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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 (Chaffey 

& 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. 
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