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Abstract. In this article, international trade entities are considered to propose principles
that allow effective export product policy, effective formation and implementation of export
product assortment, sales in the international market, and advertising activities.
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PA3BPABOTKA ITIPOI'PAMMBI CO3JIAHUS SKCITIOPTHOM MEBEJILHOM
NPOAYKIIUA

Annomauusn. B dannotl cmamve cyObekmam MedcOyHApOOHOU Mop2oeiu npediazaemcs
NpPeosloNCUmMsb NPUHYUNDBL, NO360JAIOUWUE NPOBOOUMb IPHEKMUBHYI0 IKCNOPMHYIO MOBAPHYIO
noaumuky,  sggexmuenoe  Gopmuposanue U  pearuzAyUIO  IKCHOPMHO20  MOBAPHO20
accopmumenma, npooadcu Ha MeXCOYHAPOOHOM PbIHKe, PEKIAMHYIO 0essmelbHOCHb.

Kntouesvie cnosa: Ilpeonpusmue, moeapvl, NpPOOYKYUs, IKCHOPM, DLIHOK, CObIM,
npozpamma.

INTRODUCTION

Export is a source of effective development for the economy of Uzbekistan. Production
and sale of goods and services to other countries is an important step in the development of our
country and the growth of lifestyle. Export is a source of benefits for Uzbek enterprises and
companies, their customers and employees of our society in general. Foreign market access is a
source for manufacturers to introduce more competitive products and services to international
markets. Also, constant pressure from competitors encourages us to invest, innovate and increase
production. Therefore, the development of export activity is the main factor affecting the growth
of the country's economic development.

MATERIALS AND METHODS

Increasing the export potential of Gulobod Mebel LLC is related to the creation of
products and collections suitable for the foreign market. The enterprise does not have the
opportunity to locate production facilities abroad, so it can only use export-import operations.

International trade covers export-import operations, and these operations include
activities related to:

a) sale and export of goods abroad for the purpose of transfer to a foreign counterparty;

b) buying goods from abroad and bringing them into the country in order to sell them in
the domestic market.

Thus, the export of goods is the sale and export of goods to a foreign counterparty, while
the import of goods is the purchase of goods from a foreign counterparty and its import into the
country.

International trade implies that export-import operations are carried out on a commercial
basis, that is, on the basis of conclusion and execution of sales contracts. Free goods delivery,
service, work and assistance are considered separately and are not included in the export or
import value.
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The following marketing studies of an international nature should be carried out in the
implementation of export goods policy for "Gulobod Mebel" LLC:

Studying the situation of the international market of these goods or services, identifying
potential partner or competitor enterprises in the market of these goods and analyzing their
working methods. Determining the methods of expanding or narrowing the range of export
goods. To study the socio-cultural environment of the target section of the international market
(level of national identity awareness, religious characteristics, distribution of social roles among
members of society, language, gestures and customs).

Determination of rational and expedient forms of export (establishing direct relations
with consumers, focus on joint activities, use of a network of foreign intermediaries).

State regulation and control of international trade activities of enterprises and
organizations in foreign countries is carried out through licensing of export-import operations.
Special (main and individual) permits are provided by state bodies corresponding to these types
of activities.

A basic license is a special permit given to a market entity to export or import certain
goods for a certain period of time, specifying the country in unlimited quantities. An individual
license is a one-time special permit issued to a market entity to export or import certain goods for
a limited period of time, specifying the country in a limited amount.

RESULTS

Licensing is a practical tool of international regulation of foreign trade relations, limiting
the export of products necessary for domestic consumption, limiting imports in order to prevent
damage to local producers, regulating the country's balance of trade and payments, temporary
difficulties in the economy due to force majeure. It is widely used for purposes such as
elimination, control of spending of foreign currency.

International trade entities try to conduct effective export goods policy. It proposes a
certain course of action, principles that allow effective formation and implementation of the
export product range as a result of following them. By its very nature, goods determine the fate
of exports, therefore, all measures - creation, preparation, sale of goods on the international
market, advertising, etc., occupy a central place in the export policy. Commercial success can
only be achieved by products created after analyzing the market requirements of the country
where the product is intended to be delivered. First of all, it is necessary to include the highest
technical and economic specifications for the goods intended for export. Products intended for
the domestic consumer and successful in the country may not be accepted abroad.

In export goods policy, the consumption value of goods is higher if they meet the
requirements of foreign consumers according to their indicators. It is necessary to design the
product to a predetermined, expected target group of buyers in the importing country, that is, not
to the "average statistical buyer", but to specific buyers.

