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AHHOomayus. Pakamau mapkemuHz 6ymyH OyHé 6yU.1a6 KUYUK KOPXOHA/NAPHUH2
pakobaméapdow.auzu 8a ycuwuHu 6eazuaab 6epysqu acocull omuaaapdaH 6upuza aijaavou.
Y36ekucmonda pakamau MeXHOI02USAAPHUHZ #Cadaa JHCOpuil IMuAuwy, UHMepHem
KAMPOBUHUHZ2 KeHeaUuwu XamMdad Uidcmumouli mapMokaap OMMAaAauly8UHUHZ Opmuuiu
MapkemuHe coxacuda my6 y3eapuw.iapaa oau6 keadu. Kuuuk ea ypma 6usHec cy6sekmaapu
(KYBE) maxcysomaapuHu mapru6 KuAuw, MUXCo3Adp OuAaH a40Ka ypHamuw eda 6030p
KAMpOBUHU  KeHzalumupuw Makcaduda pakamau eocumaaapdaH mo6opa  Kynpok
dotidanranmorda. Ywby madkukom Y3bekucmoroazu Ku4uk GU3HeC KOPXOHAAAPU MOMOHUOAH
Ky/A/1aHUu1aémeaH acocull pakamau MapkemuHz Cmpamez2usiiapuHu maxaua Kuaadu xamoa
Y/AapHUH2 6u3Hec camapadopausuHu owupuwoazu mascupuHu 6axoaatiou. Tadkukom cugpam
yeyauea acocaameaH 6yaub, YsbekucmoHn Pecny6aukacuea oud uamuil mMakoaaaap, coxasutl
xXucobomaap 8a pakam/au mapkemuHe 6yiiuua madkukomaap maxAujauHu y3 uvueda 0/1adu.
Hamuxcanap wyHU KypcamaduKku, uxcmumoull mapmokaapoa mapkemuHz, Kuodupye
musumaapuHu onmumaarawmupuw (SEO), uHpareHcep mapkemuHe 8a 31€eKMpPOH muicopam
naamgopmanapu  Yabekucmondazu KYBE ~momoHudaH sHz KeMz  KJAAQHUAAEM2aH
cmpamezusaap xucobaauvadu. lllyHea kapamacdaH, pakamau mapkemuHz KeHz mapKa/a2aH
6ysaca-da, Kyn.aab KuvyukK KOPXOHA/AAp pAKAMAU CABOO0XOHAUK, MOAUSBUL pecypcaap 6a
cmpamezuk pexcasqaumupuwl 6uaaH 60FAuUK myammoaapza dy4 keamokda. Tadkukom
xy/ocacuea Kypa, pakamau KYHUKMAaaapHUu Owupuw, maxaua eocumaaapuaa capmost Kupumuu
8a UHMezpayuAAauw2aH MapKkemuHz cmpamezuaiapuHu uwaa6 yuKuw Y36ekucmon 6030puda
KYB pako6am6apdownuzuru ceauaapau dapaxcada owupuwu MyMKUH.

Kaaum cyzaap: pakamau mapkemuHz, Y36eKUCmOH uxcmumouii mapmokaapoa
MapKemuHe, 3/4eKmpoH muxcopam, Kuoupys musuMAapuHU ONMUMAAAAUMUPUW, PAKAMAU
mpaHcgpopmayusi.

IOIUPPOBBIE MAPKETHUHI'OBBIE CTPATEI'UH, IPUMEHAEMbBIE MAJIBIMH
INPEANIPUATUAMU B Y3BEKUCTAHE

Mapunoesa llaxao
MedicdyHapodHbiii Becmmuncmepckutl
YHugepcumem 8 2opode Tawkenme

