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Abstract. The article examines the current trends in the development of
the e-commerce market in Kazakhstan using the example of the B2C segment.
The growth of online retail trade in Kazakhstan has been exponential over
the past 3-4 years, and the activity of entrepreneurs in this segment has led
to the rapid formation of the necessary infrastructure aimed at meeting
consumer demand. The purpose of the study conducted by the authors is to
analyze the main subjects of the e-commerce market in the dynamics of their
development and influence on the state of the market.

The study of agents of this market conducted by the authors using general
scientific methods allowed us to identify the main trends and patterns of
change in the structure of online services provided, the sale of goods via
the Internet, and the improvement of payment and delivery methods. In
addition, the authors focused on assessing the competitiveness of the market
and identified trends in its monopolization. Despite the highly competitive
nature of the e-commerce market, market pioneers have advantages that give
them the opportunity to have a strong influence on the market, contributing
to the emergence of potential barriers to entry in certain market segments.
The results obtained allowed the authors to determine promising directions
for the development of the B2C segment of the e-commerce market in
Kazakhstan.
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Structural analysis of Kazakhstan's e-commerce market participants in the B2C segment

Introduction

In the development of the modern market of Kazakhstan, e-commerce seems to be the most
important component and integral part. Today, the development of e-commerce cannot be
absent from the agenda of "Digital Kazakhstan". Electronic trading platforms (marketplaces)
are creating a new economy in Kazakhstan and are having a significant impact on the daily
lives of millions of Kazakhstanis. At the same time, this market remains underexplored. This
is due in part to the rapid pace of its development. The impact of the e-commerce market on
the country's economy is expressed in changes in its structure, increased competition and the
emergence of new types of activities, new market players and the complication of relationships
in the market. For example, full-field services are gaining popularity in online markets, and the
commercial policies of large vendors pose a potential threat to small and medium-sized online
stores. Atthe same time, the emergence of dominant e-commerce platforms such as Amazon.com
now allows small retailers to connect to online marketplaces while providing comprehensive
fulfillment services [1]. In addition, the pandemic has made adjustments to these dynamics,
so it is necessary to systematically and comprehensively study the B2C e-commerce market of
Kazakhstan in the context of its main economic agents.

The research methodology is determined by the purpose and objectives of the research
and includes an analysis of the degree of elaboration of the problem of the development of the
e-commerce market, the development of the author's vision of the B2C market structure in the
context of the main players, a comparative analysis of the results of the largest participants in
the e-commerce market in Kazakhstan, which determines the understanding of the significance
and role of a particular market participant and the nature of their interaction.

Problem statement

Currently, the e-commerce market in the domestic economy has become an objective reality.
Its formation and development, especially of the B2C segment, is taking place at a very rapid
pac, which necessitates the timely formation of the necessary legal and regulatory framework
for the functioning and creation of institutional infrastructure. In this context, an analysis of the
structure, the main market participants, their role and the nature of interaction in dynamics
will allow us to comprehensively assess the potential and prospects for the development
of the e-commerce market. The novelty of the study lies in the systematic presentation of
the participants of the B2C e-commerce market, who were grouped into 5 groups, and the
justification of their interaction through the analysis of performance indicators, which affects
the achievement of the final goal. All 5 groups of participants are key players in the market,
ensuring its effective functioning. Previously, in such a setting, the study of the e-commerce
market, including its B2C segment, was not conducted. Currently, there is no systematic and
comprehensive representation of e-commerce market participants in domestic legislation,
which creates significant problems in market coverage by regulatory measures.

The purpose of the article is to systematically present participants in the e-commerce
market and conduct a comparative analysis of the results of their activities to substantiate the
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importance of their role and functions in the formation of individual market segments in the
product context.

History

The writing of this material was preceded by a large research work, within the framework of
which the substantiation of the theory of e-commerce and its market was carried out, an analysis
of the conditions and factors of the development of the e-commerce market in Kazakhstan, an
assessment of foreign experience in the formation of the e-commerce market, an analysis of the
contribution of e-commerce to the development of trade in Kazakhstan [2].

The literature review that has been conducted has shown that there is a high level of interest
in the e-commerce market among scientists. So, Huaqing Hu in his work "Reselling, consignment
or In-Marketplace selling Mode? Competitive strategy for E-tailers to counteract online third-
party marketplaces"” [3] examines different ways of online sales.

