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GIRISIMCILIKTE YENILIiKCi BIR YAKLASIM OLARAK
E-GIRISIMCILiIGIN KIRGIZISTAN'DA UYGULANMA OLANAKLARININ
INCELENMESI

Giliniimiizde bilisim teknolojilerinin gelismesi ve internet {izerinden iletigim
olanaklarmin artmasi ile beraber girisimcilik konusunda da 6nemli degisim ve gelismeler
yasanmaktadir. internet, mobil uygulamalar, yazilimlar, sosyal medya ve diger bilgi
teknolojileri girisimcilere yeni firsatlar sunmaktadir. Tiim bu gelismeler, girisimcilikte
yeni bir yaklagim olarak e-girisimcilik olgusunu beraberinde getirmektedir.

Diinyada internet kullaniminin artisiyla beraber e-girisimcilik faaliyetlerinin
kullaninmi1 da hizla yayginlagsmaktadir. E-girisimciligin bu kadar hizli yayginlagsmasi
bir¢ok iilkede de yasal uygulamalarin diizenlenmesini beraberinde getirmektedir.

E-girisimcilik; Internet {izerindeki olanaklardan yararlanarak, yine Kisilerin
internet tizerinden ulasabilecekleri iirlin ve hizmetleri gelistirmek, pazarlamak ve satmak
yoluyla gerceklestirilen girisimcilik faaliyetleridir. Klasik girisimcilikten farkli olarak e-
girisimcilik; diisiik maliyetlerle is kurabilme, ulusal veya uluslararasi diizeyde herhangi
bir miisteriye kolayca ulasabilme, reklam ve tanitim faaliyetlerini etkili ve diisiik maliyetli
olarak gerceklestirebilme gibi avantajli yonlere sahip bir girisimcilik anlayigidir.

E-girisimcilik,  e-ticaret  basta  olmak  iizere internet {izerinden
gerceklestirilmektedir. Sosyal medya siteleri, bilgisayar yazilimlar1 ve mobil yazilimlar,
bilgi, eglence, egitim ve danmismanlik gibi birgok hizmet e-girisimcilik tiirlerine 6rnek
olarak gosterilebilir.

E-girisimciligin 6neminin ve kapsaminin her gegen giin daha da genisledigi
glinlimiiz diinyasinda, konu ile ilgili akademik alanda da aragtirmalarin hizla arttig
goriilmektedir. Ornegin; e-girisimcilik, e-ticaret gibi alanlarda uluslararasi e-dergilerin ve
makalelerin sayis1 siirekli artmaktadir. Yenilik¢i e-girisimcilik olanaklari, e-ticaret
uygulamalarindaki yeni kanun ve diizenlemeler, farkli iilkelerdeki e-ticaret ve girisimci
profillerinin incelenmesi ve e-girisimcilikte yeni teknolojiler gibi konularin incelenmesi
bu alandaki siirdiiriilen akademik aragtirmalara 6rnek olarak sunulabilir.



Tez igerisinde; “Girisimcilikte Yenilik¢i Bir Yaklasim Olarak e-Girigimeiligin
Kirgizistan'da Uygulanma Olanaklarinin incelenmesi” konusuyla ilgili genel bilgilere yer
verilmis; girisimcilik, yenilik¢ilik, klasik girisimeilikten e-girisimcilige gegis, bilgi
teknolojilerinin girisimcilige katkisi, e-girisimcilik, e-girisimcilik uygulamalari, e-ticaret
ve tiirleri, e-girisimcilikte yasal uygulamalar ve diizenlemeler hakkindaki konulara alt
basliklar olarak deginilmistir.

Bu tezin temel amaci; e-girisimcilik uygulamalarinin Kirgizistan’daki mevcut
durumunu ve sorunlarini incelemektir. Bu amaca yonelik olarak; e-girisimcilik ile ilgili
literatiir incelenerek konunun teorik altyapisi ortaya konulmus, e-girisimciligin
Kirgizistan’daki mevcut boyutlarini, karakterini, sorunlarini, ¢éziim Onerilerini ve e-
girisimciligin gelistirilme olanaklarini kapsayan bir alan arastirmasi gergeklestirilmistir.

