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Optimising online sales for small and medium-sized businesses:
Integrating e-commerce and digital marketing

M Abstract. Small and medium-sized enterprises (SMEs) play a fundamental role in ensuring the effective development
of the country’s economy, which is why the analysis of existing problems and challenges for them always remains a
relevant issue for each country. Within the framework of this study, it was decided to assess the opportunities to improve
the optimisation of e-commerce for SMEs, which became the main goal of the work. The primary research methods
used were forecasting and systematic analysis, which made it possible to identify the most promising development
strategies and predict the impact of technological integration on SME performance. Using statistical data from national
and international sources, the study analysed the current state and projected growth of e-commerce in Kazakhstan. The
analysis revealed that the share of SMEs in Kazakhstan’s gross domestic product steadily increased, while the volume
of e-commerce in retail trade reached 3,156.4 billion tenge in 2024, and 2,443.4 billion tenge in services. The share
of e-commerce in total retail trade rose to 16.6%. Social media also plays a growing role in SME marketing strategies,
with 76% of the population using social networks in 2024, projected to exceed 90% by 2028. The study proposed a
set of optimisation approaches, including establishing customised e-commerce platforms, leveraging social media for
direct sales, employing SEO and mobile optimisation, and applying content marketing strategies. While advanced tools
such as artificial intelligence and augmented reality were found to offer considerable benefits for customer interaction
and personalisation, their implementation is often hindered by financial constraints. Therefore, alternative low-cost
strategies were also outlined. The conclusions obtained within the framework of the study can be used to more effectively
shape the country’s policy in the development of SMEs, as well as for business representatives themselves to more
efficiently manage the online sales component in the enterprise
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Optimising online sales for small and medium-sized businesses...

N INTRODUCTION

Optimising online sales plays a critically important role in
the success of small and medium-sized enterprises (SMEs).
It is a process aimed at improving all aspects of a compa-
ny’s online presence to increase sales and enhance user
experience. Primarily, it is one of the methods of achieving
a higher level of competitive advantage compared to oth-
er companies. Optimising online sales is a fairly complex
system, which includes increasing the company’s visibility
among potential customers, improving conversion rates,
enhancing user experience with interacting with the com-
pany’s products, working on social media promotion, etc.
Considering the role of this component and its complexity,
the formation of recommendations to increase the efficien-
cy of online sales for SMEs remains relevant. In the context
of this study, the assessment was conducted based on data
from Kazakhstan, where SMEs are very actively developing.

Numerous scholars have been studying enterprise de-
velopment issues in Kazakhstan. For instance, M. Sadyro-
va et al. (2021) examined the possibilities for SMEs consid-
ering the potential implementation of innovative systems.
They also noted some problems in the country regarding
the development of such companies (underdeveloped busi-
ness environment, obstacles to the implementation of new
technologies, insufficient efforts from the authorities in
technology development), yet they provided insufficient
recommendations to address all these negative aspects.

T. Bekzhanova et al. (2023), on the other hand, assessed
the development of SMEs and their impact on unemploy-
ment dynamics in Kazakhstan. They emphasised the sig-
nificant role of SMEs in national economic development,
global economic growth, and job creation, as well as de-
scribed the support measures they need to effectively de-
velop in modern conditions. A. Kireyeva et al. (2021) eval-
uated the factors determining the innovation potential of
Kazakhstani enterprises. The analysis showed the limited
impact of competition on the development of innovative
products, as well as the importance of increasing the level
of qualification among enterprise employees. However, no
recommendations were provided for enterprises and gov-
ernmental authorities of the country.

In the study by S. Zamanbekov et al. (2020), the for-
mation and functioning of industrial clusters in Kazakh-
stan were evaluated, emphasising the integration of SMEs
with larger businesses to create additional opportunities
for the development of both forms of business. Scholars
developed practical approaches and recommendations to
increase the efficiency of this integration through the use
of models such as franchising and outsourcing, yet little
attention was paid to examining the downsides of such in-
tegration. A. Syzdykova et al. (2021) described the positive
and negative aspects of SMEs development in Kazakhstan,
paying special attention to geopolitical factors and access
to financing for such companies.

