method will allow reducing
the cost.

7. Due to the limited choice of brands and models for buyers in the Uzbek
market, the fact that the local “UzAuto” brand operates in an absolute monopolistic
manner, and the high inclination of consumers towards this particular brand, the
introduction of services that are not provided by this brand will attract the attention
of new market participants and positively in their minds. serves image formation.

8. In exchange for the introduction of advanced technologies and innovations
in the global automotive industry, putting new models on the assembly line, in
particular, the production of models with step-by-step hybrid and alternative fuel,
computerized and telematic technologies, “smart” safety and control systems
“LADA Uzbekistan” ensures long-term stable activity for the brand.

9. The implementation of the recommended marketing strategy developed for
the “LADA Uzbekistan” brand will serve to create a healthy competitive
environment in the national car market in the medium and long term, and ultimately
provide consumers with modern, cheap, and economical cars.
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BBEJIEHUE (anHoTaumus auccepraunu aokropa ¢puiaocodpuu (PhD)

eab uccienoBaHus 3aKII0YACTCS B Pa3padOTKE HAYYHOTO MPEJI0KEHUS U
MPAKTUYECKUX PEKOMEHAAIUMA 1O  COBEPIICHCTBOBAHUIO  HCMOJb30BAHUS
MapKETHHTOBBIX CTPATETUN B aBTOIMIICPCKUX MPEATPUITHSIX.

3amavu ucclieI0BAHNS:

VM3YyUYUTh  Pa3IMYHbICE TEOPETHUYECKHME  B3IUISABI HA  COBPEMEHHBIC
MapKETHHTOBBIC CTPATETHH, UX COJACP’KAaHUE U CYIITHOCTh, BBIIBUTH COBPEMEHHBIC
TEHJICHIUY;

pa3paboTKa CUCTEMbI MOKa3aTesell MPUMEHEHNS MAaPKETUHIOBBIX CTPATErHid
Ha HallMOHAJIHHOM aBTOMOOWJIBHOM pPBIHKE Ha OCHOBE KYJbTYPHBIX KPUTEPHEB
Xodcrena, MUPOKO UCTIOIB3YEMBIX B MEXKTyHAPOTHON MPAKTUKE;

npaBWibHAs OpraHu3ainus pa3paboTKM MapKETHMHIOBBIX CTpaTeruil B
aBTOCaJioHax  Y30€eKucTaHa, ONUCAHUE CHUCTEMbl MaKpPOIKOHOMHYECKHX,
PBIHOYHBIX U COMMOKYJIBTYPHBIX (PaKTOPOB B HEH;

BBISIBIICHUE, aHAJIM3 U OIIEHKA 110 KOHKPETHBIM KPUTEPUSIM YKOHOMUYICCKUX H
COLIMOKYJITYPHBIX (PaKTOPOB, BIUSIOIIMX HA OaJlaHC HA aBTOMOOUIIBHOM PBIHKE;

pa3paboTka nporpammbl guddepeHnuanuy ¢ 1elbl0 YBEJIUMUYCHUST 00bheMa
nponaxx mapku «LADA Uzbekistan» Ha HanimoHaJIbLHOM aBTOMOOHMJILHOM PBIHKE
MTyTEM U3YUYEHUS KyJIbTYPHBIX, ICUXOJOTHICCKUX U IPYTUX COMMATBHBIX aCTIEKTOB
oTpeouTENeH;

pa3paboTKa CTpaTeTMd KOHKYPEHIIMM U  CTHUMYJUPOBAHUS  COBITa,
BKJIIOYAIONICH MOPTpEeT TOKymaTels W JUCKOHTHBIA  «TECT-IpaiB» W
YHUBEPCAIbHBIC MEXaHU3MBbI «TPEHI-UH MPU Tpoaaxe aBTomoomineit « LADAY;