Kirgizistan’a yonelik olarak gerceklesen calismada; tarama ve tanimlayict model
kullanilmustir. Internet aracilig1 ile elektronik girisimcilere sorulan likert 6lgekli ifadelere
alman yanitlar neticesinde, Kirgizistan’da elektronik girisimciligin uygulanma
olanaklarina yonelik ¢esitli oneriler sunulmustur. Kirgizistan’da ki siteleri tespit etmek
amaciyla Google arama motorundan faydalanilmistir. Bu amagla arama motoruna
“site:.kg” anahtar kelimesi yazilarak gelismis arama yaptirilmistir. Toplamda listelenen
sonuglar icerisinden elektronik girisimcilik faaliyeti gdsteren 150 web sitesi se¢ilmistir.
Bu web sitelerine yonelik Google Forms aracilifi ile elektronik anket hazirlanmistir.
Ayrica evrenimiz www.net.kg sitesinde listelenen katalog ile de karsilastirilmistir.

Genis kapsamli bir ¢alismanin temelini olusturacak nitelikte hazirlanan soz
konusu caligmada elde edilen anket sonuglart SPSS 23 veri ¢dziimleme programi
kullanilarak analiz edilmistir. Arastirma neticesinde; E-girisimcilerin, giivenlik ve
mahremiyet konularinin yliksek Oneminin farkinda olduklari, erkek e-girisimcilerin
sayisinin yiikksek oldugu ve agirlikli olarak lisans diizeyinde egitim aldiklar1 tespit
edilmistir. Ayrica, ¢alisanlarini teknik agidan yeterli olacak sekilde sectikleri ve onlara
siirekli egitim sagladiklar belirlenmistir.

Arasgtirma sonucunda; Kirgizistan’in e-girisimcilik konusuna Onem vermeye
basladigi ve bu konuda yasal diizenlemelerin altyapisinin hazirlanmasina yonelik
cabalarin oldugu saptanmistir. Ayrica, internet altyapisinin yeterli diizeyde oldugu ve e-
girisimciligin gelismesine yonelik engel teskil etmedigi, fakat bilgisayar sahipliginin
ortalama seviyenin altinda oldugu anlagilmistir. Vergilendirme konularinda hiikiimetin
altyap1 caligmasi yapmast ve kolaylastirict dnlemlerin alinmasi gerektigi ve kredi
kartlarinin kullaniminin artirilmasina yonelik yontemlerin uygulanmasi geregi tespit
edilmistir. E-girisimcilerin sitelerinde iletisim bilgilerine pek O6nem vermedigi ve
cogunun resmi bir firma niteligi tasimadig1 belirlenmistir. Bu nedenle de bu sitelere
duyulan giivenin zayif oldugu, yetismis teknik personelin temininde sikintilarla
karsilasildigi, sosyal medyadan gere§ince yararlanilmadigr da arastirma sonuglarinda
ortaya konulmustur.

Kirgizistan’da  lojistik  firmalarin ~ bulundugu  ancak  sehir  bazinda
yayginlagtirilmas1 gerektigi goze carpmaktadir. Biskek Postasi hizmeti sayesinde bu
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aci1gin giderilebilecegi diisiiniilmektedir. Kirgizistan’da internet kullanicilarinin daha ¢ok
mobil kullanicit oldugu ve bu nedenle sitelerin bunlara uyumlu olarak tasarlanmasi
gerektigi anlasilmaktadir. Kirgizistan’daki e-girisimcilik sitelerinin neredeyse tamamina
yakinin B2C (Business to Client) grubuna girdigi, online ticarette 3D Secure sisteminden
ve e-girisimcilik araclarindan yeterince faydalanilmadigi, giiven eksikligi nedeniyle
kapida 6deme sisteminin yaygin oldugu tespit edilmistir.

