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b.[dena:xxkaHnoB

OmnepanuoHHAs 1eATETbHOCTD, YIIPABJIEHNUE €10 H
HOBbI€ Te€H/IEHIIHH

AHHOTAIHUS. DddexTuBHOCTH NPEITPHUITHS
HAINpPSMYIO 3aBHCUT OT MPABUILHOTO BBIOJIHEHHS H
pPalMOHAIBHOTO  YIIPABJICHUS  OCYIIECTBIISIEMBIMH
oneparusMy. ONepaluoOHHBIH MEHEIKMEHT — 3TO
JEeSITeTIbHOCTD 10 OPTraHM3alliH, WCIOJIb30BAHUIO U
COBEPILICHCTBOBAHHIO On3HEeC-NPOLIECCOB,
HarmpaBJIeHHass Ha TPOU3BOACTBO OCHOBHBIX BHJIOB
OpOAYKIIMM W yCIyr. B cratbe  OTpaKeHbI
ONEpAlMOHHBIE  TPOLECCHl W WX  MPHPOJA,
pas3iiMuHble IMOIXOIbl U HEKOTOpbIe MpoOIeMbl B
naHHOW oOnacTh. Takke HalTCs COOTBETCTBYIOIIUE

pPEeKOMEHJalMM 1O  Pa3BUTHUIO  OTpacid U
YCTPAHEHMIO CYIIECTBYIOLIUX POOIIEM.
Kirouesrbie cjaoBa: orepaunum, pecypchl,

MaTepUAIbHBIE PECYPCHI, NHBECTULIUH, OIEPALIMOH-
Hasl JIeATEIbHOCTh, II100aTN3alus, PON3BOICTBEH-
HBIE CTpaTeruy, MEHEIKMEHT KadecTBa, KOOIIe-
pamysi B TPOU3BOJACTBEHHOW LEMOYKe, THOKOCTh
MIPOU3BOJICTBA, YAOBIIETBOPEHUE HHIMBUIYAIBHBIX
MOTPeOHOCTEH, JIeJTeTUPOBAaHUE TTOTHOMOYHH.

B.Dedajanov
Operational activities, its management
and new trends

Abstract. The efficiency of enterprises
directly  depends on the  correct
implementation and rational management of
operations carried out at the enterprise.
Operations management is the activity of
organizing, using and improving business
processes aimed at producing the main types
of products and services. The article reflects
operational processes and their importance,
various approaches and some problems in
this area. Relevant recommendations for
developing the industry and eliminating
existing problems are also offered.
Keywords: operations, resources, material
resources, investments, operational activities,
globalization, production strategies, quality
management, cooperation in the production
chain, production flexibility, —meeting
individual needs, delegation of authority.

Bekzodjon Oblakulov — assistant teacher at Silk Road International University of Tourism and

Cultural Heritage

Mekhruza Vafokulova — assistant teacher at Silk Road International University of Tourism and

Cultural Heritage

MARKETING ANALYSIS OF INTERNATIONAL BRAND IN THE CASE OF
“CHARTAK MINERAL WATER JV LTD”

Abstract. This article analyses current trends of international company in the case of Chartak such as
BCG (Boston Consulting Group) matrix, SWOT analysis and STP analysis and gives recommendation
for further improvements. It also gives a general understanding of business and marketing reports of this

company.

Keywords: SWOT, BCG matrix, segmentation, targeting, positioning, social media, concentrated and

differentiated marketing, marketing strategy.

Introduction. This article mainly aims for the analyzing one of the water industries in
Uzbekistan and expects some of the possible results from its implemented research. Nowadays it
is vital for marketing students to put their knowledge into practice which is acquired from the
lesson. In this article shows how the companies implement some marketing strategies such as
BCG matrix, SWOT and STP marketing for surviving in this global market. Some of the small
entrepreneurs are finding some difficulties after establishing their business not knowing where to
begin. In this case, marketing or marketers can come to help for understanding to use some tactics
for the development their business. Thanks to Al machines or technologies, manufacturing of
goods or delivering has already been alleviated but selling main products is becoming one of the
difficulties that sellers have. Chartak mineral water has taken as a main key for checking whether
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marketing techniques are working well or not.

