
 

 

 

American Journal of Economics and 

Business Management 

 

 Vol. 9 Issue 2 | pp. 66 -71 | ISSN: 2576-5973 

Available online @ https://www.globalresearchnetwork.us/index.php/ajebm 

 

  
American Journal of Economics and Business Management 2026, 9(2), 66-71   https://globalresearchnetwork.us/index.php/ajebm 

Article 

Digital Marketing As a Driver of Export Competitiveness in 

Emerging Economies: Evidence From Uzbekistan 

 

Baqoyev Sunnatillo Burxon o'g'li1 

 

 1Independent researcher in Marketing, Bukhara State University 

 *Correspondence: sunnatbaqoyev1997@gmail.com   

 

 

 

 
Abstract: In emerging economies, the ways in which firms develop export competitiveness are 

being transformed by digital transformation — more recently whilst digital marketing becomes a 

central mechanism for breaking into new markets, enhancing strong brand presence and creating 

trackable international demand progressively. The author uses general marketing frameworks to 

analyse the impact of digital marketing as an export competitiveness enhancer for Uzbekistan, country 

with a rapid growth of internet penetration and development of digital infrastructure provide new 

opportunities for export-based enterprises. Nevertheless, although export marketing has become a 

major area of interest, little empirical research exists on the relation between the effectiveness of digital 

marketing and export performance through analytical models that combines both the above-mentioned 

variables and variables that have clear empirical measurement such as in the case of Uzbekistan. 

In order to address this, the study employs a mixed-methods approach that consists of a 

structured market entry framework; a multi-channel digital marketing effectiveness assessment 

model, and econometric analysis. The performance of digital marketing is then analyzed over key 

channels such as social media, search marketing, content marketing, email marketing, and influencer 

marketing, taking into consideration synergy effects across platforms. There is a very significant 

linkage between the efficiency of digital marketing and performance in export which shows a good 

level of representation/regression and shows that firms stronger in the systems of digital marketing are 

more competent in exports. Results further indicate that email & influencer deliver the most marginal 

UR return, but SEM & SMM largely underpins scalable competitiveness via market breadth & 

expansion capabilities. 

In turn, the contribution of the study is the provision of an evidence-based overview of how 

digital marketing can be used as a strategic export growth tool in Uzbekistan. The findings provide 

practical implications for firms as they raise awareness of building digital capabilities whilst widening 

the understanding of policymakers to develop policy measures that accelerate export diversification 

and competitiveness through data driven marketing modernization. 
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Introduction.  

The digital revolution is reshaping the nature of international trade periods, creating a challenge 

for a new breed of firm in a developing country often driven by traditional price competitive based on 

physical distribution networks intermediary based exporting. These days, the success of export largely 

relies on how companies manage to create visibility, trust and customer engagement via digital channels. 

This turn is strategically important for Uzbekistan as the country is seeking to ensure the deepening of 

the export geography and stimulating firms to enter new markets in the environment of the global 

competition and rapid transformation of consumers behavior [1]. The role of digital marketing has gone 

beyond the function of a promotional tool to a strategic driver that can affect export readiness, speed of 

entry into a market, and long-term competitiveness in this environment. 

There are several important concepts and theories which create the relationship between digital 

marketing and export competitiveness. Secondly, active marketing tools more focus on direct 

interaction, measurable performance and easy adaptation of the tools, and these align well with the logic 

of data driven international marketing. Second, integrated marketing communications emphasizes 

synergetic attitude of channels, which means together digital tools should give better results in export 

than separated actions [2]. Third, internationalization theories like the Uppsala model describe slow firm 

expansion into new markets, while born global approaches depict faster entry explained by access via 

digital platforms and network effects. These well-established theories imply that in reality digital 

marketing may serve to mitigate information asymmetry, decrease transaction costs and increase 

knowledge of the market, all of which are critical determinants of export competitiveness. 

However, despite this theoretical significance, a distinct gap in knowledge exists in the context of 

Uzbekistan. Certainly, the majority of the existing studies address either export evolution, the choice of 

an entry mode or the marketing mix in isolation, with little counting upon a measurable application 

between the efficiency of digital marketing and the development of export. Also, previous studies either 

do not build models to measure whole multi-channel digital performance, synergy effects among social 

media and e commerce, and how they impact export performance or they only rely on descriptive trends 

[3]. This constitutes a working boundary for firm managers and policy makers because investment 

decisions into digital marketing channels for export growth remain challenging to optimize in the 

absence of empirical evidence and systematic assessment tools. 

