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KHUPHUI (pancada noxkropu (PhD) nuccepranusicn aHHOTAIHASICH)

JAuccepranmss MaB3yCHHUHI Jou3ap0aura Ba 3apypatu. JKaxoH
mamiakarnapuaa Covid-19 mangemusicn oxkuOaTuaa ro3ara Kena€TraH TabMHHOT
3aHKUPUAATH  Y3WIMIIUIADHUHT aBTOMOOWJIL 0030pUra XaMm >KUJJIUNA TabCUPHU
Ky3aTUIMOK1a. KapaHTHH YeKIJIOBIapU XaaKapo aBTOMOOMIICO3JIMK KOMITaHUSIIapH
unuTad yuKapui GaoTUSITHHUHT YSKJIaHUIIN OMIaH Oup Katopaa MCTehbMOTIUiIap
JapomMaaura cajaouil Tabcup STHO, aBTOMOOWIIIapra OYnraH TaJlaOHUHT KECKHUH
nacaiuIl TeHJIECHUUACH Ky3aTHIMOKAA. «2021 itmnna xaxoH 0o3zopuaa xamu 63,4
MJIH. JIOHA SIHTM aBTOMOOWJb coTwiran Oynu6, 2020 itmnra mucbaran 15,3%ra
nacairas, XycycaH, SHI HupHuK 0o3opiap xucobnanran Mcnanusna 32,3%, byrok
bputanusga 29,4%, Wranus 28,0%, ®panmusana 25,1%, Kanamama 24,9%,
I'epmanumsina 19,0%, AKlna 16,6% xamaga SAnonuwsima 11,2%ra mnacaiuin
Ky3atuirad. a6 yukapuiran ;kaMu aBTOMOOMIUTApHUHT 14,5 MITH. ToHAcCH EKH
18,6 dousm cotmnmait konran.»' Iy Gouc, aBToMoOUIbL 0030pHIa r03ara Kejirad
Ma3Kyp HWHKHUPO3JIM Ba3usAT HWNUIA0 YUKAPYBUYWIIAD TOMOHMJIAH COTHIIJIATH
MyaMMOJIapHM AaHUKJIAIIHK Ba YyHAA COTUII OyiiMya caMmapaild MapKEeTHHT
cTpaterusiapuaad GoigataHUIIHNA TaKO30 dTMOK/IA.

Kaxongaru aBTOMOOMIICO3JIMK KOMITAHUSIAPU MHKUPO3JIU 0030p IIapOUTHIA
caMapalid MapKETHHT CTpaTerusylapuHy MINUIA0 YUKWIL, WNUIA0 YUKApUII
XapaxaTJIapuHU KUCKApTUPHUIL, TabMUHOT 3aHXXKUPU Ba JIOTUCTHKA THU3UMU
caMapaJIOpPJIMTUHU OLIUPHII, pakamiik TpaHnchopMalys JOUPACUHU KEHTaUTHUPHUIILL
OpKaJIM TaJlabHU parOaTIaHTUPHINTa KapaTWiraH KEHI KaMpOBJIM H3JIaHUIILIAP
omub OopunMokia. XycycaH,  aBTOMOOWIb MOJE/UIAPUHU  HCTEHMOTUHIIAP
CErMEHTH XYyCYCHUATUTa MOCHAIITHUPraH (pecerMeHTaius) XoJjijga HIuiao
YUKAPUIITHU MaXaJTUHIAIITUPHUII, CAHOAT KOOTMEPAIUSICHHU KEHTaUTUPHUIIT OPKAIIA
WHAPUK Ba MalJa y3€/UIM KOHBEUEP YCYJUIAPUHU KOPUM KWW, JTULECH3USIIAHTaH
TA@bMUHOT 3aHXUPH THU3UMUHU SPATHUI, HAPXJAMITUPHUIIHUHT pakoOaTyuiapra
HucOaTaH KUECUN YCTYHJIMKHU parOaTiaHTHpyBuM «test drive» Ba yHHBepcal
«trade-in» MexaHM3MIIAPUHU Wyira KyWWIl Oopacuia WiIMHNA HYHaIWIUTApUIATH
TaJKUKOTIIAp MacajlajJapura ycTyBOp MaB3yJjap cudaTuaa KapaiMOK/Ia.

V36ekucToHIa CYHITH HMIUIapaa MUUIMM aBTOMOOWIb CAHOATHHH SKAJal
PUBOXIIAHTUPHUII, WJIFOP XaJKapo Taxpuba acocuaa 3aMOHaBUM  0030p
MeXaHU3MJIapu Ba OOIIKApYB YCYJUIAPUHHU KOPUM KWIIWIL, IIYHUHTJEK, WYKU
Ba TalmKu Oo3opiapaa pakoOaTOapaoimn OViaraH Ba aXOJWHUHT TYPJIH HUCTEHMOJI
Ba JapoMaj] CEerMEHTH XYyCYCHUSITIapura MOC KEeIyBUYM aBTOMOOWIUIAp WIILIA0
YUKapuIl Oyinya KeHr KYJaMJId UKTHUCOIUM MCIOXOTJIap aMajra OUIMPUIMOK/IA.
Xycycan, Ys6ekucton Pecry6nukacu Ilpesunentunuar 2019 imn 18 mionmaru
«V36ekucTon PecryGnukac aBTOMOOH/Ib CAHOATUHM JKAJall PHBOIIAHTHPHILIa
o Kymmum4a yopa-taaoupiap tyrpucuganru [1K-4397-con kapopura myBoduK
«2019-2023 #nnmapaa eHruia aBToMoOuIIIap Uiurad auKapuin XaxMuau 350 MuHT
JI0OHara, WIuiad YUKapUIIH MaXaJUTUHIAIITUPUIN JapaxacuHu ypra xucobma 60

! Buropean 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 erkasuil, TapMOKIa OOMIKAPYBHHUHI 3aMOHABHH YCYJUIApUHHU KOPHIl
KWIKII XamjJa axXxOJIMHUHT KEHTI Karjiamjapu Y4yH XaMm€HOom OyiraH sHTH
MOJIeJUIApHH M0 YyMKapui»? kabu Basudanap Genrunad Gepunrad. By 6opana
aBTOMOOMIL caHoaTMHH ‘“‘CaHoar 4.0” KOHIENIUICH acoCHAa TaIlKWI DTHII,
pakamiid TpaHchopMalusra XOC MapKETUHT CTpPATErHsUIApUHU MIUIA0 YMKHIIL,
UCTEBbMOMUIAPHUHT  TYpJIM  CETMEHT  XYCyCHSTJIapura MOC  KeJIyBYHd
aBTOMOOWJUIAp  MOJICJUIAPUHU  SIpATHIL,  MIDKO3Jap  OujaH  caMapaiu
KOMMYHUKAIMS TH3UMUHU Ba JUBEpPCUUKAIMSIAHTAaH MaxaJUTuid aBTOMOOWILIAp
OpeHTapUHA MAKJUTAHTUPHUINTA aJTOXU/1a YBTHOOP KapaTHIll MaKcaara MyBO(QUK.

V36exucron Pecny6mmkacu Ipesupentnnmar 2022 imn 28 sHBapaaru
«2022 - 2026 iimmmapra MymkaanaeraH SHrH Y30eKMCTOHHHHT TapakKHET
ctparerusicu Tyrpucugantu [1D-60-com Dapmonu, 2019 #un 18 wuronmaru
«V36exucTon PecryGnukach aBTOMOOHMIIb CAHOATHHHM KaJall PHBOKIAHTHPHINIa
oujl Kymumua vopa-tagoupnap tyrpucuna» ru [1K-4397-con, 2018 iwmn 1
utoHAarn «Apromoousib canoatuau 2017-2021 ¥wmmiapaa ssHaga puBOKIAaHTHPHIIT
Ba OONIKAPUIIIHY TAKOMUJUIAIITUPUII Yopa-Taaoupiapu tyrpucuaay ru [1K-3028-
con, 2019 i¥mn 4 oxrg6bpaaru «2019-2030 iwiap nmaBpuaa V36ekucron
PecnyOIMKaCUHUHT «AIIAD» HMKTUCOAMETTa YTHUII CTPATETUSACHHHU TacaUKJIAlll
tVrpucuaay ru [1K-4477-con, 2018 tiun 7 maitnaru «MIKTUCOAMET TapMOKJIapu Ba
coxajapura MHHOBAIMSUIAPHU SKOPHM ATUIII MEXaHU3MIIAPUHU TaKOMUJUTAIIITUPHUII
Oyinua Kymumya dopa-taadupnap tyrpucuga» ru [1K-3698-con xapopmapu Ba
coxara JOHUp MEbEpUN XyXoKaTiapja OelruianraH BasudamapHu amainra
OIIMPHIIIa Ma3Kyp TAIKUKOT UIIK MyaisH Aapakaja Xu3MaT KAJIaau.

TanKUKOTHUHI pecny0MKa (paH Ba TEXHOJOTMSJIAPH PHBOKIAHUILIM-
HHMHI YCTYBOP HyHAJIMILJIAPpUra MOCJuru. Maskyp TaIKUKOT peciyOnnka gpaH
Ba TEXHOJIOTHSJIAPY PUBOMIIAHUIIMHUHT [. «J[eMOKpaTHK Ba XyKYKHHA KaMUSTHU
MabHABUM-AXJIOKUKA Ba MAJAaHUM PUBOXKJIAHTHUPHUIL, WHHOBAIMOH WKTUCOAUETHU
MIAKJUTAHTUPUIID YCTYBOp HyHaNuImra MyBopuKk Oakapuiras.

MyaMMOHMHI YPraHWJIraHJIMK Japazkacu. ABTOMOOWIIb KOMIAHUsIIApa
MapKETUHT CTpaTerusiiapuaad (oiaaJaHuIIHu TaKOMUJUTAIITUPUIITHUHT WIIMHIMA-
Ha3zapui, ycyOuil Ba aMaliuii )KUXaTJIapUHU XOPWKIUK onumiapaan 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
OomKanap® ¥3 WiIMHH TaAKuKoTIapuaa putu® Gepumrad. LlIyHUHTIEK, MasKyp

2 V36exucron Pecny6mukacu Ipesunenturmar 2019 iun 18 monmarn V36ekucron PecryGnukacu aBTOMOGHIB
CaHOATHHU ’KajaJl pPHBOXJIAHTHPHINTa OHJ KymmMm4a 4opa-taaoupnap Ttyrpucuna I1K-4397-con kapopu.
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-
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OJIUMJIaD TOMOHHJIAH OJMO OOpWITaH TANKUKOTIAp aMaluérna, AyHEHWHT SHT
WUPUK KOMIAHUSUIAPM TOMOHHMJAH IOKCAK IBTUPOd 3TUIMO, Xo3upra Kajap
camapalii KyUIlaHUO KeIMHAETraH MAapKEeTUHT CTpaTerusulapuHu  sipaTuo,
aMaJIMETra KEHI )KOPUM KWJIUIITAH.

Ymby coxagma MIX onummapunan Azoes ['.JI., Ancodd U. , Bonosukon
B.I1. Tony6xos E.IL. Jlro6euxuii I1.5., Consckas U.IO., Hkapayn B.J1.* cunrapu
olUMJIap WJIMHUNA TaAKUKOTIap oaubd Oopranmap. Maskyp TaaKuKoTIapaa
aBTOMOOUJIb OO30pPUHHUHI XYCYCHSTIApU Ba y3Ura XOC >KUXATJIapU, CTPATErHK
MapKeTHHI  Ha3apusicH, OpCHIHM  MAKUIAHTHUPUII  Xamaa  OpeHIuHT
CTpaTerusUlapyuHu HILUIa0 YMKUIIHUHT WIMHH-Ha3apuil >KUXaTiapu EpUTHITaH
Oyica-ma, uWCTEbMONUWIIApra WYHAITUPWITAH MAapKETHHT CTpaTerusjiapu Ba
aBToMoOmIIap 0030pHaa MCTEHMOTYMIAD CETMEHT XYCYCHSTIAPUHHA aHHWKJIAITa
eTapiiya aXxamusAT KapaTHUIMaraH.

PecnyOiinkamMu3 caHoaT KOpXOHallapuaa MapKETUHT CTPATETUsICUHU UIIa0
YUKUII Macajaiapu MaxajulMi  UMKTHCOAuYM onumiapaadn A.bekmypoos,
M.bonTaboes, M.Hxkpamos, P.Myparos, M.Kocumosga, I".Kapuesa,
[I.9pramxomkaea, A.darToxoB, T.AkpaMOB Ba OOIIKAJAPHUHT UMUK TaTKUKOT
UIuIapuia ypraamiran®. Myannudnap KOMIaHusiapaa MapKETUHT
cTpaTerusiapuaaH doiganaHuIHA TaKOMUJUTAIITHPHUIILL O6opacugaru
HazapusJapHU SIHTU MabIymMoTiap OuiaH OOMUTHO, MaxXaUulMil Ba XOPHXKHI

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 MAPKETHHIOBLIX TEXHOJIOTUH YIIPAaBJICHHs OPTaHH3ALMAMH B KOHKYPEHTHOH Cpee:
Huc. n-pa sxoH. Hayk: 08.00.05 M., 1997. 334 c.; Aucodd U. Crparerndeckoe ymnpapineHne. Mocka: DKOHOMUKA,
2009. — 33lc.; Kmaccukn MeHemxkMmeHTa (JIeKTpOH pecypc). BeO caifr: http://www.hrm.ru; Bomosukos B.I1.
Pa3zpaboTka onTHManbHOro OM3Hec-moprTdens MPOMBIIUICHHOTO mnpennpuatus. BectHuk OwmIY  cepus
«OxoHomuka», N1, 2010-c.162.; TomybxoB E.Il. MapkeTHHroBsle HCCIEIOBAaHUE: TEOPHs, TpaKTHKa U
Metojosorus. M.: ®unnpece, 1998. 416 c.; Jobeukuit I1.b. Mexanusm (OpMUpPOBaHUS W peaTH3alUU
MapKeTHHTOBOH cTpareruu. ABropedepaTr auc.K.3.H. mo crnenuanbHocTH 08.00.05 — sKoHOMMKAa M ympaBlIeHHUE
HapogHBIM X03sicTBOM. ['opku, 2016. c1.9.; Conbekas M.1O. Konuenius u MeTon0a0rusi MApKETUHT -MEHE)KMEHTA
B CHCTE€ME POCCHICKOTO MpeanpHHUMaTenscTBa: Juc. a-pa sxoH. Hayk. Upkyrtck: UH-T sxonomuku UT'TY, 2000.
300 c.; lxapmyn B.Jl. MapkeTHHroBbIE OCHOBBI CTPATETHUECKOro IUIAHUPOBaHMA: Teopus, MeTOIOJOrHs,
npaktuka: Monorpagus. —M.: leno, 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. eg. n. -
T.. TSUE, 2008.-25 p; AxpamoB T. ABTOMOOWIb cCaHOATH KOpPXOHAJIAPUIA MAapKETHUHI CTpaTerHsJIapHHU
takomuutamtapum.  08.00.11 — Mapkerunr (uxrucomuér damnapu). Mkrucoaumér ¢amnapu mokropu (DSc)
nuccepranusicu. Torkent maxpu — 2018 it



6030pnapaa KopxoHaap (HaoMUSITHHUHT MAapKETHHT CaMapaJOpJIUTUHU OIIAPHUII
MyaMMOJIapUHU WIMUN TaakuK dSTradH. llyHuHraek, aBromoOusuiap OO030pWHU
TaIKUK KWIHIL, HCTCbMOTYMJIAPHUHT TYpPJIU CETMEHT XYCYCUSITUHU aHMKJIAIll
Oopacua aHHMK XyJocajapra KeJIMHMaraH.

