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Abstract 

The article examines the concept of advertising and the meaning of marketing communications, 
their types and goals in the modern aspect. It has been established that today, there are many 
types of marketing communications. This is due to the fact that it is quite difficult to exist in the 
market of any company that sells goods or provides services. In this regard, in order for a product 
or service to be in demand, it is necessary to attract buyers or customers with all possible 
marketing communications.  
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Advertising exists as long as the living world exists! In its development, it goes through all 
the same stages as he does: from its simplest manifestations to the most modern methods and 
forms.1 

Today, there are many concepts of marketing communications. The generally accepted 
definition can be considered the definition of Arkhangelskaya Irina marketing communications 
are the process of transferring information about a product or service to the target audience. The 
target audience is understood as a group of people who directly receive marketing messages and, 
if possible, respond to them.2 

Many types of communications are used to distribute marketing messages. Traditionally, 
marketing communications include four elements: advertising, PR (Public relations), sales 
promotion and personal sales. But at the moment, marketing communications are supplemented 
by more and more new elements, such as branding, sponsorship, exhibition activities and various 
other elements. 

Advertising is, first of all, one of the directions of marketing communications, it carries in 
itself the dissemination of information about a product or service, in order to promote this 
advertising object on the market. At this period of time, probably, it is no longer possible to meet 
a person who does not know what advertising is and has not heard about it, since it is everywhere 
and everywhere. As practice shows, very good, and most importantly, interesting advertising is 
capable of maintaining a connection between a product or service and a buyer or client for a long 
time. 

Many people argue that advertising is unnecessary and completely useless information. 
But in reality, it serves many functions. For example, the economic function can be considered as 
the main one. It consists in stimulating the demand for a product or service. Thanks to 
advertising, the buyer begins to purchase the product, due to this, the income of the company 
increases. Information function - carries the notification of certain communities of people. For 

                                                 
1 Mudrov A. N. Advertising: deep meanings. - M .: MAGISTR: INFRA-M, 2015 .-- 102 p. 
2 Arkhangelskaya I.B., Mezina L.G., Arkhangelskaya A.S. Integrated marketing communications: 
textbook. allowance. - M.: RIOR: INFRA-M, 2016. -- 171p. 
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example, anti-propaganda of the consumption of meat, animal products, wearing fur coats, 
leather and the promotion of healthy nutrition, love for animals, and their protection. This 
function is very simple - to make a person think and make the right choice. Another important 
function is to consider the communicative function, which carries the process of transmitting a 
message from the company to the buyer. The message can be in the form of a TV commercial, or 
it can be a poster on a billboard, or whatever. 

In our age of all abundance, there are many types and varieties of advertising. Many 
brands spend a large amount of money to maintain their name, advertise their product, and 
promote it on the market. So, there are the following types of advertising: print (newspapers, 
magazines, booklets), television advertising, Internet advertising and radio advertising. Each 
media has a number of pros and cons, so it is worth approaching wisely for a company that wants 
to advertise its product or service. Advertising in newspapers is becoming more and more a thing 
of the past, no one reads it, but advertising on television and on the Internet is in great demand. 

In addition to advertising, there are other elements of marketing communications. 

PR (Public relations) - public relations. The third edition of the Webster International Explanatory Dictionary defines public relations as “the science and art of building mutual 
understanding and goodwill between an individual, firm or institution and the public”.3 Philip 
Kotler proposed an interesting division of the types of communication with the outside world on 
this score. These are publications (brochures, booklets, magazines), events (meetings, meetings, 
conferences), news, local communities, identity (implies brand promotion and support), lobbying 
(that is, the right relationship with regulators), as well as social responsibility [1] ... The main 
goals of Public Relations are, first of all, publicity, publicity, creation of fame, formation and 
protection of the image. 

Sales promotion is a whole range of marketing activities that for some time increase the 
value of a product or service and directly stimulate the activity of buyers or customers, the work 
of sales personnel. Sales promotion media can be both price and non-price. The price carriers 
include discounts, coupons, discount cards, sales. And non-price media include gifts, free samples, 
contests, lotteries. The main goals of sales promotion are to activate the production chain and 
consumers, in addition, to get rid of unnecessary things and, of course, to benefit from everything. 

