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THE ECONOMIC ESSENCE, CONTENT, 
AND CLASSIFICATION OF RETAIL 
TRADE AND MARKETING STRATEGIES
Ahmedov Shohjahon 
Independent Researcher 
Urgench State University named after Abu Rayhon Beruniy

Abstract. This article examines the economic essence, content, and classification of retail trade and 
marketing strategies. The study considers retail trade not only as the final stage of product distribution but also 
as an important intermediary mechanism that facilitates the flow of market information between consumers 
and producers. This dual function determines the specific features of marketing strategy formation in the retail 
sector. The article systematizes the main classification criteria for retail trade and marketing strategies, identifies 
priority strategic directions for individual groups, and analyzes the structural composition of retail turnover in 
Uzbekistan. The findings provide a theoretical basis for improving customer-oriented marketing approaches, 
selecting appropriate sales channels, and strengthening the competitive advantages of retail enterprises.

Keywords: retail trade, marketing strategy, retail format, consumer market, retail turnover, product 
distribution, customer orientation, competitive advantage, sales channel, omnichannel retailing, classification 
criteria, retail network.

Аннотация. В статье исследуются экономическая сущность, содержание и классификация 
розничной торговли и маркетинговых стратегий. Розничная торговля рассматривается не только как 
завершающий этап товародвижения, но и как важный посреднический механизм, обеспечивающий 
обмен рыночной информацией между потребителями и производителями. Данная двойственная 
функция определяет особенности формирования маркетинговой стратегии в сфере розничной торговли. 
В статье систематизированы основные критерии классификации розничной торговли и маркетинговых 
стратегий, определены приоритетные стратегические направления по отдельным группам, а также 
проанализирована структура розничного товарооборота в Узбекистане. Полученные результаты 
формируют теоретическую основу для совершенствования клиентоориентированных маркетинговых 
подходов, выбора эффективных каналов продаж и укрепления конкурентных преимуществ предприятий 
розничной торговли.

Ключевые слова: розничная торговля, маркетинговая стратегия, торговый формат, потребительский 
рынок, розничный товарооборот, товародвижение, клиентоориентированность, конкурентное 
преимущество, канал продаж, омниканальная торговля, критерии классификации, розничная сеть.

I N T R O D U C T I O N
Retail trade is conventionally defined in the economic literature as the final link in the product distribution 

chain. Although this definition is formally accurate, it does not fully reflect the economic content of retail activity. 
The notion of a final link typically implies a technical function limited to delivering goods to the end consumer. 
However, retail trade simultaneously generates a flow in the opposite direction: it accumulates information 
about consumer choices, price sensitivity, purchase frequency, and preferences. Once transmitted back to 
producers, this information can influence and reshape the entire production programme. It is precisely this 
two-way intermediation that distinguishes retail trade from a simple distribution stage and determines its distinct 
position within the marketing system.

The theoretical significance of this distinction lies in the way it defines the specific nature of marketing 
strategy in retailing. Whereas the marketing strategy of a manufacturing enterprise is largely shaped through 
product characteristics, pricing, and promotional instruments, a retail enterprise sells goods that it has not 
produced. Consequently, its strategic instruments are directed not primarily at the product itself but at the 
purchasing experience. Assortment composition, the organization of selling space, the manner in which staff 
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communicate with customers, service speed, and store atmosphere do not alter the physical characteristics of 
the merchandise; nevertheless, they directly influence consumer perceptions and, consequently, purchasing 
decisions. Marketing strategy in retailing therefore manifests itself not as the creation of a product but as the 
creation of a favorable purchasing environment.

The practical significance of this feature becomes particularly evident when identifying the sources of 
competitive advantage available to a retail enterprise. In manufacturing, competitive advantage is typically 
achieved through technology, patents, or economies of scale, and its replication by competitors generally 
requires considerable time and capital. In retailing, by contrast, many individual marketing instruments can 
be adopted relatively quickly, as changes in assortment, pricing policies, or advertising activities can be 
implemented within a comparatively short period. Therefore, sustainable competitive advantage in retailing 
is primarily associated with factors that are more difficult to replicate: a strategically advantageous location; 
accumulated customer relationships and the loyalty resulting from them; and the internal efficiency of the 
logistics system, whose replication would require substantial organizational and operational capabilities.