Jucepranms TAAKUKOTHHUHI JUCCEPTANMS Oa:Kapwiral oJIMi TabJIUM
MYacCaCACHHUHT MJIMHUH TAAKHKOT MILIAPU pexKajapu OWJIaH OOFJIMKJIUIH.
HuccepTtanus TaAKUKOTH TOIIKEHT AaBiaT UKTUCOIUET YHUBEPCUTETUHUHT UIMUN
TaAKUKOT unuiapu pexxkacura myBopux OT-A2-050 «KopxonamapHUHT MapKETUHT
daommsITHIA MOTUBAITUS yCYyJUIapuIaH (GolIamaHuIl caMapaOpPIMTHHNA OITUPHIID)
MaB3yCHJIaru aMajiuii Jouxa Joupacua oaxapuiras.

TaaKMKOTHHHT  MAaKCaAd  aBTOAWICD  KOPXOHAJIapUAa  MAapKETHHT
cTpaTerusyiapujad  (QoWJaNaHUIIHK  TAaKOMWLIAIITHPHUII — OViimda  Takiaud
Ba TaBCHsUIAp UILIA0 YMKUIIIAH HOOparT.

TaankuKoTHUHT Basudaapu:

3aMOHABHIl MapKETUHT CTpaTeTusyIapy, YJIAPHUHT Ma3MYyH-MOXHSITHUTA OWJT
TypJU Ha3apuil KapaluiapHy YpraHuil XaMm/la MaBKy/ TeHICHIUsJIApHU aHUKJIaIll,

XaJKapo aMaluéria KEeHTr KYJUlaHuiaguran Xo(CTEAHUHT MaJdaHHiM
ME30HJIapH acoCHJia MAPKETUHT CTPATETUSJIAPUHUHT MWUIMH  aBTOMOOUIIH
0030puaa Kyam Oyitnya KypcaTkuujiap TU3UMUHU UITUTA0 YHKHUII;

V36eKnCTOH aBTONMIEp KOPXOHAIAPU/IA MAPKETHHT CTPATErHsUIApUHN HIILIA6
YUKWIITHA TYFPU TAIIKWAI KWIWII, YHIATH YMYMUAKTHCOINUN, 0030p Ba MYKTHMOMWIA-
MaJaHUH OMIUIIAp TU3UMUHU TaBcuIar;

aBTOMOOUIIL 0030pHJIard MYyBO3aHATTa TabCUP KYpcaTyBUM HMKTUCOAMIMA
Ba IKTHMOWWA-MaJlaHU{ OMWIJIJIAPHHW aHUWKJIAII, TaxJIMJI KWIHII XamJa aHWK
Me30HJIap acocuaa 0axoal;

UCTEHMOJIMUIAPHUHT ~ MaJaHWHA, TICUXOJOTHK Ba OOMKAa HKXTUMOWM
KUXATIIAPUHU YpraHUIl OpKad MWUIMK aBTOoMOOMIL ©Oo3opuaaru «LADA
Uzbekistan» OpeHam caBao XaXMHUHH OIIMPUIN Makcaauaa auddepeHmanys
JACTYPUHU UIUTA0 YUKHUIIL;

xapunop  «moptpetw» xamua «LADA» aBromoOuiap — caBaocuia
yerupMmaiu «test drive» Ba yHuBepcan «trade-in» MexaHU3MJIApPUHU KYy3/7a TyTYBYU
pakoOaT xaM/ia CaBJOHH CHJKUTHUII CTPATETUSICHHU UIUTA0 YUKUIII,

MaxaJUTMAJIAIITUPUIIT Ba CAHOAT KOOMEPAIMSICUHU KEHTaUTHUPHIIL Xamia
OyTJIOBYM KHCMJIAPHU €TKa3uO OCPHUITHWHT JIMIICH3USJIAINTaH TH3UMUHU >KOPUI
KWINII OpPKaIM JAacTiiad «HHpUK y3eJIu», CyHrpa OOCKMYMa-OOCKHY «Maiia
y3eJUTH KOHBEHEp» yCyuaa UIiad YAKAPHUIITHA TATKAIT KAJTUII,

XapuJl KOOWIMATH TApUTETHHU HMHOOATra OJiraH XOJIJa aXOJMHHHT YpTada
HOMUHAJI TapoMaJiiJiaH Keanu0 YuKuO YTKa3uiraH KailTa cerMeHTIIall V36ekucron
MUWJITUHA aBTOMOOWJIL 0030pHaa «ap3oH» (0rokeT) Toudacuaard aBToOMOOUIap
UNUIad YUKAPUIUIINHN ~ KYTAUTHPUII XaMmJia «OMMaOOm» Ba «IPEMUYM»
tTordacuaard aBTOMOOMILIAP aCCOPTUMEHTHHHM «trade-iny acocuma ssHrumarml.

TagkukoTHuHr o0bexkTH cudatuma «LADA  Uzbekistany Openan
tabcucuncu  «Roodelly MUWKnunr  V30eKHCTOH aBTOMOGHIL 0o3opuaaru
baonusITH TaHJIAHTaH.

8



TagKUKOTHUHI  TpeIMeTH  aBTOAWIIEp KOpXOHajJapuja  MAapKETHUHT
cTparerusjiapuian  QoJanaHUIIHU TAaKOMUJUIAIITUPUIN sKapa€HMla ro3ara
KeNaJUraH UKTUCOIUN-MKTUMOMI MyHOCa0aTIap MaXXMyH OJIMHTaH.

TagkukoTHUHT ycyJuiapu. [luccepranus wuIIKMIa Ky3aTHI, WHIYKIUSA,
nenykuusi, XopCcTeIHUHT MajaHuil Me3oHyap Mojnenud, ARDL Ba xouHTerpamus
AKOHOMETPUK TaxXJIUJ ycysuiapu, cypoBHoma, cermentiam, SWOT, PESTLE kabu
TaJKUKOT yCcyJutapujaH (hoigaiaHuira.

TagKUKOTHUHT MJIMHUI SHTUJIMIY Kyiugaruiapaad noopar:

V36eKknCcTOH MUJIIHIT aBTOMOOHIb OO30pUIATH HMCTEHMONUYMIAD MaJ[aHHii-
MICUXOJIOTUK «IOPTPETU»HUHT YpTadua Kuitmatu 75,8% papaxkacuaa HSKaHIIUTH
anukinannO, yauHT acocuga «LADA Uzbekistan» OpeHIUHMHT MozeIap
KaTopuHU auddepeHIanusian J1acTypy Uuiad YMKUITaH,

«full service» makerura sra Oynran yerupmaiu «test drive» xamsia Mojiesid Ba
1oprad Macodacual KaTbuid Ha3ap yHUBepcal «trade-in» MeXaHU3MIIApUHU K372
TYTYBUM MAapKETUHTHU CUJDKUTHII CTPATETUACH TAKJIU(] STUITAH;

CaHOAT KOOMNEPAIMACUHUHT AXTHET KUCMIIAPHU JIMIIEH3UsT OepMaraH XoJijaa
Maxaui uniad yukapypumiapra oyroprma oepuin (ODM) Tu3uMuHU >KOpHUit
ki xucoomra “LADA  Uzbekistan” OpeHau aBTOMOOMIUIApU TaHHAPXWUHU
ypraua 6,6 dousra KaMaUTHUpUIIHU KY3[a TYTYBUM HapX CTpATETUSICH TAKIHU(
ATUJITaH;

«LADA Uzbekistan» Openau caBao XaKMHHUHI HOPMaJl, ONTHUMHUCTHUK Ba
KPUTHK CI€Hapuiiapra acociianran 2026 iwirada MOpOrHO3 KypCaTKU4lapu
WI1a0 YUKUJITaH.

TagKUKOTHUHT aMaJIuii HATHXKAJIAPH KyHuaaruiapaad noopar:

aBTOMOOMJUTap 0030pUJa HMCTEHMONUMIIAD TalaOWHU MIAKUTAHUITUHUHT
WKTUMOUW-MaJaHU OMWUIAPWHU aHUKJIAIl acoCHUJa  XapUIOp «IIOPTPETH»
TaBCUS STUJITaH;

MUUIMA aBTOMOOWIb ©O030pura HMYKM Ba TallKM OMUIUIAp TabCUPUHU
O6axonamHuHr «PESTLE» MapkeTHHr TaaKUKOTH YCYJIWHHM TaKOMUJUIAIITHPHUII
TaBCHS STUJITaH;

V36exucTon aBroMobmiap Gozopuaa XodCTEIHUHI MajaHHl ME3OHIapH
acocujla HCTEbMOJUYUIAPHUHT CETMEHT XYCYCUSITJIApUHU AaHUKJIAII TaBCHUS
ATUJITaH;

aBroMoOuUNp 0o30puaa Hapx Oyiinmua pakoOarna KHECHM YCTYHJIMKHU
TabMMHJIAI, CaBJ0 CaMapaJoPJIMIMHKA OLIUPHIITHUHT YHUBepcal «trade-in» xamma
«test drive»Hu y3uaa akc 3TTHPYBYM MAPKETHHTHHHI CHJDKHTHIN CTpPAaTEeTHsIIapu
TaBCHS ATUJITAH.

TaakukoT HATHKAJIApPH MIIOHYJIUJINTH. Ymby  aucceprauusiia
KEeJIITUPUIITAH MabIyMOTJIAPHUHT UIIOHWIMJIUTH YJIApHUHT pacMUN MaHOanapjaH
OJIMHTAHJNTA OWlaH, CTaTUCTUK Ba OHOMIOUPUK TaxjIUIap, HSKOHOMETPHUK
MOJICJUTAIITUPHUILl Ba MPOTHO3NATUPUII HATHUKATAPUHUHT UIIOHWIWIIUTU TypIiu
CTaTUCTHK MeE30HJap €paaMuaa OaxoJlaHTaHW OWJIaH, WIIA0 YHMKWITaH TaKiIud
Ba TaBCUSUIAPHUHT HIIOHWIWIMIA Ba YPUHIUIUTH MyTacajaaud JaBiaT
TAIIKWJIOTIAPH Ba TAAKUKOT 00bekTh cudatuna ommuaran «LADA Uzbekistany



openam Tabcucuncu «Roodelly MUK kopxoHacu TOMOHUAAH aMaluETra Tag0UK
KWIMHTaHU OWJIaH U30XJIaHA/IH.

TagKUKOT HATHKAJIAPUHUHI WIMHHA Ba aMajJMil axaMusTH. TagKuKOT
HaTWKagapuHuHr wiMuid axamusta «LADA Uzbekistany Openau MapKeTHHT
CTpATETUsICH CaMapaJoOpjUIrd Ba YHHUHT PakoOaTOapAOLUUIMTMHU OUIUPHUILTa
KapaTWiraH MaxcyC WIMUNA-TAIKUKOTIAPHU amaira omupuiia (oiganaHuii
MYMKHUHJIMTH OWJIaH U30XJIaHA]IH.

TagKMKOT HATW)KAIAPDUHMHI aMajiuid axaMusATH ypTa Ba Y30K MYIIATId
UCTUKOONIa XOPWXKHUI Mamilakatiapjaa KyJUIaHWJIaJuraH WIFOP MAapKETHHT
CTpaTernusIapHHN Y30EKNUCTOHAA KOPHil KWIMII OPKANM MMIUIHHA aBTOMOGHIIb
0o30pHIa COFJIOM pako0aT MYXWUTUHM MIAKIUIAHTUPHI, >KaXOH aBTOMOOWIIb
CaHOATUJATH WIIFOP TEXHOJIOTHSJIAP Ba MHHOBALMSUIAPHU KOPUM KWJIMII 3Ba3ura
SHTH MOJEJUIAp KaTOPUHU KOHBeWepra KyMUII, MaXaJUIMAJAIITUPUII Ba CaHOAT
KOOTIEPALMSICUHN KEHTaUTHpHUINl XUCOOWra «HMHpUK Y3eJUTM KOHBehep»uiiad
YUKAPUII TU3UMHUHHU KOPUM KWIUII Xamja Oy OpKaJiu UMIIOPT YpHUHU OOCHII
Ba MaxCyJOT TaHHAPXWMHU KaMaWTHUPHUIIra OHpUILIUII, MHPOBapAHIa 3ca
UCTEehMOJYMIIApra 3aMOHABUI, ap30H Ba TEKAMKOpP aBTOMOOWIJIApHH €TKa3uO
Oepulgard YpHU xamja axaMusITH KypcaTtuO Oepuiras.

TaakuKoT  HATWKAJAPUMHMHI  KOPUIl  KWIMHUINKA.  ABTOJMIIEp
KOpXOHajapua MapKETUHT CTpaTervsiiapuaan doitnanaHuTHA
TaKOMWUIAIITHpUII OYiinya Uiad YuKWIral Takiauiaap acocuaa:

V36eKHCTOH MWLM aBTOMOOWIb GO30PHIArM HMCTEHMOTUMIAP MaJIaHHii-
MICUXOJIOTUK «IOPTPETUMHUHT YypTadya KuiiMatu 75,8% mapakacuja >KaHIINTH
anukyianno, yHuHr acocugma «LADA Uzbekistan» OpeHIuHUHT MoAeIap
KaTopunu auddepennuanusiam nactypu oyitnya takmdpu «LADA Uzbekistan»
6penm Tascucuncn «Roodelly MUK daomustura sxopuit stimran (Y36eKncTon
Pecnybnukacu MuBecTuiusmap Ba TallKd caBaO BasUpiAWrdHUHr 2022 Hum 9
maptaard  02-14/-02110-connn  MabiymoTHOMacHu). Maskyp  TakiIu(HUAHT
amanuérra TaTOWK OTwiaumk HaTmwkacuga «LADA  Uzbekistan»  6penmu
tabcucuncu  «Roodell» MWKuunr 2021 #un ceHTA0phb-nekadpb oitnapuaa
Xapuyopiiap opacujga oMMadom OYynraH OK, KyJd paHT Ba Kopa paHrjapaaru
aBTOMOOMIIIapHU eTka3ub Oepuin 136 dowusra omran, «Sports & deluxe» TioHUHT
yCcynua KymmumMya UIuioB Oepuiirad MoiesulapHu OyropTMa acocuaa COTHUIN Hynra
KYWUITaH, IIyHUHTIIEK, «CEJaH» Ba «yHUBepcal» Toudacumaru aBroMoOuWsIIap
caBniocu 161,3 dowusra omras,

«full service» makerura sra O6yiaran yerupmaiu «test drive» xamia MoJiesid Ba
1oprad Macodacuiad KaTbUi Ha3ap yHUBepcan «trade-in» MeXaHU3MIIApUHU KY3]1a
TyTYBUA MApPKETUHTHU CHJDKUTUIN cTpaTterusick OVitmua takiudpu «LADA
Uzbekistan» Openau tabcucuncu «Roodelly MYXK kopxonacu daonustura »xopui
stnran  (Y30ekucton PecryGnmkacu VIHBeCTHUHMSIAp Ba TAIIKH  CaBIO
Basupauruauar 2022 #un 9 maptoarn 02-14/-02110-connn MabIyMOTHOMACH).
Maskyp TaxnudauHT xopuit dTrnmamy HaTmwkacuna «LADA Uzbekistany 6pennu
tabcucuncu «Roodelly MUK kopxonacu aBromoOmmiap caaocu 2021 HvtHUHAT
HOsIOps oin 10,6 Mapa CYMHHM TalIKWiI 3THO, OWIHMK ypTada caBiO XaKMHra

HucOaTaH 298,3 ¢ousra OmmIIUra SPUIIIIIH;
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CaHOAT KOOMEPANMSICUHUHT SXTHET KUCMIIAPHU JIUIICH3UsT OepMaraH XoJijia
Maxaiui unoiad yukapypumiapra OyroptMma Oepuin (ODM) TU3UMUHU KOpHi
ki  xucooura “LADA  Uzbekistan” Openau aBTOMOOWIIapU TaHHAPXWUHU
ypraya 6,6 douszra KaMauTUPHUIIHM Ky3/1a TYTYBUM HapX cTpaTerusicu Oyinua
Taknmudu Y36eknucton Pecriy6iankacn MHBeCTHIHAIAD BA TAIIKU CABIO BA3UPIUTH
['eonorus, TOF-KOH CaHOATH, METAJUTYPrus, MAIIMHACO3JIUK Ba KYpPWJIHII
MaTepuauIapd  OOIIKapMacH (paoiHATHra OKOpuil KwinHraH (Y36eKHCTOH
PecnyOnukacu MuBecTunusyiap Ba TalllKd caBA0 BasUpAUTUHUHT 2022 ¥un 9
maptaard  02-14/-02110-commm  MabiiyMOTHOMAacHw). Maskyp  Takiu(HUAHT
amMaymérra TaTtOWK OTwmmmu Hatwkacuga «LADA - Uzbekistany Openan
tabcucuncu «Roodell» MYKuunr «Vestayn, «X-Ray» Ba «Largus» moaemuiapuHu
«CBU» (complete build-up), spHE 1guiIepAMK XYKYKH acocuaa Tauép
ABTOMOOMJUTAPHU UMITOPT KWJIUIII Ba MYKUA 0030pra COTUI aMaTuEéTUHH OOCKHYMa
0ockuY KucKaptupuin oonuianuo, 2022 fiun 1 sHBaph X0JIaTHra UMIOPT XaKMUHHU
Kapuiit6 42,4 Qowmsra xamaiTupuira SpUMMAIAN Xamaa JKu33ax BHIOATHAATH
nurum  Maiponunma  «Vestay, «X-Ray» Ba  «Largus»  mojaemapuHu
MaxaJUTUAIAIITUPUITHUHT  sTHTUY  «SKDy  (MUpUK y3e/d KUCMJIApHU MUFUIII)
ycynauaa wunuiad uumkapum  #ynra kyuuiaau. KopxoHama aHT  3amMoHaBUM
poOOTIAITUPWIITAH KOHBEWEp JMHUSMJIApU YpHATUINO, YHUHT Heruszunaa 233 Ta
SIHTW W1 YPHU SpaTUiIAu Xamaa nupoapauaa 2022 iiun 1 sHBapb XoJaTura >kaMu
32,7 mapa. cymiuk 197 nona aBTOMOOWIIb MIITA0 YMKAPUIITAH.

