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study revealed key features of marketing approaches in different regions and the applicability to the Kazakhstan
market, where wheat exports in 2023 amounted to 6.5 million tonnes, or 3.13% of the world volume of 208
million tonnes. Successful models of agro-product exports from countries such as the USA (19.8 million tonnes
of wheat in 2023), Canada (22 million tonnes) and Australia (24.5 million tonnes) were studied to identify the
most effective promotion tools, including branding and adaptation to market standards. The analysis showed
that improving the competitiveness of Kazakhstani products required adapting strategies to the requirements of
specific regions, taking into account consumer preferences and improving certification to international standards.
It was noted that Kazakhstan's participation in the Eurasian Economic Union contributed to the doubling of mutual
trade since 2015. The development of government export support programmes was also noted as an important
factor, which also needed to be strengthened: financial and advisory assistance to exporters, modernisation of
logistics (where wheat transportation costs were USD 80-100 per tonne versus USD 50-60 for competitors), and
digitalisation of processes remained priorities. Based on the data obtained, recommendations were developed
to improve Kazakhstan's marketing strategies for agrarian exports, aimed at optimising logistics, developing
partnerships with international distributors, increasing brand awareness, and actively using digital technologies
to promote products

Keywords: international standards; branding of agricultural products; consumer demand; logistics infrastructure;

government support; digital platforms; cultural characteristics

INTRODUCTION

In the context of the dynamic development of interna-
tional trade, agricultural export plays an important role
in strengthening the economic potential of countries
with a developed agricultural sector. However, simply
having competitive products is not enough for success-
ful entry into global markets, as effective promotion
strategies adapted to the conditions of global competi-
tion are required. Modern trends such as digitalisation,
changing consumer preferences, and increasing prod-
uct quality requirements create new challenges for pro-
ducers, demanding flexibility and a comprehensive ap-
proach to export activities. In this context, the study of
marketing strategies in agricultural exports allows the
identification of key factors affecting product competi-
tiveness in various regions, as well as the development
of recommendations that contribute to successful pro-
motion in foreign markets. A comprehensive analysis of
approaches to the development of agricultural exports
is necessary to enhance its efficiency, sustainability,and
integration into global economic processes.

One of the main areas influencing the success of
agricultural exports is the adaptation of marketing
strategies to the requirements of target markets, in-
cluding consideration of local regulatory standards,
consumer preferences, and the competitive environ-
ment (Penkova & Kharenko, 2023). In the work of
T.P. Magay and K.R. Ergaliev (2020), the importance
of marketing strategies for the development of the
agricultural sector was noted, as well as the role in
creating competitive advantages in foreign markets;
however, the focus remained largely on general as-
pects of export policy without addressing the mech-
anisms for adapting strategies to the requirements of
different countries. In the study by A.B. Makhanova et
al. (2022), the significance of proper product position-
ing and the selection of effective promotion channels
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was emphasised, identifying key directions for the de-
velopment of the agro-industrial complex, yet without
delving into the specifics of marketing strategies ap-
plied in different market conditions, leaving the issue
of the practical implementation open. The research
by A. Cheirkhanova et al. (2024) examined the influ-
ence of market factors on agricultural exports of the
Republic of Kazakhstan, including product assortment
adaptation and pricing strategies, highlighting the role
of marketing approaches in expanding international
market presence, but without providing an analysis of
the application in the context of specific countries and
regions, which limits the practical applicability of the
conclusions for exporters.

Another important factor is the analysis of the in-
fluence of foreign economic policy on the adaptation
of marketing strategies in the agricultural sector. In
the work of K.A. Akhmetova et al. (2020), attention was
focused on the study of the influence of foreign eco-
nomic policy on the export flows of Kazakhstan’s agri-
cultural products, but without examining the impact of
specific market requirements and the needs of target
countries, limiting the understanding of region-specific
strategies. In the study by R. Lencucha et al. (2020), the
focus was placed on the role of government support
programmes for agribusiness, though the effectiveness
of other tools and mechanisms, which could signifi-
cantly improve marketing strategies in the agricultural
sector, was not addressed. In the study by D. Fiankor et
al. (2020), the influence of international quality stand-
ards on competition in foreign markets was examined,
noting strategic approaches aimed at compliance with
these standards, yet without discussing issues related
to innovation in product promotion, which restricts a
comprehensive understanding of effective marketing
under conditions of global competition.




The study of the impact of modern technologies
and innovative solutions on the development of mar-
keting strategies in the agricultural sector also rep-
resents a promising research direction. In the work of
A. Ollerenshaw et al. (2023), emphasis was placed on
the implementation of digital platforms for market
analysis and product promotion, which enabled the
identification of key advantages of such technologies
for exporters, although insufficient attention was paid
to the analysis of cultural and social aspects, which
may also play an important role in decision-making
in foreign markets. In the study by M. Dayioglu and
U. Turker (2021), the role of digital platforms in ag-
ricultural logistics was explored, highlighting the ef-
fectiveness of analytical tools, yet without considering
the role of marketing strategies in adapting to specific
regional needs, which are important aspects of en-
gaging with local consumers. In the study by X. Du et
al. (2023), the economic effect of digital innovations
in the agricultural sector was considered, including
the evaluation of new methods for product promotion,
but without examining specific issues related to the
conditions of each region and the influence on mar-
keting strategies, which reduces the completeness of
the picture for a comprehensive approach to the de-
velopment of agricultural exports.

The purpose of this research was to study effec-
tive marketing strategies for the development of Ka-
zakhstan’s agricultural exports, oriented towards the
requirements of international markets. To achieve this
goal, the following tasks were set: to assess the current
state of Kazakhstan’s agro-industrial exports and the
main barriers to its development; to conduct a compar-
ative analysis of the marketing strategies of agricultur-
al exporters in various regions of the world to identify
key features, approaches, and successful practices; and,
based on the obtained data, to develop general recom-
mendations for improving marketing strategies to in-
crease the competitiveness of Kazakhstani agricultural
products in foreign markets.

MATERIALS AND METHODS

This research included the collection, processing, and
analysis of statistical data, the conducting of an inter-
regional comparative analysis, as well as the study of
successful practices in other countries, which made it
possible to formulate specific recommendations for
improving Kazakhstan’s export strategy. First and fore-
most, to analyse the current state of Kazakhstan’s agri-
cultural exports, official statistical data provided by the
Bureau of National Statistics of the Agency for Strate-
gic Planning and Reforms of the Republic of Kazakh-
stan (n.d.) and international organisations such as the
World Trade Organization (n.d.), Food and Agriculture
Organization (n.d.),and International Trade Centre (n.d.)
were used. These data included information on the dy-
namics and structure of agricultural exports, as well as
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data on the volumes of exported goods such as cereals,
meat, milk, oilseeds, and other products. The data for
2020-2024 made it possible to identify trends and key
issues in the development of the agricultural sector, as
well as to assess the degree of diversification of Ka-
zakhstan’s exports and its competitiveness in interna-
tional markets. Particular attention in the research was
paid to the comparison of marketing strategies of vari-
ous countries that were leaders in agricultural exports,
such as the United States, which allowed for the identi-
fication of the most successful and applicable methods
for Kazakhstan. For this, data on marketing campaigns,
packaging, logistics, certifications, and other aspects of
product promotion in international markets were used.
The comparative analysis covered various regions, in-
cluding Europe, Asia, the Middle East, Africa, and the
Americas, which made it possible to assess how differ-
ent approaches were adapted depending on cultural,
economic, and environmental features.