Ote yandan, Kruskal Wallis ve Mann Whitney analizleri sonucunda katilimcilarin
demografik verileri ile e-girisimcilik Olgekleri gruplarmin siralama ortalamalar
arasindaki farkin istatistiksel olarak anlamliligina bakilmistir. Analiz sonucunda ise "E-
girisimcilikte Karsilasilan Sorunlar" 6lcegi gruplan ile Isletmede "Calisan sayilari,
Cinsiyet ve Egitim" degiskenleri agisindan anlamli bir farklilik oldugu, "E-girisimcilik
Araclarint Kullanma" 6lgegi gruplart ile "Yas" degiskeni acisindan anlamli bir farklilik
oldugu ve "E-girisimciligi Gelistirmeye Yonelik Cabalar" 6l¢ek gruplarinin da "Gorev"
degiskeni agisindan aralarinda anlamli bir fark oldugu tespit edilmistir.

Anahtar Sozciikler
Girigimcilik, e-girisimcilik, e-ticaret, yenilik, bilisim teknolojileri, Kirgizistan.
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KBIPTBI3CTAHJIBIH UIIIKEPAYYJYK YOMPOCYH16 HOBATOPAYK
BIKMA KATAPBI “2JIEKTPOHAYK HIHIKEPAYYJYKTY” KUPTU3YY
MYMKYHUYYJYKTOPYH U3NJ1/100

ABBIpKBI yuypAarbl MaajablMaT TEXHJIOTMSUIAPBIHBIH OHYIYYCY >KaHa HWHTEPHET
apKpUTyy OalIaHbIll MYMKYHYYJYKTOPYHYH 6©CYYCY MEHEH Oupre HIIKepIyYIyK
’KaaThIHJA JIarbl OJyTTYY ©3repyy kaHa eHYIYyJep kepyHyyae. HTepHeT, MOOHIINK
UIITEp, IporpaMMaiap, COIMalbIK TapMaK aHa Oalllka MaalbIMaT TEXHOJIOTHUSIIAPhI
UIIKepJIepre JKaHbl MYMKYHUYJIYKTepAy Oeper. bapneik MbIHDail eHyTryysep
UIIKEPIYYITYKTOrY *KaHbl OArbIT KaTapbl 3-UIIKEPAYYJIYK TYLIYHYTYH bl KEJITIH.

JlyliHe >Xy3YH/le UHTEPHET KOJIJOHYYHYH ©CYYCY MEHEH Oupre 3-UIIKepAYYIYK
WII 4YapaJbIpblHBIH Jarbl KOJJOHYJYIly bUIJAMABIK MEHEH Kaibuiyyaa. O-
MIIKEPAYYAYKTYH YIIYHIAH BUIIAMJIBIKTA JKAWbLIYyyCy KONTOreH ©JIKeJepae Jarbl
MBIM3aMIbIK KaHa YKYKTYK YEHEMIEPIH KapaTyyaa.

D-UIIKEpAYYIAYK - HMHTEPHETTUH MYMKYHUYJIYKTOpPY apKblUlyy KalpazaH 3ie
ajaMJap MHTEpHETTeH Taba aja TypraH TOBap JKaHa KbI3MAaTTapAbl ©epuyTyIl,
KBUIIIBIPBII )KaHA CaTyy KOy MEHEH XXYPTy3YJreH HIIKEepAYYIYK UII yapantapsl 601yn
aHbpIKTA)MaT. KilacCHKanbIK MIIKEPAYYIYKTOH aWbIpMalaHbIl, J-HIIKEPAYYJIYK, a3
YBITBIMILYY OW3HEC JXYPry3YY, YJIYTTYK jKaHa YJIyTTap apajblK JACHIIJIIe Kalchl Oup
KapJapra OHOM JKOJ MEHEeH OaillaHblllyy, peKjama >KaHa TaaHbITYy MII 4YapalajpblH
TaacHpAYY KaHa a3 YbITBIM MEHEH XKYPry3YY CBhIAKTYY apThIKYbUIBIKTapra 33 OOJIroH

UIIKEPIYYIYK TYIIYHYTY.

