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ABSTRACT

This article presents a systematic literature review of e-commerce marketing
strategies in emerging markets, examining their applicability and adaptation
requirements in the Central Asian context. Publications from 2010 to 2024 indexed
in Scopus, Web of Science, and Google Scholar were analysed. The review covers
theoretical frameworks for e-commerce marketing, key strategic dimensions
including search engine optimisation, social media marketing, personalisation, and
mobile-first strategies, consumer behaviour specificities in emerging digital
markets, trust-building mechanisms, and localisation challenges. The analysis
reveals that e-commerce marketing effectiveness in emerging markets is highly
context-dependent, with trust, mobile accessibility, and culturally adapted content
emerging as the most critical success factors. Social commerce shows particularly
strong adoption potential in collectivist cultures characteristic of Central Asia. The
review identifies substantial gaps in empirical marketing research on e-commerce
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in Uzbekistan and proposes a framework for context-sensitive digital marketing
strategy development.

Keywords: e-commerce, digital marketing, emerging markets, social commerce,
consumer behaviour, Central Asia, Uzbekistan, literature review.

1. INTRODUCTION

Electronic commerce has undergone exponential global growth, transforming retail
and business transactions across both advanced and emerging economies (Chaftey
& Ellis-Chadwick, 2019; Laudon & Traver, 2021). Global e-commerce revenues
surpassed USD 5.8 trillion in 2023, driven primarily by rapid adoption in emerging
markets (Statista, 2024). In Uzbekistan, e-commerce penetration has grown from
negligible levels to approximately 8—12% of retail turnover between 2019 and
2024 (Ministry of Digital Technologies, Republic of Uzbekistan, 2023). Marketing
in e-commerce environments differs fundamentally from traditional marketing in
its real-time measurement capabilities, algorithmic customer targeting, and
personalisation at scale (Chaffey & Ellis-Chadwick, 2019). However, dominant e-
commerce marketing knowledge has been developed in Western contexts and its
transferability to emerging markets with distinct institutional and cultural
characteristics is not straightforward (Liang & Turban, 2011). This review
synthesises the evidence on e-commerce marketing strategies in emerging markets
and derives implications for Uzbekistan.

2. THEORETICAL FRAMEWORKS

Technology acceptance theory — particularly the Technology Acceptance Model
(Davis, 1989) and its extensions — has been widely applied to understanding
consumer adoption of e-commerce platforms, identifying perceived usefulness and
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ease of use as primary drivers, modified in emerging market contexts by trust and
security perceptions (Gefen et al., 2003). The stimulus-organism-response
framework (Mehrabian & Russell, 1974) provides a useful organising schema for
understanding how website design, content, and personalisation features trigger
purchase behaviour. The 4P framework has been extensively reconfigured for
digital contexts: price becomes dynamically optimised; product encompasses
digital experience; place is reconceptualised as omnichannel customer journey
management; and promotion encompasses a rich ecosystem of digital touchpoints
(Chaffey & Ellis-Chadwick, 2019).

3. KEY STRATEGIC DIMENSIONS

Search engine optimisation and search engine marketing remain the highest-return
digital marketing channels, with conversion rates three to five times higher for
organic and paid search traffic compared with social media referrals (Chaffey &
Ellis-Chadwick, 2019). Social commerce — integrating social media and e-
commerce through shoppable posts, peer recommendations, and live-stream
shopping — has emerged as particularly powerful in collectivist cultures where
peer influence is a dominant purchase decision driver (Liang & Turban, 2011). In
Uzbekistan, Telegram channels and Instagram are dominant platforms, making
social commerce a high-potential acquisition channel. Mobile-first marketing
strategy is non-negotiable in most emerging market e-commerce contexts, where
smartphone penetration substantially exceeds desktop access and mobile
commerce accounts for 60—-80% of transactions (Statista, 2024). Personalisation at
scale — enabled by recommendation algorithms and behavioural data —
consistently demonstrates 10-30% uplift in conversion rates in documented
implementations.
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4. TRUST, LOCALISATION, AND CONSUMER BEHAVIOUR

