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 Abstract 

In this research paper, we studied the methodological approaches to innovative marketing strategy 

development in real sector of the economy. This research article presents the features of marketing 

approaches in the innovation sphere, taking into account development priorities in the public and business 

sectors of the country and developed countries. It was shown that in the field of the service industry, 

marketing approaches can ensure the implementation of priority areas of development. 
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1. Introduction  

 The formation of an effective innovative 

marketing system is an undoubted competitive 

advantage of the enterprise. Domestic industrial 

enterprises today need methods for translating 

the qualitative characteristics of marketing 

activities into quantitative ones, into financial 

indicators of profitability that are convenient for 

managers (Doyle, 2001; Doman, 2004; 

Javanmard and Hasani, 2017). 

2.Literature Review 

Exploring various literature, one comes 

across the fact that researchers use two 

combinations: “marketing strategy” and 

“marketing strategy”. But on these issues, it is 

worth agreeing with E.P. Golubkov, who claims 

that marketing strategy is the same as marketing 

strategy (Doman, 2004). According to E.P. 

Golubkov's marketing strategy is the main 

direction of marketing activities, following 

which the strategic business units of the 

organization seek to achieve their marketing 

goals. Aaker (2007) defines marketing strategy 

as a process that allows an organization to focus 

its resources on optimal opportunities in order to  
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increase sales and obtain sustainable competitive 

advantages. According to Gupta et al. (2016), a 

marketing strategy is effectively distributed and 

coordinated market resources and activities to 

fulfill the tasks of a company in a particular 

product market. O'Shaughnessy (2002), 

believing that "marketing strategy is a broad 

concept of how product, price, promotion and 

distribution should function in a coordinated 

manner in order to overcome the opposition to 

achieving marketing objectives." 

3. Analysis and Results 

Innovative marketing, being an 

intangible asset of an enterprise, has a serious 

reserve not only to strengthen its competitive 

advantages, but also to increase the 

capitalization of the business. Therefore, when 

forming an effective system of innovative 

marketing of an enterprise, it is necessary to 

establish appropriate criteria for evaluating 

marketing activities. 

Features of Innovative marketing 

a) There is a significant time gap between 

the development and application of 

innovative products. But the final result 

from its application can fully manifest 

itself in a particular time period in the 

future. In this regard, the competitiveness 

of the future product will depend on the 
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correct chosen direction of research 

during the R&D period. This means that 

a significant place in the innovation 

marketing system should be occupied by 

technological forecasting, the purpose of 

which is to identify such areas of R&D, 

the results of which will be competitive 

in the future. 

b) Due to the fact that the innovative 

product is the initial link of the final 

product, the marketing activity of the 

second cannot be effective without 

studying the market. In other words, it is 

necessary to more carefully explore the 

direction of changing needs both in the 

final product and in the intellectual one. 

The marketing activity of an innovative 

product should include the collection and 

comprehensive analysis of the 

environment of its consumers. 

c) Marketing efforts should be aimed at 

studying the consumer value of an 

intellectual product, more precisely, in its 

ability to save both embodied and living 

labor in the sphere of material 

production. After all, in fact, the final 

price of an intellectual product will 

depend to a greater extent on the size of 

the indicated savings than on the costs of 

developing this product (along with other 

factors). 

d) Another feature is that the intellectual 

product tends to become obsolete faster 

than the material product. These efforts 

will be made in the process of marketing 

scientific and technical products. 

e) Producing any product, the company 

focuses on increasing its productivity, 

striving to maximize profits. 

Modern business practice dictates the need to 

develop effective marketing strategies. This is 

due to the influence of marketing on the 

financial performance of the enterprise in an 

increasingly competitive market. Tough 

competition forces companies to increase the 

cost of innovative marketing, which in many 

cases become one of the most significant 

expenditure items in the corporate budget, but 

the result of this investment does not always 

meet expectations. 

Indicators of innovative marketing, as a 

rule, serve for the current assessment of its 

effectiveness. But since many marketing 

indicators precede the financial result, they are 

important for the development and 

implementation of a marketing strategy for 

business development. The increased interest in 

innovative marketing lies in changes in market 

conditions for which many industrial enterprises 

were simply not ready. The main directions of 

the changes that have taken place: 

• Increasing consumer expectations 

regarding the quality of the product and 

the service offered. 

• Expanding the consumer's ability to 

choose a seller of goods, reducing the life 

cycle of products; increased competition 

and market globalization. 

• Reducing the efficiency of using 

traditional marketing tools with the 

advent of innovative marketing 

technologies. 