32 CYET PACHIMPEHHS JIOKAJTW3AIMK U MPOU3BOACTBEHHOW KOOIepaluu, a
TaK)K€ BHEJPECHUS JTUIICH3MOHHON CUCTEMBI MMOCTABOK, KOMIUICKTYIOIINX CHavalia
«KPYIHOY3JOBBIM», @ 3aTe€M IIOCTENEHHO «MEJIKOY3JIOBBIM»  METOJO0M
OpraHu3alluy MPOU3BOJCTBA;

pecerMeHTaIusl UCXOAsl U3 CPEAHEro HOMHHAIBHOTO JI0XOJla HACEJICHUs C
y4eTOM TapuTeTa TMOKYIMAaTeJbHOW CIIOCOOHOCTH, YBEIMYEHUE BBIMTyCKa
«JIemeBbIX» (OIOKETHBIX) aBTOMOOWJIEH Ha HAIMOHAJIBHOM aBTOMOOWJIBLHOM
pbIHKE Y30ekucTtaHa U OOHOBJIEHHE AaCCOPTUMEHTA «IOMYJSPHBIX» H
«TPEMUATILHBIX» aBTOMOOUIIA HA YCIOBUSAX «TPEUA-UHY.

Oo0bekTOoM mHccaenoBanusa  sBisierca  aesarenbHocTh OO0  «Roodelly,
yupenutens Openma «LADA  Uzbekistan», #Ha aBTOMOOWJIBHOM pPBIHKE
VY306ekucrana.

IIpenmeTom mucciieIOBAHUSA SIBISIETCSI COBOKYITHOCTh SKOHOMHYECKHX U
COIIMAJIbHBIX OTHOIIECHUM, BO3HUKAIOIIUX B TMPOLECCE COBEPIICHCTBOBAHUS
MCIIOJIb30BaHUSI MAPKETUHTOBBIX CTPATETUid B aBTOCAJIOHAX.

MeTtoabl mccienoBaHusi. B nuccepranmoHHo paboTe HMCMOJIb30BaIUCh
TaKue METOJbl UCCIAEAOBAHUS, KaK HAOIIOJCHUE, UHIYKIMS, TETyKIHSI, MOJETb
KYJIbTYPOJIOTMUYECKUX KpPUTEPUEB Xodcrena, METO/IbI ARDL 151
KOUHTETPAIIMOHHOTO YKOHOMETPUYECKOr0 aHaau3a, onpoc, cermenramus, SWOT,
PESTLE.
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HayuyHasi HOBH3HA HCCJIEIOBAHUS COCTOUT U3 CIAEAYIOIIHX:

OnpeneneHo cpenHee 3HAYCHHE KYJIbTYPHO-IICHXOJIOTHYECKOTO «IIOPTPET»
NOTpeOUTENEe Ha HALIMOHAJIBHOM pBIHKE aBTOMOOWIIEH Y30€KuCTaHa Ha YpPOBHE
75,8%, 1 Ha ero OCHOBE pa3paboraHa nmporpamma auddepeHanuu MOJAEILHOTO
psna mapku «LADA Uzbekistany;

[IpensioxkeHa MAapKETHHIOBas CTpaTerus MPOJABMXKEHHS, BKIKOYAIOLIAs
JACKOHTHBIM «TECT-APANB» C NAKETOM «IIOJHBIA CEPBHUC» W YHHUBEPCAIbHBIC
MEXaHU3MBbI «TPEUI-MH» BHE 3aBUCUMOCTHU OT MOJIEJIM U Mpo0era;

[IpensioxkeHa 1eHOBasi CTpATErusi MO CHIKEHUIO CTOMMOCTH aBTOMOOUIIEH
mapku « LADA Uzbekistan» B cpennem Ha 6,6% 3a cueT BHEIpEHHUS CUCTEMbI 3aKa3a
3amacHbIX dYacTted MecTHhIM TmpomsBojautesssMm (ODM)  mnpousBoacTBeHHOU
Koonepanuu 0e3 JTUIEH3UH;

Pa3paboTtanbsl mporHo3Hble MOKa3aTean oObema npojax mapku «LADA
Uzbekistan» no 2026 roga Ha OCHOBE HOPMaJIbHOTO, ONTUMHUCTHYECKOTO U
KPUTHUYECKOTO CLIEHAPUEB.

