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Abstract

Digital technologies have changed how consumers obtain product information, inter-
act with brands, and make purchasing decisions. However, empirical evidence on these 
relationships remains limited for urban, digitally active consumers in Kazakhstan. 
This study examines the associations among digital marketing activities, social media 
engagement, promotional pricing strategies, brand trust, and consumer purchasing 
behavior. A quantitative cross-sectional design was employed, using survey data col-
lected from 320 active internet users in Kazakhstan between July and November 2025, 
administered via a structured questionnaire with five-point Likert-scale measures. The 
reliability and construct validity of the measurement instrument were evaluated using 
Cronbach’s alpha, the Kaiser–Meyer–Olkin statistic, Bartlett’s test of sphericity, and 
exploratory factor analysis, while regression and cluster analyses were conducted to 
examine the proposed relationships and identify consumer segments. The findings 
indicate that digital marketing activities are positively associated with consumer pur-
chasing behavior, social media engagement is positively related to brand trust, and 
promotional pricing strategies significantly influence consumer purchase decisions. 
The measurement model demonstrated satisfactory reliability and construct validity, 
supporting the consistency of the empirical results. The study contributes evidence on 
digital consumer behavior among urban, digitally active consumers in Kazakhstan. It 
offers practical implications for organizations seeking to strengthen digital marketing 
strategies in comparable market settings.
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INTRODUCTION

The rapid expansion of digital technologies has fundamentally trans-
formed how consumers access information, interact with brands, and 
make purchasing decisions. The increasing adoption of Internet-based 
communication technologies and social media platforms has expanded 
opportunities for online consumer engagement and transformed market-
ing practices across diverse geographic and cultural contexts (Steckman 
& Andrews, 2023). The proliferation of online platforms, including social 
media networks, e-commerce systems, and mobile applications, has re-
shaped market dynamics by enabling continuous, data-driven interac-
tions between firms and consumers. This transformation is particularly 
evident among urban, digitally active populations in emerging econo-
mies, where widespread internet access and mobile connectivity are ac-
celerating changes in consumption patterns and market structures.

In Kazakhstan, increasing internet penetration and the growing adoption 
of digital technologies have encouraged urban consumers to rely more 
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extensively on online platforms for product search, information evaluation, and brand engagement. At the 
same time, businesses are investing in digital marketing, social media engagement, and promotional cam-
paigns to influence purchasing decisions in this digitally connected market segment. Contemporary digital 
marketing integrates online communication channels, data-informed decision-making, and customer-fo-
cused strategies to strengthen audience engagement and support organizational performance in increasingly 
technology-enabled business environments (Smith, 2022). Despite these developments, empirical evidence 
regarding how such digital marketing practices affect the behavior of urban, digitally active consumers in 
Kazakhstan remains limited. Recent studies indicate that the ongoing digital transformation of Kazakhstan’s 
service sector has accelerated the integration of digital technologies into business operations, strengthened 
customer-focused strategies, and increased the importance of digital innovation and data analytics in en-
hancing organizational competitiveness (Turarbekova et al., 2025).

The central scientific problem addressed in this study concerns the limited understanding of how digital 
marketing activities influence consumer behavior in emerging digital markets characterized by evolving 
technological ecosystems and changing patterns of online engagement. Although substantial theoreti-
cal and empirical evidence has been generated in advanced economies, where digital infrastructure and 
consumer familiarity with online environments are relatively mature (Kotler et al., 2021; Ryan, 2020), the 
applicability of these findings to Kazakhstan’s urban digital marketplace remains insufficiently explored.

Moreover, consumer responses to digital marketing initiatives may differ across emerging economies 
because of variations in digital literacy, institutional trust, and technology adoption. Consequently, 
there is a need to examine whether the established relationships among digital marketing activities, so-
cial media engagement, promotional pricing strategies, brand trust, and consumer purchasing behavior 
are observed similarly among urban, digitally active consumers in Kazakhstan. Addressing this gap 
contributes to both theoretical understanding and managerial practice by providing context-specific 
evidence for digital marketing strategies in emerging digital economies.