In international trade, three options of export goods policy are used.

1. The centralized option is directed to the creation and production of a new product in
the foreign market that is technically and technologically similar to and compatible with the
existing product of this manufacturer, designed to attract new foreign buyers.Creating a new
product based on the direction of production of "Gulobod Mebel” LLC is not difficult from a
technical point of view. But the complicated part is related to the creative ideas of designers and
the correct understanding of the demand of foreign buyers.
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2. Horizontal option. In this case, the new product of this manufacturer, released to the
foreign market, is similar to the previously existing product and is aimed at a newly formed
group of consumers, and its production is carried out with minor technological changes. Today,
as indicated aboveAccording to the criterion of financial possibilities of Gulobod Mebel LLC,
this option is the most convenient. The range of goods established in the local market can be
offered abroad. For example, bedroom collections can be offered to Kazakhstan without making
any changes. It can be much cheaper and more affordable than a new product

3. Conglomerate option. In this case, a new product is introduced to the foreign market,
which is not at all similar to the previously existing product of this manufacturer, which requires
improvement of production technology and capture of a new market.

In the export goods policy of "Gulobod Mebel" LLC, various regulatory documents
(international and national standards, customs requirements, etc.) valid in importing countries are
applied, which affects the packaging, marking, design, some descriptions and documents of these
goods. The product exporter must have a clear idea of his rights and obligations, scientific-
technical, production and sales resources. It is important to strictly consider international trade
methods and principles, which in many cases differ significantly from domestic methods and
principles. In addition, it is permissible to take into account the features of registration and
implementation of trade transactions, customs regulation, currency control, trade practices and
customs in force in the country.

World experience shows that the availability of a variety of competitive export goods
causes the response of the commercial world to increase the import of high-quality goods and the
flow of foreign investments.

Most of the products sold in stores and markets today, from simple children's toys to
expensive custom aircraft parts, are marked with special barcodes. Barcodes are a source of
information that provides primary information about the product for both domestic and
international markets. Attaching a barcode to a product means marking it with an identification
number. The barcode system of the Republic of Uzbekistan is developed and operates within the
framework of the EAN international commodity numbering system, ensures compatibility of
national and international coding systems and a single language for information exchange.

Commodity policy in the international market is aimed at planning and implementation of
a set of measures, which include innovation, modernization of existing goods in the market,
elimination of goods from the production program of the enterprise working for the international
market. In marketing, anything that can be consumed or bought to satisfy a need is called a
commodity. A product unit is a whole, a whole that is different from others, and is characterized
by indicators such as price, appearance and size. There are five different levels of goods: target
goods - the basis of the concept of the goods, that is, the essence of the goods, the benefits
derived from them. nature of the product - level of quality, set of features, distinctive features,
brand name and distinctive packaging.

Expected goods - characteristics that the buyer intends to find in the purchased goods.

Reinforced goods - provision of additional services - delivery of goods to the buyer's
home, installation, free replacement of damaged goods, etc.potential goods - new, original
materials or unexpected, exclusive, design decisions.

The main marketing characteristics that accompany a product in the international market
are product quality, assortment, packaging and design, branding and service policy. Product
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description is determined in two directions - according to the technical characteristics of the
product (non-stop operation, safety, ecological indicators) and according to the ability to satisfy
the needs of the consumer. Therefore, product quality descriptions are divided into objective
(technical) and subjective (convenience, fashion, and usage) types.

Upward expansion of the product range occurs when a company operating in the lower
segment of the market seeks to occupy a position in the upper segment (spreads its activities in
the upper segments of the market). The following are the main reasons for this: high growth rate,
large profits in this part of the market, showing oneself as a manufacturer of a new product line;
the possibility of increasing the reputation of existing goods. The main problems are as follows:
competitors in the upper segment may attack and conquer the lower segments; customers do not
believe that a company striving for a high segment can produce high-quality products; lack of
necessary knowledge and experience in the company's sales representatives and distributors
serving high segments.

Two-way expansion of the product range implies simultaneous expansion of the product
range both upwards and downwards, that is, in both directions. An example of this is the activity
of Sony.

DISCUSSION

Enrichment and renewal of the product range is due to the addition of new products.
There are a number of reasons to enrich the product range: the desire to get additional profit; use
of excess production capacity; trying to become a leading company rich in assortment; to
compensate for shortcomings in the product range in order to repel the attacks of competitors. At
the same time, saturating the assortment of goods can cause some goods to be "eaten” by other
goods and confuse the buyer. It follows that the company needs to make sure that the new
product is sufficiently different from the existing product. In some cases, it will be enough to
slightly modernize the quality of existing goods, for example, to revise the design of goods.

