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Abstract. This article is aimed at elucidating the specifics of organizing marketing
activities in the construction industry. The authors focused on two aspects of marketing
activities, that is, marketing services among market participants and segmentation of the
construction market.
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Annotatsiya. Mazkur maqola qurilish sohasida marketing faoliyatini tashkil qilish
hususiyatlarini yoritishga qaratilgan. Mualliflar marketing faoliyatining ikkita jixati, ya'ni
bozor ishtirokchilarida marketing xizmati hamda qurilish bozorini segmentlashga e’tibor
qaratganlar.

Kalit so‘zlar: investitsion qurilish soxasi, qurilish bozori ishtirokchilari, marketing
xizmati, bozorni segmentlash

AnHoTamms. /aHHas CTaThs HallpaBleHa Ha OIlpejeleHNrie OCOOeHHOCTe
OpTraHM3aly MapKeTUHIOBON AesTeABHOCTH B cpepe CTpOUTEAbCTBA. ABTOPHI 00paTUAU
BHIIMaHIE Ha ABa acIlleKTa MapKeTMHIOBOI AesITeABHOCTH, TO eCTh CAy>KOa MapKeTIHTa B
COCTaBe yJaCTHIKOB PbIHKA U CETMEHTAIs CTPOUTEABHOTO PBIHKA.

KaioueBble  caoBa:  MHBECTMIIMIOHHO-CTpouTeAbHast  cdepa,  yJaCTHUKU
CTPOUTEABHOTO PhIHKA, CAy>KOa MapKeTIHTa, CeTMeHTAIIsI PhIHKA.

Introduction. The approval of the 2021-2025 Strategy for the modernization, rapid
and innovative development of the construction network of the Republic of Uzbekistan by
the Decree of the President of the Republic of Uzbekistan envisages a radical reform of
marketing activities in this field. This strategy is one of the challenges facing the industry
todayit is shown that the science of practical construction is underdeveloped. It is
necessary to develop the scientific and methodological views of construction marketing in
order to find full-fledged market relations in investment-construction processes.

Analysis of literature on the topic.There are several specific aspects related to the
organization of marketing in construction practice, without considering them it is difficult
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to talk about effective marketing activities. In theoretical developments, it is stated that the
uniqueness of the construction market must first be connected to the properties of the
construction product. Based on foreign experiences, it should be noted that the
competitiveness of the enterprise in the market is determined by the effectiveness of its
market-oriented policy. Many economists have been engaged in the development of
research on the country's investment attractiveness for enterprises and their practical
application. Among them, Byvalsev, VA. Fedotov V. M. Kogotkova IZ, Mekhtieva A.YU.
We can include famous scientists like Giovanna Naranjo, Eugenio Pellic, Victor Yepes.

It is necessary to acknowledge the scientists who made a great contribution to the
development of the theory of marketing, while the researches conducted in the field of
marketing in our country for many years are based on national characteristics. These
include I. Usmanov, YO. Abdullaev, A. Saliev, M. Sharifkhojaev, D. Rakhimova, SH.
Ergashkhodjaeva, Sh. Musayeva and others.

In this article, we found it necessary to touch on some of these issues. When talking
about marketing in construction, first of all, it is necessary to focus on the tasks of
marketing in this field, that is, to analyze the nature and main directions of marketing in
investment-construction processes.

Research methodology.Solving this issue can be done by ensuring the priority of the
needs of construction product consumers, the main principle of marketing methodology.
The fact that the real consumer does not directly participate in the investment process
requires additional research.

It is known that investment-construction processes are a comprehensive and
multifaceted process, which is characterized by the large number of participants and the
diversity of their interests. Investors, customers, designers, builders and users have
different needs for construction products. In addition, the results of the investment-
construction process will be of interest to many state, financial and market entities. In this
regard, we believe that the essence of marketing in the construction industry should be
considered from the point of view of the participants' own interests.

Analysis and results. As a function of the market philosophy of marketing, the main
interest of the investor is to ensure the target location of the capital and the efficiency of
the investment project. Based on this, the main content of marketing activities is to
correctly assess the opportunities of the investment market and to find marketing
solutions for capital allocation.

The customer, as a legal representative of the investor, must choose the most
appropriate investment-construction scheme as a result of researching the construction
market in order to protect his interests and carry out the necessary marketing activities to
bring the project to a material object.

During the investment process, the project organization takes an active part in
studying the market of architectural solutions and creating a construction object suitable
for the customer in the materialization of the investment idea.

The construction organization's marketing activity in the market is manifested in two
main forms: meeting the needs of the customer and the designer, and maintaining and
expanding its position in the market in the face of intense competition. In the first form,
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marketing activity is the basis for focusing production capabilities on the product, and in
the second, it covers the sale and movement of construction products.

It can be seen that in the process of investment and construction, both marketing
subjects and objects can have different appearances and can be interpreted differently.
However, marketing is of particular importance for construction organizations, which are
the most active participants in the construction market. Based on the above, the question
arises as to what form and structures it is appropriate to organize marketing activities in
construction organizations.

In our opinion, it is difficult to find a clear and firm answer to this question, because
any enterprise has its own characteristics that make it stand out from others. Together
with this, we can give the following recommendations based on the specifics of the
construction industry in general.

