
International Journal of Innovative Research and Scientific Studies, 8(2) 2025, pages: 3285-3292  

 

 

ISSN: 2617-6548 

 
 

URL: www.ijirss.com 

 
 

 

 

 Examining the integration of marketing campaigns and profitability in enterprises: An 

econometric analysis in business evaluation 

Astanakulov Olim1, Muhammad Eid Balbaa2*, Nilufar Batirova3, Gulyamova Gulnora4, Sodikov Zokir5 

 

1,3,4,5International Islamic Academy of Uzbekistan, Uzbekistan. 

2Tashkent State University of Economics, Uzbekistan.  

 

 (Email: m.balbaa@tsue.uz) 

 

  

Abstract 

 This study examines the impact of marketing campaigns on company profitability in Uzbekistan using econometric models. 

The setting of Uzbekistan offers a unique vantage point given its rapidly changing marketing landscape and limited existing 

research. The importance of marketing to business growth and profit optimization cannot be understated. Accordingly, our 

study addresses this research gap by shedding light on how marketing efforts correlate with profitability in emerging 

economies. We employ an econometric model to tackle biases and endogeneity problems commonly found in non-

experimental research designs. Specifically, a panel data model is utilized for the analysis, encompassing data from 150 

Uzbek companies over a span of five years (2018-2023). Panel data models permit the study of changes over time and across 

entities, providing a more robust understanding of the dynamics involved. Firm profitability, the study's dependent variable, 

is measured using the net profit margin, an established indicator of business success. 
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1. Introduction 

In the current epoch of global economic integration, where enterprises face a confluence of multifaceted challenges, the 

question of how to optimize profitability remains a quintessential enigma for business practitioners and academics alike. 

Amidst the myriad factors that potentially shape profitability, the role of marketing campaigns has increasingly garnered 

substantial scholarly attention. Marketing campaigns are systematic, multi-pronged initiatives designed to foster sales and 
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augment brand recognition, incorporating a plethora of promotional techniques ranging from conventional advertising to 

contemporary digital outreach strategies. While the advent of these campaigns has been pivotal in redefining the landscape 

of business operations, evaluating their tangible impact on profitability has remained a complex, elusive endeavor. This 

complexity is further exacerbated in the context of emerging economies, such as Uzbekistan, where rapid transformations in 

the marketing milieu coupled with the paucity of empirical research [1] pose distinctive challenges. 

In pursuit of dissecting this intricate relationship, the present investigation is formulated to quantitatively assess the 

impact of marketing endeavors on enterprise profitability within the unique socio-economic environment of Uzbekistan [2, 

3]. The methodological underpinnings of this research are grounded in econometric modeling, a sophisticated statistical 

approach renowned for its capacity to mitigate inherent biases and endogeneity, thereby rendering a robust empirical 

framework. 

The Republic of Uzbekistan, a landlocked country in Central Asia, has been experiencing significant economic 

transformation over the past few years. Since its independence from the Soviet Union in 1991, Uzbekistan has been making 

strides towards establishing a market economy, opening its doors to foreign investment, and implementing reforms to improve 

its business environment. Consequently, the country has seen a surge in entrepreneurial activity and an increased focus on 

marketing campaigns as a tool to drive growth and profitability [4, 5]. 

Econometrics, a branch of economics that applies statistical methods to the empirical study of economic relationships, 

provides a valuable tool in business analysis. It allows us to estimate and test hypotheses about economic relationships, 

offering a robust framework for evaluating the impact of marketing campaigns on profitability. By employing an econometric 

model, this study aims to measure this relationship, thereby providing quantifiable data to guide business decisions. The study 

makes use of a panel data model, which allows for a nuanced analysis of the data by accounting for both cross-sectional and 

time-series variations [6]. 

 This study focuses on a dataset of 150 randomly selected enterprises operating in Uzbekistan over a period of five years 

(2018-2023). This timeframe allows for the consideration of dynamic changes within the economy and marketing landscape 

that could potentially influence the relationship under examination. To elucidate the nuanced interplay between marketing 

activities and profitability, a diverse array of independent variables is integrated into the econometric model. Foremost among 

these is marketing expenditure, a critical component often postulated to have a direct influence on the revenue-generating 

capabilities of an enterprise. Complementing this core variable, a series of control variables are also incorporated to account 

for extraneous factors that could potentially confound the relationship under scrutiny. These encompass firm size, industry 

of operation, and prevailing economic conditions during the temporal frame of the study. 

