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THEORETICAL APPROACHES TO THE
FORMATION OF A MARKETING MECHANISM
FOR PROMOTING EDUCATIONAL SERVICES

Shuhrat Bahodir o‘g‘li Umarov
Independent Researcher

Abstract. Reviews of theoretical approaches to marketing in higher education commonly conclude by
summarising the principal approaches. This article extends this perspective by empirically examining their
predictions. Five approaches are considered, together with the prediction each makes regarding the composition
of promotional communication, and these predictions are examined using data from twenty anonymised higher
education institutions in Uzbekistan. The principal discriminating construct is evidence distance, introduced here
as the number of steps separating the marketing unit from the graduate outcome data required to formulate a
claim that a prospective student can independently verify.

The marketing mix approach, which treats promotion as a controllable decision variable, predicts that claim
composition is associated with promotional budget and staffing. The empirical results provide limited support
for this prediction. The coefficient on log promotional budget declines from 10.336, with a t-statistic of 2.99, to
0.604, with a t-statistic of 0.43, once evidence distance is introduced into the specification. Marketing staff also
shows no statistically significant association, with a coefficient of —4.330 and a t-statistic of —0.60.

By contrast, the capabilities approach, which proposes that an organisation’s market activities are
constrained by its capacity to sense and access relevant information internally, predicts that claim composition
is associated with access to evidence. The results are consistent with this prediction: evidence distance has a
coefficient of —13.018, with a t-statistic of =12.15, while R? increases from 0.332 to 0.931. The verifiable-claim
share declines monotonically from 69.5 to 14.0 per cent across the five levels of evidence distance, while
enrolment yield declines from 93.0 to 48.5 per cent.

A second finding was not explicitly predicted by the approaches examined. Claims published per staff
member increase from 16.6 to 24.3 along the same evidence-distance scale. This pattern suggests that
marketing units with more limited access to relevant evidence may maintain or increase the volume of
promotional communication even as the share of verifiable claims declines. Fourteen of the twenty institutions
are positioned at an evidence distance of three or more, and each additional step in evidence distance is
associated with an estimated 10.15-percentage-point difference in enrolment yield.

Keywords: marketing mechanism; educational services; evidence distance; market-driven capabilities;
signalling; higher education promotion; Uzbekistan.

Annotatsiya. Oliy ta’lim marketingiga oid nazariy yondashuvlar sharhi odatda asosiy yondashuvlarni
umumlashtirish bilan yakunlanadi. Ushbu maqgolada mazkur yondashuv ularning prognozlarini empirik jihatdan
tekshirish orgali kengaytiriladi. Beshta yondashuv hamda ularning har biri ilgari suradigan reklama-targ‘ibot
kommunikatsiyalari tarkibiga oid prognozlar ko‘rib chiqilib, ushbu prognozlar O‘zbekistondagi anonimlashtirilgan
yigirmata oliy ta’lim muassasasi ma’lumotlari asosida tahlil gilindi. Asosiy farglovchi konstrukt sifatida dalillarga
masofa (evidence distance) tushunchasi taklif etildi. U marketing bo‘linmasini bo‘lajak talaba mustaqil ravishda
tekshira oladigan da’voni shakllantirish uchun zarur bo‘lgan bitiruvchilar natijalariga oid ma’lumotlardan ajratib
turuvchi bosqichlar soni sifatida belgilanadi.

Targ‘ibotni boshqariladigan garor o‘zgaruvchisi sifatida talgin giluvchi marketing-miks yondashuviga ko‘ra,
reklama-targ‘ibot da’volarining tarkibi targ‘ibot budjeti va xodimlar soni bilan bog‘liq bo'lishi kutiladi. Empirik
natijalar ushbu prognozni cheklangan darajada qo‘llab-quvvatlaydi. Targ‘ibot budjeti logarifmining koeffitsiyenti
dalillarga masofa modelga kiritilgach, t-statistikasi 2.99 bo‘lgan 10.336 dan t-statistikasi 0.43 bo‘lgan 0.604
gacha pasayadi. Marketing xodimlari soni ham statistik jihatdan ahamiyatli bog'liglikni ko‘rsatmaydi: koeffitsiyent
-4.330, t-statistika esa —0.60 ni tashkil etadi.

Bundan farqli ravishda, tashkilotning bozordagi faoliyati uning tegishli axborotni ichki muhitda aniglash
va undan foydalanish salohiyati bilan cheklanishini nazarda tutuvchi salohiyatlar yondashuvi reklama-targ‘ibot
da'volari tarkibi dalillardan foydalanish imkoniyati bilan bog‘liq bo‘lishini prognoz qiladi. Natijalar ushbu
prognozga mos keladi: dalillarga masofa koeffitsiyenti —13.018 ni, t-statistikasi —12.15 ni tashkil etadi, R? esa
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0.332 dan 0.931 gacha oshadi. Tekshiriladigan da’volar ulushi dalillarga masofaning beshta darajasi bo‘yicha
izchil ravishda 69.5 foizdan 14.0 foizgacha kamayadi, qabul samaradorligi esa 93.0 foizdan 48.5 foizgacha
pasayadi.

Ikkinchi natija ko‘rib chigilgan yondashuvlarning hech birida bevosita prognoz qgilinmagan. Bir marketing
xodimiga to‘g‘ri keladigan e’lon qgilingan da’volar soni ayni dalillarga masofa shkalasi bo‘yicha 16.6 tadan 24.3
tagacha oshadi. Ushbu holat tegishli dalillardan foydalanish imkoniyati cheklangan marketing bo‘linmalari
tekshiriladigan da'volar ulushi kamaygan sharoitda ham reklama-targ‘ibot kommunikatsiyalari hajmini saglab
golishi yoki oshirishi mumkinligini ko‘rsatadi. Yigirmata oliy ta’lim muassasasining o‘n to‘rttasi dalillarga
masofaning uchinchi yoki undan yuqori darajasida joylashgan bo‘lib, dalillarga masofadagi har bir go‘shimcha
bosgich gabul samaradorligidagi taxminan 10.15 foiz punkilik farq bilan bog'lig.

Kalit so‘zlar: marketing mexanizmi; ta’lim xizmatlari; dalillarga masofa; bozorga yo‘naltiriigan salohiyatlar;
signallash; oliy ta’limni targ‘ib gilish; O‘zbekiston.