«LADA Uzbekistan» Openau caBao XaKMHHUHI HOPMaJl, ONTHUMHUCTHUK Ba
KPUTHK CIl€Hapuiiapra acociianran 2026 iwirada MOporHO3 KypcaTKU4jaapu
oyinua takmupu «LADA Uzbekistan» Opennu Tabcucumcu «Roodelly MUK
daoymmsThra xopuit stmran (Y36ekucron PecnyGmukacu MuBecTnmmsmap Ba
TallKu caBao BasupymruHuHT 2022 Wun 9 wmaptaarm  02-14/-02110-conmm
MabJIyMOTHOMAacH). Ma3Kyp WIMUNA SHTUJIUKHUHT aMaiauérra »KOpUil 3TUIIUILIN
naTwkacuga «LADA Uzbekistany Openmn Ttabcucuncu «Roodelly MYUXKuuuar
2026 innrava OynraH CTpaTeTuK WY XapuTacu UIILIA0 YAKUITaH.

TagkukoT  HATHKAJTAPUHUHT  anpolaumsicd. Ma3kyp  TagKUKOT
HaTWXanapu 4 Ta, KymiajgaH, 2 Ta pecnyOiuka Ba 2 Ta XalKapo HIMH-aMaluid
KOH(DepeHIMsIapuIa MyXxoKkamMaaad YTKa3uiIrad xamaa Te3uciap Hallp dTUJITaH.

TaakuKOT HATHKAJAPUHMHI IbJOH KUJIMHMIIM. [[ucceprarus maB3ycu
6yitnua sxamu 10 Ta wIMuit wim, mry sxymnanas, Y36ekucton PeciyGnmkacu Onmii
aTTecTalus KOMUCCHSICM TOMOHHWJAH TaBCUsA OTWIrTaH Maxauluid WIMUN
Hampiapjaa 2 Ta Ba HyQQy3JIM XOPWXXKHM >KypHauiapjaa 4 Ta WIMHM Makojanap
HaIIp STUIJIH.

JluccepTanMsiHUHT TY3WJIMIIM Ba Xa:kMu. J(uccepranus TapkuOu KUPUII,
yara 0600, cakkusTa naparpad, xymnoca, doiganaHuiran agabuétiap pyuxatuaaH
noopart. J{uccepramus acocuii MATHUHUHT XakMH 130 OSTHU TaIIKKII dTaJIH.
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JUCCEPTALIMSIHUHT ACOCHUI MASMYHH

JuccepTallUsIHUHT ~KHUPUII  KUCMUJA TAAKUKOT WIOM  MaB3yCHHHHT
J0N3apOMUry Ba 3apypaTH acociaHTaH, TaJIKUKOTHUHT MakcaJ Ba Basudamnapw,
00BEKTH Ba MPEIMETH MAKIUIAHTUPUIITAH, TAAKUKOTHUHT WJIMHAN UIIUIAp peXaiapu
OWiaH aJoOKAJOPJIUTH AHWKJIAHTAH, JAUCCEPTAUSHUHT WIMUNA SIHTUJIUTH, WIMHI
HaTWKalapyu, WIMHA Ba aMalduil  axaMUsSITH  KEJITUPWITaH, TaJKUKOT
HATIWKAJIADUHUHT aManuérra TaTOMKHU, 4YON JTWIraH HIUIAp Ba AWCCEpTaIus
TY3WIHIIN TYFpUcHUAa Mabiymoriap Oepwiran. IllyHunraex, nmmcceprarus
MaB3ycH OYinda XOpHKUN UMUK TaJIKUKOTIIAp IIapXy KEITHUPUIITaH.

TagKNKOTHUHT “ABTOmMIIEP KOPXOHAJIapHu/a MAPKETHHT
cTparerusuiapuian (QoiijaJaHNIIHUHT Ha3apuid Ba ycayouil acociaapu” 1eb
HOMJIAHTaH OupuHuYM O00uAa aBTOMOOWIL Oo030puUra MOC OYJraH 3aMOHAaBH
MapKETUHT CTpaTeTusyiapy YpraHWiraH, aBTOMOOWIb 0OO30puUTra TabCUpP 3TYBYHU
MaJaHUSAT OMUJIJIAp aHUKJIaHTaH Ba XO(CTETHUHT MaJlaHUi ME30HJIAp YCYJTUHUHT
Hazapui acociapd MOXMSTH Ba OOBEKTUB 3apypaTu Yypranwirad. LllyHunrmaex,
Ma3Kyp UYHaJIMIIIa XOPUKIUK UKTUCOAYM OJMMIIAPHUHT 3aMOHABUM MapKETHUHT
KOHIICMIUsJIapU,  KyMJIaJlaH, MapKETHUHT  CTpaTeTUsUiapu  dJIEMEHTJIApH,
XYCYCHATIAPH Ba YHAAH Y30eKHCTOH aBTOMOOHIb 0030pHaa (oiiIanaHuII
UYINapyUHUHT Ha3apuil )KuxaTiapu EpUTHO OepuiiraH.

JKaxOHHUHT eTaKuM WKTUCOAYM OJMMJIapH, MAapKETUHI Ba KOPIOPATHUB
OOLIKapyB coXacHJIard AYHEHMHI SHI Hy(Qy3/1M MyTaxacCuclapu ypracuaa
MapKETUHT CTPATETHSICHHUHT SIHTU 0030pra KUPHIIJArd axaMusTh Oopacuia
aKaua  GUKp MaBxXyn OVyica-mga, CTpaTerHMsSHHM HWILIA0 YHUKHUIIAA MaJaHuM
OMIJIJIAPHHU XHUCOOTa OJIMII 3apypatu Oopacujiaru Kapamnuiapaa gapkiap MaBxyl.
KopxonanapHuHr siHTH OO30pHM V3JIAINTUPHUINM Ba YHAA KYJJIaHWIAJAUTaH
CTpaTeTusIapHU OCNTHIAIINA YIyH UCTEbMOJ 0030pUTra TabCUP STYBUM MaJaHUM-
TICUXOJIOTUK OMWJIJIAPHU aHUKJIAIIY Ba YIIAPHU TYFPH Yidail OUITUIIH JIO3UM.

Nnmuii agabuérinapaa 3aMOHABHM MapKETHHT KOHIICTIIMSIApH Joupacuia
MIAKJUIAHTaH ~ UCTEbMOJIYWJIApra  MUYHANTUPWUITAH  CTpaTerusuiap,  acocaH
MaxCyJOTJapHU TaHUTHUIN YUYyH KYJUITAaHWIAQIUTaH ycyJulap WUFUHIUCH cudaTuia
KapaJiraH. MapKeTUHT CTPATETUSICHHU KOPXOHAHUHT MIIA0 YUKApHII, COTHUII Ba
PEHTAOCIIMKHU ~ ONIMPHINTa HYHANTUPWITaH oOmeparuod  (paoausTiiapuHu
OomIkapuIl BocuTacu cudaTuga Kapaluiap XaMm MaBXyld. AMEpUKaIUK oJuMJIIap
MapKETUHT CTpaTerusiCura COTUIITHU KEHTaUTUPUII Ba 6030paaru y3apo pakodatia
Oapkapop YCTYHJIHMKKAa OHPUIIUITHUHT acOoCHi BocUTacH cudaruga Kaparas.
V36eKnUCTOH ONMMIAPH TOMOHHIAH MAPKETHHT CTPATErusIapHHH HIIA0 YMKUIITa
oynran ¢HaanyBiapa acocuit YBTHOOP CerMeHTJIam, TOBAapHU
TaKOMUWJUTAIITUPHUILL, HAPXJIAIITUPHUILL, COTULIHUHT SIHTH YCYJUTAPUHU KOPHUM ITHIII,
UCTEehbMOTYMIAp OWIaH MaKcaJyIi KOMMYHUKAIUS yCyJmapuaan (oigaiaHuli
acocuia pakoOaTAa YCTYHJIMKHHM SIpAaTHIl YCTyBOp WyHanmum cudaruga
yprauuwiarad. Myamum@pHuHT (GUKpUya, MapKeTHUHT CTpaTerusicu - 0y xapuaopiap
OwiaH SKWHJIAH MYJOKOT YpHATUO, YJIApHUHT OJBTUOOPUHHU MabIyM Oup
MaxcyJoTra aiad KWIMII OpKaJIM MAaXCYJOTHHUHI  M)KOOMH  UMHKUHU
HIAKJUTAHTUPUII Ba 0Oo030pAard pakoOaT MYyXUTH KaHAal OVIMIIMIAaH KaTbU
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Hazap, aifHaH YIIa MaxCyjioT YJapHUHT acOCHN TAHJIOBH OVIIMIIHMra SPHUIIHINTA
KapaTWiraH TU3UMJIAIITUPWITaH Yopa-Tafoupiap Maxmyu cudartuna 3bTHpod
ATUJITaH.

MapkeTuHr crpaTerusylapyid  unuiad YUKWl Mypakkad MapKEeTHHT
TaJKUKOTJIAapu Ba YpraHuluiap acocuia makimaHtupunagu. CrparerusuiapHu
UIuad yukHinga 0030pra TabCUp dTYBYM KOMILIEKC OMIJIIAP TU3UMHUHM YpraHuIl
tana®d ostuinand. TaaKuKOTIap WIYHH KypcaTaJWKH, Xajdkapo KOMITaHMsIap
MapKETUHT CTpAaTeTUsJIAPUHU caMapayid WIIad YWKHUII Ba aMajira ONIMPUII YIyH
0030pura KUPMOKYH OYJIraH MaMJIAKaTHUHT WKTUMOMN-UKTUCOAWN Ba MaJaHWN
KUXATIIAPUHU YYKYp YpraHUuIUIapu J031UM.

ABTOMOOMIIb 0030pHIa XapuAOpiaap MaJaHUSATUHU aHUK ME30HJIap acoCHIa
Vadam Oyiinda xankapo aMmanuéTAa KYJUIaHWJIAIUraH »>HI caMapaiud  yCyi
cuatuga HUPUK KOpHOpalMsUiap TOMOHUJAH SHCM 0030pra KUpHUII MakKcaauja
KYJUIAaHWIAJAUTaH HUCTEbMOJYMIIADHUHT  MAJaHUK-TICUXOJIOTUK  KUXATJIAPUHU
ypranumniga keHr QoiganaHwiaaurad, rouiann onumu [.Xodcren ToMOHUTAH
SApaTUJITaH MaJlaHui ME30HJIap YCYJIMHU KYJUIall Makcaara MyBOQUK.

K ManaHuii KaaApuaTIap TUZHMHA

Eenrémap
/KHIZMaT
ITaxcnap Y nymnap

< f MapkeTunr Mapxkernnr
+ TAAKHKOTJIAPH CTpaTerusicu

HcrebMoaun XYJAK-aTBOpH
1axcuapapo 1axcui TeHjep
MyHOcabatTiap TaHJIOB YCTYHIIUTH
KOHCCpBaTI/IB- HUCTEBMOJI TEKAMKOPIIHK
JIHK Jlapakacu

1-pacm. MajaHusaT Ba MCTEBMOJYWIAP XYJIK-aTKOPUHHMHI Yy3apo
Tabeup Moaean’

Mabiaym Oup MamiiakaTaard MaJaHuil YI4OBIApHHU aHUKJIAIITA KapaTHIIraH
SMIIMPUK  TaxJIWIAp  YEKJIaHTaH  KypcaTKu4jap  TU3MMHUIAH  uOopar.
HcresMomuunapHUHT  XyJIK-aTBOpUTa MAaJaHUNW OMWJUIAp TabCUPUHU Oapua
OMUJUIAp TU3UMHUHHU SpaTUILl Mypakkad. MagaHuii MEe30HJIApHUHT UCTEbMOTIUIap
XYyJIK-aTBOpUTa TabCUPUHU OaxojalmHUHT XodcTen YCylau Y3UHUHT KEHT
KAMPOBJIWJIUTY, HATWKAJAPUHUHT HUIIOHWIMWJINTA Ba aMajauérra TaTOWK DTHINTra
OCOHJINTU OWJIaH ajioXyjaa axpaiuld Typaau. by ycynna HCTEhbMOTYMIAPHUHT
MAJIaHUW KaJIpUATIAp TU3UMHU OPKAIM IIAKJUIAHTAaH HCTEHbMOJIYM XYJIK-aTBOPH
KUXATIapy Iaxciiapapo MyHocabaTiap, UCTEhbMOIYUIAPHUHT IIaXCUH TaHJIOBH,
TEHJIEp YCTYHJIMTH, KOHCEPBATUBJIMK, MAKCQJJIM HCTEHBMOJ Japakachu Ba

6 Myannud ToMOHMIaH IIAKIUIAHTHPHIITAH
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TEKAMKOPJIUK KaOu MaJaHUl ME30H KYpcaTKH4YIapy acoCHAa TaxJIUi KUIUHAIU
(1-pacm).

MuHuManu3M Ba WHIWBHUIYAIM3MHU Tapru0® KUIYBUM >KaMHSTIapAa Y30K
MyAJIaTId UCTEHbMOJ MaJaHUSATH IOKOpU Japakaja IIakiulaHraH Oyiub, yiap
Unuiad 4YuKapyBud OWJIaH y30K MYIJATIM Ba ¥3apo HIIOHY acoCHra KypHJIraH
COTYBUU-XApUJOp MyHOcaOATIapyHU MIAKIUIAHTUPHUIIHK XOXJIalIuaap Xamja
COTYBUHMJAH y3Japura HucOaTaH ajoxuja €HIaIlyB OVIMIIMHUA OOLI ME30H 3THO
Oenrmnarad. MajgaHusT Ba HMCTEbMOJUWIAP XYJIK-aTBOPUHUHI ¥3ap0 TabCHUP
MOJIeJH acocua oiaubd OopuiaAuraH MapKeTUHT TAAKUKOT HaTHXKallaph acoCHja
MIAKJJIAHTUPWIITaH CTPAaTerHsulap KOPXOHAJNAPHUHT HCTEhbMOJYWIAp OWiiaH
Oynaguran MyHocaOaTJapWHH Y30K BaKT Cakjga0d KOJMINTa Ba Y3 HMIDKHHH
spatuira épaam Oepaju.