 Personal selling is one of the areas of marketing communications that involve personal 
contact between the seller and the buyer. The main functions of personal sales are interacting 
with the buyer, communicating with him and obtaining information about consumers. Personal 
selling goals are information and transactions. 

In addition to the above marketing communications, there are other modern marketing 
communications. 

Sponsorship is an investment of funds of a company (that is, a sponsor) in a project. A 
sponsor is a person who finances any activity and, unlike an investor, does not have the goal of 
obtaining material benefits. The sponsor's goal is to achieve the desired advertising effect. 

Exhibitions, fairs are forms of marketing communication characterized by the 
demonstration of goods or even the demonstration of services. The goals are to draw attention 
to the goods or services, as well as inform consumers or customers about the goods or services. 

This is where fruit and vegetable marketing strategies come in handy. At the fairs, 
potential buyers will have the opportunity to see first-hand the benefits of products grown in 
Uzbekistan. 

The First International Fruit and Vegetable Fair will be held on November 8-10, 2016 at 
the Uzexpocenter National Exhibition Complex in Tashkent. The international fair is organized by «O‘zbekoziqovqatxolding», “O‘zvinosanoat-xolding”, “O‘zbekoziqovqatzaxira” Association, 
Uzagroexport JSC and the International Fruit and Vegetable Fair Directorate. 

The fair provides an opportunity for Uzbek companies to present their products, expand 

                                                 
3 Krasyuk I.N. Marketing communications: textbook. - M.: INFRA-M, 2012.—272p. 



12th International Conference. September, 10 - December, 30, 2021.  

UK, S Yorkshire, Sheffield 
 
«SCIENCE AND PRACTICE: A NEW LEVEL OF INTEGRATION  
IN THE MODERN WORLD»  Conference Proceedings 

 
DOI: http://doi.org/10.15350/UK_6/12 

 

21 

the geography of exports, find markets for agricultural products and find new foreign partners. 
It provides a platform for foreign participants to cooperate in the supply of fruits and vegetables 
to the markets of their countries. 

The International Fruit and Vegetable Fair is expected to be attended by more than 150 
local suppliers and processors of fruits and vegetables from all regions of the country, 
representatives of related ministries, departments and organizations will present their products, 
as well as exporters and foreign buyers. data are given. 

In particular, the exhibition pavilions will present fresh, dried and processed fruits, 
vegetables, melons and legumes and spices grown in Uzbekistan. 

Today, local fruit and vegetable growers are attracted by foreign processing and retail 
companies. 

In order to establish cooperative relations between local producers and foreign 
participants, there are negotiating platforms in the pavilions of the Uzexpocenter National 
Exhibition Complex, where foreign trade companies supplying goods, in particular, procurement 
decision-makers. can negotiate directly with. 

In addition, foreign participants of the fair will be able to visit fruit and vegetable 
processing enterprises, refrigeration complexes, as well as intensive orchards.4 

270 contracts for export of fruits and vegetables worth more than $ 2 billion signed at 
first International Fruit and Vegetable Fair in Tashkent 

Grapes, 20% - - fruit, 17.6% - dried and processed products, 8.4% - beans, 2% - Melon holding company According to «O‘zbekoziqovqatxolding», export products are 27% vegetables, 
25% forms. 

Fruit and vegetable production of Uzbekistan More than 170 companies from all regions 
of the country took part in the fair. Participation in the event is attended by business circles of 
the United States, Great Britain, UAE, South Korea, Japan, Italy, France, Malaysia, India, Russia, 
Latvia, Azerbaijan, Turkmenistan, Iran, Afghanistan, Kazakhstan and other countries. More than 
300 business representatives attended.5 

There are a lot of marketing communications, and today this is due to the fact that there 
is fierce competition in the market. It is getting harder and harder to attract and maintain 
customer demand. Even the leaders of well-known companies cannot be one hundred percent 
sure of the reliability of their market positions. Therefore, it is not enough to ensure the sale of 
products and the provision of various services, it is also worthwhile to engage in advertising 
activities. 
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