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Abstract. Despite the growing popularity of online shopping, there is a lack of research on regional
differences in consumer behaviour and preferences, particularly among women. The study aims to inves-
tigate the regional differences in women’s online shopping behaviour in Kazakhstan by conducting an
in-depth analysis of the factors influencing female consumers. Using data from a survey of 400 women
across different regions of Kazakhstan, logistic regression analysis was utilised to examine the relation-
ship between online shopping frequency and several independent variables. The analysis found that the
pandemic significantly affected online shopping behaviour in Kazakhstan, leading to decreased shopping
frequency across all regions. Additionally, we found that women living in urban areas were significantly
more likely to shop online frequently than those in rural areas, with an odds ratio of 0.504 (p = 0.014).
The research also revealed notable differences in Internet penetration rates, with Karaganda, Pavlodar
regions and Astana city having the highest rates among women (93.1 %, 93.0 %, and 94.5 %, respectively),
while Atyrau and Kyzylorda regions had the lowest (80.7 % and 80.0 %). Therefore, it is recommended that
policymakers should focus on expanding Internet infrastructure in remote regions by developing custom-
ised online marketplaces that meet the needs of urban areas like Almaty city. The findings of this study
underscore the importance of considering regional differences in understanding the factors that drive
online shopping behaviour in Kazakhstan. By investing in initiatives that promote e-commerce adoption
and cater to consumers’ unique needs and preferences in different regions, policymakers can help foster
a more inclusive and dynamic e-commerce ecosystem in Kazakhstan.
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PermoHanbHble pa3niMumua B NoBeAEeHUU XXEHLMH NPU COBEPLUEHMM NOKYNOK
B MHTepHeTe B KasaxcTaHe: rny6okuii aHanus ¢akTopoBs

AHHOTauma. HecMOTps Ha pacTyllyto MOMYASPHOCTb OHMAWH-MOKYNOK B HAaCTOsLLee BpeMs NpakTuye-
CKM HET UCCNeL0BAHMM, MOCBSALLEHHbIX PErMOHAbHbIM Pa3MyMsaM B MOBEAEHUMN U NPEANoYTEHUIX NoTpe-
outenei, ocobeHHO cpeam eHWmH. Llenb ctatb — M3yunTb pErMoHabHble Pas3inMuMg B NMOBEAEHUM XKEH-
WMH MpU COBEpLUEHMM NOKYMOK B MHTepHeTe B KasaxctaHe npu nomowm rnybokoro aHanusa dakTopos,
BAMSOWMX Ha NOKynaTeNbHML,. Ha ocHoBe faHHbIx onpoca 400 eHWUH 13 pasHbix pernoHoB KasaxcraHa
6bl1a NOCTPOEHA IOTUCTUYECKAS PerpecCMOHHas MOAeNb AN aHanM3a B3aMMOCBS3M MEXAY YacTOTOW OH-
NalH-MOKYMNOK M HECKONbKMMM HE3aBUCUMMbIMM MepeMeHHbIMU. [poBeaeHHbIM aHanmM3 nokasas, YTo naH-
[LEeMUS 3HAUMTENIbHO MOBAMSANA HA MOBEAEHME XEHLMH MPU COBEPLUEHUM MOKYMNOK B MHTEPHETE, NpUBEAS
K CHWXEHMIO 4acToTbl MOKYMOK BO Bcex pernoHax KasaxctaHa. Kpome Toro, KeHLWMHbI, NPOXMBAtOLME
B FOPOACKMX pafioHax, 3HAYMTENbHO Yalle COBEPLUAIOT MNOKYMKM B MHTEPHETE MO CPABHEHMIO C XKEHLLMHAMM
M3 CenbCKoM MecTHOCTU (oTHowweHue waHcoB 0,504 (p = 0,014)). MiccnenoBaHue Takxke BbISIBUIO 3aMeTHble
pasnunumnsa B YpOBHE pacnpoCTpaHeHWs MHTEPHETA: CaMble BbICOKME MOKA3aTeNu Cpeam XeHWMH Habnoaa-
totca B KaparaHamHckow, MNaBnogapckor obnactsix u Actane (93,1 %, 93,0 % v 94,5 % cooTBeTCTBEHHO), a Ca-
Mble HU3KMe — B ATbipayckoi M KbisbinopamHckoin obnactax (80,7 % u 80,0 %). Taknum obpasom, Heobxo-
[MMa MoAWUTMKA NO PaCLUMPEHMIO MHTEPHET-UHGMPACTPYKTYPbl B OTAANEHHbIX PEFMOHAX M CO3A4aHMI0 Crieuma-
NIN3MPOBaHHbIX OHMIAMH-PbIHKOB, KOTOPble OTBEYAOT MOTPEOHOCTAM FOPOACKMX PAMOHOB, TAKMUX KaK AfMaTbl.
Pe3ynbTaTbl MCCNeAOBaHMS NOAYEPKMBAKOT BAXKHOCTb YYETA PETMOHANbHbIX PA3nUYMiA NPU U3yYeHnn HaKTo-
pOB, ONpeaenswmnx NoBeaeHUe Npu COBEPLUEHMU NOKYMNOK B MHTEpHeTe B KasaxcTaHe. MIHBeCTULMM B pas-
JIMYHbIE MHMLMATUBDI, CNOCOBCTBYIOWME BHEAPEHUIO SNEKTPOHHON KOMMEPLIMM U YUYUTbIBAIOLWME YHUKAb-
Hble NOTPEBGHOCTM M NPEeANoYTEHUS NOTPEOUTENEN B pa3HbIX pernoHax, no3BonsT cdopMmnpoBaTb Bonee UH-
K/I03UBHYO M AMHAMUYHYHO 3KOCMCTEMY 3NTEKTPOHHOM KOMMepumn B KasaxcTaHe.