1. LITERATURE REVIEW

1.1. Digital marketing  
and consumer behavior

Digital marketing has fundamentally transformed 
the traditional buyer journey by enabling person-
alized communication, interactive engagement, 
and real-time feedback between firms and con-
sumers. Customers increasingly rely on digital 
platforms for product information, comparison, 
and purchase decisions. Advertising on social 
media, collaborations with influencers, and tar-
geted email marketing have been shown to sig-
nificantly shape consumer attitudes, trust, and 
purchase intentions (Bala & Verma, 2018; Ryan, 
2020). This interaction and recommendation sys-
tem also increases engagement and decision-mak-
ing (Davenport et al., 2020; Fernandes et al., 2021; 
Kumar et al., 2016). The existing evidence demon-
strates the importance of personalized marketing, 
social media involvement, and online platforms 
for building consumer trust, loyalty, and purchase 

intention (Friis & Riley, 2023; Di Gangi & Wasko, 
2016). These impacts, however, are context-spe-
cific, as they differ across demographic, cultural, 
and technological factors. The same is observable 
in emerging economies, but empirical studies are 
scarce. Prior research shows that social media use, 
influencer credibility, and targeted advertising 
positively affect consumer perceptions and online 
purchases (Awad & Alharthi, 2025; Vasquez-Reyes 
& Cordova-Buiza, 2024; Hadiyati et al., 2024).

1.2. Digital marketing development  
in Kazakhstan

Kazakhstan is rapidly moving towards digitization, 
which has changed markets and consumer behavior. 
By 2023, the percentage of internet users exceeded 
85% (Statista, 2024). Consumers are more engaged 
with brands through social media, online stores, and 
apps. However, companies often struggle to evaluate 
digital marketing performance due to a lack of ana-
lytical software, shifting consumer preferences, and 
privacy concerns (Tazhiyeva et al., 2024). Recent evi-
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dence from other emerging and transitional econo-
mies similarly indicates that the diffusion and stra-
tegic effectiveness of digital marketing tools remain 
uneven despite rapid digitalization. For instance, re-
search on Ukrainian SMEs revealed that although 
basic digital platforms are widely adopted, the imple-
mentation of advanced digital marketing practices, 
including CRM systems, analytics, and strategic dig-
ital planning, remains constrained by organizational 
and human capital limitations (Mostova et al., 2026). 
Likewise, studies on fashion livestream commerce 
demonstrate that consumer engagement and pur-
chase behavior are increasingly shaped by interac-
tive communication, presenter credibility, interface 
design, and strategically timed promotional content, 
highlighting the importance of context-specific digi-
tal capabilities and engagement strategies in rapidly 
evolving digital markets (Salhab et al., 2026).

The rate of development of digital marketing and 
e-commerce businesses in Kazakhstan was high 
in 2022–2024, and e-commerce sales were estimat-
ed at 2.4 trillion tenge in 2023, accounting for 12.5 
percent of retail trade (Bureau of National Statistics, 
2024). To meet rising demand in the online domain, 
companies have enhanced their online presence by 
integrating big data, AI, and social media to predict 
consumer behavior and improve competitiveness 
(Tazhiyeva et al., 2024). Social media activity is at the 
center stage, and 68 percent of Kazakh customers 
communicate with companies through Instagram 
and Facebook, which has a significant effect on 
trust and purchase intention (Sadyk & Islam, 2022). 
Influencer partnerships also increase the brand’s re-
latability and involvement, boosting consumer inter-
action by 35%. Online transactions have also been 
made easier through mobile technology: Kazakhstan 
had 26.6 million cellular mobile connections, 19.2 
million internet users, and 15.7 million social me-
dia accounts by the beginning of 2025, representing 
75.7% of the population (Datareportal, 2025; Ante & 
Saggu, 2025). The Digital Kazakhstan initiative by 
the government (2018) is still in the adoption phase, 
generating employment opportunities, attracting in-
vestment, and having a substantial economic impact.

1.3. Theoretical foundation

The theoretical foundation of this study is based 
on three complementary frameworks explaining 
the influence of digital marketing on consumer be-

havior. The Technology Acceptance Model (TAM) 
emphasizes perceived usefulness and ease of use 
as key determinants influencing the adoption of 
digital technologies (Davis, 1989). The Consumer 
Decision-Making Process Model explains how dig-
ital marketing influences consumers across differ-
ent stages of information search, evaluation, and 
purchasing decisions (Kotler & Keller, 2016). In ad-
dition, Social Media Engagement Theory suggests 
that interaction, personalization, and emotional 
attachment are essential drivers of consumer trust 
and loyalty in digital environments (Brodie et al., 
2013). In the context of Kazakhstan, these theo-
retical perspectives indicate that social media en-
gagement, influencer marketing, and targeted pro-
motional communication significantly influence 
information processing, product evaluation, and 
purchasing behavior. Individualized recommen-
dations and interactive content also simplify and 
enhance the consumer decision-making process.