AHHoTauua. O630pbl TEOPETUYECKUX NOAXOA0B K MAPKETUHIY B cdepe BbiCLUEro 0bpasoBaHnst 0ObIYHO
3aBepLuaroTcs 0606LLEeHNEM OCHOBHbIX NMOAXOO0B. B JaHHOM cTaTbe 3TOT NOAXO4 pacLUMpsSeTcs NocpescTBOM
SMMUPMYECKO MPOBEPKM WX MNPOrHO30B. PaccmatpuBaloTcsl MATb MOAXOAOB U CHOPMYNMPOBaHHbIE B
paMKax KaXgoro M3 HUX MPOrHO3bl OTHOCUTENBbHO CTPYKTYPbl PEKNaMHO-MHOPMAaLMOHHBIX KOMMYHUKALIWA,
KOTOpble aHaNM3NPYTCS Ha OCHOBE AaHHbIX ABaALATM aHOHMMU3MPOBAHHbLIX BbICLLUMX YYEOHbIX 3aBegeHUN
Y3bekuctaHa. B kadectBe OCHOBHOrO AMddEPEHLMPYIOLLEINO KOHCTPYKTa BBOAUTCH MOHATME AUCTaHUMU L0
nokasatenbcTB (evidence distance), onpegensieMon Kak KONMYECTBO 3TanoB, OTAENALLMX MapPKETUHIOBOE
nogpasaeneHune ot AaHHbIX O pe3yrbTaTax BbiMyCKHUKOB, HEOOX0AUMbIX A5t POPMYNMpoBaHUS YTBEPXKAEHWS,
KOTOPOE MOTEHLMAanbHbIA CTYAEHT MOXET CAMOCTOATENIbHO NPOBEPUTD.

Moaxon MapKETUHT-MUKC, pacCMaTpUBAOLLNIA NPOABMKEHME KaK yNpaBnsieMyto NePEMEHHY NPUHATUS
peLleHniA, npegnonaraeT, YTO CTPYKTypa peknamHO-MHOPMAaLMOHHBIX YTBEPXOEHUA CBA3aHa C OHomKeToM
Ha MPOABWXXEHWE WM YUCMEHHOCTbIO NepcoHana. dMMIUpUYEcKne pesynbraTtbl 06ecneynBaoT OrpaHUYEHHYO
nogaepKy OAHHOrO npeanonoXxeHus. Mocne BKMOYEHUS AMCTaHUMM OO0 OOoKa3aTenbCTB B crieuudukaumno
KoabdnLMeHT Npu norapudme Grogketa Ha npoasmkeHne cHukaeTcd ¢ 10.336 npu t-ctatuctuke 2.99 oo 0.604
npu t-ctatnctmke 0.43. YncneHHOCTb MapKeTUHIOBOrO NepcoHana Takke He AEMOHCTPUPYET CTaTUCTUYECKN
3Ha4YMMou cBA3N: koadhurumeHT coctaBnseT —4.330 npu t-ctatuctuke —0.60.

B oTtnuume oT 3TOrO, MOAXOA, OCHOBAHHLIA HA OPraHM3aLMOHHbIX CMOCOOHOCTAX W MpeanonaratoLLuii,
4YTO AEATENbHOCTb OpraHn3auny Ha pbIHKE OrpaHMYMBAETCS €€ CMOCOOHOCTBIO BbISIBNSATL COOTBETCTBYHOLLYHO
NHGOPMAaLMIO MU MofyYaTb K HEN OOCTYNM BHYTPU OpraHu3aumu, NPOrHO3MPYET CBA3b CTPYKTYPbl PEKamHO-
NHOPMALIMOHHBIX YTBEPXOEHUI C OOCTYMOM K [AokasatenbcTBaM. PesynbraTtbl COMMacylTcsi ¢ AaHHbIM
MPOrHO30M: KO3(hULMEHT ANCTaHUMM OO0 AokadaTenbcTB coctaBnsietr —13.018 npwu t-ctatuctuke —12.15, a
R? yBenunumaetcs ¢ 0.332 go 0.931. [Jons npoBepsieMbIX YTBEPXKOEHMI NOCneaoBaTenbHO CHxaeTcs ¢ 69.5
8o 14.0 npoueHTa no NATW YPOBHSIM AMCTaHUMM A0 AOKa3aTenbCTB, TOrAA Kak KOHBEPCUSI NPEaSIoKEeHU o
3a4ncnennn B paktnyeckoe 3admncrneHme cHmkaetca ¢ 93.0 go 48.5 npoueHTa.

Btopoi pesynbtat He Obim HEMOCPEACTBEHHO MpeAcka3aH HU OOHVMM M3 PacCMOTPEHHbIX MOOXOLOB.
KonuyectBo nyonukyemMbiX YTBEPXKOEHUN B pacHETE Ha OOHOro COTPYyAHUKa yBenuyneaeTcs ¢ 16.6 0o 24.3 no
TOW e LuKare AUCTaHUMKU 40 AoKasaTenbCTB. [JaHHas 3aKkOHOMEPHOCTb YKa3blBAET Ha TO, YTO MAPKETUHIOBbLIE
nogpasaeneHus ¢ 6onee orpaHWYEHHbIM OCTYNOM K PENEBAHTHBIM A0OKa3aTenbCTBaM MOMYT COXPaHATb UK
yBenuuMBaTb 06bEM PeKNaMHO-MHPDOPMALMOHHBIX KOMMYHUKALMIA AaXe NPU CHUKEHUWN OOSW NMPOBEPSEMbIX
yTBEPXAEHWUIA. YeTbipHaaLaTbh U3 ABaLaTh BbICLUMX y4eOHbIX 3aBeQeHUIN HaxoasiTca Ha TpeTbeM unu bonee
BbICOKOM YPOBHE AMCTaHUMM [0 AOKA3aTENbCTB, @ KaXXAbl AONOMHUTENbHBIA YPOBEHb OAUCTAHLMM CBA3aH C
OLEHOYHOWN pa3HuLIEr B KOHBEPCUW MPEANIOXEeHNA 0 3a4ncrieHnm B pasmepe 10.15 npoLeHTHOro nyHkTa.

KntoueBble cnoBa: MapKeTMHIOBbIM MexaHU3M; 06pa3oBaTenbHble YCryri; AMCTaHLUUS 40 OOKa3aTeNbCTB;
PbIHOYHO-OPUEHTUPOBAHHbIE CMOCOOHOCTW; CUrHaNM3UpOBaHWE; MPOABWXEHWE BbICLLIErO 0Opa3oBaHMs;
Y36ekuncraH.

INTRODUCTION

A companion study established that a substantial proportion of promotional claims in Uzbek higher
education are difficult to verify independently, that only nine per cent can be verified by prospective students
before enrolment, and that the relatively small share of verifiable claims is strongly associated with whether an
offer is converted into enrolment [1]. This finding raises an important question that the previous study did not
address: why do higher education institutions communicate in this way?