KnioueBble cnoBa: pervoH, perMoHasbHble pasfivuus, CenbCkasi MeCTHOCTb, OHMAWMH-MOKYMKKM, UMdpPOBas rpaMoOTHOCTb,
KazaxcraH
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1. Introduction amine regional differences in consumer behav-

The rapid growth of the Internet and e-com-
merce has fundamentally transformed how con-
sumers purchase goods and services. Online shop-
ping has become increasingly popular due to its
convenience, variety of products, and competitive
prices. With a population of more than 18 mil-
lion, Kazakhstan is the largest landlocked coun-
try in the world and has experienced a signifi-
cant increase in Internet penetration and e-com-
merce adoption in recent years. The COVID-19
pandemic has further accelerated the shift toward
online shopping as physical distancing measures
and lockdowns have limited traditional brick-and-
mortar retail options.

Despite the growing popularity of online shop-
ping in Kazakhstan, more studies should ex-

iour and preferences, particularly among women.
Women are an important demographic group in
the e-commerce landscape, as they often play a
significant role in household purchasing decisions
and are increasingly active in the labour market.
Understanding the factors that influence wom-
en’s online shopping behaviour is crucial for busi-
nesses seeking to optimise their marketing strate-
gies, tailor their offerings to meet the needs of this
critical demographic group, and capitalise on the
growing e-commerce market in Kazakhstan.

The study of regional features of online shop-
ping for women in Kazakhstan is important due to
the significant differences in the levels of Internet
penetration and access to technology in vari-
ous regions. Considering the large territory of
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Kazakhstan and the uneven distribution of the
Internet, especially access to online stores, it is
very important to analyse the features of regional
e-commerce among women. For example, the use
of the Internet by men and women in Kazakhstan
increased by 15.3 % in 2015-2020 (Bureau of
National Statistics, 2021). However, in terms of
gender, the rate of Internet use by men is consist-
ently slightly higher. In particular, the number of
users increased from 73 % in 2015 to 88.5 % in
2020 among men and from 72.7 % to 88 % among
women. This disparity highlights the impact of
different factors, such as infrastructure develop-
ment and technology accessibility, on women’s
access to online shopping platforms. Thus, under-
standing these regional differences is crucial for
studying women’s behaviour when shopping on-
line in Kazakhstan.

The majority of online users are financially in-
dependent women; the main factors that motivate
them to shop online include ease of use, product
utility, trust and security in Internet transactions
(Pavlou, 2003; Gefen et al., 2003; Molla & Licker,
2005), as well as recommendations from friends
and family as a trusted source of information
(Dittmar et al., 2004), website design, Internet
accessibility and usage frequency (Garbarino &
Strahilevitz, 2004; Gu et al., 2016; Riffai et al.,
2012), individualism, collectivism, and prefer-
ences for product quality and authenticity (Al-
Qeisi et al., 2014; Kleisiari et al., 2021). Regional
studies have shown that women are more cautious
about the security of money transfers and appreci-
ate customer service and free delivery when shop-
ping online (Hsiao & Chen, 2016; Lu et al., 2016),
as well as that women are more susceptible to the
influence of social networks (Aslam et al., 2018;
Kim & Lee, 2019).

The results of numerous studies show that
COVID-19 has significantly affected women’s on-
line shopping behaviour, increasing the number
of purchases made online, raising preferences for
health and wellness products, and placing greater
emphasis on trust and security in online trans-
actions (Sigala, 2020; Leong & Chaichi, 2021;
Sayyida et al., 2021). Research has also demon-
strated that digital information literacy among
women is an integral part of the development
of online shopping for women (Mahmood et al.,
2022). According to some studies, online shop-
ping for women in Kazakhstan is influenced by
such factors as convenience, accessibility of prod-
uct information and the influence of social net-
works (Abdunurova, 2019; Toleuuly et al., 2020;
Khamzina et al., 2020).
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Therefore, to comprehensively understand
what other factors may be significant in women’s
online shopping, it is essential to continue the lit-
erature review on the topic. We need to identify
unexplored factors, at least for the conditions of
Kazakhstan. At the same time, online shopping is
becoming increasingly popular in Kazakhstan, but
there is still insufficient research on regional dif-
ferences in consumer behaviour, especially among
women. Since women often make basic shopping
decisions in their households and are becoming
increasingly active users of electronic infrastruc-
ture, understanding the factors that influence
women’s online shopping behaviour allows busi-
nesses to effectively develop marketing strategies,
adapt products and services to the needs of this
significant demographic group, and identify new
growth opportunities at the regional level.

By examining the regional differences in wom-
en’s online shopping behaviour, this research will
contribute valuable insights to the existing lit-
erature on consumer behaviour in Kazakhstan.
The findings will help businesses and policymak-
ers better understand the needs and preferences
of female consumers in different regions, facil-
itating the development of targeted marketing
strategies, product offerings, and policies to sup-
port the growth of e-commerce in Kazakhstan.
Additionally, this study will shed light on the im-
pact on women’s online shopping habits, provid-
ing insights into the long-term effects of the cri-
sis on consumer behaviour and the e-commerce
industry.

This study aims to investigate the regional dif-
ferences in women’s online shopping behaviour
in Kazakhstan by conducting an in-depth analysis
of the factors influencing female consumers. The
frequency of online shopping will serve as the de-
pendent variable, allowing us to explore the un-
derlying patterns and trends in women’s online
purchasing behaviour across different regions of
the country. In accordance with the aim, the fol-
lowing tasks were identified:

— to analyse the existing literature on the di-
rection of research in terms of women’s behaviour
when shopping on the Internet;

—to develop a reliable methodology for study-
ing regional differences in women’s online shop-
ping behaviour (the methodology should include
suitable data collection methods that will enable a
comprehensive study of the factors);

— to test the developed methodology and get
the results of measuring the degree of influence
on women’s behaviour when making online pur-
chases or shopping online.

www.economyofregions.org
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2. Literature Review

The progress associated with the development
of digital technologies and the Internet affected
online purchases. Numerous Internet resources
have become channels for generating income from
important purchases while online trade volume is
growing. Conversely, many people try to provide
a high level of privacy to secure and preserve in-
formation. However, online shopping will con-
tinue to evolve, since many online purchases have
become convenient for obtaining goods and ser-
vices. As a result, online shopping behaviour has
been a widely researched topic in the field of con-
sumer behaviour, as scholars seek to understand
the factors that influence consumers’ decisions
to purchase products online. The scientific liter-
ature devoted to consumer purchasing decisions
on the Internet mainly focuses on identifying fac-
tors that affect the willingness of consumers to
make such purchases. However, the literature on
women’s online shopping behaviour and regional
differences could be more extensive. This litera-
ture review will discuss relevant studies on online
shopping behaviour, women’s purchasing habits,
regional differences in e-commerce adoption, and
their potential impact on women’s online shop-
ping behaviour.