As part of the research, successful examples from
countries such as Brazil and Australia, which were
among the largest exporters of agricultural products
and had well-developed marketing strategies, were
also considered. This included a detailed analysis of
how these countries promoted the products, what in-
novations were implemented in the production and
packaging process, what quality standards were ad-
hered to, and what marketing channels were used to
enter foreign markets. These data served as a basis for
developing proposals to improve Kazakhstan’s export
strategy based on global experience. The study also
used the method of analysing trade agreements and
international standards, which allowed for the evalu-
ation of the influence on the development of Kazakh-
stan’s agricultural exports. Within this method, special
attention was paid to analysing Kazakhstan’s partici-
pation in such international economic associations as
the Eurasian Economic Union, as well as considering
various agreements with the EU and Asian countries.
The evaluation of these agreements made it possible
to identify how these countries contributed to expand-
ing access to foreign markets for Kazakhstani agricul-
tural goods and what economic and legal conditions
these states created for exporters. Moreover, during
the analysis process, various government support
programmes for exporters were reviewed, such as the
State Programme for Business Support and Develop-
ment “Business Roadmap 2025” (2022) proposed by
the Ministry of Trade and Integration of the Republic of
Kazakhstan, which were aimed at increasing the com-
petitiveness of agricultural producers and expanding
trade links with international partners. These mate-
rials provided a foundation for further study of the
methods and tools used by Kazakhstan to support and
develop agricultural exports. An important element
was the study of product certification measures, such
as GlobalGAP, Hazard Analysis Critical Control Point,
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and ISO 22000, which were important tools for en-
tering global markets. This made it possible to assess
how domestic support measures from the government
could increase the competitiveness of Kazakhstani
goods in the international arena. Based on the anal-
ysis carried out, recommendations were developed to
improve Kazakhstan’s marketing strategies in the field
of agricultural exports.

80.1

O R, N WS HMAUION N OO

2000

2005

2010 2015 2017

2018

RESULTS
Kazakhstan’s agricultural sector occupies an important
place in the national economy, providing a significant
share of gross domestic product (GDP) and being a key
source of employment for millions of citizens. In 2024,
the contribution of agriculture to the country’s econo-
my was about 4.5% of GDP, with the sector employing
over 20% of the economically active population (Fig. 1).

2019 2020 2021 2022 2023 2024

Figure 1. Share of the agro-industrial sector in Kazakhstan’s GDP
Source: developed by the authors based on the Bureau of National Statistics of the Agency for Strategic Planning and

Reforms of the Republic of Kazakhstan (n.d.)

The development of the agro-industrial complex
was largely determined by - natural conditions: Ka-
zakhstan possessed vast agricultural land covering
around 215 million hectares, of which more than 24
million hectares were allocated to arable land. This cre-
ated favourable opportunities for large-scale agricul-
tural production and its export. After 2021, the export
of agricultural products demonstrated stable growth.
In 2022, Kazakhstan exported agricultural goods worth
more than USD 5.5 billion, which was 16% more com-
pared to 2021. The export was primarily based on ce-
real crops, primarily wheat, as well as flour products,
oilseeds, meat, and dairy products. Kazakhstan estab-
lished itself as one of the largest grain producers in the
Eurasian region, and its products were in demand not
only among neighbouring countries but also in more
remote markets. The largest share of exports accounted
for cereals and flour products. Kazakhstan consistently
ranked among the top ten global suppliers of wheat
and flour, holding a significant share in international
trade. In 2022, wheat export volume exceeded 6.5 mil-
lion tonnes, and the main importing countries tradi-
tionally included Uzbekistan, Tajikistan, Turkmenistan,
Afghanistan, China, and a number of Middle Eastern
states. On the global flour market, Kazakhstan account-
ed for over 10%, making it one of the leading suppliers
of this product. In addition to cereals, oilseeds such as
rapeseed, sunflower, and flax also played an important
role in exports. The exports abroad increased due to
growing demand for vegetable oils and the processed
products. Kazakhstan actively exported oilseed prod-
ucts to China, European countries and the Common-
wealth of Independent States. It should be emphasised
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that meat exports also developed: in 2022, more than
35 thousand tonnes of meat and meat products were
sent to foreign markets, with key importers being coun-
tries such as Uzbekistan, China, and the Gulf states.
Nevertheless, despite positive trends, Kazakhstan’s
agricultural export faced a number of challenges that
limited its competitiveness in global markets. Among
the key problems were high logistics costs, insufficient
diversification of export markets, and the need to adapt
products to international standards of quality and
safety. Since the country ranked ninth in the world by
area (2.7 million km?), but lacked access to the sea, this
complicated export deliveries and increased logistics
costs. The main export routes passed through railways
and highways, as well as through river and seaports of
neighbouring countries. The railway network, covering
more than 16 thousand km and connecting the main
grain-producing regions with export hubs, played a
crucial role in grain transportation. However, most of
the infrastructure required modernisation, as the lack
of specialised grain wagons led to increased delivery
times. Key export hubs in Kazakhstan were concentrat-
ed on the borders with major trading partners. In the
western direction, products were sent through the ports
of Aktau and Kuryk on the Caspian Sea. In the east, the
main transport hub was the International Centre for
Border Cooperation “Khorgos”, through which a signif-
icant portion of agricultural supplies to China passed.
In the southern direction, Kazakhstan used road and
rail routes to export products to Uzbekistan, Tajikistan,
Turkmenistan, and further to Afghanistan. Infrastructure
development remained a key factor in increasing the
competitiveness of Kazakhstan’s agricultural exports. In




2023-2024,projects were being implemented to expand
transport corridors and modernise logistics capacities.
Kazakhstan actively participated in the Chinese initi-
ative “One Belt, One Road”, which made it possible to
develop transit routes and attract investment in trans-
port infrastructure. However, for sustainable growth in
export deliveries, comprehensive modernisation of the
entire logistics system was necessary, including the
improvement of railway transport, expansion of port
capacity and construction of modern storage facilities.
It was important to note that in order to continue
the development of the logistics system and increase
the competitiveness of agricultural exports, particular-
ly cereals, Kazakhstan was already implementing and
planning a number of specific measures. In 2023-2024,
projects to modernise the railway network began, in-
cluding the procurement of around 500 new special-
ised grain wagons to increase the speed and volume
of wheat transport, which should reduce delivery times
from the current 20-25 days to 15-18 days on key routes
such as to the port of Aktau. The capacity of ports on
the Caspian Sea was also being actively expanded: a
new grain terminal with an annual capacity of 1 million
tonnes was launched at the port of Kuryk, and dredging
works were being carried out in Aktau, which by 2025
would increase the transshipment capacity to 10 mil-
lion tonnes per year. Within the framework of cooper-
ation with China through the “One Belt - One Road”
initiative, the “Khorgos” hub was being modernised,
where the construction of a cargo airport was planned
by 2027, which would accelerate the export of grain
and flour to China and Southeast Asia, reducing deliv-
ery times from 12 to 14 days to 7-10 days. In addition,
in 2024, the digitalisation of transport procedures with
China began, including the exchange of digital permits,
which had already reduced administrative delays at the
border by 20%. An assessment of transportation costs
in Kazakhstan showed that these costs remained higher
than those of competitors with access to the sea. For
example, the transportation of 1 tonne of wheat from
Kazakhstan to China through “Khorgos” cost around
USD 80-100, including railway tariffs and transship-
ment, while countries using Black Sea ports had a cost
of USD 50-60 per tonne due to shorter routes and di-
rect access to maritime routes. Compared to Australia,
where wheat export costs through seaports ranged
from USD 4-55 per tonne, Kazakhstan lagged behind
due to the need for transit through third countries
and outdated infrastructure. However, modernisation
and optimisation of routes such as the Middle Corri-
dor (Trans-Caspian route) could reduce costs by 10-15%
by 2030, bringing these costs down to USD 70-85 per
tonne, making Kazakh grain more competitive.
Potential opportunities for cooperation with in-
ternational logistics hubs and transport corridors
opened new prospects for agricultural exports. Within
the framework of the “One Belt - One Road” initiative,
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Kazakhstan strengthened its partnership with Chi-
na, using terminals in Xi'an and ports in Lianyungang,
which had already increased container transit with
grain products by 90% over the last five years (from
TEU 18,000 in 2019 to TEU 50,500 in 2024). Cooper-
ation with the ports of Georgia (Poti) and Azerbaijan
(Baku) within the Middle Corridor made it possible
to reduce delivery time of grain to Turkey and Europe
from 40 days by sea to 15-20 days via the Caspian Sea,
and the agreement with the German Rhenus and KTZ
in 2023 aimed at developing logistics centres in Aktau
and Kuryk, which would increase grain transshipment
to 300,000 containers by 2030. These steps, supported
by investments totalling USD 18 billion under the “Nur-
ly Zhol” programme and BRI, strengthened Kazakhstan’s
role as a transit hub, providing access to EU, Gulf and
South Asian markets, which was especially important
for the export of wheat and flour.