Thus, a significant number of scholars conducted
research related to the analysis of SMEs development in
Kazakhstan. In most of them, attention was also paid to
assessing the innovative component, which is an integral
part of the country’s SMEs development. However, taking
into account additional factors in the analysis and form-
ing a new perspective on how the development of this
sphere should occur, and which aspects deserve special
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attention, remains relevant. The aim of this study was to
assess the current opportunities for optimising e-com-
merce for SMEs in Kazakhstan.

® MATERIALS AND METHODS

Within the framework of the study, a large amount of sta-
tistical data was used, which, in one way or another, de-
scribed the state of SMEs in Kazakhstan. The main source
of information for these data was the official website of the
Bureau of National Statistics Agency for Strategic Planning
and Reforms of the Republic of Kazakhstan (2024a). With
its help, the share of SMEs in the country’s gross domestic
product (GDP) was estimated. This source was crucial for
analysing the economic contribution of SMEs to the na-
tional economy. Additionally, data were assessed that par-
tially characterise the development of e-commerce in the
country as a whole, including the volume of retail trade in
this sphere and its share in the total volume of trade. These
data were sourced from the Bureau of National Statistics
Agency for Strategic Planning and Reforms of the Repub-
lic of Kazakhstan (2024b), which provided insights into the
growth and significance of e-commerce for SMEs. Anoth-
er source of information used in the study was the Stat-
Counter (2024) website. It contains information regarding
the prevalence of social networks in Kazakhstan (such as
Instagram, Facebook, and others), which was evaluated to
draw conclusions about the feasibility of using a particular
network in forming a marketing strategy. It is worth noting
that the data on the website are presented on a monthly
basis. However, quarterly information was used for the pur-
poses of the study. For this, the average value for 3 months
was calculated, as shown below:

_ (Mptmpy1+Mpyg)

Qy = T e, (1)

where Q, - quarterly value of the indicator; m - monthly
value of the indicator. Although such calculation does not
allow obtaining an exact value (for this, it would be nec-
essary to have the original data), however, it is sufficient-
ly close to reality for conducting analysis. Data regarding
the use of social networks in Kazakhstan were also sourced
from the Statista (2024a), concerning the percentage of
the population using these platforms. It is worth noting
that the data on the website are presented for the period
from 2018 to 2028, meaning that the data from 2024 are
projected. This was also taken into account when forming
conclusions in the study. All constructions and calcula-
tions were carried out in Microsoft Excel. Additionally, the
Kazakhstani inflation rate data, which comes from Statis-
ta (2024b), offers a thorough summary of inflation patterns
from 1998 to 2028 and is a useful tool for examining the
economic environment in which SMEs function.

The study employed a significant number of research
methods. Comparison was used to assess different ap-
proaches to optimising online sales for SMEs, describ-
ing their drawbacks and advantages. Forecasting allowed
drawing conclusions about the potential development of
SMEs and the e-commerce sector in Kazakhstan in the
future, assuming the continuation of current trends ob-
served at the moment and over the past few years. System-
atisation, in turn, was used to assess the peculiarities of
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e-commerce in Kazakhstan within a unified data system,
where they interact with each other. Through abstraction,
it was possible to limit the number of factors evaluated in
the study to make the conducted analysis more precise.
Descriptive method was used to characterise the peculiar-
ities of online sales development among SMEs in Kazakh-
stan, assessing their main features. The graphic method
was used to visualise various types of data through charts.
For the same purposes, the tabular method was also used,
although it depicted other types of data that would not be
as easily understood in graphs.

W RESULTS
If the role of SMEs is to be generally described, they
are of crucial importance for the economic and social
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development of countries, contributing significantly to
GDP, job creation (including in remote regions), and inno-
vation development. They contribute to sustainable devel-
opment and improvement of living standards by reducing
regional disparities and increasing tax revenues. The ad-
aptability of SMEs allows them to implement innovations
faster than large companies, thereby quickly adjusting to
new operating conditions. Their growth enhances market
competition, the quality of goods and services, as well as
production efficiency, making the country more attractive
to foreign investors. Therefore, finding new growth points
for SMEs is always relevant. The state of SME development
as a whole can be assessed using the indicator of the share
of SMEs in Kazakhstan. This information is presented
within the framework of Figure 1.

