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ECONOMIC EFFICIENCY OF IMPLEMENTING
INTEGRATED MARKETING COMMUNICATIONS
IN ENTERING NEW MARKETS IN UZBEKISTAN

Baqoyev Sunnatillo Burxon o‘g‘li
Independent researcher in Marketing, Bukhara State University
Email: sunnatbaqoyev1997@gmail.com

Abstract: This article analyzes the economic efficiency of implementing an integrated marketing communications (IMC)
system in the process of Uzbek enterprises entering new foreign markets. Under conditions of global digitalization and
changing consumer behavior, traditional promotional methods are not sufficient to ensure sustainable growth in exports.
At the same time, in national research, empirically grounded approaches for evaluating IMC elements as a unified system,
taking into account the synergy effect, and determining the economic efficiency associated with export outcomes are still
relatively rare.

In the study, based on dynamic economic modeling and analysis of economic indicators, the relationship between the
IMC index and the financial performance of enterprises was assessed. In addition, the level of IMC implementation and
return indicators were compared across sectors. The results showed that marketing activity has a positive effect on export
volume: when the marketing index increases by 1 point, exports increase on average by 2.34 percent. It was proven that
full implementation of the IMC system can increase the profitability of marketing investments by 46.7 percent. At the same
time, it was noted that the maximum impact of marketing expenditures may appear with a delay of 1 to 2 years.

The results indicate the necessity for enterprises to implement IMC step by step, reconsider the marketing budget, and
increase the share of digital channels. At the level of state policy, training marketing personnel and supporting digital
communication infrastructure serve to strengthen export potential.

Key words: integrated marketing communications, IMC, export marketing, entering new markets, marketing efficiency,
digital marketing, profitability of marketing investments, synergy effect.

Annotatsiya: Mazkur maqolada O‘zbekiston korxonalarining yangi tashqi bozorlarga chiqish jarayonida integrallashgan
marketing kommunikatsiyalari (IMC) tizimini joriy etishning igtisodiy samaradorligi tahlil gilinadi. Global ragamlashtirish va
iste’molchi xatti-harakatlarining o‘zgarishi sharoitida an’anaviy targ‘ibot usullari eksportning bargaror o‘sishini ta’minlash
uchun yetarli emas. Shu bilan birga, milliy tadqgiqotlarda IMC elementlarini sinergiya effektini hisobga olgan holda
yagona tizim sifatida baholash va eksport natijalari bilan bog'liq igtisodiy samaradorlikni aniglashga qaratilgan empirik
yondashuvlar hanuzgacha nisbatan kam uchraydi.

Tadgiqotda dinamik igtisodiy modellashtirish va igtisodiy ko‘rsatkichlar tahliliga asoslanib, IMC indeksi bilan korxonalarning
moliyaviy natijalari o‘rtasidagi bog'liglik baholandi. Shuningdek, tarmoglar kesimida IMCni joriy etish darajasi va gaytish
ko‘rsatkichlari solishtirildi. Natijalar marketing faolligi eksport hajmiga ijobiy ta’sir ko‘rsatishini ko‘rsatdi: marketing indeksi
1 punktga oshganda eksport hajmi o‘rtacha 2,34 foizga ortadi. IMC tizimini to‘liq joriy etish marketing investitsiyalarining
rentabelligini 46,7 foizga oshirishi isbotlandi. Shu bilan birga, marketing xarajatlarining maksimal ta’siri 1-2 yil kechikish
bilan namoyon bo‘lishi gayd etildi.

Olingan natijalar korxonalarda IMCni bosgichma-bosgich joriy etish, marketing budjetlarini qayta ko‘rib chiqish va raqamli
kanallar ulushini oshirish zarurligini ko‘rsatadi. Davlat siyosati darajasida marketing kadrlarini tayyorlash va ragamli
kommunikatsiya infratuzilmasini qo‘llab-quvvatlash eksport salohiyatini mustahkamlashga xizmat giladi.

