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1. INTRODUCTION 

The development of the transport system, which is one of the most important infrastructure sectors of the world 

economy, is one of the economic policy priorities of each country. In this regard, globalization of international 

trade and economic relations, high competition in the domestic and foreign markets, investment activity, 

entrepreneurship and tourism potential are determined by the development of the transport system. 

The strategy of development of the Republic of Uzbekistan for 2017-2021 aims at "radical improvement of 

transport services to the population, increase of passenger safety and reduction of emissions into the environment, 

acquisition of new comfortable buses, construction and reconstruction of bus terminals and stations". The need 

for further research on the use of marketing innovations in the transport services market has also been highlighted. 

The President of the Republic of Uzbekistan dated March 6, 2018 N PP-3589 and 2019 "On measures to further 

improve the system of road transport management" adopted in order to further develop the provision of motor 

transport services in the country, to improve passenger safety and reduce air emissions. Decree No. PP-4230 of 

March 6, 2013 "On Measures to Improve the Cargo and Passenger System" The problem of systematic research 

on the development of advanced information and communication technologies and intelligent transport systems 

in the field. 

Worldwide, car ownership has increased significantly, causing a number of road safety and human safety issues, 

and the need for consumers to use their own cars has decreased. The practice of restricting the use of personal 

vehicles, which is defined as stringent measures to prevent traffic congestion in urban and rural areas, is the 

primary measure, but it also restricts the development of certain sectors of the economy (the automotive industry). 

The most effective and alternative way of preventing this situation is to use the indirect methods of increasing 

public transport use and to ensure its quality. 

From the foregoing, the research relates to the relevance of the problem by using innovative marketing 

technologies that increase the level of public transport and ensure the cohesion of passenger transport systems 

while competing in the market of passenger transportation services. 

2. LITERATURE REVIEW 

The need to create marketing innovations in passenger transport is driven by competition in the industry, the 

difficulty of urban mobility, the allocation of parking spaces in cities, and the increased availability of vehicles. 

Without innovative technologies in transport marketing, it is impossible to make significant changes to optimize 

passenger traffic, improve the quality and culture of services, and expand the range of services. This entails the 

accumulated scientific experience and innovative use of innovative marketing technologies in direct application 

of existing transportation systems to passenger transport systems, and a new approach to its organizational and 

economic mechanisms [1]. 

Reviews of the literature are based on the link between innovation and enterprise competitiveness [2], consumer 

and competitor orientation [3], business strategies [4] [5] [6] and marketing capabilities [7]. The main objectives 

of marketing are to increase the effectiveness of marketing activities, increase sales and ensure competitiveness. 

The scientific literature devoted to the study of the factors driving marketing innovation focuses primarily on 

the development of scientific research, technological capabilities, and the acquisition of scientific research 
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information [8]. At the same time, it is based on theories of marketing innovation formation as a result of 

technological and brand innovation. 

In this regard, domestic and foreign scientists are doing extensive research. Foreign scientists A. Ibraeva and J. 

Fuegueira, who conducted research on this issue, carried out research in their research aimed at creating a system 

that would allow consumers to obtain timely information on transportation routes. [9] The study is based on the 

fact that access to information for all segments of the population is ensured by the effectiveness of passenger 

transport services. 

Influence of information and communication technologies on the introduction and development of marketing 

innovations in passenger transport Geerlings H. The study found that consumer data, such as travel, unexpected 

delays, travel time, and duration of travel, were the main drivers for innovation in public transport [10]. 

The first study on the implementation and effectiveness of innovative payment systems in the transport system 

was conducted by Helmreich and Leiss, who studied the efficiency of remote payment systems implementation 

by tourists and travelers [11]. The main emphasis was on the introduction of Smart Cards, a non-cash ticket 

system, based on methodological features of its balance, transaction history, and user profile functionality. As you 

know, today the use of Smart-cards is increasing. Smart-cards are an easy-to-use system for applications such as 

auto-route instructions, driver information, and congestion of vehicles, tolls for public transport. 

The development of innovative marketing technologies and state regulatory mechanisms in the transport system 

have been reviewed in the studies of Zvanveld and other scholars [12]. According to the researcher, along with 

technological development, institutional and organizational development also play an important role in shaping 

marketing innovation in public transport. 