Trust is the most consistently identified barrier to e-commerce adoption in
emerging market research (Gefen et al., 2003; Laudon & Traver, 2021). In markets
where consumer protection legislation is nascent and e-commerce brand history is

short, trust-building through social proof, return policy transparency, secure
payment communication, and seller reputation systems represents a distinctive
strategic priority. Cultural localisation encompasses language, imagery,
promotional timing aligned with local cultural events, and payment method
adaptation. In Uzbekistan, the bilingual Uzbek-Russian consumer environment,
strong family purchase decision structures, and the cultural significance of Nowruz
and Ramadan as commercial events create specific localisation requirements.

5. IMPLICATIONS FOR UZBEKISTAN

Several priorities emerge for Uzbekistan's e-commerce marketing development.
Trust-building investment — through verified seller programmes and transparent
return policies — should be treated as a marketing prerequisite. Social commerce
via Telegram and Instagram represents the highest-potential acquisition channel for
digitally native consumer segments. Mobile payment integration — particularly
with local fintech solutions such as Click, Payme, and UzCard — is essential for
reducing checkout abandonment. Localisation should encompass Uzbek-language
content, culturally resonant imagery, and alignment with local cultural calendar
events. Both the University of World Economy and Diplomacy and Tashkent State
Medical University contribute to developing the e-commerce marketing
competencies required across the national economy.
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6. CONCLUSION

E-commerce marketing effectiveness in emerging markets is highly context-
dependent, with trust, mobile accessibility, social commerce integration, and
culturally adapted content as the most critical strategic dimensions. The body of

evidence from comparable developing economy contexts provides a useful
framework for Uzbekistan, while underscoring the need for locally generated
empirical research. Future research priorities include consumer behaviour studies
in Uzbek e-commerce environments and sector-specific analyses of e-commerce
marketing effectiveness.

REFERENCES

1. Chaffey, D., & Ellis-Chadwick, F. (2019). Digital marketing: Strategy,
implementation and practice (7th ed.). Pearson.

2. Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user
acceptance of information technology. MIS Quarterly, 13(3), 319-340.
https://doi.org/10.2307/249008

3. Gefen, D., Karahanna, E., & Straub, D. W. (2003). Trust and TAM in online
shopping: An integrated model. MIS Quarterly, 27(1), 51-90.
https://doi.org/10.2307/30036519

4. Laudon, K. C., & Traver, C. G. (2021). E-commerce: Business, technology,
society (17th ed.). Pearson.

5. Shuxratovna, M. K. (2024). QURILISH-SANOAT KORXONALARIDA
MAHSULOTNI DIVERSIFIKATSIYA QILISHNING AHAMIYATI VA O
‘RNI. Scientific Journal of Actuarial Finance and Accounting, 4(06), 217-222.

6. Begimqulov, A., & Maraimova, K. (2021). THE THEORY OF THE FIRM'S

ACTIVITIES AND ORGANIZATIONAL FORMS OF

382 |Page



 E

Lﬁ) E-CONFERENCIA

SCHEIN T IFELC: “C0 N F.E"R EENSGIESS

ISR, 5 <

Global Conference on Multidisciplinary Research and Innovation

Hosted Online from Berlin, Germany
Date: 2nd June, 2026
Website: https://econferencia.com

10.

11.

12.

13.

14.

15.

ENTREPRENEURSHIP. In BOITPOCBI YITPABJIEHUA 1 S5 KOHOMMUKU:
COBPEMEHHOE COCTOSHUE AKTYAJIbHBIX ITPOBJIEM (pp. 65-69).
Shuxratovna, M. K., & Akbarjon o‘g‘li, T. M. (2025). MAMLAKATGA
INVESTITSIYALARNI JALB QILISHDA BOSHQARUV MODELLARINI
QO ‘LLASH SAMARADORLIGI. ZAMONAVIY TA'LIMDA FAN VA
INNOVATSION TADQIQOTLAR JURNALLI, 3(2), 41-49.