The scientific literature provides recommendations on the creation of own logistics
platforms [4] and optimal strategies for promoting online trading platforms based on scientific
experiments[5, 6], as well as on the analysis of the implementation of blockchain technology,
which facilitates the coordination of the manufacturer and the platform [7]. Online merchants
receive information about individual consumer preferences with huge amounts of data. And if
high-quality retailers receive this data, itbenefits both the platform and the retailer [8]. Electronic
trading platforms are also considered from the point of view of benefits for the consumer [9].
One of such issues of e-commerce market research remains the entry cost and membership
services for consumers. Using a game-theoretic model, researchers have put forward a number
of hypotheses[10].

Jia Shi's research "Voluntary information disclosure of an e-commerce platform under
reselling, marketplace, and hybrid selling" is devoted to the topic of disclosure of information
about the e-commerce platform during resale. In particular, about the voluntary disclosure of
information about demand to the manufacturer [11].

In our opinion, in the conditions of the Kazakh e-commerce market, due to its practical
significance, Yuelin Shen's scientific article "Price and advertising competition in an online
marketplace: The tradeoff between quality and cost" [12] is interesting, which examines two
subjects of the e-commerce market selling goods of different quality and value that compete
online-a market where advertising is the only means of attracting customers.

Thus, there is a need to conduct a comprehensive analysis of the e-commerce market in
Kazakhstan (using the example of the B2C segment) to determine the structure of market agents
and directions of its development.

Research Methods
To achieve the set objectives, the following methods of scientific knowledge were used:

comparative analysis of data on the largest suppliers and intermediaries in the Kazakhstan
market, which made it possible to assess the potential market volumes, as well as the prevalence
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of electronic commerce in the regional context; generalization, systematization of means and
methods of payment allows us to determine their demand and applicability, the development of
the logistics system and delivery - the demand for delivery methods; the historical and logical
method made it possible, based on the analysis of the experience and practice of e-commerce
development, to substantiate promising directions for the development of the e-commerce
market in Kazakhstan.

Findings/Discussion

All participants in the e-commerce market in Kazakhstan in the B2C segment can be
conditionally grouped into 5 types: suppliers (sellers, manufacturers), intermediaries (online
platforms, Internet sites, marketplaces, online stores), delivery agents (postal courier, logistics
companies), payment agents (payment systems, financial institutions), buyers (individuals, end
consumers). Due to the lack of reliable information about the number of entities in this market,
the analysis is carried out on the largest market agents, data on which are presented in the
Forbes.kz study.

Kazakhstan's EC suppliers are represented by domestic and foreign companies of various
sizes. Table 1 presents data on the largest companies that sell their goods and services through
their own online stores for 2022.

Table 1. Major online stores of Kazakhstan on the B2C market

Name of the entity, head office . " -
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1 2 3 4 5 6 7
Airastana.com (Air Astana ]JSC), passenger 65.15 | -38 657 25.3 348.1
Almaty, 2001 transportation
Sulpak.kz (Arena S LLP), Almaty, | electronics 79.4 5 - - -
2009
Mechta.kz (Mechta Market LLP), | electronics 53.01 5 1,071 - -
Astana, 2007
Technodom.kz (Technodom electronics 48.43 -5 6,000 25.9 290.2
Operator JSC), Almaty, 2002
Alserkz (Gulser Computers LLP) | electronics 47.68 3 710 90.1 529.3
FlyArystan.com (JSC "Flyarystan | passenger 42.5 3 233 42 84.4
Airline") transportation
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Shop.kz (Bely Veter KZ LLP), electronics 38.03 -3 1,152 15.2 208.3

Karaganda, 2000

Scat.kz (SCAT Airlines JSC) passenger 21.3 42 n/a 31 56
transportation

Leroymerlin.kz (Leroy Merlin construction 3.3 -15 191 2.9 93.7

Kazakhstan LLP), Almaty, 2018 materials

Europharma.kz (Agniet Group pharmacy 2.8 76 8,651 15 11.4

LLP), Shymkent, 2014

The datain Table 1 show thatthe largest online stores in Kazakhstan operate in the electronics
and passenger transportation sectors, where competition is high, with higher store traffic and
higher average check in electronics stores. The majority of the online shops presented here are
also active in presenting their goods on marketplaces as well as on aggregators.

Intermediaries in the B2C EC market. Table 2 shows the largest intermediaries in the market,
represented by electronic platforms and aggregators.