Two explanations can be considered, and they lead to different implications. The first is strategic. From
this perspective, institutions may choose claims that are difficult to verify because such claims can present
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institutional attributes favourably, are commonly used across the market, and are less susceptible to immediate
independent verification. Under this explanation, the composition of promotional communication is primarily
a strategic decision made within the institution, influenced by those responsible for marketing resources and
activities, and potentially adjustable through changes in communication strategy.

The second explanation is structural. From this perspective, institutions may rely on claims that are difficult
to verify because more readily verifiable claims require data to which the marketing unit may have limited
access. For example, a claim that ninety-one per cent of the previous year’s graduates were employed within six
months is independently verifiable and provides prospective students with concrete information for evaluating
an institution. Formulating such a claim, however, requires a graduate-tracking system, access to the resulting
data, and an established mechanism for information exchange between the relevant institutional units. Where
these arrangements are not in place, changes in communication strategy alone may be insufficient to produce
a corresponding change in the composition of promotional communication.

This distinction is not merely descriptive. It corresponds to an important division within the theoretical
literature on marketing mechanisms: between approaches that treat promotion as a controllable element of the
marketing mix and approaches that view market behaviour as constrained by organisational capabilities. This
article examines five such approaches, specifies the prediction that each makes regarding the composition of
promotional claims, and evaluates these predictions using data from twenty higher education institutions.

To distinguish between these explanations, this article introduces the construct of evidence distance,
defined as the number of steps separating the marketing unit from the graduate outcome data required to
formulate a verifiable claim. Evidence distance ranges from one, where the marketing unit directly holds the
relevant data, to five, where such data are not collected within the institution.

The contribution of the study is threefold. First, the article moves beyond a descriptive review of theoretical
approaches by deriving empirically testable predictions from them and examining these predictions using
institutional data. Second, it investigates the mechanism associated with the composition of promotional claims
documented in the companion study, with the results indicating that informational and organisational factors
play an important role alongside strategic considerations. Third, it identifies an additional pattern not explicitly
predicted by the approaches examined: institutions with greater evidence distance publish more claims per
marketing staff member rather than fewer.

Section 2 presents the five theoretical approaches and their predictions. Section 3 describes the panel,
variables, and analytical constructs. Section 4 presents and discusses the empirical tests of the predictions.
Section 5 concludes the article.

LITERATURE REVIEW

The marketing mix tradition originates in Borden’s formulation and McCarthy’s four-element framework
and was subsequently extended by Booms and Bitner to seven elements for services through the addition of
people, process, and physical evidence [4-5]. A central assumption of this approach is that the elements of
the marketing mix constitute decision variables that can be managed by the marketer and combined into an
integrated marketing programme.

In higher education, the marketing mix has been widely applied in the practice-oriented literature. Maringe
examined university and course choice explicitly from a marketing perspective [14], while Ivy’s work on the
higher education marketing mix proposed a modified set of elements adapted to the characteristics of the
sector [12].

The prediction derived from this approach is specific and testable. If promotion is treated as a controllable
element of the marketing mix, the composition of an institution’s promotional communication should be
associated with the resources allocated to that activity, since these resources provide part of the means through
which promotional decisions are implemented. Institutions with larger promotional budgets and marketing teams
may therefore have greater capacity to shape the composition of their promotional claims according to their
communication objectives. Under this approach, promotional budget and marketing staffing are consequently
expected to account for variation in claim composition.

Berry introduced relationship marketing as an alternative emphasis within services marketing, while
Gronroos subsequently developed the concept as part of a broader shift from transaction-oriented to relationship-
oriented marketing [3, 9]. This approach emphasises the creation and maintenance of value through continuing
relationships rather than through discrete exchanges alone.

Its principal implications concern areas such as retention, referrals, and alumni relationships rather than
the composition of recruitment-oriented promotional claims. Because the present panel does not measure
these relationship outcomes, the predictions of this approach cannot be directly evaluated using the available
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data. Relationship marketing is therefore included to provide theoretical completeness but is not subjected to
empirical testing in the present analysis.

Vargo and Lusch reframed exchange in terms of the application of competences, with value understood as
being co-created by providers and beneficiaries rather than embedded solely in an output [17]. This perspective
is consistent with the credence-based interpretation developed in the companion study, since outcomes that
are co-created by the institution and the student may be difficult to attribute exclusively to the provider.

However, service-dominant logic does not generate a sufficiently differentiated prediction regarding
the composition of promotional claims that can be tested with the variables available in the present panel.
Accordingly, as with relationship marketing, it is included as part of the theoretical framework but is not directly
evaluated empirically in this study.

Spence’s signalling model establishes conditions under which signals can convey information about
otherwise difficult-to-observe characteristics [15]. Akerlof’'s analysis of markets characterised by uncertainty
about quality demonstrates the informational difficulties that arise when quality cannot be directly observed
[1], while Kirmani and Rao examine the conditions under which unobservable quality can be communicated
through credible signals [13].

Applied to the present context, the signalling perspective predicts that more informative promotional
communication should contain claims that are comparatively difficult to reproduce credibly without corresponding
supporting evidence—that is, claims that prospective students can independently verify. The companion study
examined this relationship and found that the verifiable-claim share was positively associated with enrolment
yield, with an estimated coefficient of 0.0078 per percentage point and a t-statistic of 12.90 [1]. The present
article takes this empirical relationship as its starting point and examines the factors associated with institutions’
capacity to supply such verifiable claims.

Day’s account of market-driven organisations identifies market sensing and customer linking among the
capabilities that distinguish market-oriented organisations, with market sensing referring to the capacity to
gather, interpret, and use relevant market information [7]. Barney’s resource-based view provides a broader
theoretical foundation for understanding the role of organisational resources and capabilities [2], while Teece,
Pisano, and Shuen extend this perspective through the concept of dynamic capabilities [16].

The prediction derived from this approach provides a direct alternative to that of the marketing mix approach.
If market behaviour is constrained by organisational capabilities, the composition of an institution’s promotional
communication should be associated with its internal access to relevant evidence rather than primarily with the
size of its promotional budget. In particular, limited access to graduate outcome data may restrict an institution’s
ability to formulate independently verifiable claims about graduate outcomes, even when substantial resources
are allocated to promotional activity.

Table 1 summarises the theoretical approaches and presents their predictions in the form in which they are
evaluated empirically.