D-MIIKEePAYYIYK, H OAMIKBICH 3-CO0J1a MHTEPHET TEXHOJIOTUSICBIHBIH HETU3NH/IC
Kypry3yiet. Conmanablk MaaabIMaT KapakaTTapblHBIH Oapakyanap/bl, KOMIBIOTEPAUK
nporpaMMaiap/ibl kaHa MOOWJIIMK IMporpammaiap/bl, MaaibIMaTThl, 3C ajyy, OWIUM
Oepyy JkaHa KeHELITEpP CHIIKTYY KONTOreH KbI3MaTTap/Abl 3-UHTEPHET TYPJIOPYHO MUCAI
KaTapbl KOPCOTCOK OOJIOT.

Yuypna >-umkepayyJayKTYH MaaHHCH jKaHa MAacIUTaOBbIHBIH KYH CalbIH ©cyIl
XKaTKaH nyiHene Oyn Temara OaiIaHBILTYy WIMMHUH jKaaTrTa Jarkl M3WIIO6JIepAYH
KeOeitymry Oalikamyyna. Mucaisl, 3-HIIKEPIYYIYK, 3-COOJIa CBIIKTYY TapMakTapa 371
apajblK KypHaJIJapblH jKaHa MakajajapAblH caHbl ecyyne. JKaHbUIBIK jKapaTyydy 3-
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UIIKEPAYYIAYK MYMKYHUYJIYKTOPY, 3-COOJa IPAKTUKACBIHAATBI >KaHbl MbI3aM >KaHa
KOHTO®  calyylap, ap KaiChl eJKeJepmery 9-coofa JkaHa WIIKEepJIepPIuH
npoQIIBACPUHUH HU3WIACHYYCY JKaHa J-HIIKePAYYJIYKTOry JKaHbl OarbITTapiablH
W3WIIEHYYCY OyJ OarbITTarsl MIIMMUN U3WII06JI0pTe MHUCcal 00JIO alar.

Huccepranusiblk umTe “UmkepayyayKTYH WHHOBAIMSIIBIK OarbIThl KaTapbl d-
UIIKepAYYAYKTY KbIpreizcrana skypry3yy MapTTapblH U3WJIA06  TeMachblHA TUHUILITYY
JKAIMbl  MaalbIMaT OpPyH  ajblll, HWIIKEPAYYIYK, HWHHOBALUS, KJIACCHUKAJBIK
UIIKEPAYYITYKTOH ANEKTPOHIYK UIIKEPIYYITYKKO eTYY, MaaabIMATThIK
TEXHOJOTHSUIAPABIH  MIIKEPAYYIYKK® CalbIMbl, J-HIOKEPAYYJIYK, 3-HIIKEPAYYIYK
MPaKTUKAChl, 3-CO0JIa >KaHa TYpPJIepYy, 3-UIIKEPAYYIYKTOry Mbl3amaap KaHa KOHIe
calyyiap apKbUlyy AYHHO >KY3YHAOry ap KaHIal »-HIIKepAYYJIYK MpaKkTUKajJapbl
KOHYHOTY TeMasiap O0eiryMYenepie KapaliraH.

Byn nuccepransulblk HMINTHH HETH3TH MakcaThl OOJIyNm 3-HIIKEPIYYIYKTY
KOJIJOHYYHYH KbIpreiscranaars! yaypzarsl a0ajiblH, KOUIeHIepyH aHBIKTOO ICENTENET.
Byn wMakcaTka BUIaMbIK 3-WIIKEPAYYJIYKKe OainmaHbluTyy amgabuii OynakTapIblH
W3WIJCHUII, TEOPHsUIBIK HErM3 TY3YJIIeH; J-HIIKepAYYJIYKTYH KeIpre3cTangarel
MacITaOblH, ©3TeYeIYKTOPYH, KOWIelIepyH, uedyy OKOJJOPYH JKaHa  o-
UIIKEPAYYIYKTYH OHYTYYCYH® OarbITTajiraH MapTTap/ibl KAMThITaH OArbITTHIK U3HII00
KYPry3YJTreH.