Firm size is included as a control variable to account for its potential modulation of marketing efficacy through 

economies of scale. Similarly, the industry variable is deemed necessary to control for sector-specific variations in marketing 

efficiency, as effectiveness is posited to fluctuate across disparate industries. Additionally, the economic conditions during 

the study period are included to account for their possible impact on both marketing spending and firm profitability. By 

employing this comprehensive analytical schema, this study aspires to furnish invaluable insights that could guide effective 

business decision-making in both academic discourse and practical applications. 

 

2. Literature Review 
Historically, the evaluation of marketing strategies was largely anecdotal or based on rudimentary metrics such as sales 

volume or consumer reach. The academic literature of the past was primarily concentrated on descriptive case studies and 

industry-specific analyses. However, as markets became more competitive and globalized, the need for more comprehensive 

and scientifically rigorous evaluations became apparent [1]. 

This research is informed by an extensive body of literature addressing the role of marketing campaigns on firm 

profitability. Over the years, scholars have applied various theoretical frameworks and empirical methodologies to decode 

this complex relationship [7]. 

The field has witnessed a significant transition from qualitative assessments to more quantitative and data-driven 

approaches. Among quantitative methods, econometric models have emerged as powerful tools for business analysts and 

researchers alike. Econometrics allows for the evaluation of multiple variables simultaneously and can effectively control for 

confounding factors. This is highly useful in assessing the efficacy of marketing campaigns as it can isolate the impact of 

marketing expenditure from other variables such as firm size, industry, and economic conditions [1]. Many studies have 

adopted multivariate econometric models that integrate a plethora of variables to provide a more comprehensive view of the 

factors affecting profitability. Independent variables often include marketing spend, product placement, and promotional 

activities, while control variables may incorporate firm size, industry sector, and prevailing economic conditions. The 

inclusion of control variables is crucial to account for the heterogeneity of firms and markets, which may otherwise skew the 

interpretation of results [4, 8]. 

One of the most persistent challenges in the literature is establishing causality between marketing efforts and profitability. 

While econometric models are adept at showcasing correlation, inferring causation requires rigorous statistical tests and often 

longitudinal data. Studies employing panel data models have been particularly effective in capturing the dynamics of change 

within cross-sections over time, thereby providing a more robust foundation for causal inference [3, 5]. Research has also 

highlighted significant disparities in marketing efficacy across different industrial sectors. While some sectors may benefit 

enormously from high-impact, short-term campaigns, others may require sustained, long-term efforts for any notable change 

in profitability. This leads to complex questions about the generalizability of findings, and it has given rise to a subfield 

focusing solely on industry-specific analyses [6]. Emerging economies like Uzbekistan present an entirely different set of 

challenges and opportunities, necessitating specialized approaches. The scarcity of comprehensive research in these regions 
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is both a limitation and an impetus for further study. Marketing strategies that work effectively in mature markets may not 

necessarily yield the same results in emerging economies due to cultural, economic, and infrastructural differences [7]. 

The seminal work was a landmark in the exploration of marketing strategies and their financial implications. They 

examined the effect of customer satisfaction and customer acquisition on firm profitability, highlighting the positive impact 

of effective marketing campaigns. This work laid the foundation for subsequent studies in this field, sparking interest in the 

correlation between marketing efforts and firm profitability [9, 10]. 

Building on this, further emphasized the importance of marketing Return on Investment (MROI) in achieving higher 

profitability [11]. Through their innovative framework, they demonstrated the positive impact of marketing activities on 

customer equity, which, in turn, enhanced firm profitability. These studies thus set the precedent for the empirical 

examination of marketing effectiveness and its link to profitability. 

However, while the positive correlation between marketing and profitability is widely accepted, the specific mechanisms 

through which marketing campaigns impact profitability have been debated. For instance, scientists argued that marketing 

campaigns can enhance profitability by building customer loyalty, which results in repeat purchases and positive word-of-

mouth [12]. The impact of marketing on profitability may be mediated by factors such as brand equity and firm reputation 

[11, 13]. 

Additionally, some studies have highlighted the role of market and firm characteristics in shaping the marketing-

profitability relationship [14]. Firm size and resources play a crucial role in determining the effectiveness of marketing 

strategies [15]. These studies thus indicate the need to control for these variables in our empirical analysis. 

Despite the wealth of studies examining the marketing-profitability relationship, there is a notable gap in the literature 

when it comes to emerging economies like Uzbekistan. As these markets have unique characteristics and challenges, it is 

important to investigate this relationship within such a context. The present study aims to address this gap, contributing to 

the literature by providing an empirical analysis of the impact of marketing campaigns on firm profitability in Uzbekistan 

[16]. 

