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ANNOTATION
Understanding consumer concerns, controlling market activity, and directing
it toward the desired outcome are all parts of marketing. The marketing strategy for
the manufacturing and sales operations should be directly related to small
businesses with various ownership structures. The marketing idea calls for making
decisions for a small commercial firm in the market in all areas of operation from
the perspective of guaranteeing its overall success. The issues, solutions, and
experiences of foreign nations in the marketing of small businesses and private
company are covered in this article.
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Introduction. From this it is known that small entrepreneurship comes from
the fact that its content is limited in number, quality and time dimensions. It is
necessary that they reduce the costs of economic operations that they carry out in
order to occupy the market to win in the competitive struggle that is carried out for
the haridors. As a result, the potential purchase the goods he offers. Marketing is an
important lever in solving this problem. Marketing (from English to market -
market) is a complex system that ranges from the production of a product to the
organization of its sale. It is designed to make a profit based on the satisfaction of
demand for specific haridors, market research and foresight.

LITERATURE ANALYSIS. Looking at the state of products produced by small
business enterprises in the market, the following types of marketing can be applied:
conversion marketing, remarketing, engaging, progressive, incentivizing, and
synchronous marketing. The conditions for effective marketing in small businesses
include the presence of a developed market, the independence of the manufacturer,
comprehensiveness of the information gathering system, preparedness of
entrepreneurs, and so on.

In the daily operations of small business entities, the implementation of
marketing strategies involves the following directions: acquiring and correctly
analyzing the most information about the market environment in a timely manner;
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setting and achieving marketing goals through appropriate channels; aligning
resources with goals and harmonizing goals with consumer demand; shaping the
product type and assortment to meet market demand to a high degree; conducting
promotional activities to attract and retain potential customers, employees, and
partners through collaboration and personal entrepreneurship; taking action to find
and capture market opportunities by establishing a sales system, implementing
advertisements, and organizing sales-promoting events; and organizing daily
management activities to tailor the marketing system to the conditions of the new
company.

RESEARCH METHODOLOGY. One of the important areas of research on the
problem of bank lending of small businesses is the study of the positive experience
of a number of foreign countries that have achieved the best result in this regard.
In the study of foreign lending models of small businesses, undoubtedly, the main
focus is on the experience accumulated in the United States, Germany, France, that
is, in developing countries, countries that are key participants in international
assistance programs.

For developing countries, especially those with evolving economies, the
development of a long-term development strategy and the formulation of a unique
model for supporting small business, as well as financing the private sector, are of
significant importance. The financial and credit support model in the United States,
particularly the American model of financial and credit support, is based on the
independence of financing, especially through state and private financing in
parallel and in collaboration. To implement these tasks, the main institution is the
Small Business Administration established by the federal government in the United
States, which is responsible for financing through its branches, various regional
divisions, and over 100 local Small Business Development Centers.

ANALYSIS AND RESULTS. In France, there is a mutual guarantee society,
which includes organizations, founders, small enterprises, as well as other
beneficiary companies and organizations. The company operates in the field of
small businesses, with approximately 30% of its activity related to industry and
27% to construction. Due to the reliable nature of providing credit to small business
entities, French banks are actively involved in financing these companies that have
close ties with the mutual guarantee society. The company significantly contributes
to increasing the financial capabilities of a client as a result of its activities. One of
the important organizations playing a crucial role in supporting small and medium
enterprises in terms of insuring credit risks is the state joint-stock company in
France. In France, there is an established framework for organizing small
businesses and their well-developed structures.
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The company needs to present a cost estimate for the expenses incurred in
obtaining a loan from the bank. The bank checks whether the estimate is reasonable
(as providing a loan without benefitting the bank would be irrational in terms of
resource allocation) and feasible (as insufficient funds in the company could be a
risk). To ensure the timely repayment of the loan, the bank requires collateral from
the company, which can include mortgage (real estate collateral), movable property
collateral, or the use of guarantors. For small businesses, mutual guarantee societies
are considered as guarantors. These societies are organized based on the
contributions of members, which are considered as guarantees for the obligations of
participants.

In conslusion, if there is doubt about the creditworthiness of the business, the
creditor may require collateral as a means of protection against the possibility of
non-repayment of the loan. The loan given against collateral is called a pledge or a
pawn. Long-term loans play a crucial role in meeting the ongoing cash needs of
small businesses. They are granted for a period of more than one year and provide
entrepreneurs with the opportunity to finance the acquisition of essential assets
(buildings, equipment, land, vehicles, and others). Debt leveraging, within
regulatory limits, is utilized by small businesses for their benefit. Private
entrepreneurship is mainly formed from the personal funds of individuals and
credits provided by the state or banks.

References:

1. Decree of the president of the Republic of Uzbekistan “on measures to
improve the management system in the field of Foreign Trade”. - //Folk word,
April 15,2017, No. 75 (6769).

2. Golubkova E.N. Marketingovoe Upravlenie tovarom: uchebnoe
posobie. - M.: Delo I Service, 2012. - 176 P.

3. Egorov Yu. Teoriticheskie osnovi upravleniya marketingom.- //

4. Marketing, No. 5 (150), 2016.

5. Nazarova F., Karimova R.N. International marketing. - T.: TDIO, 2010.
-262b

6. Ergashkhodzhaeva Sh.J., Kasimova M.S., Yusupov M.A. Marketing.
Textbook. - T.: Economics, 2018. - 232 B.

7. 3apunoBa, H. XK. & 3apwumosa, M. K. (2014). Vicniosb3oBaHue

nporpaMmel  iSpring Suite npm co3maHUM  MYJIBTMMEOUVHBIX —3JIeKTPOHHBIX
yueOHbIx ocobuit. ['ayneamyc, (2 (24)), 76-81.