Kalit so'zlar: integrallashgan marketing kommunikatsiyalari, IMC, eksport marketingi, yangi bozorlarga chigish, marketing
samaradorligi, ragamli marketing, marketing investitsiyalarining rentabelligi, sinergiya effekti.
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AHHOTauusa: B cTatbe aHanmMaupyeTcs 3KOHOMMYeckasi 3(PEKTUBHOCTb BHEAPEHUS CUCTEMbl WHTErPUPOBAHHbIX
MapKeTUHroBbIX komMmyHuKkaumn (IMC) B npouecce Bbixoda Y36eKckvMx NpennpusTUiA Ha HOBble 3apyOexHble PbIHKU.
B ycnoBusix rmobanbHOW UMEPOBU3ALMM U U3MEHEHUS NOTPEOUTENbCKOro noBeAeHUs TPaauLMOHHbIE MeToAbl
npoaBmXeHus He obecneymBaloT YCTOMYMBOrO pocTa 3dKcnopTta. B ToO ke Bpems B HauUMOHAnNbHbIX UCCReaoBaHUsSIX
No-npexxHemMy OTHOCUTENBbHO PeaKO BCTpeYalTcs aMnmpuyeckn o6ocHOBaHHbIE Noaxoabl K oueHke anemeHToB IMC kak
€OUHOW CUCTEMBI C YH4ETOM CUHEpreTnyeckoro apdekta 1 onpeaeneHno SKOHOMUYeckor 3PHEKTUBHOCTUN, CBA3AHHON C
9KCMOPTHLIMU pe3yrbTaTamu.

B pamkax uccrnefoBaHUsi HA OCHOBE AMHAMMWMYECKOr0 3KOHOMWYECKOTO MOLENUPOBAHUS M aHanu3a 3KOHOMUYECKUX
nokasatenen Obina oueHeHa B3aMMocBA3b Mexay uHaekcom IMC u duHaHCOBbIMM pesynbratamy AeATENbHOCTU
npeanpusituii. Kpome toro, ypoBeHb BHeapeHus IMC 1 nokasatenu otgaqm 6binv conoctaBneHbl No oTpacnsaMm. Pesynsrathbl
rokasanu, YTo MapKETUHroBasi akTMBHOCTb OKa3bIBAET MOSIOXMTENBHOE BNUSIHNE Ha OOBbEMbI 3KCMOpTa: NpY YBENNYEHUN
MapKETUHIOBOIo MHAEeKca Ha 1 NyHKT 06BLEM aKkcnopTa B CpeHEM Bo3pacTaeT Ha 2,34 npoueHTa. [Joka3aHo, YTo MNofHoe
BHegpeHue cuctembl IMC no3BonsieT NoBbICUTb PEHTAOENBHOCTb MAaPKETUHIOBLIX MHBECTULMIA Ha 46,7 npoueHTa. Mpu
3TOM OTMEYEHO, YTO MaKCUMarbHbIA 3PGEKT OT MAaPKETMHIOBbLIX 3aTpaT MOXET NPOSBNATLCS € flarom B 1-2 roga.

[MonyyeHHble pes3ynbTaTbl CBUOETENbCTBYIOT O HeobxogumMocTu noaTtamHoro BHegperus IMC Ha npeanpuatmsx,
nepecmMoTpa MapKETMHIOBbIX BI04KETOB 1 yBENMYEHNS [OMW LUMDPOBbLIX KaHanoB. Ha ypoBHe rocyaapCTBEHHOW NOMUTUKN
MoAroToBKa MapKeTVMHIOBbIX KagpoB M MOAAepXKa LMAPOBON KOMMYHMKALMOHHOW MHMPaCTPYKTYpPbl CMOCOOCTBYIOT
YKPEMNIEHMIO 3KCMOPTHOrO NoTeHuuana.