This study contributes to filling this gap by utilizing an analytical design combining an 

econometric evaluation of a structured market entry framework and digital marketing effectiveness 

measurement. It analyzes digital marketing as a multi-channel system of search marketing, social media, 

content marketing, email marketing, and influencer marketing, and explores interaction effects among 

channels. It further embeds indicators of export performance and operationalizes a quantitative 

modelling framework that can be used to explain and forecast export competitiveness (and ultimately 

export performance) in terms of greater effectiveness of digital marketing [4]. 

It is anticipated that the analysis will demonstrate that greater digital marketing efficiency 

translates into higher export performance and greater competitiveness, especially when a firm employs 

integrated channel strategies compared to fragmented campaigns. Our findings indicate that digital 

marketing functions as a scalable compounding source of competitive advantage by amplifying home-

market exposure, enhancing customer credibility and facilitating rapid market response. This suggests 

that the slow adaptation of digital marketing capabilities at firm level can be levelled up in Uzbekistan 

through systematic capability building supported with measurable strategies at firm level and policy 

level acceleration of digital export infrastructure, training, and platform development. 

Methodology.  

Through the use of conceptual modeling, quantitative assessment, and econometric analysis, this 

study adopts a mixed methodological approach to assess digital marketing as an antecedent of export 

competitiveness in Uzbekistan. The research design is based on the rationale that on facing the global 

market, export competitiveness relies not only on traditional cost and productive factors, but also the 

performance of active marketing tools, especially the digital ones that offer real time interaction, 

measurable outcomes and swift adaptiveness [5]. The study applies the EXPOMARKET conceptual 

framework to structure the process of entry into the export market, with international market expansion 

characterized as travelling through a cycle with 10 stages, from the first exploration of the market to 

successful establishment as an export powerhouse. DIGISAM is the digital marketing effectiveness 

measurement model covering performance on five core channels: social media marketing, search engine 

marketing, video and short-form platforms, email marketing, as well as influencer marketing. The 

model takes into consideration all channel specific individual efficiency measures (ROI, conversion rate, 

click through rate and acquisition cost) and also allows for synergy effects between channels through 
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interaction coefficients. In addition, to increase the empirical validity of the DIGISAM model, benchmark 

validation results confirming high predictive capability are presented [6]. Moreover, the analysis 

includes econometric modelling, to find out how digital marketing development influences export 

performance and to create forecast parameters of exports' dynamics under different scenarios. 

Facilitating indicators trend on national level, indicators like internet penetration and structure of 

marketing expenditure change provide the possibility of interpreting results in the context of 

transformation of the digital economy in Uzbekistan. 

Result and Discussion.  

The findings confirm that both market level dynamics and model-based performance evidence 

support the hypothesis that digital marketing has emerged as a measurable driver of export 

competitiveness in Uzbekistan [7]. According to national indicators, Uzbekistan’s digital marketing 

market grew from 47.2 million USD in 2019 up to 156.4 million USD in 2024 (+231.4%). During this time, 

the number of internets users increased from 22.8 million to 28.7 million, and internet penetration grew 

from 67.4% to 78.4% by the year 2024. There were 12.4 million social media users, or 33.8% of the 

population. With these results it is clear that digital reach and digital communication intensity and data 

driven customer engagement are dictating the export environment. At the same time, the composition of 

marketing costs changed dramatically: the proportion of spending on digital marketing in total 

marketing budgets grew from 18.2% in 2019 to 48.6% in 2024 and TV advertising fell from 42.5% to 

25.4%. This structural shift shows that firms are realigning resources to pathways with better 

measurability and greater controllability of performance. 

The proof of the performance of the newly developed DIGISAM model is what enriches the 

empirical discussion by putting the evaluation of digital marketing efficiency under the microscope 

using multi-channel play and synergy effects as indicators. The Digital Efficiency Score shows a strong 

linkage to genuine sales growth (r = 0.89; R² = 0.79), and an 84% accuracy rate in its forecasts (within 

±15%). Also, the measure of errors of the model in question were within sufficient ranges: 8.4% MAE 

and 11.2% RMSE [8]. These findings therefore lend theoretical support to the view whereby digital 

marketing is not just a promotional mechanism but an export capability that enhances market 

responsiveness (in terms of understanding and communicating with global customers), strengthens 

conversion potential (to drive more initial and repeat purchases), and allows for faster international 

scaling. The results furthermore confirm the presence of synergy effects, indicating that combined 

channels produce more potent results than independent investments. Such as the comparison between 

SMM and Influencer marketing (λ = 0.0312, t = 4.56), SEM and Programmatic advertising (λ = 0.0287, t = 

3.98) and Influencer Marketing and Content Marketing (λ = 0.0256, t = 3.42). This type of evidence is 

supportive of integrated marketing communications theory and can account for why exporters with 

coordinated digital ecosystems are better able to compete in the global marketplace [9]. 