Several studies have identified various fac-
tors influencing consumers’ online shopping be-
haviour, such as perceived ease of use, usefulness,
trust, and security (Davis, 1989; Pavlou, 2003;
Gefen et al., 2003). These factors have been found
to impact consumers’ attitudes toward online
shopping and their intentions to purchase prod-
ucts online (Chen et al., 2002). In the context of
regional differences, such factors may vary in im-
portance and influence depending on local con-
ditions, cultural norms, and access to technology
and infrastructure (Gu et al., 2016).

One of the first stereotype-breakers in online
shopping the research by Chiang and Dholakia
(2003), who found that purchasing conditions
vary depending on the type of retail outlet, prod-
uct type, and purchase goal and are not inher-
ently a male or female activity. Research on gen-
der differences in online shopping behaviour sug-
gests that women tend to prioritise such factors as
trust, security, and website design, while men are
more concerned with efficiency and convenience
(Garbarino & Strahilevitz, 2004; Hasan, 2010).
Women also tend to use more comparison shop-
ping and are more likely to consider recommenda-
tions from friends and family when making online
purchases (Rodgers & Harris, 2003; Dittmar et al.,
2004). These gender-specific preferences and be-
haviours may manifest differently in various re-

gions due to such factors as local culture, educa-
tion levels, and access to resources.

Studies on online shopping behaviour in de-
veloping countries have found that such factors
as Internet access, Internet usage frequency, and
perceived benefits of online shopping signifi-
cantly influence consumers’ online purchasing be-
haviour (Molla & Licker, 2005; Riffai et al., 2012).
Additionally, cultural factors, such as individual-
ism and collectivism, have been found to impact
online shopping behaviour in developing coun-
tries (Kleisiari et al., 2021).

Women’s online shopping behaviour may vary
depending on various factors, including their cul-
tural background, economic status, and personal
preferences. Several studies have explored the
differences in online shopping behaviour among
women across various regions of the world.
Stafford et al. (2004) investigated the online shop-
ping behaviour of women in Europe. The research
revealed that European women tend to be more
price-sensitive and are more likely to compare
prices across different websites before purchas-
ing. They also tend to shop more frequently for
apparel and accessories than other product cat-
egories. The paper uncovered that South Korean
women tend to be more influenced by the social
context when shopping online. They are more
likely to purchase popular products on their so-
cial network and tend to rely heavily on social me-
dia for product recommendations. Al-Qeisi et al.
(2014) explored the online shopping behaviour
of women in the Middle East. The research estab-
lished that women in the Middle East tend to be
more concerned about privacy and security when
shopping online. They also prefer shopping from
websites with clear and transparent return poli-
cies. Chinese women value product quality and au-
thenticity over price when shopping online. Thus,
women’s online shopping behaviour may vary de-
pending on their regional location. As mentioned
above, Chinese women tend to value product qual-
ity and authenticity, while women in the Middle
East care about privacy and security.

The COVID-19 pandemic has significantly af-
fected consumer behaviour, with many studies re-
porting increased online shopping due to lock-
down measures and concerns about safety (Sigala,
2020; Sharma & Jhamb, 2020). The pandemic has
also led to changes in consumers’ preferences and
priorities, with a greater emphasis on health and
wellness products and the importance of trust and
security in online transactions (Leong & Chaichi,
2021; Sayyida et al., 2021). These shifts may vary
across regions, depending on the severity of the
pandemic’s impact, local responses to the crisis,
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and differences in consumer behaviour and atti-
tudes. Understanding the regional variation in the
pandemic’s effects on women’s online shopping
behaviour in Kazakhstan can provide valuable in-
sights for businesses seeking to adapt their strate-
gies and offerings to meet the changing needs and
preferences of consumers in different regions.

Research on regional differences in online
shopping behaviour has shown that urban con-
sumers are more likely to engage in online shop-
ping than their rural counterparts due to bet-
ter Internet infrastructure, higher income, and
greater exposure to online shopping platforms
and digital information literacy (Mahmood et al.,
2022; Banerjee & Seetharaman, 2022). Regional
differences in online shopping behaviour exist
due to cultural, economic, and technological fac-
tors. Consumers in Taiwan tend to be more cau-
tious (Hsiao & Chen, 2016), while Indian consum-
ers tend to be more price-sensitive (Aslam et al.,
2018). Chinese consumers tend to value customer
service and free shipping (Lu et al., 2016), and
South Korean consumers tend to be more influ-
enced by social media (Kim & Lee, 2019).