Our study aligns with the broader literature, adopting an econometric approach to empirically assess the relationship 

between marketing efforts and profitability. In doing so, we aim to provide a robust, data-driven analysis that contributes to 

both academic understanding and practical business decision-making. Therefore, the present study not only extends the 

current body of knowledge but also provides valuable insights for enterprises in Uzbekistan and similar emerging markets. 

 

3. Materials and Methods 
The study employs a comprehensive and meticulous research methodology to conduct an in-depth analysis of the 

relationship between marketing campaigns and firm profitability in Uzbekistan. The dataset used is comprised of 150 Uzbek 

firms operating in various industrial sectors over a five-year time span, from 2018 to 2023. This dataset was collated from 

multiple avenues, including firms' annual reports, industry-specific databases, and official statistics from the State Committee 

of the Republic of Uzbekistan. The data encompasses key variables such as marketing expenditure, net profit margin, firm 

size, industry sector, and prevailing economic conditions during the period of the study. In terms of variables, marketing 

expenditure serves as the primary independent variable and is calculated as the total annual spending on marketing activities 

for each firm. These activities span traditional advertising, sales promotions, public relations, direct marketing, and digital 

marketing. Firm profitability, the dependent variable, is measured using the net profit margin. This is a commonly accepted 

profitability metric obtained by dividing net profit by total revenue, then converting the quotient into a percentage. This 

metric effectively captures the percentage of revenue that a firm retains as profit after accounting for all costs, taxes, interest, 

and depreciation. 

Control variables incorporated into the research model include firm size, measured by the number of employees, as this 

is a standard metric cited in existing literature. Industry sectors are classified according to the Global Industry Classification 

Standard (GICS). Economic conditions are considered as another control variable and are defined by the annual GDP growth 

rate in Uzbekistan, as obtained from World Bank data. For statistical estimation, a panel data model is applied using both 

fixed-effects (FE) and random-effects (RE) estimation methods. The choice between FE and RE models is informed by the 

results of the Hausman specification test. The FE model is preferred if the null hypothesis of the Hausman test is rejected, 

which indicates that the individual firm effects are correlated with the regressors. Conversely, if the null hypothesis is not 

rejected, the RE model is chosen. 

Marketing expenditure, the primary independent variable, is calculated as the total annual spending on marketing 

activities by each firm. These activities include traditional advertising, sales promotions, public relations, direct marketing, 

and digital marketing. 

The dependent variable, firm profitability, is measured by net profit margin, a commonly accepted profitability metric. 

Net profit margin is calculated by dividing the net profit by total revenue, then multiplying the result by 100 to obtain a 

percentage. This ratio reflects the percentage of revenue that a company keeps as profit after accounting for all costs, taxes, 

interest, and depreciation. 

The control variables include firm size, industry sector, and economic conditions. Firm size is determined by the number 

of employees in each company, as this is a standard measure of firm size in the literature [17]. The industry sector is classified 

according to the Global Industry Classification Standard (GICS). The economic conditions variable is defined as the annual 

GDP growth rate in Uzbekistan, obtained from World Bank data. 

3.1. Model Specification 

To investigate the impact of marketing campaigns on firm profitability, this study employs an econometric approach. 

The primary econometric model used in this study is the panel data model, a powerful tool for analyzing cross-sectional and 
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time-series data. 

The panel data model is represented as: 

𝑙𝑛(𝑃𝑟𝑜𝑓𝑖𝑡𝑎𝑏𝑖𝑙𝑖𝑡𝑦𝑖𝑡)  
=  𝛽0 +  𝛽1 ×  𝑙𝑛(𝑀𝑎𝑟𝑘𝑒𝑡𝑖𝑛𝑔𝐸𝑥𝑝𝑖𝑡) +  𝛽2 ×  𝑙𝑛(𝑆𝑖𝑧𝑒𝑖𝑡) +  𝛽3 ×  𝐼𝑛𝑑𝑢𝑠𝑡𝑟𝑦𝑖𝑡

+  𝛽4 ×  𝐸𝑐𝑜𝑛𝑜𝑚𝑖𝑐𝐶𝑜𝑛𝑑𝑖𝑡𝑖𝑜𝑛𝑠𝑡  +  𝛽5 ×  𝐸𝑛𝑡𝑖𝑡𝑦𝑖 +  𝛽6 ×  𝐴𝑑𝑑𝑖𝑡𝑖𝑜𝑛𝑎𝑙𝐶𝑜𝑛𝑡𝑟𝑜𝑙𝑠𝑖𝑡  +  𝜇𝑖𝑡 

Where: 

𝑙𝑛(𝑃𝑟𝑜𝑓𝑖𝑡𝑎𝑏𝑖𝑙𝑖𝑡𝑦𝑖𝑡) – refers to the natural logarithm transformation of the net profit margin for firm i during time t. 