IIpakTH4yeckue pe3yjbTarbl HcciaenoBanus. Ha ocHoBe pa3paboTaHHBIX
MPEMIOKEHHUM IO COBEPIIEHCTBOBAHUIO PEAIM3AIIMM MAPKETHHIOBBIX CTPATETUi B
aBTOJUJIEPCKUX MPEATPUATHUSIX:

OmnpeneneHo cpenHee 3HAYEHHE KYJIbTYPHO-TICHXOJIOTHYECKOTO «IIOPTPETa»
NOoTpeOuTENe Ha HALIMOHAJIBLHOM pBhIHKE aBTOMOOWIIEH Y30€KucTaHa Ha YpPOBHE
75,8%, 1 Ha €ro OCHOBE MPUHSATA Mporpamma JudepeHmanui MoIeILHOTO psiaa
mapkun «LADA Uzbekistany. i peanusamuu  (crpaBka Ne 02-14/-02110
MuHucTepcTBa MHBECTULIMN U BHEIIHEN ToproBiu PecnyOnuku Y36ekucrtan ot 9
mapta 2022 roga). B pesynprare peanuzaiuu JaHHBIX MPEIIOKEHUN yupeauTens
opeama LADA Uzbekistan OOO «Roodell» B centsope-gexadbpe 2021 rona
NOCTaBKa aBTOMOOWJIEH MOMYJSAPHBIX y MOKyHarenaeil 6enoro, ceporo U 4epHoro
BETOB yBeInuwiach Ha 136 ThIC. %, 3amylieHa mnpojaxka MOJENIEeH ¢
JIOTIOJIHUTENIbHON 00paboTKOM B MeToJe TroHWHra «sports&deluxey», a Takxke
MPOJIAKH AaBTOMOOWMIIEH «Ccellan» U «yHUBepcam» BeIpociau Ha 161,3 mpoiieHTa;

Peanu3zoBaHa MapKeTHMHroBas CTpaTerus MPOJABIXKEHHS, BKIIOYAIOLIAs
JUCKOHTHBIM «TECT-IpaiB» C NAKETOM «IOJHBIA CEPBUC» M YHUBEpCAIbHbIC
MEXaHU3MBI «TPEHI-UH» BHE 3aBUCHMOCTH OT Mojenu u npodera (Mcx. Ne 02-14/-
02110 MunucrepctBa MuBectuuuii u Muocrpannsix Jlen). Toprosis PecnyOnuku
VY36exuctan ot 9 mapta 2022 roma). B pe3ynbrare BBeIeHNs TaHHOTO MPEI0KEHUS
nponaxu aBromoOmieii OOO «Roodelly, yupeaurens Openma «LADA
Uzbekistan», B Hos6pe 2021 roxa gocturau 10,6 Mapa cyMoB, yBEJIMYUBUIMCH Ha
298,3% 110 CpaBHEHHIO CO CPEAHEMECSIIHBIM 00BEMOM ITPOIAK;

[IpundTa K peanu3aluMy IIEHOBasi CTPATErvus MO CHUXXEHUIO CTOUMOCTH
aBromoOuneit mapku «LADA Uzbekistan» B cpeanem Ha 6,6% 3a cueT BHEAPECHUS
CUCTEMBbl 3aKa3a 3alacHbIX YacTed MecTHhIM mnpousBogutessiMm  (OM)
IIPOM3BOJACTBEHHON Koomepaiuu 0Oe3 juneHsun ( CnpaBka Ne 02-14/-02110
MuHucTepcTBa MHBECTULIMNA M BHELIHEN ToproBiu PecnyOnuku Y30ekucrtan ot 9
Mapta 2022 rona) B pesynbTaTe peanuzaiuu JaHHOTO MPEIJIOKEHUS yUpeaIuTeb
mapku «LADA Uzbekistan» komnanust «Roodell» OOO, Oynetr BBO3UTh TOTOBbIE

