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Nowadays, we had to study some of our national characteristics in the marketing of furniture 

products. That is, it turned out that the possibility and effectiveness of marketing application significantly 

depends on the type of market, the products produced and sold, and the scale of competition in the market. 

In particular, the lack of universal, standard, unified recommendations in the application of the marketing 

concept plays an important role, and in practical marketing, everything depends on external and internal 

factors, consumer characteristics. 

In Uzbekistan, 5-6 years ago, the "gross" approach prevailed in the application of the marketing 

concept, while at the same time, the differentiated approach is widely used. If we analyze the manufactured 

furniture products according to the types of content, 58 percent are household furniture, 39 percent are 

organizational furniture, and 3 percent are other furniture. In this regard, a significant share is made up of 

office furniture and special furniture for educational institutions, shops, hospitals, restaurants, stores, 

warehouses, barbershops, etc. 

The regional analysis of the production structure of furniture products showed that 52% of household 
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furniture went to Tashkent city, 14% to Fergana region, 10% to Tashkent region, 47% of organizational 

furniture to Tashkent city, 15% to Samarkand region, 35% of other furniture to Tashkent city, 29% to 

Kashkadarya. and 20 percent corresponded to the share of Namangan regions. 

As mentioned above, the sustainable development of any industry is directly related to the production 

and sale of goods that are in demand. This, in turn, requires effective organization of marketing activities of 

network enterprises, regular study of the furniture market, taking into account the wishes of consumers, 

detailed analysis of purchasing process factors. Technological change, the increasing role of social media, 

demographic changes and the increasing purchasing power of women are key factors that must be considered 

in the marketing efforts of furniture manufacturers and retailers. We found it appropriate to segment the 

furniture products based on history, culture, customs, traditions and features of the furniture products 

consumers in our country. 

When buying furniture, consumers use a wide range of information, that is: analyze various 

information, try to find the optimal purchase option, choose the product based on their lifestyle, taste and 

opportunity. Also, the consumer takes into account financial, technical, time loss and psychological risks 

when purchasing a durable product. 

The buyer performs the purchase and use of home appliances only after clarifying their need, which 

consists of several interrelated steps to make the purchase decision. That is, the general need is focused on 

solving the following problems: 

● determines which type of furniture fully meets his needs; 

● buys goods from the market, company store or via the Internet; 

● what are the advantages of the product, what warranty does the seller provide, how long can this 

product be used? 

To what extent does the media influence the purchase of furniture: the analysis shows that 52.5% of 

the population buys home furnishings from TV shows, 43.1% from newspaper and magazine ads, 49.7% 

from visiting company stores, 50.6% from catalogs and uses brochures. 

Furniture manufacturers need to improve the positioning process in order to achieve a competitive 

advantage and ensure a stable place for their products in the target market and in the minds of consumers, 

clearly different from the products of competitors. Enterprises in this field direct their considerable efforts 

in the implementation of marketing activities to the formation of a marketing complex. As a result, there is 

a lag in the process of positioning, which plays an important role in the systematic and effective marketing 

activities of enterprises. 

Failure to properly organize the positioning process of furniture manufacturing enterprises can cause 

the following negative consequences: 

- If the manufacturer does not determine the position of the goods in the market, in this case the 

consumer can perform this task himself and the company may not be able to have the position it expects, 

and may even lead to the formation of a negative image; 

- Marking of a position that is close to the position of a competitor's, without clearly indicating its 

unique characteristics, different from competitors' goods - can serve to have the opposite effect, rather than 

to motivate the consumer to buy the product; 

- Failure to provide a clear position of the product may interfere with the formation of the marketing 

complex and ensure its sequence, and may even cause conflicting strategies for the formation of each element 

of the marketing complex. 

- Even if the position is clearly chosen, but if it is narrowly defined, such positioning can act as an 

obstacle to the expansion of the market of the existing goods of the enterprise and the introduction of new 

goods into the market. The main reason for this is the use of a common brand strategy in the industry. 

Based on the above, furniture manufacturers should pay attention to two main directions when 
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implementing the positioning process: 

- Determining the compatibility or, in other words, the matching point of the product being 

positioned. That is, on the basis of research, it is intended to determine which category of goods the 

company's goods are equated with in the minds of consumers, or rather, which category they include. This, 

in turn, provides an opportunity to identify its direct competitors on the basis of revealing the specific 

characteristics of the product category. 

- Determining the point of differentiation of the product being positioned. It consists in showing the 

competitive advantage of the product on the basis of identifying one or more specific features that are clearly 

different from the products of competitors. 

- Furniture manufacturing enterprises should take into account the following specific features of the 

network before positioning in the highlighted areas: 

- The complexity of the product production process and the high impact of technology. The 

production of modern furniture requires complex technologies, which ultimately leads to an increase in the 

market price of goods. 

