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Abstract

The research topic is marketing activity and sales market in agriculture. Uzbekistan was taken as a macrolevel object. For 
comparison, such large countries as the USA and Russia were considered. For a deeper study of the topic, analysis, statistics, 
grouping, comparison, and deduction were used as research methods. The study analyzes the current state of agriculture in 
Uzbekistan, the market for agricultural products. The conclusions give suggestions for increasing the volume of agricultural 
products through proper marketing and regulation of sales channels.
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Introduction. Uzbekistan has great prospects for 
increasing agricultural output, marketing, and even 

exports to foreign countries. The Republic of Uzbekistan 
easily provides itself with food security, achieving self-
sufficiency in the field of their production. All this has led 
to the solution of issues at the state level, such as labor 
security of the population, improving welfare, improving the 
infrastructure of urban centers and rural areas.

The agricultural policy of the Republic of Uzbekistan 
has gone through stages of changes over the years of 
independence. Thus, state and collective enterprises 
were simplified, farms were formed, which subsequently 
introduced advanced technologies. The agricultural sector 
was diversified, and livestock, poultry, fishing, vegetable 
growing, horticulture, and beekeeping were developed. 

In Uzbekistan, agromarketing tools are at the stage 
of implementation, they are not given due attention, and 
often, when the agricultural sector itself is reformed, this 
tool remains  as unapplicable. If they are applied correctly, 
a significant increase in agricultural production and exports 
can be achieved. If you take the example of the United States, 
you can see that they occupy the 3rd place in the world in 
pork production, and the 4th place in beef production. In 
terms of costs per 1 kg of beef, marketing costs make 43.2%, 
per 1 kg of pork - 55.8%. From this example, it is seen that 
large expenses on marketing tools made it possible to achieve 
great success.

The use of marketing tools in agriculture sector ofour 
Republic would solve many problems. For example, from 
2011 to 2014, the Republic of Uzbekistan produced an 
average of 7 million tons of wheat, of which more than half 
remained at the disposal of farmers. When using marketing 
tools in this case, it would be possible to make a forecast of 
the harvest, analyze the state of infrastructure, study the 
needs of the domestic and foreign markets, all this together 
would help to optimally distribute the harvest. Application of 
agromarketing activities should be carried out at micro and 
macro levels, for the competitiveness of agricultural products 
on the world market. The government acts as an engine for 
the development of agricultural production.

Within the framework of the Republic of Uzbekistan, it is 
advisable to apply the concept of "marketing management", 

solving internal organizational problems of managing an 
organization, then developing a pricing strategy, and only 
then switching to market analysis and consumer satisfaction 
with agricultural products.

Materials and Methods. Theoretical methods were used 
in the study: literature review, classification method, data 
systematization method, data analysis. As well as empirical 
methods: heuristic method, modeling method. The object of 
the study is the Republic of Uzbekistan.

Many scientists have studied agricultural marketing. Оne 
of the popular ones is F. Kotler, who defined marketing as a 
type of human activity aimed at satisfying needs and needs 
through exchange What made Kotler unique was that he 
combined all the information about marketing. He made a 
great contribution and opened the way for followers.

Methodological aspects of the marketing approach are 
considered in the scientific works of G. G. Abramishvili, M. 
M. Alekseeva, G. L. Bagieva, S. Black, G. J. Bolt, V. V.Voylenko, 
E. P. Golubkova, E. N. Golubkova, V. A. Goncharuk, V. E. 
Demidov, S. Z. Zhiznin, P. S. Zavyalova, A. I. Kovaleva, F. V. 
Shishkin.Kotler, I. I. Kretova, D. S. L'vova, D. Mercer, M. V. 
Moskalev, M.A. Nikolaeva, R. B. Nozdreva, T. N. Paramonova, 
A. N. Romanov, V. D. Sekerin, B. A. Solovyov, E. A. Utkin, L. I. 
Tsygichko, J. Evans, and others.

Scientists of Uzbekistan are also actively engaged in 
research in the field of the influence of an external mechanism 
on the productivity of agricultural products. The following 
scientists can be outlined: S. S. Gulomov, R. Kh. Khusanov, U. 
P. Umurzakov, K.A. Chishev, B. B. Berkinov, O. A. Khusanov, 
O. Murtazaev, N. S. Khushmatov, T. Kh. Farmonov, F. Kh. 
Nazarova,N. A. Aimbetov, U. Kh. Nigmadzhanov and others.

All these responsibilities are assigned to marketing 
managers of agricultural enterprises, who require special 
professional training, and a good command of all the tools of 
agromarketing.

Result and Discussion. The Republic of Uzbekistan is 
increasing its capacity in agricultural products sale at a rapid 
pace. According to data for 2017, it is known that agricultural 
products were distributed through existing sales channels 
(Table 1). The table shows that more than half of the products 
are sold in local regional markets, while only a small part of 
fresh consuming products areexported to foreign countries.
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Table 1
Distribution of agricultural products by sales channels in 2017.

Table 2 
Distribution of agricultural crops by sales channels (thousand tons), as of April 2019
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The Republic of Uzbekistan is a leader in the sale of dried 
products, which means that Uzbekistan exports 51% in fresh 
state, and 49% in processeddried state. If we look at this in 
aggregate terms, we can see that the volume of shipments 
makes 71% for fresh products, and only 29% products for 
processed products.

The volume of cage crops production is increasing from 
year to year, but the rate of domestic consumption is growing 
at an average rate, due to a limited population growth rate 
of 1.56%. Farmers, processing companies and others increase 
their income by exporting and processing fruit and vegetable 
crops.

Figure 2. Comparison of the attractiveness of sales through wholesalers and supermarkets.

Figure 1. Distribution channels for agricultural products in Uzbekistan.

№3(11).2021 Journal of “Sustainable Agriculture” 
10

ECONOMY. ECONOMIC SCIENCE. OTHER BRANCHES OF THE ECONOMY



For quite a long time, marketing of agricultural products 
was simple, all agricultural products were sold from farmers 
to intermediaries, wholesale markets and grocery stores. 
Currently, in the central districts, channels for selling 
agricultural products through supermarkets are being 
developed.

The introduction of new sales channels makes it possible 
for agricultural producers to get more benefits. Thus, farmers 
sell their products on their own at the local market, through 
intermediaries, and through supermarket chains. For 
example, if the product cost is 1500 soums, the farmer sells it 
to urban consumers, through supermarket chains, and so on 
at a price of 3100 soums, which is twice of his price, while the 
export cost is 4500 soums.

At the moment, sales through supermarkets are of great 
interest to farmers, rather than through wholesale markets.

Conclusion. Marketing research is important in 
diversifying the agricultural sector of Uzbekistan, increasing 
production capacity, and entering the world market. Based on 

the above, we recommend creating marketing departments 
in all agricultural enterprises, whose tasks will include 
organizing and planning production and sales activities, 
promoting products to the market, selecting an assortment 
according to market demand, and effectively communicating 
with the production infrastructure.

It is recommended to sell lots in small quantities through 
a network of stores and supermarkets. In order to sell larger 
quantities, it is necessary to develop trade and purchasing 
cooperatives. All this should be done according to the 
recommendations of an experienced marketing expert. So it 
is recommended to use the experience of marketing analysis:

1. Provide manufacturers with the necessary information 
at the initial stage of the production phase

2. Analyze the number of offers and changes
3. Create a marketing strategy for success
4. Study and analyze the factors influencing the price
5. Link the sales system to the production infrastructure 

(storage, warehouses, delivery, etc.)
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