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ABSTRACT

The article scientifically proves the importance of marketing activities in and how important it is
in hotel operations, with a systematic approach by the consumer and the manufacturer, as well
as the need to segment the service market in the development of marketing strategies. Because
customer loyalty is important, salespeople and executives spend a lot of time and resources to
increase brand awareness and create consistent, interrelated campaigns. Offering hotel
accommodation to a large number of customers is gradually becoming a thing of the past. It is
necessary to clearly define the type of goods and services to meet the needs of any narrow
category of travelers.
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INTRODUCTION

In the twentieth century, the use of marketing in almost all industries and sectors of many
countries has increased. Tourism also has economic and social potential and plays an important
role in a market economy. Today, the tourism industry is a lucrative industry. There are many
opportunities for tourism in Uzbekistan. In this regard, President Shavkat Mirziyoyev said in his
address to the Oliy Majlis on December 28, 2018, “Tourism in our country is often limited to our
ancient cities, historical and cultural monuments. However, the unique nature of our country,
national reserves, mountainous areas have great potential for tourism development. In particular,
the development of medical tourism, pilgrimage tourism and ecotourism will give a great
impetus not only to the development of the economy, but also the social sphere.

This, in turn, will help improve the living standards of the population. The opportunities in the
tourism industry are huge. In the context of foreign standards, the tourism environment is rapidly
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evolving and the services they provide are based on well-developed marketing activities. It is
very important to form marketing activities in the means of placement, which is the main
infrastructure of tourism. However, the number of placement facilities across the country was
1,188 in 2020, 1,128 in 2019, and 914 in 2018. It can be seen that the number of residential
buildings increased by 214 in 2019 compared to 2018, and by 60 in 2020 compared to 2019
(Figure 1).
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Figure 1. Placement facilities of the Republic of Uzbekistan over the years®

These figures undoubtedly testify to the rapid growth and development of the hospitality
industry. So it is indispensable to conduct marketing activities in order to achieve strong
competitiveness in the placement vehicle business.

REFERENCES AND METHODOLOGY

Marketing is an important element in running any business. Although this has been proven to be
an essential factor in determining the success of any hotel unit, it is a commonly accepted
occurrence.

The term "marketing™ originated in the American economic literature in the nineteenth and early
twentieth century’s, and is derived from the English word "market", which literally means to
“trade in the market"®. The term marketing is interpreted differently in different sources. In
defining this word, we think it is impossible not to turn to Philip Kotler, the American scientist
who is the father of marketing. He defined the term: “Marketing is a customer-oriented business
approach. This client should always be the focus of the whole organization. According to him,
the company should focus not only on profit, but also on meeting the needs of the customer,
offering him quality goods and services.
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British scholars — David Bowie, Francis Buttle, Maureen Brookes, Anastasia Mariussen cited the
descriptions of two marketing organizations in the book Hospitality Marketing. These are the
American Marketing Association (AMA) and the British Marketing Charter Institute (CIM).
They cite the following definitions of marketing:

“Marketing is a set of institutions and processes for creating, delivering, and sharing offers that
are valuable to customers, clients, partners, and society as a whole. (AMA)

Marketing is a management process that is responsible for identifying, forecasting, and profiting
customer needs. (CIM)

The AMA definition emphasizes the importance of value creation. It has value when customers
use or consume a product or service. This is called usage value. Food in a restaurant or hotel
doesn’t matter as long as consumers don’t use or consume it. The CIM definition emphasizes the
importance of customer satisfaction. The common requirement of every customer to combine the
two definitions is to feel the value™, - they define in this way.

Marketing includes different types of activities:
1. Disclosure of the wishes and needs of the consumer.
Successful companies constantly monitor their guests and strive to improve service capabilities.

When given the opportunity, guests are willing to tell themselves exactly what is appropriate and
what needs to be improved in the service. It is important for leaders to learn to listen to their
guests and do what they recommend.

2. Creating a set of goods and services that meet the desires and needs.

Every year new goods and services are created and enter the market. Only in recent years have
the hotel business, “apartment” class hotels, hostels and many other types of hotels emerged.
Studying the market requirements leads to offering consumers a variety of hotel services.

3. Marketing of goods and services and sale of created goods and services in order to create an
acceptable level of profitability of the enterprise.

It takes a lot of strength, ingenuity and ingenuity to be successful. The key to success is based on
conveying relevant customer information and provoking his or her response through promotional
publications filled with various commercial offers, which, at best, can lead to the purchase of
company services.