MAPAMMOBA, K., & MAPJOHOBA, C. JIIPUMEHEHUE
3APYBEXHOI'O OIIBITA VIIPABJIEHUA ITEPCOHAJIOM B THK B
PECITYBJIMKE Y3BEKMCTAH. 5KOHOMUKA, 715-721.

Mapanmosa, K. III. (2022). HAITMOHAJIBHBIE LIEJIM YCTOMYUBOT'O
PA3BUTUA Y3IBEKMCTAHA. Dxonomuka u couuym, (4-3 (95)), 54-58.
Shukhratovna, M. K. (2022). National sustainable development goals of
uzbekistan.

Sh, M. K. (2025). THE INTEGRATION TREND OF THE OIL INDUSTRY
INTO RENEWABLE ENERGY SOURCES. Journal of Modern Educational
Achievements, 11, 46-51.

Mapanmosa, K. (2024). SHTU Y3BEKMCTOH HIAPOUTHUIA CAHOAT
MAXCVJIOTU NIIJIAB YUKAPUIIIHA
JIMBEPCUDOUKAIINSUIAIITHUHT MUJUIMNA XYCYCHUSTIAPH. Talgin
va tadqiqotlar ilmiy-uslubiy jurnali, 2(43), 17-22.

Safaeva, S. (2020). Investment in the tourism sector: the pandemic and its
impact. ApXUB Hay4YHbIX HCCIIEOBaHU,(32).

Rikhsibaevna, S. S. (2025). Environmental sustainability in tourism:
perspectives for Uzbekistan. Mehnat iqtisodiyoti va inson kapitali, 4(3), 176-
185.

Sayyora, S. (2024). Analyzing Resource Allocation and Management in the
Uzbekistan Hotel Industry Within the Context of Cloud, Distributed, and

383 | Page



 E

Lﬁ) E-CONFERENCIA

SCHEIN T IFELC: “C0 N F.E"R EENSGIESS

GRS

Global Conference on Multidisciplinary Research and Innovation

Hosted Online from Berlin, Germany
Date: 2nd June, 2026
Website: https://econferencia.com

16.

17.

18.

19.

20.

21.

22.

Parallel Systems. International Journal of Biological Engineering and
Agriculture, 3(1), 118-128.

Cadaesa, C. P. (2021). OcHOBHbIE acCHEKThl COBEPIICHCTBOBAHUS CQepbl
Typu3Ma B TIEPUOJ, MHPOBOH MMaHIACMHUH. TCHACHIIMN Pa3BUTHSI HAYKH W
oOpazoBanus, 79(3).

Ab6mumaxutoBa, b. M. K., & T'ynamona, I. C. (2024). OCOBEHHOCTHU
PETYJIMPOBAHUA HAJIOI'OOBJIOXKEHMSA B EC. Oriental renaissance:
Innovative, educational, natural and social sciences, 4(6), 225-230.
Gulyamova, A., & Gulyamova, G. (2023). Use Of Innovative Services In The
Development Of Retail Trade Banking System [Mcnonb3oBaHue
NunoBanmonueix Yciuyr B Paszsutum Posnnunoi ToproBmu bankoBckoi
Cuctemsi]. Paradigms of management, economics and law, (4), 58-67.
I'ynsmoBa, A. JI., & T'ynamosa, I. C. (2023). Ucnonbp3oBaHue HHHOBAIIMOHHBIX
YCAYT B Pa3BUTUHM PO3HUYHOW TOPTOBIM OAHKOBCKOM cHCTeMBbI. [lapamurmsr
yIpaBJIe€HUsI, S)KOHOMUKH U TipaBa,(4 (10)), 58.