Table 2. The largest intermediaries in the Kazakhstan EC market in the B2C segment

Name of the entity, head office . i -
and year of establishment = £ o GE" 5 3 A
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Kaspi.kz (Kaspi Shop LLP), Marketplace 21065 | 25 6,900 1,700 103.3
Almaty, 2014
kaspi.kz (Kaspi Travel LLP), Ticket Sales 501.7 | 162 | 2,300 2,500 45.2
Almaty, 2020 Aggregator
Wildberries.kz (Wildberries | Marketplace for 205.9 30 - - -
LLP), Moscow, 2004 the sale of various
types of goods
Aviata (Aviata LLP), Almaty, Marketplace/ 97.46 | -39% - 375 21.7
2013 ticket sales
Jmart.kz (Jusan Mart LLP), Marketplace 56.3 257 218 13.8 735.6
Almaty, 2021
Glovoapp.com Delivery of food 54.29 31 - 420.8 10.7
(GlovoKazakhstan LLP), and other goods
Barcelona, 2015

180 N23 o 2024

A.H. Tymures amvindazor Eypasus yammorx ynusepcumeminiyy XABAPIIBICBHI.

IKOHOMMKA CEPVAICBI
ISSN: 2789-4320. eISSN: 2789-4339



Structural analysis of Kazakhstan's e-commerce market participants in the B2C segment

Halykmarket.kz (Halyk Bank | Marketplace 51.03 14 - - -
of Kazakhstan ]JSC), Almaty,
2020
Wolt.com (Wolt Technologies | Delivery of food 42.64 53 - - 20.2
Kazakhstan LLP), Helsinki, and other goods
2015
Tickets.kz (TiketsKZ LLP), Ticket Sales 42.1 14 826 29.6 54.3
Almaty, 2008 Aggregator
Chocotravel.com (Internet Ticket Sales 41.78 11 - - -
Tourism LLP), Almaty, 2013 Aggregator
Kolesa.kz (Kolesa LLP), Car ads website, 34.3 7 5,500 n/a n/a
Almaty, 2006 aggregator
OLX.kz (OELIX Group LLP), Ad site, aggregator | 26.06 | -53 n/a n/a n/a
The Netherlands, 2007
Flip.kz ("Flip.kz" LLP), Universal goods 23.5 -13 n/a n/a n/a
Almaty, 2018
Lamoda.kz (Branch of Marketplace of 21.7 -33 n/a 20.6 91
Kupishuz LLC), Moscow, 2011 | various goods,

clothes
Note - Compiled by the author based on the source [13]

The undisputed leadership of the Kaspi.kz marketplace is demonstrated by these tables.
The advantage of this marketplace is that it is integrated with Kaspibank and allows customers
to apply for credit or installment payments for purchases online. This marketplace model
is attractive to suppliers because it significantly expands the potential customer base and
encourages them to actively work with the trading platform.

Kaspi.kz started its business by selling household appliances and electronics. It cooperated
with large specialized stores. Gradually, other electronics stores began selling their goods in
the marketplace, and the marketplace continued to improve: bonuses for purchases were
introduced, and the ability to compare prices from different sellers appeared. Later, the coverage
of product sectors began to actively expand: in 2022, the scope of the marketplace increased to
2 million products, including furniture, cosmetics, clothing, footwear, building materials. The
marketplace began selling food online in 2022, in partnership with the Magnum network. In
total, there are more than 70 thousand domestic companies that sell their goods on the market.

In 2022, the total revenue of the marketplace Kaspi.kz amounted to more than 2.1 billion
dollars. [13] Taking into account the weighted average dollar exchange rate on KASE for 2022
(473.84 KZT), it is 994.98 billion KZT. As a result, Kaspi.kz's share of the B2C e-commerce
market in Kazakhstan has increased to 83%. The condition of cooperation with suppliers, who
are obliged to pay installments and interest on the loan, is a peculiarity of the marketplace.

One of the first intermediaries in the e-commerce market of Kazakhstan were specialized
marketplaces in the field of sales of coupons, tickets for entertainment and air and rail
transportation, food delivery, books, which seemed to monopolize the market, and the
penetration of new players was inexpedient. However, the strategy of market penetration

A.H. T'ymunres amwindazor Eypasus yammorx ynusepcumeminityy XABAPIIBICBI.
IKOHOMMKA CEPUACHI
ISSN: 2789-4320. eISSN: 2789-4339

Ne3 e 2024 181



T.A. Azatbek, D.T. Baitenizov, A.B. Zhanbozova

chosen by Kaspi.kz has given a new impetus to its development and the redistribution of forces
in the segment. The launch of Kaspi Travel's online ticketing service in late 2020 as a result of
Kaspi.kz's acquisition of Santufei - an online platform for searching, booking and purchasing
tickets, as well as the ability to purchase tickets on credit and in installments as a result of Kaspi
Travel's integration with a bank that has its own payment gateway, and a system of fast return
and exchange of airline tickets. These advantages have allowed the company to scale rapidly. It
has become the best profile marketplace. Its worthy competitor is Aviata.kz.