Assortment policy. Determining the composition and number of goods and services
delivered to the foreign market is important in international assortment policy. Product line
assortment decisions in turn determine the company's production program. The basis of the
assortment policy is the segmentation of consumers in the foreign market, as a result of which
the company makes a decision in favor of an assortment policy focused on the target group of
consumers and (or) countries.

At the international level, the assortment policy of companies is influenced by two main
groups - internal and external group factors.

External factors include legal restrictions on the supply of goods, the level of
competition, the development of sales channels, the socio-cultural characteristics of consumers,
and the following elements: program content (volume), "width and height" of the program, the
direction of the program and the policy of the portfolio.

The content of the program is determined by the number of products in the product range.
The main problem in determining the product program is to determine the "independent” units
(product and modifications) in the product group.

CONCLUSION

The "width and height" of the program is determined by the number of product groups
offered to the foreign market and the number of options within each group, respectively.
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The orientation of the product program is the orientation of the assortment to the product

description, target consumer group, price, and so on.

The portfolio policy depends on the direction of the product policy, which determines the

compatibility of the previous three elements of the product program with the company's strategic
tasks in the foreign market.

10.
11.
12.

13.

14.

15.

16.

17.

18.

REFERENCES
Message from the President of the Republic of Uzbekistan Shavkat Mirziyoyev to the Oliy
Majlis. January 24, 2020 - People's Show, January 26, 2020
Decree of the President of the Republic of Uzbekistan dated February 7, 2017 No. PF-4947
"On the Strategy of Actions for the Further Development of the Republic of Uzbekistan™.
Fundamentals, 5th European Edition. Textbook. - M .: LLC "I.D. Williams ", 2013. - 752 p.
Soliev A., Vuzrukhonov S. Marketing, market science. Textbook. - T .: Iktisod-Moliya,
2010 .-- 424 p.
Ergashkhodzhaeva Sh.Yu., Kosimova M.S., Yusupov M.A. Marketing. Textbook. - T.:
TDIU, 2011 .-- 202 p.
Khamraeva S.N. Innovative development of rural infrastructure.
Monograph - Tashkent: 2017 - 73 p.
Aaker D., et al. Marketing research. Ed. 7th. Per. s angl / Pod red. S. Bozhuk. - SPb.: Peter,
2004, - 848 p.
Aksunova G.N. Marketing. - T., 2005 .-- 463 p.
Bagiev G.L., Tarasevich V.M., Ann X. Marketing: 3rd ed. / Under total. ed. G.L. Bagieva. -
SPDb.: Peter, 2006, - 736 p.
Basovsky L.E. Marketing: Course Lecture. - M .: INFRA-M, 2010 .-- 219 p.
Grigoriev M.N. Marketing. - M .: Gardariki, 2006, - 366 p.
Zavyalov P.S. Marketing in diagrams, figures, tables: Tutorial. - M .: INFRA-M, 2006, - 496
p.
Ibragimov R.G. Marketing. Durslick, T .: "Shark", 2002
Calca Regine. Marketing / Regine Kalka, Andrea Messen; (translated from German by M.V.
Lapshinov). - 3rd ed., Ster. - M .. SmartBook, 2010 .-- 126 p.: Ill.
Azimovna M. S. Scientific-Methodical Issues of Evaluation of Marketing Service in Hotels
//Central Asian Journal of Innovations on Tourism Management and Finance. — 2022. - T. 3. —
Ne. 10. - C. 1-9.
Azimovna M. S., llkhomovna U. D., Shokhrukhovich U. F. Content of Product Strategy and
Tactics in Enterprise Marketing //Web of Scholars: Multidimensional Research Journal. —
2022. —T. 1. — Ne. 5. — C. 34-38.
Azimovna M. S. Professor of Samarkand Institute of Economic and Service, Samarkand,
Uzbekistan //[FORMATION OF PSYCHOLOGY AND PEDAGOGY AS
INTERDISCIPLINARY SCIENCES. — 2022. - T. 1. — Ne. 9. — C. 20-23.
Azimovna M. S., llkhomovna U. D., Shokhrukhovich U. F. ISSUES OF IMPROVING
PRODUCTIVITY COMPETITION IN AGRICULTURE //JTIMOIY FANLARDA
INNOVASIYA ONLAYN ILMIY JURNALLI. — 2022. — C. 51-53.