54



aBToMOOMIM Ha O0aze «CBU» (momHast cOopka), T.e. BBO3 TOTOBBIX aBTOMOOMIICH U
OTEYECTBEHHAS MTPAKTHUKA MPOJIAKH HAa PHIHOK CTaJIa MOCTETIIEHHO COKpaIlaThes, U ¢
1 suBaps , 2022 r. JOCTUTHYTO COKpalleHue oobemMa umMmnopTa nouru Ha 42,4%, a
takxe HoBast «SKD» (kpynHOy3/10BaThie AETaan) JoKanu3anus Mojaeneit «\Vestay,
«X-Ray» u «Largus» Ha cOOpouHOM y4dacTke T.J[>kh3ak. peruoH cOOPKH) 3aMmyIleHO
Npou3BOJICTBO. Ha  mpeanpusiTuu  yCTAHOBJEHBI  CaMble  COBPEMEHHBIC
pOOOTU3MPOBAHHBIE KOHBEHEPHBIC JTMHUHU, HA 0a3e KOTOPBIX CO37aHO 233 HOBBIX
pabounx MecTa, U B KOHEYHOM MTOTe IO COCTOsIHUIO Ha 1 ssHBaps 2022 roaa ObLIo
BHITTYIIIEHO 197 aBTOMOOMIIEH Ha 00IITyI0 cyMMy 32,7 MIIPA CYM.

B OO0 «Roodell» BHeIpeHbI IPOTHO3HBIE MTOKA3aTeId 00beMa MPOIaXK MapKU
«LADA Uzbekistan» 10 2026 rojga Ha OCHOBE HOPMaJILHOTO, ONTUMUCTHYECKOTO U
KpUTHYECKOTO ciieHapueB (crpaBka Ne 02-14/-02110 MuHHCTEpCTBAa MHBECTHIIMN H
BHemHeH ToproBiau PecrnyOmuku VY30ekuctan). PecnyOnmuku Y36ekucran ot 9
mapta 2022 roga). B pesynbrare peanu3aluy 3TOM HAyYHOW MHHOBAIMU ObLIa
pa3paboTaHa cTparermueckas jgopoxsas kapra g0 2026 roma OOO «Roodell»,
yupenutens Openaa « LADA Uzbekistany.

Crpykrypa u 00beM auccepranun. Coaep:kaHue ITUCCEpPTal COCTOUT M3
BBEJICHUS, TPEX IJ1aB, 3aKJIIOYEHUSI, CIIUCKA JIUTEPATyphl U npuiiokeHud. OobeM
nucceprannu cocrasisieT 130 cTpaHuLb.

55



3bJIOH KWJIMHT AH UIIJIAP PYHXATH

CIIMCOK OIIYBJIMKOBAHHBIX PABOT
LIST OF PUBLISHED WORKS

| 6yaum (I yacre, part )

1. Boboev L.D. “Effect of Marketing Communication in Promoting
Organizational Sales. A Case Study of Lada Uzbekistan Company. American
Journal of Applied Sciences, 3 (05), 2021, 257-264.

2. Boboev L.D. “The Impact of National Culture on Marketing Strategies of
LADA Company’s Dealers in Uzbekistan”. American Journal of Management and
Economics Innovations, 3 (05), 2021, 164-175.