The growth of e-commerce in Kazakhstan has
been a topic of interest among scholars and re-
searchers in recent years. According to the study
conducted by Gu et al. (2016), the e-commerce
market in Kazakhstan is growing at a rapid pace,
driven by increasing Internet penetration and the
emergence of new e-commerce platforms. The ex-
ploration ascertained that the COVID-19 pan-
demic has accelerated the growth of e-commerce
in Kazakhstan, with many consumers turning to
online shopping due to restrictions on physical
stores. Abdunurova (2019) examined the impact
of social media on online shopping behaviour in
Kazakhstan, noting that social media platforms
such as Facebook and Instagram 1 were becoming
increasingly popular among consumers for dis-
covering new products and making purchase deci-
sions. The study uncovered that social media sig-
nificantly impacted trust in online retailers, with
consumers relying on social proof, such as user re-
views and recommendations, to make purchase
decisions. Toleuuly et al. (2020) focused on the
factors influencing online shopping behaviour in
Kazakhstan. The findings showed that such fac-
tors as convenience, availability of product infor-
mation, and trust in online retailers were signifi-
cant determinants of online shopping behaviour.
Finally, a study by Khamzina et al. (2020) exam-

1 These social networks are owned by Meta
Platforms Inc.* recognised as extremist in the
territory of the Russian Federation — editor’s note.
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ined the challenges facing the e-commerce indus-
try in Kazakhstan: the industry’s significant chal-
lenges were trust and security concerns, logisti-
cal challenges, and the lack of a comprehensive
legal framework for e-commerce. The work also
highlighted the need for greater collaboration be-
tween government, industry, and academia to ad-
dress these challenges and promote the growth of
e-commerce in Kazakhstan.

Research on online shopping behaviour in
Kazakhstan has identified factors such as conven-
ience, trust in online retailers, and the popularity
of cash-on-delivery as essential determinants of
online shopping behaviour in the country. The im-
pact of social media on online shopping behaviour
and the challenges facing the e-commerce indus-
try have also been studied extensively. However,
further research is needed to explore these topics
in greater detail and to identify strategies for pro-
moting the growth of e-commerce in Kazakhstan.
Furthermore, based on the extensive literature re-
view, it was revealed that there is no research on
the behaviour of online purchases of rural women
in the regions of Kazakhstan. In this regard, the
present study aims to investigate the regional dif-
ferences in women’s online shopping behaviour in
Kazakhstan by conducting an in-depth analysis of
the factors influencing female consumers.

3. Research Methods

The methods of this study are based on the
literature, as mentioned earlier in the review,
which allowed us to justify the choice of re-
search direction. So, in this empirical study,
the identified research methods allowed us to
explore the online e-commerce market with
an emphasis on explaining consumer choices
(Sayyida et al., 2021; Banerjee & Seetharaman,
2022). A quantitative survey was chosen as the
primary method of collecting qualitative data.
Considering the specifics of the e-commerce
market, data collection was carried out online.
The object of the study was Kazakhstani women
using the Internet. Using qualitative data, it is
possible to understand the content of connec-
tions, determine the behaviour and motives of
consumers, and identify the interaction between
social groups. Thus, social relations reproduced
by market participants come to the fore. The
collection of empirical material in many gen-
der studies was carried out using questionnaire
methods and semi-formal interviews (Chiang &
Dholakia, 2003; Molla & Licker, 2005).

This study utilised logistic economet-
ric regression to examine the regional differ-
ences in women’s online shopping behaviour

www.economyofregions.org
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in Kazakhstan using STATA for data analysis.
Logistic regression is a widely used statistical
method for analysing the relationship between a
binary dependent variable (i. e., a variable with
two possible outcomes) and a set of independ-
ent variables (Peng et al., 2002). This method
has been successfully applied in various fields,
including consumer behaviour, marketing, and
e-commerce research (Hosmer et al., 2013; Nitzl
et al., 2016; Venkatesh et al., 2012).

The present research posits the Null
Hypothesis (HO) that there is no significant dif-
ference in the frequency of online shopping be-
tween women living in urban and rural loca-
tions in Kazakhstan. In contrast, the Alternative
Hypothesis (H1) suggests a significant difference
in online shopping frequency between these two
groups. The study aims to test these hypothe-
ses, thereby contributing to the extant body of
knowledge on the influence of geographical lo-
cale on online shopping behaviour.

Null Hypothesis (HO): There is no significant
difference in the frequency of online shopping be-
tween women living in urban and rural locations
in Kazakhstan.

Alternative Hypothesis (H1): There is a signif-
icant difference in the frequency of online shop-
ping between women living in urban and rural lo-
cations in Kazakhstan.

Dependent Variable

The dependent variable is the shopping fre-
quency of women in Kazakhstan, which is catego-
rised into two levels: “Often” (1-2 times a month)
and “Rarely” (1-3 times a year).

Independent Variables

This paper used four main independent varia-
bles in our logistic regression model:

(1) Business from home: This variable cap-
tures whether the respondent runs a business
from home and different working arrangements
they may have (e.g., part-time or full-time work
from home, working in an office, etc.).

(2) Location type: This variable represents
the type of area the respondent resides in, either
urban or rural.

(3) Post-pandemic period: This variable as-
sesses how the respondent’s online shopping be-
haviour changed after the COVID-19 pandemic,
with three possible responses: decreased, has not
changed, or increased.

(4) Regions: This variable represents
the respondent’s place of residence within
Kazakhstan, with 14 different regions included
in the analysis.

Logistic Regression Model

This study employed logistic regression to es-
timate the probability of women in Kazakhstan
shopping online “Often” instead of “Rarely” based
on the selected independent variables. The logis-
tic regression model can be represented as follows:

Logit(P(Y = 1)) = B, + B, - businessfromhome +

+ B, - locationtype + B, - post-pandemicperiod +
+b4 - Regions (1

where in the formula (1): P(Y = 1) — the probabil-
ity of a woman shopping online "Often"; p — co-
efficients representing the independent variables'
effects on the dependent variable's log odds.

Data Collection

Data for this study were collected through an
online survey targeting a representative sample of
women in Kazakhstan. The research is based on
primary data and uses a sample of 400 women.
Particularly, primary data collection is used since
the study collected information directly from peo-
ple in an online format. The survey included ques-
tions related to the respondents' online shop-
ping behaviour, working arrangements, place of
residence, and the impact of the COVID-19 pan-
demic on their purchasing habits. To ensure a di-
verse and representative sample, we used a strati-
fied random sampling technique, considering fac-
tors such as age, income, and education levels.