2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

Figure 1. Share of SMEs in Kazakhstan’s GDP from 2005 to 2023, %
Source: compiled by the authors based on Bureau of National Statistics Agency for Strategic Planning and Reforms of the

Republic of Kazakhstan (2024a)

As can be seen, the share of SMEs in GDP is grad-
ually increasing, highlighting their growing role. Such
trends are generally beneficial for sustainable economic
development, for the reasons already described earli-
er in the paper. In the process of development of such
companies, competition between them is also increas-
ing, hence the need to find new methods to improve

their position in the market. Since e-commerce is also
one of these methods, finding ways to optimise it is an
important part of the development of this type of com-
panies in current environment (Kryvovyazyuk, 2023).
It is also worth considering the data in the context of
e-commerce development in Kazakhstan. This informa-
tion is shown in Table 1.

Table 1. Selected data on the development of e-commerce in Kazakhstan from 2015 to 2024

Years 2015 | 2016 | 2017 | 2018 | 2019

2020 | 2021 2022 2023 2024 Change, %

Volume of
e-commerce (retail
trade), billion tenge

50.9 78.5 106.9 | 144.6 | 206.3

476.7 482 1,963.5 | 2,439.8 | 3,156.4 6,104.7

Volume of
e-commerce
(services) billion
tenge

39.2 80.2 70.4 136.1 121.2

209.2 | 3499 | 1,186.5 | 1,602.6 | 2,443.4 6,133.1

Volume of
e-commerce (retail
trade), considering

inflation, billion
tenge

50.9 68.5 86.9 110.8 | 150.2

325 | 304.3 | 1,078.2 | 1,263.7 | 1,563.4 2,969.1

Volume of
e-commerce
(services) taking
into account
inflation, billion
tenge

39.2 70.0 57.2 104.3 88.2

142.6 | 220.9 651.6 860.2 1,290.1 3,190.5

Share of
e-commerce in total | 0.8 1 1.2 1.4 1.8
retail trade, %

4.1 3.6 12.5 12.7 14.1 1,662.5

Source: compiled by the authors based on Bureau of National Statistics Agency for Strategic Planning and Reforms of the

Republic of Kazakhstan (2024b), Statista (2024b)
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As shown in Table 1, the volume of e-commerce trad-
ing in Kazakhstan has been rapidly increasing. By 2024,
this trend has continued with even more notable growth,
resulting in the e-commerce share of total retail trade
volume rising to 16.6%. Therefore, it is not surprising
that the role of e-commerce has been rapidly increasing
recently, especially for SMEs. Optimising online sales in
SMEs through integrating e-commerce and digital mar-
keting involves several key strategies and technologies.
For instance, a store should either create its own e-com-
merce platform or have a store on a third-party platform.
Each of these approaches has its pros and cons. For exam-
ple, a custom-built platform allows full customisation of
design, structure, and user experience to align with the
store’s brand and values (Savytska et al., 2024). Direct
customer interaction enhances understanding of custom-
er needs. Additionally, the website will feature only prod-
ucts or services from one store, potentially increasing
sales and customer loyalty when approached correctly.
Furthermore, without the need to pay marketplace com-
missions, higher margins can be maintained, or prices can
be lower compared to competitors.

However, this method has its downsides. In particular,
developing and launching a custom platform may require
significant investments, which SMEs often lack, especially
at the initial stage. Costs are also needed for ongoing traffic
generation and website technical maintenance, which will
occur regularly. Therefore, this approach is not suitable
for all SMEs, and they more often choose the marketplace
option. Nevertheless, over time, the number of companies

with their own stores is likely to increase as the process of
their creation and maintenance becomes streamlined.

An alternative to using an e-commerce platform
without creating one is to establish a store on social me-
dia platforms such as Instagram, TikTok, and similar ones.
Utilising e-commerce on social media opens up wide-rang-
ing opportunities for businesses in sales, marketing, and
customer interaction. By sharing content, videos, photos,
and reviews, brands can attract attention and stimulate
interest among potential buyers. Social media platforms
also offer advanced advertising targeting tools, allowing
businesses to reach specific consumer groups based on
interests, demographics, geographic location, and other
parameters. This increases the effectiveness of adver-
tising campaigns and profitability (Hasani et al., 2023).
Moreover, many social platforms provide functionality
where users can view products and make purchases with-
out leaving the social network; they also offer tools for
analysing advertising campaigns and applying some so-
cial media-specific features that can also be used for mar-
keting purposes (for example, conducting live streams).
All these factors contribute to the high popularity of such
platforms among SMEs and individuals who often do not
officially register their activities. Therefore, competition
on such platforms is also high. Despite this, social media
platforms are already perceived as an integral part of mar-
keting strategies for any companies in current realities. It
is worth analysing data that evaluates the use of various
social media platforms in Kazakhstan. This information
is shown in Table 2.