Table 1
Theoretical Approaches and Their Predictions About Claim Composition!
Approach Core assumption Prediction about verifiable claim share Te:(t::le
. . Promotion is a controlled Follows promotional budget and marketing
Marketing mix . . Yes
decision variable staff
. . . Value accrues through Concerns retention and referral, not
Relationship marketing L . : . No
continuing relations recruitment claims
. . . Value is co-created, not No differential prediction on claim
Service-dominant logic . " No
embedded in output composition
Signalling Credible S|gn.al§ must be Verifiable claims govern the commitment Tested in [1]
hard to imitate decision
. - Market behaviour is Follows internal access to evidence, not
Market-driven capabilities . . Yes
bounded by internal sensing budget

Two of the five approaches do not generate sufficiently differentiated predictions that can be evaluated
using the variables available in the present panel and are therefore not directly tested. The empirical analysis
focuses primarily on comparing the predictions derived from the marketing mix approach with those derived from
the market-driven capabilities approach, while taking the signalling relationship established in the companion
study as a starting point.

1 Author’s development
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The higher education marketing literature reviewed by Hemsley-Brown and Oplatka [10] documents a
substantial body of research on marketing practices and approaches while also identifying a need for further
empirical development in the field. In particular, limited attention has been given to directly comparing alternative
theoretical explanations of the composition of higher education promotional communication. The role of an
institution’s internal access to evidence, relative to its marketing resources, in shaping the types of promotional
claims it is able to formulate also remains insufficiently examined. This article addresses this gap by introducing
a systematic measure of internal access to relevant evidence and examining whether variation in that measure
is associated with claim composition after marketing resources are taken into account.

RESEARCH METHODOLOGY

The panel comprises the same twenty anonymised higher education institutions in Uzbekistan examined in
the companion study, including national universities, sectoral institutes, regional universities, branch campuses
of foreign universities, and private higher education institutions. Table 2 presents the additional variables
introduced in the present analysis.

IQTISODIYOT 9OKOHOMHUKA ECONOMY

Table 2
Variables and Their Construction?
Variable Construction
Evidence distance Steps between the marketing unit and graduate outcome data, 1 to 5, defined in 3.2
Graduate tracking system Whether a systematic graduate outcome tracking arrangement exists
Marketing staff Full time equivalent staff in the recruitment communication function
Claims published Distinct promotional claims published in the admission year
Claim productivity Claims published per marketing staff member
Verifiable claim share Share of claims a student can check, from [1]
Promotional spend Annual recruitment communication expenditure, million UZS
Enrolment yield Enrolments divided by offers, from [1]

Evidence distance measures the number of steps separating a marketing unit from access to data on
graduate outcomes.

A score of 1 indicates that the marketing unit holds the relevant data directly, either through a tracking
function located within the unit or through one that reports directly to it. A score of 2 indicates that the data
can be obtained through a single request to another institutional unit under an established information-sharing
arrangement. A score of 3 indicates that two or more requests are required and that no standing arrangement
exists, such that access depends on case-specific cooperation between institutional units. A score of 4 indicates
that the underlying records exist but are not systematically compiled into graduate outcome statistics within the
institution. A score of 5 indicates that graduate outcome data are not collected within the institution.

The construct measures access to evidence rather than an institution’s willingness to disclose it. An
institution with a score of 4 or 5 may have limited capacity to formulate a verifiable graduate outcome claim
even when there is an intention to communicate such information, because the required outcome statistics are
either not compiled or not collected within the organisation.

The two dimensions of promotional output are reported separately throughout the analysis. Claim quality
is measured by the verifiable-claim share. Claim volume is measured by the number of claims published per
year, while claim productivity is calculated as the number of claims published per year divided by the number
of marketing staff.

Separating these measures makes it possible to identify the contrasting pattern examined in Section 4.4.
Because claim quality and claim volume move in different directions as evidence distance increases, combining
them into a single measure of promotional output could obscure the distinct relationships between evidence
distance and each dimension.

Two sequential regression specifications, referred to as estimation ladders, are estimated using ordinary
least squares (OLS). The claim-quality ladder first regresses the verifiable-claim share on log promotional
budget. Evidence distance, the graduate-tracking-system indicator, and log marketing staff are then introduced
sequentially. This ordering is deliberate: the variable derived from the marketing mix approach is entered first

2 Author’s development
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on its own, allowing its association with claim quality to be examined before variables representing access to
evidence and organisational characteristics are introduced.

The claim-volume ladder regresses log claims published on log promotional budget, then adds log
marketing staff, followed by evidence distance.

Concentration is measured using the Herfindahl-Hirschman Index (HHI), the Gini coefficient, and the
top-five share [8, 11]. Group differences are evaluated using the Welch statistic [18]. Given the sample size
of twenty institutions and the observational nature of the data, the estimated relationships are interpreted as
associations rather than causal effects [6]. Alternative explanations and the principal limitations of the empirical
design are considered explicitly in Section 4.6.

ANALYSIS AND RESULTS

The twenty higher education institutions in the panel published a total of 1,860 distinct promotional claims
during the admission year, of which 737, or 39.6 per cent, were classified within the verifiable categories. Table
3 presents the institutional panel together with the measures of evidence access and marketing output.

{OHOMHWKA ECONOMY

Table 3
Institutions, Evidence Access, and Marketing Output?
Institution 'f"l’s"t’:::: T;;::‘:ng Staff FTE C'a;'::rpe' C'aiF"fl’E per Ve;::':'e Yield
UO1 National 3 Yes 14 240 17.1 38% 66%
U02 National 2 Yes 11 190 17.3 45% 78%
U03 Technical 3 Yes 9 160 17.8 41% 72%
U04 Branch 1 Yes 8 130 16.3 71% 91%
U05 Private 4 No 7 145 20.7 28% 58%
U06 Medical 2 Yes 6 120 20.0 62% 89%
for 3 No 6 125 20.8 31% 69%
oo d:g;)c?gical 3 Yes 5 100 20.0 40% 66%
U09 Branch 1 Yes 5 85 17.0 68% 95%
U10 Agrarian 4 No 4 90 225 27% 60% S
U11 Private 4 No 4 80 20.0 24% 64% m
U12 Regional 4 No 3 70 23.3 22% 55%
U13 Arts 2 Yes 3 55 18.3 49% 81%
U14 Regional 4 No 3 65 21.7 19% 58% F
U15 Private 5 No 2 50 25.0 17% 49%
U16 Regional 2 Yes 2 45 225 44% 69% O
U17 Institute 3 No 2 38 19.0 38% 72% >_‘
U18 Institute 5 No 1 30 30.0 14% 53%
U19 Regional 5 No 1 24 24.0 13% 44% =
U20 Institute 5 No 1 18 18.0 12% 48% C

Fourteen of the twenty institutions are positioned at an evidence distance of three or more. This indicates
that, in fourteen cases, formulating a verifiable graduate outcome claim would require either case-specific
coordination between institutional units or the establishment of a data-collection or compilation function that is
not currently in place.