KnioyeBble croBa: WMHTErpypoBaHHbIE MaPKETUHIOBbIE KOMMYyHuKauuu, IMC, 3KCMOPTHBLIN MapKETUHN, BbIXO4 Ha
HOBblE PbIHKW, 3MEKTUBHOCTb MapKETWHra, LIMPOBOA MapKETUHI, PeHTabenbHOCTb MapKETUHIOBLIX WHBECTULIWN,
CuHepreTnyeckmin acpdexT.

INTRODUCTION

In the context of globalization, digital transformation, and intensifying competition in foreign markets,
entering new markets is becoming a strategic task for Uzbek enterprises. The role of marketing communications
has significantly increased in expanding export geography, moving to higher positions in the product value
chain, and ensuring foreign trade stability [1]. Especially in an era of accelerated information flows, influencing
consumers is no longer limited to advertising alone, but requires managing multiple channels within a single
system. Therefore, the concept of integrated marketing communications (IMC) is emerging as an important
economic factor in entering new markets.

The main essence of this topic is that IMC unites advertising, sales promotion, public relations, direct
marketing, social media marketing, and event marketing around a single strategic goal [2]. This approach
simultaneously ensures the creation of awareness, persuasion, and influence on decision making, generating a
synergy effect between communication channels. The practical value of IMC lies precisely in this synergy: it can
produce higher economic outcomes not when elements are applied separately, but when they are coordinated
and integrated together.

At the same time, existing studies often limit themselves to describing IMC within the framework of a
general marketing strategy or evaluate its impact only through the example of a single channel [3]. In the
context of Uzbekistan, research related to calculating the economic impact of IMC on exports, identifying time
lag effects, and conducting comparative analysis across sectors remains limited. Current practice shows that
while IMC levels are high in some sectors, they remain low in manufacturing and agriculture, which reduces
communication effectiveness in entering new markets.

In order to fill this gap, the article evaluates the relationship between the IMC index and the financial
results of enterprises through economic modeling. The study adopts key hypotheses regarding the existence
of a synergistic effect of IMC, the manifestation of the impact of marketing expenditures with a time lag, and
the control of external factors. On this basis, using dynamic models, the current and lagged parameters of IMC
are analyzed [4].

The expected analytical results show that systematic implementation of IMC significantly increases the
profitability of marketing investments and contributes to stable growth in export volume. From a practical
perspective, the main conclusion advanced is that increased marketing activity raises exports, and full
implementation of IMC significantly increases marketing returns. These results serve as the basis for developing
recommendations for enterprises to prioritize digital channels, implement IMC step by step, and strengthen the
monitoring system.

t.me/scupus_IST2100 https://ist-journal.uz
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REVIEW OF LITERATURE ON THE SUBJECT

The concept of integrated marketing communications (IMC) is rooted in the classical evolution of marketing
theory, beginning with foundational interpretations of the marketing mix. Early contributions by Borden (1964)
and McCarthy (1960) established the structural logic of marketing decision-making through controllable
variables, later conceptualized as the “4Ps” framework. These models laid the groundwork for understanding
how coordinated marketing actions can influence market performance, although they did not explicitly address
integration or communication synergy. Subsequent extensions, particularly Booms and Bitner’s inclusion of
service elements, emphasized the growing complexity of markets and the need for consistency across multiple
customer touchpoints.

Kotler and Keller (2016) as well as Kotler and Armstrong (2016) significantly advanced this discourse
by framing marketing communications as a strategic system rather than a set of isolated promotional tools.
Their work stresses that value creation in competitive markets increasingly depends on the alignment of
messaging, branding, pricing, distribution, and customer engagement. Within this framework, IMC is viewed as
a mechanism for reducing informational noise, improving brand coherence, and enhancing perceived value, all
of which have direct implications for economic efficiency. Lauterborn’s (1990) customer-oriented reinterpretation
of the marketing mix further reinforced the need to integrate communications around consumer value, cost,
convenience, and communication, shifting the focus from firm-centric actions to market responsiveness.

The rise of digital technologies has substantially expanded the scope and relevance of IMC, particularly
in the context of entering new markets. Chaffey and Ellis-Chadwick (2022) argue that digital channels intensify
both the opportunities and risks associated with market entry, as firms must coordinate online and offline
communications to maintain credibility and efficiency. Digital integration enables more precise targeting, real-
time performance measurement, and adaptive campaign management, which are critical for cost control in
emerging markets. However, the authors also note that poor integration across channels can lead to duplicated
costs, inconsistent brand signals, and diminished returns on marketing investment.

International market entry theory provides an essential analytical lens for assessing the economic efficiency
of IMC in new geographic contexts. Johanson and Wiedersheim-Paul (1975) and Johanson and Vahlne (1977)
emphasize the gradual accumulation of market knowledge and commitment in foreign expansion. From this
perspective, IMC functions not only as a promotional tool but also as a learning mechanism that reduces
uncertainty and accelerates market adaptation. Consistent communication strategies help firms build legitimacy
and trust in unfamiliar markets, thereby lowering transaction costs and entry barriers. Dunning’s (1988) eclectic
paradigm further supports this argument by highlighting the role of ownership-specific and location-specific
advantages, where effective marketing communication enhances the exploitation of firm-level competencies in
host markets.

The economic dimension of IMC effectiveness is closely linked to competitive strategy. Porter (1985) argues
that sustainable competitive advantage arises from either cost leadership or differentiation, both of which are
influenced by communication efficiency. Integrated communications contribute to differentiation by reinforcing
unique value propositions, while simultaneously supporting cost efficiency through message standardization
and scale economies. O’Shaughnessy (1995) complements this view by stressing that competitive marketing
requires strategic coherence across all market signals, especially when firms operate in environments
characterized by institutional transition and evolving consumer preferences, such as Uzbekistan.

Measurement of marketing efficiency and return on investment is a critical issue in IMC research. Lenskold
(2003) provides a comprehensive framework for evaluating marketing ROI, arguing that integrated campaigns
outperform fragmented efforts due to their cumulative impact on customer behavior and profitability. His work
highlights the importance of linking communication metrics to financial outcomes, including revenue growth,
customer lifetime value, and market share. Doyle (2000) similarly emphasizes value-based marketing,
suggesting that economically efficient IMC strategies should be assessed in terms of long-term shareholder
value rather than short-term promotional outputs.

Marketing research methodologies play a pivotal role in designing and evaluating IMC strategies for
new market entry. Malhotra (2019) underscores the importance of data-driven decision-making, particularly
in emerging markets where consumer behavior patterns may differ significantly from those in developed
economies. Reliable market intelligence enables firms to tailor integrated communication strategies to local
cultural, economic, and institutional conditions, thereby improving efficiency and reducing the risk of misallocation
of marketing resources.

In the context of Uzbekistan, which is characterized by rapid market liberalization, increasing competition,
and expanding digital adoption, the relevance of economically efficient IMC strategies is particularly pronounced.
The transition economy environment amplifies the costs of market entry errors, making integrated, research-
based, and performance-oriented communication systems essential. The reviewed literature collectively
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suggests that IMC enhances economic efficiency by reducing informational asymmetries, improving strategic
consistency, and strengthening competitive positioning during market entry.

Overall, existing studies provide a strong theoretical foundation for analyzing the economic efficiency of
IMC in new markets. However, while the conceptual benefits of IMC are well established, empirical research
focusing on emerging economies remains limited. This gap underscores the need for context-specific analysis
of IMC implementation in Uzbekistan, particularly with regard to cost efficiency, market penetration, and
sustainable competitive advantage.

RESEARCH METHODOLOGY

In this study, the economic efficiency of implementing an integrated marketing communications (IMC)
system in the process of Uzbek enterprises entering new markets was evaluated using empirical and economic
modeling methods [5]. The main approach of the study was based on viewing IMC as a complex system consisting
of several communication elements, and the mutually coordinated impact of channels such as advertising,
sales promotion, public relations, direct marketing, social media marketing, and event marketing was taken
into account. During the analysis, an IMC index was formed, and its relationship with the financial performance
of enterprises was examined using a dynamic economic model. Along with current-period IMC indicators,
lagged parameters were also included in order to identify the time lag characteristics of marketing effects
[6]. In the model, enterprise-specific characteristics, sectoral differences, and time factors were considered
as control variables. In addition, across sectors, the level of IMC implementation, the share of the marketing
budget, the degree of integration, and ROI indicators were comparatively analyzed, and the actual state of
IMC was assessed. To ensure reliability, the results were tested in terms of economic significance, statistical
consistency, and coherence, and the conclusions obtained served to formulate practical recommendations for
export-oriented enterprises.

ANALYSIS AND RESULTS

The research results showed that implementing an integrated marketing communications (IMC) system
in the process of Uzbek enterprises entering new markets has high economic efficiency [7]. According to the
results of dynamic economic modeling, marketing activity has a statistically significant positive effect on export
volume: when the marketing index increases by 1 point, export volume increases on average by 2.34 percent
(p<0.01), while the explanatory power of the model is high, with R?=0.8756. At the same time, the intertemporal
analysis showed that the maximum effect of marketing expenditures appears not immediately, but with a delay
of 1 to 2 years (a;,=0.20-0.35), which implies the necessity of planning IMC not as a short-term campaign, but
as a long-term strategy [8].

The economic efficiency of full IMC implementation was confirmed with even clearer results: according to
calculations, the comprehensive functioning of the IMC system makes it possible to increase the profitability
of marketing investments by 46.7 percent, while the synergy effect between IMC elements is statistically
significant (p<0.05). In the sectoral comparative analysis, it was observed that in sectors with a high IMC
index, ROl is also higher [9]. For example, in the banking and finance sector, with an IMC index of 0.82, ROI
equals 3.24; in telecommunications, IMC is 0.78 and ROl is 2.89. In the FMCG sector, IMC is 0.71, and ROI
was recorded at 2.45. However, in the manufacturing sector, the IMC index dropped to 0.45 and ROl was 1.78,
while in agriculture IMC was 0.32 and ROI remained at 1.34 [10]. These figures show that applying IMC at a
high level of integration significantly strengthens communication efficiency in the market and improves financial
outcomes (Table 1).

Table 1. Level of IMC implementation and economic efficiency (by sectors)

Sector IMC index Marketing budget (%) ROI Level of integration
Banking and finance 0.82 4.8 3.24 | High
Telecommunications 0.78 6.2 2.89 | High
FMCG 0.71 8.5 2.45 | Medium-high
Retail trade 0.64 5.1 212 | Medium
Manufacturing 0.45 23 1.78 | Low
Agriculture 0.32 1.2 1.34 |Low
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The table presents a comparative view of the level of integrated marketing communications (IMC)
implementation and its economic outcomes across sectors. The results show that in sectors where the IMC
index is high, ROl is also formed at a higher level. For example, in the banking and finance sector, IMC is 0.82
and ROI equals 3.24 [11]. In contrast, in agriculture IMC remained at 0.32 and ROl amounted to 1.34. This
indicates that IMC integration is directly linked to economic efficiency.

Indicators calculated by export potential further reinforce the importance of IMC: according to the results
of the gravity model, Uzbekistan’s actual exports account for only 31.2 percent of its potential, and an export
gap of 4.14 billion dollars exists. It was determined that the largest export gap is in India at 1.36 billion dollars,
in Pakistan at 812 million dollars, in Indonesia at 563 million dollars, and in Vietham at 426 million dollars
[12]. From this perspective, strategic implementation of IMC can be considered a key mechanism not only for
domestic competition, but also for strengthening positions in high-potential foreign markets (Table 2).