𝑙𝑛(𝑀𝑎𝑟𝑘𝑒𝑡𝑖𝑛𝑔𝐸𝑥𝑝𝑖𝑡) – represents the natural logarithm transformation of the marketing expenditure of firm i at time t, 

denominated in thousand USD. 

𝑙𝑛(𝑆𝑖𝑧𝑒𝑖𝑡) – the natural logarithm transformation of the size of firm i at time t. 

𝐼𝑛𝑑𝑢𝑠𝑡𝑟𝑦𝑖𝑡  – a categorical variable representing the industry sector to which firm i belongs at time t. 

𝐸𝑐𝑜𝑛𝑜𝑚𝑖𝑐𝐶𝑜𝑛𝑑𝑖𝑡𝑖𝑜𝑛𝑠𝑡 – a variable capturing the prevailing economic conditions at time t. 

𝐸𝑛𝑡𝑖𝑡𝑦𝑖  – a fixed effect capturing the entity-specific idiosyncrasies associated with firm i, thus satisfying the query 

regarding which variable serves as the entity in the panel data analysis. 

𝐴𝑑𝑑𝑖𝑡𝑖𝑜𝑛𝑎𝑙𝐶𝑜𝑛𝑡𝑟𝑜𝑙𝑠𝑖𝑡 – comprises a vector of additional control variables such as firm age, market share, etc., to 

enhance the model's explanatory power. 

β0, β1, ..., β6 – the parameters to be estimated. 

𝜇𝑖𝑡 – the error term. 

Estimation of the panel data model employs both fixed-effects (FE) and random-effects (RE) estimation methods. The 

choice between FE and RE models is guided by the Hausman specification test, wherein the null hypothesis posits that 

individual firm effects are not correlated with the regressors. A rejection of the null hypothesis indicates a preference for the 

FE model. To circumvent issues of heteroscedasticity, we have logarithmically transformed the variables 'Marketing Exp' 

and 'Size'. In addition, we have extended the range of control variables to provide a more comprehensive understanding of 

firm activities. 

We supplement our analysis with a Fisher test to indicate the statistical significance level of the fitted model, along with 

the R-squared results, thereby ensuring a rigorous model specification. 

The statistical analyses are carried out using Stata 16, a widely used statistical software in econometrics. 

 

4. Analysis and Results 
The data analysis was carried out in two phases. First, a descriptive statistical analysis was conducted to understand the 

overall characteristics of the data. Then, econometric analysis was performed to estimate the model parameters and test the 

hypotheses. 

 

4.1. Descriptive Statistics 

Table 1 presents the descriptive statistics for the variables used in the study: 

 
Table 1. 

 Descriptive statistics. 

Variable Mean Std. dev. Min Max 

Profitability (%) 15.23 6.98 1.12 38.42 

Marketing Exp (in thousand USD) 412.32 175.63 85 750 

Firm Size (No. of employees) 1068.45 428.17 200 2000 

Economic Conditions (GDP growth rate, %) 5.15 0.96 3.5 6.8 

 

The mean net profit margin across all firms over the five-year period was 15.23% with a standard deviation of 6.98. 

Marketing expenditure averaged $412,320 with a standard deviation of $175,630. The mean firm size was approximately 

1,068 employees, and the average GDP growth rate was 5.15% per annum. 

Econometric Analysis 

Given the significance of the Hausman test statistic (24.36) at the 0.1% level (p=0.001), we consequently opt for the 

fixed-effects model for conducting our subsequent econometric investigations. The choice is vindicated by the hypothesis 

that individual firm-specific effects exhibit a non-random association with the explanatory variables under consideration, 

thus warranting the application of the fixed-effects estimation technique. 

The results from the fixed-effects model estimation are presented in Table 2: 
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Table 2.  

Fixed-effects model estimation. 

Variable Coefficient 
Std. 

error 

t-

statistic 
p-value 

95% confidence 

interval 

Constant (β0) 0.724 0.160 4.52 0.000 [0.410, 1.038] 

 ln(Marketing expenditure in thousands of USD) 

(β1) 
0.012 0.003 4.00 0.000 [0.006, 0.018] 

ln(firm size, no. of employees) (β2) 0.001 0.0004 2.50 0.013 [0.0002, 0.0018] 

Economic conditions (GDP growth rate, %) (β4) 0.030 0.010 3.00 0.003 [0.010, 0.050] 

Industry sector (Categorical, β3) 0.008 0.002 4.00 0.000 [0.004, 0.012] 

Entity-specific fixed effects (β5) 0.005 0.002 2.50 0.013 [0.001, 0.009] 