Russian companies are expanding their presence among the large marketplaces on the
territory of Kazakhstan. The largest of them is Wildberries. The assortment of the company
includes about 28 million types of goods from 300,000 Russian and foreign brands. In 2021,
the company launched direct deliveries from local businesses in Kazakhstan. Wildberries, in
cooperation with representatives of Kazakh companies, began to open partner points of delivery
and logistics. Now, in addition to selling their goods on the online marketplace, entrepreneurs,
especially representatives of SMEs, can earn income from commissions for placing and
processing orders.

Thus, trends in the development of the e-commerce market have shown that it is rapidly
being monopolized by marketplaces due to the mass and rapid integration of companies into
marketplaces, despite the remaining potentially high competition.

Payment agents in the B2C EC market of Kazakhstan. In the Kazakhstan market there are
about 19 payment systems, which are operated by 22 commercial banks and 88 payment
organizations, including Kazpost. Merchants in the e-commerce market use the acquiring
services of these organizations to accept payment for goods and services from buyers using
bank cards. Acquiring commission is a fee to the bank for accepting card payments from
merchants, which the payment system operator receives for each transaction of the merchant
when transferring funds from the buyer's account to the company's settlement account for
payment of each purchase.

It does not matter which bank issued the buyer's plastic card and from which bank the
merchant ordered the acquiring service - it does not affect the interest rate. The study of bank
fees for acquiring service in different banks showed that they are almost the same, ranging from
1 to 4% depending on various factors. At the beginning of the pandemic, the National Bank of
Kazakhstan introduced restrictions on the rate of purchase of services in order to stimulate
the development of e-commerce, as well as to reduce the costs of businesses and contain the
prices of goods and services for the population. Since May 1, 2020, the commission has been
reduced from 2-3% to 1.5% for organizations in such socially important industries as education,
medical services, pharmacies, municipal parking lots, toll roads, agricultural services, real
estate transactions. Consequently, the value of cashback paid by banks to customers for using
non-cash payment methods decreased. The importance of acquiring remains high as alternative
non-cash payment methods (through QR, the system of fast payments and electronic currency)
have not been massively developed. The complexity of QR payment system for EC merchants
is that to accept QR payment from the buyer it is necessary to have a contract/terminal of the
same bank.

According to the data of the Bureau of the National Statistics Agency of the Republic of
Kazakhstan for Strategic Planning and Reform, the most preferred payment methods for orders
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of Kazakh citizens in 2019-2022 will be bank payment cards, bank and postal transfers, and
cash. At the same time, from year to year, the share of cash will decrease from 28.4 percent
in 2019 to 22.6 percent in 2022, while the share of online payments will increase from 2.8
percent to 13.9 percent, respectively. Such changes are a consequence of the penetration of
digital technologies in the field of financial services, which allow a closer integration with the
global e-commerce market.

At the end of 2022 in the structure of payment methods increased the value of the indicator
"digital social wallet, digital tenge", reaching the value of 0.1% of the population (Figure 1).
Electronic money systems in Kazakhstan appeared after the introduction into the legislative
sphere of rules regulating the activity of electronic money systems in the Kazakh market. In
accordance with the Law of the Republic of Kazakhstan No. 11-VI "On Payments and Payment
Systems" dated July 26, 2016, the National Bank of the Republic of Kazakhstan, banks and the
national postal operator may issue e-money systems as issuers. In addition, electronic money
issued by issuers on the territory of the Republic of Kazakhstan should be denominated only in
the national currency of the Republic of Kazakhstan [15].

Currently, there are 27 e-money payment systems in the Kazakhstan market. Their issuers
are 10 second-tier banks and JSC "Kazpost". Among the issuers, JSC "Kaspibank" and JSC "Halyk
Bank of Kazakhstan" are independently managing their own electronic money systems [16].

Digital social wallet, digital tenge | 0,1

Prepaid gift card or online voucher - 31
“Points” bonus or coupon program !