An important factor was also that in 2022, more
than 80% of all Kazakhstan’s agro-exports accounted
for the Commonwealth of Independent States, making
it vulnerable to economic and political changes in the
region.The global agricultural products market demon-
strated steady growth, driven by population growth,
urbanisation, and changing consumer preferences.
Modern buyers increasingly focused on high-quality,
environmentally friendly, and organic products, which
was especially evident in developed countries of Eu-
rope and North America. At the same time, Asian mar-
kets, including China and India, showed high demand
for innovative agricultural products, functional nutri-
tion, and flexible pricing solutions. In the Middle East
and Africa regions, cultural and climatic factors played
an important role, requiring adaptation of products to
specific conditions.

When considering the characteristics of different
regions, it should be noted that the European agricul-
tural market was distinguished by high requirements
for quality, safety, and environmental friendliness. EU
countries operated a strict certification system includ-
ing GlobalGAP standards, Hazard Analysis Critical Con-
trol Point, ISO 22000, as well as national and regional
regulations, such as the French Label Rouge or the Ger-
man Bio-Siegel (Psuturi, 2023; Boisvert et al., 2024). For
exporters, this meant the need for full compliance with
European regulations, requiring significant investments
in production technologies, quality control systems,
and logistics processes. This forced Kazakhstan, as an
exporter of cereals and oilseeds, to comply with Com-
mission Regulation No. 1881/2006 “Setting Maximum
Levels for Certain Contaminants in Foodstuffs” (2006),
which established permissible levels of mycotoxins in
food. Also, one of the key trends in the European mar-
ket was the concept of traceability - tracing the origin
of products at all stages of the production and supply.
This included the use of digital solutions such as RFID
technologies that recorded data on the origin of raw
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materials, processing methods and storage conditions.
Companies supplying organic products to Europe were
obliged to provide full information about the supply
chain, which increased trust from consumers and reg-
ulatory authorities. In addition, the concept of sustain-
able development played an important role: producers
adhering to environmental principles gained competi-
tive advantages, as European consumers were inclined
to choose products with a low carbon footprint and
minimal environmental impact (Rama et al., 2023).

Marketing strategies in the European market were
oriented towards a value-driven approach, where the
main focus was on quality, environmental friendliness,
and social responsibility of producers. Companies ac-
tively used certification labels and markings (such as
Organic, Fair Trade, Rainforest Alliance), as well as sto-
rytelling strategies - telling stories about the origin
of products, farms, and traditional production methods.
This allowed forming an emotional connection with
consumers, which was especially important in premi-
um product segments. Another feature of promotion
in Europe was the active use of digital marketing, in-
cluding e-commerce platforms, content marketing and
social media (Palamarchuk & Korkach, 2023). For ex-
ample, large retail chains such as Carrefour and Tesco
provided separate online platforms for certified organ-
ic and environmentally friendly products. For exporters
from Kazakhstan, this created both opportunities and
challenges, as it required compliance with high stand-
ards, transparency of production, and a well-thought-
out marketing strategy adapted to the demands and
expectations of European consumers. The Asian agri-
cultural market was characterised by a high dynamic of
demand growth, driven by population increase, rising
incomes of the middle class, and changing consumer
preferences (Prabhakar, 2021). For example, in China,
the largest food importer in the region, the volume of
agricultural imports in 2022 exceeded USD 250 billion,
and there was a growing interest in organic products,
functional nutrition, and highly processed goods. In In-
dia, another major economy in the region, demand for
imported food products also grew, especially among
urban youth oriented towards healthy eating. In South-
east Asia, including Vietnam, Indonesia, and Thailand,
consumers valued variety and product accessibility,
which required exporters to be flexible in pricing poli-
cies and offer formation.

Adapting marketing communications and pack-
aging in the Asian market was a mandatory strategy
for successful product entry. The diversity of cultural
traditions, aesthetic preferences, and consumer ex-
pectations made a universal approach ineffective, so
companies had to carefully tailor the products to the
specifics of each individual market. In China, packag-
ing played a key role in product perception. Here, con-
sumers preferred bright designs with rich colours, such
as red and gold, which were associated with luck and
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prosperity. Additionally, images of natural ingredients
and emphasis on the beneficial properties of the prod-
uct were valued. One such example - on packaging of
flour or vegetable oils, symbols of health, longevity, or
even traditional Chinese patterns could be placed to
strengthen trust in the brand. Moreover, informative-
ness was an important element: Chinese consumers
wanted to see clearly indicated composition, product
benefits, as well as QR codes for quick access to in-
formation about product origin and certification. In
Japan, by contrast, preferences leaned towards mini-
malism, environmental friendliness and a high level of
aesthetics. Here, laconic packaging with soft colours,
smooth lines, and strict design was popular. Japanese
people highly valued compactness and convenience,
so manufacturers had to consider the ergonomics and
functionality of packaging. Additionally, Japanese con-
sumers tended towards conscious consumption, so the
use of recyclable or biodegradable materials became
an important factor of competitiveness. For example,
paper or fabric packaging instead of plastic was in-
creasingly used, which was perceived as a sign of care
for the environment and compliance with high pro-
duction standards (Wandosell et al., 2021). In Muslim
countries of Southeast Asia, such as Indonesia and Ma-
laysia, the key requirement was the presence of Halal
certification. Without the appropriate Halal logo, prod-
ucts could not appear on store shelves, as the majority
of local consumers chose only products that complied
with Islamic dietary laws. In addition to certificates,
cultural characteristics had to be taken into account: in
these countries, packaging had to be modest, without
images of pork, alcohol, or other prohibited elements.
The colour scheme often included green, associated
with Islamic symbolism, and Arabic phrases could ap-
pear on the packaging, emphasising compliance with
Halal standards. Manufacturers who ignored these fea-
tures risked facing low sales and difficulties entering
local markets, whereas companies that considered the
specifics of each region could gain a significant com-
petitive advantage.

Effective marketing strategies in Asia included the
use of localised digital marketing, cooperation with
popular online retailers (Alibaba, JD.com, Shopee, Laza-
da) and working with social commerce platforms such
as WeChat and TikTok (Hu, 2020; Hasani et al., 2023).
Also in China, promotion through sales on Taobao Live
allowed companies to instantly interact with the audi-
ence and increase conversion (Zhang & Erturk, 2022).
In addition, partnership programmes with local distrib-
utors and retailers played an important role, helping
to overcome language and cultural barriers and adapt
products to the specifics of the local market. For ex-
porters from Kazakhstan, this meant not only ensuring
competitive prices, but also developing specialised
marketing strategies focused on the needs and prefer-
ences of various regions of Asia.