1. The organization of the marketing service should be consistent with the
organization's market strategy and policy, that is, if this service is created in the name of
organizations, it will not have any effect;

2. Based on the experience of large foreign construction companies, the
marketing service can be organized as part of the estimate-contract and sales department,
or in the form of a separate marketing department. In this case, the marketing department
serves to organize work with customers in a comprehensive way. Such an independently
formed service takes into account only the interests of this firm. At the same time, this type
of structure has a special place and becomes an integral part of the organization from the
functional point of view, and leads to an increase in administrative costs.

3. Organizations that are financially vulnerable to market research and
marketing strategy in the construction industry also play a major role. In such
organizations, the cost of extensive marketing services can harm economic stability. In this
regard, in our opinion, the following two organizational forms can be used: integrated
marketing structures and external specialized marketing services. It is advisable to
organize integrated marketing structures under construction associations or regional
engineering companies. In the first case, the marketing structure is inter-organizational,
and in the second case, it functions as a vertical marketing structure of a single customer.
The lack of development of such structures in Uzbekistan is due to the fact that the value
of marketing information is decreasing as a result of being confined within one
organization. Indeed, no matter how large the construction organization is, it cannot cover
the entire market and the requirements for marketing information will not be met.

Today, outside specialized marketing services are widespread in the construction
industry, as in all industries. In such an organizational form, the organization of
marketing activities in construction organizations is entrusted to independent specialized
firms on the basis of a contract. Independent consulting firms can provide services related
to all areas of marketing without distracting the construction organization from its core
activities. Consulting firms can provide information to all construction market
participants. In contrast to the consumer market, such a situation may not cause harm, but
on the contrary, it can give a positive result. In this case, the leader in the construction
organization will have high-quality marketing information, and the organizational
structure will be oriented towards production.

AKTUAR MOLIYA VA BUXGALTERIYA HISOBI ILMIY JURNALI 2024, 4(07), 74-78. https://finance.tsue.uz/index.php/afa



77
AKTUAR MOLIYA VA BUXGALTERIYA HISOBI ILMIY JURNALI 2024, 4(07), 74-78

An important feature of marketing activities in the construction industry is related to
market segmentation. It is appropriate to consider separately the concept of the
construction market based on the actions of consumers and their representatives.

The construction market is understood as the branch of the economy related to the
direction of investments in the capital sector and their development. In its research, the
main attention is paid to the implementation of construction works and the operation of
facilities.

On the other hand, market segmentation serves the specialization of construction
organizations and market branching. A single approach to construction market
segmentation has not been developed. As an example, it will be possible to distinguish
signs of segmentation of the construction market at the national level based on the state
statistics in the field of investment and construction. A number of signs of segmentation of
the construction market are related to construction and assembly work (Fig. 1).

Signs of segmentation of the construction work

|
| \ | l

Subjects by size By type of According to According to
objects the form of geographical
ownership indications

Figure 1. Signs of segmentation of the construction work market at the country
level.

The first sign of segmentation divides the participants of the construction ordering
market: large and small organizations on the basis of a contract and independently
(informal sector). In 2023, 24,239.4 billion soums of total construction works were
completed by large contracting organizations, the share of the total construction works
was 27.6%, and the contribution of small enterprises and micro-firms was 52.8% of the
total construction works. or 46371.0 billion soms. The contribution of the informal sector
was 19.6% or 17213.5 billion soums of construction and assembly works. The situation in
the construction market is shown by the division of construction objects by function, that
is, non-residential, i.e.,, production objects, residential and public or civil objects, and
specialized construction works. During the past period in our country, 73.2% - 64287.0
billion were spent on the development of construction projects, construction of non-
residential buildings and structures, 15.1% - 13261.4 billion on the construction of civil
construction objects. billion soums, 11.7% - 10,275.4 billion soums were completed in
specialized construction works. 3,652.0 billion soums or 4.2% of the total construction
works by state organizations, and 84,171.8 billion soums or total by non-governmental
organizations 95.8% of works have been completed.

When segmenting the construction market on the basis of statistical data, great
attention is paid to the indication of geographical location, because it will be possible to
determine in which area the investments and construction products are distributed more.
For example, if we analyze the construction and assembly works completed by the end of
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2023 by region, the region with the largest share is the city of Tashkent (18,758.9 billion
soums), followed by Tashkent (6,930 6 billion soums), Samarkand (5665.9 billion soums)
and Bukhara (5387.2 billion soums) regions are the most attractive construction segment.

Based on the territorial construction market and the interests of separate
organizations, the following symbols are also used to segment the market: construction,
assembly and adjustment, repair works; general contracting and subcontracting works;
segmentation of buildings by functionality (residences, public buildings, industrial
buildings, etc.); project, search, general construction, special construction works;
construction of separate objects and complexes, etc. Therefore, it is appropriate to use the
above signs when organizing marketing activities in the investment-construction market,
studying the macro environment, and segmenting the market.

Conclusions and suggestions.Taking into account that marketing makes it possible
to have perfect information about the construction market, it is proposed to apply its
principles widely. Only the marketing information system allows the construction
organization to see the state of the market, therefore, marketing should be used to classify
existing and potential customers, to find new solutions regarding the properties of project
organizations and objects, and to distinguish significant quality marks of construction
products. In addition, the role of marketing knowledge and methods is invaluable in
developing an optimal pricing policy at a time when the construction pricing system is
changing. Based on this, the development of external marketing services in the
construction industry is becoming an important issue of the industry.
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