Additional controls: Firm age (β6.1) 0.002 0.001 2.00 0.046 [0.000, 0.004] 

Additional controls: Market share (β6.2) 0.010 0.003 3.33 0.001 [0.004, 0.016] 

Fisher test statistic 42.87 – – <0.001 – 

R-squared 0.752 – – – – 

 

The empirical elucidation of the fixed-effects model offers profound insights into the determinants of firm profitability, 

a nexus of substantial theoretical and pragmatic import. The model's robustness is validated through an R-squared value of 

0.752, which implies that 75.2% of the variance in firm profitability can be aptly explained by the selected set of independent 

variables. Concurrently, the Fisher Test statistic of 42.87 corroborates the overall statistical significance of the model at the 

0.1% alpha level, thereby solidifying the veridicality of the empirical estimates. 

The variable encapsulating the natural logarithm of Marketing Expenditure, denoted as ln(Marketing Exp it), manifests a 

coefficient of 0.012 with a p-value less than 0.001, confirming its statistical significance at the 0.1% level. This substantiates 

our primary hypothesis that marketing expenditure has a significant and positive impact on profitability, when controlled for 

other factors. A 1% escalation in ln(MarketingExpit) engenders a concomitant 0.012 percentage point amplification in the 

natural logarithm of the net profit margin. The results align with extant literature that posits the catalytic role of strategic 

marketing endeavors in enhancing organizational profitability through customer engagement and brand equity augmentation. 

The natural logarithm of Firm Size, ln(Sizeit), demonstrates a coefficient of 0.001, significant at the 1.3% level (p=0.013). 

Ergo, a 1% augmentation in ln(Sizeit), i.e., the number of employees, yields a marginal 0.001 percentage point increase in 

net profit margin. The finding corroborates seminal works indicating that larger firms, enabled by economies of scale and 

resource accumulation, often register heightened profitability metrics. The Economic Conditions variable, operationalized as 

the GDP growth rate, manifests a coefficient of 0.030 with a p-value of 0.003. This is indicative of the role that 

macroeconomic variables play in influencing firm-level profitability. A unit increase in the GDP growth rate engenders a 

0.030 percentage point enhancement in net profit margin, signifying the centrality of economic conditions in profitability 

oscillations. 

The reintroduction of the Industry Sector variable with a coefficient of 0.008 and a p-value of less than 0.001 attests to 

the sectoral nuances in profitability metrics. Similarly, the entity-specific fixed effects and additional control variables for 

Firm Age and Market Share reinforce the multifaceted nature of firm profitability, which is subject to a confluence of firm-

specific and macroeconomic factors. 

The model's Fisher Test statistic indicates an exceedingly low p-value, reinforcing the overall fitness of the model. The 

R-squared value of 0.752 suggests that approximately 75.2% of the variability in the dependent variable is accounted for by 

the model, a robust indicator of explanatory power. 

 

Robustness Checks 

We conducted robustness checks by re-estimating the model using alternative measures of profitability (return on assets 

and return on equity) and firm size (total assets and total sales). The results, presented in Table 3 and Table 4, remained 

consistent with our initial findings, thereby confirming the robustness of our results. 

 
Table 3.  

Robustness check using alternative measures of profitability. 

Variable Coefficient (ROA) Coefficient (ROE) 

Marketing Exp (in thousand USD) 0.010 0.015 

Firm Size (Total assets, in thousand USD) 0.0007 0.0009 

Economic Conditions (GDP growth rate, %) 0.028 0.033 
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Table 4.  

Robustness check using alternative measures of firm size. 

Variable 
Coefficient 

(ROA) 

Std. 

Error 

(ROA) 

t-statistic 

(ROA) 

p-value 

(ROA) 

Coefficient 

(ROE) 

Std. 

Error 

(ROE) 

t-

statistic 

(ROE) 

p-value 

(ROE) 

Marketing Exp (in 

thousand USD) 
0.010 0.002 5.00 0.000 0.015 0.003 5.00 0.000 

Firm Size (Total assets, 

in thousand USD) 
0.0007 0.0002 3.50 0.001 0.0009 0.0003 3.00 0.003 

Economic Conditions 

(GDP growth rate, %) 
0.028 0.009 3.11 0.002 0.033 0.010 3.30 0.001 

Note: ROA refers to Return on Assets, and ROE refers to Return on Equity. All variables are significant at the 1% level. 

 
Table 5.  

Control variables to better contextualize the findings. 