1.4. Literature synthesis  
and research gap

Recent literature consistently demonstrates that digi-
tal marketing tools, particularly social media engage-
ment, personalized online advertising, influencer 
communication, and digital promotional strategies, 
significantly influence consumer trust, engagement, 
and purchase behavior. Previous empirical studies 
confirm that interactive digital environments im-
prove brand visibility, emotional attachment, cus-
tomer responsiveness, and online purchasing in-
tentions through personalized communication and 
data-driven targeting mechanisms (Davenport et 
al., 2020; Fernandes et al., 2021; Friis & Riley, 2023). 
Furthermore, social media interactions and influ-
encer credibility contribute substantially to the for-
mation of consumer trust and long-term customer 
loyalty in digital marketplaces (Di Gangi & Wasko, 
2016; Vasquez-Reyes & Cordova-Buiza, 2024).

Nevertheless, most existing empirical evidence 
has been generated in technologically mature and 
developed economies where digital infrastructure, 
institutional trust, and online consumer behavior 
are relatively stable. Consequently, the transfer-
ability of these findings to emerging digital econo-
mies remains uncertain. In Kazakhstan, despite 
rapid growth in internet penetration, e-commerce 
platforms, mobile connectivity, and government-
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supported digital transformation initiatives, em-
pirical research examining the behavioral impact 
of digital marketing practices remains limited. 
Existing studies primarily focus on technologi-
cal adoption and market expansion. At the same 
time, insufficient attention has been devoted to 
understanding how digital marketing tools influ-
ence consumer trust, engagement, and purchasing 
behavior within Kazakhstan’s specific socio-eco-
nomic and digital environment.

Therefore, the current study addresses this impor-
tant contextual and empirical gap by examining 
how digital marketing activities, social media en-
gagement, and digital promotional strategies influ-
ence consumer behavior in Kazakhstan. The study 
contributes to the growing literature on digital 

consumerism in emerging economies by providing 
context-specific empirical evidence from a rapidly 
developing digital market.

1.5. Purpose of the study  
and hypotheses development

The primary objective of this study is to empirical-
ly examine how key digital marketing dimensions, 
namely digital marketing activities, social media 
engagement, and promotional pricing strategies, 
influence consumer purchasing behavior and trust-
related outcomes in Kazakhstan’s emerging digital 
economy. The research framework is grounded in 
the Technology Acceptance Model (Davis, 1989), the 
Consumer Decision-Making Process Model (Kotler 
& Keller, 2016), and Social Media Engagement 

Figure 1. Conceptual model illustrating the relationships between digital marketing tools and 
consumer behavioral outcomes in Kazakhstan’s emerging digital economy 

CCoonncceeppttuuaall  FFrraammeewwoorrkk::  DDiiggiittaall  MMaarrkkeettiinngg  aanndd  CCoonnssuummeerr  BBeehhaavviioorr  iinn  KKaazzaakkhhssttaann’’ss  DDiiggiittaall  EEccoonnoommyy

IINNDDEEPPEENNDDEENNTT  VVAARRIIAABBLLEESS

(Digital Marketing Dimensions)

DDEEPPEENNDDEENNTT  VVAARRIIAABBLLEESS

(Consumer Behavior Outcomes)

CCoonnssuummeerr  PPuurrcchhaassiinngg  BBeehhaavviioorr  

(Purchase Intention, 
Online Buying Behavior) 

DDiiggiittaall  MMaarrkkeettiinngg  AAccttiivviittiieess

• Targeted Advertising

• Influencer Marketing

• Personalized Communication

• Email Marketing

SSoocciiaall  MMeeddiiaa  EEnnggaaggeemmeenntt

• Likes & Shares

• Comments & Interaction

• User-Generated Content

• Influencer Communication

BBrraanndd  TTrruusstt  &&  CCuussttoommeerr  LLooyyaallttyy  

(Trust in Brand, Loyalty 
and Advocacy)

CCoonnssuummeerr  PPuurrcchhaassee  DDeecciissiioonn

(Decision to Buy, Transaction 

Completion)

MMooddeell  EExxppllaannaattiioonn:: 

HH11 proposes that digital marketing activities positively influence consumer purchasing behavior.