HuccepranusHuar “Mujiuii apTomo0miab 0o3opu xamaa yHaa “LADA
Uzbekistan” Openau (aoJMATHHMHI aMaJJaru XoJaTh Taxjawin” 1eb
HOMJIAHTaH HMKKMHYM 000MJIa MWILIUN aBTOMOOWIb OO30PHMHHUHI KOpPUH XOJATH,
UCTEHbMOTUMIAPHUHT CETMEHT XYCYCHUATHU YpraHwiraH. XO(CTEIHUHI MaJlaHuM
ME30HJIap MOJIeNn épramuza MUJUTAN aBTOMOOWJIb 0030pujaru
UCTEHbMOMUIAPHUHT  MAJaHUN-TICUXOJIOTUK  KUXATJapd  YI4aHraH  Ba
HATHXKAJTAPHU YMYMJIAIITUPTaH X0Ja Xapua0p NOPTPETH MAKIIAaHTUPUIITaH.

V36eKkicToH ydyH aBTOMOOWIH CAaHOATH PHI MyXHM TapMOKIApJaH OHpH
XUCOOMAaHATH. Y30eKHCTOH aXONMCHHMHT CcOHM Mapkasuii Ocuéma SHr Kym
GynaraHaMrM ca6ab, XamKapo aBTOMOOHIB KOPHOPAIMANAPHHUHT Y30eKHCTOH
O0o30pura KMpuIIra MHTWIAIIKM [oKopu. KynruHa Xxaikapo aBTOMOOWIIb
KoMmaHusiapu, xymianas, ‘“Volkswagen Group”, “Renault Group”, “Hyundai
Group” Ba OomIKajiap XyJa IOKOpPU CaBIO aijlaHMacura Ba IIUJAATIM pakoOat
Taxxpubacura sra Oyncamap xam, yiap 0030pHU Ypranuin Ba MyBaddakusiTra
SPULIMII YYYH TOMMO MapKETHHT TaJAKUKOTIAPUHU 0JIMO OOPHULIH JIO3UM.
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2-pacM. Y30€KHCTOH/IA ABTOMOOK/LIAP MINLJIA0 YHKAPHII BA HCTEbMOJIH’
(1oHa)

VY30ekucToH aBTOMOOWIIb 0030pW CYHITH HWJUIapaa MaHaeMus Oyiuiiura
Kapamail Y3UHUHT YCHUIl TEHACHIUSACHUHM cakjaraH. CTaTUCTUK MabliyMOTIapra

" V36exucton PecnyGnukacu JlaBiar cTaTHCTHKA KYMHTACH MabJyMOTIapH
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kypa, 2018 iimnna Y30ekucToHa aBTOMOOWINAD MIUIA0 YMKAPUII XAKMH 232
443 nonaHu Tamkui dTrad 6yica, 2019 wwmnna Oy kypcatkuu 293 555 Tara, 2020
munna 287 285 rtara, 2021 WunHuHT OupuHYM y4 doparuja sca 145 940 rtara
omrad. Mmmad 4YMKApUITHUHT YCUIIU OujlaH OMp KAaTopaa MCTEbMOJ XaM YCHII
TEHJCHIMSACHHM  caKiarad. Y30GKMCTOHZA  aBTOMOOWIUIADHMHT  yMyMHil
ncrepmoin 2018 wmnga 220 667 ta, 2019 wmnga 271 108 Ta, 2020 wunga 280 080
ta Ba 2021 iumHUHAT OupuHYK y4 yoparuaa 150 183 tanu Tamkui straH (2-pacm).

V36eKnCTOH aBTOMOOHIG 6GO30pHAATH MAaBXKyJl XONATHH AHMKJIAI YIyH
PESTLE Ttaxyiunu YTKa3wiay, YyHKH YOy TaxIui KOMIAHUSHUHT Oapdya Xu3Mar
KypcaTa€Tran CHECHIl TaBaKKaTUYWIMK Japakacura 0axo Oepa oOJIMIIM y4yH
MOHUTOPHUHT BOCUTACUHU UIILIA0 YUKUIIIN KEPaK.

Cuécuit MyxuT: Y30eKHCTOH CHECHIl TH3MMHAArH OGapKapopiuk Tydaiimm
“LADA”, “Kia”, “Hyundai”Ba Oomikanap kabOu XaakKapo KOMIIAHMsIAp Y4yH
V36eKkncTon 6030puaa y30K MYIIATIM MAKCA[JIapHU OEIrHiall yuyH TeTHIIH
IapT-1IapouTiIap MaBxKy/I.

kTrHcommii MyXuT: Y30eKHCTOHIArM MKTHCOIMH MYXUT aH4a GapKapop,
amMmo xykymar “UzAutoMotors” KOMNAHUSICMHM  KYJUtaO-KyBBaTjall Y4yH
NPOTEKIMOHU3M CUECATUHU KyJUIaiiau.

WNoxtuMouii MyXuWT: KOMMAHUSUIAp aBTOMOOWIIIAPUHHM J1apoOMa/id COTHIII
yU4yH MAapKETUHT peXalapuHU HUNUIA0 YHKUIIA MAapKeTHHT MEHEeXepiapu
V36eKMCTOHHMHT MKTUMOMIT SJIEMEHTHTa aTOXHAA YbTHOOpP GEPHIILIAPH JIO3HM.

XYKYKuid MyXUT: MaMJIaKaTHUHT XYKYKUW KOPIIOpaTUB UKJIUMH, IIyOXacus,
YHUHT UKTUCOAWETH DPUBOXKIAHUIIM Ba >XK03ubagopiaurura €paam OepraH Oup
KaH4ya MCJIOXOTJIapHM OomifgaH Keuupau. AUpUM aBTOTPAHCHOPT BOCHUTAIAPUHU
oIu0 KUpHIIJAa AakCU3 COJUFM CTaBKamapu Oekop KuiuHrad. Cuécuit
MyHOcabaTnap 3ca Y30eKHCTOHra TaHJIAHTaH 0030p cudatHaa MyBadhaKusTIn
KUPHUII YIYH MYXUM OMIJI XUCOOJIaHAIH.

OKOJIOTUK MYXMUT: V36eKncToHIa XaBOHMHT udaocaaHuI OuIaH OOFIIHK
SKOJIOTHK MYyaMMO MaBkKyl. Y30eKHCTOH 0030puaa Kymaiin6 GopaérraH 3cKu
aBTOMOOMUTap €ku  oiganmaHWIraH aBTOMOOMJUIAp  CAaBAOCH  XABOHHUHT
U(hIOCIAHUIITT MyaMMOCHHH F03ara YMKapMOK/a.

[IyHUHTACK, MApPKETHHTHUHT  TaXJWil yCy/Ulapy Ba  OKOHOMETPHK
MOJCIAIITHPHUIIT EpaaMuaa 0030paard BazusIT YyKyp TaAKUK STUiIraH (3-pacm),
MapXXyJl TCHACHIMsJIAP Ba MyaMMOJIap aHUKJAHTaH Xamja MyaMMOJIapHU Xall
STUITHUHT UMUK e4uMIIapy KypcaTtub OepuiiraH.

Musiuii aBTOMOOWITE OO30PUHUHT Ba3USTIINA TaXJIUJIU HATWKaJapu acoCua,
TETUIUIM MyaMMoJlapra €4uM TOIMIIHUHT JHI camMapaid ycyJulapujaH Oupu
xucobyianran, Xo(pCcTeAHUHT MaJaHUd Me30HJap ycyiau Epaamuaa  Y30ek
UCTeBbMOYWIApU  MaJaHuATH  YyiuanradH. OJMHTaH  HaTWXKajgap  acocuja
XapUIOpJIapHUHT  MaJaHUN-TICUXOJIOTUK  TMOPTpeTH  spaTwirad.  byHna
HMCTeHbMOYUIAPHUHT  aBTOMOOWJIb XapWJIMHUA aMalira OLIUPHIIAa HaMOEH
Oynmaguran 6apya WKTUMOWM, MaJaHUH, TICUXOJOTUK Ba UKTUCOIUM KUXATIAPHUHH
u(poaanoBun caBoJHOMA Ty3wauO, JlukepT mikamacu Oyitnua 5 Oamim me30HIa
OaxonaHIu.
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3- pacm. Y30eKHCTOH aBTOMOOM/Ib 0030PMHMHT KOPUI X01aTH®

“LADA Uzbekistan” Openaura Terumnum Oapya AWJICPIUK MapKasjiapura
500 Hycxa caBoJHOMA ONaHKIApW TapKaTWIAW Ba yiaapHUHT 482 Tacw &Eku
96,4 Gouszu TYNUK TYIAUPWITAH XOJiga KaWTtapuO onuuau, 11 Ta OmaHk xato
TYJIIUPUITAHIUTH Ba 7 Ta OJIAHK WYKOJNTAHJIUTH YYyH TaxJIWIAaH YAKapuO
Tanutanad. MuenG onvHrad 6apya cypoBHOMAIapIarn MabIyMOTIap TYIIHK KaiTa
WIUIaHUO, MablyMOTIap YMYMIAIITUPWITaH. YMyMJaliraH MabIyMOTIIap
acocuna Xo(cTeqHUHT MaJaHWil ME30HJIapu Kyiluaaruda XucoOyiald 4uKapuiiu.
Nnk mapra, V36ekucTon UKTUCOAUETHAA X0(DCTECTHUHT MaJJaHUi ME30HHU acoCHa
YTKa3WIraH TaxJIujI HaTHKaIapu 4-pacMa akc ITraH.

Taxyun HaTWXKaJlapura Kypa, UCTebMOUMIIapia SHrM OpeHanapra HucOaTaH
yTa koHcepBaTuBIUTH 93%, y30K Myaaat GoiagaHui yayH xapua Kuaumm 82%,
XKAMUATHUHT HY(QY3JIM [IaXCJIapy TaHJIOBHUra spramumu 79%, xapumiap O0yitnua
acocHil KapopyiapHu KaOyNl KWJIWIIIA JPKaKJIApHUHT MYTIaK yCTYHIuUrH 72%,
1IaXCU TAaHJIOBHHHM SIKKa XOJa 3Mac, OolIKajgap MacjiaxaTura acocjiaHuO amaiira
ommpuin 56%, xopuil XapaxkaTiapJaH MaOJar Tekall XucoOura Kelakak ydyH
KYTIPOK XkaMrapuil 73% HKaHJIATA MaJaHUW-TICUXOJOTHK KUXATIIAPU YCTYHJIUTH
SIKKOJI HAMOEH JTraH.

8 TanKUKOT HATHKATIAPH ACOCUA MYaitu HIIIaAHMACH
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Maxkcanmu rypyx: V36exucronmarn
"LADA" iepiuk MapKkasura Tampud MajaHuii-ncuX0JI0THK NOPTPETH

Makcaniau 6030p:
V36exucron

OyropyBuUHIap
Ilaxcuii TaHIOBUHY OOIIKATAP
I/ICTSLMOH‘IHHH})HI/IHF
. . 6% | Macnaxarura acocnannG amanra
» IIaxCrUH TaHJIOBH-, (] .
HcrebMoT4niIap cerMeHTH OLIMpHIL

< Em:18-62 ) ( Tennep Tenrauru (3/a):328/154 )

apoMaj 1apaskacu: Kyiu Ba ypra 1apoma, SHTH Ba HOTAHMIT GperuIapra
> KoncepsaTtusimk-93% .
v _|—> P HUCOATaH YTa KOHCEPBATHBINK

Tau08 xycycusiriap: > V36eKkncTOH aBTOMOGHIL  |—
1. Panru: ok, Kopa, KyJIpaHTI paHriap 6030pHaaru Xapuaop —
B %;Lllawm: Ceat, yinpepea b noprperu |— Xapuiap Oyiinya ococuii
itynrannamacnap -
Tennep yerynmuru-72% | xapopnapnu kaGys1 KuHiza
¥ |spxaxmapHnHr MyTIIaK yCTYHINTH
(CermenT xycycustiapu)
Icux0/I0rHK XyCycHsTIA:
1. Kapop KaOyJ1 KHIHIIA 5Ky 1a
MKKHJIAHHII - ~
2. AHUK XOXMIIHUHT HYKINTH V30K M at doiiaanaHuI YayH
> 3. Maxannuit aToMoGuL1ap Guan L Maxcani nerenmon-82% > A yﬂ:ap"i K:H”m "
XaJyiaH 3u€1 KYI Ba y30K CONMIITHPHII
Q‘;Mymxaccnc MacjaxaTHIaH Kypa
Xaporupaap: YKopwii xapakatnapaan Mabaar
1. CoTub onraniaH KeiHH HapX TyIIHO KETHIIHAAH Te)!(aMKOpHI/IK—73% | Texam XMCOGHTa KenakaK yuyH
S KYpKHII —> ' KYIPOK sKaMFapuLl
2. Xapua KunraujaH CYHT KaHAai COTHIIHH yimam
3. OXTHET KUCMIJIAPHHU TOIHII KHIMHIUIH
Qﬁlmnm capdu Ba cudarn
[Haxapmapapo KamusitHuHr HYQy31u
Opnaraap: D> MyHocabarmap-79% > TaHJIOBUIA PralIULI
1. Kyn caBonammmmn
. YernpmarapiaH Qoiinananum

4-pacm. Y30eKHCTOH aBTOMOOMJ/Ib HCTEbMOJTYWIAPHHUHT MaIaHUM-
IICHUX0/I0THK nopTpern’

V36eKkncTonIa  aBTOMOOMIICO3TMK  CAHOATHHH  PUBOMKJIAHTHPHIIHIHT
JIpaiiBepJapuHy aHUKJAIl Ba 3aMOHABUHA HKOHOMETPUK MOJICIUIAPHHU yiapra
Kymnam  Xamaa oOwvekT cudaruga oymmuaran  “LADA  Uzbekistan” Openmau
aBTOMOOWJUTAPM CaBJOCHTa TabCHUP KWIYBYM OMIULIAD TAabCUPH aHUKJIAHIH.
HkTucoguii-mareMaTHK MOJACITHM TY3HWIIJIa HJIFOP SKOHOMETPHK METOJIapHU
KyJulamra ajoxyaa dIbTHOOp KapaTWianO, KOMHTETpalus Ba aBTOPETPECCUB
takcumiianrad jar (ARDL) ycymumma “LADA Uzbekistan” OpeHnyM MapKETHHT
CTPATeTUSACUHM WNIIA0 YUKUIIAA HIBTHOOPTa OJUHUIIM  JIO3UM  OyiraH
OMWUJIAPHUHT TabCUPHU O0ax0JIaHTaH.

