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The strategy of socio-economic reform,
which has unfolded in our country, inevitably
affects the system of physical culture. In the
context of the establishment of market
relations, competition is becoming an integral
part of the culture of business activity of
domestic  physical culture and sports
organizations.

In the most general terms, competition is
understood as a rivalry between market entities
engaged in the same type of activity and
interested in achieving the same goals. From the
point of view of marketing, competition is a
struggle for the client (for the buyer's money by
satisfying his needs.

In the market of physical culture and
sports services, there are several types of
competitive  relations and  competing
organizations entering into them.

Intersectoral competition to physical
culture and sports organizations consists
primarily of organizations producing other
(non-physical culture and sports) social and
cultural services. In such arole are music and art

schools, theater studios, schools of folk crafts,
scientific circles, etc., allowing to satisfy similar
higher needs as physical exercises and sports
(for example, the needs for communication,
achievements, success, respect, self-expression,
etc.).). These organizations do not directly enter
the market of physical culture and sports
services, but, claiming the free time and budget
of the consumer, their successes significantly
reduce the demand for these services.

At the intra-industry level, competitors are
physical culture and sports organizations, for
example, sports complexes, fitness centers,
sports palaces, fitness clubs, children's and
youth physical training clubs, etc. Between the
listed organizations, there are three types of
competition: functional, species and marketing.

Functional competition is a consequence of
the fact that any need in principle can be
satisfied in various ways. Thus, the need for
movement, health promotion or physical
improvement can be satisfied through classes in
a fitness club, swimming pool, ice palace, water
park, sports and recreation center, tennis club,
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etc. These organizations act as functional
competitors and compete with each other in the
field of attraction. more customers.

Species competition characterizes the
availability of services of the same purpose and
close to each other in many respects, but
differing in some essential property or
properties. Species competitors are: firstly,
various physical-cultural and sports
organizations (such as Olympic training centers,
children's and youth sports schools, sports
clubs, sections operating in educational
institutions and enterprises, etc.), providing
services for the same sport, for example,
football, and, secondly, identical sports
organizations (for example, CYSS) that provide
services in different sports. Signs that allow us
to consider these organizations as specific
competitors may be differences in programs
and methods of teaching and training, in the
provision of highly qualified coaches, the
number and quality of sports facilities,
equipment, inventory, etc.

Marketing competition arises in the case of
minor differences between the services
provided by various physical culture and sports
organizations, or in the case of complete identity
of services. It can be noted the manifestation of
marketing competition between similar sports
complexes located in different areas of the city,
cultivating the same sports and using identical
or largely similar programs, teaching and
training methods, equipment and attracting
specialists of the same qualification.

Inextricably linked to competition is the
concept of competitiveness. From the point of
view of marketing, the competitiveness of
physical culture and sports services should be
interpreted as a set of their qualitative (non-
price) and cost characteristics that ensure the
satisfaction of the specific needs of customers of
sports organizations.

Competitiveness is revealed through a
system of indicators, which include those
properties and characteristics of the product
that, on the one hand, make the product
attractive to the consumer and, on the other
hand, contribute to the commission of the act of
purchase.

Given the lack of research in this direction,
carried out on the material of the domestic
market of the industry "Physical Culture and
Sport", we considered it necessary to conduct
our own research in order to identify indicators
of the competitiveness of physical culture and
sports services.

According to E. V. Pesotskaya, the image is
defined as "... the totality of all representations,
knowledge, experience, desires, feelings
associated with a certain object (phenomenon).
Its difference from the concept of
"representation”, which also consists of
informational, emotional and motivational
components, lies in the holistic perception of the
object. " The image combines all the ideas that
are most significant in relation to the practice of
the chosen sport in a particular physical culture
and sports organization.

Literature

1. Jamalovna J. D. et al. Ways to effectively
use marketing strategies to increase the
customer satisfaction of physical
education and sports services
//International Journal of Psychosocial
Rehabilitation. - 2020. - T. 24. - Ne. 5. -
C.2930-2938.

2. Abbosov B. A. Stages and stages of
technical training of athletes //
Strategies and trends in the development
of science in modern conditions. - 2019.
- No. 1.-S.20-22.

3. Xudoyberdiyeva D. A. Management Of
Service Rendering Organizations And Its

Own Characteristics
//TIPUOPUTETHBIE =~ HAIIPABJIEHUS
HAYYHLBIX VICCJIEL[OBAHHPI. - 2019. -
C. 24-25.

4., Makhammadiev A. T., Khudaiberdieva D.
A. Ways of effective use of marketing
strategies in increasing the satisfaction
of consumers of physical culture and
sports services in small business and
entrepreneurship: Socio-legal aspect //
Actual problems of legal regulation of
sports relations. - 2021. - S. 200-206.

5. Makhammadiev A. T. Anvarova M. D.
Creative approach of preschool teacher

Eurasian Research Bulletin

www.geniusjournals.org

Page | 294


https://geniusjournals.org/index.php/erb/index

Volume 17| February, 2023 ISSN: 2795-7365

to education // Economics and society. -
2021.- No. 2-2.-S. 25-28.

6. Makhammadiev A. T., Kakhharova S. M.
THINKING, = CONSCIOUSNESS  AND
LITERACY MODERN PHILOSOPHICAL
ISSUES OF SPEECH EDUCATION //
Economics and Socium. - 2021. - No. 4-2.
-S.168-171.

7. Makhammadiev A. T. Obrazovanie-
source of new ideas, creative thinking
and innovations // Professional self-
determination of youth of the innovative
region: problems and perspectives. -
2018.-S.156-157.

8. Asatillayevich A. B. Approaches to the
development of physical culture //Asian
Journal of Multidimensional Research. -
2022.-T.11.-Ne. 3.-C. 76-80.

9. Asatillaevich A. B. THE MAIN TASKS OF
TEACHING A STUDENT TO YOUTH
LESSON IN RELATION TO SPECIALISTS
//World Bulletin of Social Sciences. -
2022.-T.8.-C.123-126.

Furasian Research Bulletin www.geniusjournals.org
Page | 295


https://geniusjournals.org/index.php/erb/index