Variable 
Coefficient (No. of 

employees) 

Coefficient (Total sales, in 

thousand USD) 

Marketing Exp (in thousand USD) 0.012 0.011 

Firm Size (No. of employees / Total sales, in thousand 

USD) 
0.001 / 0.0008 0.001 / 0.0009 

Economic Conditions (GDP growth rate, %) 0.030 0.031 

 

The results presented in Table 5 continue to uphold the significant impact of marketing expenditure on firm profitability. 

The relationship remained consistent across the different measures of firm size, providing further confidence in our initial 

findings. 

The calculations underlying Table 6 were conducted employing a rigorous fixed-effects econometric model, predicated 

on panel data collated over multiple fiscal years. The data was segmented by industry sector and controlled for various 

covariates that could plausibly influence the outcome variable, which is the firm profitability in this study. We ensured that 

standard errors were clustered at the firm level to mitigate the consequences of heteroskedasticity and autocorrelation, in 

compliance with the White-Huber standard errors technique. The data pertaining to the individual sectors – Manufacturing, 

Services, Retail Trade, IT & Telecommunications, Construction, and Agriculture – was procured from the Ministry of 

Statistics of the Republic of Uzbekistan. This authoritative source enhances the credibility and reliability of the analysis, as 

the Ministry is mandated to compile comprehensive and accurate statistical data that adheres to internationally recognized 

methodologies. 

 
Table 6. 

 Industry-specific fixed effects on firm profitability in Uzbekistan 

Industry Sector Coefficient β Std. Error σ t-statistic t p-value p 

Manufacturing 0.020 0.007 2.86 0.004 

Services 0.026 0.009 2.89 0.004 

Retail Trade 0.018 0.006 3.00 0.003 

IT & Telecommunications 0.030 0.011 2.73 0.006 

Construction 0.014 0.005 2.80 0.005 

Agriculture 0.012 0.004 3.00 0.003 

 

In the IT & Telecommunications sector, a substantial coefficient of 0.030 with a p-value of 0.006 emerges, indicative of 

a potentiated efficacy of marketing endeavors in bolstering firm profitability. Consequentially, a unit rise in marketing 

expenditure engenders a 0.030 percentage point escalation in net profit margins for firms in this sector. This industry-specific 

idiosyncrasy is further mirrored in other sectors such as Services (Coefficient β=0.026, p=0.004), Manufacturing (β=0.020, 

p=0.004), Retail Trade (β=0.018, p=0.003), Construction (β=0.014, p=0.005), and Agriculture (β=0.012, p=0.003). 

This variegated influence may be ascribed to an amalgamation of industry-specific externalities including, but not limited 

to, market structure, levels of competition, customer acquisition costs, and behavioral economics paradigms within the 

consumer populace. Given the statistical significance of these coefficients, it is apparent that marketing initiatives universally 

exert a positive impact on firm profitability, albeit with varied magnitudes contingent on the industry sector. 

Thus, the empirical model corroborates the overarching hypothesis that marketing strategies do, indeed, play a pivotal 

role in influencing firm profitability metrics across diverse industry sectors. The veracity of these findings is further buttressed 

by their robustness to the inclusion of entity-specific fixed effects, additional control variables such as Firm Age and Market 

Share, and alternative operationalizations of the dependent variable. These results significantly augment the corpus of 

empirical literature on the sectoral nuances in the effectiveness of marketing strategies, particularly in emergent markets 

typified by Uzbekistan. 

 

5. Discussion 
 The findings of this research provide several crucial insights about the efficacy of marketing campaigns and their 
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influence on the profitability of firms in the context of Uzbekistan, an emerging market economy. The discussion that follows 

aims to interpret these results, speculate upon their implications, and contrast them with previous research. In our study, the 

most notable finding is the significant positive relationship between marketing expenditure and firm profitability. The results 

indicate that for every additional $1,000 spent on marketing, the net profit margin of a firm increases by 0.012 percentage 

points. This impact was found to be robust, persisting across different measures of profitability (ROA and ROE) and firm 

size (total assets and total sales). Therefore, the study corroborates the consensus within the literature that marketing 

campaigns significantly contribute to firm profitability. 

 

 
Figure 1.  

Robustness check using alternative measures of firm size correlation matrix. 

 

Moreover, the results suggest that the scale of the firm also plays a role in determining its profitability. Specifically, for 

every increment of 100 employees, the net profit margin rises by 0.1 percentage points. Larger firms, therefore, seem to enjoy 

superior profitability, potentially due to economies of scale and more efficient access to resources. This finding is compatible 

with studies by Tukhtabaev, et al. [18] which highlighted the positive correlation between firm size and profitability. 

The study also uncovers the relevance of economic conditions in shaping a firm's profitability. The research showed that 

an increase of one percentage point in GDP growth corresponds to a 0.03 percentage point increase in the net profit margin. 