Marketing performance measures 

provide a powerful complement to traditional 

financial performance measures. They allow 

managers to control the impact of the market 

environment on the enterprise and manage it 

with the help of an innovative marketing 

strategy. The analysis of performance indicators 

plays an important role in the evaluation of the 

business and the transition of the company to a 

higher level of development. Sooner or later, for 

a number of reasons, once relevant concepts 

become obsolete. 

The essence of the effective functioning 

of the innovative marketing system of the 

enterprise in the strategy of innovative 

development is that it should develop new 

approaches to management aimed at capitalizing 

the business, bringing the level of marketing 

costs in line with the income level of the 

enterprise, increasing the loyalty of internal and 

external consumers. This management concept 

provides for the strategic orientation of an 

industrial enterprise for a long-term stay on the 
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market. The effectiveness of the marketing 

system is characterized by the performance 

indicators of the economic activity of an 

industrial enterprise: sales profitability, growth 

in business value, consumer loyalty, business 

reputation, brand awareness. 

One of the effective marketing tools is 

crowdsourcing. It allows to reduce the 

commercial risks of innovative products through 

the involvement of consumers in the processes 

of creating and testing new products. Consumer 

crowd sourcing and co-creation are recent 

trends. Crowd sourcing takes advantage of the 

deep social nature of man, the desire of 

consumers to share their ideas for free or for a 

small amount, to take part in new development. 

Consumers are considered to be an important 

source of innovation, "consumers know what it 

should look like, and companies know the 

technology how to do it (Pauwels et al., 2004). 

 It is necessary to take into account the 

relationship between the subjects, their attitude 

to the market as a whole, as well as the influence 

of economic, social, environmental factors. 

There are currently three potential goals for 

demand and market analysis that are clearly very 

important for the innovation research and 

implementation phases. Firstly, the system of 

relations "market-project" should be clear to 

managers. Second, strategic issues and 

constraints must also be identified. Third, all 

strategic options for the project must be 

considered. Once the project strategy is defined, 

the marketing concept can be developed 

according to the phases. The question of 

principle is the following: what marketing 

strategy is appropriate to achieve marketing 

goals in accordance with the conditions that are 

defined by the product innovation strategy? 

In order to define a marketing structure, you 

must perform the following steps: 

• To identify target groups and products 

that are popular with the consumer. 

• Determine the competitive policy (i.e. 

identify which of the strategies - the 

strategy of differentiation or the strategy 

of low prices - should drive competitors 

out of the market). The marketing mix 

includes a combination of four marketing 

tools. 

In this regard, the questions of quantitative 

assessment of the effectiveness of the marketing 

system form the direction of analysis - "Value-

Based-Marketing" (VBM), which defines 

marketing from the point of view of increasing 

the value of the business. Business valuation is 

based on M. Porter's value chain analysis, which 

is understood as an agreed set of activities that 

create value for the enterprise, from raw material 

sources to finished products supplied to the end 

consumer (Porter, 2006). 

According to Doyle (2001), "marketing is a 

management process, the purpose of which is to 

maximize shareholder returns through the 

development and implementation of strategies to 

build trust with valuable customers for the 

company and create sustainable distinctive 

advantages." T. Ambler considers marketing as a 

kind of triune system. First of all, marketing is 

defined as the overall effort of the company as a 

whole to retain customer preferences while 

achieving higher returns for shareholders 

(Grimpe et al., 2017). These are understood as 

the professional activities of managers who 

implement the marketing mix using a variety of 

marketing tools. The main task is to ensure a 

consistent and maximum impact on the 

consumer in order to increase sales. The third 

component of marketing is associated with 

marketing costs, the so-called "budget 

marketing", which today is the subject of close 

attention of the management of any company in 

order to save management costs and improve the 

financial performance of the company (Li and 

Calantone, 1998). 

A more detailed description of all stages of developing the concept of marketing an innovative project is 

described below: 
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Table – 1: Marketing Concept Development 

Stages The Necessary Information 

Determine the zone of "product target 

audience", namely, it is necessary to 

determine the types of products in relation to 

the target group 

The structure of the existing market; the price 

level in the market; market capacity and 

potential; competitive situation; experience 

and qualifications required for marketing 

(required and existing). 

Build marketing goals, namely, calculate the 

real target sales volume for each product; 

Identify which positions should be achieved 

for each product. 

Identify both your own strengths and 

weaknesses, and those of competitors; 

identify the specific needs of product buyers. 

Determine marketing strategies in case the 

sales market expands, namely: demand 

expansion, demand intensification, aggressive 

pricing strategy, profile strategy, determine 

marketing strategies in case of competition 

strategy. 