A comprehensive understanding of the economic essence of retail trade also requires consideration 
of the functions it performs, among which risk assumption occupies an important place. A retail enterprise 
purchases goods and holds them at its own expense until they are sold, thereby assuming the commercial 
risk associated with uncertainty in consumer demand. The economic value of this function constitutes an 
important component of the trade margin. Accordingly, the trade margin should be interpreted not solely as 
intermediary income, but also as compensation for inventory storage, maintaining an appropriate assortment 
and consumer choice, organizing the sales process, and bearing the economic risk associated with goods 
that may remain unsold.

L I T E R A T U R E  R E V I E W
With regard to the concept of marketing strategy, the economic literature does not provide a single 

universally accepted definition, and the existing approaches can generally be divided into three groups. The 
first approach interprets strategy as a plan, that is, a predetermined sequence of actions designed to achieve 
specific objectives. This interpretation is associated with the planning school, although its practical application 
may be less flexible under conditions of rapidly changing market dynamics. The second approach defines 
strategy as a position, namely, the place an enterprise seeks to occupy and maintain within the market. This 
interpretation is most clearly reflected in Porter’s work, which emphasizes competitive positioning and industry 
analysis. The third approach views strategy as a pattern of behavior, understood as a consistent direction 
that emerges from repeatedly implemented decisions regardless of what has been formally declared. This 
interpretation was extensively developed by Mintzberg.

In the context of retailing, the third interpretation is particularly relevant from a practical perspective 
because a substantial proportion of decisions are made at the operational level, often by store managers 
or department heads. The cumulative effect of such decisions may reflect the enterprise’s actual market 
orientation more accurately than a formally documented strategy. Numerous operational decisions—such 
as determining which products are included in the assortment, which items are placed at eye level, and 
when discounts are introduced—collectively shape the retailer’s real strategic behavior. Where these 
decisions differ from formally declared strategic intentions, consumers respond primarily to the actions 
they observe in practice. Consequently, strategy development in retailing should focus not only on the 
preparation of formal strategic documents but also on establishing clear criteria that guide consistent 
operational decision-making.

R E S E A R C H  M E T H O D O L O G Y
The classification of retail enterprises may initially appear to be primarily theoretical; however, its practical 

significance is directly related to the selection of an appropriate marketing strategy, since the effectiveness of 
particular marketing instruments varies across different classification groups. Classification by sales area is 
one of the most widely used approaches and largely determines the potential for achieving economies of scale.

Large-format retail outlets generally seek to satisfy a broad range of consumer needs within a single 
location by offering an extensive assortment of goods. Their marketing strategies are therefore often based 
on competitive pricing, assortment breadth, operational efficiency, and economies of scale. Small-format retail 
outlets, by contrast, have more limited opportunities to compete directly on price and assortment volume. Their 
principal competitive advantages are typically associated with proximity to consumers, convenience, service 
speed, and the ability to respond flexibly to local demand.
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A N A LY S I S  A N D  R E S U LT S

Table 1. Classification of retail enterprises and priority marketing strategies

Classification 
criterion Group Distinctive feature Marketing strategy priority Share of 

turnover (%)

Sales area Large format (over 1000 
m²)

Broad assortment, 
private label

Price leadership, loyalty 
schemes 17.4

Medium format (200-
1000 m²)

Limited assortment, 
proximity

Convenience, local 
advertising 23.8

Small format (up to 200 
m²)

Everyday goods, rapid 
service

Location, personal 
relationship 31.2

Ownership form Chain retail Centralised 
management

Unified brand, 
standardisation 28.6

Independent retail Flexible decision-
making

Niche selection, 
differentiation 24.1

Franchising Ready-made business 
model

Dependence on franchisor 
strategy 6.8

Sales channel Stationary retail Direct physical contact Store atmosphere, 
merchandising 78.3

E-commerce Remote selection and 
delivery

Content, personalisation, 
SEO 9.4

Omnichannel retail Seamless channel 
integration

Unified customer profile, 
ROPO 12.3

Product 
specialisation Universal retail Goods across multiple 

categories
Breadth of coverage, cross-

selling 52.7

Specialised retail Depth within a single 
category Expertise, advisory service 34.9

