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Tikinti mohsullar1 bazarinda ragabat miihitinin marketing
alatlori asasinda qiymatlondirilmasi

Leyla Quluzadas

Xiilasa. Mbqaloda tikinti mohsullart bazarinda raqabat miihitinin marketing alatlori asasinda
qiymatlondirilmasi masalalori arasdwriliv. Miiasir iqtisadi saraitda tikinti sektoru olka igtisadiyyatinin
inkisafinda miihiim rol oynaywr va bu sahada faaliyyat gostoran miiassisalor arasinda raqabatin
gliclonmasi marketing yanasmalarimin ahamiyyatini daha da artrir. Tikinti mahsullart bazarinda
miiassisalorin ugurlu faaliyyati yalniz mahsul istehsali va satisi ilo mahdudlasmir, hom do bazar
talobinin  diizgiin  oyranilmasi, istehlak¢t  davranisinin  tohlili va raqabat iistiinliiytiniin
formalagdwriimasi ilo baghdwr

Taodgiqatda gostorilir ki, raqgabat miihiti giymat, mahsul keyfiyyati, ¢esid miixtalifliyi, satis kanallari,
reklam faaliyyati, miistari miinasibatlori va brend imici kimi amillorin qarsiliqli tasiri naticasinda
formalaswr. Magalada marketing kompleksinin asas elementlarindan istifada etmakls tikinti mahsullart
bazarinda miiassisalorin ragabat mévqeyinin qiymoatlondirilmasi asaslandwrilir. Eyni zamanda,
miiassisalorin bazarda davamli movge tutmast tigiin miistori yoniimlii siyasat aparmasi, mahsul
keyfiyyatini yiiksaltmasi, satis va kommunikasiya strategiyalarini tokmillosdirmasi zoruri hesab
olunur. Marketing alatlarinin diizgiin tatbiqi tikinti mahsullari bazarinda raqabat qabiliyyatinin
artirllmasina va miiassisalorin bazar movqeyinin méhkamlonmasina sorait yaradir. Belalikla, tikinti
mahsullart bazarinda marketing alatlorindan samarali istifada miiassisalorin raqabat iistiinliiytinii
giiclondirmoakls yanasi, onlarin uzunmiiddatli inkisaf imkanlarini da geniglondirir.
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movqeyi
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Assessment of the Competitive Environment in the
Construction Products Market Based on Marketing Tools

Leyla Guluzadeh

Abstract. The article examines the issues of assessing the competitive environment in the construction
products market based on marketing tools. In modern economic conditions, the construction sector
plays an important role in the development of the country's economy, and the strengthening of
competition among enterprises operating in this field further increases the importance of marketing
approaches. The successful activity of enterprises in the construction products market is not limited
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only to the production and sale of products, but is also associated with the correct study of market
demand, analysis of consumer behavior and the formation of competitive advantage. The study shows
that the competitive environment is formed as a result of the interaction of factors such as price,
product quality, assortment diversity, sales channels, advertising activities, customer relations and
brand image. The article substantiates the assessment of the competitive position of enterprises in the
construction products market using the main elements of the marketing complex. At the same time, it
is considered necessary for enterprises to conduct a customer-oriented policy, improve product
quality, and improve sales and communication strategies in order to maintain a sustainable position
in the market. The correct application of marketing tools creates conditions for increasing
competitiveness in the construction products market and strengthening the market position of
enterprises. Thus, the effective use of marketing tools in the construction products market not only
strengthens the competitive advantage of enterprises, but also expands their long-term development
opportunities.
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Giris