Kbipreizcranra 0arsITTyy W3WI1€6/16, TaHJAN alyy >KaHa aHBIKTOOYY METOJ
KOJIoHyNTraH. IHTEepHET apKblilyy CypaMiKbIIIOOJIOH AJbIHI'aH >KOONTOPAYH HETH3HH/IE,
Keipreizcrania 37eKTPOHAYK HIIKEPAYYIYKTY HIIKE aIIbIpyy MYMKYHYYJIYKTOPYHO
THUHIITYY KONTOTOH CYHYIITap KeATHpHWIreH. Kelprer3cranaars! 6apakdanapasl aHBIKTOO
yuyH Google n3nee 6apakdackl KOJIJOHYITaH. Y1yl MakcaTTa Oyn 6apakuara “site:.kg”
AUKbIY CO3 JKA3bIIBII, N37106 XKYPry3yJareH. JKanmbicbiHaH albHTaH BeO Oapakdanap/bH
TU3MECHHUHUH HMYUHEH OJJIEKTPOHAYK HINKEPAYYIYK MeHeH anekreHren 150 Beb
Oapakvacel TaHAadbl anbiHTaH. bynm BeO Oapakuamapra Google Forms apkputyy
ANIEKTPOHAYK CYypaMKbUIOO JasipiairaH. AWpbIK4a H3WIASHYY4y Ton www.net.kg
OapakyachIHAarsl TH3ME MEHEH Jarbl CAIBIIITHIPIITaH.

Kenupu wmacmrabparsl MINTHH HETW3MH Ty3yyre OarbITTajbll aTKapbUIraH
UIITETH CYpaM’KbUIOO  HaThIKachlHAAa TONTOJOrOH MaanbsiMaTTap SPSS 23
IPOrpaMMachIHbIH JKap/laMbl MEHEH aHalu3JeHreH. V3unneeHyH HaTbliKacklHAA 3-
UILIKEPJICPANH, UIICHUM jKaHa KYIySUIbIK CE3UMJICPUHUH KOTOPKY JIEHII3JIIe MAaaHUIYy
9KEHJAMIHH TYIIYHTOHIYKTOPY, SPKEK 3-UIIKEPIEPAUH CAHBIHBIH XKOTOPY SKEHINUTH KaHa
HEeTM3MHEeH 0akajaBp Japa)kachblHJa OuIMMre 33 OONTOHAYKTaphl OaiikairaH. AWpbIKya,
KbI3MAaTKEpJIEPUH TEXHUKAIbIK JKAaKTaH TajJamka Jkoon Oepe  TypraHaapblH
TaH/araHIBIKTAPhI J)KaHa aJap/blH JaiibIMa OKYTYJIyN TypraHbIrbl Oenrumiyy O0JroH.