Literature Review. In 2016, Chartak Mineral Water JV Ltd. was established. In
particular, thanks to the investment of Buncra BV (Netherlands) and local shareholders, a plant
for bottling water in 0.5 and 0.33 liter glass bottles was constructed at the place where the mineral
water source is located. Construction began in June and was completed in October 2016. The
plant has the most modern equipment that meets the standards of quality and food safety. A
socially responsible institution that maximizes the aspirations and potential of individuals and
organizations through the provision of high quality and globally recognized programs. A place of
excellence in learning and living. The Chartak company provides their customers with high-
quality water. Those who administered this mineral drinking water noticed positive changes in
the secretion and absorption function of the digestive system, which improves a digestive
process. Water stimulates the enzymes splitting the fats, which helps to get rid of excess weight.
Water promotes the regeneration of abnormal tissues, improves the trophic process. One bottle of
Chartak mineral water will provide the recommended daily intake of iodine and help to improve
mental activity. Chartak water is used to treat gastric diseases, diseases of liver, bile ducts,
pancreatic diseases and diabetes, and the iodine deficiency. Chartak water is very healthful for
people suffering from diabetes. It can also be healthful in obesity, as it helps to destruct fats in the
human body, which, as a consequence, helps to normalize the body weight. It is important to talk
about the advantages for kidneys and urogenital system.

Methodology. This paper adopts secondary research, consider qualitative and quantitative
data regards marketing analysis of this company. Apart from this, deep analysis is also introduced
to explore fully understanding of research object.

Analysis and Research. This research consists of the following outcomes:
1) External Analysis (Macro Environment): What external factors are influencing their
business?

Social:  Education level (people understood the value of fresh water)

Economic: Inflation (increased price of medical ingredients)

Technology: E-commerce technologies

Competition: Entrance of new brands like: ASU, Borjomi

2) SWOT analysis

Strength Weakness Opportunity Threats

Rich in medical Failure to develop Possibly growth in Entrance of new

ingredients new tastes foreign market competitors

First hand fresh water Products may not be
favored by young
people

Most sponsored

corporate partnerships

3) Analysing BCG matrix of company

Does the company have the products that are unique in the market?

Chartak Mineral Water JV Ltd was founded with investment of Buncra BV (Netherlands)
and local shareholders. Unique product of Chartak Mineral Water JV Ltd is Chartak green bottled
water. Because of long-term preservation of all the useful properties of Chartak mineral water,
the product is more expansive and unique at the market.

Does the company have the products that are the most profitable?

There are 2 products which are considered as the best profitable: Chartak Water and Silver Water.

Does the company have the products that are uncertainty?

I think Silver Water which is segment of Brand * Chartak Mineral Water JV Ltd * is uncertain.
Because, this product is packaged in the plastic bottle.
So, it leads to change the product’s quality for about 1 month, even both products are packaged.
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Part B : STP analysis

1. Segmentation.

Geographic segmentation: Chartak may focused on cities and suburbs, but it also
maintains a nationwide network for product distribution. This is due to the business realizing that
there is a demand from people in rural areas as it grows. | thought the product especially exported
to countries of Central Asia, like Tajikistan, Kazakhstan, Kyrgyzstan, Turkmenistan. But, |
realize that the premium is intended for marketing and tasting events by potential buyers. And
also main aim of company is that increasing volume of suppliers in China. And even the mineral
water is also exported to the Voronezh region of Russia.

Demographic segmentation: Firstly, the company targets everyone. They use celebrities in
their advertisements to attract them and arrange campaigns in pharmacy at the hospital etc.
Because, the digestive system's secretion and absorption functions improved after receiving this
mineral-infused drinking water, which enhances the digestive process. Water encourages the
enzymes that break down lipids, which promotes in weight loss. The product is suitable for all
people and beneficial for all older people. Those who has a problem with stomach problem
should drink Chartak or Borjomi according to the medicine. The product is consumed by all class
like social, middle and upper class. | know it is more expansive than other dinks.

Psychological segmentation: This main segment varies from attitudes, lifestyle and
personality of consumers.

2. Targeting

Size: Additionally, there is a need to satisfy a variety of consumers, from common people
to health-conscious ones. There are some big water markets for younger consumers in the age
range of 10 to 25, with a secondary market made up of people in the range of 35 to 75.

Difference: The company targets the market that desires fresh and drinks with their
regular taste. Meanwhile, the product and their variants target those customers who want to taste
from other brands.

Reachability: The product is accessible to sale in the market, and the company is totally
protected by government. Because, the product is local and friendly for the environment.

Profitability: The product can attract all class of people. So, all people purchase the
product. But not more !

Positioning: Chartak promotes its products as refreshing and sensation. They claim that
their products make their target market happy. Chartak beverages and other goods are linked to
having a good time with loved ones and loving everyday life. The company also continuously and
successfully markets its high-quality water.