The markets of the Middle East and Africa repre-
sented dynamically developing regions with unique
requirements for agricultural products, especially con-
cerning storage conditions, packaging, and logistics. An
important aspect of entering these markets was taking
into account the climatic conditions: high tempera-
tures and humidity required specialised packaging ca-
pable of protecting products from external factors. For
the export of cereals and flour to the countries of the
Persian Gulf, the use of multilayer moisture-resistant
bags with barrier coatings was recommended, prevent-
ing the penetration of moisture and contaminants. For
chilled and frozen meat, popular among Middle East-
ern countries, strict temperature storage regimes were
necessary, as well as special packaging methods such
as vacuum or modified gas environment, extending
the product’s shelf life (McMillin, 2020). Logistics also
played a critically important role, especially in African
countries, where infrastructure often remained under-
developed. For exports to regions such as Central and
West Africa, careful route planning and provision of
heat-resistant containers were required, as the lack of
cold storage and unstable electricity supply could lead
to product spoilage. In Middle Eastern countries, by
contrast, there was a high level of port infrastructure
development, which simplified imports; however, spe-
cific certification requirements (e.g., mandatory Halal
certification for meat products) could become a barrier
to market entry. In Saudi Arabia, the UAE, and Kuwait,
product packaging was subject to increased safety re-
quirements: toxic dyes were prohibited, special protec-
tive films were used, and labelling had to contain all
necessary information in Arabic.

Despite fierce competition and complex logistical
conditions, the markets of the Middle East and Africa
offered significant prospects for niche segments of ag-
ricultural products. Growing demand for organic and
environmentally friendly products opened opportuni-
ties for the export of organic cereals, fruits, and vege-
tables. In the countries of the Persian Gulf, consumers
were willing to pay a premium price for high-quality
products that met international standards, such as EU
Organic, US Department of Agriculture Organic or Halal
Organic. Another promising direction was the export
of specialised products that took into account cultural
and religious characteristics. In Muslim countries of the
Middle East and North Africa, there remained a high
demand for Halal meat, including lamb and beef cer-
tified according to Islamic slaughter norms. In African
countries,there was increased interest in fortified prod-
ucts, such as dairy products with added vitamins and
trace elements, since a number of regions still faced the
problem of nutrient deficiency in the diet. It was also
worth considering the growing interest in long-shelf-
life products such as dry mixes, frozen semifinished
products and canned foods. In countries where prob-
lems with cold chains remained relevant, such goods
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were highly popular. In particular, in Nigeria, Ghana and
Kenya, the consumption of powdered milk was growing,
as it was easier to store and transport than pasteurised
or ultra-pasteurised milk.

The agricultural products market in North and
South America was characterised by a high level of
competition, which required exporters to have a clear
positioning strategy and product differentiation. In the
USA, Canada, and Brazil, large agro-industrial corpora-
tions dominated, with streamlined supply chains, high
production efficiency, and significant marketing budg-
ets. This created challenging conditions for new players
to enter the market, especially from countries without
strong brands or unique selling propositions. It was
worth noting that the USA was the world’s largest pro-
ducer of soybeans and corn, as well as a significant ex-
porter of wheat, making competition in these segments
particularly intense (Gjata et al., 2022). One of the effec-
tive ways to successfully enter the American market was
to focus on the unique qualities of the product. Consum-
ers in the USA and Canada actively showed interest in
organic, environmentally friendly, and functional prod-
ucts (superfoods, high-protein products, gluten-free and
plant-based alternatives to dairy and meat products).
The demand for organic cereals and cereal-based prod-
ucts (oat flakes, flour, bakery products) grew on average
by 10-12% per year, creating promising niches for ex-
port. For exporting countries from Asia, Europe, and Lat-
in America, a successful strategy could be to enter the
premium product segment with rare properties, such as
ancient grain varieties (amaranth, quinoa, spelt) or spe-
cialised meat and dairy products, such as grass-fed beef
or farm cheeses with unique ripening technologies.

For successful entry into the American market, the
creation of a strong brand was also of great importance,
as consumers in the USA and Canada were guided not
only by quality but also by product recognition. Com-
panies without a well-promoted brand faced difficul-
ties getting onto the shelves of major retailers such as
Walmart, Costco, Whole Foods and Kroger. According
to Nielsen (2024), research, about 60% of Americans
were willing to pay more for products with a strong
marketing concept that inspired trust. Successful ex-
porters actively used the story of the product’s origin,
emphasising traditional production methods, environ-
mental friendliness, and social responsibility. Another
critically important aspect for exports to the USA was
compliance with strict safety and quality standards. The
main regulators in this area were the Food and Drug
Administration and the US Department of Agriculture,
which set stringent product requirements. Dairy and
meat products had to comply with Hazard Analysis
Critical Control Point standards, while organic prod-
ucts required US Department of Agriculture Organic
certification (Kudrenko & Hall, 2024). In turn, for ex-
ports to Canada, compliance with the Canadian Food
Inspection Agency standards was important, which
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regulated labelling, packaging, and safety requirements.
Table 1 showed the results of a comparative analysis of

marketing strategies for Kazakhstan’s agricultural ex-
ports in various regions.

Table 1. Results of comparative analysis of marketing strategies for agricultural exports of Kazakhstan

Region Key Features Marketing Strategies
Certification (GlobalGAP, Organic, ISO).
Europe High quality standards, ecology, strict Transparency of production and traceability.
requirements for product safety Focus on environmental friendliness and
sustainability of production.
Adaptation of packaging and branding to cultural
. Dynamic growth in demand, focus on . §peC|ﬁcs. . .
Asia ’ Emphasis on the functional and beneficial properties

innovative products, price flexibility

of products.
Price flexibility.

Middle East and Africa

Specific certification requirements, difficult
climatic storage conditions

Halal certification.
Development of logistics for storage and
transportation in hot climates.
Taking into account cultural preferences.

America (USA, Canada, Latin
America)

High competition, significant share of
large agricultural corporations, branding

Strong brand positioning.
Direct marketing and advertising.
Participation in international exhibitions and trade
missions.

Countries of the
Commonwealth of Independent
States (Russia, Central Asia)

Low entry barriers, traditional trade links,
dependence on infrastructure

Simplified certification procedures.
Focus on logistical accessibility.
Using the Eurasian Economic Union trade
agreements to reduce tariffs.

Source: developed by the authors

The experience of leading agricultural exporters
such as the USA, Brazil,and Australia demonstrated that
successful promotion on global markets required a com-
prehensive approach, including infrastructure develop-
ment, compliance with international quality standards,
and active marketing policy. For example, the USA effec-
tively used branding and product differentiation strat-
egies, promoting organic and high-margin goods such
as GMO-free products, functional foods, and premium
meats. Government support also played an important
role through export subsidy programmes, trade rep-
resentations, and the signing of beneficial agreements
such as NAFTA and USMCA, which reduced trade barri-
ers. Brazil focused on large-scale agricultural produc-
tion, optimised logistics, and expanded export deliver-
ies through major ports. Key export directions included
soybeans, meat, sugar, and grains to China, the EU, and
Middle Eastern countries. Australia, in turn, focused on
the premium segment, promoting high-quality wheat,
meat, and dairy products with an emphasis on environ-
mental friendliness and sustainability. This approach
proved particularly successful in Asian countries, where
demand for safe and certified products grew. For Ka-
zakhstan, applying these strategies with consideration
of national characteristics could have been beneficial.