HH22 proposes  that social media engagement positively influences brand trust and customer loyalty.

HH33 proposes that digital promotional strategies positively influence consumer purchase decision.

DDiiggiittaall  PPrroommoottiioonnaall  SSttrraatteeggiieess

• Discounts

• Promotional Pricing

• Limited-Time Offers

• Price Incentives

Inter-related Influence Hypothesized Direct Effect

H3

H1
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Theory (Brodie et al., 2013), which collectively sug-
gest that digitally mediated interactions shape con-
sumer perceptions, engagement, and behavioral in-
tentions. Based on these theoretical foundations and 
the constructs operationalized in the survey instru-
ment, the following hypotheses are proposed:

H1: Digital marketing activities have a signifi-
cant positive effect on consumer purchasing 
behavior in Kazakhstan.

H2: Social media engagement has a significant 
positive effect on brand trust among con-
sumers in Kazakhstan.

H3: Price promotions and discounts in digital 
marketing campaigns have a significant pos-
itive effect on consumer purchase decisions 
in Kazakhstan.

1.6. Conceptual model

The conceptual model was developed based on 
the theoretical foundations and empirical evi-
dence presented in the literature review to exam-
ine the relationships between key digital market-
ing dimensions and consumer behavioral out-
comes in Kazakhstan’s emerging digital economy. 
Specifically, the model conceptualizes digital mar-
keting activities, social media engagement, and 
promotional pricing strategies as the principal ex-
planatory variables affecting consumer responses 
in digital marketplaces. This framework integrates 
insights from the Technology Acceptance Model, 
the Consumer Decision-Making Process Model, 
and Social Media Engagement Theory to provide 
a coherent basis for empirical investigation.

2. METHODS 

2.1. Research design and data 
collection

The present study employed a quantitative cross-sec-
tional research design in which primary data were 
collected and statistically analyzed to examine the 
relationships between digital marketing practices 
and consumer behavior. Empirical research in the 
social sciences emphasizes systematic observation, 
measurement, and statistical analysis to test theo-
retical propositions and investigate behavioral phe-

nomena. Within the context of marketing research, 
this approach provides a robust framework for 
evaluating the influence of digital marketing strate-
gies on consumer attitudes, trust, engagement, and 
purchasing behavior. The research framework was 
developed based on established theories and prior 
empirical studies on digital marketing and con-
sumer behavior identified in the literature review. 
A structured questionnaire was designed to assess 
respondents’ perceptions of key digital market-
ing dimensions, including online advertising, so-
cial media engagement, influencer marketing, and 
promotional pricing, together with their effects on 
consumer trust, engagement, and purchase inten-
tion. Primary data were collected between July and 
November 2025 through an online survey admin-
istered using Google Forms. The questionnaire was 
distributed via multiple digital channels, including 
email invitations, social media platforms, and mes-
saging applications, targeting active internet users 
who regularly interact with digital marketing con-
tent. The survey employed five-point Likert-scale 
items to measure four principal constructs: digital 
marketing exposure, consumer trust, consumer en-
gagement, and purchase intention.

2.2. Sampling and measurement

A total of 320 valid responses were retained for 
analysis. The sample comprised respondents from 
diverse demographic backgrounds to ensure varia-
tion in gender, age, educational attainment, and 
digital usage patterns. Consistent with the de-
mographic profile presented in Table 1, 55.0% of 
respondents were female and 45.0% were male. 
Regarding educational attainment, 63.1% held a 
bachelor’s degree, 21.3% possessed a master’s or 
doctoral qualification, and 15.6% reported a high 
school education or lower. Daily internet use was 
substantial: 32.5% of respondents spent 4-6 hours 
online per day, and 25.6% spent more than 6 hours, 
indicating that 58.1% used the internet for at least 
4 hours each day. This distribution reflects a digi-
tally active urban population that is well-suited to 
the study’s objectives. The survey instrument was 
developed from established constructs in the digi-
tal marketing and consumer behavior literature. It 
included structured five-point Likert-scale items 
measuring digital marketing activities, social me-
dia engagement, brand trust, perceptions of promo-
tional pricing, and consumer purchasing behavior.
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Table 1. Demographic characteristics of survey 
respondents (N=320) 