The final step in marketing is to create an acceptable level of revenue. This is exactly what
everyone strives to achieve, but only successful companies achieve it°.

Modern marketing is not only one of the tasks of a business, but also its philosophy, type of
thinking, way of creating and understanding a business. A marketing tool should never be used
to deceive a customer or damage a company’s reputation. Marketing is the creation of a
combination of goods and services that provide the customer with the desired value, motivating
them to purchase those goods and services and meeting his or her real needs.

Marketing in the service sector has its own characteristics compared to other commercial
activities.
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The highest priority of the placement tools marketing concept is to meet the wishes and needs of
the customers. The management of placement tools focuses on meeting customer needs rather
than focusing on profit first, achieving more financially rewarding results, and then providing
excellent customer service.

THE RESULTS

To understand the importance of marketing activities in placement tools, it is necessary to
approach it from different angles: by the manufacturer and the customer (Figure 2).

Figure 2. Placement marketing®
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Of course, in order to fully cover the marketing of accommodation facilities, it requires a
systematic study from the point of view of the manufacturer (i.e. hotel and other accommodation
facilities) and the customer. At first glance, their goals may seem different, but from a single
brand perspective, their goals are similar. Because the hotel wants to create its own brand and be
known all over the world, and the customer wants to spend the night in this hotel, using the
services of this famous brand. In short, placement marketing means meeting the customer's
needs, offering discounts and bonuses through the manufacturer's creation of services,
application of pricing policies, product launches and brand promotion, as well as motivation to
achieve the brand.

So, it is very important to create a strong marketing strategy, build a brand, attract new
customers and maintain loyalty in the placement tools. Because customer loyalty is important,
salespeople and executives spend a lot of time and resources to increase brand awareness and
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create consistent, interrelated campaigns. These marketing efforts typically include print and
digital pledges designed to attract old visitors as well as new customers’.

Deployment tools play a vital role in the study of marketing activities, deep market
segmentation, comprehensive customer service and sales promotion.

Market segmentation involves dividing the entire potential market into smaller, more uniform
sectors. Offering hotel accommodation to a large number of customers is gradually becoming a
thing of the past. It is necessary to clearly define the type of goods and services to meet the needs
of any narrow category of travelers.

Depending on the specific needs of consumers, the hotel industry can be divided into segments:
full boarding for business travelers, economy-class service, apartment service, high-class
economy-class service, resort service, city in the center and on its edges, service along highways,
and so on.

Deployment tools need to create their own service strategy to meet the specific needs of the
market that has chosen a particular segment.

The hotel market segmentation is traditionally based on the following variables:
- Demographic (age, gender, income, level of education);

- Behavioral (frequent, infrequent, rare trips);

- Price (high, medium and low cost of a set of services);

- Psychographic (lifestyle, behavior, level requirements convenience).
CONCLUSION

Thus, understanding the importance of marketing in placement tools can help you stand out and
stand out in a competitive job market. Any business can offer the best product in the market, but
without good marketing activities it will not bring the required return on investment because it is
marketing that informs potential customers about the product or service.

REFERENCES

1. Address of the President of the Republic of Uzbekistan Shavkat Mirziyoyev to the Oliy
Majlis. “Xalq so‘zi”newspaper, December 28, 2018.

2. Dzhandzhugazova E.A.,( 2003) Textbook. manual for students of higher educational
institutions. - M .: Publishing Center "Academy", - 224 p.

3. Dzhardemov D.D., (2020). The use of marketing in the hospitality industry. // Marketing,
advertising and PR "Young Scientist". No. 18 (308). May 181-184p.

4. Philip Kotler, John Bowen, James Makenz.(2012) Marketing. Hospitality. Tourism: A
textbook for students, translated from English - 4th edition. Rev. and add. -M .: UNIT-
DANA, 1071p.

5. Olimovich, D. 1., Bakhtiyorovich, T. M., & Salimovna, N. G. (2020). Improving of personnel
training in hotel bussines. Academy, (2 (53)).

ACADEMICIA: An International Multidisciplinary Research Journal

https://saarj.com
697



ACADEMICIA

ISSN: 2249-7137 Vol. 11, Issue 4, April 2021 Impact Factor: SJIF 2021 = 7.492

6. Apurioa, M. C., & Pyzme, C. C. (2020). OpraHuzanmoHHasi CTPYKTypa

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

pecropaHoB. Bonpocet nayku u obopazosanusi, (6), 90.