State support was one of the key factors in the de-
velopment of Kazakhstan’s agricultural exports, con-
tributing to the competitiveness of Kazakh products on
global markets. Kazakhstan actively used mechanisms
such as agricultural subsidies, concessional lending,
and compensation of transport costs for exporters.
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Programmes such as the “Export Accelerator” and “Busi-
ness Roadmap” provided grants and tax incentives for
companies targeting foreign markets. In addition, Ka-
zakhstan actively participated in the integration pro-
cess with international trade unions such as the Eura-
sian Economic Union, of which it had been a member
since its founding in 2015. This ensured the country
duty-free access to the markets of Belarus, Armenia,
and Kyrgyzstan, where a unified customs policy and
the absence of internal trade barriers simplified export
procedures for Kazakh agricultural products, particular-
ly wheat and flour.

It should be emphasised that Kazakhstan expand-
ed trade ties through bilateral agreements with China,
Middle Eastern countries, and the EU, which contribut-
ed to the reduction of tariff and non-tariff barriers. After
signing cooperation protocols with China in 2023 con-
cerning the export of peas, lentils,and wheat, as well as
introducing preferential tariff conditions, Kazakhstan’s
wheat exports to China grew by 15% per year, reaching
around 0.8 million tonnes in 2023 compared to 0.7 mil-
lion tonnes in 2022. The agreement with the EU under
the Enhanced Partnership and Cooperation Agreement
(effective from 2020) also increased wheat flour ex-
ports to EU countries by 12% in 2023 (around 0.35 mil-
lion tonnes versus 0.31 million tonnes in 2022), thanks
to simplified certification requirements and reduced
tariffs. With Middle Eastern countries such as the UAE
and Saudi Arabia, agreements were signed in 2023 for
the supply of processed agricultural products, includ-
ing flour and sunflower oil, which led to a 20% growth




in flour exports to the UAE (about 0.2 million tonnes),
facilitated by streamlined logistics and the removal of
some phytosanitary restrictions.

However, despite these successes, not all trade
agreements led to unequivocally positive results, and
Kazakhstan faced a number of barriers and challenges in
accessing agricultural markets, especially in the wheat
and derivative niche. Within the Eurasian Economic Un-
ion, although mutual trade had almost doubled since
2015, Kazakh wheat exporters periodically encoun-
tered non-tariff restrictions such as sanitary inspections
and temporary import bans. With China, despite export
growth, there remained issues with high phytosanitary
standards and logistics costs: transportation through
remote ports such as Lianyungang increased costs by
10-15% compared to regional supplies. In the Middle
East, although demand for Kazakh flour was growing,
countries such as Saudi Arabia maintained high certifi-
cation standards, which slowed market entry - in 2023,
only 34 Kazakh companies received approval to export
to KSA, and the potential export volume was estimat-
ed at USD 500 million, of which only about 30% was
realised. The agreement with the EU also had its chal-
lenges: despite the growth in flour exports, European
duty-free import quotas remained limited, and compe-
tition with local producers and Ukraine forced Kazakh-
stan to lower prices, reducing margins by 5-7%. Thus,
although integration and bilateral agreements opened
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new opportunities, barriers such as standards, logistics,
and protectionism continued to restrain the full export
potential of Kazakh agricultural products, requiring fur-
ther work to eliminate these obstacles.

The study of different support measures in various
countries also showed that developed agricultural ex-
porters such as the USA, the EU, and Australia empha-
sised long-term agricultural development programmes
and state promotion of national brands in global mar-
kets. In the EU, for instance, the Common Agricultural
Policy was in effect, aimed at farmer subsidies, sup-
porting sustainable production, and protecting local
producers through tariff regulation. The USA used a
system of grants, tax incentives, and marketing support
through programmes such as the US Department of Ag-
riculture, which helped American farmers enter inter-
national markets. In Australia, significant attention was
paid to certification, environmental standards, and the
promotion of high-quality products on Asian markets.
This highlighted the importance of strengthening Ka-
zakhstan’s position in global trade by expanding state
support programmes and focusing on successful prac-
tices of other countries, including the development of
export logistics, product certification, and promotion of
the country’s agricultural brand. A chart of the overall
export trend of one of the key niches of the agro-in-
dustrial complex - grain (wheat) - in comparison with
other countries, was presented in Figure 2.

2020 [ 26.1 19 ® Kazakhstan
m USA
2021 BB 215 24 IVl 20 2 138 Australia
M Canada
2022 [ 20.8 27 223 )
M Ukraine
2023 TR 245 ™ Argentina
0 20 40 60 80 100 120

Figure 2. General trend of grain (wheat) exports on the world market in 2020-2023
Source: developed by the authors based on Bureau of National Statistics of the Agency for Strategic Planning and
Reforms of the Republic of Kazakhstan (n.d.), Food and Agriculture Organization (n.d.), International Trade Centre (n.d.),

World Trade Organization (n.d.)

It is worth noting that the analysis of wheat ex-
port data for the years 2020-2023 revealed both stable
global trends and specific features of individual coun-
tries, including Kazakhstan. Thus, the USA and Cana-
da remained among the key exporters on the global
market, in the range of 19-27 million tonnes and 15-
23 million tonnes respectively, although these states
faced competition and internal challenges such as
logistics and weather conditions. Australia and Argen-
tina demonstrated volatility linked to climatic factors:
Australia reached a peak of 27 million tonnes in 2022,
while Argentina fluctuated between 11 and 13.8 mil-
lion tonnes. Ukraine, despite its significant potential,

lost ground after 2021 due to geopolitical upheavals,
although a recovery to 17.5 million tonnes in 2024 indi-
cated a gradual overcoming of the crisis consequences.
Kazakhstan in this comparison stood out as a region-
al exporter with relatively modest but stable volumes,
which grew from 5.1 million tonnes in 2020 to a re-
cord 7.8 million tonnes in 2022, although in 2023 there
was a decline to 6.5 million tonnes due to drought.
Overall, the trend indicated recovery, supported by im-
proved weather conditions and demand from Central
Asia and China. Unlike the global leaders, Kazakhstan
did not aim for broad expansion into global markets
but instead strengthened its niche in neighbouring
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countries, where low transport costs and established
trade links played a key role. However, dependence on
climate and limited production volumes (12-16 million
tonnes of harvest) constrained its potential compared
to countries like the USA or Australia. Nevertheless, the
sustained export growth in 2022 and efforts to increase
shipments to China demonstrated that Kazakhstan was
capable of adapting to changes in demand and weather
challenges, maintaining its significance on a regional
scale, and also having prospects for entry into global
markets. Figure 3 presented a chart showing Kazakh-
stan’s share in global wheat exports for 2023, in com-
parison with other countries.

Russia
B Australia
Canada
USA
Ukraine

22.84%

Argentina

10.58% Kazakhstan
e ]

Other countries

Figure 3. Kazakhstan’s share
in world wheat exports on the global market in 2023
Source: developed by the authors based on the Bureau
of National Statistics of the Agency for Strategic Planning
and Reforms of the Republic of Kazakhstan (n.d.), Food and
Agriculture Organization (n.d.), International Trade Centre
(n.d.), World Trade Organization (n.d.)