Phases of subsector life cycles; opportunities 

to influence the market; the importance of 

price as an important criterion when choosing 

a purchase; cost structure relative to 

competitors. 

Determine the marketing complex 

(operational marketing), namely, to determine 

the complex of end users or the use of sales 

agents; definition of a complex of channels. 

Determine the budget and marketing 

activities, namely: determine the activities 

that correspond to specific marketing tools; 

determine the expected sales volume; identify 

estimated marketing costs. 

List of activities that are required to achieve 

the goals of the marketing mix; assessment of 

marketing costs; estimate of sales proceeds 

To do this, in our opinion, it is necessary 

to introduce the concept of "net profit from 

marketing" (NMC) in the marketing reporting of 

the enterprise: 

NMC = gross profit - marketing costs = (unit 

volume) × (unit margin) - marketing costs = 

market demand × market share × price (unit) × 

variable cost (per unit) - marketing costs. 

Where -NMC - "net profit from marketing"; 

• Gross profit 

• Marketing costs 

• Margin per unit of production 

• Marketing costs 

• Market demand 

• Market share 

• Price (product units) 

• Variable costs (per unit of output) 

• Marketing costs. 

 

Using this equation, we can evaluate 

various aspects of the net return on investment in 

marketing in order to form marketing strategies 

aimed at capitalizing the business. For the 

purpose of increasing NMC, in our opinion, it is 

advisable to consider the following range of 

strategies: 

• A strategy to increase market demand, 

which is to attract more consumers 

• Strategy to increase market share 

• Strategy to increase revenue from one 

consumer 

• Strategy to reduce variable costs 

• Strategy to improve marketing efficiency 

(Javanmard and Hasani, 2017) 

 In particular, the increase in the 

profitability of the marketing strategy is 

facilitated by the reduction of fixed marketing 

costs, that is, their more efficient use to achieve 

a specific goal. One of the main barriers to 

increasing the efficiency of the marketing 
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system is the difficulty of measuring the results 

of marketing activities. As for the problems of 

doing business in Uzbekistan, the current 

situation is not the best. Increasing sales was not 

given sufficient time to marketing cost research 

and marketing budget measurements (Grimpe et 

al., 2017). It is the systematic measurement of 

the results of marketing activities that will make 

it possible, if necessary, to quickly correct them. 

Another important point regarding the 

measurement of marketing, in our opinion, is the 

attitude to the marketing budget not as an 

expense, but as an investment. You must learn to 

translate marketing terms into the financial 

language of profit and loss (Doyle, 2001). 

Using best practices, you can achieve a 

tangible advantage over competitors. Therefore, 

the goal of effective management of innovation 

processes in Uzbekistan is to create institutional 

mechanisms for the further development of the 

innovation marketing strategy, adequate to the 

tasks set in the Decree of the President of the 

Republic of Uzbekistan No.-UP-5544 

09/21/2018 "On approval of the strategy for 

innovative development of the Republic of 

Uzbekistan for 2019-2021". Innovative 

marketing includes strategic and operational 

(tactical) components. The initial stage of the 

search for innovation is to study the market, the 

dynamics of demand, the presence of 

competition, consumer preferences and 

expectations. This is followed by the 

development of innovation and a strategy for 

penetrating the novelty into the market, 

operational innovative marketing, evaluation of 

results and adjustment of the strategy. Innovative 

marketing proceeds from the fact that the 

process of perception of a new product by the 

target audience consists of several stages, takes a 

long time and the degree of susceptibility of the 

new product to different categories of consumers 

is very different. Branches of the real sector are 

considered as the basis for the effective 

functioning and development of the national 

economy. Branches of the real sector can 

effectively contribute to the growth of 

employment of the population of the republic 

and its regions, contribute to the formation of a 

competitive environment and its saturation of the 

market with industrial goods, as well as ensure 

the intensification of innovation. Strategic and 

tactical innovative marketing aimed at 

maintaining the competitiveness of the enterprise 

and developing new markets. Innovative 

marketing is associated with market research, 

management and regulation of production and 

marketing of an innovative product (or 

innovative technologies). 

 At the second stage, the levels of individual 

components of the enterprise's innovative 

potential are found as the calculation of the root 

from the product of partial indicators 

characterizing the individual components of the 

enterprise's innovative potential.At the third 

stage, there is a generalized level of the 

innovative potential of the enterprise, which is 

defined as the ratio of the sum of the products of 

the level of a separate component of the 

innovative potential and the corresponding 

weight to the sum of the weights of the 

components of the innovative potential of the 

enterprise. 