W3unneenyH HaTblibkackiHAa; KbIprel3cTaHIbIH 3-UIIKEPAYYJIYKK® MaaHu Oepe
OamTaraHfpIrbl jkaHa Oy OarbITTa YKYKTYK JXOHIe calyyJapJblH HEru3JAepuHUH
UINTEJUI YBITyycy OOIOHYA apakeTTep XKYPYI JKaTKAaHABIThl aHBIKTAIraH. AMpbika
UHTEPHET TY3YMY Jarbl XETKWIMKTYY OOIYyM, 3-HIIKEepAYYIYKTYH OHYIYYCY Y4YyH
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TOCKOOJ 0O0JIOOTOHIYTY, OMPOK KOMIBIOTEPIUH CAHBIHBIH OPTOYO JIEHTIIJICH TOMOH
sKkeHauTu Oenrmnyy OosroH. Canblk canyy OOrOHYAa CyHYIITApAbIH OKMOT TapaObIHAH
UIITETTUN YBITYYCy J>KaHa S>KCHWIACTYYUYy HII dYapalaplblH KYPry3yJdyyCy KaHa
KPEIUTTHK KapTalaplbl KOJIOHYYHY JKalbUITyyra OarbITTaJTaH WII YapaiaapiblH
aTKapbUIyyCy KEpeK OKCHIWTH aHBIKTAITaH. dJ-WUIIKepIIepAuH OapakdanapbiHaa
OaliJTaHbBIN MaajbIMaTTapblHA OpYH OepuiIOereHIWrd >KaHa KOeMYYJIYTYHYH pacMid
UIIKaHa 0ONOOTOHIYTY M3WIAOeHYH HaThIKAachIHAA Oenrminyy OonroH. OMIOHIYyKTaH
Oyn Oapakdanmapra OOJTOH WIIEHWM TOMOH SKCH/IWTH, TEXHHKAJIBIK MEPCOHAN alyyaa
KBIMBIHYBLIBIKTAP KE3MEIIKEHANTH, Maccajblk MaajbIMaT KapakaTTapbl >KETHUIITYY
JIEHDJIIe TaiJaIaHbII0araHIbITbl H3UIA0660H OeNruayy OOJToH.

Keipreicranma noructukanblk  GupManap Oap, OMpOK IMaap ACHIIIIUHIC
KAUBIITYy KEpeK OKEHIUTH KOHYIAy Oypar. buinkek moyTackl KbI3MAThl Oy
KEeMYHJIMKTH  TOJYKTAaHT  Jere  TYmyHYK Oap.  KseIpre3cranma  WHTEpHET
KOJIJIOHYYYyJIapAblH KOMIYIYTYHYH MOOWIINK KOJAOHYYYyJap TY36T, OLIOHIyKTaH
OapakyJayiap Aarbl ymryra bUIalbIK JOJOOOPJIOHYYCY KE€pPEK SKCHIAWTHH KOpyyre O0JoT.
Keipreizcrania 3-umkepayysyk 6apakdanapbIHbIH 193pauk O6apasirsl B2C (Business to
Client) ToOyHa kupreHaurH, oHjaiiH catyynaa 3D Secure cuctemachl jkaHa Oamka 3-
UIIKEPIYYAYK Kapakartapbl TONYTY MEHEH TaiianaHplI0araHibIrbl, WIICHUMIUH
TOMOHIYTYHOH HaKTaJall TOJI66 CUCTEMAachl KEHUPH JKalbIITaHIbITbl aHBIKTAJITaH.

Kruskall Wallis menen Mann Whitney ananu3gepuHUH HaThIKAChIHAA
PECTIOHJEHTTEPANH  AeMOTpaUsIIBIK  ©3TOUeNYKTOPY MEHEH  I-HIIKepAYYJIYK
KOPCOTKYUY TONTOPYHYH HPIIT OPTOYOJOPYHYH OPTOCYHAArbl  albIpMaHbIH
CTAaTHCTUKAIIBIK XKaKTaH MAaHWIYYIYTY KapairaH. AHaJIU3IUH KBIMBIHTBHITBIHIA 00JICO
“OD-UIIKEepAYYJIYKTO  KE3INEIIKeH  Koeureunep”  KOPCOTKY4Yy  TONTOPY  MEHEH
“UmrereHIepANH CaHbBI, JKBIHBIC JKaHA OWIMM JEHr?31au” OOIOHYAa MaaHWIYY
albIPMAYbUIBIK 0ap KEHIUTH, “I-UITKEPAYYIYK KapakaTTapblH KOJJIOHYY  KOPCOTKYYY
ToOy MeHeH ‘OKamr” OoroHUa MaaHMIYy albIpMaubUIBIK Oap SKEHIUTH >KaHa ‘3-
UIIKEPIYYIYKTY OHYKTYPYYI'® OarbITTajiraH Wil apakerrep”’ KOpCOTKY4y TONTOPYHYH

60co “Kp3mat” G0r0HYa MAaaHUITYY albIpMavbUIbIK KOPCOTKOHIYTY aHBIKTAJITaH.