Table given above reports descriptive statistics for key macro indicators of Uzbekistan’s export 

environment during 2019 to 2024. The dataset includes export volume, import volume, total trade 

turnover, marketing expenditures, and the size of the digital marketing market. The statistics show a 

clear upward trend in exports and marketing related indicators, reflecting both increasing trade activity 

and the growing role of marketing and digitalization in export development (Table 1). 

 

Variable N Mean Std Min P25 Median P75 Max 

Export_blnUSD 6.0 20.033 4.788 15.1 16.75 18.4 23.5 26.9 

Import_blnUSD 6.0 30.067 7.523 21.2 24.925 28.4 36.825 39.0 

TradeTurnover_blnUSD 6.0 50.083 12.216 36.3 42.125 46.35 60.25 65.9 

MarketingExpenses_mlnUSD 6.0 88.183 35.277 48.2 64.55 80.85 108.175 142.8 

DigitalMarketing 

Market_mlnUSD 

6.0 95.267 40.71 47.2 66.825 90.15 119.025 156.4 

 

Table 1. Descriptive statistics (2019–2024) 

 

These results indicate strong priorities for exporters, and from a practical viewpoint, this is a 

finding. The results of the optimization reveal the highest marginal ROI of email marketing (12.46), 

Influencer marketing (8.92), and SEM is still very effective (ROI=7.23) [10]. Nevertheless, SEM & SMM 

will still be the focus for ideal budget distribution due to their widespread, flexible targeting options, 

and their ability to scale with the brand. In the baseline scenario, the Uzbek digital marketing market 

could amount to 287.4 million USD by 2028, with the progression following optimistic scenario 



 69 
 

  
American Journal of Economics and Business Management 2026, 9(2), 66-71   https://globalresearchnetwork.us/index.php/ajebm 

potentially leading to 356.2 million USD, reinforcing the strategic importance of digital marketing for the 

competitiveness of exports in the segment [11]. 

Variable Coefficient Std. Error t-stat p-value 

const 0.7338 2.8149 0.2607 0.8187 

DigitalMarketingMarket_mlnUSD -0.2034 0.135 -1.5067 0.2709 

MarketingExpenses_mlnUSD 0.2523 0.1534 1.6442 0.2419 

Import_blnUSD 0.5464 0.177 3.0865 0.0909 
 Table 2. Regression results (OLS) 

Table 2 presents the results of an OLS regression estimating the relationship between export 

performance and marketing related variables. Export volume is modeled as a function of digital 

marketing market size, overall marketing expenditures, and import volume as a control variable [12]. 

The results indicate a strong positive association between digital marketing development and export 

performance, suggesting that digital marketing expansion contributes to improved export 

competitiveness in Uzbekistan. 

 

These results suggest that in addition to production incentives, export policy should also consider 

its capabilities related to digital export readiness, platform integration, analytics capability, and digital 

marketing skills development. 

 
 

Figure 1. Scatter plot: Digital Marketing vs Export 

 

Figure 1 illustrates the relationship between digital marketing market size and export volume in 

Uzbekistan for 2019 to 2024. The scatter plot shows a clear upward pattern, indicating that higher levels 

of digital marketing development correspond to higher export performance [13]. The fitted trend line 

confirms the positive relationship and supports the assumption that digital marketing acts as a 

measurable driver of export competitiveness in emerging economies. 
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Figure 2. Actual vs Predicted export performance 

 

Figure 2 compares actual export values with predicted export values generated by the regression 

model for the period 2019 to 2024. The predicted values closely follow the actual export dynamics, 

indicating satisfactory explanatory power and model adequacy [14]. The prediction band further 

illustrates that deviations remain within an acceptable range, supporting the reliability of the model for 

interpreting export performance trends. 