3. Boboev L.D. “Enhancing marketing and promotional strategies within
automotive companies including LADA Company in Uzbekistan”: The 5th
International Conference on Future Networks & Distributed Systems (ICFNDS
2021). December 15-16, 2021, Dubai, United Arab Emirates. Available at:
https://camps.aptaracorp.com/ACM_PMS/PMS/ACM/ICFNDS2021/83/8b0aa84
b-6414-11ec-b613-166a08e17233/0OUT/icfnds2021-83.html (SCOPUS)

4. Boboev L.D. “Modern concepts of marketing strategy of companies,”
Economics and Innovative Technologies: Vol. 2021: No. 5, Article 2, 2021.
Available at: https://uzjournals.edu.uz/igtisodiyot/vol2021/iss5/2

5. Boboev L.D. “Consumer buying behavior and satisfaction in the Uzbek
automobile industry”. “Consumer behavior”, “Business-Expert” No. 2, 2022, 143
p.

6. Boboev L.D. “Marketing strategies of automobile companies of
Uzbekistan™. International Journal of Marketing and Technology. Vol 12. Issue 02.
February 2022, ISSN: 2249-1058, Impact Factor: 6.559, 28-32.

7. Boboev L.D. “Implementation marketing strategies by Lada company
while entering Uzbek market”. V36ekucron PecryGmuxacunuar Xapakatiap
CTpaTerusicu: MAaKPOUKTHCOAMM OapKapopiuK, WHBECTULIMOH (aommuk Ba
WHHOBAIIMOH  puBOXJIaHuil uctukOotapu: Il ownalin  wimuii-amanuii
KOH(epeHIus Marepuaiiapu tymiamu. 4-mysoa. TAAY, 2020 #un 10-11
nekadpp. — T.: «MabHaBusTY, 2021. — 516-0.

8. Boboev L.D. “Cross-cultural impact on marketing strategies: a study on
automobile industry” “Korporativ boshqaruv tamoyillarini joriy etishning ilg’or
xorij tajribasi va uni O’zbekistonda qo’llash istigbollari”. Xalgaro ilmiy-amaliy
anjumani magqolalar to’plami. - T.: “Iqtisodiyot”, 2021.-536 b.

9. Boboev L.D. “The role of marketing in economic development of
developing countries”, “Ta’lim-tarbiya jarayoniga innovatsion yondashuvlar,
muammo Vva Yyechimlar” mavzusidagi respublika ilmiy-amaliy 2-sonli online
konferensiyasi, 2-son, 1-jild, 1-gism, 02.2022. 111 bet.

10. Boboev L.D. “Influence of client service and quality of product on
customer satisfaction and loyalty”, “Ta’lim-tarbiya jarayoniga innovatsion
yondashuvlar, muammo va yechimlar” mavzusidagi respublika ilmiy-amaliy 2-
sonli online konferensiyasi, 2-son, 1-jild, 1-gism, 02.2022. 115 bet.

56



II part (II 0yaum; II yacTsb)

1. Boboev L.D. Priorities for the development of the digital economy in
Uzbekistan. Thesis of scientific articles and lectures of the Republican scientific-
practical conference. - T.: TDIU, 2020.- 214 p.

2. Boboev L.D., Ismailova N.S. and Isaev K., “Opportunities fro the visually
impaired persons to engage in small business in the economic sectors”. Journal of

Advanced Research in Dynamical and Control Systems, Special Issue-02, 2020,
156-1509.

57



58

Agtopedepar TINY Taxpupuii Hampuét OYyuMuIa TaXpUpIaH YTKa3UIIu.

bocmara pyxcat stunau: 29.08.2022 iinn
Buunmu 60x84 /16 «Times New Roman»
TApHUTYPHUIA paKamiid bocMa ycynuia O0CHIIIH.
[aptim 6ocma Taboru 3,6. Anatu: 100. byroptma: Ne 205.

Ten (99) 832 99 79; (99) 817 44 54

I'yBoxnoma reestr Ne 10-3279
“IMPRESS MEDIA” MYX 6ocMaxoHacuaa YOIl STHIITaH.
100031, TomxkenT u1., SIkkacapoit Tymanu, Kymoberu kyuacu, 6-yi