Table – 2: Private indicators for assessing the innovative potential of an enterprise 

Type of 

enterprise 

potential 

Examples of evaluation indicators 

Scientific Share of expenses for research and development in the volume of 

expenses for innovative activity 

Innovation 

management 

The share of current costs for research and development in the 

amount of costs for research and development 

Investment and 

innovation 

The share of capital expenditures on research and development in the 

volume of expenditures on research and development 

Personnel Share of implemented rationalization proposals 



Mukhtasar Ziyaeva/Indo-Asian Journal of Multidisciplinary Research (IAJMR), 8(1): 2483 – 2490                                  2488 

© 2022 Published by JPS Scientific Publications Ltd. All Rights Reserved  

Industrial Share of employees with academic degrees 

Innovative 

Marketing 

Share of innovations brought to implementation 

This technique 

allows you to 

determine: 

Share of own implemented innovations in the total volume of 

implemented developments 

 

3. Results and Discussion 

The indicator technique characterizes the level 

of the enterprise's innovative potential and helps the 

management to assess the current state of affairs, 

identify reserves for increasing the potential and 

choose priority areas for its development, if the 

period is characterized by more or less stable 

development conditions.The economic approach is 

expressed in the compilation of an economic and  

 

 

 

 

 

mathematical model for assessing the innovative 

potential of an enterprise. This methodology for 

assessing innovative potential characterizes the 

level of potential and is designed to help the 

management of the enterprise analyze the current 

state of affairs, identify reserves for increasing and 

select priority areas for its development.The main 

provisions of the methodology represent the 

sequence of eight stages following one after another 

(Table - 3). 

 

Table - 3: The Main provisions of the Methodology 

S.No Name Content 

1 The main 

provisions of the 

methodology 

Indicators for assessing the innovative 

potential are established. 

2 A group of experts 

is determined 

Indicators are combined into groups 

covering all key aspects of capacity. 

n

ÈÏ i
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Xi– indicator value; i – serial number of 

the indicator; n – number of experts; 

There is a ranking of the rating of the 

innovative potential of the enterprise. The results  

 

of expert assessments are processed using the 

economic and mathematical model of rank 

correlation.To assess the degree of agreement 

between the opinions of various experts in the 

work, the concordance coefficient is calculated, 

which, under the condition of unequal 

assessments, is determined by the formula 
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m – total number of indicators;  

 

n – total number of experts;  

S(d2) – standard deviation of ranked values of 

estimates; 

Groups of indicators are identified that 

have the largest share in the overall rating of 

innovation potential. According to the calculated 

data, the weighted average significance of each 

group of indicators is determined by the formula: 
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Хij – place of the rank of the i-th group of 

indicators and the j-th expert. 

Based on the calculated values, groups of 

indicators are identified that are of the greatest 
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importance for the innovative potential of the 

enterprise; 

• The level of innovative potential of 

enterprises is determined relative to its 

maximum value. 

• The degree of uniformity of the 

development of innovative potential is 

calculated. The degree of uniformity is 

found by the formula: 

( )èí ò

11

n

i

i
p

K K

K
n

=

−

= −



, (4) 

K i – level of innovation potential components; 

K инт – the level of the integral indicator; 

n – the number of components used in the 

assessment. 

Analysis of formula (4) shows that the 

degree of uniformity has a dimension from 0.5 to 

1. Based on the fact that the indicators represent 

a system, not a set of indicators, and on the basis 

that all elements in the system are equally 

important, an integral assessment can be 

obtained on the basis of equivalent indicators. 

The integral level in this case can be calculated 

by the formula: 

1
èí ò

n

i

i

k

K
n
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, (5) 

ki– level of innovation potential components;  

K инт– the level of the integral indicator;  

n – the number of components used in the 

assessment. 

Objectively measured parameters of the 

state of the potential with known limit values are 

chosen as indicators, going beyond which causes 

instability of the system and the possibility of its 

transition to another qualitative state. 

4. Conclusions 

Quantitative and qualitative 

characteristics of indicators may vary depending 

on the size, legal status, industry in which the 

enterprise operates. Thus, having considered the 

essence, content, types and principles of 

innovative strategies, we come to understand the 

great importance of the formation and 

implementation of an innovative strategy. In 

modern conditions, without innovation, it is 

impossible to achieve the set goals: increasing 

the competitiveness of products, reducing 

production costs, conquering new sales markets. 

The efficiency of production is largely 

determined by the effectiveness of the 

innovation strategy of companies. 
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