Table 2. Use of social networks in Kazakhstan by quarter in the period from 2021 to 2024, %

Period YouTube Pinterest Facebook Instagram Twitter VKontakte Other
2021 Q3 16.3 14 12.6 18.6 14.3 14.8 9.4
2021 Q4 22.8 22.7 14.1 10.7 8.8 14 6.9
2022 Q1 23 15.4 25.4 13.9 8.5 9.3 4.5
2022 Q2 25.6 17.1 16.6 14.7 13 9.1 4.0
2022 Q3 22.9 17.5 17 15.7 12.4 10.2 4.4
2022 Q4 21.8 24.4 14 10.6 12.7 10.5 6.2
2023 Q1 23.7 23.6 15.3 10.1 14.1 8.2 5
202302 20.6 19 19.1 12.3 15.6 8.6 4.9
2023 Q3 16.9 17.2 18.6 17 10.6 15.1 4.7
202304 17.8 29.5 18.8 8.6 11.3 9.4 4.6
2024 Q1 17.3 27.1 19.3 12.3 9 10.2 4.9

Source: compiled by the authors based on StatCounter (2024)

As can be seen from Table 2, the main social networks
that are popular in Kazakhstan are Pinterest, Facebook,
and YouTube. However, a more or less adequate marketing
campaign can be conducted on Facebook and Instagram,
although creating a page on any social network is impor-
tant. Perhaps an effective option is still also the creation
of a YouTube channel, but for this, the type of activity of
the company must also be suitable. Also relevant is data
on what proportion of the general population uses social
media. This data can be seen in Figure 2.

As can be observed from Figure 2, the percentage of
the population using social media in Kazakhstan is grad-
ually increasing. The data indicate that by 2028, over 90%
of the population will be using social media. Currently, this
figure is almost 76%, which is also a significant indicator,
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indicating the relevance of using such an approach for prod-
uct promotion. However, the fact that even greater growth
of this value can be expected in the future confirms its
relevance. Search engine optimisation (SEO) for an SME’s
online store is also a key component of a successful digital
marketing strategy (in case the SME has its own website). It
helps improve the visibility of one’s website in search en-
gines, leading to increased traffic and, consequently, sales
growth (Sharabati et al., 2024). Optimisation can be achieved
through enhancing various functions. One of them is tech-
nical optimisation: speeding up page loading, adapting de-
sign, increasing website security (Si et al., 2025). Attention
should also be paid to content. It is advisable to hire special-
ists who will use relevant keywords in texts, headings, meta
tags, and image attributes, regularly publish useful content
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that addresses the queries and needs of one’s target audi-
ence, and provide detailed descriptions of products and their
characteristics. Other important aspects include focusing on

100
90

o
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customers from specific regions, analytics, and monitoring
of customer behaviour, optimising website performance on
mobile devices (Fitriasari et al., 2024).

80
70
60
50
40
30
20
10

2018 2019 2020 2021 2022 2023 2024* 2025* 2026* 2027* 2028*

Figure 2. Share of the population using social networks in the period from 2018 to 2028 (forecast), %
Note: * - forecast value generated by representatives of the statistical website Statista

Source: compiled by the authors based on Statista (2024a)

Another important aspect of online sales optimisa-
tion is the creation of quality content marketing (Almei-
da Lépez et al., 2022). Its main role is to attract and retain
customers. An effective content marketing strategy can
improve brand visibility, build trust, and stimulate sales.
Some recommendations for optimising content marketing
include assigning a dedicated employee responsible for all
aspects of this part of the business. Although this may in-
cur costs, it significantly increases advertising efficiency
and thus allows for revenue growth. The content manager
should clearly understand the needs of the business’s tar-
get audience and be able to segment it. Additionally, they
should have skills in content creation: both visual and tex-
tual components (although content creation components
can be outsourced). By using available tools (social media
advertising, websites, email newsletters, or even collabora-
tion with influencers), the goal of such an employee should
not only be to promote products but also to build a specific
community around them. Although achieving such results
is quite challenging, it is worth striving for in the long run.