Miiasir dovrdos tikinti mohsullar1 bazar siiratli inkisafi vo artan roqabati ilo se¢ilir. Tikinti sektorunun
geniglonmaosi, infrastruktur layihslorinin ¢oxalmasi vo yasayis obyektloring tolobatin artmasi bazarda
foaliyyot gdstoron miiassisalorin sayini artirmisdir. Bu soraitde miiassiselorin ugurlu faaliyysti yalniz
mohsul istehsali ilo deyil, ham do diizglin marketinq siyasatinin qurulmasi ilo baghdir. Ragabat
miihitinin qiymotlondirilmosi miiossisoloro bazardaki roqiblori, qiymot siyasotini, mohsul
keyfiyyaotini, satig kanallarin1 vo reklam faaliyyatini tohlil etmoys imkan verir (Hao vo b., 2024).
Marketing alotlori miiossisonin bazar modvqeyinin giliclondirilmasinds, miistori tslobatinin
Oyronilmasinda va roqabat iistiinliiyilinlin alds olunmasinda miihiim rol oynayir. Qiymat, keyfiyyat,
brend imici, satig sabokasi vo miistori momnuniyyati kimi amillor miiassisalorin raqabaet qabiliyyating
birbasa tosir gostorir. Buna gora do tikinti mohsullar1 bazarinda marketing asasli yanagmalarin totbiqi
miiassisalorin davamli inkisafi ti¢iin vacib hesab olunur.

Tadgiqat

Tikinti mahsullart bazarinda raqabat miihitinin formalasmasina tasir edon asas amillor. Tikinti
mohsullar1 bazarinda roqabot miihiti iqtisadi, texnoloji, toskilati vo marketing amillorinin qarsiligh
tosiri noticasindo formalasir. Bu bazar digor istehlak bazarlarindan forqli olaraq hom fordi alicilara,
hom tikinti sirkotlorino, hom do ddvlot vo 6zal layiholoro xidmot gostordiyi iigiin roqabot daha
miirokkob xarakter dasiyir. Burada miiassisalorin uguru yalniz mohsulun qiymati ilo deyil, hom do
keyfiyyat, etibarliliq, texniki gostoricilor, tochizat sabitliyi, satis sonrasi xidmat vo bazardaki niifuz
kimi amillorlo miioyyon olunur.

Ragabat miihitine tosir edon osas amillordon biri bazar tolobatidir. Tikinti sektorunda aktivliyin

artmasi sement, beton, armatur, keramika, boya vo digor materiallara tolabati yiiksoldir. Tolobatin
artmasi yeni istehsalgilarin bazara daxil olmasina sobab olur vo naticado rogabat giiclonir. Oksing,
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tikinti foaliyyotinin zoiflomasi miiossisalori miistorilori qorumaq li¢lin daha c¢evik giymot vo satis
siyasati totbiq etmoyo macbur edir.

Qiymot amili tikinti mohsullar1 bazarinda miihiim rol oynayir. Boyiikk hocmdo istifado olunan
mohsullarda qiymat forqi alicilarin se¢imindo asas meyarlardan biridir. Lakin miiassisolor yalniz asagi
giymot toklif etmoklo rogabat iistiinliiyii aldo edo bilmirlor. Alicilar mohsulun keyfiyyotini, dasinma
va istifado xorclorini do nazars alirlar. Buna gora do qiymat va keyfiyyat balansinin diizgiin qurulmasi
miiossisonin bazardaki movgeyina birbasa tosir gostorir.

Marketing kommunikasiya vasitolori do roqabotin formalagsmasinda miihiim rol oynayir. Reklam,
sorgilor, sosial media, korporativ saytlar vo moahsul kataloglar1 miiassisonin taninmasina vo miistori
ilo alagalorin qurulmasina kdmok edir. Tikinti bazarinda alicilar mohsullarin texniki xiisusiyyatlori
barado otrafli molumat tolob etdiklori li¢iin miiassisalor yalniz reklam deyil, hom do pesokar vo etibarh
informasiya toqdim etmolidirlor.

Brend imici vo miiassisonin niifuzu da raqabat istiinliiyiinii miiayyan edon asas amillordondir. Etibarli
vo taninmig markalar alicilar torafindon daha ¢ox segilir. Miistori roylori, zomanaot xidmoti vo avvalki
layiholordo istirak miiossisonin bazardaki movqeyini giliclondirir. Eyni zamanda, texnoloji
yeniliklordon istifado edon miiossisolor daha keyfiyyatli, enerji somorali vo ekoloji tohliikosiz
mohsullar istehsal etmoklo bazarda forqlona bilirlor.