Annomayus. Lugposoll mMapkemuHz cmas KaAK4Ye8blM (HAKMOPOM, onpedensitoujum
KOHKYPEHMOCNOCO6HOCMb U pocm MaJblX npednpusmuill 80 ecém mupe. B Y3bekucmaHe
cmpemumesibHoe 8HedpeHue Yu@dpoasbix mexHo02ull, pocm ypOo8Hs UHMepHem-npOHUKHOBEHUS
U yeeanuvusarwascsi NnonyjAspHOCMbv COYUAJbHLIX cemell npueeau K 3HAYUMENbHbIM
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U3MEHeHUSIM 8 MapKkemuHz2080li cpede. Masvle u cpedHue npednpusimus (MCII) ecé akmusHee
UCcno1b3yrom yugpossle UHCMpyMeHmbl 04151 hpodeudceHuUs ceoell hpodykyuu, 3aumodelicmeus
C KAueHmamu U pacwupeHusi pbIHOYHO20 oxeama. /laHHoe uccsiedogaHue paccmampuedaem
O0CHOBHblE YUPPo8ble MApKeMUH208ble cmpame2uu, NpuMeHsiemMble MAAbIMU NPeOnpusmusMu 8
Y36ekucmaHe, a makce oyeHusaem ux 3ghghekmusHoCmMsv C MOYKU 3PEHUSI NOBbIWEHUS 6U3HEC-
nokazameuell. UccaedosaHue 0CHOBAHO HA KA4eCmMBEHHOU Memod0.102ull, 8KAYaruell aHa1uU3
HAy4HbIX Nybaukayuli, ompacsaesvlx omuémos u uccaedoeaHulli 8 obsaacmu yug@dposozo
MapkemuHaa, omHocsiyjuxcsi kK Pecnybauke Y36ekucmaH. Pe3yssmambul nokaswvigaiom, umo
Haubosiee pacnpocmMpaHéHHbiMu cmpamezuimu cpedu MCII seasomcs mapkemuHe 8
COYUa/IbHbIX cemsx, houckosasi onmumusayusi (SEO), uH@aoeHcep-mapkemuHz U
ucnosb3osavue  naamg@opMm  3J1eKmpoHHOU  Kommepyuu. Hecmompsi Ha  wupokoe
pacnpocmpaHeHue yugposozo mMapkemuHad, MHo2ue MdaJ/ble npednpusimusi cma/akugawmcs ¢
psidom npobseM, C8513aHHbIX C HeJOCMAMOYHbIM YPOBHEM YuPpoeol 2apamMomHocmu,
02PAHUYEHHbIMU  (PUHAHCOBLIMU  pecypcamMu U  omcymcmeuem  Cmpameauyvyeckozo
N/IaHUpo8aHus. B 3akaoueHue ommeyaemces,, ymo pasgumue Yug@dposwvlix HA8bIKOS, UHEECMUYUU
8 aHa/umu4ecKue UHCMPYMeHMbl U HOpMUpOB8AHUE UHMEZPUPOBAHHbIX MAPKEMUH208bIX
cmpamezull mMo2ym CyuwecmeeHHO nosvicUmb KOHKypeHmocnoco6Hocms MCII Ha pbuiHke
Y3b6exkucmaua.

Kawueswie caoea: yugposoii mapkemuHz, MCII, Y36ekucmaH, MapkemuHz 8
COYUA/bHbLIX cemsX, 3/eKMPOHHAS KOMMepyus, Nouckogdas onmumusayus, yugpposas
mpaHcgpopmayusi.

DIGITAL MARKETING STRATEGIES DEPLOYED BY SMALL BUSINESSES COMPANIES
IN UZBEKISTAN

Maripova Shaxlo
Westminster International University in Tashkent

Abstract. Digital marketing has become a key factor that determines the competitiveness
and growth of small enterprises across the world. Within Uzbekistan, the phenomenal adoption of
digital technologies, the growth of internet penetration, and the growing popularity social media
platforms, have fueled a revolutionary change in the marketing landscape. Small and medium-
sized enterprises (SMEs) are also increasingly using digital tools to help them promote their
products, engage with their customers and expand their market reach. This investigation
examines key digital marketing approaches that are used by small businesses in Uzbekistan and
assesses their effectiveness in improving business performance. Drawing upon a qualitative
methodology, combining the analysis of academic publications, industry reports, digital
marketing studies relevant to the Republic of Uzbekistan, the results show that social media
marketing, search engine optimisation (SEQ), influencer marketing and e-commerce platforms
are the most widely used methods among SMEs in the Republic of Uzbekistan. Notwithstanding
the ubiquitous use of digital marketing, many small enterprises face challenges related to digital
literacy, financial resources, and strategic planning. The study concludes that augmentation of
digital competencies, investment in analytics tools as well as development of integrated marketing
strategies can play a significant role in boosting SME competitiveness in the Uzbek market.

Keywords: digital marketing, SMEs, social media marketing in Uzbekistan, e-commerce,
search engine optimization, digital transformation.