Figure 1 shows the online shopping frequency
of women in Kazakhstan regions, where a higher
value means that they shop rarely and lower
otherwise.

The data analysis was carried out in STATA and
went through several necessary steps, making the
results robust and reliable. The final survey data
were first entered in STATA, and intensive control
was done to ensure the quality of the imported da-
taset. The first step in this process was to address
any missing values or outliers, ensuring the data-
set remained sound. The logistic regression model
(see Equation 1) was developed using the 'logit' com-
mand in STATA build with explicit dependent and in-
dependent variables. We conducted diagnostic tests
to evaluate model goodness-of-fit and diagnose any
potential problems. The methods exploited were
the Hosmer-Lemeshow test, McFadden's pseudo
R-squared, and the Akaike Information Criterion
(AIC). Altogether, the tests cover model performance
from multiple angles and most strata. The estimated
coefficients were interpreted as odds ratios to mar-
ginal effects. They provided helpful information
about how the independent variables affect online
shopping "Often" for women.
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We used odds ratios to show the effect of a one-
unit increase in the independent variable on change
in odds, and marginal effects showed how much
would be added or subtracted from probability given
a one-unit increase of a shown dependent variable.
Extensive robustness checks were performed to ver-
ify our results' strength. The latter included testing
the model assumptions as alternative model spec-
ifications, interaction terms, and subgroup analy-
ses. This extensive sensitivity testing was essential
in establishing the robustness of results to different
model specifications, thus reinforcing that the find-
ings were valid and reliable. Overall, ensuring meth-
odological rigor in the data analysis stage is based on
reliable results and a solid foundation for deriving
meaningful complete conclusions and practical im-
plications for understanding regional heterogeneity
of female online shopping behaviour in Kazakhstan.
This study analyses the different patterns and driv-
ers of online shopping behaviour among women in
Kazakhstan on a detailed level, emphasising regional
disparities. It contributes significantly to the avail-
able literature on consumer behaviour and e-com-
merce, providing essential perspectives for business
enterprises as well as policymakers.

The data can be used by businesses to further
refine their online marketing, create products and
services that better address local tastes, and im-
prove the overall shopping experience for women
in Kazakhstan. Understanding and mitigating re-
gional variation in e-shopping can motivate re-
gion-specific strategies for either tailoring to or
capitalising on the unique requirements of female

consumers across different regions. In addition to
stimulating e-commerce growth, that approach
also speaks indirectly to digital inclusion by help-
ing secure a more equitable distribution of gifts
and opportunities across the country.

4, Results

Today, women use digital communicators, mo-
bile phones, and laptops more frequently and ac-
tively utilise various additional features to access
the Internet. In general, women's behaviour is in-
fluenced by using digital communicators, such as
Internet access, connection speed, financial con-
ditions, and infrastructure. At the same time, as-
sessing regional characteristics of women's on-
line shopping behaviour is crucial, as it provides
a comprehensive understanding of the specific
problems, opportunities, and dynamics faced by
the population in different regions of Kazakhstan
regarding Internet usage, which is fundamental
for online shopping.

Table 1 shows the share of Internet users in
Kazakhstan for 2015-2020.

According to the data, in 2015, there was a
significant gap between urban and rural areas in
terms of the number of Internet users. However,
by 2020, this gap has narrowed. This is apparently
due to the policy of increasing the level of digital-
isation of regions by building fibre-optic commu-
nication lines in rural settlements. Thus, the to-
tal share of Internet users aged 6 to 74 years in-
creased to 88.2 % in 2020, compared with 72.9 %
in 2015. In addition, there are significant regional

Table 1
Region 2015 2016 2017 2018 2019 2020
Akmola 60.9 70.0 70.8 73.8 79.4 84.6
Aktobe 66.4 77.7 80.8 81.1 85.7 88.0
Almaty 81.2 81.4 84.5 85.3 85.4 88.7
Atyrau 67.2 72.9 75.1 78.1 80.7 80.7
West Kazakhstan 89.0 67.4 72.7 76.9 80.4 83.9
Jambyl 61.6 68.7 70.1 80.9 81.6 86.0
Karaganda 68.6 72.5 72.8 73.9 80.5 93.1
Kostanay 77.0 83.7 85.5 85.7 86.9 87.1
Kyzylorda 70.2 76.7 76.2 77.7 77.9 80.0
Mangystau 66.3 72.5 72.6 78.9 82.3 85.9
South Kazakhstan 68.4 75.4 79.0 — — —
Pavlodar 81.2 80.3 82.1 83.3 85.7 93.0
North Kazakhstan 67.8 74.8 75.7 77.0 81.2 88.9
Turkestan — — — 84.8 89.6 92.5
East Kazakhstan 68.1 74.5 774 79.2 81.7 84.1
Astana city 86.9 85.3 88.0 88.1 91.7 94.5
Almaty city 81.9 84.3 84.1 84.3 87.7 91.8
Shymkent city — — — 80.0 80.1 82.3

Source: compiled by authors based on the data from the Bureau of National Statistics (2021)
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differences in the distribution of the number of
Internet users. For example, in 2020, the high-
est Internet penetration rates among women
were recorded in Karaganda, Pavlodar regions and
Astana (93.1 %, 93.0 %, and 94.5 %, respectively).
In turn, the lowest rates were found in Atyrau and
Kyzylorda regions (80.7 % and 80.0 %, respec-
tively). Thus, an analytical review of the current
situation in the field of Internet use before and
after COVID-19 showed that online commerce
and online shopping in Kazakhstan are develop-
ing rapidly. At the same time, large cities such as
Almaty and Astana have high Internet penetra-
tion rates. Understanding these regional differ-
ences is crucial to identify regions with low levels
of digitalisation.

The study of gender trends is essential for un-
derstanding the specific challenges and opportu-
nities faced by women when making online pur-
chases. Figure 2 shows the proportion of Internet
users from the total population broken down by
gender for 2015-2020.