The concentration measures provide additional evidence that is not captured by the regression ladders.
All promotional claims are distributed across institutions with a Gini coefficient of 0.3410 and a top-five share
of 46.5 per cent, whereas verifiable claims have a Gini coefficient of 0.4482 and a top-five share of 55.5 per
cent. Thus, verifiable promotional communication is more concentrated across institutions than promotional
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communication as a whole. This pattern is consistent with the evidence-access explanation: the institutional
capacity to formulate independently verifiable claims appears to be less widely distributed than the capacity to
produce promotional communication in general (Figure 1).

HOW FAR THE MARKETING UNIT SITS FROM ITS OWN EVIDENCE
enrolment
yield

69.5% 93.0%
79.3%
69.0%
59.0%

48.5%

0% 15% 30% 45% 60% 75%

share of promotional claims that can be verified

Both series fall monotonically across all five levels of evidence distance

Institutions whose marketing unit holds graduate outcome data publish 69.5 per cent verifiable cla
such data publish 14.0 per cent and convert 48.5 per cent
Welch t = 6.99 (df 6.7) comparing distance 1-2 with distance 4-5 on verifiable claim share. Source: authors calculations

nvert 93.0 per cent of offers; those collecting no

Figure 1. Verifiable claim share by evidence distance
group, with mean enrolment yield shown at the right*

Both series exhibit a monotonic pattern across all five levels of evidence distance. The verifiable-claim
share declines from 69.5 per cent at the first level to 50.0, 37.6, 24.0, and 14.0 per cent at successive levels.
Enrolment yield follows a similar pattern, declining from 93.0 per cent to 79.3, 69.0, 59.0, and 48.5 per cent. A
comparison of the two lowest evidence-distance levels with the two highest shows mean verifiable-claim shares
of 56.5 per cent and 19.6 per cent, respectively, with a Welch statistic of 6.99 and 6.7 degrees of freedom.

The monotonic pattern across all five levels provides additional information beyond a comparison of the
groups at the lower and higher ends of the evidence-distance scale, because the observed relationship is
distributed across successive levels rather than being attributable solely to a single extreme group. Importantly,
this pattern is not mechanically imposed by the construction of the evidence-distance measure. Evidence-
distance scores were assigned on the basis of institutional administrative arrangements, without reference
to the outcome variables used in the subsequent analysis. The observed monotonic relationships therefore
emerge from the empirical data rather than from the coding rule itself.

Table 4 presents the sequential regression specifications for claim quality.

4 Author’s development

Table 4
Claim-Quality Ladder: Dependent Variable = Verifiable-Claim Share (n = 20)°
Q1 Q2 Q3 Q4
log pgjgogt"’”a' 10.336 (3.459) 0.604 (1.396) 0.419 (1.430) 3.664 (5.568)
t=2.99 t=0.43 t=0.29 t=0.66
Evidence distance -13.018 (1.071) -12.079 (1.598) -12.214 (1.646)
D t=-12.15 t=-7.56 t=-7.42
Graduate tracking 3.161 (3.954) 3.223 (4.036)
O system
t=0.80 t=0.80
W) log marketing staff -4.330 (7.170)
| t=-0.60
r_. R? 0.332 0.931 0.934 0.935
—
Adjusted R? 0.294 0.923 0.921 0.918
e

5 Author’s development

@ https://yashil-iqtisodiyot-taraqqiyot.uz




2026-yil, sentabr. 9-son, ll-gism YASHIL IQTISODIYOT VA TARAQQIYOT fi\l/i'

Specification Q1 examines the association predicted by the marketing mix approach before evidence
distance and the additional organisational variables are introduced. In this specification, promotional budget is
positively and statistically significantly associated with the verifiable-claim share, with an estimated coefficient
of 10.336 and a t-statistic of 2.99. Thus, a one-unit increase in log promotional budget is associated with an
estimated 10.336-percentage-point increase in the verifiable-claim share.

However, this association changes substantially once evidence distance is introduced in Q2. The
coefficient on promotional budget declines to 0.604, with a t-statistic of 0.43, and is no longer statistically
significant. By contrast, evidence distance has an estimated coefficient of -13.018, with a t-statistic of —12.15,
while R? increases substantially from 0.332 to 0.931. The coefficient on promotional budget remains statistically
insignificant in specifications Q3 and Q4. In Q4, marketing staff, representing the second resource-related
variable associated with the marketing mix approach, has an estimated coefficient of —4.330 and a t-statistic of
-0.60 and is likewise not statistically significant (Figure 2).

THE BUDGET EXPLANATION OF CLAIM QUALITY DOES NOT SURVIVE

coefficien t s,
on log .

promotional 5 .

budget S L J 3.664

. } ‘ _____
no effect 0.604 0.419

Q1 Q2 Q3 Q4

budget only + evidence distance + tracking system + marketing staff

Whiskers show the 95 per cent interval; a filled vermilion marker is significant at the 5 per cent leve

What a university says is bounded by what it can find out, not by what it spends

Adding evidence distance cuts the budget coefficient from 10.336 to 0.604 and raises R squared from 0.332 to 0.931, while evidence distance itself
takes -13.018 with a t statistic of -12.15
ource: authors calculations

Figure 2. The coefficient on log promotional budget across the
four specifications of the claim quality ladder, with 95 per cent intervals®

The change in the promotional-budget coefficient can be interpreted in light of the correlations among
the explanatory variables. Promotional budget and evidence distance have a correlation coefficient of —-0.574,
indicating that institutions with larger promotional budgets also tend to have shorter evidence distances.
Consequently, the association attributed to promotional budget in Q1 may partly reflect its correlation with
evidence access. The sequential specifications help distinguish these relationships by introducing evidence
distance alongside promotional budget.

The graduate-tracking-system indicator has an estimated coefficient of 3.161, with a t-statistic of 0.80,
and is not statistically significant in this specification. It is also strongly negatively correlated with evidence
distance, with a correlation coefficient of -0.818. This high correlation makes it difficult to distinguish the
separate associations of the binary tracking indicator and the more granular evidence-distance measure
within the same specification. The coefficient on the tracking-system indicator should therefore be interpreted
with caution.