AYKBIY CO310P
Nmikepayynyk, SACKTPOHAYK  HIIKEPAYYIYK, ANEKTPOHAYK  COOJa-CaThIK,
WHHOBALIUSIIAP, MAAIBIMATTHIK TEXHOJIOTHLIIAP.
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AHAJIM3 BO3MOKHOCTEM BHEJIPEHUSI CUCTEMBI QJIEKTPOHHOI' O
HPEAITPUHUMATEJIbCTBA B KbIPI'bI3CTAHE, KAK
NHHOBAIIMOHHBIN ITOAXO/JA B IPEAITPUHUMATEJIBCTBE

B cBs3u ¢ pazBuTHEM MHPOPMALMOHHBIX TEXHOJIOTUNH M POCTOM BO3MOKHOCTEH
oOIIeHusT 4Yepe3 MHTEPHET, Ha CErOAHSIIHUM JeHb HAOII0JA0TCAd 3HAYUTEIbHbIE
U3MEHEeHHUs B 00JacTH HpeanpuHUMaTrenbcTBa. MHTEpHET, MOOMIIbHBIE MPUIIOKEHUS,
nporpamMmmHoe obOecrieuenue, cormuaibapie CMUW wm  napyrue uwHGOpMalMOHHBIS
TEXHOJIOTMH OTKPBIBAIOT HOBBIE BO3MOXKHOCTH [UIsl INpeanpuHumarenei. Bce atu
JOCTHKEHHUS TIOCIHY)KWIA IPUYMHOM TOSABICHUS B NPECAIPUHUMATEIBCTBE HOBOTO
N0JIX0/1a, KaK JIEKTPOHHOE NPEAIIPUHUMATENBCTBO.

B cBa3u ¢ pocrom wucnons3oBaHus MHTepHeTa B MHpe, OYEHb OBICTPO
pacrpoCTpaHsAeTCs UCIIOJIb30BAaHUE AJIEKTPOHHON MPEANTPUHUMATENBCKON 1EATEIbHOCTH.
Taxoe ObIcTpoe pacmpocTpaHeHue D-NPeANPUHIMATEIBCTBA IPUBOJUT K OPTaHU3ALNH
HOPMAaTHBHO-IPABOBBIX HOPM BO MHOTHX CTpaHax.

D-IpeANPUHUMATENECTBO — 3TO MPEIIpPUMATENBCKas JCATEIBHOCTh, KOTOpas
OCYIIECTBIISIETCS C HCIOJIb30BAaHUEM BO3MOXKHOCTEW WHTepHeTa, pa3pabaThIBArOTCS
NPOJAIOTCSl MPOAYKTHI M YCIYTH, K KOTOPBIM JIFOJM MOTYT TOJYYHTH JOCTYI 4epes3
WNuTteprer. B oTnumyme OT KIACCHYECKOTO MPEINPUHUMATEIBCTBA, AIIEKTPOHHOE
NPEANPUHIMATEIBCTBO — 3TO TaKOE MOHSATHE NPEIIPUHUMATEIBCTBA, B KOTOPOM
UMEIOTCS TIPEMMYIIeCTBA KaK HampuMep, BO3MOXKHOCTH CO3JaHHUs Ou3Heca ¢ Oolee
HU3KAMH 3aTpaTaMH, BO3MOKHOCTh KOHTAKTa KaK C MECTHBIMH, TaK M C HHOCTPAHHBIMH
MOKYIAaTCIIAMU W BO3MOXHOCTb HNPOBCACHUSA PCKIAMHBIX O3HAKOMUTCIIBHBIX pa60T
3(PEeKTUBHO U JEIICBO.

