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The problems of competitiveness of goods and services in world governance are organized.in

terms of quality, price and simplicity. All the opportunities for the development and simplification .

of the production of goods and services, which are carried out in accordance with the requirements
of the country as the competitiveness of the economy and the quality of manufactured goods, have
been concentrated. The governance and social standard of living of a country and its work
determine its position in the market of producers. In this regard, the head of the brand's
competitiveness with modern enterprises is responsible for joint tasks and current problems in
conducting research.

Competitiveness is the key aspects of a company's ability to sell products and services at
market prices and run a business: the nature (mission and strategy) of the business, its core
competencies, as well as its actual assets and infrastructure. However, if the key elements of
business processes do not work as a whole, the company will not succeed in creating value for
consumers. The unifying element is the brand.

A brand is an integral, unique and attractive image that is specific to a brand, related to a
product or service, combined with belonging to that brand. Brands create value for the consumer
because they enable the consumer to save on savings and risk when purchasing goods, and
encourage investment and investment-related activities.

Globally, brands account for a third of the world’s wealth. It goes without saying that only
when brands are properly managed can an enterprise be economically sustainable. Many examples
of the world’s leading companies show that a well-thought-out and orderly strategy has a
synergistic effect on brand development and minimizes the risks associated with market
uncertainty.

The management function of brand management, on the other hand, reflects the objective
conditions for the development of competition in the global market and includes activities aimed
at creating effective brand management structures that provide strategic cooperation with partners
and interaction with consumers. Modern companies have developed sustainable brand
management mechanisms that combine marketing, production, innovation and sales and optimize
internal corporate governance in line with market requirements. The combination of these features
has allowed the product to be tailored to consumer expectations even at the stage of development
of its concept and brand identifier.
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It is known that the main management functions of any company reflect the content of the
main stages of the management process of its activities and include planning, organization,
leadership and control, which ensures the effectiveness of the entire management system in
general.

Today, many entrepreneurs appreciate the benefits of applying brand management measures
and have begun to actively use them ‘within their capabilities. However, the experience of
developed countries and international companies in Uzbekistan 1san invaluable basis for the
development of brand management in our country. The interest of Uzbek companies in the
development of effective brand management, as a rule, arises from the need to compete with
foreign firms, which in recent years have actively penetrated into almost all sectors of eur economy
and managed to occupy important market positions in many regions. Y

The process of international integration of Uzbekistan should pay special attention to the
problem of increasing the competitiveness of the national economy at all levels. At the same time,
in terms of quality and intensity of resources in the consumer sector, most of the goods and
services of Uzbekistan are significantly lower than foreign enterprises. In such circumstances,
enterprises need to use all the opportunities, resources and tools that increase the quality and
competitiveness of products. The use of an effective brand management system is the most
relevant in this area.

In addition, some large companies have begun to develep global markets, and this process, as
you know, is 1nextr1cably linked to branding and alléfelated activities. What principles should a
company follow to increase the competitiveness of its produets or.services by 1ntroducmg an
effective brand management system? These principles include:

1. Implement comprehenswe protection of brands in all regions where the companys
products are available, using trademarks, patents, copyright laws.

2. Respect the interests of all stakeholders. Customers always expect attractive, differentiated-.

products and services at a reasonable price and fully meet the requirements of consumers. The
desire of employees is to work in a company that implements a promising business strategy, where
they feel the demand and are associated with the opportunity to create something unique.

Shareholder expectations are the prudent corporate governance of a company that is subject
to the task of creating value for shareholders. Business partners want honest and respectful
relationships so that companies can contribute to improving their image. Criteria for evaluating
opinion leaders whose strengths cannot be assessed today are increased efficiency, innovation,
environmental friendliness, a high level of business transparency and, most importantly, a clear
understanding of social responsibility to society.

3. Look at the brand as an investment, not a cost. Among any type of asset, brands are the
most valuable, the availability of which can ensure the survival of the business in adverse market
conditions. Thus, it is very important to invest heavily in marketing and advertising, the
production of new and improved products. In addition, periodic evaluation of a brand as an asset
helps managers demonstrate how successfully it is managing it in terms of increasing shareholder
wealth.

4. Continuous realization of the brands financial capabilities. When looking for ways to
expand brand scope through the development of new products, companies should not forget about
joint branding and franchising opportunities. Thus, affiliate branding is a very effective way to
enter new markets or expand the geography of activities. The franchising method involves the
transfer of the right to use the brand to a number of enterprises in other regions, along with
production and marketing technologies. Different ways of using a brand allow you to expand the
scope of your distribution, showcase your ideas more fully, and make promises.

5. Understand that successful brand management is a complex task today. A business
strategy should be a brand strategy and vice versa. Brand support-oriented organization
management will always be a management that ensures efficiency and profitability.

In conclusion, it should be noted that the brand offers an additional competitive advantage
for both the product and the company. Thanks to the brand, which is an additional means of
competition, the company's products become known and in demand. This increases the demand
for products and brings great benefits.

97




3™ Global Congress on Contemporary Science and Advancements
Hosted From New York USA
www.econferenceglobe.com

List of used literature
1.

AN L S

Thus, the main task is to effectively anage this most valuable intangible

Hadrt P. 2013. MeHe>kMeHT. 10-€

Poxkos U. }I KncmepemKHH B. I‘ 2004
IIPUHT.

Pynaa E. A. 2002. bpeHi-MeHe)KMEHT BO BHYTPU(MUPMEHHOM YIIpAaBJIEH
MEHE/[)KMEHT.

Maxmudov T.O. The role of fashion industry in the management of market
textile companies. // International Journal of Marketing and Technology. 20
10 Issue 4, ISSN: 2249-1058 Impact Factor: 6.55. http://www.ijmra.us.
2. Maxmudov T.O Role of Fashion Industry In The Development Of Mark
Textile Companies in Uzbekistan.//South Asian Journal of Marketing &
Research (SAJMMR) 2020 May, Vol. 10, Issue 5, ISSN: 2249-877X, I
SJIF2020=7.11, DOI: 10.5958/2249 877X.2020. . https: / /saarj.com
MaxmynoB T.O. The importance of using t ateg
industry in the development of textile
TEXHOJIOTHUSLIAP KYPHAIH 2020 HUJT HIOJI-a