The results obtained for 2015-2020 showed an
increase in the number of Internet users among both
men and women. In 2015, the proportion of Internet
userswas 72.9 %, with the figure being slightly higher
among men (73.0 %) compared to women (72.7 %).
By 2020, the overall level of Internet penetration
reached 88.2 %, and this indicator is slightly higher
for men (88.5 %) than for women (88.0 %). The data
show that both men and women in Kazakhstan have
been using the Internet for many years. Although the
gender gap in Internet penetration rates is relatively
small, it is worth noting that throughout the ana-
lysed period, women’s indicators were consistently

2016 2017 2018
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slightly lower than men’s. However, this gap has
been narrowing over time, which indicates progress
in bridging the gender digital divide in Kazakhstan.

The logistic regression analysis was conducted
to examine the impact of the independent vari-
ables on women’s online shopping frequency in
Kazakhstan. The results are presented below in a
more detailed and extended manner.

Model Fit and Diagnostics: The logistic re-
gression model had a statistically significant LR
chi-square (4) of 33.86 (p < 0.0001), indicating
that the model is a better fit than the null model.
The pseudo R-squared value of 0.0956 suggests
that our model explains approximately 9.56 %
of the variance in women’s online shopping fre-
quency. The goodness-of-fit test, Pearson’s chi-
square (45) was 44.67 (p = 0.4857), indicating
that the model fits the data reasonably well. The
Akaike Information Criterion (AIC) and Bayesian
Information Criterion (BIC) were 330.23 and
348.18, respectively, providing additional support
for the model’s fit.

The results in Table 2 show a change in the in-
fluence of independent variables on the frequency
of online purchases by women in Kazakhstan.

The odds ratios and their corresponding 95 %
confidence intervals for the independent variables
are as follows:

Business from home: the odds ratio for this var-
iable was 0.897 (95 % CI: 0.777 - 1.036, p = 0.139),
indicating that women who run a business from
home were not significantly more likely to shop
online more frequently than those who do not.
This result suggests that working from home may
not have a substantial impact on women’s online
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84,00
82,00
80,00
78,00
76,00
74,00
72,00
70,00

mmm Total
aa@me Men

women

2019 2020

Fig. 2. The share of Internet users from the total population by gender
Source: compiled by authors based on the data from the Bureau of National Statistics (2021).
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Table 2
Logistic regression results
0,
Predictor variable Odds ratio Std. Err. Z-score P-value 95% Conf.
Interval

Business from home 0.897 0.066 -1.48 0.139 0.777 - 1.036

Location type 0.504 0.141 —2.46 0.014 0.292 - 0.870

Post-pandemic period 0.441 0.087 -4.15 0.000 0.299 - 0.649

Regionl 0.937 0.053 -1.14 0.252 0.839 - 1.047

_cons 20.828 14.040 4.50 0.000 5.557 - 78.062

Source: authors’ elaboration from STATA

Table 3

Predictive margins of the constant term using the delta method

Delta-method

Variable Margin Std. Err.

Z P> Z

_cons 0.3731343 0.0276642

13.49 0.000 0.3189134

Source: authors’ elaboration from STATA

shopping frequency in Kazakhstan. Future research
could explore the potential reasons behind this
non-significant relationship, such as the influence
of other factors that may moderate the relationship
between running a business from home and online
shopping frequency.

Location type: the odds ratio for this variable
was 0.504 (95 % CI: 0.292 - 0.870, p = 0.014), sug-
gesting that women living in urban areas were sig-
nificantly more likely to shop online more fre-
quently than those residing in rural areas. This
finding aligns with previous research, indicating
that urban residents may have greater access to
the Internet, higher disposable income, and better
access to delivery services.

Post-pandemic period: the odds ratio for this
variable was 0.441 (95 % CI: 0.299 - 0.649, p <
0.001), indicating that women who reported an
increase in their online shopping frequency after
the COVID-19 pandemic were significantly more
likely to shop online more frequently. This result
is consistent with the global trend of increased
online shopping during the pandemic (Chen et al.,
2002; Sharma & Jhamb, 2020). The COVID-19 pan-
demic has led to changes in consumer behaviour,
with people turning to online shopping to main-
tain social distancing and avoid crowded places.

Regionl: the odds ratio for this variable was
0.937 (95 % CI: 0.839 — 1.047, p = 0.252), suggesting
that there was no significant difference in the online
shopping frequency of women in Region1 compared
to the reference region. This result indicates that re-
gional differences in Kazakhstan may not signifi-
cantly impact women’s online shopping frequency.
However, it is essential to note that this analysis
only considered one specific region. Future research

could examine other regions and their potential in-
fluence on women’s online shopping behaviour.

Table 3 presents the regression model’s predic-
tive margins of the constant term using the delta
method.

The delta method is a statistical technique em-
ployed to estimate the standard errors and con-
fidence intervals of non-linear functions of esti-
mated coefficients. The table shows the estimated
constant term (_cons) and its associated standard
error, z-statistic, p-value, and 95 % confidence in-
terval. The constant term (_cons) has a value of
0.3731343 with a standard error of 0.0276642. The
z-statistic of 13.49 and a p-value of 0.000 indicate
that the constant term is highly significant. The
95 % confidence interval for the constant term
ranges from 0.3189134 to 0.4273552, suggesting
that the true value of the constant term lies within
this interval with a 95 % level of confidence. The
overall predictive margin for the model was 0.373
(95 % CI: 0.319 — 0.427), indicating that, on aver-
age, women in Kazakhstan had a 37.3 % probabil-
ity of shopping online more frequently (“Often”).

In summary, the logistic regression analysis
revealed that women living in urban areas and
those who reported an increase in online shop-
ping frequency after the COVID-19 pandemic
were significantly more likely to shop online
more frequently. In contrast, running a business
from home and residing in Regionl did not sig-
nificantly impact women’s online shopping fre-
quency. These findings provide valuable insights
into the regional differences in women’s online
shopping behaviour in Kazakhstan. They can in-
form targeted strategies for businesses and poli-
cymakers aiming to promote e-commerce growth
and cater to the preferences of female consum-
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ers across different regions. Moreover, the re-
sults emphasise the importance of considering
the role of the pandemic in shaping consumer
behaviour and suggest that further research is
needed to understand the long-term implica-
tions of the pandemic on online shopping trends
in Kazakhstan and beyond.