Another aspect is optimising customer relationship
management and marketing automation. Implementing
and optimising these systems allows automating routine
tasks, better understanding customer needs, and increas-
ing their loyalty. In general, there are plenty of opportuni-
ties to automate customer interaction. The newest among
them is artificial intelligence, which can act as a conver-
sational partner for customers, analyse the information
provided by them, and draw appropriate conclusions. This
also allows for personalised services or products for each
individual customer. Therefore, implementing artificial in-
telligence in enterprises to solve various tasks is generally
quite effective, but it is still a rather expensive solution,
which may not be accessible to many enterprises. However,
there are other solutions, such as chatbots, which are less
effective but can also help address some issues that arise.

Some other tips that can make the process of purchas-
ing goods or services more enjoyable and thus increase
sales can be noted. For example, using location data of
customers to send them personalised messages and offers
when they are near a physical store. The implementation
of augmented reality (AR) technology, which allows try-
ing out products before making a purchase, can also be

beneficial. Due to the increasing adoption of cryptocurren-
cies among the population, enabling payment with them
can also be effective. In general, there are quite numerous
approaches to make the process of purchasing goods and
services more convenient for users. The question often lies
in how accessible it actually is for small businesses. Thus,
they must make decisions on their own regarding which of
these approaches they have the ability to use and which
ones they cannot use.

m DISCUSSION
Overall, recommendations for SMEs have largely been de-
scribed earlier in the paper. It can be summarised that to in-
crease the efficiency of their operations, companies should
pay more attention to the implementation of digital tech-
nologies, which can enhance their capabilities in terms of
sales growth. It is also worth paying more attention to mar-
keting issues, using different approaches to potential cus-
tomers to make their interaction with the business as pleas-
ant as possible. Such an approach will help increase SMEs’
sales and improve their market position compared to other
companies. It is also worth mentioning separately the place-
ment of their company pages on various social networks,
building a community around the product or enterprise,
and expanding the customer base using these platforms.
The significant role of SMEs in the qualitative develop-
ment of countries and regions was emphasised by C. Erdin
& G. Ozkaya (2020). The study showed that regions with a
high level of prosperity often have a higher share of SMEs,
indicating their importance for economic development.
The authors also emphasise the key role of SMEs in innova-
tion development across the country, considering it a crit-
ical aspect for enhancing the competitiveness of national
products in the modern world. F. Manzoor et al. (2021), in
turn, investigated the role of SMEs in the development of
rural areas in developing countries, highlighting the need
to consider specific factors and rural characteristics. They
concluded the importance of analysing the relationship
between SME development and improving life in rural ar-
eas. Within the framework of this study, the role of SMEs
in the development of the country, including their role in
the development of rural territories, was described, as such
companies have more flexible opportunities to create jobs
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in rural areas and provide income opportunities for local
populations. This is another reason why stimulating the
development of such enterprises is relevant.

E.E. Beaton & E. Dowin Kennedy (2021) discussed
how social enterprises can address market failures
through strategies like market mending, which SMEs can
also adopt in their e-commerce ventures. This concept
helps SMEs balance market deficiencies and economic
challenges while optimising their market positions. By
combining social responsibility with economic engage-
ment, SMEs can foster sustainable growth and contribute
to both local and global markets.

S.K. Naradda Gamage et al. (2020) highlighted strate-
gic responses SMEs can use to thrive in a competitive, glo-
balised economy. Their focus on adaptability and innova-
tion aligns with this paper’s recommendations for SMEs to
embrace digital technologies and marketing strategies to
improve their market positioning. The adoption of e-com-
merce platforms is crucial for SMEs to remain competi-
tive and resilient. Further complementing this discussion,
R. Stekelorum (2020) emphasised the importance of CSR
practices in enhancing SME competitiveness, particularly
within supply chains. This study offered a framework for
SMEs to integrate CSR with marketing strategies, which
can differentiate their brands and build long-term custom-
er trust. In the context of e-commerce, CSR becomes a key
component of creating positive brand perceptions and en-
suring business sustainability.

