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The article analyzes the use and effectiveness of digital
marketing mechanisms for industrial enterprises in the
Kashkadarya region. The main objective of the study is to
determine how digital marketing tools are used by
industrial enterprises in the region and assess their
effectiveness. This analysis will help optimize the digital
marketing strategy for the industrial sector in the region.
The results of the study show that many industrial
enterprises in the Kashkadarya region use digital
marketing mechanisms to a limited extent, which causes
them to lag behind market competition. The effectiveness of
digital marketing strategies also stands out among the
analyzed enterprises, while some enterprises have
introduced advanced technologies, while others have
difficulty doing so. The study also includes
recommendations for increasing the level of use of digital
marketing mechanisms.
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Introduction In today's rapidly developing market economy, with the rapid change of the
external environment and the increasing complexity of the market activities of enterprises, it is
important to constantly monitor and evaluate the effectiveness of business processes, consumer
needs, and improving the quality of service in all aspects, includingmarketing services.

Evaluating marketing effectiveness in the activities of enterprises is a difficult task, the
impact of the service provided to consumers through the services of the marketing department
cannot always be measured, and the value created does not give a clear result.

In recent years, the importance of digital marketing has been increasing not only
internationally, but also in the economy and business environment of Uzbekistan. Business
entities are actively using digital marketing technologies to increase their competitiveness,
promote their brand to the wider public, and increase sales. Therefore, a scientific analysis of
the effectiveness of digital marketing tools and identification of new trends is currently of
urgent importance.

As a result of our research, taking into account the assessment of the effectiveness of
marketing activities, Peter Doyle came to the following conclusion: “Efficiency relates results to
costs, it is an internal indicator, it is easy to measure and there is room for improvement if
necessary. The concept of efficiency is related to meeting consumer needs and is an external
indicator, it is difficult to measure and it takes a long time to implement it”[1]. In addition, one
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of the economists, Peter Drucker, analyzing the concept of efficiency, compares productivity and
efficiency, interpreting their essence as follows: “Productivity allows you to do everything you
need, while efficiency is finding what you need” [2].

One of the marketing scientists, Philip Kotler, in his scientific research, focused on the
effectiveness of marketing activities and put forward the following idea: “Continuous
monitoring of effectiveness suggests that any company is a very important process” [3]

The research methodology is aimed at determining the main analysis and development
methods of the issues considered in this article. The main objective of the study is to determine
the level of use of digital marketing tools by industrial enterprises in the Kashkadarya region
and analyze their effectiveness. To achieve this goal, the following research methods and
techniques are used.

Empirical analysis (conducting a survey of industrial enterprises) is conducted to
determine how industrial enterprises use digital marketing tools.

Based on the theory of marketing activity effectiveness, the process of assessing the
effectiveness of marketing services is analyzed in several ways. The concepts of marketing
activity effectiveness and marketing service effectiveness assessment can be defined as follows:
for what purpose is the assessment carried out?; for whom are the results intended?; where and
how should the results be used?, etc. These concepts mentioned above are close to each other
and complement each other. As a result of our research and studies, scientists and researchers
have recommended the following methods for determining the effectiveness of marketing
activities to date.

The methods of assessing the effectiveness of marketing activities can be presented in the
following sequence. We can mention the qualitative, quantitative method, sociological method,
scoring method, regression and correlation method, multifactor method, statistical theory
methods.

The qualitative method involves the use of marketing control and audit, during which the
external environment of the organization, as well as the internal environment, is a
comprehensive analysis of all threats and opportunities through the results of the SWOT
analysis [4]. Results-oriented marketing control and audit, an analysis of the qualitative aspects
of the organization's activities, are highlighted.

The quantitative method of assessing the effectiveness of marketing activities requires
comparing the gross profit after marketing expenses minus marketing and advertising expenses,
which represent the final financial results of the organization's activities [5].

The sociological method of assessing the effectiveness of marketing activities is aimed at
using the tools of applied sociology - developing a sociological research program and
conducting the research itself in accordance with it [6].

The scoring method of assessing the effectiveness of marketing activities allows us to
determine the effectiveness of each event by assigning a certain score to each criterion, taking
into account compliance with the list of criteria and the compliance of structures and processes
with the marketing concept [7].

Regression and correlation methods are used to establish relationships between groups of
variables characterizing marketing activities.

Multifactor methods, factorial and cluster analyses are used to justify marketing decisions
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based on many interrelated parameters, for example, determining the sales volume of a new
product depending on its technical level, price, advertising costs and marketing elements [8].

The statistical theory method is used to stochastically describe the reaction of consumers
to changes in market conditions [9]. Above, we got acquainted with the methods of assessing
the effectiveness of marketing activities and studied their theoretical justification. In addition,
information methods for assessing the effectiveness of marketing activities allow assessing the
effectiveness of marketing activities using the software Sales Expert 2, Success, etc., the purpose
of which is to collect marketing data. Also, information is a necessary resource for marketing
services, allowing you to analyze the level of impact of mailings, publications, advertising,
seminars and trainings on customers.

Analysis and results. There are several approaches to the formation of criteria and
indicators for assessing the effectiveness of marketing activities. Some experts take the concept
of marketing management as the basis for assessing effectiveness.

As a result of my research, it can be said that if we take into account the influence of the
external marketing environment and the inconsistency of the activities of the internal
environment of the enterprise, it is difficult to apply such an approach and assess marketing
effectiveness.

Marketing management has the ability to assess the presence and effectiveness of
marketing activities in accordance with its own actions. With this approach, the list of
evaluation indicators is compiled depending on the goals and tasks that the company must
solve.

Table 1 Indicators for assessing the effectiveness of marketing activities
according to themarketingmanagement approach

№ Marketing
Management
Approach

Evaluation indicators

1
.