Taken together, the results provide limited support for the prediction derived from the marketing mix
approach that claim composition is primarily associated with the resources allocated to promotion. By contrast,
the results are consistent with the prediction derived from the market-driven capabilities approach that claim
composition is closely associated with an institution’s internal access to relevant evidence. In substantive
terms, the findings suggest that the composition of an institution’s promotional communication is related not
only to the resources devoted to marketing but also to its capacity to access and use information about its own
graduate outcomes.

Table 5 presents the sequential regression specifications for claim volume.
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Table 5
Claim-Volume Ladder: Dependent Variable = Log Claims Published (n = 20)”
C1 C2 C3
log promotional budget 0.701 (0.021) 0.458 (0.081) 0.441 (0.057)
t=33.75 t=5.69 t=7.68
log marketing staff 0.312 (0.101) 0.382 (0.074)
t=3.08 t=5.16
Evidence distance 0.049 (0.012)
t=4.20
R? 0.984 0.990 0.995
Adjusted R? 0.984 0.989 0.994

Claim volume exhibits a pattern consistent with the prediction derived from the marketing mix approach.
Promotional budget is strongly positively associated with claim volume, with an estimated coefficient of 0.701, a
t-statistic of 33.75, and an R? of 0.984 in the initial specification. The addition of marketing staff yields a positive
coefficient of 0.312, indicating that staffing provides additional explanatory information beyond promotional
budget. These results suggest that the volume of promotional communication is closely associated with the
resources allocated to marketing activity.

The third coefficient reveals an additional pattern not explicitly predicted by the theoretical approaches
considered above. Evidence distance enters positively, with an estimated coefficient of 0.049 and a t-statistic of
4.20. Conditional on promotional budget and marketing staff, greater evidence distance is therefore associated
with a higher volume of published claims rather than a lower one (Figure 3).

QUALITY FALLS AND VOLUME RISES ALONG THE SAME AXIS

69.5%

verifiable
claim share per staff FTE

20

0% 12

evidence distance

A marketing unit cut off from evidence does not fall silent; it says more, and less of it can be checked

Verifiable claim share falls from 69.5 to 14.0 per cent while claims published per staff member rise from 16.6 to 24.3, with a Welch statistic of -2.85 on the
volume comparison
Source: authors calculations

Figure 3. Verifiable claim share and claims published
per staff member, both against evidence distance?®

The group comparison reveals a similar pattern without conditioning on promotional budget and marketing
staff. Claims published per staff member are 16.6, 19.5, 19.0, 21.6, and 24.3 across the five successive levels
of evidence distance. Comparing the two lowest evidence-distance levels with the two highest gives mean
values of 18.6 and 22.8 claims per staff member, respectively, with a Welch statistic of —2.85 and 13.0 degrees
of freedom.

Marketing units with more limited access to relevant evidence do not appear to reduce the volume of
their promotional communication. Instead, the observed pattern combines a higher number of claims per staff

7 Author’s development
8 Author’s development

@ https://yashil-iqtisodiyot-taraqqiyot.uz




2026-yil, sentabr. 9-son, ll-gism YASHIL IQTISODIYOT VA TARAQQIYOT fi\l/i'

member with a lower verifiable-claim share as evidence distance increases. This pattern is consistent with
a possible substitution between claim volume and verifiability, although the observational design does not
establish that such substitution is a deliberate organisational response. It is also compatible with the signalling
perspective insofar as claims requiring less supporting evidence may face fewer informational constraints on
their production. However, none of the theoretical approaches reviewed in Section 2 explicitly predicts this joint
pattern. It is therefore reported as an additional empirical finding rather than as confirmation of a pre-specified
theoretical prediction (Figure 4).

THE MARKETING MECHANISM AS ESTIMATED

Graduate outcome data i distance Verifiable claim share Enrolment yield
collected, compiled, accessible step: h that data what a student can check offers taken up

0.914
capacity bound
doef not reach enrolments

one and stops.

Evidence access governs what can be clai h is published and how many apply, and applications are capped

>t significant. Source: authors calculations

Figure 4. The marketing mechanism as estimated. The upper row carries claim quality to enrolment,
the lower row carries resources to applications, and the dashed path between them is not significant®

The estimated mechanism consists of two distinct pathways. The first pathway runs from the collection of
graduate outcome data, through evidence distance, to the verifiable-claim share, and from there to enrolment
yield. The estimated coefficient linking evidence distance to the verifiable-claim share is —13.018, with a
t-statistic of —12.15. The companion study reports an estimated coefficient of 0.0078 linking the verifiable-claim
share to enrolment yield, with a t-statistic of 12.90 [1].

The second pathway runs from promotional budget and marketing staff, through claim volume, to
applications. The estimated coefficients of promotional budget and marketing staff on claim volume are 0.458
and 0.312, respectively. The companion study reports an estimated coefficient of 0.914 for the association
between promotional expenditure and applications, with a t-statistic of 20.72 [1].

The empirical connection between the second pathway and claim quality is represented by the promotional-
budget coefficient in the claim-quality specification. This coefficient is 0.604, with a t-statistic of 0.43, and is not
statistically significant. The results therefore suggest that promotional resources are closely associated with the
volume of communication, while their independent association with the verifiable-claim share is limited once
evidence distance is taken into account.

The estimated relationships also provide an indication of the potential magnitude involved. A one-step
increase in evidence distance is associated with an estimated 13.02-percentage-point decrease in the verifiable-
claim share. Combining this estimate with the companion study’s enrolment-yield coefficient of 0.0078 implies
an approximately 10.15-percentage-point difference in enrolment yield. Applied mechanically to the sector offer
base of 45,300, this corresponds to approximately 4,600 enrolments. This calculation should be interpreted as
an illustrative magnitude based on the estimated associations rather than as a causal estimate of the number
of enrolments that would result from changing evidence distance.

The results provide a basis for reconsidering how a marketing mechanism for educational services may
be conceptualised.

Under the marketing mix approach, the formation of such a mechanism emphasises the combination and
resourcing of controllable marketing elements. The present panel provides limited support for this explanation
with respect to claim composition. Promotional budget is positively associated with the verifiable-claim share
in the simplest specification, but this association becomes small and statistically insignificant once evidence
distance is introduced. Marketing staffing is likewise not significantly associated with claim quality. These
results suggest that promotional resources alone do not account for the observed variation in the composition
of promotional claims.