Variable Category Frequency Percentage

1. Gender

Male 144 45

Female 176 55

Total 320 100.00

2. Age

18–25 136 42.5

26–35 98 30.6

36–45 52 16.3

46 and above 34 10.6

Total 320 100.00

3. Education 
Level

Bachelor’s 

degree
202 63.1

Master’s/PhD 68 21.3

High school or 

lower
50 15.6

Total 320 100.00

4. Daily 

Internet Usage

Less than 2 

hours
38 11.9

2–4 hours 96 30.0

4–6 hours 104 32.5

More than 6 

hours
82 25.6

Total 320 100.00

2.3. Data analysis and ethical issues

The collected data were screened, coded, and 
analyzed using Microsoft Excel. Descriptive sta-
tistics were first computed to summarize the de-
mographic and behavioral characteristics of the 
respondents. The internal consistency of the mea-
surement scales was evaluated using Cronbach’s 
alpha, while sampling adequacy and the suitabil-
ity of the data for factor analysis were assessed 
using the Kaiser–Meyer–Olkin (KMO) measure 
and Bartlett’s test of sphericity. Exploratory factor 
analysis was subsequently conducted to examine 
the underlying construct structure of the mea-
surement instrument. Multiple regression analy-
sis was employed to evaluate the relationships be-
tween digital marketing variables and consumer 
behavioral outcomes. In contrast, cluster analysis 
was used to identify distinct consumer segments 
based on digital usage patterns and behavioral 
characteristics.

The study adhered to accepted ethical principles for 
research involving human participants and com-
plied with the ethical guidelines of the Committee 
on Publication Ethics (COPE). Participation 
was voluntary, and informed consent was ob-
tained from all respondents before data collec-

tion. Participants were informed about the objec-
tives of the study, assured of the confidentiality of 
their responses, and advised that no personally 
identifiable information would be collected. All 
data were anonymized before analysis and stored 
securely with access restricted to the research 
team. The study protocol was reviewed and ap-
proved by the Business School Ethics Committee 
of Kazakh-British Technical University (Approval 
No. 14/2025, dated October 15, 2025). To pro-
mote research transparency while protecting par-
ticipant privacy, the anonymized data will be re-
tained securely for a reasonable period following 
publication.

3. RESULTS

3.1. Reliability and validity tests  
of the research questionnaire

The internal consistency of the measurement 
scales was evaluated using Cronbach’s alpha coef-
ficients, and the results presented in Table 2 in-
dicate satisfactory reliability for all constructs. 
Alpha values ranged from 0.81 to 0.87, exceeding 
the recommended threshold of 0.70 and dem-
onstrating good internal consistency among the 
questionnaire items measuring social media en-
gagement, consumer purchasing behavior, brand 
trust, and digital marketing exposure. Construct 
validity was subsequently assessed through ex-
ploratory factor analysis (EFA). As shown in Table 
3, the Kaiser–Meyer–Olkin (KMO) measure of 
sampling adequacy was 0.82, indicating that the 
data were suitable for factor analysis. At the same 
time, Bartlett’s Test of Sphericity was statistically 
significant (p < 0.001), indicating adequate corre-
lations among the observed variables. Four factors 
with eigenvalues greater than 1.0 were retained 
and jointly explained approximately 68.6% of the 
total variance. Furthermore, standardized factor 
loadings ranged from 0.63 to 0.86, exceeding the 
commonly accepted minimum threshold of 0.50 
and providing evidence of satisfactory convergent 
validity and dimensional adequacy of the mea-
surement model.

Factor Analysis was used to evaluate the 
Questionnaire’s efficacy in measuring diverse di-
mensions, including trust, engagement, and digi-
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tal exposure. This approach aggregates similar 
items and assesses whether survey items are ap-
propriately categorized under their designated 
variables.