The evaluation of the impact of e-commerce and dig-
ital marketing implementation strategies on the finan-
cial performance and sustainability of micro-, small, and
medium-sized enterprises (SMEs), particularly during the
COVID-19 crisis, was conducted by J. Gao et al. (2023). Eval-
uating preliminary information, they found a significant
positive impact of e-commerce usage on the sustainability
indicators of companies. Companies that actively began
using e-commerce platforms in their operations showed
significantly better performance indicators compared to
others, indicating the need to transition from tradition-
al business models to e-commerce (Adam & Alarifi, 2021;
Sabaih et al., 2021). Similar conclusions were also drawn
by B.H. Sugiharto (2024), who concluded that e-commerce
has a significant positive impact on companies’ sustain-
ability indicators. This study did not focus much on how
SMEs use such technologies, but it was also noted that in
modern conditions, the use of e-commerce significant-
ly improves their market performance and competitive-
ness. This trend was echoed by B.H. Sugiharto (2024), who
found that SMEs using e-commerce platforms exhibited
enhanced competitiveness and market performance. Such
findings point to the critical need for SMEs to transition
from traditional business models to e-commerce, aligning
with the ongoing digital transformation of global econ-
omies (Istrefi et al., 2025). In this context, V. Gvozdyt-
skyi (2023) emphasised the importance of digital tools in
driving business growth, particularly in response to ex-
ternal challenges such as geopolitical instability and the
COVID-19 pandemic. An analysis underlines the necessi-
ty for SMEs to adapt their e-commerce strategies to local
conditions, a perspective that resonates with the situation
in Kazakhstan, where e-commerce is increasingly becom-
ing a key driver of economic resilience.
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S. Wahyuni et al. (2020) and M. Thnatenko et al. (2023)
analysed the implementation of e-commerce in the differ-
ent sized enterprises. The researchers emphasised the ac-
tive digitalisation of businesses in the studied region, where
the main motives for integrating e-commerce are innova-
tive development, operational optimisation, the need to
increase marketing efficiency, and expanding the potential
market. The use of e-commerce contributed to increasing
the competitiveness of SMEs due to economic efficiency
and improving interaction with consumers. However, com-
panies face difficulties, including consumer distrust and in-
ternet infrastructure problems. This study also showed that
e-commerce usage in Kazakhstan is constantly increasing.
The reasons for this are similar to those noted in this work:
the need to increase business efficiency and gain a more
competitive market position. The main problem in this con-
text often becomes a lack of funding, which, however, can
be addressed through government intervention. Therefore,
more active implementation of digital technologies and
e-commerce is an effective way to increase the efficiency of
SMEs’ operations in the country as a whole.

The study by Y. Amornkitvikai et al. (2022) examined
sustainable e-commerce development among SMEs in
Thailand, highlighting key trends such as the use of so-
cial networks, delivery services, and the increasing signif-
icance of the B2B segment. The researchers emphasised
the positive impact of e-commerce on the country’s sus-
tainable development but also pointed out existing prob-
lems. This study did not focus on assessing the impact of
e-commerce on sustainable development. However, it is
worth noting that due to the more active use of advanced
technologies in enterprises, more active use of e-com-
merce can be observed, thereby positively impacting sus-
tainable development.

The possibilities of optimising the use of e-commerce
as a marketing environment for online stores in the city of
Medan were studied by F. Safrin & F. Simanjorang (2023).
The researchers noted that the most popular e-commerce
platforms for marketing in the region were Instagram,
Shopee, and TikTok. They identified several factors that are
important for attracting users. They highlighted the sim-
plicity of order processing, the effectiveness of payment
systems, fast and easy product delivery, and the presence of
high-quality visual components of the products being sold.
Additionally, communication with customers, conducting
promotional activities, and other similar actions were not-
ed to play an important role (Sadeeq et al., 2020). Further-
more, it is important to optimise the products created for
each market segment, as well as the approach to their ad-
vertising. Thus, each product may sell differently on each
platform, which should also be taken into account when
forming a strategy. This study also mentioned the role of
social networks in the development of SMEs. However, such
promotion methods have their drawbacks, primarily due
to high competition in promoting products on social net-
works. Therefore, such enterprises should carefully work
on their strategies for working on such platforms in order
to be able to gain their market share.

The opportunities of using social networks as a market-
ing strategy for SMEs were also assessed by C.C. Lin (2021).
The researcher noted that the main marketing goals for SMEs
at the growth stage are brand awareness, online purchases,
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and sales potential, which can largely be achieved through
social networks. The most effective platform was found to
be Facebook, followed by Twitter, Instagram, and YouTube.
Thus, the researcher recommended using social networks to
maximise marketing efficiency. This study also mentioned
the possibilities of using such technologies to increase mar-
keting effectiveness, and SMEs are indeed recommended to
use them in their promotion strategies.