V36ekucTonarn aBToMOGHITE 0030pU CUFUMH, HUCTEHMOJ XaKMH, WIIIA0
YUKApUII, SKCIOPT Ba UMNoOpT xaxmiapuHu “LADA” aBTromoOusiapu caBaocu
xaxmura Oornukiauruau Ilecapan koummacura wmyBopuk ARDL  Tectunm
YyekjJaHMaraH  xaTolukHu  cwumkiam  monxenu  (UECM)  kypunuimiaa
udonananau(1.1.):

by epma, SLS - “LADA” aBTOoMOOW/UIapM CaBAOCH  XaKMH,
MSZ — wmamnakatHuHr aBroMoOwnb Oozopu curumu, CON — mamiakaTHUHT
ucrebMon xaxmu, PRD — mamiakatnarn aBTOMOOWIh HMIIIA0 YUKAPHUIN XAKMH,

9 XO(I)CTC,HHI/IHF MaﬂaHI/Iﬁ ME30HJIap TCCTU HaTWXKaJlapu acocuia Myamm(b nijiaHMacu
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EXP — mamimakaTHUHT aBTOMOOWIH dSKcmopTu Xaxkmu, IMP — mammakaTHUHT
aBTOMOOWIL uMnoptu Xakmu, GDP — sumum wuku maxcynot, INF — unusius
napaxacu, EXC — BairoTa Kypcu.

AInSLS, = @ + 2oey @1 AINSLS,_; + X 9, AInMRS,_; + Xi_ 9; AInCON, _; +

+ X @sAIMPRD,_; + X0 @s AINEXP,_; + X0 @gAlnIMP,_; +

+ X0 @, AInGDP,_; + XV @ AInINF, _; + X, @oAInEXC, _; + B, InSLS, _; +

4B, InMRS,_; + B3InCON,_; + B,InPRD,_; + B<InEXP,_, + BsInIMP,_, +

+B,InGDP,_, + BoInINF,_, + PolnEXC,_, +u, (L.1)

ARDL wmonenu y3rapypuminapHuHr ¢akarruna 1(0) Ba I(1) taptubna, swHU
napaka Ba Oupiamun TadoByTAa OUPIMK WIIK3TA dra OVIHIMWHA Tanad KuiraHua
yuyH KeHraitupwirad [ukku-Oymnep Ba @wumunc-lleppon Oupnuk wigus3
TecTiiapu VYTKaszuiraH. bupiuk winau3 TectTiiapy OupuHud TadoByTAa Oapua
y3rapyBuuiap CTalMOHAp SKaHJIUTMHM, OW3 TaHJaraH OMWUIAp YpTacuaa
KOMHTETPALMOH OOFIMKINK MAaBXYMJIUTMHU XaMJla TaXJWIHU JAaBOM ATTHPHUII
MyMKUHJIUTUHU Kypcatau. Iy Oowc, rokopuga ARDL Tectn yTkasmiraxn
(1->xanmBaun).

1-s;kaaBaJ
ARDL mopaean y4yH 3XTUMOJIMHA OJIJUHTAH OMWIJIAPHUHT CTATHCTHK
AXAMHUATIMINK TecTH™ (ko3 pPpuumenTaa)

Virapysun Koagduu. CT. XaToJIMK t-cTraTucTUKa IxTUM.*
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-kBagparu 0.945322 pkcu3 y3r. ypr. apudm. 1218.154

*I/ISOXZ p-KHﬁMaTJ'Iap Ba 60m1<a TECTIIap MOACJ TaHIalaa 3'I>TI/160pFa OHHHMaﬁﬂH.

10 V36ekucron PecriyGnukacu Jlapiar cTaTUCTHKA KYMUTACH MablIyMOTIIapH acockia Myauind ToMoHuaan Eviews
9 nactypuna GakapwiraH.
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1-xanBanma Oepwiran ARDL Tectu xosduimeHtnapu UCTEbMOI, HILIA0
yukapuiil, umMnopTt Ba AWM xaxmnapununr “LADA” aBToMoOuWIapu caBIOCH
XaKMHUTa HKOOUN TabCUP ITUIIIMHU KypcaTtaau. borika kypcaTkudaiap y3rapMaran
IApOUTAA arap HCTEbMOJ XaXMU Oup OUpIMKKA OpTCa, CaBAO0 XaXKMHU
0,014 Oupnukka, unuiad yukapuin Xaxmu 1 oupnukka oprea, 0,022 Oupiukka,
uMIopT Xakmu 1 Oupiukka oprca, 0,08 Oupnukka, AMM xaxmu 1 Oupiamkka
oprca, 0,039 OupiuMkka opTagd. pP-KUMMATUHU SXTUMOJUIMTHA 5 ¢OW3IaH KaTTa
Oyarannuru cabadiau 0030p CUFUMH, SKCTIOPT Ba UHMIAUS Japakacu axaMHUsITCH3
ned TOmuIITaH.

Mykamman Ba Oaradcwyl HaTwKara HSpUIIUIT YIyH KOWHTETpAIUsS TECTH
OpKaJdu KUCKa Ba Y30K MYIJIATiAud OOFIMKIMK TEKIIMPWITaH. 2-)KaJiBa
MaBJIyMOTIapU/Ia UIUTA0 YMKAPHUIL, UMIOPT Xaxmiapu xamaa SANUM nunamukacu
¥pracujga KHUCKa MyAAaTIM WXKOOWUW OOFIUMKJIMK MaBxXyJ OYnuO, yJIapHUHT
1 Gupnukka ycuim caBao XxaxxMuHu Moc pasumiga 0,021770, 0,010727, 0,031109
Ba (0,095642 Gupiukka ommpau.

Kucka mynnatna onunranga SAIMM yeumm caBao XaKMU OIIMPUIITHUHT SHT
KyWwId OMUJIU OYnuO xu3Mmar Kuwiaau. Bamora Kypcu NTWHAMHKAcu OPTHUINU dca
CaBIO XXMM YCUIINTa TYCKUHIIUK KWIYBYHM SITOHA OMUIIUpP. Arap, CYMHUHT
AKII nonmnapura nHucOataH Kypcu 1 OMpiMKKa oOIIca, KOMIIAHUSIHUHT COTYB
xaxmu 0,068412 Oupnukka kamasad. WMmoHd wuHTEpBaIM 5 ¢dou3mgaH KaTTa
Oynrannuru cababau 0030p CUFUMH, SKCHOPT Ba MHGIAUUS Japakacu KHUCKa
MyIAaTIM UCTUKOOJAa CaBI0 XaKMHUTa TabCUP KUJIMaWIUTaH axaMUSITCU3 OMMJI
SKAHJIUTH AaHUKJIAHTaH.

2-7KaaBaJI
ARDL Moae/JJMHMHI KOMHTErpanus MAKJIA 00FITHKIUK tecTut!
(ko3 ppunuenTaA)

VirapyBun Koagdun. | Ct. xaTtoauk | t-craTMCTHKA | DXTHM.
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 MygaaTiu OOFIMKIMK TECTH OMWIIAPHUHT TabCUPHU CE3WIAPIIU
y3rapulimHd - KypcaTau. XycycaH, KHCKa MyJJaTid MCTHUKOOIJa XaM, Y30K
MyAjaaTAa XaM HCTebMOJI, unuiad yukapwuil, uMmrnoptT Ba MM xaxmu caBio
XaxMuHu optuinHu (Moc paBuiga 0,014277, 0,026034, 0,050259 Ba 0,025362
OupnuK) parOaTiaHTUpaau. BUPOK, SHT Kywid TabCUp KWIYBUM OMUIUIAp YPHU
y3rapu0, y30K MyjajaaTAa HUMIOPT XaXMHU KOMITAHUSHUHT CaBJIO0 XaKMUHU

11 V36exucron Pecriybnukacu JlaBiat CTaTMCTHKA KYMUTACH MabJyMOTJIApH acocujia Myauud Tomonuaan Eviews
9.0 nactypuna GaxkapuiraH.
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OIIMPHUIITHUHT acOCUil oM XucoOnaHaau. VmoHa uatepBanu 5 powusmaan karta
oynranauru cababau 0030p CHUFMMH, SKCIOPT, MHOIAIMS Ba BajoTa Kypcu
JMHAMUKACH Y30K MYJJaTIM UCTUKOOJAA CaBl0 XaKMHIa TabCUP KUJIMailauraHn
axaMusaTCu3 oMuIaup (3-kaaBain).

2-maaBaj
ARDL MoIeJJMHUHT KOMHTErPAUSA IHAKJIN Y30K MyzmaTJm12
(ko3 ppunuenTA)

YirapyBuu Koagduu. | Ct. xaTtoauk | t-ctatucTHKa | IDXTHM.
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 )

TaxJmutapad ONMHICaH HAaTW)KAHWHT aXaMUSATIWIUMIH Ba YPUHIWIATUHU
AHUKJIAIl MAaKCaJuJa MOJCIHUHI JUArHOCTUK TECTIapy YTKAa3WwiraH. bpoiii-
['ondpununr Jlarpawx MyJnbTHUIUIMKATOPU TECTH MOJAEIMMHU3AA ABTOKOPPEISIIUS
MaBxya oSmacauruHu, bpoitm-Ilaran-I'ongpu Tectm Moxen  ynyoBuaaru
XaTOJMKIIAp HOpMall TaKCUMJIAHTaHWHU Kypcatau. LlyHuHrmek, perpeccuB
konmukiiap wurunaucu (CUSUM) Ba perpeccuB KOJAMKIAp KBaapaTiiapu
murnaaucn (CUSUM of Squared) Tectiiapu yTKa3uiamO, OJMHIAH HATHXKAHWUHT
VIIOHYWIWJINTY Ba TAHJIAHTaH MOJEIHHUHT TYFPUINIY TaCAUKIAHTaH.

14000 12604
12000 -~
9950 o =
10000 8901 ——-
- 7533
8000 6140 - - 6445 N,
5400 - -
6000 R 4617 2504 4301
4000 2639 3305 2673 -————— T
1458 --—-
2000 1165 - - -
0
2022 2023 2024 2025 2026

e= e= [[cCCHMUCTUK ~ === \[axcamin == <= ONTHMHCTUK

5-pacm. “LADA” aBToMOOH/IAPH CaBI0CH NPOrHO3H 3(10Ha)

12 y36ekucron PecriyGnukacu Jlaiar cTaTMCTHKA KYMHTAcH MablyMOTJIapH acocuaa Myauud Tomonuaan Eviews
9.0 nactypuna Gakapuiras.
13 TankuKOT HaTHIKATIAPH ACOCHIA MYAILTH() UILIAHMACH
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OnuHran HaTXxanap acocuja, “LADA” aBTOMOOHWJITAPUHUHT
MaMJIAKaTUMU3/Iard CaBJIOCH XaKMUHUHT acOCHM, ONTUMHUCTHK Ba MECCUMUCTHUK
ClLIEHapHillIapra acoCIaHraH Kearycu 5 Wuil ydyH MPOrHo3 KypcaTKuuu Xuco0iad
yukuiarad (5-pacm). Mabvnaym Oymauku, “LADA” aBTOoMOOMIUIapu caBiocura
TalllKi OMWUIap TabCHp KwiMmaraH takaupaa 2022-2026 wunnapaa KAYUK
TeOpanunuiap Omnan optud O6opmbd, Makcammu crieHapuii OVitmda 2021 Hungaru
2639 nonaman 2026 #unga 7533 nmonara €kum 285 dowumsra kyrapunaau. bapua
OMWJUIAp WXKOOMM TabCHUp KWJTaH W€l MKTUCOJIWNM IIapOUTAa ONTUMHCTHK
CIIEHapHillap acocujia MOC paBHIIA caBAo XaXmu 5 iwin nuuga 5400 nonanax
12604 nmonara €xu 233 ¢dowusra eragu. DHT OFUp, IKCTpUMal 0030p MIAPOUTHAA
MeCCUMHUCTHUK ClleHapuiyiap Oyitmya caBao Xaxmu 1166 taman 4301 nonara €xu
368,7 powusra opranu.

“LADA Uzbekistan” OpeHam y4yH MapKeTHHI CTPATEerHsICHHH HILIA0
yuKum” 1e0 HOMJIAaHTaH yYMHYM O000MJa MWUIMA MaJaHUSATUMHU3HUHT aBBAJITU
060012 WHUPUK aBTOMOOWIIb KOMIIAHUSJIAPUHUHT MApPKETUHT CTPATErHsICUHU
IAKJUTAHTHPUII Ba amaira OWUpHil Oyinya TaxXpuOacCHHU YPraHMII acoCuia
MUWUIMA  aBTOMOOWUIL 0030pHaa AaHUKJIAHTaH MyaMMO Ba KaMYHJIMKJIApHU
Oaprapad kumuin ymiapu anukiaanrad, “LADA Uzbekistan” OpeHauHuHT caBio
DAONIMATHHN TAKOMIJLIALITHPHII, Y36€KUCTOH G030pHa 3 YPHUHH TOIMII XaM/1a
xapujaopiaap ypracujuard WKOOUNW HMIDKMHU IIAKJJIAHTUPUINTa KapaTWIraH
camapaJii Ba MOCJIAIIyBYaH SIHTU MApPKETUHT CTPATETUSICH TaKJIU( STUIITaH.

ABTOMOOWIb KOMMaHUSIApU SIHTU 0O030pra KUPHII JaBpuja Y3iapujaaH
aBBaJl KHMpraH pakoOaTyu WILIA0 YMKAPYBUMWIAPHUHT (HAONHUSITUHHU KUIIUN
Ky3aTUIIH, “UHCANAEPIUK’ MabIyMOTIIAPUHM OJIUIIKA XaMmJa yJjap Ay4d KeJaéTraH
MyaMMoJiap Ba KaOyJ Kuia€TraH KapopjaapyuHU MapKETUHT TaIKUKOTIApU acocujia
aHUKJIaIra WHTUIaId. MapKeTHHT TaaKUKOTIApW PUCKIAH XOJu OViraH y3ura
Xxoc “cHMHOB Jlabopatopusicu’” Bazu@acuHu yraiinu. SlHru 60o3opra kupuin Oyiinya
MApKETUHT CTpaTeTUSICHHHM MIAKJUTAHTUPHUIIIA Y3apo pakoOaTyu OynmMaca-na,
MyBa(daKUSITIA amaira ollraH MapKEeTUHT TaKTUKaJIapy Ba CTPATETUSUIADUHU Xap
OMp KOPXOHA yUyH MyXUM axaMUATTa Jra.

Xopwxkuid TaxpuOamapHUHT SHTM 0030pra KHUpUII TaxkpuOanapuaaH
doiimananum  Y30eKHCTOH aBTOMOOWMIb GO30pHAATH y3Ura XOC MyXHTHH,
aMajjgard KOHYHUWJIMK THU3UMH, O0X-Tapud cuécaTd Ba XapuJIOPJIapHUHT
MasaHui-nicuxonoruk mnoptpetnan  “LADA” aBTOMOOMIApUHWHT KaXOHHUHT
Hupuk Openasiapu Omnan cudar, HapX Ba TEXHOJOTHK >KMXATAaH pakoOaTiaiia
OJIMACITUTHUHU WHOOATra OJUIIHK Tako30 Kwiau. Ly Oowuc, ®paHIusSHUHT

“Renault Group”, TI'epmanusuunr ‘“Mercedes-Benz”, IlIserusaunr “Volvo”,
Yexusuunr “Skoda”, AnonusHunr “Toyota”, KanyOuit Kopesnunr “Hyundai
Motors™ Xamjia AKIIauar “General Motors” Ba “Ford Motors”

aBTOMOOMJICO3JIMK ~ KOPIMOPAUUSJIAPUHUHT SHTH  0O030pJjapHU  Y3JIAlITUPHUIIIA

KyJuiaraH HO€0 MapKeTHHT CTpaTerusiapuian GoiganaHuiln Makcaara MyBoQuK.
“Renault” kommanusicu  kKymHu  ['epmanuss  Go3opura  Kupuiga

aBTOMOOMJIJIAPUHUHT XaB(CU3IMK Japaxacu HemucinapHuHr ‘“Mercedes-Benz”,

“Volkswagen” €éxku “BMW” komnanusiapy aBTOMOOWJIIAPUHUKHIAH Kypa aH4a
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nact Oyica-na, xapujopiap OHrujga HHr xaBdcu3 aBTOMOOWIL cudaruaa
TaacCypoT KOJIUPHII OpKaJii Oo30pra Kupub kenran. “Renault” kommanusicu 8 Ta
SHTM MOJICJIHUHT MYCTaXKaMJIUTHUHU KypcaTuO OepyBuUM “‘Kpami-TeCT HH aKc
TTUPYBUYM MAPKETUHT cTpareruscuga (¢oiinamanradn. Hatmwkana Hemuc
UCTEeBbMOMUIApUHUHT OHruaa ‘“‘Renault” Openan aBTOMOOWIIApH MycCTaxkKam
Ba XaB(CHU3 JeTaH KaTbUil (PUKP IIaKIIAaHTaH.