Discounter Limited assortment, low 
price Cost minimisation 12.4

Source: compiled by the author on the basis of National Statistics Committee data

The classification system presented in Table 1 encompasses four criteria that are not mutually 
exclusive. A given retail enterprise may simultaneously belong to a particular group under each criterion, 
while its marketing strategy is formed at the intersection of these characteristics. The final column presents 
the shares of retail turnover in Uzbekistan and thereby demonstrates the statistical significance of the 
classification. Small-format retail currently accounts for the largest share of turnover, while stationary retail 
represents approximately three quarters of total retail turnover. These figures reflect the current stage 
of development of the country’s retail sector and help explain the prevailing configuration of marketing 
strategies, in which the location factor remains particularly important due to the dominance of stationary 
and small-format trade.

Classification by ownership form determines the degree of strategic autonomy, an aspect that is often 
given comparatively limited attention. In chain retailing, marketing decisions are generally made centrally and 
implemented uniformly across outlets, which strengthens brand recognition and reduces advertising costs per 
location, although it may limit flexibility in adapting to local market conditions. Independent retailers represent 
the opposite model: they can respond more flexibly to the preferences and purchasing habits of consumers 
within a specific locality, but they usually possess fewer resources for large-scale brand development. 
Franchising occupies an intermediate position, in which the overall marketing strategy is largely determined by 
the franchisor, while the local operator retains a certain degree of discretion in implementation. Consequently, 
the marketing potential of a franchisee depends not only on its own managerial capabilities but also on the 
strength, reputation, and effectiveness of the network to which it belongs (Figure 1).
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Figure 1. Turnover volume and marketing expenditure share by retail format1

The juxtaposition of the two indicators presented in Figure 1 reveals one of the most signifi cant patterns 
in retailing: turnover volume and the share of marketing expenditure tend to move in opposite directions. 
Traditional bazaars account for the largest turnover while allocating only 0.4 per cent of it to marketing, whereas 
e-commerce, despite occupying one of the lower positions in terms of turnover, records the highest marketing 
expenditure share at 6.2 per cent. This asymmetry can largely be explained by the nature of the sales channel. 
Traditional bazaars attract consumers through established shopping habits and physical customer fl ows, 
whereas in e-commerce greater investment is generally required to attract and retain consumer attention, with 
such expenditure commonly refl ected in customer acquisition costs.

An important conclusion for retail economics follows from this observation: the share of marketing 
expenditure should not be interpreted solely as an indicator of commercial activity, since it also refl ects the 
specifi c cost structure of the sales channel. Consequently, direct comparisons of marketing expenditure 
across diff erent retail formats may not fully capture diff erences in their operating models. A considerably higher 
marketing budget in an e-commerce enterprise than in a conventional retail store does not necessarily indicate 
lower effi  ciency; rather, it may refl ect a diff erent allocation of operating costs, as resources that would otherwise 
be directed towards rent and in-store personnel can instead be allocated to customer acquisition. Therefore, 
marketing effi  ciency should be assessed not only through the absolute or relative level of marketing expenditure 
but also through the relationship between customer acquisition cost (CAC) and customer lifetime value (CLV).

Within the classifi cation by sales channel, the omnichannel model that has developed in recent years 
deserves particular attention, as it represents more than a simple combination of physical and digital sales 
channels. In multichannel retailing, an enterprise may operate simultaneously through physical stores and 
online platforms, while the channels may maintain separate customer records and interaction histories. Under 
an omnichannel approach, by contrast, these channels are integrated around a unifi ed customer profi le, 
enabling consumers to continue through one channel an interaction initiated through another. The economic 
signifi cance of this integration is considerable: international research indicates that the average purchase value 
of an omnichannel customer may exceed that of a single-channel customer by more than 30 per cent. This 
diff erence is associated not merely with the number of available channels but primarily with the degree of 
integration between them.