- The length of the period of launching the production of a new type and model of furniture. The 

average duration of the production of a new model of furniture for large furniture manufacturing enterprises 

is 7-15 months. 

- High demand for product quality. Since furniture is a type of goods that require prior selection, 

consumers expect long-term service from the product. In order to maintain the quality of their products at a 

high level, industry manufacturers use high-quality fittings in their production, while maintaining its 

functional nature. Therefore, many companies use the words "quality", "solid" in the positioning of their 

products. 

Warranty service. Usually, the cost of warranty service and post-warranty service is not high, but in 

some cases it can be 20-25% of the cost of the product. Also, after-sale furniture collection service can be 

equal to 10% of the cost of the product. 

The consumer spends a lot of time on the product selection and purchase process. Marketing research 

shows that in the consumer goods market, a consumer can spend up to 4 weeks choosing and purchasing 

furniture. 

 

     References: 

1. Basovsky LE Marketing: Course lecture. - M.: INFRA-M, 2010. - 219 p. 

2. Bronnikova TS Marketing: theory, practice: uchebnoe posobie / TS Bronnikova – 2nd ed., pererab. i 

dop. - M.: KNORUS, 2010. - 208 p. 

3. Gerasimov BI, Mozgov NN Marketingovye issledovaniya rynka: uchebnoe posobie / BI Gerasimov, 

NN Mozgov. - M.: FORUM, 2009. - 336 p.: il. 

4. Paramonova TN Marketing: uchebnoe posobie / TN Paramonova, IN 

5. Ibragimov RG Marketing. Darslik, T.: "East", 2002 

6. Krasyuk; pod ed. TN Paramonovoy. - M.: KNORUS, 2010. - 190 p. 

7. Rozova NK Marketing. - SPb.: Peter, 2008. -176 p. 

8. Fattokhov AA, RNKarimova distributor activities in the market. Study guide. - T.: TDIU, 2009.-227b. 

9. Yusupov MA, Abdurakhmonova N. Marketing. - T.: Economy, 2007. 

10. Kasimova MS, Abduhalilova LT Marketing studies. - T.: TDIU, 2010.-157 p. 

11. Kasimova MS, Samadov AN, Ergashkhodzhaeva Sh.J. Economics of commercial enterprises. - T.: 

TDIU, 2010.163 p. 

12. Kalka Regine. Marketing / Regine Kalka, Andrea Messen; (per. s German. MV Lapshinova). – 3rd ed., 

ster. - M.: SmartBuk, 2010. - 126 p.: il. 

mailto:info@researchparks.org


INTERNATIONAL JOURNAL ON ECONOMICS, FINANCE AND SUSTAINABLE DEVELOPMENT ISSN (electronic): 2620-6269/ ISSN (printed): 2615-4021   

Vol. 5 No. 4 | April 2023   72 

 

E-mail address: info@researchparks.org  

Peer review under responsibility of Emil Kaburuan.  

Hosting by Research Parks All rights reserved. 

Copyright (c) 2023 Author (s). This is an open-access article distributed under the terms of 

Creative Commons Attribution License (CC BY).To view a copy of this license, visit 

https://creativecommons.org/licenses/by/4.0/ 

 

13. Karpova SV International marketing for students of the university / SV Karpova. - Rostov n/d: Phoenix, 

2010. - 184 p. 

14. Karpova SV Praktikum po mejdunarodnomu marketing: uchebnoe posobie / SV Karpova. - M.: 

KNORUS, 2010. - 200 p. 

15. Azimovna MS, Ilkhomovna UD Problems of Marketing in the System of Higher Education // Academic 

Journal of Digital Economics and Stability. - 2022. - T. 13. – S. 71-75. 

16. Azimovna MS, Shokhrukhovich UF Development Prospects of Business Subjects in the Republic of 

Uzbekistan //Web of Scholars: Multidimensional Research Journal. - 2022. - T. 1. – no. 4. – S. 13-19. 

17. Azimovna MS, Ilkhomovna UD, Shokhrukhovich UF The Concept of Marketing Policy in Trade and 

Service Enterprises //Central Asian Journal Of Innovations On Tourism Management And Finance. - 

2022. - T. 3. – no. 8. - S. 1-5. 

18. Azimovna MS, Ilkhomovna UD, Shokhrukhovich UF Innovative Strategies Of Tourism Development 

In Uzbekistan //European Journal Of Innovation In Nonformal Education. - 2022. - T. 2. – no. 1. – S. 1-

4. 

19. Musayeva SA, Usmonova DI, Usmanov FS Problems with Marketing Research in the Furniture Market 

//Eurasian Journal of Academic Research. - 2021. 