Bundan olava, dovlot tonzimlonmasi vo standartlasdirma rogabst miihitinin saglam formalagsmasina
tosir gostorir. Keyfiyyot standartlarina uygun istehsal vo sertifikatlasdirma bazarda etibarlilig1 artirir,
geyri-saglam rogabotin garsisini alir. Notico etibarilo tikinti mohsullar1 bazarinda rogabot miihiti
coxsaxali amillorin tosiri altinda formalasir vo miiassisalorin uguru marketing, keyfiyyaot, texnologiya
vo diizgiin idarsetmo strategiyalarindan asili olur.

ROQABAT
MOHITI

Sakil 1
Tikinti mohsullar1 bazarinda rogabat miihitinin formalagmasina tasir edon osas amillor

Sokildon goriindiiyli kimi, tikinti moahsullar1 bazarinda roqabat miihiti bir amilin deyil, bir nego
istiqgamotin qarsiligl tosiri ilo formalasir. Bazar tolobati miiassisolorin foaliyyot hocmini miioyyan-
lasdirir, qiymaot siyasoti vo mohsul keyfiyyati alicinin se¢im qorarma tosir edir, satig kanallar1 iso
mohsulun olgatanligini tomin edir. Marketing kommunikasiyasi vo brend imici miiossisonin bazarda
taninmasini giiclondirir, texnoloji yeniliklor iso mohsulun forqlondirilmasina imkan yaradir. Tikinti
mohsullar1 bazarinda raqabat miihitinin formalagsmasi1 kompleks prosesdir (Muttvelu vo Kjems, 2021;
Kuruppu vo b., 2019).

Miiassisolor bu bazarda ugur qazanmagq ii¢lin yalniz mahsul istehsalina vo satisa deyil, hom do bazarin
toloblorinin dyranilmasing, miistori davranisinin tohliline, giymat-keyfiyyot balansinin qorunmasina,
samarali logistika sisteminin qurulmasina vo brend etibarinin giiclondirilmasina digqat yetirmalidirlor
(Belaid, 2022; Habert vo b., 2020). Ragabot miihitinin diizgiin qiymatlondirilmasi miiassisalors zaif
vo gilicli toroflorini miisyyonlosdirmoyo, bazar imkanlarindan somoroli istifado etmoyos vo
uzunmiiddatli inkisaf strategiyas1 formalasdirmaga sorait yaradir.
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Marketing alatlori asasinda raqabat iistiinliiyiiniin - qiymatlondirilmasi va bazar mdvgeyinin
miiayyanlaosdirilmasi. Tikinti mohsullar1 bazarinda roqabst istiinliiyliniin qiymatlondirilmasi
miiossisonin bazarda hanst mévqeda dayandigini, rogiblordon hansi cohotlora gora forqlondiyini vo
golocak inkisaf tiglin hans1 marketinq gorarlarinin daha moagsodsuygun oldugunu miioyyon etmoyo
imkan verir. Miiasir bazar soraitindo miiossisolor yalniz mohsul istehsal etmoklo rogabot apara
bilmirlor. Onlarin uguru qiymot siyasotindon, mohsulun keyfiyyotindon, satis kanallariin
genisliyindon, miistori miinasibotlorindon, reklam foaliyyatindon, brend imicindon vo xidmot
saviyyasindan birbasa asilidir. Buna gora do tikinti mohsullar1 bazarinda raqabat {istiinliiyli marketing
alotlorinin kompleks totbiqi osasinda formalasir (©hmadov, 2013; Ohmadov, 2013; Santos vo b.,
2021).