Cell phone [N 5,3
Online payments _ 13,9
Cash payment _ 22,6
Payment by credit card online _ 23,5
Payment'by debit card or — 315
electronic bank transfer ’

W 2022

Figure 1. Payment methods used for goods and services in 2022, in %
Note - Compiled from the source [14]

Delivery agents in the B2C EC market of Kazakhstan. Kazakhstan has a relatively high level
of home delivery - 95% [17], according to CAREC data. According to the data of the Bureau of
the National Statistics Agency of the Republic of Kazakhstan for Strategic Planning and Reform,
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Kazakhstanis, in bulk, prefer self-delivery as a method of delivery of goods ordered online.
However, their share systematically decreases in the period from 2019, amounting to 35.3%
in 2022 and giving way to "delivery directly to the buyer using the services of regular mail or
other delivery methods", the share of which amounted to 46.9% (Figure 2). The online delivery
category includes intangible digital products (music, videos, subscriptions to websites and
magazines, etc.), ticket orders for cultural, sporting and other events, transport tickets, payments
for advertising and others. Their share increased from 13.3% in 2021 to 17.8% in 2022.

Online/electronic delivery by
downloading from a website or
using an app, software or other

device (for intangible goods)

17,8

Self-delivery from the point of sale

or point of service
m 2022

Delivery directly to the buyer using
regular mail or other delivery
methods

46,9

Figure 2. Used methods of delivery of goods in 2022, in %
Note - Compiled from the source [14]

The main players in the market are the national postal operator - Kazpost JSC, as well as
major global companies (DHL, PONY EXPRESS, ASE, QSD, Exline, Post Express) and the local
company Alem Tat. For January-December 2022 provided postal and courier services in the
amount of 57855.4 million tenge, which in comparable prices by 0.5% less than the volume of
January-December 2021. [18] IFO volume of postal and courier services amounted to 99.5% (in
January-December 2021 - 122.1%).

The growth of the volume of parcels and packages in the Kazakhstan market since 2017 is
due to the expansion of the geography of online shopping of Kazakhstanis, the development of
online commerce, as well as the emergence of new companies and enterprises using courier
services for the delivery of goods. The latter is due to the fact that maintaining an in-house
courier service is often economically inefficient as it diverts significant additional resources,
both financial and human.
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Kazakhstan currently has 186 parcel supermarkets and 151 postamats. Kazpost JSC is
expandingits network, including through partnerships with SMEs under the "franchising” model,
and has more than 3,000 rural branches. This means that any existing company can contract
with Kazpost to provide postal and financial services. SMEs benefit from the commission for
the service provided, as well as the influx of new customers for their own business, and the
customer gets a post office within walking distance.

It should be emphasized that none of the existing postal and courier services in the Kazakhstan
market except Kazpost JSC has the material and logistic capabilities to deliver goods to remote
regions of the country. Therefore, in order to fulfill their obligations to customers, mailers in
the market are forced to combine and use various elements of networks, including the services
of Kazpost JSC. This is a particularly acute problem when it comes to delivering to regional
settlements and remote regions. The disadvantage of Kazpost JSC remains the long delivery
time, which can be up to one month.

Consumers of B2C EC in the market of Kazakhstan. A portrait of the Kazakh Internet consumer
was created by analysts of the Kazakh Association of Professional Public Opinion Researchers.
According to it, the most active buyers in the B2C sphere, regardless of the online store, are young
people of middle age (25-30 years old) with higher education. As a rule, they are family oriented
and have an average income. At the same time, men purchase less frequently than women.
However, the value of their average check is 48% higher. Free delivery and the level of service are
the main reasons why Kazakhstanis choose an online store. Bonuses, cashback on bank cards,
discounts on goods and various types of promotions are the next most important reasons [19].

The analysis of the structure of online purchases of Kazakhstanis for 2019-2022 shows
that in the pre-pandemic period, the largest share of online purchases fell on cosmetics and
toiletries (27.5%), clothing and footwear (11.8%), and mobile phones (11%). The share of these
categories fell sharply in 2020, and in 2021 they did not reach the level they had in 2019. During
the period of pandemic restrictions, the popularity of ordering office supplies jumped from
1.9% to 12.8%, while the share of buying medicines increased from 0.6% to 1.7%, coinciding
with the peak of coronavirus incidence.

The habit of ordering mobile phones, computers and peripherals, and household appliances
over the Internet not only persisted, but also increased significantly in the post-pandemic
period. According to the official statistics for 2022, in the retail sector, the largest share of sales
through their own Internet resource were goods for household use (34.7%), clothing, footwear
and sporting goods (17.3%), food (13.2%), cosmetics (6.5%), medicines (4.8%) [14].