Innovation in this system is based on Sundbo and Gallowitz's research that customer service is a key factor in 

promoting innovation in customer, competitors, public sector and suppliers, and the creation of a competitive 

environment [13]. 

Scientists from Uzbekistan MA Ikramov, YaKKarrieva, M.Irisbekova, M.Ravshanov, T.Kh. Kadyrov's 

research on the organization, management, and innovative development of marketing activities in the automobile 

transport system [14] [15]. Methodological aspects of improvement of innovative marketing activities in transport 

system have been considered in scientific researches of A. Kakhhorov [16]. It explores the problems of using 

innovative marketing technologies in the transport system, and has prepared proposals for the use of innovative 

marketing in the shipping industry as the main object of research. 

The results of the research show that the use of innovative marketing technologies in the passenger transport 

system, the prospects for expanding the innovative marketing activities, and the scientific and methodological 

framework for evaluating the effectiveness are not adequately covered in foreign and national economic literature. 

3. ANALYSIS AND RESULTS 

Significant progress has been made in the development of marketing innovations in the country over the past 

decade. In our country, great attention is paid to the implementation of innovation in transport. In particular, 2046 

innovations were implemented in all sectors of the economy in 2017, resulting in the creation of more than 15 

trillion soums of innovative products. In the field of transport and storage, 23 innovations were implemented in 

2017 and their share in total innovation was 3.3%. It is noteworthy that in 2015-2017, only three marketing 

innovations in transportation and storage were implemented (Table 1). Although the introduction of marketing 

innovations in many industries during the analyzed period has been growing at a high rate, the tendency for 

innovation in the transport sector is declining. 

 

Table -1: Innovative products and services created in the field of transport services 

Innovation Year - 2015 Year - 2016 Year - 2017 

Technological innovation 135 42 15 

Marketing innovations 1 2 0 

Organizational innovation 3 7 8 

Total 139 51 23 

If we analyze the structure of innovation in our country, we can say that technological and organizational 

innovations are insufficient in the amount of marketing innovations, and that we cannot give a positive assessment 

of the innovation of marketing in relation to the number of enterprises. 

As Table 1 shows, innovation and dissemination of innovations are still low. Although, since the early days of 

independence, efforts have been undertaken to establish and improve the national transport system, marketing and 

innovation are becoming more difficult. Freight and passenger transportation by road is the main link in the 

system, and during the years of analysis was limited to the introduction of only one marketing innovation. 

It is well-known that in the global passenger transportation market, there is a tendency to shift towards a 
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customer-centric approach, focusing on new business models and innovations [17]. In particular, the Smart, Green 

and Integrated Transport program of the CIPTEC (Collective Innovation ForumPublic Transport in European 

Cities) project, implemented under the EU's Garizon 2020 concept, focuses on expanding the scope of public 

transport. 

The main areas of CIPTEC programming are: 

- Marketing (customer identification, marketing research, consumer intelligence) 
- Consumer behavior (advanced motivational research, consumer behavior study, etc.); 

- Innovations (krodsourcing, collective intelligence, co-creation, innovation based on the concepts of 

business and social harmony); 

- Development (socio-economic, technological and socio-ethical and management); 

Businesses operating in the public transport industry face a number of challenges in developing innovative 

development solutions, often due to the lack of incentives for innovation in public services, as well as the high 

participation of small businesses in the transport sector. 

In our opinion, it is necessary to identify the factors that will contribute to the implementation of marketing 

innovations in the transport system of the country at a difficult time. Based on this, it has enabled 1594 articles in 

the internationally acclaimed ScienceDirect database, 96 in the Web of Knowledge database and 26 related articles 

in various databases through search engines. From the total collection, 94 scientific articles were selected on a 

random basis, excluding various disparate criteria and same articles (67 from ScienceDirect, 18 from Web of 

Knowledge and 9 from other databases). According to the articles database, the motivation factors for innovation 

in passenger transport are summarized in Table 2. 

 

Table 2: Grouping of scientific articles by the number of factors that motivate innovation in passenger transport 

marketing 

Number of motives number of journals share 

1 40 43 % 

2 37 39 % 

3 13 14 % 

4 2 2 % 

5 1 1 % 

 

According to the results of the authors' articles, based on the number of factors contributing to their innovation 

in passenger transport marketing, 43% of the articles in the sample considered only one factor contributing to the 

innovation in passenger transportation. From this, it is clear that the system of factors that stimulate marketing 

innovations is still not sufficiently developed by scientists of the world. 