The analysis of data on the share of wheat ex-
ports in the global market for 2023 shows a significant
concentration of this sector in the hands of a few key
players, with Australia (11.78%), Canada (10.58%) and
the United States (9.52%) forming a group of leaders
with a strong presence in Asia, Europe, and the Ameri-
cas, where the success is driven by product quality and
logistics. Also, Ukraine (8.41%) and Argentina (5.29%),
despite certain difficulties - geopolitical in the case of
Ukraine and climatic in the case of Argentina - retain
the prominent positions, demonstrating the ability to
adapt to challenges. Kazakhstan, with 3.13%, occupies
a modest place in this structure, reflecting its limited
global influence compared to the leaders, but empha-
sising its importance as a regional supplier, especially
to Central Asia and the near abroad. This share suggests
that Kazakhstan is successfully utilising its geographi-
cal advantages and established trade links to make a
stable, albeit small, contribution to world wheat ex-
ports. At the same time, the significant share of ‘other
countries’ (29.18%) indicates that the rest of the market
is fragmented, with many small players together ac-
counting for almost a third of shipments, leaving Ka-
zakhstan with the potential for growth if it increases
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production and diversifies its markets, for example, by
strengthening its position in China or other Asian coun-
tries. Based on the above comparative analysis, general
recommendations have been proposed for improving
marketing strategies for Kazakhstan, which are summa-
rised in Figure 4.

Developing tailored strategies
for each target region, taking
into account local
An integrated characteristics and needs
approach to export
development Strengthening measures to
improve product quality and
compliance with international

standards

Improving the logistics
network and transport systems

Investments in
infrastructure and

e Implementation of digital

technologies for market
analysis and product promotion

Creating a strong brand of

Kazakh agricultural products
Strengthening the

brand and
communications Active participation in
international exhibitions,
conferences and online
platforms

Recommendations forimproving marketing strategies

Establishing bilateral relations
with foreign distributors and
trading partners

Developing
partnerships and
cooperation Cooperation with international
organizations to exchange
experience and promote

Kazakhstani products

Figure 4. Recommendations
for improving marketing strategies for Kazakhstan
Source: developed by the authors

Thus, for the successful promotion of agricultur-
al exports, it was important for Kazakhstan to apply
a comprehensive approach that included the devel-
opment of adapted marketing strategies for each tar-
get region, taking into account the characteristics and
needs. This meant that for Europe, Asia, the Middle East,
and other key markets, it was necessary to create unique
offers that matched the specific requirements of local
consumers. For each market, a strategy had to be devel-
oped that considered cultural,economic,and legislative
characteristics, as well as the preferences of end con-
sumers. [t was also necessary to strengthen measures to
improve product quality and compliance with interna-
tional standards, which required the implementation of
certifications (GlobalGAP, ISO, Hazard Analysis Critical




Control Point), improvement of production conditions,
and adherence to environmental standards; in the case
of wheat, this could have included the introduction of
innovative processing and storage methods that con-
tributed to the preservation of its high-quality charac-
teristics. Products that met international standards had
better chances of successful promotion, especially in
countries with high requirements for safety and quality,
which was particularly relevant for cereal crops.
Investment in infrastructure and technologies was
also one of the most important factors for increasing
the competitiveness of the agricultural sector. The im-
provement of the logistics network and transport sys-
tems allowed for the reduction of delivery costs and in-
creased delivery speed, which was especially important
for goods such as fresh fruits, vegetables, and meat.
The construction of modern warehouse complexes, the
improvement of transport hubs, and the development
of railway and road routes could have significantly en-
hanced Kazakhstan’s export capabilities. The imple-
mentation of digital technologies for market analysis
and product promotion became a key element of a
successful strategy. The use of big data, analytical plat-
forms, and marketing tools helped to accurately fore-
cast demand, adapt product offerings, and effectively
promote these offerings through digital channels. Tech-
nologies could also have been useful for monitoring
and optimising supply chains, which reduced risks and
increased the efficiency of the entire export system.
Also, for a successful entry into international mar-
kets, it was necessary for Kazakhstan to create a recog-
nisable and attractive brand that would be associated
with high-quality and environmentally friendly prod-
ucts. Branding had to focus on the unique advantages
of Kazakh agricultural products, such as naturalness,
safety,and high-quality standards. It was important that
the brand reflected national identity, cultural traditions,
and the benefits of the country’s agricultural produc-
tion. It had to be recognisable on the international
stage, creating a positive impression among consum-
ers. For this, it was necessary to develop a logo, slogan,
and visual elements that would be easily perceived and
associated with high-quality products. Another impor-
tant step was the creation of marketing materials and
advertising campaigns aimed at promoting the brand
in various target markets. This could have included the
production of videos, presentations, and online cam-
paigns that emphasised the values and mission of the
Kazakh agricultural sector. One of the effective ways to
promote products was participation in international ex-
hibitions and conferences that gathered leading indus-
try players and potential buyers. These events provided
an opportunity not only to showcase products, but also
to establish important business contacts and exchange
experience with colleagues from other countries. Ka-
zakh exporters were encouraged to actively participate
in agricultural product exhibitions such as SIAL in Paris,
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Anuga in Cologne, or Gulfood in Dubai. These platforms
attracted the attention of international distributors, re-
tailers, and wholesalers, allowing Kazakh companies to
expand the client base. In the context of globalisation,
online platforms and virtual exhibitions also played an
important role in promoting products. Platforms such
as Alibaba,Amazon, and other trade portals enabled ex-
porters to enter new markets with lower costs by con-
ducting successful online campaigns.

Establishing bilateral relations with foreign distrib-
utors and trade partners was a necessary step to ex-
pand the presence of Kazakh agricultural products in
international markets. It was important to build long-
term partnerships with reliable distributors who could
effectively represent the products in target countries,
ensuring the delivery and promotion. This cooperation
could have included supply agreements, joint marketing
campaigns, and the organisation of events for product
promotion. For this, it was necessary to work actively
with trade associations and export agencies, as well as
participate in business meetings and negotiations with
key market players. Kazakhstan also had to actively co-
operate with international organisations such as the
World Trade Organization, the International Federation
of Agricultural Exporters, and other specialised institu-
tions to use the platforms for product promotion and to
gain valuable experience. Participation in international
programmes and projects contributed to the exchange
of knowledge about international markets, trends, and
technologies, which helped Kazakh producers to opti-
mise the processes and improve the quality of the prod-
ucts. It was also important to use international aid and
funding programmes to modernise production facilities
and improve product quality. Cooperation with such or-
ganisations and global agricultural market participants
opened new prospects for export expansion and for
raising the reputation of Kazakh products on the inter-
national stage.

DISCUSSION

In the course of this research, an interregional compar-
ative analysis of marketing strategies for agricultural
exports was carried out, which allowed the identifi-
cation of key features and approaches applied in dif-
ferent parts of the world. The results of the analysis
showed that marketing strategies for agricultural ex-
ports largely depended on economic conditions, the
level of government support, regulatory requirements,
and the structure of consumer demand. This demon-
strated that there was no universal approach, and
successful strategies had to take into account global
trends as well as the specifics of each target region. The
research also made it possible to identify a number of
barriers faced by agricultural exporters, including trade
restrictions, logistical difficulties, differences in certifi-
cation requirements, and the level of competition. In
the study by H. Willer et al. (2023), general trends in the
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development of agricultural exports in different re-
gions were also considered, including key factors influ-
encing its dynamics, but this work did not conduct a de-
tailed comparison of marketing strategies of different
countries, which limited the opportunities to identify
effective approaches to promoting products in foreign
markets. In the work by D. Huo et al. (2020), the im-
pact of the market environment and competitive con-
ditions on the development of agricultural exports was
analysed, focusing on product positioning strategies,
but without a detailed examination of interregional
differences in marketing strategies, which reduced its
practical relevance for countries with varying economic
conditions. In the work by Y. Liu and X. Wang (2022), an
analysis was conducted on the factors determining the
competitiveness of agricultural exports, including pric-
ing policy and product branding, but without consid-
ering the specifics of marketing strategies in different
regions, which made the conclusions less universal. In
the study by O. Bazaluk et al. (2020), successful exam-
ples of agricultural exports at the international level
were considered, looking at ways to enter new markets,
but without including a systematic interregional analy-
sis of marketing strategies, which limited the opportu-
nities to develop adaptive solutions. Thus, compared to
the mentioned works, this research presented a more
comprehensive approach, including a detailed interre-
gional comparative analysis of marketing strategies for
agricultural exports. This made it possible to identify
key success factors of various strategies depending on
the market environment and adapt these strategies to
the conditions of Kazakhstan.