Production
improvement

Utilization of opportunities, reduction of
production costs, volume of production
expenses, cost of production

2
.

Biznesni faollashtirish Sales volume,
comprehensive market
coverage

3
.

General
marketing approach

Customer needs, customer wants, customer
loyalty, product quality, price, service

4
.

Accelerating the field
of socio-ethical marketing

Community well-being, customer
satisfaction, efficiency in the use of human,
natural, raw material, and energy resources,
and company profitability.

From the table data presented above, it can be seen that in assessing the effectiveness of
marketing activities based on the marketing management approach, based on the primary goals
and objectives, the assessment of the effectiveness of marketing activities through improving
production, activating the business, a general marketing approach and accelerating the socio-
ethical marketing sector will serve as the basis for determining the future development
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prospects of the enterprise.
When assessing the effectiveness of marketing activities, it is possible to determine

performance indicators taking into account the possibilities of forming marketing strategies.
Conclusions and Recommendations
The study allowed for a detailed analysis of the current state of digital marketing tools in

the Kashkadarya region and their effectiveness. The main conclusions identified during the
study are as follows. Application of digital marketing tools: The level of application of digital
marketing tools among industrial enterprises in the region varies. Only more than 35% of
enterprises have switched to fully digital marketing, while the rest still rely on traditional
methods. Efficiency and economic benefits: Enterprises that have implemented digital
marketing tools have achieved significant efficiency in promoting their products. Their sales
and brand recognition have increased, advertising costs have decreased, and new customers
have been attracted. Barriers: The main barriers to implementing digital marketing are the
lack of technological infrastructure, low staff qualifications, and financial constraints. For
many industrial enterprises, the transition to digital marketing requires significant
investments and ready employees. Differences between industry sectors: The application of
digital marketing varies across different industry sectors. While light industry and food
manufacturing enterprises have effectively used digital marketing, heavy industry sectors rely
more on traditional methods.

Improving technological infrastructure: The necessary infrastructure must be created to
effectively use digital marketing tools. Internet speed, updating technological devices and
platforms are important. Industrial enterprises need state support in technological upgrades
and improving infrastructure.

Improving the digital skills of employees: It is necessary to develop the digital skills of
marketing department employees. By organizing advanced training courses, seminars and
trainings for these employees, their effective use of digital marketing tools will be ensured.

Attracting finance and investment: The transition to digital marketing creates significant
financial difficulties for small and medium-sized industrial enterprises. Therefore, it is
necessary to introduce special state programs and subsidies to support small and medium-
sized businesses.

Diversifying digital marketing strategies: All manufacturing enterprises should diversify
their marketing strategies, use various digital tools and expand their opportunities to attract
new markets. Competitiveness can be increased by using tools such as SEO, SMM, content
marketing and online advertising together.

Exploring local and international markets: By using digital marketing tools, industrial
enterprises should increase their competitiveness not only in local but also in international
markets. By implementing digital marketing for local industrial products on a global scale,
export opportunities will also be expanded.

Effective use of social media and online platforms: Industrial enterprises can present
their products to a wider audience through social media and online advertising platforms.
Through these platforms, brand promotion, strengthening customer relations and
implementing marketing strategies can be very effective.
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By eliminating the existing obstacles and problems during the use of digital marketing
tools in the Kashkadarya region, their business activities can be effectively developed. At the
same time, the successful implementation of digital marketing is of great importance in
increasing the global competitiveness of the region's industrial sectors. By implementing the
recommendations developed in the study, industrial enterprises will achieve full and effective
use of digital marketing tools

References:
1.O‘zbekiston Respublikasi Prezidentining 2025-yil 6-maydagi farmoni,
QMMB:06/25/76/0414. https://lex.uz/pdfs/7513052
2.“Financial models for universities must go beyond student numbers” February 4, 2025
Cameron Mirza, Chief of Party for Early Grades Education Activity, IREX
3.Innovative funding models for financial sustainability in African higher education
institutions: Insights from the 2023 june convening
4.“Modeling the strategic enablers of financial sustainability in Saudi higher education
institutions using an integrated decision-making trial and evaluation laboratory–interpretive
structural modeling approach” – Anas A. Makki va Isam Y. Al-Filali
5.“The quality of education in public and private universities: preliminary study focusing on
Uzbekistan” Firdavs Ibrokhimov va Iroda Bakhromova
6.Равшанова, М. (2024). Формирование эконометрических навыков студентов методом
кейс-стади. Экономическое развитие и анализ, 2(4), 205-210.
7. Karimova, S. (2024). Elektron tijorat platformalarini takomillashtirishda virtual
ekotizimlarning o ‘rni. Raqamli iqtisodiyot va axborot texnologiyalari, 4(4), 26-33.
8.Хамроев, Дж. Х., Файзуллаев, Н. И., Шукуров, Дж. Х. и Бердиев, Р. Д. (2021).
Оптимизация процесса кислотной активации бентонита. ACADEMICIA: Международный
междисциплинарный исследовательский журнал , 11 (9), 589-597.
9.Бердиев, Ж. (2023). Опыт зарубежных стран в развитии малого бизнеса и частного
предпринимательства. Евразийский журнал академических исследований , 3 (2 Часть
3), 87-92.
10.Равшанова, М. М. (2024). Значение педагогических экспериментов в развитии
эконометрических навыков учащихся. Экономика и социум , (3-1 (118)), 836-839.


	 THEORETICAL BASIS OF MARKETING ACTIVITY EVALUATI
	Ochilov Javlonbek Ismail oglu
	Karshi Davlar Technical University
	MJ-508-24 guruh talabasi
	References:


