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Abstract: The study systematically examined the theoretical foundations of criteria for evaluating marketing activity
effectiveness in construction materials manufacturing enterprises. The main theoretical approaches to measuring
marketing effectiveness — financial, market, customer, and process performance criteria — were comparatively
analyzed. Conceptual foundations of a multi-level criteria system and a balanced evaluation model were developed.
The sectoral adaptation of the marketing metrics system was theoretically substantiated, taking into account the specific
characteristics of the construction materials industry. The results demonstrated that the integrated application of financial
and non-financial criteria contributed to improving the quality of marketing management.

Key words: marketing effectiveness, evaluation criteria, construction materials, marketing metrics, marketing ROI,
customer value.

Annotatsiya: Tadqgiqotda qurilish materiallari ishlab chiqarish korxonalarida marketing faoliyati samaradorligini baholash
mezonlarining nazariy asoslari tizimli ravishda o‘rganildi. Marketing samaradorligini o‘lchashning asosiy nazariy
yondashuvlari - moliyaviy, bozor, mijozlar va jarayonlar samaradorligi mezonlari giyosiy tahlil gilindi. Ko‘p darajali mezonlar
tizimining kontseptual asoslari va muvozanatli baholash modeli ishlab chigildi. Qurilish materiallari sanoatining o‘ziga xos
xususiyatlarini hisobga olgan holda marketing ko‘rsatkichlari tizimining tarmoqgqa moslashuvi nazariy jihatdan asoslandi.
Natijalar moliyaviy va moliyaviy bo‘ilmagan mezonlarning kompleks go‘llanilishi marketing boshqaruvi sifatini yaxshilashga
hissa qo‘shganligini ko‘rsatdi.

Kalit so‘zlar: marketing samaradorligi, baholash mezonlari, qurilish materiallari, marketing ko‘rsatkichlari, marketing
investitsiyalarining daromadliligi, mijozlar giymati.

AHHOTauusa: B wnccnegoBaHMM  CUCTEMATUYECKM PACCMOTPEHbI  TEOPETUYECKME OCHOBbI  KPUTEPUEB  OLIEHKU
3(PhEKTVBHOCTN MAPKETUHIOBOW [OEATENbHOCTM Ha MPEeanpuATMAX MO MPOM3BOACTBY CTPOUTEMbHBLIX MaTepuaros.
[MpoBeneH cpaBHUTENbHLIN aHanNM3 OCHOBHbLIX TEOPETUYECKMX MOOXOAOB K M3MEPEHUO 3P(EKTUBHOCTU MapPKETUHIa
— (OUHAHCOBBIX, PbIHOYHbBIX, MOTPEOUTENBCKNX N MPOLECCHbIX KpuTepueB. Pa3dpaboTaHbl KOHLUENTyanbHble OCHOBbI
MHOIOYpPOBHEBOW CUCTEMbI KPUTEPUEB M CHanaHCpoBaHHOW MOZENN OLEHKU. TeopeTndeckn obocHoBaHa oTpacnesas
ajanTauus CucTemMbl MapKeTMHIOBbIX MOKasaTener C y4eToM crneumdukyu oTpaciv CTPOUTEMbHbLIX MaTepuarnos.
Pesynbratbl nokasanu, 4YTO KOMMIIEKCHOE MpUMEHEHVE (OUMHAHCOBBIX M HeUMHAHCOBBLIX KPUTEPMEB CMOCOOCTBYET
MOBBILLEHNMIO Ka4eCTBa yrnpaBIieHNA MapKETUHIOM.

KritoueBble crnoBa: 9EKTUBHOCTb MapKETUHra, KPpUTEPUM OLEHKM, CTPOUTENbHblIE MaTepuanbl, MapKETMHIOBble
nokasarenu, ROl mapkeTuHra, LeHHOCTb AN KNMeHTa.

INTRODUCTION

Measuring and evaluating the effectiveness of marketing activities is one of the most debated issues
in modern management science, which has aroused wide scientific interest in both academic research and
practical management [1]. In the context of construction materials companies, this issue is particularly complex,
since the parallel operation of the B2B and B2C segments of the industry, the high level of standardization
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of products, and the heterogeneity of the customer structure make it difficult to measure marketing results in
isolation [2].

Marketing accountability is a strategic topic that has gained importance in the academic literature over
the past two decades [3]. Business leaders need to see the financial return on marketing investments, but
it is scientifically proven that marketing effectiveness cannot be measured solely by financial indicators [4].
Intangible assets such as brand value, customer loyalty, and market share are transformed into financial results
in the long run, but their impact mechanism is characterized by a time lag, making direct measurement difficult.

The purpose of the study is to systematically analyze the theoretical foundations of the criteria for assessing
the effectiveness of marketing activities in enterprises producing building materials and develop a conceptual
model of a multi-level assessment system adapted to industry characteristics. The scientific tasks include:
evolutionary analysis of theoretical approaches to assessing marketing effectiveness; comparative assessment
of the system of financial and non-financial criteria; formation of a conceptual design of an integrated criteria
system taking into account the specifics of the building materials industry.

The theoretical significance of the study is that it applies the existing theoretical framework for assessing
marketing effectiveness to the specific context of the building materials industry and develops the conceptual
foundations of a multidimensional assessment system. In practice, the research results provide enterprises
with a set of scientifically sound criteria for systematic monitoring of marketing activities and improving the
quality of strategic decisions.

REVIEW OF RELATED LITERATURE

An analysis of the scientific literature on the evaluation of marketing effectiveness allows us to identify
three main stages in the evolution of this field. The first stage - the period of dominance of financial criteria -
was formed in the second half of the 20th century, when marketing effectiveness was assessed mainly through
sales volume, profit margin and cost-effectiveness indicators. Ambler scientifically substantiated the limitations
of this one-dimensional approach, showing that measuring the results of marketing activities only by financial
indicators leads to its orientation towards short-term optimization and reduces the importance of long-term
strategic investments - brand building, expanding the customer base [1].

The second stage — the emergence of multidimensional approaches — is associated with the Balanced
Scorecard proposed by Kaplan and Norton [3]. This concept complements financial indicators with customer
perspectives, internal processes, and learning and development perspectives, creating the opportunity for a
multifaceted assessment of organizational performance. In the context of marketing, this approach theoretically
substantiates the need to use non-financial criteria such as market share, customer satisfaction, and brand
health in parallel with financial metrics.

Rust, Ambler, Carpenter, Kumar, and Srivastava proposed a holistic theoretical framework for evaluating
marketing effectiveness, modeling the chain of connections between marketing actions and firm value [2].
According to their model, marketing tactics (advertising, pricing, distribution) initially lead to customer effects
(awareness, satisfaction, loyalty), then transform into market effects (market share, sales), and finally into
financial effects (profit, firm value). This chain model scientifically substantiated the multi-stage nature of
marketing effectiveness and served as a theoretical platform for unifying evaluation criteria into a single system.

The third stage — the era of marketing accountability — was formed in the second decade of the 21st
century, when the demand for proof of the return on marketing investments increased [5]. Morgan, Clark and
Gooner systematized marketing performance metrics and divided them into three categories: input metrics
(marketing budget, personnel), process metrics (marketing strategy implementation, channel effectiveness) and
outcome metrics (sales, profit, market share) [5]. This classification made it possible to understand marketing
performance as an input-process-output chain and created a theoretical basis for functional differentiation of
evaluation criteria.

Farris, Bendle, Pfeifer, and Reibstein presented a comprehensive set of marketing metrics, systematizing
more than 50 metrics for assessing marketing effectiveness [6]. Their approach divided metrics into functional
groups: market share metrics, profitability metrics, customer metrics, communication metrics, and channel
metrics. This classification has been widely used in practice, allowing marketing managers to independently
monitor various aspects of their activities.

Lenskold developed the marketing ROI concept in depth and provided the methodological basis for
calculating the return on marketing investments [7]. His approach was based on the principle of considering
marketing expenses as investments and gradually tracking their financial return. However, Kumar expanded
the marketing ROI concept and proposed, in addition to financial returns, Customer Lifetime Value (CLV) as a
key metric of the effectiveness of marketing investments [8]. The CLV concept allows marketing decisions to be
evaluated not in terms of short-term profit, but in terms of long-term customer value.
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Keller and Lehmann studied brand equity as a strategic metric of marketing effectiveness and proposed
a three-level measurement model of brand equity: customer-level brand equity (awareness, image), product-
market-level brand equity (price premium, market share), and financial-level brand equity (brand capitalization)
[4]. This model theoretically solidified the role of brand equity as an important criterion in assessing marketing
effectiveness.

Mintz and Currim conducted an extensive study of the use of marketing metrics and found that marketing
managers use an average of 9 different metrics in their decision-making [9]. They classified marketing
metrics into financial (ROI, profit, revenue), customer-based (satisfaction, loyalty, NPS), and market-based
(market share, penetration) categories. The results of the study showed that companies that achieved high
performance used a larger number and a wider range of metrics, which confirmed the practical advantages of
a multidimensional assessment system.

Homburg, Artz, and Wieseke studied the relationship between marketing effectiveness and firm performance
and found that marketing department influence directly affects the effective use of marketing metrics [10].
They found a statistically significant correlation between the systematic use of marketing metrics and higher
marketing performance in firms with higher marketing department involvement in strategic decisions.

RESEARCH METHODOLOGY

The study was based on a qualitative-theoretical paradigm and used a deductive research strategy. The
approach to generating scientific knowledge was to extract general principles from the existing theoretical base
and apply them to the specific context of the building materials industry.

The main method of the study is a systematic literature review, which covers scientific sources on the
topic of marketing effectiveness assessment. The literature was selected from among articles indexed in the
Scopus and Web of Science databases, fundamental monographs on marketing management, and scientific
publications on marketing metrics. The selection criteria were as follows: publication between 1995 and 2024;
relevance to the topics of marketing effectiveness, marketing metrics, marketing accounting; publication in
peer-reviewed publications.

The main tools of theoretical analysis are comparative analysis and conceptual modeling methods. Within
the framework of comparative analysis, various evaluation criteria were compared in terms of their characteristics,
scope, advantages and limitations. In the process of conceptual modeling, theoretical regularities identified as
a result of literature analysis were synthesized, and a multi-level criteria system and a balanced evaluation
model adapted to the building materials industry were developed.

In accordance with the principles of a systematic approach, the individual characteristics of each criterion,
as well as the interrelationships between the criteria and the mechanisms of their joint influence, were taken
into account [11]. The boundaries of the study are defined as follows: the study is theoretical in nature; the
conceptual model is presented as a theoretical platform for further empirical testing; conclusions are drawn
based on the general laws of the building materials industry.

ANALYSIS AND RESULTS

Systematic classification of marketing effectiveness criteria

As a result of the literature review, the criteria for evaluating the effectiveness of marketing activities were
classified into four main categories: financial criteria, market criteria, customer criteria, and process criteria.
This classification is based on the marketing influence chain model proposed by Rust et al. (2004) [2] and the
input-process-output classification developed by Morgan et al. (2002) [5] (Table 1).

Table 1. Systematic classification of marketing effectiveness criteria’

Criteria category Key indicators Measurement method Time horizon
. . o Marketing ROI, sales revenue, profit Quantitative and financial Short and medium
Financial criteria . :
margin, CLV accounting term
I Market share, penetration rate, brand Market research, statistical Medium and long
Market criteria iy I
recognition monitoring term
e . NPS, customer satisfaction, loyalty Surveys, transactional Short and medium
Customer criteria . . g
index, conversion analysis term
Process criteria Marketing campaign effectiveness, Interna_l audit, performance Short-term
channel profitability analysis

1 Source: Adapted from Rust et al. (2004) [2], Morgan et al. (2002) [5], Farris et al. (2010) [6].
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The classification presented in Table 1 shows the multidimensional nature of marketing performance
criteria. Each category covers a separate aspect of marketing activities, and together they form a holistic picture
of marketing effectiveness. Financial criteria measure the direct financial return on marketing investments,
while market criteria reflect the competitive position of the enterprise [6]. Customer criteria assess the quality
of relationships with consumers, and process criteria monitor the internal effectiveness of marketing activities.

Comparative analysis of financial and non-financial criteria

Striking a balance between financial and non-financial criteria in assessing marketing effectiveness is a
fundamental theoretical issue. Lenskold (2003) proposed marketing ROl as a key performance metric that
provides a clear measure of the financial return on marketing spending [7]. However, Kumar (2008) highlighted
the limitations of relying solely on ROl and justified the strategic importance of the concept of customer lifetime
value (CLV) [8]. The CLV approach elevates marketing decisions from the level of individual transactions to the
level of customer relationships and takes a long-term perspective (Table 2).

Table 2. Comparative characteristics of financial and non-financial criteria®

Feature Financial criteria Non-financial criteria

Measurement objectivity High — precise numerical indicators Average — subjective and perceptual
elements

Time horizon Short-term results Medium and long-term impact

Strategic direction Revenue optimization S;umepetltlve advantage and customer

Source of information Financial report Market research and CRM systems

Importance for building materials Calculating ROl in project sales B28 loyalty and brand trust
assessment

A comparative analysis of Table 2 shows that financial and non-financial criteria are complementary in
nature, and their separate use limits the possibility of providing a complete picture of marketing activities [9].
This feature is especially evident in the building materials industry: while calculating financial ROI in project
sales is relatively simple, in the B2B segment non-financial criteria such as customer loyalty and brand trust
play a decisive role in securing long-term contracts.

Conceptual model of a multi-level criteria system

Based on the results of the literature review and comparative analysis, a multi-level system of criteria
for assessing the effectiveness of marketing activities for building materials enterprises was developed. This
system includes three hierarchical levels: strategic level, tactical level, and operational level [3, 10].

The strategic level assesses the degree to which an enterprise achieves its long-term marketing goals and
includes criteria such as market share dynamics, brand value, and customer lifetime value (CLV). These criteria
are used at the enterprise management level and reflect the effectiveness of strategic marketing decisions
[8]. The tactical level assesses the effectiveness of marketing programs and campaigns and is divided into
three subcategories: financial criteria (marketing ROI, sales profitability, marketing expense ratio), market
criteria (market penetration, price premium index, distribution coverage), and customer criteria (NPS, customer
retention rate, purchase conversion). The operational level monitors the effectiveness of daily marketing
activities and evaluates the results of individual marketing activities (Figure 1).

2 Source: Adapted from Lenskold (2003) [7], Kumar (2008) [8], Keller and Lehmann (2006) [4].
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Figure 1. Multi-level criteria system for assessing the effectiveness of marketing activities®

The multi-level system visualized in Figure 1 reflects the hierarchical logic of assessing marketing
effectiveness. While strategic-level criteria provide information about the overall marketing effectiveness of
the enterprise, tactical-level criteria allow for a separate analysis of functional aspects of effectiveness. The
operational level, on the other hand, includes individual indicators that make up tactical-level criteria and serves
for operational monitoring of marketing activities [5], [6].

Theoretical foundations of the balanced scorecard model

Abalanced scorecard model was developed as a conceptual element complementing the multi-level criteria
system. This model was adapted to the specifics of the building materials industry, based on the principles
of the Balanced Scorecard proposed by Kaplan and Norton [3] and the classification of marketing metrics
developed by Morgan and colleagues [5].

The model includes five balanced dimensions: financial performance (ROI, CLV, sales growth), market
performance (market share, brand awareness), customer performance (NPS, satisfaction, loyalty), process
performance (time, cost, quality), and innovation performance (new product success, digital marketing). The

central integration point of the five dimensions — total marketing effectiveness — represents the synergistic
result of all dimensions (Figure 2) [12].

MOLIYAVIY
SAMARADORLIK

INNOVATSION
SAMARADORLIK

BOZOR .
SAMARADORLIGI

Bazor lushi, brend
tanilishi

MARKETING

SAMARADORLIGI

MIJOZ
SAMARADORLIGI

WPS, qoaigish,
sodiqik

—

Figure 2. Balanced Criteria Model for Evaluating Marketing Effectiveness*

3 Source: Authors’ elaboration based on Ambler (2003) [1], Rust et al. (2004) [2], Homburg et al. (2012) [10].
4 Source: Authors’ elaboration based on Kaplan and Norton (1996) [3], Morgan et al. (2002) [5].
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The balanced model presented in Figure 2 reflects the multifaceted nature of marketing effectiveness,
visualizing the interrelationships of all five dimensions. The practical significance of this model in the building
materials industry is that it allows enterprises to avoid one-sided evaluation of marketing activities - based on only
financial or only market criteria - and to see the whole picture. The dotted lines between the dimensions indicate
their mutual influence: for example, an increase in customer effectiveness (NPS increase) is transformed into
market effectiveness (market share increase) and ultimately into financial effectiveness (profit increase) [2], [8].