20. 20.Azimovna MS, Shokhrukhovich UF Ways to expand network marketing and e-commerce in the 

wholesale of medicines //INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT, 

ENGINEERING AND SOCIAL SCIENCES ISSN: 2349-7793 Impact Factor: 6.876. - 2022. - T. 16. – 

no. 06. – S. 113-116. 

21. Azimovna MS et al. Analysis of the main economic and marketing indicators of FE" DAKA-TEX" LLC 

// ASIA PACIFIC JOURNAL OF MARKETING & MANAGEMENT REVIEW ISSN: 2319-2836 

Impact Factor: 7.603. - 2022. - T. 11. – no. 06. – S. 4-7. 

22. Azimovna MS, Abdurozikovich MZ Features of the pharmaceutical market of the Republic of 

Uzbekistan //INTERNATIONAL JOURNAL OF SOCIAL SCIENCE & INTERDISCIPLINARY 

RESEARCH ISSN: 2277-3630 Impact factor: 7.429. - 2022. - T. 11. – no. 06. – S. 201-206. 

23. 23.Azimovna MS THE MAIN DIRECTIONS OF THE MARKETING COMPLEX TO INCREASE 

THE EXPORT POTENTIAL OF PRODUCTS //FORMATION OF PSYCHOLOGY AND 

PEDAGOGY AS INTERDISCIPLINARY SCIENCES. - 2022. - T. 1. – no. 9. - S. 20-23. 

24. 24.Azimovna MS, Shohrukhovich US THE ROLE OF AGRICULTURAL PRODUCTS IN THE 

FOREIGN TRADE TURNOVER OF THE REPUBLIC OF UZBEKISTAN //Stability And Leading 

Research Online Scientific Journal. - 2022. - T. 2. – no. 6. - S. 110-112. 

25. 25.Azimovna MS, Ilkhomovna UD Optimal principles of assessing the quality of graduates in higher 

education //Eurasian Scientific Herald. - 2022. - T. 8. - S. 233-238. 

26. 26.Azimovna MS, Ilkhomovna UD, Shokhrukhovich UF WAYS TO USE MARKETING 

INFORMATION IN THE PROCESS OF EVALUATING THE ENTERPRISE //World Economics and 

Finance Bulletin. - 2022. - T. 10. – S. 9-12. 

27. Usmanov IA Musaeva Sh.A. Features of marketing organization in the market of construction services. 

Service. Scientific journal. - Samarkand. No. 2, 2021 - pp. 86-90. 

28. Usmanov IAStudy of the Provision of Construction Facilities with Management Personnel. 

INTERNATIONAL JOURNAL ON ORANGE TECHNOLOGY. Volume: 03 Issue: 9 | Sep 2021. p.31-

33 https://journals.researchparks.org/index.php/IJOT/article/view/2171 

29. Usmanov IA,Jumanov Sh.N. Ways to improve quality control of construction and installation works. 

Oriental renaissance: innovative, educational, natural and social sciences scientific journal. ISSN 2181-

1784. Volume 1, Issue 10. November 2021. – P. 651-658 https://cyberleninka.ru/article/n/ways-to-

improve-quality-control-of-construction-and-installation-works 

mailto:info@researchparks.org


INTERNATIONAL JOURNAL ON ECONOMICS, FINANCE AND SUSTAINABLE DEVELOPMENT ISSN (electronic): 2620-6269/ ISSN (printed): 2615-4021   

Vol. 5 No. 4 | April 2023   73 

 

E-mail address: info@researchparks.org  

Peer review under responsibility of Emil Kaburuan.  

Hosting by Research Parks All rights reserved. 

Copyright (c) 2023 Author (s). This is an open-access article distributed under the terms of 

Creative Commons Attribution License (CC BY).To view a copy of this license, visit 

https://creativecommons.org/licenses/by/4.0/ 

 

30. Usmanov IA Buriev HT A development strategy for the construction industry in Uzbekistan: 

organizational aspects of implementation. International scientific and technical journal. Real estate: 

economy, administration. Moscow, MGSU-No. 4 / 2021 

31. Usmanov Ilkhom Achilovich, RESEARCH OF MARKETING ACTIVITIES OF S SHARQ-

UNIVERSAL-SMK LLC SCIENCE AND INNOVATION INTERNATIONAL SCIENTIFIC 

JOURNAL VOLUME 1 ISSUE 6 UIF-2022: 8.2 | ISSN: 2181-3337 

32. Usmonova Dilfuza Ilkhomovna, EXAMINATION OF THE INVESTMENT PROJECT OF LEASING 

COMPANIES SCIENCE AND INNOVATION INTERNATIONAL SCIENTIFIC JOURNAL 

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

  

  

  

 

  

 

 

 

 

  

  

 

 

 

 

 

mailto:info@researchparks.org

