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Abstract. In this article, poultry enterprisesstudy the stages of development of marketing

strategies, expansion of product types and quality improvement; introduction of scientific
organization of work; product processing is considered.
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ОСНОВНЫЕ УСЛОВИЯ СОВЕРШЕНСТВОВАНИЯМАРКЕТИНГОВОЙ
СТРАТЕГИИ СП ООО «МАРОКАНД-ПАРРАНДА»

Аннотация. В данной статье птицеводческие предприятия изучают этапы
разработки маркетинговой стратегии, расширения видов продукции и улучшения
качества; внедрение научной организации труда; считается переработка продукта.
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INTRODUCTION
In the republic, strategic thinking is becoming one of the important tools of socio-

economic reforms. In the decree of the President of the Republic of Uzbekistan, it is noted that
"timely and effective implementation of the action strategy is the most important and main
priority for all state authorities and their officials."

The foreign experience of marketing activities based on market development patterns and
encouraging the effective work of enterprise divisions is a valuable school of rational
management in the transition period and even more developed market.

MATERIALS AND METHODS
Systematic approach, abstract-logical thinking, grouping, comparison, factor analysis,

selective observation methods were used in the research process.
RESULTS
The purpose of our scientific research on the market of poultry products is to suggest

ways to develop marketing activities and strategies of trading enterprises.
In order to achieve this goal, the following tasks were defined and performed in the

article:
Definition of marketing strategy and its place in marketing theory;Study of different

strategies as well as stages of development of marketing strategies.
Studying methods of strategic analysis of external and internal organization;
Study of the current state of marketing strategy of "Marokand-Parranda" LLC.
Study of the main competitors of "Marokand-Parranda" LLC;
In developing marketing strategies"Marokand - Parranda" JV should take into account the

possibility of internal growth in external growth. Internal growth means the strategy of
increasing the internal potential of the enterprise. External growth refers to the strategy of
creating additional capacity by attracting additional investments.
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"Marokand-Parranda" JV LLC can basically follow four internal strategies:
Deeper Market Penetration Concentration: This requires a company to focus on doing

better what it is already doing well. For example, further development of egg production
technology;

Market development: In this case, the company provides products with possible
modifications to buyers in the relevant markets, that is, the search for other market segments.

 Product Development: Making significant changes or additions to existing products to
increase market penetration among existing customer groups.

Update: Relates to significant changes to a product or service. It involves the
replacement of existing products with new ones, which means the life cycle of a new product.

External growth strategies are often implemented through acquisitions, mergers, vertical
integration, and diversification. The following are particularly common:

Horizontal integration: occurs when a company acquires or merges with a major
competitor or a company operating in the same stage of the value chain.

Vertical integration: Usually involves the acquisition of a company that supplies the
firm with raw materials or is a buyer of its products and services. This can be done in reverse (ie
controlling the supply of raw materials) or forward (eg controlling the distribution network).

 Concentric diversification: involves introducing products or services into areas related
to existing products or services through technology or marketing. There is a possibility of
synergy, i.e. when the total result exceeds the sum of the individual results of two activities.

 Conglomerate diversification: involves entering into areas of goods or services not
directly related to existing technologies or markets. This is a high risk strategy.

 Functional cost analysis is one of the most effective methods of cost reduction widely
used in the industry of different countries. This method makes it possible to improve the design
of products, ensures their competitiveness in the foreign market, helps to reduce the cost of
products, and optimize the processes of production organization and management. With the
competent application of functional cost analysis, it is possible to reduce costs by up to 30%,
dramatically increase product and production profitability, improve the quality characteristics of
products, and increase all financial results.

 It is necessary to check the ability of the enterprise to carry out extended reproduction
and social development at the expense of its own funds, that is, to determine its self-financing
capabilities, taking into account the identified reserves for profit growth. The ability to self-
finance is determined by the ratio of the need for investments for industrial and social
development and the real financial opportunities to meet the existing need.

It is necessary to take measures to increase the volume of sales by mastering new trade
markets, increasing the production of highly profitable products, reducing the cost of products
due to the economical use of material, labor and other production resources, and increasing the
productivity of employees due to the reduction of downtime. introducing new modern equipment
that reduces the labor intensity of the production process, increasing the share of equity capital,
returning the invested funds on time.