V36exncTon Goszopunaa y3kasmiran Xo(MCTEIHMHI MaJIaHHWH ME3OHIapH
acocujia Xapu0p MOPTPETUHU MIAKTAHTUPUII MaKCaau/1a YTKa3WIrad CypoBHOMA
HaTWXKaJNapyu axoiu JapoMajjiapu Ycub OopraHiMruHu Tacaukiaau. Mukum
0030prar aBTOMOOWJUIAPHUHT HApXU axoJd JapoMajjiapura HOMYTaHOCHOJIUTH
Oouc ypTa cerMeHTAaru aBTOMOOMIIIAp XaM Y30KHM SIKWH KWITyBYH YJIOB cudaTuia
sMmac, OOMJIMK Ba xamamaT Oenrucu cudatuia Kadyn KMIMHAIIMHY Kypcatrad. [y
Oorc, aBTOMOOWIb KOMIAHUSUIAPU Y3JIAPUHUHT MAPKETHHI CTpaTerusiapua
HapxJam cuécatura amoxujaa 3bpTuOop Kapatumm jo3uMm. AKHIauar “Ford
Motors”  KOMNAHUSCUHMHI  SIHTM  Oo30pjiapra  KUpHIIJA  KYJUlaiauraH
TabakanaliraH Hapxjall yCyJId camapaliv yCyad XucoOiaHaau. ABTOMOOUILIAp
HUCTEHbMOJIMUHUHT JapoMajura kypa “0o3opra hyHantupwiran” Ba “mpeMuym’
Toudanap acocuaa HapXJIAMTUPHII TAKITH(] STUIAIH.

VTkasunran Gapua YpraHunuiap Ba TaxJHIUIAp, SAPATHITAH XapUIop
MOPTPETH XamJa WIFOP XOPWXKHHM TaxpubamgaH Kenud YHMKKaH HaTkKa Ba
XyJjocanapuu ymymiamtupupradn  xoiga “LADA  Uzbekistan” OpeHauHUHT
V36exncTon 6030puaa MycTaxkaM YpUH Srajulalikra KyMaK/IallyBud MapKeTHHT
CTPATETUSICUHUHT yCTYBOp HyHanmumuapu cudatuga KyHugaruwiap TaBCUS
ATUIIA]TN:

unuiad YMKWITaH MapKeTUHI cTpaTteruscu uWyHanmmmuiapuga “LADA
Uzbekistan” Opennu daonusTuHu TYIUK Kampad onran OynmO, yHna Hadakat
COTYB X@XMHUHHU OIIMPHUII, MYKOOWJ HapX AMANa30HUHU OenTuiami, UMUKHH
AXIIIA €KW Xapujuopiiap OwiaH MyHocalatriapja sHru4Ya EHJANTYBHH KOPUN
KHJTHIIT;

XapUJIOPHUHT Xapuj MaJlaHUATA Ba JKaXOH aBTOMOOWIIb CaHOATHIaru
TEXHOJIOTHK >kKapaéHiiapra MyBO(HK paBHIIAa UIIUTA0 YUKAPUIITHH TAITKUIT KUJIUII,

MaMJIaKaTJard XOpWXKUK aBTOMOOMIIL OpeHayIapura HucOaTaH KyJUIaHWJITaH
6oxk-Tapud TH3MMHM Ba MaxauMi WuUab  4MKapyBuM  “Y3aBTocaHoatr”
AKIUSIOPJIUK KAMUATUATA KapallIl OpEeHIJIApHUHT MaXaJUIhuil 0o30pJaru MyTIiak
MOHOIMOJIMSACH XaMJa HCTChbMOJYWIAPHUHT aiiHaH Iy OpeHanapra HucOaTaH
IOKOpY MOWWJUTMTUHM Ba  JUKKaT-9pTHOOpuMHU “LADA Uzbekistan” Opennu
aBTOMOOWJUIapUra KapaTHlll,

ucrebmoumiap ouruga “LADA Uzbekistan” Opennu TyFpucuna oMMaBui
MKOOWH UMIDKHY TTaK/UTAHTHPHII;

“LADA Uzbekistan” Openau Ttaknudg >TaéTraH MOJEUIAPHUHT YCTYH
XKUXaTiaapyd Ba ad3ajUMKIAPUHHA Xapuaopiapra HaMOWHIN KHJIMII MaKcaauaa
aBTOMOOWJIHU Xaiaab Kypulll (mecm-0patié) UMKOHUSITUHU TaKJIUM ITHIII,

doiina MapkacuHU cakjabd KoJraH Xojja dYerupma TakIuM OSTUII EKU

MyAJIaTau OeImysl TEXHUK XU3MAaT KYpCaTUIll OpKaJId parOaTIaHTUPHILL
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“LADA Uzbekistan” OpeHIUHHUHT STHTH MOJCIUIAPUHU XapUJ KWJIUII HUSATHIA
Oynran xapuaopiap ydyH ‘‘trade-in” XW3MaTHHU >KOPUH KWIWII camapain
CTpaTeruk HyHanum cudaTuaa Kapaiauiy Jio3uM. byHaa acocuilt pakoOatuu
xucobnanran  “UzAutoMotors” kommnanusicn (akaT ¥3u TOMOHHIAH MIIUIA0
YUKApWJIraH aBTOMOOWIJIApHU ajJMallITUPUO OepuIl TU3MMHUHU Wyara KyWras.
TexHuK HOCO3NMUKIApP, SCKUPHUII Ba HYI-TPAHCHOPT XOAUCACH OKUOATIApUHU
xucobuam ko3 dunreHTIapuaad Keaubd 4ukuO OenrwiaHaau. PakoOaruumgaH
dapkau paBuIma Kaiicu OpeHI, pPyCyM Ba MOJENb OVIMIIMIAH KaThbU Hazap
“trade-in” xu3MatuHu Takaud o5tHO, aitHan “LADA Uzbekistan” Openaunu
TaHJIATaHJIMKJIApU YYyH Aapomaj Map:KaCMHU cakjaraH XoJijla 4erupMa TaKIuM
ATUII OPKAJIM XapuUJOpJapHHU sHaJa KEHIPOK >Kal0 KWJIUII TaBCUS KWUIMHIU (6-
pacm).

Xapuaop Aa1epanR AN "Trade-in" Xu3maTnian
s
MADKAZHIAH SHTH =it (oiizaTanMoK M TRADE-IN
ABTOMOOH/IL TARIANH TN LADA IKAHHHH MABIVM KHIAIH
Xapuoop owarepaux Pycymu 6a mooeanoan
MAPKA3INOA MAGHCYO OY12aH Kamoui Hasap xap Kaxoan
XOX1A2aH MOOCTHN madaanin asmomoonn Hnumupox
MYMKUH na onaou.
— H 4 ICKH ABTOMOONIHH Vau doitaasanaérran
— coTHO o/t 6ViHEYA ABTOMOOHTHH TEXHHK KVPHK
Vz,\_/l WIAPTHOMA HM30/IAHATH Ba Daxoaamaan ¥ra3aan
AHeu asmomMoouAHUHUNS HTX oxubamaapu xamoa ckuputit
m H(l[l\'lll)fl)l ,\'tl[)lll)tl[lllllll.' KuH/!l/ll“lllt’ltlll,I(I[’II A’(l,\l!lillllll[)ll. 12an
” . A6MOMOONTN HAPXH He2UPUO xea0a Kyaaanuaraon. Hlynunzoex,

; ‘ mauiianaon, MEXHUK h:i]?llk' 6a oaxoaaw oenyi
amaiea l!lllll])ll.lll(‘ll.

Xapuiop sRIH ABTOMOOHIb \ STHTH ABTOMOOWAL YUYH
YUVH TYI0BHHHT KOJITAH [i@ CAB10 MAPTHOMACH $
KHCMHHH TV1ai10. V HM30IAHATN

Koaoux cymmaoan 5 Aemomoéuaca 5 una éxu 100 mune
MIAH CY'M Hecupma Kuaomempea Kagoaram xamoa éup
Gepuaaon. MApMaIuK 6enya myauK mexHux Kypuk,
MOIL aaMammupuui 6a oacmypia
XUIMAN Cepmupuramu maxoum
muraon.

6-pacm. “Trade-in” XM3MATHHHM aMAJIra OMIMPUIIHHHT CXEMATHK KYpuHumu’*

XodcTeqHUHT MaJaHUM  ME30HJapU  acoCHa Xapujaop TMOPTPETUHU
MIAKUIAHTUPUIIT  MakcaauAa YTKa3wiraH Taxjmuiap Maxauid — 6o3opaa
aBTOMOOWIIIap y4YyH O€NTWJIaHTaH HapXJiap HMCTEbMOJTYHIIAPHU >Kal0 KUITyBUd
acocuit omm 3kannuru anukiaanrad. lynra acocnanranga “LADA Uzbekistan”
OpeHAM yYyH HapXJAlITHPUII Me30HIapu nAyHEHWHr Hydy3nu [apBapn
yauBepcuteTd Ba “Boston Consulting Group” xommnanusicu OWJIaH XaMKOPJIUK]IA
WA YUKUITaH HapX JWana3oHIapura acociaHTaH XoJiaa OelTruIaHuIIN JO3KM.

14 TagxukoT HaTHKANIAPH acOCHA Myalli() HILIAHMACH
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Yenyouérra kypa, aBToMmoOWIIap UCTebMoumuiiap cermeHty “oromker” (10 MuHr
AKII nommapurauya), “ommadon” (10-50 munr AKII nosmmapu) Ba “npemuym”
(50 muar AKII mommapupgaH OpTHK) rypyxra OymuHau. bupok, ymoy ycynd
PHUBOKJIAHTaH MamJlakaTiapJard HapX KOHBIOHKTypacuJaH Kenud YMKKAH XO0Jia
MIAKJUTAHTHPUTIAIH.

Jlapomaanap HOTEKHC TaKCMMJIAHTAH IIAPOUTAA OJIMHTaH HATH)KAHUHT
UIIOHYCH3JIUTH BYXYJra Kemagd. Mujumid aBTOMOOWIb OO30pHMHHUHT OpeHIuIap
KeCHMU/a TakIn( STHIIraH pecerMeHTanusIcu 4-xaaBaa akc 3TraH.

4-xkanBa

MuLinii aBTOMOOHIIL 0030PHHHMHT OPeHIIap KeCHMHIATH
pecermenTauusicu’. (1oJ1ap)

Typyx JAuanazon Bpenp Mogaean Hapx

«bromxer» 5181 - - -
Jlojiapraya

Spark 6 741

Damas 7182

Nexia-3 8011

JzAuto Cobalt 8907

Gentra 12 672

Tracker-2 21284

Vesta SW 14 211

Xray Cross 15312

«OMMabom» 5182 -25907 Vesta SW Cross 15 312

JoJap 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 35688

Traverse 54 679

25908 Tahoe 67 431

«IIpemuym» J0JUTap/iaH K5 29 899

TOKOpH Sorento 43 569

KIA K8 55 312

Stinger 62 927

Skoda Kodiaq 35 688

Isuzu D-max 31193

15 TagxuKOT HaTHKAIAPH ACOCHA MyalLTi( HILIAHMACH
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Iy ca6abnu, UKTUCOAMN XAaMKOPJMK Ba PHBOXKJIAHUII TAIIKAIOTHHUHT
TaKKoclamMa TaxXJIWUlapuja Xapua KOOWIMATHHU Kymnam xamaa KaxoH MexHar
TAIIKWJIOTUHUHT YpTauya HOMUHAII OWIMK JapoMaJlapHu XucoOiam yciayouérura
MyBOQHK  aBTOMOOWJIb  ©030pM  HMCTEHbMONYMJIAPH  KaldTa  CerMeHTall
(pecerMeHTAalMsA) aMaIra OMIMPUITUIIN JIO3UM.

2020 uunma kaxoH OYiimya ypTraya HOMHHAN JapoMaja XapuJ KOOWIUSITH
naputet OVinmya 1851 momnmapHu Tamkwi 3Trad Oyiaub, Moc AaBpaa ymoy
Kypcarkimy  Y36ekucronma 2227,1 muHr cymEE (226 momnap) SKHM  XapHj
KoOmmsATH maputetu Oyitmua 958 mommapuu, TadgoByT Kodpduimentu sca 1,93
Oupiukan Tamkmn Kwirad.'®*t’ [y Oowc, Taknmmd dSTUmaérraH MapKETHHT
CTparerusicuja Hapx Oyiinya pakoOaTra ajoxuaa yCTYBOPJIMK OepHill, alfHUKCA,
acocwii pakobatun xamaa “mapker-meiikep” 6ynran “UzAuto” Openau cudar Ba
pEeHTAOCINIMKHA ~ Cakja0d KoJTaH XOJija TAaHHAPXHU KaMaWTHUPHII OpKaJIW
XapuAOopiapHu >kan0d Kuiaum Oyiudya Oup HedTa ednmiap Takiaud >STuiIaau
(7-pacm).

Nmiiad ynkapumHu 60cKHYMA Canoat Koonepauusicu Ba
00CKHY Y3 1aIITHPHULI MaxaJJIMAJIalI THP I

"CBU" amMam€THHU TYXTaTHII ‘

Taiiép aBTOMOOMIb HMIIOPTHHH OOCKHYIMa-

"OEM" TH3uMuHY iynra KyHuI

OXTHET KUCMIIApPHH XaKUKHH HIuIa0
0OCKHY TYXTaTHII YUKapYBUMIAH COTUO OJIVIII

"ODM" TH3MMUHH Hynra KyHnII
" ALl >
SKD" ycynuga aBTOMOOHIb HUFHIIT

Pako6Garaa OXTUET KUCMJIAPHH JIMIEH3Hs OepMaran

Taii€p Tepunran HUpUK HXTHET KUCMIIAPHU
YCTYHJIMK X0J1J1a UI1a0 YMKapuiira 0ropTma Oepuii

KOHBEHp yCysuia HUFUII (JBUTATEINb,

KY30B) CTpaTerusicu

"JDM" TH3UMHHY Hyira KyHnIm

"CKD" ycymuna aBTOMOOWIIb HUFHIII

Xaplxmopnap TaHJIOBH Ba MKJINM HIapOUTIapHUaaH
kennb YMKHO aBTOMOOWIIL AU3AHHUHY
SIpuM TepuIraH SXTHET KUCMIIApHU y3raprapu

KOHBEWp yCyJIaa HUFUTIT

Bysmm Ba maiiBaHTa WIITAPUHA

MaxamminamTapy
Y3IamTHpHIT

Ky nuuiatunaauras njiacrmacca, pe3iHa Ba
Spum Tepunran 5XTUET KUCMIIAPHU KOHBEHP

MeTal AeTalIapUHU UILTa0 YNKAPUILIHI Hynra
ycynuia RuFnIn

KYyiuin

7/-pacMm. Nmna6d YHKAPHIIL, caHoatr KOOIepauusicu Ba
MaXa/LIIAIITHPAI OPKAJIH PaKo0aTOapAOILIMKHHE TABMHAHIAI AacTypu’S

Xapumopiap y4yH MOC KeJIyBUM HapX Japa)kacura »HpUIIUII YYyH
KOpXOHajap aBTOMOOWIb Muruil Magonuaa “CKD” (maiiga y3eiu KOHBeWep)
ycynuaa unuiad YMKAPUINHU V3TAITHPUIN, UINUIA0 YUKApUII OYiinua Maakaid
Kaapjap TaWépiam Ba 3aMOHABUN TYJIMK aBTOMATJAIITUPUITaH aBTOMOOWJIb
WUFULI TU3UMIIAPUHM KOPHUIM KHJIMII XUCOOUTa aBTOMOOWIIb CU(pATUHU OIIUPHIL

16 1O Statistics Database. https:/ilostat.ilo.org/topics/wages/

17 V36exucron PecnyGnukacu JlaBnaT CTaTHCTMKA KyMMTACH pacMuii BeG-caiitw. https:/stat.uz/uz/rasmiy-
statistika/labor-market-2
18 TaqKUKOT HATHXKANApH acOCH1a MYAILTU( HILIaAHMACK
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Ba SUIMK TaHHApXHU Kamaltupuiira spumany. [IlyHUHr ek, UMIOOPT KWJIMHAIUTaH
OyTJI0BUM KUCMJIAPHUHT YYyKYyp TEXHOJIOTHK >apa¢HJIapHU Tajlad KuiIMahauraH
TypJapuHH, XyCycaH, T€3 ajMalllyBud KyiiMa MeTaJll Ba IUlacTMacca JeTaulapHU
UIUIa0 YUKAPHUIIHMA MaxXaJUIMAIAIITAPHIL, IIYHUHTACK, OVl Ba mMalBaH[IaIn
UIUIAPUHU Oa)KapUIHU TYIUK Y3JIAIITUPUII TaHHAPXHU MAacCaUTUpUIIIArd SHT
camapayid yayi 0yian0, Maxa UM THPUITUIIN JIO3UM OVIITraH aeTaiiap pynxaTu
HIaKJUTAHTUPUJIIIN.