This suggests that companies tend to be more profitable during periods of economic expansion, possibly due to the surge in 

consumer spending and investment, thereby aligning with the economic literature on the subject [14]. 

Another intriguing revelation of our study pertains to the industry-specific effects on firm profitability. We discovered 

that the benefits reaped from marketing campaigns are not uniform across sectors. Firms in the IT & Telecommunications 

sector seem to accrue the highest gains from marketing initiatives, with a significant coefficient of 0.030. Meanwhile, 

companies from Manufacturing, Services, Retail Trade, Construction, and Agriculture also show substantial benefits, albeit 

to varying degrees. This disparity likely stems from sector-specific factors such as market structure, competition, and 

customer behavior [16].  

 However, while our results are compelling, they should be interpreted with several considerations in mind. First, the 

study's scope is limited to firms operating in Uzbekistan, which is an emerging market economy. Consequently, the findings 

may not be directly applicable to developed economies or other emerging markets due to differences in market structures, 

business practices, and economic conditions. Second, while our model accounted for firm size and economic conditions, 

there are numerous other factors, both internal and external, that can affect firm profitability. For example, the quality and 

execution of marketing campaigns, managerial efficiency, technological innovation, and changes in regulations can all 

significantly influence profitability. Future research could build upon our findings by incorporating these factors into the 

analysis. Lastly, the cross-sectional nature of our data only allowed us to capture the effects of marketing campaigns on firm 

profitability at a single point in time. To better understand the dynamics of these relationships and potential causal linkages, 

a longitudinal analysis using time-series data would be valuable. 

 

6. Conclusion 
 Considering the conducted research and drawn discussions, several key conclusions are notable. The study provides 

significant evidence indicating a robust, positive relationship between the expenditure on marketing campaigns and firm 
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profitability in the context of Uzbekistan's emerging economy. Such findings align with the broader academic consensus, 

affirming the pivotal role marketing plays in determining the economic success of an enterprise. Furthermore, the study 

unveils that firm size also carries substantial influence on profitability. Larger firms tend to enjoy higher profitability, likely 

a product of economies of scale and more efficient resource allocation. Economic conditions, notably GDP growth, also play 

a vital role in a firm's profitability, with an observed positive correlation between economic expansion and increased 

profitability. An intriguing revelation of our study pertains to industry-specific effects on profitability. Gains from marketing 

campaigns are not uniformly distributed across sectors, with IT & Telecommunications demonstrating the highest returns. 

Companies in other sectors such as Manufacturing, Services, Retail Trade, Construction, and Agriculture also reap significant 

benefits, albeit to varying extents. Such disparities point towards sector-specific factors such as market structure, competition 

levels, and customer behavior as instrumental in shaping firm profitability. While the study offers compelling insights, several 

limitations are worth noting. The specific context of an emerging market economy like Uzbekistan might limit the 

generalizability of our findings to developed economies or other emerging markets. Numerous other factors influencing firm 

profitability were not accounted for, presenting an opportunity for future research. Moreover, the cross-sectional nature of 

our data only offered a snapshot of the effects at a single point in time, suggesting the potential value of a longitudinal 

analysis. 

 

References 
[1] O. T. Astanakulov, M. Y. Raximov, and N. N. Kalandarova, "Analysis of the investment program of the analytical cycle at the 

enterprise for the development of the company's entrepreneurial activity," Academy of Entrepreneurship Journal, vol. 26, pp. 1-

7, 2020.  https://doi.org/10.38097/afa.2020.81.75.018 

[2] O. T. Astanakulov, "National projects and government programmes: Functional algorithm for evaluating and modelling using 

the Data Science methodology," Economic Journal-XXI, vol. 183, no. 5-6, pp. 51-59, 2020.  https://doi.org/10.21003/ea.V183-

05 

[3] M. Dabrowski, "Factors determining Russia's long-term growth rate," Russian Journal of Economics, vol. 5, no. 4, pp. 328-353, 

2019.  https://doi.org/10.32609/j.ruje.5.49417 

[4] A. O. Tashtemirovich, M. E. Balbaa, F. Ibrohimjon, and N. Batirova, "Investigating the impact of artificial intelligence on digital 

marketing tactics strategies using neutrosophic set," International Journal of Neutrosophic Science, vol. 23, no. 3, pp. 175-183, 

2024.  

[5] S. S. Gulamov and A. T. Shermukhamedov, "Digital economy in the Republic of Uzbekistan: Development of the electronic 

government," Theoretical & Applied Science, no. 10, pp. 347-354, 2018.  https://doi.org/10.15863/TAS.2018.10.66.45 

[6] S. Ikramova, "Current report on the field study of the practice of applying IRP [Online]," UNDP. Project #00090380, 2016.  