It is possible to achieve a perfect system of factors that stimulate innovation by dividing the total of 94 scientific 

articles published in 2015-2018 by group of factors. Accordingly, in Table 3, articles on the 16 factors that drive 

innovation in the transport system are highlighted (Table 3). 

 

Table 3: Scientific articles published on the factors that stimulate innovation in passenger transport  
Factors that motivate 

innovation 
Contents The number of 

observations 

Environmental situation Problems of combating climate change, preserving urban 

geoculture and reducing pollution 

49 

Politics and Law Adoption of public policy and legislation in the field of 

public transport, government subsidies 

34 

Technology development Technological changes related to public transport, for 

example: electric cars (excluding information and 

communication technologies). 

19 

Development of 

information communication 

Development of information and communication 

technologies, internet and communication companies 

15 

Management and 

organization 

Forms of transport operators and transport networks, 

management status and monopolies 

9 

Consumer behavioral 

changes 

Innovations in public transport can only be achieved by 

introducing new behaviors to customers and users 

9 

Development of public-

private partnership practice 

Aspects of public-private sector relations, public financing 

of private services, and others. 

8 
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Cost advantage strategies Cost reduction actions, ticket prices and marketing 

activities 

8 

Development of 

methodology and modeling 

practices 

Processes modeling or testing new transport networks to 

better design or evaluate the impact of changes to existing 

networks. 

5 

Quality of service and 

customer satisfaction 

This group includes research on service quality and 

customer satisfaction 

3 

Social status Social integration and access to services of all categories of 

consumers is one of the main goals of public transport 

3 

Design and comfort of 

vehicles 

As with many services, the convenience, design and so on 

of public transport. It also takes into account the distance 
between public transport stops, as well as the design of 

vehicles and parking lots that allow different customer 

profiles to be used. 

2 

Transport safety Attempts to create safety for passengers and carriers on 

public transport 

2 

The practice of pricing Public transport is often seen as a public service. Therefore, 

the price often does not reflect the actual cost of the 

service. At the same time, different pricing strategies (such 

as different prices at certain hours) can be used to change 

or reduce demand. 

2 

Improvement of the 

population 

A number of health problems can be improved by using 

public transport or using public transport, such as traffic 

accidents, stress-related illnesses, or pollution-related 

actions. 

2 

Development of tourism Travel information is seen as an important factor in driving 
public transport, and they also contribute to innovation in 

the field. 

2 

Source: Prepared by the author based on scientific articles published by world scientists in 2015-2018 

 

This study allowed us to identify key innovative motivation factors for urban public transport. Through the 

review of the reviewed scientific articles, the three main innovative motives - environmental and environmental, 

legislative policy and technology change - can be identified as key factors that stimulate innovation in public 

transport. However, we believe that the other 13 factors that stimulate innovation in passenger transport should 

also be taken into account when setting strategic objectives. 

It should not be taken as the core of innovation for public transport pricing innovations as well. Pricing 

innovation is key to improving innovative marketing strategies. 

The three main innovative motivations identified should be identified by the governing bodies of the public 

transport system as an important innovation area. 

Along with the above, wide use of information and communication technologies in the system is one of the 

main directions of innovation promotion. Due to the limited resources, it is not possible to apply all the innovation 

and cost-cutting incentives. In our view, environmental and environmental motivations are a tool that is effectively 

perceived by consumers. 

4. CONCLUSION/RЕCOMMЕNDATIONS 

The conclusion of the study is that there are a wide range of motivations for innovation in public transport, 

which is widely discussed by international scholars. The results of the research will allow to identify the most 

important strategic directions of further innovative development of the passenger transport system in the Republic. 

It also revealed that the implementation of innovations in passenger transportation is a complex process and 

there is little research done in the country. In our opinion, identifying sources that encourage innovation is the 

first step in shaping the most important factors in managing innovation in the transport industry and making 

strategic decisions. 

In general, the most effective direction of the commercialization and introduction of the most advanced 

technologies is the transition from direct, indirect methods of innovation in transport infrastructure and other areas 

of our economy. In the commercialization of innovations, it will be related to the enterprise itself, as well as its 

infrastructure and innovative development of consumers, that is, other sectors of the economy. 
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