Kaxon aBTOMOOWIIL cCaHOATHAArH y3rapuiniapra MyBohuk xoima “Roodell”
MYXKuunr uniad yukapuil KyBBaTIapu HeTM3uaa 00CKMUMa-00CKWY THOpU] Ba
MyKOOWJ EHWIFM OWIaH XapakaTIaHyBUHM, KOMIIBIOTEpJIAlraH Ba TeJEMaTHK
TEXHOJIOTHsIIIap, “akiui”  XaB(CHU3IMK Ba HA30paT THU3UMUTra »dra Oyirax
aBTOMOOWJUTAPHUA HIUIA0 YUKAPUIIHU Y3MAIITUPUIN XaMJla SHICH XaB()CHU3IIUK,
HKOJIOTUK Ba TEXHOJOTUK CTaHAapTiapra OockuuMa-Oockud yrummaa “OEM”,
“ODM”, “JDM” Ba MaxaJUIMAJAIITUPUIL OYiiMYa caHOAT KOONEPALMSICUHU aMara
omMpuIl Oyitnya “pako0aToapJONITUKHA TAbMUHIIAIT 1acTypyu’ TaKJIU( 3TUIITaH.

byHnaH Tamkapu, ABUTaTeIIap, JACTypUd TABMUHOTIAP, APUM YTKAa3rU4JIap,
Te3NUK y3aTtuml KytuinapuHu “ABToBA3” Ba “Renault Group” Tuzummparu
OyTJIOBYUM KUCMJAp HIUIA0 yuKapyBuM kommanusuiap Ounan “OEM” (xakukuit
unuiad YUKapyBYMAAH COTHO OJUIN) TU3UMHUHHM, AaBTOMOOWJIb OWHajapw,
HIMHAJIApU, AMOPTU3ATOPIIAp, CTAOUIN3aToOpJiap, PE3UHAIaH OYIraH Maiaa 3XTUET
KHCMIIapHHH “Y3aBTocanoatr” AXK TH3uMumard Kommanusuiap ouwian “ODM” (3
MaxCyJOTHHHU OOIlIKa KOMITAaHUS TOMOHHUJAH JIMIIEH3Ms OepmaraH XoJjjaa HImiao
yyuKapuiira OyropTMa OepuIl) TU3MMHHM, CaHOAaT KyjlamMuja uiuiad 4YuKapuil
peHTabeury nacT OynaraH OyTJIOBYM KUCMJIAPHU CaHOAT KOOMEPalUsICH OpKaJln
Maxajuiiid pecypciapiaH oiiiagaHrad Xoia MIuiad YyuKapyBYM KOpXOHanapaaH
XapuJ KWINII TU3UMUHU Wynara kyhui, “JDM” Tu3uMHUHM Wynra Kyuui opKaiu
MAaTeHT XYKyKd acoCHJa XapUJIOPJAPHUHT  XOXHUII-UCTAKIApPH, MaBXKY]
nH(paTy3uIMa Ba MKJIUM IMIAPOUTHIAH KEIHO YMKKAH X0JIa aBTOMOOWIIb TU3aiHN
Ba  KOHCTPYKLUMSCUTA  V3rapTUPUII  KUPUTHUII  XapaKaTJlapHU  KECKUH
KUCKApTUPHUIIY UcO0TIa0 Oepuian.

XVYJIO0CA

TaakuKOT JIoupacuaa amaira ONIMPHWITaH TaxXJIWUlap Ba YpraHUILIap
HATHKACUTA TAasTHTaH XOJa KyWuaara WM Xyocaiap MakIaHTUPUIIIH:

1. 3amMoHaBUI MapKETHHT CTpaTETHsACUTa Xapujaopiap OWaH SKUHIaH
MYJIOKOT YpHATHO, YIApHUHT 3bTHOOPUHU MabIyM OUp MaxCysloTra *ajid KUJIHII
OpKaJIM MaXCYJIOTHHHT M)KOOWH MMIDKHHHM MAKJUTAaHTHPHUIN Ba 0030pIaru pakooaT
MyXUTH KaHAal OYnuImuaaH KaThbUM Ha3ap ailHaH VyIia MaxCyJIOT TaHJIOBUTA
OPUINHUIITA KapaTWITaH TH3UMIIAIITHPWITAH Yopa-TaJaOupiap Maxmyun cudaruma
EHamuIn Makcaara MyBo(uk.

2. V36ekucronna KOHCEPBATHUBIIMK, HCTCHMOTYHIAPHUHT IAXCUIl TaHIJIOBH,
TeHACp YCTYHJMTH, MAaKCaJUIi HUCTEHMOJ, TEKAMKOPJIMK Ba IIaXCiapapo
MyHOca0aTIap Kabu KypcaTkuuiap UCTEhbMOTYUIAPHUHT aBTOMOOMIIIapra Oyiran
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XapuJl “IOPTPETH HU MIAKIUIAHUILIK SHT MYXUM MaJaHUU-TICUXOJIOTUK OMMJLIAp
cudatraa Kapaauiiy J03UM.

3. XodcTegHUHT MaJaHUN ME30HJIapU TaxXJWIM  HaTWXKajlapura Kypa,
CYHITH WHJIIapJa axoJid JapoMajjiapu MyHTazaMm ycub 6opaérran Oyica-aa, WIKu
0030paaru aBTOMOOWJUIAPHUHT HAPXU axXOJu JapoMajJiapura HOMYTaHOCHOJIUTH
anukianau. lllyHra kypa, ucTebMoNumIap XyJK-aTBOPMHU KamMFapMa BOCHTACU
cudaruga smac, OajlKd HCTEbMOJI TOBapW cudaTuaa Kapalulapura >SpUILIALIT
CTpaTerMK MAapKeTUHTHUHT acocuid WyHamumu cudatuga Kapaml JIO3UM.
Xapuaopiap aBTOMOOMIHUHT cudaTuiaH Kypa, YHUHT HapXura KYMpokK 3bTHOOP
KapaTuimnHu Hazapaa Tyrtranna «LADA Uzbekistan» Openau y3 MapKeTHHT
CTpareruscuja Hapx Oyinda pakoOaTja YCTYHJIMK CTpaTerusyiapura yCTyBOPJIUK
OEpHUIIIH JIO3UM.

4. ABTOMOOWJUIApHUHT XaJKapo axojH JapoMajjiapd HyKTau HazapujaH
Hapx OYiinua Toudanam aMannéTUaaH Y30eKHCTOHMa (hONHTANIaHUN UMKOHUATH
MaBXy/ 3Mac. Xapuj KOOWIMSITH MapUTETHHU XUcoOra OJIMHTaHIa, aXOJUHUHT
ypTaua HOMHMHAJI JAapoMaJlapd MUKAOpPU AYHENAru yprada Kypcatkuyzaad 1,93
O6apobapra kam. Illyngan kenu6 yukuO, Takimud ->TWIA€TraH Hapx Oyiinua
CErMEHTJIAITHUHT HapXJjap JAUANa30HUHUHT XalKapo KYpCAaTKUWIAPUHU HWKKA
Oapobapra kaMaWTUpran XoJjjaa KYJulall CaBJIOHU PUBOXKJIAHTHUPUIIHUHT YCTYBOP
17875 E:MEZ 00107910700

5. Xapua KOOWIMSATH TApUTETUHU HWHOOATra OJIraH XoJijla aXOJUHUHT
ypTraya HOMHHAJI JapoMaaujaH Keaud 4YuKuO YTKa3wiraH KailTa cerMeHTIIall
V36ekncToH MWIIHIT aBTOMOOWIb 0030pHAa «ap3oH» (GIoKeT) ToM(bachIaru
apToMOoOWTap WNUIA0 YWKAPUIUIIMHU KYNAWTUPHUIL XaMJa «oMMaldom» Ba
«rpeMuym» Toudacugaru aBToMoOUIIap acCOPTUMEHTHHU «trade-in» acocuaa
SIHTUJIAIT MaKcaara MyBOQUK.

6. MaxaJulMinamTUpUIl Ba CAHOAT KOONEPALUMSICUHU KEHTaUTUPHUIL XaMm/a
OyTJIOBYM KHCMJIApDHU €TKa3uO OCPUIIHUHT JIMIICH3USJIAIITaH THU3UMUHU >KOPUIN
KWINII OpKaJIM JAacTiad «MHpUK Yy3eJIu», CYHTpa OOCKMYMa-00CKUY «Maiia
y3€/UIM KOHBEWep» yCyluja WIiad YUKAPUIIHM TAIlIKWA KWIMII TaHHAPXHU
MacaTUPHUII IMKOHUHU Oepaju.

7. V3beknucron Gozopua Xapuaopiap ydyH OpeHIIap Ba MojeluIap
TaHJIOBHM YEKJaHTaHIUru, Maxamumid «UzAuto» OpeHau MyTiIaKk MOHOMOJ Tap3ia
baonuAT OPUTHINM XaMJa HWCTEhbMOJYWJIIAPHUHT aliHaH Iy OpeHara HucoOaTtad
IOKOpY MOMWLIUTK cababnu ymly OpeHI TOMOHHUIAH TaKAUM JTUIMaNIuTraH
XU3MAaTIAPHU KOPUHA KWW STHTH 0030p UIITHPOKUYUIIAPH YIYH XapUIOPIAPHUHT
bTUOOPUHU TOPTHII Ba yJIAPHUHT OHTHJIA HOKOOWI MMIDK IIAKIJIAHUIITNTa XHU3MaT
KHJIaJIH.

8. JKaxoH aBTOMOOWJIb caHOATHAArW WJIFOP TEXHOJOTHsUIAp  Ba
WHHOBAIMSJIAPHU >KOPHUM KWIHII dBa3Wra SHTH MOJEUIap KaTOPUHHU KOHBeWepra
KyWuI, XycycaH, OOCKMYMa-OOCKWY THOpUA Ba MYKOOWI EHWIFM OuiiaH
XapakaTiaHyBYd, KOMITBIOTEPJAITAaH Ba TEIEMATUK TEXHOJOTHSIIAD, «AKJIIH
XaB(CU3IUK Ba HA30paT THU3UMHra dSra OyiraH MOAE/UIapHU HIUIA0 YUKAPHIL
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«LADA Uzbekistan» OpeHau y4yH Y30K MyIJaatid Oapkapop (aoausaTHH
TabMUHJIANN.

9. «LADA Uzbekistan» OpeHau y4dyH WUIUIA0 YUKWAJITAaH TaBCHUSBHMA
MapKETUHT CTPATETUSACHHM >KOPUH KWIWII YpTa Ba Y30K MYANATIN UCTUKOOJIA
MUJUIMA aBTOMOOMJIL 0030pHa COFJIOM pakoOaT MYyXMTHHM IIAKJUIAHTUPHIITa,
NUpOBapaUa  UCTEShMOJNUYMIApra  3aMOHABHM, ap30H  Ba  TEKaMKOpP
aBTOMOOWJUTAPHU €TKa3u0 OepuIlra Xu3Mar Kuiiau.
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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 ¥/36eKuCTOH Pecniyonukacu Ipesunentuaunr 2019 iinn 18 urongaru V36ekncron PecnyOnukacu aBTOMOOMITE
CAHOATHHU KaJaJl PUBONIIAHTHPUILTA OUJ] KyIIMM4a Yopa-raaoupiap tyrpucuaa [1K-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. PDF-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 l.Yu., Shkardun V.D.* such as

8 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 Azoes T'.JI. ®opMupOBaHUE MApKETHHIOBBIX TEXHOJOTH YIIPaBJICHUS OPraHU3allMIMH B KOHKYPEHTHOH cpejie:
Huc. a-pa sxon. Hayk: 08.00.05 M., 1997. 334 c.; Aucodd U. Ctparernyeckoe ynpasieHre. MockBa: IKOHOMHUKA,
2009. — 331c.; Kmaccuku MeHemxkMeHTa (3IEKTpoH pecypc). Beb caiit: http://www.hrm.ru; Bonosukor B.II.
PazpaboTka omnTHManbHOTO OM3Hec-mopT(ens NPOMBIIUIEHHOrO mnpenupustus. BectHuk OwmIY  cepus
«Oxonomuka», N1, 2010-c.162.; T'onybxoB E.Il. MapkeTuHroBele HCClEIOBaHHE: TEOPHs, NPAKTHKA U
meronoiorus. M.: ®unnpecc, 1998. 416 c.; Jlobenkuii I1.b. Mexanusm QopmMupoBaHuS U peanu3alyu
MapKeTHHIOBO# crpareruu. ABTopedepar auc.K.3.H. no cnennansHoctu 08.00.05 — skoHOMHMKa M ympaBlieHHE
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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. Ikramov, 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;

HapoJHbIM Xx03dicTBOM. ['opku, 2016. c1.9.; Conbekas .10, Konuenmus 1 MeTo0a0rusi MapKeTUHT -MEHE)KMEHTA
B CHUCTEME POCCHUICKOTro MmpeanpuHUMaTenscTBa: Jluc. a-pa 3xoH. Hayk. Mpkytck: UH-T s3xoHoMuxu UT'TY, 2000.
300 c.; lxapnyn B.Jl. MapkeTHHroBbIE OCHOBBI CTPATErMUECKOro IUIaHUpOBaHUs: Teopus, MeTOOJOrHf,
npaktuka: Monorpagwus. —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. ABTOMOOMIL caHOATH KOpPXOHAJlapUJa MapKETHUHI CTpaTerHsJIapHHU
takommwtamtapui. 08.00.11 — Mapkerunr (uxrucomuét ¢amnmapu). Hxrucomuér danmapu moxropu (DSc)
aucceptanusicu. Torkent maxpu — 2018 i,

33



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.
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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).