Umedovna, T. K., & Oktyamovna, A. S. (2021). PLANNING AND MANAGEMENT OF
GASTRONOMY TOURISM IN THE TERRITORY. ResearchJet Journal of Analysis and
Inventions, 2(04), 237-242.

Davronov, I. O. (2019). Innovative ways of improving excursion service around the touristic
destinations. Muposas nayxa, (4), 508-510.

Samatovich, R. S. (2021). Importance of Marketing in Tourism and Hotel
Industry. International Journal of Business, Technology and Organizational Behavior
(1JBTOB), 1(2), 79-84.

Olimovich, D. I., Temirkulovich, U. J., & Bakhodirovna, M. M. (2020). Mechanisms of
improving staff training. Academy, (2 (53)).

Kayumovich, K. O., Annamuradovna, F. S., Alimovich, F. E., Alisherovna, D. N., &
Olimovich, D. 1. (2020). Opportunity of digital marketing in tourism sphere. International
Journal of Psychosocial Rehabilitation, 24(8).

Olimovich, D. I, Samatovich, R. S., Farmanovna, E. A., Khabibulayevna, K. S., &
Saymurodovich, N. Z. (2020). The economic impact of innovations in tourism and
hospitality. Journal of Critical Reviews, 7(9), 258-262.

Nurov, Z. S., Khamroyeva, F. K., & Kadirova, D. R. (2021, March). Development of
domestic tourism as a priority of the economy. In E-Conference Globe (pp. 271-275).

Alimovich, F. E., Habibulloevna, K. S., & Bahodirovna, D. N. (2020). Central features of
halal tourism and halal food. Academy, (3 (54)).

Olimovich, D. I., & Khudoynazarovich, S. A. (2020). The cost-effectiveness of improving
the quality of hotel services. Academy, (4 (55)).

Samatovich, R. S., Olimovich, D. I., & Jafarbekovna, K. N. (2020). Functional improvement
of hotel staff as a key to develop the quality of services in bukhara hotels. Proceeding of The
ICECRS, 6.

Davronov, 1. O., & Ismatillayeva, S. S. (2019). The role of innovative technologies for
improving economy of hotels.

Sharifovich, Y. K. (2021). Ways to Improve Information and Consulting Services in the
Field of Tourism. International Journal of Business, Technology and Organizational
Behavior (IJBTOB), 1(2), 98-104

Olimovich, D. I. (2020). The impact of innovative technologies for improving economy of
hotels. Asian Journal of Multidimensional Research (AJMR), 9(5), 194-201

Kodirovna, B. S., Atoevna, T. S., & Oktyamovna, A. S. (2020). Main features of advertising
in tourism. Economics, (4 (47)).

OLIMOVICH, D. I, BAXTIYOROVICH, T. M., & CHORIEVICH, B. A. Description of
Technological Processes in Restaurant Services. JournalNX, 6(05), 248-252.

ACADEMICIA: An International Multidisciplinary Research Journal

https://saarj.com
698



ACADEMICIA

ISSN: 2249-7137 Vol. 11, Issue 4, April 2021 Impact Factor: SJIF 2021 = 7.492

22.

23.

24,

25.

26.

Oktyamovna, A. S., Atoevna, T. S., & Kodirovna, B. S. (2020). The role of animator to the
development of tourism animation activities. Academy, (12 (63)).

Atoevna, T. S., Kodirovna, B. S., & Oktyamovna, A. S. (2020). Features and methods of
formation of the cost of tour packages. Academy, (12 (63)).

Bakhtiyarovich, T. M., Fakhriddinovna, D. Y., & Temirkuliyevich, U. J. (2020). THE ROLE
OF NATIONAL TOURISM RESOURCES IN THE DEVELOPMENT OF DOMESTIC
TOURISM. Economics, (4 (47)).

https://turgostinica.ru/obschie-predstavleniya-o-marketinge-gostinichnich-uslug/1-obzor-
marketingovoy-deyatelnosti.html

https://uzbektourism.uz/uz/research

ACADEMICIA: An International Multidisciplinary Research Journal

https://saarj.com
699


https://turgostinica.ru/obschie-predstavleniya-o-marketinge-gostinichnich-uslug/1-obzor-marketingovoy-deyatelnosti.html
https://turgostinica.ru/obschie-predstavleniya-o-marketinge-gostinichnich-uslug/1-obzor-marketingovoy-deyatelnosti.html