8. Xurramova, Z., Toshalieva, S., & Turopov, J. (2007). Jahon igtisodiyoti
va xalqaro igtisodiy munosabatlar. Qarshi.:«Nasaf» nashriyoti.

86
https://sirpublishers.org/



https://sirpublishers.org/

ISSN(Online): 2984-7095

" . OURNAL OF ECONOMICS AND BUSINESS MANAGEMENT
é SIR Publishers ’
T s somcan ) SJIF Impact Factor | (2023): 5.664 |

Volume-6, Issue-4, Published |20-11-2023 |

9. 3apumioBa, M. 1., & bormatosa, 1. O. (2020). Tabmmm cudatvamM
OaxosanHMHT XopvoK Taxpubacu. Science, Research, Development# 25 Economy.
Management. State and Law. Berlin, 42-45.

10. Xyppamosa, 3., Tomarmesa, C., & Typomos, XK. (2007). >Kaxon
VIKTMCOIMETM Ba Xaakapo WMKTUCOmui MyHocabGatriap. Vkys kyyvianma. Kaprim
«Hacad» mampuérn 2007., 164 Oer.

11. Toshaliyeva, S. (2023). AHOLI FAROVONLIGI DARAJASIGA KICHIK
BIZNES VA XUSUSIY TADBIRKORLIK KO ‘RSATKICHLARINING TA’SIRINI
MODELLASHTIRISH. Igtisodiyot va ta’lim, 24(5), 163-168.

12. Toshaliyeva, S. T. P., & Avazov, A. T. (2023). THE ROLE OF
ENTREPRENEURSHIP IN THE ECONOMIC AND SOCIAL DEVELOPMENT OF
UZBEKISTAN. Educational Research in Universal Sciences, 2(8), 126-130.

13. Toxirovna, T. S., & Bahriddinovna, N. M. (2023). Tadbirkorlikni tashkil
etishning asosiy yo ‘nalishlari. Journal of Science-Innovative Research in
Uzbekistan, 1(3), 11-15.

14. Toxirovna, T. S., & Bahriddinovna, N. M. (2023). INSON
RESURSLARINI BOSHQARISHNING ASOSIY MODELLARI. Journal of Universal
Science Research, 1(6), 1057-1061.

15. Toshalieva, S. (2023). Forecasting the prospects for the development of
regional small business. In E3S Web of Conferences (Vol. 449, p. 03003). EDP
Sciences.

16. Tommarmesa, C. (2022). XYOYOU KUYMK TAIIBMPKOPIIVK
OAOJTMATVHIVHT PUBOXJITAHUII MCTUKBOJUUTAPVMIHIW TTPOTHOS3JTAIL:
https:/ /doi. org/10.55439/ECED/vol23_iss3/a33. Economics and education, 23(3),
220-227.

17. Tomammesa, C. T. (2023, July). KMWYVK TAABVPKOPIIVIK MIIIIAB
UMKAPUIIT XAXMUMHM BAXOJTAIIOJA AVMHAMMK 3SKOHOMETPUMK
MOEIVIAPOAH ®OMOAITAHUIIL. In " CANADA" INTERNATIONAL
CONFERENCE ON DEVELOPMENTS IN EDUCATION, SCIENCESAND
HUMANITIES (Vol. 9, No. 1).

18. Xaramos, O., & Tomasimesa, C. (2021). Metompl n KpuTepuu
COIMATPHO-9KOHOMMYECKOW  OIleHKM  TIOTeHIMajla  MaJloro  Owm3Heca B
cypxaHgapbUHCKOV obitacTy. DxoHoMmmKa VI OOpasosanue, (4), 215-224.

19. Xartamos, O., & Tomamesa, C. (2021). CYPXOHIOAPE BWIOATU
KM4YMK TAIBVPKOPITNK CAJIOXIVIATU HATVIKABUNMITUTVIHA
VOKTUMOUM-UKTUCOOMM BAXOJIAILL YCYJUIAPM BA ME3OHJIAPU.
Economics and education, (4), 215-224.

87
https://sirpublishers.org/



https://sirpublishers.org/

ISSN(Online): 2984-7095

é SIR Publishers JOURNAL OF ECONOMICS AND BUSINESS MANAGEMENT
’\..' CENXTER FOR IKTEERNATIORAI
T seumnceucanoss SJIF Impact Factor | (2023): 5.664 |

Volume-6, Issue-4, Published |20-11-2023 |

20. Toshaliyeva, S. T. (2021). Economic and statistical analysis of the
development of small business potential in Surkhandarya region. Dxonomuka u
MIpeIIpUHIMATEIIbCTBO, (4), 778-782.

21. Toshaliyeva, S. T. (2020). SOME QUESTIONS ABOUT THE IMPACT
OF THE DIGITAL ECONOMY ON THE DEVELOPMENT OF
ENTREPRENEURSHIP. DxoHoMuKa v conyM, (7 (74)), 63-69.

22. Toshaliyeva, S. T. (2020). THE CONCEPT OF «BUSINESS
POTENTIAL»: ESSENCE, ECONOMIC SIGNIFICANCE. Theoretical & Applied
Science, (3), 39-42.

88
https://sirpublishers.org/



https://sirpublishers.org/