Introduction.
The digital transformation of economies has significantly changed how all businesses

operate, how consumers behave and the marketing strategies.
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Digital marketing involves the application of online platforms, search engines, social
media networks and digital communication technologies to promote products and services
whilst building relationships with consumers. Over the past 10 years, digital marketing has
become an irreplaceable part of today's business strategy, especially among small and medium-
sized enterprises (SMEs). In emerging economies such as Uzbekistan, digital technologies have
provided new ways for firms to access consumers in a more efficient manner and at lower costs
than conventional marketing methods. Internet penetration in Uzbekistan has increased
significantly over the past couple of years and has created favourable conditions for the
development of digital marketing. According to the latest statistics, over 30 million people now
access the internet in Uzbekistan, representing over 80 percent of the population. Concurrently,
the number of social media users is still increasing at a fast rate, giving businesses new
opportunities for promoting their products online. Digital marketing is particularly useful for
small businesses because they can compete against larger corporations with limited marketing
budgets. Unlike traditional advertising channels, such as television or print media, digital
marketing gives SMEs the ability to target specific audiences, track the performance of their
marketing efforts, and adjust campaigns in real time. SMEs play a critical role in the Uzbek
economy by making significant contributions to employment generation and entrepreneurial
development, and also to regional economic growth. Nevertheless, SMEs often encounter
numerous challenges, such as inadequate financial resources, marketing expertise, and access
to wider markets. The rise of digital technology has provided SMEs with cheap and easy-to-use
marketing tools. Platforms such as telegram, Instagram and TikTok have become an important
means of communication between businesses and consumers. These platforms allow firms to
promote their products, offer customer support and foster brand loyalty through direct
interaction with users. Despite the rise in the importance of digital marketing in Uzbekistan,
many SMEs are still left without a structured digital strategy. Empirical evidence indicates that
although a significant proportion of small businesses do use social media to advertise their
business, a minority do so with formal marketing strategies or use advanced digital analytics
tools to measure the success of a marketing campaign. Against this background, it becomes
imperative to investigate the implementation of digital marketing used by SMEs in Uzbekistan
and what strategies are most effective in helping to boost their competitiveness. Gaining insight
into these practices will provide valuable knowledge for entrepreneurs, policymakers, and
scholars who are interested in the digital transformation of the SME sector. Consequently, this
study aims to scrutinize the digital marketing strategies used by small businesses in Uzbekistan
and to analyze the impact of such strategies on the development of businesses and customer
engagement.

Literature review.

Recent literature shows that digital marketing is no longer just an optional tool for small
businesses, but a necessary part of their growth and competitiveness, especially in developing
economies like Uzbekistan. Researchers consistently highlight that the rapid expansion of
internet access and social media platforms has significantly changed how SMEs interact with
customers and promote their products.

Many studies focus on the role of social media marketing, which appears to be the most
accessible and widely used strategy among small businesses. Avezova (2024) emphasizes that
platforms like Telegram and Instagram are particularly attractive because they require minimal
financial investment while allowing direct communication with customers. Similarly, Kobulov
(2025) points out that Uzbek SMEs actively use these platforms not only for advertising but
also for building long-term relationships with their audience. What stands out across these
studies is the idea that social media is often the first and sometimes the only digital marketing
tool small businesses rely on.

371




Iqtisodiy taraqqiyot va tahlil, 202 6-yil, mart WWW.SCi-p.uz

At the same time, search engine optimization (SEO) is increasingly recognized as an
important strategy, although its adoption is still relatively limited. [Ixomjonova (2025) notes
that businesses understand the value of appearing in search results, especially on Google, but
many struggle with the technical side of SEO. This creates a gap between awareness and actual
implementation, which is a common theme in the literature on SMEs in emerging markets.

Another trend that is gaining attention is influencer marketing. According to Rakhimova
(2025), collaboration with local bloggers and content creators allows businesses to reach more
targeted audiences in a more natural and trusted way. This is particularly effective in industries
like fashion, beauty, and food, where customer decisions are often influenced by social proof.
What makes this strategy appealing for SMEs is that it can deliver strong results without
requiring the large budgets associated with traditional advertising.

The development of e-commerce platforms has also been widely discussed in recent
studies. Tursunxodjaev (2025) highlights that online marketplaces provide small businesses
with an opportunity to expand beyond their local markets and operate on a national level.
These platforms also simplify the sales process and integrate marketing tools, making them
especially useful for businesses with limited resources. This reflects a broader shift towards
digital ecosystems, where marketing and sales functions are closely interconnected.

Content marketing is another area that researchers increasingly pay attention to.
Studies show that creating simple but engaging content, especially in the Uzbek language, helps
businesses connect more effectively with local audiences. The growing popularity of short-form
video content further reinforces this trend, as businesses adapt their marketing approaches to
changing consumer preferences.

Despite these positive developments, the literature does not ignore the challenges. One
of the most frequently mentioned issues is the lack of digital skills. The OECD (2023) report
clearly states that many SME owners do not have sufficient knowledge to use advanced
marketing tools or analyze their performance. In addition, financial limitations make it difficult
for businesses to invest in professional marketing services or long-term strategies.