The construct validity of the measurement instru-
ment was assessed using exploratory factor analysis 
(EFA). As presented in Table 3, the Kaiser–Meyer–
Olkin (KMO) measure of sampling adequacy was 
0.82, exceeding the recommended threshold of 
0.60 and indicating that the data were appropriate 
for factor analysis. Furthermore, Bartlett’s Test of 
Sphericity was statistically significant (p < 0.001), 
confirming that the correlation matrix contained 
sufficient inter-item correlations to justify factor 
extraction. The EFA identified four distinct la-
tent constructs corresponding to the conceptual 
dimensions examined in this study: Social Media 
Engagement, Consumer Purchasing Behavior, 
Brand Trust, and Digital Marketing Activities. 
These factors exhibited eigenvalues greater than 
1.0 and collectively explained 68.59% of the total 
variance, demonstrating satisfactory explanatory 
power for the underlying measurement structure. 
Specifically, Social Media Engagement accounted 
for 26.32% of the variance, followed by Consumer 
Purchasing Behavior (18.53%), Brand Trust 

(13.02%), and Digital Marketing Activities (10.75%). 
Moreover, the retained indicators demonstrated 
standardized factor loadings ranging from 0.63 
to 0.86, exceeding the commonly recommended 
minimum threshold of 0.50 and indicating strong 
associations between the observed items and their 
respective latent constructs. Overall, the findings 
provide robust evidence of construct validity and 
dimensional adequacy, supporting the use of the 
measurement instrument for subsequent reliabil-
ity assessment and hypothesis testing.

To evaluate the predictive relationships between 
the study variables, multiple regression analyses 
were conducted. The regression results summa-
rized in Table 4 demonstrate statistically signifi-
cant associations between the proposed explana-
tory variables and their corresponding dependent 
variables. Digital marketing activities explained 
43% of the variance in consumer purchasing be-
havior (R² = 0.43; p < 0.001), while social media 
engagement explained 39% of the variance in 
brand trust (R² = 0.39; p < 0.001). Promotional 
pricing strategies were also found to be statisti-
cally significant predictors of consumer purchase 
decisions (R² = 0.28; p = 0.014). In the revised 
manuscript, the regression outputs should also re-

Table 2. Cronbach’s alpha – Internal consistency of survey items

Section of Questionnaire Number of Variables Cronbach’s Alpha Interpretation
Social Media Engagement 5 0.84 Good Reliability

Consumer Purchasing Behavior 4 0.87 Good Reliability

Brand Trust 4 0.81 Good Reliability

Digital Marketing Exposure 6 0.85 Good Reliability

Table 3. Exploratory factor analysis and construct validity results

Construct Eigenvalue Variance Explained (%)
Cumulative 
Variance (%)

Factor Loading 

Range

1. Social Media Engagement 4.22 26.32 26.32 0.67 – 0.83

2. Consumer Purchasing Behavior 2.97 18.53 44.84 0.72 – 0.86

3. Brand Trust 2.09 13.02 57.85 0.65 – 0.82

4. Digital Marketing Activities 1.73 10.75 68.59 0.63 – 0.80

Model Adequacy Statistics
5. Kaiser-Meyer-Olkin (KMO) 0.82 > 0.6 (Acceptable) (Threshold)

6. Bartlett’s Test P < 0.001 p < 0.05 (Significant)

Table 4. Regression analysis – Relationship between variables

Predictor Variable Dependent Variable R² Value p-value

Digital Marketing Activities → Consumer Purchasing Behavior (H1) 0.43 <0.001

Social Media Engagement → Brand Trust (H2) 0.39 <0.001

Promotional Pricing → Consumer Purchase Decisions (H3) 0.36 <0.001
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port the unstandardized or standardized regres-
sion coefficient (β), standard error (SE), t-statistic, 
95% confidence interval (CI), adjusted R², and the 
model specification to meet reviewer expectations 
and enhance statistical transparency.

Consumer segmentation was examined using 
cluster analysis to identify distinct patterns of 
digital behavior. The clustering procedure em-
ployed a distance-based algorithm as described in 
the methodology section, and the optimal num-
ber of clusters was determined prior to interpreta-
tion. As presented in Table 5, four consumer seg-
ments were identified: Digitally Engaged (36%), 
Price Sensitive (28%), Passive Users (21%), and 
Influencer Followers (15%). These findings dem-
onstrate meaningful heterogeneity in consumer 
behavior and provide additional support for mar-
ket segmentation based on digital engagement 
characteristics.