[7] J. J. Janney and G. G. Dess, "Can real-options analysis improve decision-making? Promises and pitfalls," Academy of 

Management Perspectives, vol. 18, no. 4, pp. 60-75, 2004.  https://doi.org/10.5465/ame.2004.15268687 

[8] R. T. Yusnita, I. Waspada, and M. Sari, "Investment decision judging from personal income, financial literacy and demographic 

factors," presented at the In 6th Global Conference on Business, Management, and Entrepreneurship (GCBME 2021) (pp. 67–

71). Atlantis Press, 2022. 

[9] K. H. Kim, S. T. Hwang, H. S. Oh, and D. J. Lee, "The impact of investment lags on investment decision," European Journal of 

Operational Research, vol. 190, no. 3, pp. 696-707, 2008.  https://doi.org/10.1016/j.ejor.2007.07.020 

[10] A. B. LeBaron-Black, H. H. Kelley, E. J. Hill, B. L. Jorgensen, and J. F. Jensen, "Financial socialization agents and spending 

behavior of emerging adults: Do parents, peers, employment, and media matter?," Journal of Financial Counseling and Planning, 

2022.  https://doi.org/10.1891/jfcp-2021-0036  

[11] S. Maier, G. C. Pflug, and J. W. Polak, "Valuing portfolios of interdependent real options under exogenous and endogenous 

uncertainties," European Journal of Operational Research, vol. 285, no. 1, pp. 133-147, 2020.  

https://doi.org/10.1016/j.ejor.2019.01.055 

[12] M. E. Balbaa and A. O. Tashtemirovich, "Fusion-based econometric analysis: Assessing investment project efficacy and business 

decision making," Fusion: Practice & Applications, vol. 13, no. 2, pp. 145-155, 2023.  https://doi.org/10.54216/FPA.130213 

[13] L. Wan, R. Li, and Y. Chen, "Negative performance feedback and corporate venture capital: The moderating effect of CEO 

overconfidence," Applied Economics, vol. 54, no. 16, pp. 1829-1843, 2022.  https://doi.org/10.1080/00036846.2021.1982133 

[14] M. E. Balbaa and A. O. Tashtemirovich, "Utilizing big data analysis for the fusion examination of labor market evolution within 

the gig economy," Fusion: Practice & Applications, vol. 15, no. 1, pp. 59-65, 2024.  https://doi.org/10.54216/FPA.150105 

[15] D. N. Putri and C. Wijaya, "Analysis of parental influence, peer influence, and media influence towards financial literacy at 

University of Indonesia students," International Journal of Humanities and Social Science, vol. 7, no. 2, pp. 66-73, 2020.  

https://doi.org/10.14445/23942703/ijhss-v7i2p112 

[16] S. C. Rambaud and A. M. S. Pérez, "The option to expand a project: Its assessment with the binomial options pricing model," 

Operations research perspectives, vol. 4, pp. 12-20, 2017.  https://doi.org/10.1016/j.orp.2017.01.001 

[17] E. G. Sheina, O. T. Astanakulov, E. R. Zakirova, and G. G. Tsoi, "The relationship of financial planning and budgeting in 

turnover-oriented enterprises," Academy of Entrepreneurship Journal, vol. 25, no. 4, pp. 1-9, 2019.  

[18] J. S. Tukhtabaev, B. R. Tillaeva, K. F. Uktamov, B. R. Tillaeva, R. R. Akramova, and A. A. Goziyeva, "Ways of development 

of agriculture and processing industry enterprises manufacturing cooperation," IOP Conf. Series: Earth and Environmental 

Science, vol. 1043, p. 012024, 2022.  https://doi.org/10.1088/1755-1315/1043/1/012024 

 

 

https://doi.org/10.38097/afa.2020.81.75.018
https://doi.org/10.21003/ea.V183-05
https://doi.org/10.21003/ea.V183-05
https://doi.org/10.32609/j.ruje.5.49417
https://doi.org/10.15863/TAS.2018.10.66.45
https://doi.org/10.5465/ame.2004.15268687
https://doi.org/10.1016/j.ejor.2007.07.020
https://doi.org/10.1891/jfcp-2021-0036
https://doi.org/10.1016/j.ejor.2019.01.055
https://doi.org/10.54216/FPA.130213
https://doi.org/10.1080/00036846.2021.1982133
https://doi.org/10.54216/FPA.150105
https://doi.org/10.14445/23942703/ijhss-v7i2p112
https://doi.org/10.1016/j.orp.2017.01.001
https://doi.org/10.1088/1755-1315/1043/1/012024