K Cultural value system
Characters
/ Value
Persons Benefits

i: [Marketing researchHMarketing strategyj

Consumer behavior

Power distance  Individualism/ Masculinity/
collectivism feminity

Uncertainty Long-short term Indulgence/
avoidance orientation restraint

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

® Formed by the author
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cars in Uzbekistan was 232,443 units, in 2019, this figure increased to 293,555 in
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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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

9 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, = g + 2oey @1 AINSLS,_; + X 9, AInMRS,_; + Yo @; AInCON, _; +

+ X0 @ AIMPRD, ; + Xi_ @5 AINEXP,_; + X @gAInIMP,_; +

+ X0 @, AlnGDP,_; + XV 0o AInINF,_; + XV, 9o AINEXC,_; + B, InSLS, _; +

+B,InMRS,_; + B3InCON,_; + B, InPRD,_; + B<InEXP,_; + BsInIMP,_; +

+6;InGDP,_4 + foInINF,_; 4+ fInEXC,_; + 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-

11 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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Godfrey 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. “LLADA” 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 a Announces that he or A

s .
new car from the “—i~ she intends to use TRADE-IN
dealership LAl the "Trade-in" service
A customer can choose Any car, regardless of
any model available at brand and model, can
the dealership participafe.

— bl A contract for the Carries out technical
— 4 purchase of an old inspection and evaluation
m/| car will be signed of the car he uses

) The price of the buyer's It is applied with reduced
m . car will be deducted from consequences of wear and tear.
- s the price of the new car. Technical inspections and

assessmentis are also free.

HM30/JIaHATH

A o v
The buyer pays the rest of l!o\ lz;i::l;];m_r;‘::a“c?n r
the payment for the new cab P $

A discount of 5 million The car has a 5-year or 100,000-
soums will be given for kilometer warranty and a one-fime
the remaining amount. [firee full technical inspection, oil
change and programming service
certificate.

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
" " Upto 5181
Budget dollars i i i
Spark 6741
Damas 7182
Nexia-3 8011
UzAuto Cobalt 8 907
Gentra 12 672
Tracker-2 21 284
Vesta SW 14 211
5 182 _ 25 907 Xray Cross 15312
Market-oriented dollars LADA Vesta SW Cross 15 312
Largus FL 15954
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
"P " .
remium UzAuto Equinox 35 688
Traverse 54 679
Tahoe 67 431
Abod‘gﬁ 2> 908 K5 29 899
KIA Sorento 43 569
K8 55 312
Stinger 62 927
Skoda Kodiaq 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

48



Step-by-step adopting production Industrial cooperation and localization

Discontinue "CBU" practice Establishing an “OEM” system

Gradual cessation of imports of finished
cars

Purchase spare parts from an original,
manufacturer

method
Ordering of spare parts for production
without a license

Competitive
advantage strategy

Conveyor assembly of ready-made spare
parts (engine, body)

Establishing an “JDM” system

Assemblying automobiles via"CKD'
method

Assemblying automobiles via"SKD" ‘ Establishing an “ODM” system

Changing car design based on customer choice

. and climatic conditions
Conveyor assembly of semi-assembled parts

Mastering painting and welding ‘ ‘ Localization

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 (anHoTauust nucceprauuu 10kropa punocodpuu (PhD)

Hean uccaenoBanus 3aKi04aETCs B pa3pabOTKe HAYYHOTO MPEJIOKEHUS U
NPAKTUYECKUX  PEKOMEHJAIMH [0  COBEPIICHCTBOBAHUIO  HMCIOJIb30BaHUS
MapKETUHTOBBIX CTPATETUH B aBTOAMIIEPCKUX TIPEANPUATHUSX.

3agaum uccJIe10BaHNA:

U3YYUTh  pa3lIMYHble  TCOPETUYECKUE  B3IJISABI  HA  COBPEMEHHBIE
MapKETUHIOBBIE CTPATETHH, UX COJEPKAHUE U CYIIHOCTb, BBISIBUTH COBPEMEHHbIE
TEHJICHITNN;

pa3paboTKa CHCTEMBbI NOKa3aresedl NPUMEHEHUS! MapKETUHIOBBIX CTpaTErHid
Ha HAIMOHAJIHHOM aBTOMOOWJIBPHOM PBIHKE Ha OCHOBE KYJIBTYPHBIX KPHUTEPHEB
Xodcrena, MUPOKO UCTIOIBb3YEMbBIX B MEXIYHAPOTHON MPAKTHKE;

MpaBUjbHAS OpraHW3alMs pPa3padOTKH MapPKETHHTOBBIX CTpAaTeTHH B
aBTOCalioHaXx  Y30€KHCTaHa, OMHCAaHHUE CHUCTEMBI  MaKPOIKOHOMHUYECKHUX,
PBIHOYHBIX U COLIMOKYJIBTYPHBIX (PAKTOPOB B HEW;

BBISIBJICHUE, aHATIU3 U OI[EHKA M0 KOHKPETHBIM KPUTEPHUSIM IKOHOMHUYECKUX U
COIIMOKYJIBTYPHBIX (PAKTOPOB, BIUSAIONIMX Ha OallaHC HA aBTOMOOMIIBHOM PBIHKE;

pazpaboTka mnporpammbl guddepeHnranuu ¢ UeIbl0 yBEJIHYeHUs oObeMa
nponax Mapku «LADA Uzbekistan» Ha HalmoHaJIbHOM aBTOMOOWMJIBHOM PBIHKE
yTeM U3YYEHHS KYJIbTYPHBIX, ICUXOJOTUYECKUX U JPYTUX COLMATBHBIX aCIIEKTOB
noTpeduTene;

pa3paboTKa CTpaTeTMH KOHKYPEHIIMH W  CTUMYJHPOBAHUSA  COBITA,
BKJIIOUAIOIIEH  TOPTPET TMOKynaTeas W JUCKOHTHBIA  «TECT-ApaMB» W
YHUBEpCaIbHbIE MEXAHU3MBI «TPEUI-UH» Mpu mpojaxe aBromoouneit «KLADAY;

3a CYET paCIIMPCHUs JOKAIHM3aIlMd W TPOW3BOACTBEHHOW KOOIEparuu, a
TaK)Ke€ BHEJPCHHS JTUIICH3MOHHON CHCTEMBI MTOCTAaBOK, KOMIUICKTYIOIIMX CHavasa
«KPYITHOY3JIOBBIM», @ 3aTeéM TIOCTCTICHHO  «MEJKOY3JIOBBIM»  METOJIOM
OpraHu3alluy MPOU3BOCTBA;

pecerMeHTaIsl UCXOAs U3 CPEAHEr0 HOMHHAJIBHOTO J0XOJa HACEJICHUS C
y4eTOM TapuTeTa TMOKYMaTeIbHOW  CIIOCOOHOCTH, YBEIMYEHHE BBITYCKa
«JIemeBbIX» (OIOKETHBIX) aBTOMOOWJICH Ha HAIIMOHAJIBHOM aBTOMOOHIBLHOM
phIHKE  Y30ekucraHa ©  OOHOBJIEHHME AaCCOPTUMEHTa  «IOMYJSIPHBIX» U
«IPEMUATTBHBIX)» aBTOMOOMITN HA YCIOBUSAX «TPEHI-TH.

O0bekTOM mHMccaenoBanusa  sgBigerca gesteabHocTh OO0  «Roodelly,
yupemutenss  Openga «LADA  Uzbekistan», Ha aBTOMOOWJIBHOM  pBIHKE
VY30ekucrana.

IIpeamMeToM mccjieI0BaHUSL SBJISETCS COBOKYIMHOCTh JKOHOMHYCCKHX H
COIMAJIBHBIX OTHOIIEHWH, BO3HUKAMOIIMX B IMPOIECCE COBEPIICHCTBOBAHMS
WCIIOJIb30BAaHUS MAPKETUHTOBBIX CTPATETHH B aBTOCAJIOHAX.

Metoabl uccienoBaHusi. B aucceprannoHHONM paboTe HCMOJIb30BAIUCH
TaKWe METOJBl HMCCIEOBaHUS, KaK HAOIOJIEHWe, UHIYKINS, JACTYKIHs, MOJEIb
KYJIbTYPOJOTMYECKUX KPUTEPUEB Xodcrena, METObI ARDL u

KOMHTETPAlIMOHHOTO KOHOMETPUYECKOTO aHaju3a, onpoc, cermenrtamus, SWOT,
PESTLE.
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HayuyHasi HOBH3HA HCCJIEIOBAHUS COCTOUT U3 CIAEAYIOIINX:

OmnpeneneHo cpelHee 3HAYEHHE KYJIbTYPHO-TICUXOJIOTHYECKOTO «IOPTPETa»
noTpeduTeNnel Ha HallMOHAJIBLHOM phIHKE aBTOMOOWIIeH Y30eKkucTaHa Ha YpPOBHE
75,8%, 1 Ha ero ocHOBE pa3padoTaHa nmporpamMmma Jud@epeHIran MoIeIbHOTO
psana mapku «LADA Uzbekistany,

[IpensioxkeHa MapKETHMHTOBas CTpaTerus MPOJABIXKEHMS, BKJIIOYAIONIAs
JMCKOHTHBIM «TECT-IpaiB» C MAKETOM «IIOJHBIA CEpBHUC» M YHUBEpCAIbHbBIC
MEXaHU3MBbI «TPEU-UH» BHE 3aBUCHUMOCTH OT MOJENIH U ITpolera;

[Ipennoxkena 1eHOBas CTpATETUsl MO CHUXKEHUIO CTOMMOCTH aBTOMOOUJIEH
mapku «LADA Uzbekistan» B cpemnem Ha 6,6% 3a CYET BHEIPEHUS CHCTEMBI
3aKa3a 3amacHbIX yacTeld MecTHbIM npousBoauTesiMm (ODM) mpou3BoaCTBEHHOM
Koomepanuu 0e3 JTUICH3UH;

Pa3paboTanbsl mporHo3Hble MOKa3aTenn oObema mnpoaax Mapku «LADA
Uzbekistan» mo 2026 roga Ha OCHOBE HOPMAJIBHOI'O, ONTHMHCTHYCCKOTO U
KPUTHUYECKOIO CLIEHAPUEB.

IIpakTuyeckue pe3yJbTaThbl HUcciaenoBanus. Ha ocHoBe pa3paboTaHHBIX
MPEVIOKEHHUN 110 COBEPIICHCTBOBAHUIO PEANN3ALNN MAPKETUHTOBBIX CTPATETUN B
aBTOJMIICPCKUX TPEANPUATHAX:

OmnpeneneHo cpelHee 3HAYEHHE KYJIBTYPHO-IICHXOJIOTMYECKOTO «IIOPTPETa»
noTpeduTeNel Ha HallMOHAJIBLHOM phIHKE aBTOMOOWIIeH Y30eKkucTaHa Ha YpPOBHE
75,8%, 1 HA ero OCHOBE MpHUHSTA porpaMmma AudPepeHImanu MoACIBHOTO psija
mapkun «LADA Uzbekistany. mis peamusamuum  (cripaBka Ne 02-14/-02110
MuHucTepcTBa MHBECTULIMNA U BHEWIHEN ToproBiu PecnyOnuku Y30ekucrtan ot 9
mapta 2022 roga). B pesynbTaTe peanuzanuu JaHHBIX MPEMJIOKEHUN yUpeauTens
opeanra LADA Uzbekistan OOO «Roodell» B centsope-nexadbpe 2021 rona
MOCTaBKa aBTOMOOWJIEH MOMYJISIPHBIX y MOKYyIartenaeld Oenoro, ceporo U 4epHOTo
IBETOB yBenuuuiack Ha 136 Teic. %, 3amylieHa mpoaaxka MOAENEH ¢
JOTIOJTHUTENBHOW 00pabOTKOM B MeToje TioHMHTa «sports&deluxe», a Takke
MIPOJIaXKK aBTOMOOUJIEH «cellan» U «yHUBepcan BbIpocian Ha 161,3 nporieHTa;

Peanu3zoBana MapKeTHHroBas CTpaTerus MPOJABIKCHHS, BKIIOYAIONIAs
JACKOHTHBIM «TECT-APANB» C NAKETOM «IIOJHBIA CEPBHUC» U YHUBEPCAJIbHBIC
MEXaHU3MbI «TPEHI-UH» BHE 3aBUCHMOCTH OT Mojenu u npodera (Mcx. Ne 02-14/-
02110 MunuctepctBa Muasecturuit u Muoctpanneix Jlen). Toprosus PecniyOnuku
V306ekuctan ot 9 wmapra 2022 roma). B pesynbrare BBeAEHHS JTaHHOTO
npeioxkeHuss npoaaxu apromoduiaeit OO0 «Roodell», yupenurens Openma
«LADA Uzbekistan», B HosiOpe 2021 roma pgocturiu 10,6 mipa cymos,
yBeIMUMUBIIKCH HAa 298,3% 10 CpaBHEHUIO CO CPETHEMECIYHBIM 00BEMOM MPOJAK;

[IpuHsiTa K peanu3aluyd LEHOBas CTpaTervsi MO CHMKEHUIO CTOMMOCTH
aBromoOunein mapku «LADA Uzbekistan» B cpeanem Ha 6,6% 3a cuet BHEApPEHUS
CUCTEMbl 3aKa3a 3alacHbIX 4YacTed MeCTHbIM mnpousBogutenasm (OJM)
NPOM3BOJICTBEHHON Koomepanuu Oe3 munensun ( CrpaBka Ne 02-14/-02110
MunucTepcTBa MHBECTUIINN M BHENIHEN ToproBiu PecnyOnuku Y306ekucrtan ot 9
mapta 2022 rona) B pe3ynbTaTe peanusanu JaHHOTO MPEIJIOKEHUS yUpEIUTeb
mapku «LADA Uzbekistan» komnanus «Roodell» OOO, 6yner BBO3UTh TOTOBbBIE

54



aBTomo0Omu Ha 6aze «CBUy» (momuast cOopka), T.€. BBO3 TOTOBBIX aBTOMOOMIIEH U
OTEUECTBEHHAS MPAKTHKA MPOJIaXKU HA PHIHOK CTajla MOCTENEHHO COKPAIAThCA, U C
1 sauBaps , 2022 1. JOCTUTHYTO COKpallleHne o0beMa ummnopra noutu Ha 42,4%, a
Takke HoBast «SKD» (kpyIHOy310BaThie I€Talun) JoKanu3anus mojaenei «\Vestay,
«X-Ray» m «lLargus» Ha cOopouHoM y4acTke TI.J[)Ku3aKk. pEeruoH COOPKH)
3amynieHo MPOU3BOACTBO. Ha mpennpusTuud yCTaHOBJIEHBI CaMbleé COBPEMEHHbBIC
poOOTU3UPOBAHHBIE KOHBEWEpPHbIE JTUHUU, HA 0a3e KOTOPBIX CO374aHO 233 HOBBIX
pabounx MecTa, 1 B KOHEYHOM UTOTe 10 cOCTostHUIO Ha 1 ssHBaps 2022 roma Ob110
BEITTyIIeHO 197 aBTOMOOMIICH Ha 00TIyI0 cymMmMy 32,7 MIIpI CyM.

B OOO «Roodell» BHempenbl mporHO3HBIE MOKa3aTed OObEMa MPOJAK
mapku «LADA Uzbekistan» 1o 2026 roma Ha OCHOBE HOPMAIbHOTO,
ONTHMHUCTUYECKOTO W KpUTHUYECKOro creHapueB (cmpaBka Ne 02-14/-02110
MuHucTepcTBa MHBECTULIMA W BHEIIHEH ToproBiu PecnyOnuku Y30ekuctaH).
PecniyOonuku Y36ekucran ot 9 mapta 2022 rona). B pesynbrare peanusanuu 3Ton
HAy4YHOW MHHOBAIMU ObLIa pazpaboTaHa cTpaTernyeckas 1opoxHas kapra 10 2026
roga OO0 «Roodelly, yupeaurens 6penna «LADA Uzbekistany.

Crpykrypa u 00beM auccepranun. CoaepkaHue QUCCepTalMi COCTOUT U3
BBEJICHUSI, TPEX TJIaB, 3aKJIIOUEHMS, CIIMCKA JTUTEPATyphl U MpuiiokeHuit. Oobem
nuccepraunu coctasisieT 130 cTpaHuLb.
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