The results of the research showed that marketing
strategies for agricultural exports differed depending
on the region and the level of economic development of
the country. In particular, it was noted that in countries
with a developed agricultural industry, such as the USA
and EU countries, strategies focused on promoting high
value-added products, strengthening branding, and
ensuring strict compliance with international quality
standards. These countries actively used certification,
environmental labelling, and sustainable agriculture
programmes as marketing elements, which enabled
these states to occupy strong positions in the global
market (Chykurkova et al., 2025). In the context of Ka-
zakhstan’s agricultural market conditions, it was noted
that the country’s agricultural exports faced a number
of challenges, including logistical issues and insuffi-
cient diversification of sales markets. The research em-
phasised that successful marketing strategies required
a comprehensive approach, including brand develop-
ment, adaptation to the requirements of target markets,
and the use of modern promotion tools. This opened
up opportunities for Kazakhstan to use the experience
of leading agricultural countries to develop an optimal
export strategy focused on sustainable growth and in-
creased competitiveness in the global market. In the
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course of the work by L. Lyubenov (2020), the specifics
of marketing strategies for agricultural exports under
global competition were also considered, showing that
effective strategies included the use of certification and
drawing attention to the quality characteristics of prod-
ucts, but without sufficiently detailed examination of
the factors influencing the choice of the most appropri-
ate promotion tools for different product groups. In the
study by R.l. Molina et al. (2024), the issues of adapting
marketing strategies to the requirements of different
markets were examined, emphasising the effective-
ness of combining price and non-price competitiveness
factors, forming long-term strategies for entering new
markets, but with limited coverage of regional differ-
ences, which did not allow for a full assessment of the
effectiveness of individual strategies in different mar-
ket conditions. In the research by I. Tomashuk (2023),
the impact of various factors on the development of
agricultural exports was analysed, paying attention to
competitiveness and product promotion mechanisms,
and noting that market diversification, infrastructure
development, and logistics optimisation played an im-
portant role, but without addressing changing market
conditions and global trends, which limited the appli-
cability of the conclusions in the long term. It should
be noted that the results of this study differed from the
results of the mentioned works by the breadth of cover-
age of different markets and strategies. Since the men-
tioned studies limited the analysis to individual coun-
tries or regions, which did not allow a full assessment
of the universality of the identified patterns, this study
compared different approaches on a global scale, which
allowed the examination of the applicability in various
economic conditions.

The results of this study also made it possible to
identify key features of marketing strategies for ag-
ricultural exports in Asia, the Middle East, Africa, and
the Commonwealth of Independent States, which was
an important aspect for understanding the develop-
ment potential of exports. It was noted that in Asian
countries, key elements of strategies included product
adaptation to local requirements and flexible pricing.
In the Middle East, the emphasis was placed on Halal
certification, as well as consideration of cultural prefer-
ences and hot climate conditions. In African countries,
the main success factors were flexibility in pricing and
minimisation of logistical costs. In the Commonwealth
of Independent States, export strategies were orient-
ed towards intra-regional trade, price competitiveness,
and standard unification. This confirmed the impor-
tance of using marketing approaches that considered
the economic and regulatory characteristics of target
markets, as well as consumer preferences, logistical
constraints, and the level of competition in each region.
In the study by J. Wang et al. (2022), regional marketing
strategies for agricultural exports were also examined,
noting the importance of adapting pricing policy and




product packaging according to consumer preferences,
but this work did not sufficiently consider long-term
factors influencing the sustainability of export supplies.
In the work by H. Keskin et al. (2021), an analysis of
the competitive advantages of commodity exports was
carried out, emphasising the importance of developing
partnerships and cooperation with distributors in tar-
get markets, but not paying enough attention to the
impact of trade barriers and tariff restrictions, which
could significantly affect export flows. In the research
by Q. Sun et al. (2022), the impact of risks on the struc-
ture of agricultural trade in countries with unstable
economic situations was examined, where flexibility in
market entry strategy was the main factor of compet-
itiveness, but without considering the role of govern-
ment export support programmes, which also played
an important role in shaping long-term export strategy.
In the study by H.H. Park and S.J. Cho (2021), the impact
of logistical factors on marketing strategies for agricul-
tural exports was noted, identifying the need to mini-
mise costs to improve transport efficiency, but without
examining the specifics of demand in various regional
markets, which limited the completeness of the anal-
ysis. Thus, the results of this study expanded existing
knowledge about marketing strategies for agricultural
exports, providing a comprehensive understanding of
key factors determining successful entry into foreign
markets. Unlike the mentioned works, this research
combined the analysis of marketing approaches with
consideration of logistical, pricing, and cultural aspects,
which allowed the proposal of a more holistic export
development strategy.

An important part of the work was also the devel-
opment of practical recommendations for improving
marketing strategies for agricultural exports. The de-
veloped recommendations were based on the interre-
gional comparative analysis carried out, which made
it possible to identify the most effective approaches
and adapt these approaches to the specifics of various
target markets. In particular, strategies were proposed
that took into account key barriers faced by exporters,
including logistical constraints, price competition, and
differences in consumer preferences. Special attention
was paid to the development of flexible strategies for
entering foreign markets, which included the diversifi-
cation of export destinations, improvement of product
quality, and the use of modern promotion tools. The
results of the research also showed that successful
marketing strategies had to consider not only economic
and regulatory conditions, but also sociocultural fac-
tors that influenced consumer behaviour. In this regard,
recommendations were made for adapting advertis-
ing campaigns, developing packaging, and positioning
products in accordance with the local characteristics of
target markets. Thus, the conducted research had prac-
tical significance, as the conclusions and recommenda-
tions obtained could be used as a basis for developing
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effective export strategies. This contributed to increas-
ing the competitiveness of the agricultural sector at
the global level, as well as improving the position of
Kazakhstani producers in international markets. In the
work by N.M. Abdullahi et al. (2022), an analysis of the
factors influencing the choice of agricultural export
strategies was carried out, which made it possible to
identify the effectiveness of the strategic export devel-
opment model, but in this work, the issue of adapting
marketing strategies to changing external economic
conditions and regional specifics was not examined
in detail, which limited its practical application. In the
study by T. Andrei et al. (2022), the competitive advan-
tages of agricultural products in international trade
were studied, paying special attention to the factors
increasing the attractiveness of products in foreign
markets, but without sufficient analysis of the impact
of consumer preferences and cultural factors, which
could improve the accuracy of developed strategies. In
the study by R. Birner et al. (2021), trends in the devel-
opment of the agro-industrial sector were examined,
analysing the impact of global changes such as tech-
nological innovations, but without a detailed analysis
of marketing tools and product promotion methods,
which reduced its applied value. It should be noted
that, unlike the mentioned studies focused on analys-
ing existing trends, this work also presented specific
recommendations for increasing the competitiveness
of Kazakhstan’s agricultural exports, which made its
results more significant for practical use and further
research in this field.