Tikinti mohsullar1 bazarinda roqabot iistiinliiyii oldo etmok ii¢iin miiossisolor miigtori yonimlii
marketing strategiyasi hoyata kec¢irmoalidirlor (Duarte vo Faxina, 2021; Kazimli vo b., 2019; Qafarov
va Quliyev, 2017). Miistori yoniimliiliik yalniz satig aninda miistori ilo miinasibat qurmaq deyil, onun
ehtiyaclarini avvalcodon Oyronmok, uygun mohsul toklif etmok, satisdan sonra olageni davam
etdirmok vo yaranan problemlori operativ hall etmok demakdir. Mohsul keyfiyyati, qiymaot siyasati,
satig kanallari, kommunikasiya foaliyyati, logistika xidmati vo brend imici birlikde miiassisonin
rogabat qabiliyyatini formalasdirir (Mommadov, 2018; ©hmadov, 2017; Yusifova, 2025).

Cadval 1
Tikinti mohsullar1 bazarinda miiassisalorin bazar mévqgeyinin miiqayisali qiymatlondirilmasi

Qiymoatlondirma gostaricisi Yiiksok bazar Orta bazar Z5if bazar
movqeyi movqeyi movqeyi

Bazar pay1, % 25-35 1024 10-dan asag1

Mbohsul ¢esidinin genisliyi, mohsul 8-12 4-7 1-3

qrupu say1

Miistori momnuniyyati, % 85-95 70-84 70-don asag1

Tokrar alig soviyyasi, % 60-75 40-59 40-dan asag1

Satis kanallarinin say1 5 va daha ¢ox 34 1-2

Catdirilma miiddati, giin 1-2 3-5 5 giindon ¢ox

Brend taninmasi, % 70-90 40-69 40-dan asag1

Reklam aktivliyi, illik kampaniya 6 vo daha ¢ox 3-5 1-2

say1

Moanbo: Miisllif torofindon bazar mdvqgeyinin marketing gostoricilori {izro qiymatlondirilmasi
magsadils tortib edilmisdir.

Bu codval miisssisonin bazardaki moévqgeyini 6lgmak iigiin praktik qiymotlondirme ¢orgivasi kimi
istifado oluna bilor. Masolon, ogor miiossisonin bazar payi yiiksokdirso, lakin miistori momnuniyyati
asagidirsa, bu, onun mdvqgeyinin risk altinda oldugunu gostorir. ©ksino, bazar payr halo yiiksok
olmayan, lakin miistori momnuniyyati va tokrar alig gostaricilori yaxsi olan miiassiso golocokdo bazar
payini artirmaq potensialina malik ola bilar.

Marketing alotlori tikinti mohsullar1 bazarinda rogabat iistlinliiyiiniin qiymotlondirilmasi vo bazar
movqeyinin miloyyonlosdirilmasi {i¢iin osas idaroetmo vasitosi kimi ¢ixis edir. Bu gostoricilorin
sistemli tohlili miiossisoyo bazardaki real mévqeyini miioyyon etmoyo, raqiblorlo miiqayisado iistiin
vo zoif toroflorini agkar etmoya vo golocok inkisafli¢iin daha asaslandirilmig marketing gorarlari qobul
etmoyo imkan verir.
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Notica

Tikinti mohsullar1 bazarinda rogabot miihitinin marketing alotlori osasinda qiymaotlondirilmasi
miiossisalorin bazarda movqeyini diizgiin miioyyonlogdirmosi vo davamli inkisaf strategiyasi
formalagdirmasi1 baximindan miithiim shomiyyat dasiyir. Aparilan tohlil gdstarir ki, bu bazarda roqabot
yalniz qiymat amili ilo mohdudlasmir. Maqalonin naticasi olaraq qeyd etmok olar ki, tikinti mohsullar1
bazarinda rogabot miihitinin qiymatlondirilmasi sistemli vo kompleks yanasma tolob edir. Miiossisolor
yalniz mdvcud satis gostaricilorino asaslanmamali, eyni zamanda, bazar doyisikliklorini, istehlak¢i
davranigini vo roqiblorin strategiyalarini da nozors almalidirlar. Rogabot miihitinin diizgiin
qiymatlondirilmasi tikinti mohsullar1 bazarinda foaliyyst gostoron miiossisalorin bazar payimi
artirmasina, mistori loyalligmi giliclondirmasine vo uzunmiiddatli roqabot qabiliyystini tomin
etmasing sorait yaradir.
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