Marketing promotion strategies for SMEs in developing
countries were described by S.P. Goldman et al. (2020). The
researchers concluded that managers of small online stores
should prioritise targeting foreign markets to increase
business efficiency and sales potential. They recommended
studying foreign markets and using their own advantages
(primarily lower costs) to gain a share of the external mar-
ket. This study did not evaluate the possibility of SMEs in
Kazakhstan entering foreign markets; however, it should
be noted that this strategy could indeed be effective. The
main reason for this is the abundance of certain types of
resources, as well as comparatively low labour costs. How-
ever, there are also challenges in this strategy, particularly
the possibility of selling products to foreign markets due
to geopolitical instability. Assuming a successful entry into
the foreign market, the enterprise can gain a significant ad-
vantage over its competitors.

Consumer segmentation based on their relationships
with online technologies was conducted in the work of
B. Gyenge et al. (2021). They noted that understanding
the cultural and technical characteristics of consumers is
crucial for more effective promotion of new products and
services. Therefore, companies should adapt their social
networks and other resources to specific types of audiences
they intend to interact with (Falahat et al., 2020; Ndubisi et
al., 2021). This study also mentioned that optimising con-
tent for specific consumer groups is an important part of
the marketing strategy. However, caution should be exer-
cised with such experiments, as incorrect interaction with
the public can only worsen the situation.

B CONCLUSIONS

The study justified the role of SMEs in the development of
Kazakhstan’s economy and described the reasons for the
rapid growth of e-commerce. It was shown that adopting a
comprehensive approach to e-commerce and digital mar-
keting requires SMEs to develop their own e-commerce
platforms. Each of these approaches has its advantages
and challenges. On the one hand, creating an individual
platform offers full customisation and direct interaction
with customers, potentially increasing sales and loyalty.
On the other hand, it requires significant investment and
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ongoing expenses for attracting and servicing customers,
which SMEs often lack.

An alternative approach to e-commerce without creat-
ing an independent platform involves using social networks
such as Instagram, Facebook, and TikTok. These platforms
offer SMEs huge opportunities for sales, marketing, and
customer interaction, facilitated by the ability to share con-
tent and use tools to promote their own products. Despite
high competition, social media platforms have become an
integral part of the marketing strategies of almost all com-
panies. It was shown that social networks are becoming
increasingly popular in Kazakhstan each year. In the first
quarter of 2024, Facebook had a user share of 19.3%, while
Instagram remained a popular platform with 12.3% usage.
Meanwhile, the general population’s social media usage has
reached 76%, projected to exceed 90% by 2028. Therefore,
using as many platforms as possible to promote products is
a quality approach to business development.

The research also indicates that the e-commerce in-
dustry is expanding quickly. In 2024, the volume of e-com-
merce in retail trade reached 3156.4 billion tenge, while for
services it amounted to 2443.4 billion tenge. The share of
e-commerce in total retail trade rose to 16.6%, confirming
its growing significance for SMEs. The study also men-
tioned other approaches to increasing SME sales. In par-
ticular, the need for search engine optimisation, technical
improvements to online store functionality, and website
design were described. Special attention was paid to cre-
ating content to retain and attract customers. It was also
concluded that the use of cutting-edge technologies, such
as artificial intelligence, for automating and optimising
some internal processes is important.

For future research, it is relevant to assess the devel-
opment characteristics not only of SMEs but also of others,
especially those traded on the Kazakhstan Stock Exchange
or related to strategically important sectors of the econo-
my (agriculture, pharmaceuticals, engineering). Analysing
their condition will allow for important conclusions about
which sectors of the country’s economy need increased
support from the government and what needs to be done
to strengthen their positions on the international stage.
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OnTuMi3auia oHNanH-NpoaaXiB ANa Malumx Ta cepefHix NiaAnpuUeEMCTB:
iHTerpauis eneKTpoHHOI KoMepuii Ta LMPPOBOro MapKETUHTY