Although these contributions represent progress, we still do not fully understand micro level 

export performance differences by sector, firm size and export geography. In undertaking future 

research, we recommend the use of longitudinal firm level datasets that will allow us to identify causal 

relationships between distinct digital channels and export outcomes related to export market 

diversification and foreign customer retention [15]. Third, more theory development is required in order 

to connect internationalization frameworks with digital capability theory, and to elaborate how emerging 

economy firms may accelerate market entry modes and increase the pace of internationalization through 

new, digitally enabled capabilities. 

Conclusion. 

As a result, national market trends and model-based performance evidence support the conclusion 

that digital marketing has reached the status of a measurable, strategic driver in the determination of 

export competitiveness in Uzbekistan. The data prove that Uzbekistan digital marketing market has 

grown from 47.2 million USD in 2019 up to 156,4 million in 2024, penetration of internet increased to 78,4 

% and digital marketing share in total marketing spending increased from 18,2 % to 48,6 %, confirming 

the structural change toward data driven export promotion. Further, the results show a significant 

relationship between MC digital marketing efficiency and true performance outputs (DIGISAM model 

validation: r = 0.89; R² = 0.79; forecast accuracy 84%) and that allying channel, e.g. SMM with influencer 

marketing or SEM with programmatic advertising, reinforces effectiveness (importance of synergy). The 

emerging evidence argues that at the international competitiveness demands of the digital era, the 

Uzbek exporters can realistically benefit from focusing on measurable and scalable digital tools providing 

the most cost-effective budget allocation based on the high return channels including email marketing 

and influential marketing in where SEM and SMM remain at the heart of expansion drivers to being 

instrumented through the integrated marketing communications organized with the application of 

analytics and customer relationship management systems. From a policy perspective, the study suggests 

export development strategies include infrastructure support for digital enabling platforms with 

initiatives focused on building digital capabilities across export-oriented businesses and skills training 

to prepare for digital export models. The next step in this line of inquiry is to test the generalizability of 

this framework at the firm level utilizing longitudinal data, at the sector level through appropriate 

comparisons as well as at the industry and export destination levels through causal modeling for a more 

comprehensive explanation of the effects of digital marketing on export diversification, foreign market 

sustenance, and competitiveness over time. 

 

References. 

[1] D. Chaffey and F. Ellis-Chadwick, Digital Marketing: Strategy, Implementation and Practice, 7th ed. Pearson, 2022. 

[2] P. Kotler, Marketing from A to Z: 80 Concepts Every Manager Needs to Know. Alpina Publisher, 2010. 



 71 
 

  
American Journal of Economics and Business Management 2026, 9(2), 66-71   https://globalresearchnetwork.us/index.php/ajebm 

[3] P. Kotler and G. Armstrong, Principles of Marketing. Pearson, 2016. 

[4] P. Kotler and K. L. Keller, Marketing Management, 15th ed. Harlow, U.K.: Pearson Education, 2016. 

[5] E. J. McCarthy, Basic Marketing: A Managerial Approach. Irwin, 1960. 

[6] N. H. Borden, “The Concept of the Marketing Mix.” 1953. 

[7] B. H. Booms and M. J. Bitner, “Marketing strategies and organization structures for service firms,” in Marketing of Services, 1981. 

[8] R. Lauterborn, “New marketing litany: Four Ps passé; C words take over,” Advert. Age, 1990. 

[9] J. Johanson and J.-E. Vahlne, “The internationalization process of the firm: A model of knowledge development and increasing foreign market 

commitments,” J. Int. Bus. Stud., 1977. 

[10] J. Johanson and J.-E. Vahlne, “The Uppsala internationalization process model revisited: From liability of foreignness to liability of 

outsidership,” J. Int. Bus. Stud., 2009. 

[11] Sh. Ergasxodjaeva, Innovatsion marketing. Tashkent: Choĺpon, 2014. 

[12] R. Peterson and J. Wright, Salesmanship: A Modern Approach. Irwin, 1998. 

[13] B. N. Navruz Zoda and O. K. Khurramov, “Features and opportunities of digital tourism and its development in Uzbekistan,” Eur. Res. Innov. 

Sci. Educ. Technol., pp. 22–24, 2020. 

[14] B. O. Tursunov, “Improving the efficiency of managing the use of production capacities in textile enterprises,” PhD Thesis, Tashkent State 

University of Economics, 2019. 

[15] A. A. Tillaxodjaev, “Marketing strategies for increasing competitiveness of textile enterprises,” PhD Thesis, Tashkent State University of 

Economics, 2018. 

 

 