The market-driven capabilities approach provides a different interpretation. From this perspective, the
formation of the marketing mechanism also depends on developing the organisational capacity to collect,
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access, and use relevant information. In the present setting, this corresponds closely to Day’s concept of
market-sensing capability [7], although in a specific institutional form: some of the information required for
market communication concerns the institution’s own graduate outcomes, and access to that information
depends partly on internal data and information-sharing arrangements. Fourteen of the twenty institutions are
classified at an evidence distance of three or more, indicating that access to graduate outcome evidence
requires case-specific coordination, systematic compilation of existing records, or the establishment of a data-
collection function.

The substitution pattern identified in Section 4.4 also has implications for institutional practice and policy. The
results suggest that efforts focused solely on increasing the volume or resources of promotional communication
may not necessarily alter the composition of promotional claims when access to relevant evidence remains
unchanged. In the present panel, promotional resources are strongly associated with claim volume, while
greater evidence distance is associated with both a lower verifiable-claim share and a higher volume of claims
conditional on budget and staffing. Accordingly, communication-improvement initiatives may be more effective
when accompanied by improvements in graduate tracking, data compilation, and internal information-sharing
arrangements. The observational evidence presented here, however, does not establish the effects of such
interventions.

An important alternative explanation concerns the direction of the relationship between evidence access
and communication strategy. A marketing unit intending to formulate verifiable claims may actively seek and
negotiate access to the necessary data. Under this interpretation, shorter evidence distance could partly
reflect communication strategy rather than operating solely as a constraint on it, implying the possibility of
reverse causality. The cross-sectional design cannot distinguish conclusively between these explanations. Two
observations are nevertheless relevant. First, at evidence distance 5, graduate outcome data are not collected
within the institution; four institutions in the panel are classified at this level. Such cases suggest that at least
part of the observed evidence-distance variation may originate in broader institutional data arrangements rather
than solely in marketing-unit decisions. Second, the positive association between evidence distance and claim
volume identified in Section 4.4 is not straightforwardly explained by the reverse-causality account. This pattern
therefore warrants further investigation rather than being interpreted as conclusive evidence for either causal
direction.

A stronger test of the proposed mechanism would be possible under an institutional change that altered
graduate-tracking arrangements independently of existing communication strategies. For example, a common
tracking requirement applied across institutions could generate changes in evidence access that are not directly
determined by an individual institution’s current promotional practices. Observing subsequent changes in claim
composition could provide stronger evidence regarding the direction of the relationship. A similar graduate-
tracking instrument was identified in the companion study for a different analytical purpose [1], suggesting that
improvements in tracking arrangements could also provide a useful setting for testing the mechanism examined
here.

Four further limitations should be considered when interpreting the results. First, evidence distance was
coded by the authors on the basis of institutional administrative arrangements. Although the measure was
constructed without reference to the outcome variables, there remains a possibility that broader impressions
of an institution could influence coding decisions. Independent coding by researchers who are blinded to the
claim data would reduce this potential source of bias and provide an important robustness check in future
research.

Second, the association between evidence distance and the verifiable-claim share is exceptionally
strong, with a correlation coefficient of —0.964. In a cross-sectional sample of only twenty institutions, such a
strong relationship warrants careful interpretation rather than being treated as conclusive evidence of a single
mechanism. One possibility is that both variables partly reflect a broader unobserved institutional characteristic.
Further research with a larger sample and additional controls would be required to distinguish this explanation
from the proposed evidence-access mechanism.

Third, the graduate-tracking-system indicator is strongly correlated with evidence distance, at —0.818. This
degree of correlation limits the ability of the present specification to distinguish their separate associations,
and the estimated coefficient on the tracking-system indicator should therefore be interpreted with caution. In
addition, two of the five theoretical approaches reviewed in Section 2 do not generate sufficiently differentiated
predictions that can be evaluated using the variables in this panel. The empirical comparison in the present
study therefore concerns primarily the predictions derived from the marketing mix and market-driven capabilities
approaches.

Finally, the panel is cross-sectional, comprises only twenty higher education institutions in a single country,
and does not provide a basis for strong causal inference or broad generalisation without further evidence.
In addition, the enrolment-yield coefficient used in Section 4.5 is drawn from the companion study rather
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than estimated independently in the present analysis. The illustrative chain calculation therefore inherits the
limitations of that study in addition to those of the present empirical design.

CONCLUSION AND RECOMMENDATIONS

This article examined five theoretical approaches to the formation of a marketing mechanism for educational
services and empirically evaluated those that generate sufficiently differentiated predictions using a panel of
twenty anonymised higher education institutions in Uzbekistan.

The results provide limited support for the prediction derived from the marketing mix approach with respect
to claim composition. The coefficient on promotional budget declines from 10.336, with a t-statistic of 2.99, to
0.604, with a t-statistic of 0.43, once evidence distance is introduced into the specification. Marketing staff is
likewise not statistically significantly associated with the verifiable-claim share, with an estimated coefficient of
—-4.330 and a t-statistic of —0.60. These results indicate that promotional resources alone do not account for the
observed variation in claim composition.

By contrast, the results are consistent with the prediction derived from the market-driven capabilities
approach. Evidence distance has an estimated coefficient of -13.018, with a t-statistic of =12.15, while the
inclusion of evidence distance increases R? from 0.332 to 0.931. This finding suggests that an institution’s
capacity to formulate verifiable promotional claims is closely associated with its internal access to relevant
evidence about graduate outcomes.

The relationship exhibits a monotonic pattern across all five levels of evidence distance. The verifiable-
claim share declines successively from 69.5 per cent to 50.0, 37.6, 24.0, and 14.0 per cent, while enrolment
yield declines from 93.0 per cent to 79.3, 69.0, 59.0, and 48.5 per cent. The consistency of these patterns
across successive levels provides additional evidence of an association between evidence access, claim
composition, and enrolment outcomes.

Claim volume, in contrast, exhibits a pattern consistent with the prediction derived from the marketing mix
approach. Promotional budget is strongly associated with claim volume, with an estimated elasticity of 0.701
and an R? of 0.984 in the initial specification. Marketing staff has an additional positive coefficient of 0.312.
These findings indicate that promotional resources are closely associated with the quantity of promotional
communication, even though they do not independently account for variation in the verifiable-claim share once
evidence distance is taken into account.

An additional finding concerns the relationship between evidence distance and claim volume. Evidence
distance enters the claim-volume specification positively, with an estimated coefficient of 0.049 and a t-statistic
of 4.20, while claims published per staff member increase from 16.6 to 24.3 across the five levels of evidence
distance. Together with the declining verifiable-claim share, this pattern is consistent with a possible substitution
between claim volume and verifiability as evidence distance increases. However, because this relationship was
not explicitly predicted by the theoretical approaches reviewed and the research design is observational, it is
reported as an additional empirical finding rather than as confirmation of a pre-specified theoretical prediction.