In the process of research, we identified and revealed the socio-economic, organizational
and technical characteristics of strategy development.LLC "Marokand - Parranda" JV, according
to the specific characteristics and level of development of the network, including:
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uniform production and full use of labor resources throughout the year;
independence from weather conditions;
production under controlled microclimatic factors;
purchase of a flock of poultry uniformly throughout the year;
high level of production automation and mechanization;
feeding the birdspurchasedfeed;
use of biological means of labor;
harmony of the natural process of production with the economic one;
less reliance on quantity and qualityhusbandland;
stabilitydemandas the first necessary product;
flexibility in changing the scale of production compared to other industriesanimal

husbandry;
completed technological process; specializes in the production of finished products.
When building a strategy for the development of a poultry enterprise, the following

principles should be followed: consistency and continuity of forecasting and planning; taking
into account the natural and economic conditions of production; unity of the process of
stabilization and sustainable development of poultry enterprises; Social responsibility is not only
the responsibility for creating working conditions for the company's employees and improving
its efficiency, but also for the region and the entire society as a responsibility for creating
conditions for training and retraining employees and increasing the level of personnel.
qualification; focusing on the production of a wide range of products based on the economic
interests of the region, taking into account the balance, economic trends in the country and the
world; development principle,

In addition, it is appropriate to develop the stages of the process of establishing a strategy
for the development of poultry enterprises in the egg and meat-growing areas of Samarkand
region, which includes alternative development strategies: production intensification strategy,
innovative strategy, energy and resource saving strategy, extended reproduction strategy,
marketing strategy and others.

The analysis of optimal options showed that "Maroqand-Parranda" LLC has the
possibility to increase the production of eggs (the main type of product) to 48.9 million units.
and poultry meat (by-product) up to 102 tons per year under the optimistic development scenario.
At the same time, the average annual livestock of all sexes and age groups is 154,000 heads, and
the volume of sales of poultry products is increasing.

In addition, chicken egg processing products are characterized by a wide demand for it,
the market is more competitive, and the demand for whole eggs is seasonal, since poultry farms
are forced to reduce the price of their products in the summer. , an egg processing business
project was developed at Marokand-Parranda LLC.

As a result of the calculations, the feasibility and profitability of the business project on
the introduction of equipment and chicken egg processing shop at the poultry farm of
"Marokand-Parranda" LLC was determined.

Proposals on organizational and economic measures to achieve strategic high rates of
expanded reproduction in poultry enterprises, including: acceleration of scientific and technical
development; the use of high-yielding poultry crosses; feeding poultry with complete feed;
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application of effective veterinary preventive measures; appenergy- and resource-saving
technologies; expanding product types and improving quality; introduction of scientific
organization of work; deepening the processing of products, etc.
Strategic development of organizations is an important activity of modern production enterprises.
In our final qualification work, the task of conducting theoretical and practical research on the
organization of marketing strategy was set. As a result of research, we came to the following
conclusions.

Marketing strategy is a set of measures aimed at forming long-term competitiveness of
the enterprise. Strategy takes advantage of the development of the enterprise in a changing
environment.

In strategic marketing, a strategy development procedure has been developed, which
includes the development of a mission, strategic goals, analysis of the external environment,
strategy development and its implementation.

DISCUSSION
"Marokand - Bird" LLC JV is one of the leading enterprises in the region for egg

production. Its capacity is 50 million eggs per year. More than 47 million eggs were produced
and sold at the enterprise in 2016. As a result, financial indicators improved, and the company's
market position was strengthened.

Strategic analyzes showed that the main competitors are two enterprises - "Samarkand-
Parranda" LLC and "Lohmann-Parranda" LLC JV. Four more businesses are currently joining,
so competition is intensifying.

The main strategy of JV "Marokand-Parranda" LLC is to reduce the cost of egg
production and improve distribution channels. In general, the company uses a strategy of
concentration on egg production.

CONCLUSIONS
As a result of theoretical and practical research, we developed proposals for improving

the marketing strategy of JV "Marokand-Parranda" LLC, which are as follows.
1. Analysis of the effectiveness of the current strategy, taking into account the changes in

the egg and chicken meat market.
2. It is necessary to implement a diversification strategy, that is, to organize another

production, for example, to process eggs.
3. In order to increase the stability of the enterprise, a detailed analysis of foreign

markets is necessary.
4. It is necessary to develop a marketing plan for the next three years.
5. In addition, we offer to develop a strategy for the promotion of goods in the markets of

other regions.
The implementation of these activities and proposals will allow to develop a strategic

marketing plan and increase the effectiveness of marketing activities at "Marokand-Parranda"
LLC.
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