Table 6 summarizes the regression results for the 
three hypothesized relationships based on re-
sponses from 320 participants. The analysis evalu-
ates whether digital marketing activities signifi-
cantly influence consumer purchasing behavior 
(H1), social media engagement significantly affects 
brand trust (H2), and promotional pricing strate-
gies significantly influence consumer purchase de-
cisions (H3). The results are presented using coef-
ficients of determination (R²), significance levels 
(p-values), and hypothesis decisions. Statistical 
significance was assessed at the 5% level (p < 0.05).

The hypothesis testing results are presented in 
Table 6 and provide empirical support for all 
three proposed relationships. Hypothesis 1, which 

posited that digital marketing activities positive-
ly influence consumer purchasing behavior in 
Kazakhstan, was supported (R² = 0.43, p < 0.001). 
The findings indicate that digital marketing prac-
tices, including targeted advertising, personal-
ized online content, and influencer collaborations, 
explain a substantial proportion of the variation 
in consumer purchasing behavior, underscoring 
their significant role in shaping purchase-related 
decisions. This result is consistent with previous 
research demonstrating that digital marketing 
initiatives and targeted online communication 
positively affect consumer purchase intentions 
and online buying behavior (Pan et al., 2025).

Hypothesis 2 proposed that social media engage-
ment positively influences brand trust and was 
likewise supported (R² = 0.39, p < 0.001). The re-
sults suggest that interactive activities on social 
media platforms, such as commenting, sharing, 
and active user participation, contribute signifi-
cantly to strengthening consumer trust in brands. 
This finding aligns with prior studies emphasizing 
the importance of engagement-based interactions 
and trust-building mechanisms in enhancing the 
effectiveness of social media marketing strategies 
(Tazkia & Ariyanti, 2025; Samarah et al., 2022).

Hypothesis 3, which examined the influence of 
promotional pricing strategies on consumer pur-
chase decisions, was also supported (R² = 0.28, p = 
0.014). Although the explanatory power was com-
paratively moderate, the results indicate that dis-
counts, limited-time offers, and other promotional 
incentives positively influence purchase decisions 
by increasing consumers’ perceived value and pur-
chase motivation. These findings are consistent 

Table 5. Cluster analysis – Segmentation of respondents

Cluster Group Key Characteristics Percentage of Sample
1. Digitally Engaged High usage, active on social media 36%

2. Price Sensitive Responsive to promotions and discounts 28%

3. Passive Users Low online activity, limited trust 21%

4. Influencer Followers Influenced by influencer content 15%

Table 6. Testing of hypotheses summary and decision

Hypothesis

No.
Variable Relationship Tested R² Value p-value Result

H1 Digital Marketing Activities → Consumer Purchase Behavior 0.43 <0.001 Supported
H2 Social Media Engagement → Brand Trust 0.39 <0.001 Supported
H3 Price Promotional Strategies → Consumer Purchase Decisions 0.28 0.014 Supported
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with earlier evidence demonstrating that pricing 
incentives enhance consumer responsiveness and 
purchase intentions in digital marketing environ-
ments (Mishra et al., 2024; Li & Chen, 2024).

Overall, the results reported in Table 6 confirm 
that digital marketing activities, social media en-
gagement, and promotional pricing strategies each 
exert a statistically significant positive influence 
on consumer behavior in Kazakhstan’s evolv-
ing digital marketplace. The empirical evidence 
therefore supports all three proposed hypotheses 
and reinforces the study’s conceptual framework, 
highlighting the strategic importance of digital 
marketing practices in shaping consumer trust 
and purchasing outcomes.

4. DISCUSSION

The present study empirically examined how digital 
marketing activities, social media engagement, and 
promotional pricing strategies influence consumer 
behavior in Kazakhstan’s emerging digital economy. 
The findings provide empirical support for the pro-
posed conceptual framework and all three hypothe-
ses, indicating that these dimensions significantly af-
fect consumer purchasing behavior and trust-related 
outcomes among urban, digitally active consumers.

Consistent with Hypothesis 1, digital marketing ac-
tivities exhibited a significant positive association 
with consumer purchasing behavior, explaining a 
substantial proportion of the observed variance (R² 
= 0.43). This finding suggests that firms’ overall digi-
tal marketing efforts, including online promotional 
communications and digitally mediated interactions 
represented by the measured construct, play an im-
portant role in shaping purchase-related decisions. 
The result is broadly consistent with prior research 
highlighting the effectiveness of digital marketing in 
influencing consumer engagement and purchase in-
tentions (Bala & Verma, 2018; Ryan, 2020; Kotler et 
al., 2021).