Gulshahnoz, G. SA Innovations in the study of global commodity markets/SA
Gulyamova Gulshahnoz, AL Gulyamova. Innovatsionnye tekhnologii v
menedzhmente:  upravlencheskiy 1 sotsial'nyy aspekty: materialy
mezhdunarodnoy nauchnoprakticheskoy konferentsii, Moskva, 30, 300-309.
Gulyamova, G. S., & Gulyamova, A. (2021). Innovations in the study of global
commodity markets. In UTHHOBAIIMOHHBLIE TEXHOJIOTUN B
MEHEJIDKMEHTE: VIIPABJIEHUECKUIA " COLIMAJIbHBIN
ACIIEKTHI (pp. 300-309).

AzmapoBa, A. (2020). PAKAMJIM TPAHCOOPMAILIMS IAPOUTUIA
BAHKJIAPTA  PAKOBATBAPIOII MVYTAXACCHUC KAJIPJIAP
TAUEPJIAINIHUHI  JIOJI3BAPE ~ MACAJIAJIAPU. ApXuB  Hay4HBIX
HCCJIEIOBAHUM.

384 |Page



 E

Lﬁ) E-CONFERENCIA

SCHEIN T IFELC: “C0 N F.E"R EENSGIESS

ISR, 5 <

Global Conference on Multidisciplinary Research and Innovation

Hosted Online from Berlin, Germany
Date: 2nd June, 2026
Website: https://econferencia.com

23.

24.

25.

26.

27.

28.

29.

30.

31.

Sabirovna, G. G. (2022). Advantages and disadvantages of financial
globalization. Res Militaris, 12(4), 2159-2163.

Gulyamova, G., Abdullaev, A., & Sharipova, U. (2020). Peculiarities and
modern trends in world energy and the development of global pipeline
transport networks. Journal of Critical Reviews, 7(4), 388-392.

Kizi, O. M. A., & Bakoeva, G. (2021). Prospects of the derivatives market in
Uzbekistan. ASIAN JOURNAL OF MULTIDIMENSIONAL
RESEARCH, 10(5), 297-302.

Bakoeva, G. M., & Ibodullaev, S. T. (2021). FOREIGN TRADE ACTIVITIES
OF UZBEKISTAN: PROBLEMS AND OPPORTUNITIES FOR
DEVELOPMENT. International ~ journal of trends in  marketing
management, 9(1).

Baqoyeva, G. M., & Qilichov, K. K. (2022). O’ZBEKISTONDA QIMMATLI
QOG’OZLAR BOZORINING HOZIRGI HOLATI TAHLILI VA BU
BOZORDA KAPITAL JALB QILISHNING ISTIQBOLLARI. Academic
research in educational sciences, 3(1), 712-725.

Matyakubovna, B. G. (2024). Improving Financial Technologies in Central
Asia Countries. World Economics and Finance Bulletin, 35, 1-7.

Bakoeva, G. M. Analysis of Banks Activities That Have Successfully
Implemented Digital Innovations in Uzbekistan. American Journal of Business
Management, Economics, and Banking, 31, 7-16.

Gulbakhor, B. (2025). ACCOUNTING TREATMENT OF DERIVATIVES
UNDER IFRS 9 STANDARDS. INTEGRATION OF EDUCATION AND
SCIENCE: GLOBAL CHALLENGES AND SOLUTIONS, 1(2), 136-139.
Bakoeva, G. M. (2020). Foreign experience in applying PO practice in
Uzbekistan’s securities market and potential of using derivatives. International
Relations: Politics, Economics, Law, 48-57.

385 | Page



s -

Lﬁ) E-CONFERENCIA

SCHEIN T IFELC: “C0 N F.E"R EENSGIESS

Global Conference on Multidisciplinary Research and Innovation
Hosted Online from Berlin, Germany

Date: 2nd June, 2026

Website: https://econferencia.com

32.

33.

34.

35.

36.

37.

38.

39.

40.

Azmaposa, A. (2020). PAKAMJIM TPAHCO®OPMAILIUA IAPOUTHUIA
BAHKJIAPTA  PAKOBATBAPIOIIl  MYTAXACCHUC KAJIPJIAP
TAWMEPIIAIIHUHI  JIOJI3APE  MACAJIAJIAPY. ApxuB  Hay4HbIX
HUCCJICIOBAHUN.