Table 2. Impact of IMC and marketing activity on export results (model outcomes)

Indicator Value Note
Effect of marketing index () 0.0234 A 1-point increase raises exports by 2.34% on average
Statistical significance p <0.01 Effect is reliable
Model explanatory power R2=0.8756 Explains at a high level
Maximum effect lag 1-2 years Marketing effect appears with lag
Lag parameters a; =0.20-0.35 Represents lagged effect

ROMI growth if IMC is fully

. +46.7% Profitability of marketing investments increases
implemented

Export potential realization 31.2% Only part of export potential is utilized

Export gap 414 bin $ Unused opportunity

The table summarizes the impact of marketing activity and the IMC system on export outcomes based
on the results of economic modeling. It was found that when the marketing index increases by 1 point, export
volume increases on average by 2.34 percent, and this relationship is statistically significant (p<0.01) with
high explanatory power (R?=0.8756). It was also noted as a key conclusion that the maximum effectiveness of
marketing impact appears with a lag of 1 to 2 years, and that when IMC is fully implemented, ROMI increases
by 46.7 percent.

From a theoretical perspective, the study proposes an empirically grounded approach that links the IMC
concept with export outcomes, yet a number of gaps remain in the current knowledge base. First, although the
IMC index was formed across sectors, KPl benchmark standards for each sector have not been sufficiently
developed [13]. Second, the specific sources of the synergy effect, for example, the interaction mechanism
between social media marketing and PR or direct marketing, require separate empirical research. Third, the
impact of artificial intelligence and automation technologies on IMC effectiveness should be deeply studied in
the future as a separate direction [14].

This graph illustrates the relationship between the IMC index (X axis) and the return on marketing
investments, ROI (Y axis). It combines two types of data: the blue points show that across sectors (banking,
telecom, FMCG, and others), as the IMC level increases, ROI also rises; the dark orange points indicate that
during 2019-2024, as the IMC index increased from 0.42 to 0.73, ROI rose from 1.82 to 2.67 (Figure 1).
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Relationship between IMC Index and ROI (by sectors and years)
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Figure 1. Relationship between the IMC index and ROI (by sectors and years)

As an important direction for future research, it is proposed to evaluate IMC effectiveness based on a
national methodology, develop stable benchmark indicators by sectors, and re-examine the impact of IMC
on export forecasts for the 2025-2030 period [15]. From a practical perspective, for enterprises, step-by-step
implementation of IMC, increasing the share of digital channels in the marketing budget structure to at least
45-50 percent, and introducing a real-time monitoring system will emerge as the most essential and result-
oriented directions for enhancing export competitiveness.

CONCLUSIONS AND SUGGESTIONS

In conclusion, the research results confirmed that implementing an integrated marketing communications
(IMC) system in the process of Uzbek enterprises entering new markets is an economically highly effective
mechanism. The results of economic modeling demonstrated that marketing activity has a positive and
statistically significant impact on export volume, revealing that when the marketing index increases by 1 point,
exports increase on average by 2.34 percent (R?>=0.8756). At the same time, the fact that the maximum effect
of marketing expenditures appears with a lag of 1 to 2 years substantiated the need to plan export marketing in
the long term. The comprehensive implementation of the IMC system was shown to increase the profitability of
marketing investments by 46.7 percent, and the presence of a synergy effect among communication elements
indicates that IMC should be applied not as a set of separate tools, but as a single manageable system.

The sectoral analysis found that in sectors with a high IMC index, ROI indicators are also higher, while
in manufacturing and agriculture, efficiency is limited due to low integration. These results define practical
implications for enterprises in terms of step-by-step IMC implementation, increasing the share of digital channels
in the marketing budget structure to at least 45-50 percent, and establishing real-time monitoring systems; at
the level of state policy, training marketing personnel, developing digital communication infrastructure, and
expanding support mechanisms for exporting enterprises are of key importance. Future research should focus
on developing a national methodology for assessing IMC effectiveness, forming benchmark indicators by
sectors, identifying the sources of synergy among IMC elements at the micro level, and empirically analyzing
the impact of artificial intelligence and automation technologies on IMC outcomes.
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