Sectoral adaptation of the criteria system in the building materials industry

The specific characteristics of the building materials industry require a number of industry-specific
adaptations to marketing effectiveness criteria. First, due to the dominance of the B2B segment, some criteria
used in traditional consumer marketing (for example, brand awareness among a wide audience) must be
adapted to the industry - brand trust and reputation index among professional buyers are more informative
metrics [11].

Second, due to the long sales cycle and the nature of project purchases, it is not sufficient to assess
marketing effectiveness based on short-term indicators. When applying the CLV concept to the context of
building materials, the customer life cycle should include not only individual purchases, but also a series of
project contracts, the frequency of repeat orders and referral value [8]. Third, the quality of logistics service
and adherence to delivery times should be considered as important criteria for marketing effectiveness in the
building materials industry, as they directly affect customer satisfaction and loyalty (Table 3) [12].

Table 3. Adaptation of the criteria system to the building materials industry®

General criterion Sectoral adaptation Theoretical basis
Market share Market share segmented by product type Farris et al. (2010) [6]
Brand value Brand trust index among professional buyers ﬁe};ller and Lehmann (2006)
NPS NPS between contractors and project managers Mintz and Currim (2013) [9]
Marketing ROI ROI calculation for project sales Lenskold (2003) [7]

CLv Contractual CLV: project series and referral value Kumar (2008) [8]
Distribution efficiency Logistics service quality and delivery time compliance Petersen et al. (2009) [11]

The industry adaptations presented in Table 3 clarify the system of marketing metrics for building materials
enterprises and create the opportunity to adapt them to the real conditions of the industry. In the process of
adaptation, the content of traditional metrics is redefined in accordance with the industry context, and this
theoretically based approach increases the informativeness and practical applicability of metrics [9], [11].

CONCLUSION AND SUGGESTIONS

As a result of the study, a number of important theoretical conclusions were formed on the criteria for
assessing the effectiveness of marketing activities in building materials manufacturing enterprises. A systematic
literature review theoretically identified the evolution of the marketing effectiveness assessment paradigm -
the transition from a one-dimensional financial approach to a multidimensional integrated approach [1], [2].
Marketing effectiveness criteria were classified into four main categories: financial, market, customer and
process criteria, with each category having its own measurement methods, time horizon and strategic direction.

Two conceptual models developed in the study — the multilevel criteria system and the balanced scorecard
model — serve as a theoretical platform for a systematic assessment of marketing effectiveness. The multilevel
system reflects the hierarchical relationship between the strategic, tactical, and operational levels, allowing for
the differentiation of marketing effectiveness at different levels of management [3, 10]. The balanced scorecard
model theoretically substantiates the need to ensure a balance between five dimensions of marketing
effectiveness — financial, market, customer, process, and innovation effectiveness.

The specific characteristics of the building materials industry — the dominance of the B2B segment, the
long sales cycle, the importance of logistics services — have been theoretically justified as requiring industry-
specific adaptation of the marketing metrics system [4], [11]. Versions of traditional metrics adapted to the
industry context have been developed: professional brand trust index, contractual CLV, project marketing ROI,
and logistics service quality metrics.

Based on the results of the theoretical analysis, the following scientific proposals are put forward. First,
it is advisable for building materials enterprises to use a multidimensional integrated approach to assessing

5 Source: Compiled by the authors based on theoretical analysis.
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marketing effectiveness, rather than relying solely on financial criteria [7], [8]. Second, the criteria system
should be built on the principle of a multi-level hierarchy and information flow between the strategic, tactical
and operational levels should be ensured [5]. Third, it is necessary to carry out industry adaptation of traditional
marketing metrics and use metrics that take into account the B2B characteristics of the building materials
market [9].

Fourth, in the context of digital transformation, it is necessary to integrate digital marketing metrics (website
conversion, digital channel ROI, online reputation index) into marketing performance criteria [12]. Empirical
testing of the developed conceptual models, comparative analysis of the effectiveness of the criteria system in
different market conditions, and study of the integration of digital marketing metrics with traditional metrics are
recommended as promising areas for future research.
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