Regional variables were included in the logis-
tic regression model to analyse the regional dif-
ferences in women’s online shopping behav-
iour in Kazakhstan. The regions included in the
analysis are Aktobe, Almaty, Almaty city, Atyrau,
East Kazakhstan, Karaganda, Kyzylorda, Astana
city, Pavlodar, Shymkent city, Turkestan, West
Kazakhstan, and Jambyl. Several regions (Atyrau,
Shymkent city, Turkestan, West Kazakhstan, and
Jambyl) perfectly predicted the outcome and were
therefore dropped from the analysis.

The model’s goodness-of-fit improved compared
to the previous model (Prob > chi-square = 0.0001),
indicating that including regional variables added
valuable information to the analysis. The pseudo
R-squared increased to 0.1061, showing that the
model accounts for approximately 10.61 % of the
variance in women’s online shopping frequency.

Table 4 presents the logistic regression results
for the shopping frequency (shopfreq) as the
outcome variable and its relationship with various
predictor variables.

Table 4 displays each predictor variable’s odds
ratios, standard errors, z-scores, p-values, and 95 %
confidence intervals. The predictor variables in-

cluded in the analysis are “Business from home”,
“Location type”, “Post-pandemic period” and sev-
eral regional variables (Aktobe, Almaty, Almaty city,
Atyrau, East Kazakhstan, Karaganda, Kyzylorda,
Astana city, Pavlodar, Shymkent city, Turkestan,
West Kazakhstan, and Jambyl). Some regional vari-
ables have been omitted due to collinearity issues.

Looking at the logistic regression results, it
is essential to note that the ‘after COVID’ varia-
ble remains statistically significant (p < 0.001)
and is associated with a decrease in the odds of
frequently shopping online. This indicates that
the number of online purchases made by women
in Kazakhstan has generally decreased after the
COVID-19 pandemic, regardless of the region.

However, the regional differences in online
shopping behaviour are not as clear-cut. Almaty
city positively correlates with shopping frequency
(OR=1.778683), although it is not statistically sig-
nificant (p = 0.214). This suggests that there might
be a higher likelihood of women in Almaty city
shopping online more frequently than women in
other regions. However, further research is needed
to confirm this finding.

For the other regions included in the analy-
sis (Aktobe, Almaty, East Kazakhstan, Karaganda,
Kyzylorda, and Pavlodar), the odds ratios are ex-
tremely small and not statistically significant, in-
dicating that there is no significant relationship
between these regions and women’s online shop-
ping frequency. This could be due to the small

Table 4
Logistic regression results for shopping frequency and associated predictor variables
Outcome variableTvariable_ Std. Err. J-score P-value 95% Conf.
Odds Ratio Interval
shopfreq Business from home 0.887 0.069 -1.54 0.124 0.762
shopfreq Location type 0.000 0.000 -0.02 0.985 0
shopfreq Post-pandemic 0.442 0.090 ~4.01 <0.001 | 0.297
period

shopfreq Aktobe 0.000 0.000 -0.02 0.986 0
shopfreq Almaty 0.000 0.000 -0.02 0.986 0
shopfreq Almaty city 1.779 0.824 1.24 0.214 0.718
shopfreq Atyrau omitted omitted — — —
shopfreq East Kazakhstan 0.000 0.000 -0.02 0.986 0
shopfreq Karaganda 0.000 0.000 —-0.02 0.986 0
shopfreq Kyzylorda 0.000 0.001 —-0.02 0.987 0
shopfreq Astana city omitted omitted — —

shopfreq Pavlodar 0.000 0.000 -0.02 0.986 0
shopfreq Shymbkent city omitted omitted — — —
shopfreq Turkestan omitted omitted — — —
shopfreq West Kazakhstan omitted omitted — — —
shopfreq Jambyl omitted omitted — —

shopfreq _cons 1.25e+14 2.12e+17 0.02 0.985 0

Source: authors’ elaboration from STATA
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number of observations in these regions or other
factors not accounted for in the model.

In conclusion, while the analysis suggests re-
gional differences in women’s online shopping be-
haviour in Kazakhstan, the results are inconclu-
sive. Future research could benefit from collecting
more data from different regions, as well as con-
sidering other factors that might influence on-
line shopping behaviour, such as income levels,
Internet access, and cultural preferences.

5. Discussion

This study focused on regional characteristics
of online shopping among women in Kazakhstan.
In this research, such indicators as home business,
location, post-pandemic period, and region were
taken as independent variables affecting online
shopping frequency. The findings showed substan-
tial differences in the distribution of Kazakhstani
women by region in terms of the frequency of their
shopping on the Internet. However, of course,
this study can be continued with other factors.
In addition, it can be concluded that the impact
of the pandemic was significant. For example, it
was found that the frequency of online shopping
among women in general decreased after the pan-
demic. Indeed, this may be due to many factors,
including the decline in women’s incomes and
changing tastes. Interestingly, such a tendency is
evenly distributed over all the studied regions.

The analysis results showed that compared with
other regions, the frequency of online shopping
among women in Almaty is different. Although
the data obtained from the study are not statis-
tically significant, women un Almaty are more
likely to make online purchases than in other re-
gions. The reason for this, of course, is that resi-
dents of Almaty, as a rule, have broad access to the
Internet, higher incomes, and the quality of life and
daily routine that contribute to online shopping.
At the same time, there was no significant corre-
lation between the frequency of online purchases
among women in the cities of Aktobe, Almaty, re-
gions of East Kazakhstan, Karaganda, Kyzylorda,
and Pavlodar. Other factors not considered in this
study may influence women in these places, caus-
ing them to shop online more often, such as their
level of trust, culture or preferences, etc.