Thus, the conducted research, as well as the men-
tioned works, confirmed the importance of a com-
prehensive analysis of marketing strategies for agri-
cultural exports to increase the competitiveness of
producers in the global market. These studies made it
possible to identify successful approaches and adapt
these approaches to various economic and sociocul-
tural conditions, as well as to consider key barriers af-
fecting the effectiveness of foreign economic activity.
The development of substantiated recommendations
based on comparative analysis contributed to optimis-
ing export strategies, taking into account various con-
ditions. Such studies also played an important role in
shaping long-term solutions aimed at the sustainable
development of the agricultural sector, stimulating
innovation, and expanding opportunities for interna-
tional cooperation.

CONCLUSIONS

As a result of this research, a comprehensive analysis
of the current state of Kazakhstan’s agricultural exports
was carried out, with a focus on marketing strategies
aimed at expanding the presence of Kazakhstani ag-
ricultural products in global markets. The study con-
sidered the characteristics of the country’s agricultural
sector, including its contribution to GDP, which in 2024
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was estimated at 4.5%, as well as the significance of ex-
ports of key goods such as wheat (6.5 million tonnes in
2023), oilseeds, meat, and dairy products, which formed
the basis of export potential. An important aspect of
the work was the assessment of global trends in the
agricultural sector, such as the growing demand for or-
ganic and environmentally friendly products, and the
increasing requirements for product quality and safety.
These trends required Kazakhstan to adapt and improve
product quality, as well as to enhance compliance with
international standards. The study examined marketing
specifics in different markets, identified specific con-
sumer requirements, and outlined approaches to pack-
aging, certification,and communication with markets in
various regions. The research showed that successful
strategies required deep adaptation to the needs of lo-
cal markets, including consideration of cultural differ-
ences and specific consumer demand. In addition, the
impact of foreign economic policy, including participa-
tion in the Eurasian Economic Union, showed a 100%
increase in trade with partners since 2015. However, it
was noted that logistical costs (USD 80-100 per tonne
of wheat) remained a challenge compared to compet-
itors such as Australia (USD 40-55 per tonne). Based
on this data, recommendations were proposed, includ-
ing the development of flexible marketing strategies
for different regions, strengthening branding through
participation in international exhibitions, improv-
ing infrastructure, and developing partnerships with

distributors. These steps, supported by digitalisation
and investment in transit corridors such as the “Belt
and Road Initiative”, were intended to increase the rec-
ognition and competitiveness of Kazakhstani agricul-
tural products in international markets.

It should be noted that this study had some lim-
itations due to its focus mainly on current marketing
strategies without detailed analysis of the long-term
effectiveness and impact on the sustainability of agri-
cultural exports. Promising areas for further research
included a more in-depth analysis of the effectiveness
of different marketing strategies, taking into account
the specifics of individual product groups and regions,
as well as studying the impact of geopolitical and
macroeconomic factors on agricultural exports. Anoth-
er important step would be the practical testing and
adaptation of the developed recommendations in real
conditions, which would make it possible to assess the
effectiveness and identify additional opportunities for
optimising export policy.
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AHortauig. [laHe [OCNiAXEHHS CNpSIMOBaHE Ha aHani3 MapKETUHIOBUX CTpaTerii arpapHoOro eKCnopTy Ta BUSIBNEHHS
e@eKTMBHUX MiAXOAIB A0 MOro NPOCYBAaHHS HAa CBITOBMX puHKax. [ig yac pobotu Byno BMKOPUCTAHO METOAM
MOPIBHAMBHOIO aHanizy MapKeTUHroBMX CTpaTeriv MpoBiAHMX KpaiH-eKcrnopTepiB, AOCAIIKEHHS OdiliiHMX
CTAaTUCTUYHUX OAHUX, OLIHKY BMAMBY MIXKHAPOAHMX TOProBesbHWX Yrod i CTaHAAPTIB, @ TAaKOX aHani3s Aep>KaBHMUX
nporpam NiATPUMKM eKCnopTy. Pe3ynbTaTv LOCNIIKEHHS BUSBMIN KIHOYOBI 0COBAMBOCTI MapKETUHIOBUX MiAXOMIB Y
Pi3HMX perioHax Ta iIXHK 3aCTOCOBHICTb 40 Ka3aXCTAaHCbKOrO pUHKY, Ae ekcnopt nweHuui 2023 poky cTaHoBuB 6,5
MJIH TOH, abo 3,13 % Big cBiToBoro obcary B 208 mMaH ToH. byno BMBYeHO ycnilHi Mogeni eKcnopTy arponpoayKLuii
Takux KpaiH, gk CLUA (19,8 mnH ToH nwenunui 2023 poky), KaHaga (22 maH ToH) Ta ABcTpanisi (24,5 MNH TOH), WO
[lano 3MOry BUOKPEMMUTU HaMpe3ynbTaTUBHILLI iHCTPYMEHTM NPOCYBaHHS, BKIOYHO 3 OpeHAMHIOM Ta ajanTali€to
[0 CTaHAapTiB puHKiB 36yTy. AHanis mokasas, WO AN MiABULLEHHS KOHKYPEHTOCMPOMOXHOCTI Ka3axXCTaHCbKOI
npoaykLuii noTpibHa apanTtauis cTpaTterii O BMMOI KOHKPETHMX PEerioHiB, BpaxXyBaHHS CMOXMBYMX Mepesar i
BAOCKOHaNeHHs cepTudikauii nig MidkHapoaHi HopMu. byno 3a3HaveHo, Wo yyactb KasaxcraHy B €Bpasiicbkomy
€KOHOMIYHOMY COH3i CpUANA 3pOCTaHHI0 B3AEMHOI TopriBAi BABIYI 3 2015 poky. Takox Bax/IMBUM GakTopoMm Hyno
Bij3HAYEHO PO3BMUTOK AepXKaBHMX NPOrpaM NiATPUMKM EKCMOPTY, SKi TaKOX NOTPeOYTh MOCUNEHHS: DiHAHCOBA Ta
KOHCYNbTaLiMHa 4ONOMOra eKcrnopTepam, MOAEPHi3aL,if IOriCTUKM (4e BUTPATU HA MepeBe3eHHS NILEHUL CTAHOBASTb
USD 80-100 3a ToHHY npotu USD 50-60 y KOHKYpeHTiB) i UMPpPOBIi3aLis NpPOLEeCiB 3anMLWIaTbCs NpiopuTeTaMu.
Ha ocHoBi oTpMMaHMx AaHux 6yno po3pobneHo pekoMeHAauii WoAO0 BAOCKOHANEHHS MapKeTMHIrOBMX CTpaTerii
KasaxctaHy y cdepi arpapHoro ekcnopTty, ki CNpsiMOBaHi Ha OMTMMI3aLil0 NOFICTUKM, PO3BUTOK MAPTHEPCHKUX
BIOHOCMH 3 MiXXHApPOLHUMMU AUCTPMO'IOTOpPaMU, MiABULLEHHS BMi3HABAHOCTI OpeHAy Ta aKTMBHE BMKOPUCTAHHS
LUMOPOBUX TEXHOMOTIN AN NPOCYBAHHA MPOAYKLi

KnrouoBi cnoBa: MiXkHapoaHi CTaHAApTH; BpeHAMHT arponpoayKLii; CMOXMBYMIA MOMUT; NOMCTUYHA iIHDPACTPYKTYPa;
[ep>aBHa NigTpMMKa; uMdpoBi NNaTdopMK; KyNbTypHi 0COBAMBOCTI
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