Chartak is definitely one of the brands that come to mind for consumers looking for
premium beverages. Each product offered by the medicine provides customers with a satisfying
experience. Chartak promotes itself as a product that brings happiness and good change to
customers' lives, in contrast to other beverage brands. In the end, the company's main priority is
to satisfy the demands and tastes of its diverse clientele.

Part C: Analysing IMC and SM with competitors
1. Advertising: Chartak actively markets its product through advertising across multiple mediums
and channels, including TV, online ads, social media etc.

2. Direct Marketing: Specialists of Chartak company actively organizes meetings with Medicine
students in different regions.

3. Internet marketing: Internet Marketing is well organized in Chartak company, for instance:
5789 followers on Instagram (Chartakuzbekistan), 1223 follower on Telegram (Chartak Mineral
Water) and 5 star company in terms of reviews on Google (46 reviews).

4. Personal Selling: Weekly TV shows about medicine by the sponsorship of Chartak.

Recommendations and Conclusion. By analyzing current situation of Chartak we found
out lots of information and gained real experience how to organize a company’s marketing
network and how to deal with customer both directly and indirectly. As a conclusion, we can state
that, even there are so many disadvantages of this company, generally they have a well-organized
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company network and marketing system. In order to adapt to market changes and customer
behavior, it has institutionalized its strategy and culture, which has eventually allowed it to
maintain its market share. Business has built up a sizable market share and brand identity in
urban markets. Therefore, it is advised that the company concentrate on the rural markets in order
to build brand equity, loyalty, and awareness. This can be accomplished by creating a distinct
brand allowance method through trade marketing techniques that clearly distinguishes Chartak
items from other competitor items. Strategic growth is the most advised course of action among
the choices because it guarantees corporate profitability while cutting back on wasteful spending
on advertising and efforts to expand distribution. Additionally, it develops a more stable market
for the product, lowering the risk factors associated with shifting market trends. The company
should concentrate on promoting the product more in nations with higher sales and greater
consumer receptivity since this would ensure profitability and long-term viability for the
business. Prior to beginning the implementation phase, research would be essential in creating
such marketplaces. The research of the other options would be beneficial to the organization if
the suggested plan did not prove to be feasible because they all work toward.
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B.Oblaqulov, M.Vafoqulova
Chartak misolida xalgaro brendning
marketing tahlili

Annotatsiya. Ushbu maqolada BCG (Boston
Consulting Group) matritsasi, SWOT va STP
tahlili asosida “Chartak” kompaniyasi misol
sifatida olinib, ushbu xalgaro kompaniyaning joriy
tendensiyalari, shuningdek kompaniyaning
keyingi takomillashtirish bo‘yicha tavsiyalari
tahlil gilindi. Shuningdek, kompaniyaning biznes
va marketing tahlillari hagida umumiy ma’lumot
beriladi.
Kalit so‘zlar: SWOT, BCG matritsasi,
segmentatsiya, magsadlilik, joylashishni aniglash,
ijtimoiy tarmoglar, konsentrlangan va
tabagalashtirilgan marketing, marketing
strategiyasi.

Bb.O6aakyaos, M.BadokyioBa
MapkeTHHTOBbBI AHAJIU3 MEKTYHAPOTHOTO
openaa Ha npuMepe Yaprak
AHHoTaumsi. B 9TON cTaThe aHAIM3UPYIOTCS
TEeKyIIMe TCHJICHITUN MEXTYHapOIHON KOMIIAHUU
Ha IpHUMEpe Yaprak, ¢ DIOMOIIBID TaKUX
MeToz0B, kKak Marpuiia BCG (Boston Consulting
Group), SWOT-ananu3 u STP-ananus, a Takke
JIaHBI PEKOMEH AN KOMIIAaHUU TI0 JalbHEHITuM
VIy4IIeHHsSM. OTO  TakkKe Jaer  ofIee
MIPEJICTaBICHNE O OW3HEC- W MAapKETHHTOBBIX

OTUYETax dTOM KOMIIAHHH.
KmioueBnie caoBa: SWOT, wmarpuna BCG,

CerMeHTAI[Us, TAPTETHHT, MMO3UIIMOHHUPOBAHME,
COIIMAIBHBIC  CETH, KOHIICHTPHPOBAHHBIH M
nudhepeHIPOBAHHBIN MapKeTHUHT,

MapKETHUHIOBas CTpaTCrus.
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