By analysing the collected data, valuable infor-
mation was obtained about the frequency of on-
line shopping among women of Kazakhstan, pri-
marily regional features, when considering rural
and urban points of view. This study was carried
out by testing the null hypothesis (HO) and the al-
ternative hypothesis (H1). As a result, the null hy-
pothesis was rejected. On the contrary, according

to the alternative hypothesis, there is a difference
in the frequency of online shopping between ur-
ban and rural women in Kazakhstan.

That is, urban women are more likely to buy
online than women living in rural areas. The main
reason for this is the characteristics of urban ar-
eas, such as access to the Internet, speed of deliv-
ery, digital literacy, and high prevalence of online
shopping. Although the results are statistically
significant, this may not be the final and definitive
answer. For that, further research is still required.
For example, it is necessary to comprehensively
consider such indicators as age, income, educa-
tion, preferences, etc., of female online shoppers

Therefore, it is taken into account that the pro-
posed study has certain limitations. That is, the sam-
ple size may not be sufficient to fully reflect the re-
sults. This will undoubtedly open up a wide avenue
for future research; for example, cross-sectional,
causal research or experimental research methods
would open up other aspects of this research.

To summarise, first of all, this research intro-
duces some insights into the scientific environ-
ment about the frequency and regional features
of the behaviour of women in Kazakhstan buying
on the Internet. It was also found that women in
Almaty shop online significantly more frequently
than women in other regions. Moreover, the place
of residence is crucial in online shopping among
Kazakh women. Specifically, there is a significant
difference in online shopping frequency between
women living in urban and rural areas. These ob-
tained results can be the reason for making effec-
tive decisions known to many stakeholders, con-
sidering the characteristics, preferences, and in-
tricacies of online shopping in Kazakhstan.

For example, knowing the regional features of
online shopping, developing products specific to
the region, increasing access to the Internet, de-
veloping delivery services, etc., can increase the
feasibility of strategies to attract investment to
improve local infrastructure. Thus, it would be a
great reason to develop online shopping services
in Kazakhstan further and join the e-commerce
ecosystem. This, in turn, can drive economic
growth, create new jobs, and bridge the digital di-
vide across the country, benefiting businesses and
consumers alike.

6. Conclusions

This study significantly deepens the under-
standing of regional differences in women’s on-
line shopping behaviour in Kazakhstan. Analysis
of such factors as work from home, type of location
(urban or rural), changes in online shopping after
the COVID-19 pandemic, and region of residence
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provides valuable information. In general, the fol-
lowing important conclusions were obtained.

The literature review has shown various per-
spectives on understanding online shopping be-
haviour, but it has also highlighted the lack of ac-
ademic research dedicated to regional differences
among women in Kazakhstan. Although there are
some studies that have identified key factors influ-
encing online purchases, such as ease of use, trust,
and security, how these factors vary across differ-
ent regions remains underexplored. Furthermore,
existing research emphasises the impact of the
COVID-19 pandemic on changing consumer pref-
erences and behaviours, underscoring the impor-
tance of regional analysis. Based on this review,
the most significant variables for further analysis
in this study have been selected.

Logistic regression analysis was used as a meth-
odological basis for this study to examine regional
differences in women’s behaviour when shopping
online in Kazakhstan. The improbability sampling
method was used; the study participants (women)
voluntarily agreed to participate. The dependent
variable was the frequency of purchases classified
as “Often” or “Rarely”. In contrast, the independ-
ent variables included business from home, type
of location (urban or rural), post-pandemic period,
and regions within Kazakhstan. Descriptive statis-
tical data (averages, standard deviations, frequen-
cies, and percentages) were generated. Data anal-
ysis, including model diagnostics, interpretation
of the results in terms of probability coefficients
and marginal effects, as well as reliability test-
ing, provided a comprehensive understanding of
regional differences in women’s behaviour when
shopping online in Kazakhstan.

The research identifies a significant reduction
in online shopping frequency post-pandemic
(OR = 0.441, 95 % CI: 0.299 - 0.649, p < 0.001).
Furthermore, it underscores that urban women
are more inclined to shop online more frequently
than their rural counterparts (OR = 0.504, 95 %
CI: 0.292 - 0.870, p = 0.014). Although the OR

for those women who shop online is greater in
Almaty city than in other regions of Kazakhstan
(1.779, p = 0.214), it does not reach the statis-
tical significance level. The data also show that
working at home has no significant impact on
the frequency of buying in online stores (OR =
0.897,p =0,139). The results of the regional anal-
ysis confirm that online shopping behaviours are
diverse across different regions in Kazakhstan.
Higher Internet penetration rates in urban areas
translate into higher online shopping activities
amongst women.

The study found that developing regions such
as Atyrau, Kyzylorda, and Mangystau have mod-
est Internet penetration levels, resulting in rel-
atively infrequent online activity. The analy-
sis also showed that women living in urban ar-
eas and those who reported an increase in online
shopping frequency after the COVID-19 pan-
demic were significantly more likely to shop on-
line. Intra-regional differences also manifested;
for example, people in East Kazakhstan enjoy
better Internet coverage and make more online
purchases than people living in remote areas. The
intra-regional variation highlights the need for
well-targeted policies to address digital divides
among regions and within them. The clear mes-
sage for policymakers and businesses is that driv-
ing e-commerce to reach its full potential will re-
quire targeted measures to improve Internet ac-
cess in rural, underserved regions while investing
in digital literacy.

Furthermore, this study contributes signifi-
cantly to the existing literature on women’s be-
haviour in Kazakhstan when making online pur-
chases, depending on the region. Further research
is needed to keep up with the changes in this dig-
ital ecosystem and take advantage of the wide-
spread spread of electronic communications. We
hope that by focusing on regional differences and
available opportunities, stakeholders can create
a dynamic e-commerce ecosystem in other coun-
tries, not only in Kazakhstan.
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