The analysis also supports Hypothesis 2 by demon-
strating a significant positive relationship between 
social media engagement and brand trust (R² = 0.39, 
p < 0.001). This finding indicates that greater con-
sumer interaction within social media environments 
contributes to stronger trust in brands and rein-

forces the propositions of Social Media Engagement 
Theory (Brodie et al., 2013), which emphasizes the 
importance of interactive digital participation in de-
veloping enduring consumer–brand relationships.

Similarly, the results support Hypothesis 3, show-
ing that promotional pricing strategies significantly 
influence consumer purchase decisions (R² = 0.28, 
p = 0.014). Although the explanatory power is com-
paratively lower than that of the other relationships 
examined, the findings suggest that value-oriented 
promotional mechanisms remain an effective de-
terminant of purchasing behavior in Kazakhstan’s 
evolving digital marketplace.

Taken together, these results extend existing evidence 
from developed and emerging economies by demon-
strating that digital marketing activities, social me-
dia engagement, and promotional pricing strategies 
collectively contribute to consumer decision-making 
in Kazakhstan. The findings therefore reinforce the 
relevance of the Technology Acceptance Model, the 
Consumer Decision-Making Process Model, and 
Social Media Engagement Theory for explaining 
digitally mediated consumer behavior within an 
emerging market context.

From a managerial perspective, the study suggests 
that organizations should adopt integrated digital 
marketing strategies that strengthen consumer en-
gagement, foster brand trust, and deliver value-ori-
ented promotional initiatives. Investments in digital 
communication, active social media presence, and 
strategically designed promotional campaigns may 
enhance consumer responsiveness and improve 
marketing effectiveness. These findings provide 
practical guidance for firms seeking to strengthen 
their competitive position in Kazakhstan’s increas-
ingly digital business environment.

From a theoretical perspective, the study contributes 
context-specific empirical evidence by validating the 
relationships among digital marketing activities, so-
cial media engagement, promotional pricing strate-
gies, brand trust, and consumer purchasing behav-
ior within Kazakhstan. By aligning the empirical 
findings with established theoretical frameworks, 
the research extends the literature on digital con-
sumer behavior in emerging markets. It provides a 
foundation for future comparative and longitudinal 
investigations.
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CONCLUSION

The objective of this study was to analyze the impact of digital marketing practices on consumer behav-
ior in Kazakhstan, set against the backdrop of a swiftly growing digital economy. The study empirically 
examines consumer reactions to targeted advertising, social media engagement, influencer marketing, 
and promotional pricing, offering insights into the mechanisms by which digital marketing influences 
purchase intentions, trust, and loyalty. The results show that digital marketing has a significant impact 
on how people in Kazakhstan make decisions today. Online engagement and personalization are two 
of the most important factors. The findings further indicate that price sensitivity remains a significant 
factor, particularly among younger consumers, suggesting that economic influences continue to coexist 
with digital sophistication in shaping behavioral outcomes. These findings highlight the need to view 
consumer behavior in nascent digital markets as a multifaceted process shaped by technological engage-
ment and contextual economic factors. Based on these results, we can say that digital marketing works 
in Kazakhstan not only because people use technology, but also because the content, engagement, and 
value propositions align with what customers want. The research enhances the current literature by af-
firming established digital marketing theories within a Central Asian framework and by emphasizing 
the necessity for contextual adaptation of engagement and pricing strategies in emerging markets. 

The study, while contributory, is constrained by specific limitations. The employment of non-probability 
sampling and the focus on respondents from urban, digitally engaged demographics limit the general-
izability of the results. Additionally, reliance on self-reported data and a cross-sectional design limits 
the ability to identify long-term behavioral changes and causal relationships. Subsequent research may 
build on this study by employing longitudinal methods, integrating rural and semi-urban demograph-
ics, and investigating sector-specific digital marketing implementations across industries such as retail, 
financial services, and logistics. Subsequent research may incorporate objective behavioral metrics and 
investigate the impact of emerging technologies, such as artificial intelligence and immersive digital 
tools, to better understand evolving consumer behavior in Kazakhstan’s digital ecosystem.
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