19.

20.

21.

22.

23.

24,

25.

26.

217.

28.

29.

30.

31.

SCIENCE AND INNOVATION

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

Azimovna M. S., llkhomovna U. D., Shokhrukhovich U. F. THE ROLE OF MARKETING IN
INCREASING THE ECONOMIC EFFICIENCY OF SERVICE ENTERPRISES //Web of
Scientist: International Scientific Research Journal. — 2022. — T. 3. — Ne. 02. — C. 683-686.
Azimovna M. S. DEVELOPMENT OF INNOVATIVE MARKETING STRATEGIES IN
AGRICULTURE //Web of Scientist: International Scientific Research Journal. — 2022. - T. 3.
— Ne. 02. — C. 538-544.

Azimovna M. S., llkhomovna U. D., Shokhrukhovich U. F. THE CONCEPT OF A CORRECT
MARKETING POLICY IN TRADE AND SERVICE ENTERPRISES //Web of Scientist:
International Scientific Research Journal. — 2022. — T. 3. — Ne. 02. — C. 165-170.

Azimovna M. S. Topical issues and tasks of increasing the competitiveness of the agricultural
sector of the Republic of Uzbekistan /ASIA PACIFIC JOURNAL OF MARKETING &
MANAGEMENT REVIEW ISSN: 2319-2836 Impact Factor: 7.603. — 2022. — T. 11. — Ne. 01.
—C. 33-39.

Azimovna M. S., llkhomovna U. D., Shokhrukhovich U. F. Importance and Characteristics of
Brand Choice in Services //European Multidisciplinary Journal of Modern Science. — 2022. —
T.2.-C. 1-3.

Azimovna M. S., Shokhrukhovich U. F., Alamovna M. F. RELEVANCE OF THE
DEVELOPMENT OF NETWORK MARKETING IN THE MODERN ECONOMY
/IBARQARORLIK VA YETAKCHI TADQIQOTLAR ONLAYN ILMIY JURNALLI. —2022.
—T.2.—Ne. 1. - C. 36-38.

Azimovna M. S., llkhomovna U. D., Shokhrukhovich U. F. THE IMPORTANCE OF STATE
SUPPORT FOR INNOVATIONS IN THE CONDITIONS OF DEVELOPMENT OF
MARKET RELATIONS //INTERNATIONAL JOURNAL OF SOCIAL SCIENCE &
INTERDISCIPLINARY RESEARCH ISSN: 2277-3630 Impact factor: 7.429. — 2022. — T. 11.
— Ne, 01. — C. 55-57.

Musayeva S., Usmanov S., Ruzikhulova N. IMPROVING THE MECHANISM FOR
STIMULATING PARTICIPANTS IN THE DISTRIBUTION OF PRODUCTS //Science and
innovation. — 2022. — T. 1. — Ne. A6. — C. 424-429.

Musayeva S. STUDYING THE ORGANIZATION OF ADVERTISING ACTIVITIES
OFGOODSAT" SAMARKAND TEA PACKAGING FACTORY™" JSC //Science and
innovation. — 2022. — T. 1. — Ne. A6. — C. 185-192.

Musayeva S. PROSPECTS FOR THE DEVELOPMENT OF" STEKLOPLASTIK" LLC
ACTIVITY IN THE CONDITIONS OF THE MARKET ECONOMY //Science and
innovation. —2022. — T. 1. — Ne. A6. — C. 539-546.

Musayeva S., Ikromova T. THE ROLE OF THE TEXTILE INDUSTRY IN INCREASING
THE EXPORT POTENTIAL OF THE ECONOMY OF UZBEKISTAN //Science and
innovation. — 2022. — T. 1. — Ne. A6. — C. 322-328.

Musayeva S. RESEARCH OF MARKETING ACTIVITIES IN THE PRODUCTION
ENTERPRISE" OR GOLDEN OIL" LLC //Science and innovation. — 2022. — T. 1. — Ne. A5. —
C. 245-253.

Musayeva S. THE MAIN CONDITIONS FOR IMPROVING THE
MARKETINGSTRATEGYAT" MAROKAND-PARRANDA" LLC JV //Science and
innovation. —2022. — T. 1. — Ne. A6. — C. 193-198.

607



SCIENCE AND INNOVATION

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

32. Musayeva S. WAYS TO IMPROVE DEMAND FORMATION AND SALES PROMOTION
AT OR GOLDEN OIL LLC //Science and innovation. — 2022. — T. 1. — No. A5. — C. 215-220.

608