M AHoTauifa. Maui Ta cepenni mignpuemcrsa (MCII) BifirpailoTh OCHOBHY pOJib y 3a0e3reueHHi eeKTUBHOTO PO3BUTKY
€KOHOMIKM KpaiHu, TOMY aHaJli3 iCHYI0UMX ITpo6yieM Ta BUKIUKIB 1T HUX 3aBXIU 3a/IUIIAETHCS aKTyaIbHUM MUTAHHSIM
IUIST KOKHOT Kpainu. Y paMKax IIbOTO JOCTiIKEeHHS 6yl0 BUPINIEHO OLiHUTY MOXK/IMBOCTI IMOKpaIlleHHs ONMTUMi3allii
eJIeKTpOHHOI KoMmepiiii mast MCII, mo CTajio OCHOBHOIO MeTOl pPo60TM. OCHOBHMMM METOAAMM AOCTiIKEHHS Oyiu
MPOTHO3YBAaHHSI Ta CUCTEMHMUIA aHali3, SKi JO3BOAMIM BMU3HAUUTU HAaii6GiIbII IepCIeKTUBHI CTpaTerii po3BUTKY
Ta CIPOTHO3YBATU BIUIMB TeXHOJMOTiYHOi iHTerpanii Ha edexTuBHicTb MCII. BUKOPUCTOBYIOUM CTaTUCTUYHI AaHi 3
HaI[iOHAJbHMUX Ta MiKHAPOIHUX JKepes, y AOCTiIKeHHi Oy/Jo mpoaHali30BaHO MOTOYHMII CTAaH Ta OUYiKyBaHi TeMITU
3pOCTaHHS eeKTpPOHHOI KoMmepiii B KasaxcraHi. AHasmi3 mokasas, mo uvactka MCIT y BBII KasaxcraHy cra6inbHO
3pocTasa, Tofi SIK 06CAT eJIeKTPOHHOI KoMepIlii B po3apiOHiit Toprismi mocsrHyB 3 156,4 minbspaa Tenre y 2024 porii,
a B cdepi mocayr — 2 4434 minbsipma TeHre. YacTka eJIeKTPOHHOI KoMepIlii y 3arabHOMY 06¢s13i po3api6Hoi Toprisiti
3pocna 1o 16,6 %. ColianbHi Mepexi TaKOX BifirpatloTh 3pOCTaryy posib y MapkeTUHroBux crparerisx MCII, ockinbku
76 % HaceleHHS BMKOPUCTOBYBaaM coliiaiabHi Mepexi y 2024 pori, a 7o 2028 poKy IpOTrHO3YETHCS MepeBUIEeHHS
90 %. Y moctimkeHHi 6y/I0 3aIIpOIIOHOBAHO HM3KY IMiAXOMiB A0 ONTMMI3allii, BKIOYal0UM CTBOPEHHS iHAMBiLyaIbHUX
1aTGopm IJ1s1 e/IeKTPOHHOT KOMePILii, BUKOPUCTAHHS COIliaIbHUX MePEX JIJIs MPSMOTO0 MPOoAaxy, 3actocyBaHHs SEO Ta
MO6iNbHOT OnTMMi3allii, a TAKOX BITPOBAIKEHHS CTPATeTiii KOHTEHT-MapKeTUHTy. Xoua repeqoBi iHCTpyMeHTH, TaKi SIK
IITYYHUII IHTEJIeKT Ta IOTTIOBHEHA PeabHiCTh, MOKYTb 3HAYHO IMOKPAIIUTHM B3a€MO/i0 3 KJIiEHTaMM Ta TIepCOHaTi3aIlio,
iX BIPOBAIKEHHSI YaCTO YCKJIAMHIOEThCS DiHAHCOBMMMU OOMeskeHHsSMM. TOMY TaKoX Oyiau BM3HAUEHi aJbTepPHATUBHI
crparerii 3 HU3bKMMM BUTpaTamMmu. OTpUMaHi BUCHOBKY MOXKYTb 6y TV BUKOPUCTAHI 17151 6ibII e(heKTUMBHOTO (hopMyBaHHS
MOMITUKY KpaiHu momo po3BuUTKy MCII, a TakOX JJIs1 caMMX MiANPUEMIIIB i3 MeTOI0 6iblll eeKTUBHOTO YIIPaBIiHHS
OHJIAIH-TIpOAA’kaMy B MiATIPUEMCTBAX

M KnioyoBi cnoea: BajioBMii BHYTPIIIHIi MPOAYKT; IITYYHMI iHTENEKT; iHHOBAIIii; TOProBi riatGopmu; Be6-TeXHOoorii
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