In the sphere of services there were also changes: ifin 2019 the most popular type of services
via the Internet was the sale of tickets for transportation, in 2021 the service of ordering food
at home increased to 72%, and in 2022 the largest share in the volume of services provided
through marketplaces is passenger transportation services - 50.3%, and further down - services
for booking seats for transportation - 9.6%), services for delivery of food on order - 5.1% [14].

In general, Kazakhstanis began to spend more on goods and services produced in other
countries, so their number increased from 9.5 million units in 2017 to 48.0 million units in
2022, with a total amount of 109.68 billion and 521.8 billion tenge, respectively (Figure 3).
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Figure 3. Dynamics of number and value of cross-border e-purchases by Kazakhstan citizens
for 2017-2022

The analysis of the value of the average voucher for online purchases of goods and services
in the regions of Kazakhstan showed that the higher the volume of sales in the B2C market,
the lower the value of the average voucher. The low value of the average voucher and the high
number of vouchers can be explained by better delivery conditions, which serve as a motive for
frequent ordering. This is a trend that is characteristic of the large cities of Astana and Almaty
(see Figure 4).

In some regions, a different trend is observed, when a small number of orders is carried out
simultaneously with high values of average checks, for example, these are the southern regions
of the country. The reason for this may be underdeveloped or undeveloped logistics networks
and the mentality of people, when buyers consolidate their orders, making them less frequent
but for a larger volume.
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Figure 4. Regional Differences in Online Retail Volume and Check Values
Note - Compiled by the author on the basis of data [14]

Conclusion

Subjects of the e-commerce market in Kazakhstan in the B2C segment are represented by
five types of agents: suppliers (commercial legal entities), intermediary platforms, delivery
agents, payment agents, buyers (individuals). Large vendors - online stores are active in the
electronics and passenger transportation industries. The largest market intermediaries are
electronic platforms and aggregators.

In Kazakhstan's B2C e-commerce market, the segments of home appliances and electronics,
clothing, food delivery, and ticket booking are quite developed, with a high level of competition
limiting market entry for other players. Trends in the development of the e-commerce market
have shown that it is rapidly being monopolized by marketplaces due to the mass and rapid
integration of companies into marketplaces, despite the persistence of potentially high
competition.

A well-developed payment infrastructure ensures the effective functioning of payment agents
in the market. The most preferred payment methods for Kazakhstani orders in 2019-2022 are
bank payment cards, bank and postal transfers and cash. In the structure of payment methods,
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the value of the indicator "Digital social wallet, digital tenge" is gradually increasing, reaching a
value of 0.1% of the population. This was facilitated by the development of the electronic money
system in Kazakhstan, which appeared after the introduction into the legislative field of the
rules governing the activities of electronic money systems in the Kazakh market.

Merchants in the e-commerce market use the acquiring services of financial organizations
to accept payment for goods and services from buyers using bank cards. Acquiring service
fees vary from bank to bank and range from 1% to 4% depending on a number of factors. The
importance of acquiring remains high as alternative non-cash payment methods (through QR,
the system of fast payments and electronic currency) have not been massively developed. The
complexity of QR payment system for EC merchants is that to accept QR payment from the
buyer it is necessary to have a contract/terminal of the same bank.

The most preferred payment methods for orders of Kazakh citizens in 2019-2022 will be
bank payment cards, bank and postal transfers, and cash. In the structure of payment methods,
the value of the indicator "digital social wallet, digital tenge" is gradually growing, reaching the
value of 0.1% of the population. This was facilitated by the development of the electronic money
system in Kazakhstan, which appeared after the introduction into the legislative sphere of rules
regulating the activities of electronic money systems in the Kazakh market.

In Kazakhstan, the level of home delivery is quite high - 95 per cent. The majority of
consumers prefer self-delivery as a method of delivery of goods ordered online, but its share
systematically decreases in the period from 2019, amounting to 35.3% in 2022, giving way to
"delivery directly to the buyer using the services of regular mail or other delivery methods",
the share of which amounted to 46.9%. The largest delivery agent is Kazpost JSC, which has
186 parcel supermarkets, 151 postamats and more than 3,000 rural outlets, and its network
is constantly expanding through partnerships with SMEs under the "franchising” model. The
disadvantage of Kazpost JSC remains the long delivery time, which can be up to one month.

The portrait of the average Kazakh B2C Internet buyer is made up of young people of middle
age (25-30 years old), with higher education, a family and an average income. At the same time,
men purchase less frequently than women. However, the value of their average check is 48%
higher. Free delivery and the level of service are the main reasons why Kazakhstanis choose
an online store. Bonuses, cashback on bank cards, discounts on goods and various types of
promotions are the next most important reasons.