Within the omnichannel model, ROPO (Research Online, Purchase Offl  ine) behavior represents a distinct 
consumer pattern in which buyers search for and evaluate product information online before completing their 
purchases through an offl  ine channel. This behavior increasingly connects electronic and traditional retailing 

1  author’s development
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and introduces additional complexity into statistical measurement. Although the final transaction is recorded as 
an offline sale, part of the marketing influence leading to the purchase may originate from the online channel. 
As a result, conventional transaction-based statistics may not fully reflect the contribution of digital channels to 
consumer decision-making. Taking this relationship into account can support a more accurate assessment of 
marketing effectiveness and a more balanced allocation of marketing resources across sales channels.

Classification by product specialization reflects one of the classical strategic choices in retailing: the balance 
between assortment breadth and depth. Universal retailers create consumer convenience by satisfying multiple 
needs within a single shopping environment, and their marketing strategies therefore place considerable 
emphasis on assortment breadth and cross-selling. Specialized retailers, in contrast, offer greater assortment 
depth within a particular product category, often complemented by professional advice and specialized service, 
thereby creating opportunities to strengthen customer trust and achieve higher margins through expert 
positioning. The discounter model follows a third strategic direction by deliberately limiting assortment breadth in 
order to increase purchasing volumes per product item and obtain more favorable procurement conditions from 
suppliers. The effectiveness of this strategy depends largely on consumers’ willingness to accept a narrower 
range of choices in exchange for competitive prices and purchasing convenience.

C O N C L U S I O N  A N D  R E C O M M E N D A T I O N S
Concluding these considerations on the economic essence and classification of retail, it is necessary to 

emphasise the distinctive nature of its relationship with marketing strategy. A retail enterprise does not create 
merchandise but does create the purchasing experience, and that experience constitutes its product, so that 
marketing strategy appears here not merely as an instrument for promoting goods but as the method by which 
the enterprise designs its principal output. The system of classification criteria removes strategic choice from 
the realm of arbitrariness and links it to the objective characteristics of the enterprise: format, ownership form, 
channel structure and degree of specialisation jointly define the range of feasible strategies, and a choice 
outside that range, however attractive it may appear, may not be effectively realised because it does not 
correspond to the available resources.

R E F E R E N C E S
1.	 Deloitte. Global Powers of Retailing 2024. – London: Deloitte Touche Tohmatsu Limited, 2024. 
2.	 Kotler P., Keller K.L. Marketing Management / P. Kotler, K.L. Keller. – 16th ed. – Harlow: Pearson Education, 

2022. 
3.	 Levy M., Weitz B.A., Grewal D. Retailing Management / M. Levy, B.A. Weitz, D. Grewal. – 11th ed. – New 

York: McGraw-Hill, 2023. 
4.	 Mintzberg H. The Rise and Fall of Strategic Planning / H. Mintzberg. – New York: Free Press, 1994. 
5.	 National Statistics Committee of the Republic of Uzbekistan. Retail Trade and Services. Statistical 

Yearbook. – Tashkent: National Statistics Committee of the Republic of Uzbekistan, 2024. 
6.	 Porter M.E. Competitive Strategy: Techniques for Analyzing Industries and Competitors / M.E. Porter. – 

New York: Free Press, 1980. 
7.	 Verhoef P.C., Kannan P.K., Inman J.J. From Multi-Channel Retailing to Omni-Channel Retailing: Introduction 

to the Special Issue on Multi-Channel Retailing / P.C. Verhoef, P.K. Kannan, J.J. Inman // Journal of 
Retailing. – 2015. – Vol. 91. – No. 2. – P. 174–181.



Our address: Tashkent city, Yunusobod district, 19th block, House 17.

2026. № 8

Proofreader: Xondamir Ismoilov
Layout and Designer:  Hasan Maqsudov

© When materials are reproduced, the ECONOSCITECH-INTEGRATION journal must be cited 
as the source. Authors are responsible for the accuracy of the information in materials and 

advertisements published in the journal. Editorial opinions may not always align with those of the 
authors. Submitted materials will not be returned to the editorial office.

You may subscribe to the journal at any time using the following details. Once subscribed, please 
send a screenshot or photo of your payment confi rmation to our Telegram page @iqtisodiyot_77. 

Based on this, we will send the latest issue of the journal to your address each month.

To publish articles in this journal, you may submit articles, advertisements, stories, and other creative 
materials through the following links. Materials and advertisements are published on a paid basis.