Another important issue discussed in the literature is the lack of structured planning.
While many SMEs are active on social media, their efforts are often uncoordinated and lack
clear objectives. This reduces the overall effectiveness of their marketing activities and limits
their potential for sustainable growth.

Overall, the existing research suggests that digital marketing plays a crucial role in the
development of SMEs in Uzbekistan. However, its full potential is not yet realized due to gaps
in knowledge, resources, and strategic thinking. Most authors agree that improving digital
literacy, encouraging the use of analytics tools, and promoting a more systematic approach to
marketing could significantly strengthen the position of small businesses in the market.

Research methodology.

This research is based on a qualitative approach based on the analysis of secondary data
related to digital marketing and the development of SMEs in Uzbekistan. The research aims at
determining the main digital marketing strategies that are adopted by SMEs and assess their
effectiveness on the basis of research findings. Research Design The inquiry uses descriptive
research design with the aim of analysing the existing literature and empirical studies on the
subject matter of digital marketing practices in Uzbekistan. The investigation scrutinises the
academic publications, reports from international organisations and industry analyses that
shed light on the digital marketing trends among SMEs.

Data Sources. The data for this research was collated from a variety of sources: Academic
journal articles related to digital marketing and SME development - Reports published by
international organizations, the OEO, development institutions. - Research papers analyzing
digital transformation of business in Uzbekistan. - Statistical reports about Internet usage,
social media penetration, and e - commerce development. These sources provide information
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about the digital environment, marketing practices, and the use of technology by businesses in
Uzbekistan.
The data collected were analyzed using the qualitative technique of content analysis. The
process was the identification of key themes and patterns related to digital marketing strategies
used by the SMEs. The categories that subsequently followed were used to sort digital
marketing strategies:

- Social media marketing

- The optimization of search engines (SEQ)

- Influencer marketing

- E-Commerce and Online Marketplaces

- Content marketing

- Mobile marketing

The analysis also considered the main challenges faced by SMEs to implement digital
marketing strategies.

Analysis and discussion of results.

The literature review found few major strategies of digital marketing that are widely
used by small business in Uzbekistan. These strategies help SMEs to attract new customers,
increase brand awareness and customer engagement. Social Media Marketing Social media
marketing is the most common form of digital marketing used by small businesses in
Uzbekistan. Platforms like telegram, instagram, facebook and tiksay give the chance to business
to communicate directly with consumers and advertise their products through visual and
entertaining content. Empirical studies show that over 70 per cent of SMEs in Uzbekistan use
social media platforms in their marketing and communication with customers. These platforms
give businesses the ability to advertise, share promotional content, and get real-time feedback
from consumers. Telegram occupies a certain dominant position in the digital marketing
ecosystem of Uzbekistan. Many companies have channels in the telegram app, or bots, that act
as an online storefront for customers to peruse products, place orders, and receive promotional
messages. Instagram is also widely used for marketing purposes, especially in areas like
fashion, beauty, food services and tourism. Companies often use Instagram to promote product
images, share customer testimonials, and work with influencers. The popularity of social media
marketing can be attributed to a number of advantages: -

. -Lower marketing costs

. Direct communication with the consumers
. Fast dissemination of promotional content
. Ability to be targeted to specific audiences.

These benefits make social media marketing especially appealing for small businesses
that have limited financial resources.