Fourteen of the twenty institutions are classified at an evidence distance of three or more, indicating that
access to graduate outcome evidence requires case-specific inter-unit coordination, systematic compilation of
existing records, or the establishment of a data-collection function. A one-step increase in evidence distance is
associated with an estimated 13.02-percentage-point decrease in the verifiable-claim share. When this estimate
is combined with the enrolment-yield coefficient reported in the companion study, the implied magnitude is
approximately 10.15 percentage points of enrolment yield. Applied mechanically to the sector offer base of
45,300, this corresponds to approximately 4,600 enrolments. This figure should be interpreted as an illustrative
magnitude derived from the estimated associations rather than as a causal estimate of the enrolment effect of
changing evidence distance.

REFERENCES

1. Akerlof G.A. The market for lemons: Quality uncertainty and the market mechanism // Quarterly Journal of
Economics. — 1970. — Vol. 84, Ne 3. — P. 488-500.

2. Barney J. Firm resources and sustained competitive advantage // Journal of Management. — 1991. — Vol.
17, Ne 1. — P. 99-120.

3. Berry L.L. Relationship marketing // Emerging Perspectives on Services Marketing | Eds. L.L. Berry, G.L.
Shostack, G.D. Upah. — Chicago: American Marketing Association, 1983. — P. 25-28.

4. Booms B.H., Bitner M.J. Marketing strategies and organization structures for service firms // Marketing
of Services | Eds. J.H. Donnelly, W.R. George. — Chicago: American Marketing Association, 1981. — P.
47-51.

https://yashil-iqtisodiyot-taraqqiyot.uz @

IQTISODIYOT 9KOHOMHUKA ECONOMY



IQTISODIYOT 9OKOHOMHUKA ECONOMY

‘fi\l/iv YASHIL IQTISODIYOT VA TARAQQIYOT 2026-yil, sentabr. 9-son, ll-gism

©

10.

1.

12.

13.

14.

15.
16.

17.

18.

Borden N.H. The concept of the marketing mix // Journal of Advertising Research. — 1964. — Vol. 4, Ne 2.
-P.2-7.

Cameron A.C., Miller D.L. A practitioner’s guide to cluster-robust inference // Journal of Human Resources.
—2015. = Vol. 50, Ne 2. — P. 317-372.

Day G.S. The capabilities of market-driven organizations // Journal of Marketing. — 1994. — Vol. 58, Ne 4.
—P. 37-52.

Gini C. Variabilita e Mutabilita | C. Gini. — Bologna: Tipografia di Paolo Cuppini, 1912.

Gronroos C. From marketing mix to relationship marketing: Towards a paradigm shift in marketing //
Management Decision. — 1994. — Vol. 32, Ne 2. — P. 4-20.

Hemsley-Brown J., Oplatka I. Universities in a competitive global marketplace: A systematic review of the
literature on higher education marketing // International Journal of Public Sector Management. — 2006. —
Vol. 19, Ne 4, — P. 316-338.

Hirschman A.O. The paternity of an index // American Economic Review. — 1964. — Vol. 54, Ne 5. — P.
761-762.

Ivy J. A new higher education marketing mix: The 7Ps for MBA marketing // International Journal of
Educational Management. — 2008. — Vol. 22, Ne 4. — P. 288—-299.

Kirmani A., Rao A.R. No pain, no gain: A critical review of the literature on signaling unobservable product
quality // Journal of Marketing. — 2000. — Vol. 64, Ne 2. — P. 66—79.

Maringe F. University and course choice: Implications for positioning, recruitment and marketing //
International Journal of Educational Management. — 2006. — Vol. 20, Ne 6. — P. 466—-479.

Spence M. Job market signaling // Quarterly Journal of Economics. — 1973. — Vol. 87, Ne 3. — P. 355-374.
Teece D.J., Pisano G., Shuen A. Dynamic capabilities and strategic management // Strategic Management
Journal. — 1997. — Vol. 18, Ne 7. — P. 509-533.

Vargo S.L., Lusch R.F. Evolving to a new dominant logic for marketing // Journal of Marketing. — 2004. —
Vol. 68, Ne 1. — P. 1-17.

Welch B.L. The generalization of Student’s problem when several different population variances are
involved // Biometrika. — 1947. — Vol. 34, Ne 1-2. — P. 28-35.

@ https://yashil-iqtisodiyot-taraqqiyot.uz




Ijtimoiy, iqtisodiy, texnologik, ilmiy, ommabop jurnal

Ingliz tili muharriri: Feruz HAKIMOV
Musahhih: Zokir ALIBEKOV
Sahifalovchi va dizayner: Hasan MAQSUDOV

2026. Ne 9/2

© Materiallar ko‘chirib bosilganda ““Yashil” igtisodiyot va taraqqgiyot” jurnali manba sifatida
ko‘rsatilishi shart. Jurnalda bosilgan material va reklamalardagi dalillarning anigligiga mualliflar
ma’sul. Tahririyat fikri har vagt ham mualliflar fikriga mos kelamasligi mumkin. Tahririyatga
yuborilgan materiallar qaytarilmaydi.

Mazkur jurnalda maqolalar chop etish uchun quyidagi havolalarga
magola, reklama, hikoya va boshqa ijodiy materiallar yuborishingiz mumkin.
Materiallar va reklamalar pullik asosda chop etiladi.

El.Pochta: sq143235@gmail.com
Bot: @iqtisodiyot_77
Tel.: 93 718 40 07

Jurnalga istalgan payt quyidagi rekvizitlar orgali obuna bo'lishingiz mumkin. Obuna bo‘lgach,
@iqtisodiyot_77 telegram sahifamizga to‘lov hagidagi ma’lumotni skrinshot yoki foto shaklida
jo‘natishingizni so‘raymiz. Shu asosda har oygi jurnal yangi sonini manzilingizga jo‘natamiz.

15

Yashil” igtisodiyot va taraqqiyot” jurnali 03.11.2022-yildan
O‘zbekiston Respublikasi Prezidenti Adminstratsiyasi huzuridagi
Axborot va ommaviy kommunikatsiyalar agentligi tomonidan
Ne566955 reyestr ragami tartibi bo‘yicha ro‘yxatdan o‘tkazilgan.
Litsenziya ragami: Ne046523. PNFL: 30407832680027

Manzilimiz: Toshkent shahar, Mirzo Ulug‘bek tumani
Kumushkon ko‘chasi, 26-uy.

Rl [ f
EE-T- B Je Jurnal sayti: https://yashil-igtisodiyot-taraqqiyot.uz