The largest share in the volume of services provided through marketplaces is passenger
transportation services - 50.3%, and further down - services for booking seats for transportation
- 9.6%, food delivery to order - 5.1%. The volume of e-commerce in the B2C segment and the
value of the average check are uneven across the regions of Kazakhstan and are characterized
by a trend - the higher the volume of sales in the B2C market, the lower the value of the average
purchase check, which can be explained by better delivery conditions that serve as a motive to
order more often.

The conducted analysis has shown that the segments of food products, accessories for
children are still unfilled in the market of e-commerce in Kazakhstan. Marketplaces that are
present in the market, for example, arbuz.kz has a rather small coverage of types of goods, as well
as suppliers. In the segment of children's accessories, there are only separate online stores for
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traditional children's goods, and some highly specialized areas are sold in marketplaces. These
areas remain promising for developing e-commerce and creating specialized marketplaces.
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T.A.A3aT6ek?, . T.balitenn3zos*?, A.b.)Kau6o30Ba3
!Eepaszutickull HAYUOHAAbHLIU yHUgepcumem umenu J1.H.I'ymuneea, Acmana, Kazaxcmau
2Cesepo-KazaxcmaHckuli yHusepcumem umeHu M.Kosvib6aesa, 2. [lemponassosck, KazaxcmaH
SUHcmumym skoHomMuku MuHucmepcmea HayKu u gblcuie2o 06pazosaHusi, Aamamol, Kazaxcmau

CTPYKTYpHbIii aHa/IN3 yYaCTHUKOB PbIHKA 3JIEKTPOHHOI KoMMepuuM Ka3axcraHa B cerMeHTe
B2C

AHHOTanusa. B cTraThbe paccMOTpeHbl COBpeMeHHble TEHJEHIIMU Pa3BUTHs PbIHKA 3JIEKTPOHHOH
koMMep1uu B KazaxcTtaHe Ha npuMepe cermeHTa B2C, Tak Kak UMeHHO PO3HHUYHAs OHJIaWH TOPTOBJIS B
KazaxcTaHe nMeJia B3pbIBHOHM POCT B T€UEHUE MOCAEeAHUX 3-4 JIeT, U aKTUBHOCTb NpeJIIpUHUMaTe el
B 9TOM CerMeHTe IPHBeJia K ObICTPOMY GOPMUPOBAHUI0 HEOOX0AUMOUM HHPPACTPYKTYPhI, HalleJIeHHOM
Ha yZI0BJIETBOPEeHHe crpoca notpebuTtesei. Llespio MpoBogUMOro aBTOpaMu UCCIeL0BAHUSA SBJISIETCS
aHaJIu3 OCHOBHBIX CYO'bEKTOB PbIHKA 3JIEKTPOHHON KOMMEPIUM B IUHAMUKE UX PAa3BUTHS U BJAUSHUS
Ha COCTOSIHUE PBhIHKA.

[IpoBeieHHOE aBTOpaMHM MCCIe[JOBaHUWE areHTOB [JAaHHOTO PbIHKA C MOMOLIbIO OOLieHAy4YHBIX
METO/[0B M03BOJIUJIO BBISIBUTh OCHOBHbIE TEHJIEHIIMU U 3aKOHOMEPHOCTH HM3MEHEHUS B CTPYKType
NpefOoCTaBJgeMbIX OHJIAMH YCJIyI, peaju3allid TOBAapoOB Yyepe3 HWHTEepHeT, COBepLIeHCTBOBAaHUU
Croco60B OIJIaThl U AOCTaBKU. KpoMe TOro, aBTOpbl OCTAaHOBUJIMCh Ha OIleHKE KOHKYpPEHTHOCTHU
pPbIHKA U BBISIBUJIA TEHJEHLIMU ero MOHOMo/M3auud. HecMOTpsl Ha BbICOKOKOHKYPEHTHbIN XapaKTep
PBbIHKA 3JIEKTPOHHOUM KOMMEPIUH, MTUOHEPHI pblHKA UMEIOT NPEUMYLIECTBA, Jalolihe UM BO3MOXKHOCTb
CUJIbHOTO BJIUSIHUSI HA PBIHOK, CIOCOGCTBYIOIIEr0 BO3HUKHOBEHHWIO MOTEHLUAJbHBIX 6GapbepoB
BXOJla Ha OTAeJ/ibHble ero cerMeHTHl. [losiydeHHble pe3ynbTaThl MO3BOJMJU aBTOpPaM ONpeLeavThb
NepcrneKTUBHbIE HallpaBJieHUs pa3BUTUs cermeHTa B2C pbIHKa 3/71eKTPOHHOUM KoMMep1iuu KazaxcTaHa.