Search Engine Optimisation (SEO). Search engine optimization is another important
digital marketing technique used by SMEs in Uzbekistan. SEO is optimizing websites in order to
get increased placement in search engine results in order to increase visibility and attract
potential customers. Google dominates the search engine marketplace in Uzbekistan with
around 74 percent of search usage and Yandex following, with around 24 percent of search
usage. Businesses use SEO techniques like keyword optimization, content boosts, and link
building to increase search rankings. These techniques help firms to attract the organic traffic
without the cost of advertising. SEO is particularly important for businesses that have stores or
service platforms online. When consumers are searching for products or services online,
companies with optimized websites are more likely to appear in search results and attract
potential buyers. Nevertheless, many SMEs in Uzbekistan still lack the technical expertise
needed to implement effective SEO strategies, and they often depend on the services of digital
marketing agencies or freelancers to manage their SEO efforts.
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Influencer Marketing. Influencer marketing has been used to a greater extent by small
businesses in Uzbekistan. This strategy involves working with bloggers, social media
personalities, or content creators who have large audiences on digital platforms. Influencers
influence people to promote products or services by sharing reviews, demonstrations, or
recommendations with their followers. Given the close rapport influencers have with their
audiences, their endorsements can significantly affect the behavior of consumers. Influencer
marketing is especially common in industries such as: - Fashion and apparel - Cosmetics and
beauty products - Food and dining - Tourism and entertainment Small companies often
collaborate with the local influencers who have thousands of followers on Instagram or
Telegram. Compared to traditional advertising campaigns, influencer marketing is relatively
affordable while still reaching a wide audience. E-Commerce Platforms and Online
Marketplaces The emergence of numerous e-comm platforms has also increased the scope of
possibilities for digital marketing for SMEs in Uzbekistan. Online marketplaces like OLX,
ZoodMall, and Uzum Market help small businesses to sell their products online and reach
customers all around the country. These platforms provide businesses with a host of digital
marketing tools, such as product listings, customer reviews, and promotional advertising
features. Many SME's combine their social media marketing efforts with online marketplaces
in order to boost sales and customer convenience. The rapid growth of e-commerce in
Uzbekistan has led to the importance of digital marketing for business development. Market
forecasts suggest that the sector is set for substantial growth during the next few years due to
rising internet penetration and mobile device utilization.

Content Marketing. Content marketing has become another great digital marketing used
by small businesses. This method involves the creation of valuable and educational material
(blog posts, videos, tutorials, social media posts, etc.) to attract and engage customers. In
Uzbekistan, video content has become especially popular due to the development of video
content platforms such as TikTok and YouTube. Firms use short video clips to showcase
products, highlight customer experiences and explain product features. Content created in the
Uzbek language has been particularly effective at reaching local audiences. Studies show that
local language material boosts consumer trust and engagement in digital marketing campaigns.

Discussion. The results highlight the decisive importance of digital marketing in the
development and competitiveness of SMEs in Uzbekistan. Social media marketing, SEO,
influencer marketing and e-com platforms turn out to be the most common strategies used by
SMEs. One of the primary reasons for the widespread use of digital marketing is that it is cost-
effective. Traditional advertising channels - such as television or print media - can be
prohibitively expensive, being out of reach for many small firms. In contrast, digital marketing
enables SMEs to market their offerings with little budgets and to large audiences. Another
salient advantage of digital marketing is the ability to measure performance using analytics
tools. Companies can track website traffic, consumer interaction, and sales conversions, and
thus assess the effectiveness of their campaigns. Nonetheless, the study identifies a number of
challenges which limit the effectiveness of digital marketing strategies in Uzbekistan. Digital
Skills Deficit A substantial percentage of small business owners do not have the digital
marketing skills needed to correctly use advanced tools. Research shows that many companies
are relying on primitive digital channels (e.g. simple social media pages) and are being under-
equipped in e.g. analytics platform, customer relation management and targeted advertising.
Financial Constraints Fiscal restrictions also affect the ability of SMEs to invest in professional
digital marketing services. Some firms use informal marketing practices instead of creating
comprehensive marketing strategies. Lack of Strategic Planning Some firms do not have a
structured marketing strategy. Although many businesses are using social media, too often they
are doing so haphazardly, lacking clear planning and defined objectives, which reduces
campaign effectiveness. Despite these impediments, the digital transformation of the Uzbek
economy is still creating new opportunities for SMEs. Government initiatives - for example, the
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Digital Uzbekistan 2030 strategy - are designed to strengthen digital innovation and improve
the technological abilities of businesses. To maximize the advantages of digital marketing, SMEs
should invest in digital education, develop integrated marketing strategies, and leverage data
analytics to optimize performance.

Conclusion and suggestions.

Digital marketing is now an irreplaceable part of business development for small
enterprises in Uzbekistan. The growing availability of internet access, mobile devices and social
media platforms has established good conditions for the multiplication of digital marketing
practices. The present study has identified major digital marketing techniques used by SMEs in
Uzbekistan - namely social media marketing, SEO, influencer marketing and engagement with
e commerce platforms. These strategies help empower firms to attract new customers, increase
brand awareness, and increase consumer engagement. The investigation also shows some of
the challenges that are hindering the adoption of digital marketing: the lack of digital skills,
financial constraints, and lack of strategic planning. To overcome these challenges, small
businesses should invest in digital marketing training, implement integrated marketing
strategies, and use analytics tools to measure effectiveness. Concurrently, policymakers and
educational institutions should support the development of SMEs through nurturing digital
literacy and entrepreneurial education. Strengthening digital marketing capabilities will allow
small business to supplement their competitiveness, market access and help sustainable
development of the economy of Uzbekistan.
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