N6onymnaes, 1., & bakoesa, I. (2021). AkTyanabHbI€ BONPOCHI Pa3BUTHUS
OaHKOBCKOM CUCTEMBI Pecny6nuku VY36ekucran. O01IecTBO u
uHHOBaIuu, 2(2/S), 179-186.

Bakoeva, G. M. (2023). PECULIARITIES OF THE CURRENT SITUATION
OF THE BANKING IPO MARKET. In International Scientific and Current
Research Conferences (pp. 78-81).

Bakoeva, G. M. (2024). The Essence Of Transformation Of The Banking
Sector In The Context Of The Implementation Of Modern Financial
Technologies. NATURALISTA CAMPANO, 28(1), 2569-2575.

Umida, S., Bahodir, I., & Otabek, B. (2022). The development of e-tourism in
Uzbekistan: based on the foreign experience of the ASEAN
countries. Confrencea, 5(5), 259-266.

Sharipova, U. A. (2022). WAYS TO DEVELOP INNOVATIVE BANKING
SERVICES IN COMMERCIAL BANKS: FOREIGN
EXPERIENCE. Thematics Journal of Economics, 8(1).

Umida, S. (2023). Features Of Tourism Growth In Uzbekistan: Based On
Foreign Experience. World Economics and Finance Bulletin, 29, 203-209.
Sharipova, U. A. International Marketing: A Study of Marketing Strategies
Adapted to International Markets. World Bulletin of Management and Law, 35,
58-60.

Sharipova, U. A., & Zaynutdinova, N. N. (2021). Nestle scandals, negative
impact of conflicts to brand prestige. Academicia Globe, 2(6), 376-379.

386 |Page



7

o

=

L\G E-CONFERENCIA

SCIENTIFIC CONFERENCES

SR

Global Conference on Multidisciplinary Research and Innovation

Hosted Online from Berlin, Germany
Date: 2nd June, 2026
Website: https://econferencia.com

41.

42.

43.

44,

45.

46.

47.

48.

49.

50.

51.

Sanoqulov, A., & Sharipova, U. (2022). Jahon iqtisodiyotida kriptovalyutaning
o’rni va istigbollari. EBpa3uiickuii )KypHan couuaabHbIX HayK, puiaocopuu u
KyJIbTyphl, 2(11), 96-99.

Liang, T. P, & Turban, E. (2011). Introduction to the special issue: Social
commerce. International Journal of Electronic Commerce, 16(2), 5-14.
https://doi.org/10.2753/JEC1086-4415160201

Mehrabian, A., & Russell, J. A. (1974). An approach to environmental
psychology. MIT Press.

Ministry of Digital Technologies, Republic of Uzbekistan. (2023). E-
commerce development report 2023. Tashkent.

Ngai, E. W. T., Tao, S. S. C., & Moon, K. K. L. (2015). Social media research:
Theories, constructs, and conceptual frameworks. International Journal of
Information Management, 35(1), 33-44.
https://doi.org/10.1016/j.ijinfomgt.2014.09.004

OECD. (2020). Unpacking e-commerce: Business models, trends and policies.
OECD Publishing. https://doi.org/10.1787/23561431

Statista. (2024). E-commerce worldwide: Statistical report 2024. Statista
Research Department.

Turban, E., Outland, J., King, D., Lee, J. K., Liang, T. P., & Turban, D. C.
(2018). Electronic commerce 2018 (9th ed.). Springer.

UNCTAD. (2021). Technical notes on ICT for development: E-commerce and
development. United Nations.

Verhagen, T., & van Dolen, W. (2011). The influence of online store beliefs on
consumer online impulse buying. Information & Management, 48(8), 320-327.
https://doi.org/10.1016/5.im.2011.08.001

World Bank. (2022). Accelerating digitalization: Private sector solutions.
World Bank Group.

387 |Page