KiroueBble cji0Ba. JeKTPOHHAasd KOMMepPLHsA, MapKeTIJIEUChl, UHTepHET Mara3wH, arperarop,
areHTh! omiathl, B2C, areHTHI JOCTaBKU.

T.A.A3zaT6ek?, I T.baiitenn3os*?, A.b.) Kan6o3zosa3
JLH. T'ymunee amviHdarsl Eypazus yammsik yHugsepcumemi, Acmawna, Kazaxcmat
“*M.Ko3vl6aes amuiHdarsl Conmycmik KazakcmaH yHusepcumem, e. [lemponasaosck, PK
SKP F)KBM FK 9koHoMuKka uHcmumymsl, Aamameol, KP

B2C cermeHTiHAeri KazaKcTaHHBIH 3JIEKTPOHABIK KOMMEPIUS HApbIFbIHA KATHICYIIbLIAPABIH,
KYPBUIBIMABIK, Ta/1AAYbI

Angarna. Makanaga B2C cermeHTi MbicasnbiHAa KasakcTaHAafbl 3JIEKTPOHJBIK, KOMMepPLHUA
HapBIFbIH JAaMbITYAbIH 3aMaHayd TeHJeHIUAJIapbl KapacThIpbLIAbI, eWTKeHi KasakcTraHpmarbl GeJ-
IIeK OHJIaWH cayZa COHFbI 3-4 >KbL1 illiHAEe KapKbIH/Jbl eciMre ve 60J/Ibl )X9He OCbl CETMEHTTeET]
KacilmKepJsiep/liH, OeJICeHIJIri TYTBHIHYIbLIAPAbIH CYPAaHbICBIH KaHaFaTTaHAbIPYFa OaFbITTa/FaH
KaXKeTTi MHQPaKYpPbIJILIMHBIH, T€3 KaJbIITacyblHA 9KeJii. ABTOpJIap KYPri3reH 3epTTey/liH MaKcaThbl
JJIeKTPOHABIK KOMMEPIIMsI HapbIFbIHBIH, HETi3Ti Cy6beKTiIEPiH oJIapblH AaMy AUHAaMUKACBIHZA JKOHE
HapbIK KaF/jaiiblHa 9cepiH TaJjAay 60JbIN Tabblaa/(bl.
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ABTOpJIapZiblH OCbl HapbIK areHTTEePiH KaJillbl FBUJIBIMU dJiCTepAl KOoJJdHa OThIPHIIN XYPri3reH
3epTTeyi YChIHBLIAThIH OHJIAaWH KbI3METTEP KYPbIJIbIMbIHAAFbI 63TepicTeP/iH Heri3ri TeHAeHIMaIaphl
MEH 3aHJbUIbIKTApblH, UHTEPHET apKblIbl TayapJap/bl CaTy/[bl, TOJeM >K9He >XETKi3y ajicTepiH
KeTiNAipyAi aHbIKTayFa MyMKiHAiK 6epjii. CoHbIMEeH KaTap, aBTOpJiap HapbIKTbIH 063CeKesecTiriH
GaFfasiayFa TOKTAJIBIT, OHbl MOHOIIOJIUS/IAY TEHAEHIUAJIAPbIH aHbIKTAAbl. JJIEKTPOH/ABIK KOMMEPLIUS
HapBIFBIHBIH KOFapbl 63ceKere KabizeTTi cMmaTbhlHa KapaMacTaH, HapblK MUOHEpJIePiHiH HapbIKKa
KYLITI acep eTy MYMKIHZiriH 6epeTiH apThIKIWbLIbIKTApbl 6ap, 6YJ/1 OHBIH KeKeJlereH cerMeHTTepiHe
KipyZiH BIKTUMaJ KeJleprijiepiHe bIKNaJ eTeji. AJIbIHFaH HOTH:KeJsiep aBToOpJapfa KasakcTaHHBIH,
3JIEKTPOH/bIK KOMMepIMs HapbIFbIHBIH B2C cerMeHTiH AaMbITY/IbIH NEePCIEKTUBAJBIK OAaFbITTAPbIH
aHBbIKTayFa MYMKIiH/IK O6epzi.

TyiiH ce3aep. IeKTPOHABIK KOMMEPIIMS, MapKeTIIENCTep, UHTEPHET-IYKEH, arperaTop, TeJaeM
arenTTepi, B2C, xxeTKi3y areHTTepi.
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