D-npeAnpUHUMATEIBCTBO, OCOOCHHO 3JIEKTPOHHAsT TOPIOBJIS OCYIIECTBISETCS
yepe3 Murepner. Caiitel coumansHbix CMM, KOMIBIOTEpHOE IPOrpaMMHOE
obecrieueHrne W MOOWIBHOE TIporpamMMHOE obOecreueHue, HWHGOPMAIMOHHBIE,
pas3BiekareibHble, O0Opa30BaTeNbHbIE M  KOHCYJIbTAI[MOHHBIC YCIYTH  SIBISIOTCS
npUMepaMu BUAOB AIEKTPOHHOTO MPeANPUHUMATEILCTBA.

B cerognsmHemM Mupe 3aMeTHa, 4TO C KaKIbIM JHEM Bce OOJbINE M OOJbIIe
pacumMpsieTcsi BAXKHOCTh U OXBAT 3-IIPEANPUHUMATENBCTBA, PE3KO BO3POCIIO KOJUYECTUBO
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aKaJeMUYEeCKHUX UCCIIEJOBaHU 10 JaHHOMY Bompocy. Hampumep, B Takux 001acTsax Kak
3JIEKTPOHHOE MPEANPUHUMATEIBCTBO M DJEKTPOHHAS TOPTrOBIISl, HEYKIOHHO pACTET
YUCJIO MEKIYHAapOJIHBIX DJJIEKTPOHHBIX JKYpHAJIOB M cTared. VIHHOBalMOHHbBIE
BO3MOKHOCTH 3JIEKTPOHHOTO NPEANPUHUMATENBCTBA, HOBBIE 3aKOHBI M1 HOPMAaTUBHbIE
aKThl B NPAKTUKE 3JEKTPOHHOM TOPrOBIH, HCCIEIOBAHUE MPOGMIS 3JICKTPOHHOM
TOPTOBIIM U MPEINPUHUMATENILCTBA B Pa3HBIX CTpaHaX M HOBBIE TEXHOJOTHH B 00JIaCTH
3JIEKTPOHHOT'O MPEANPUHUMATEIHCTBA MOTYT OBITh IIPEICTABICHBI B KAUECTBE IPHUMEPOB
MPOBOSILIMXCS HAYYHBIX UCCIIEI0OBAaHUI B 3TOM 00Js1acTu.

Tema nuccepranuu: "HccnemoBaHue BO3MOXKHOCTEM  MNpPUMEHEHHs — O-
HpeI[HpI/IHI/IMaTCJILCTBa B KI:IpFBBCTaHe, KaK I/IHHOBaI_II/IOHHblf/’I Imoaxonq K
MpPEANPUHUMATENIBCTBY'" BKIIIOUAET OO0 MH(OPMAITHIO TI0 JAHHOW TeMe, U TTOATEMbI
Kak, HpGIIHpI/IHI/IMaTeJIbCTBO, HWHHOBAIIUU, nepexon oT KIIAaCCUYCCKOI'O
peANPUHUMATEIIbCTBA K AIIEKTPOHHOMY MPEANPUHUMATEIIbCTBY, BKJIaJ
UH(POPMALIMOHHBIX TEXHOJIOTUH B MpEAIPUHUMATEILCTBO, DJIEKTPOHHOE
MpEeANMPUHUMATEIIbCTBO, MIpUMEHEHNE AJIEKTPOHHOTO MpeANPUHUMATEILCTBA,
DJIEKTPOHHAS TOPrOBIIA U €€ BUIBI, HOpPMAaTUBHO-IIPABOBBIE IIPaBWIa U PETYIUPOBAHUS
3JICKTPOHHOTO TPEANPUHUMATEILCTBA M PA3JIMYHbBIE BUIbI IPUMEHEHUS SJICKTPOHHOTO
HpeI[HpI/IHI/IMaTCJILCTBa B ane.

OCHOBHOM LIENBbIO TUCCEPTAIIMOHHON PabOThI SBISETCS M3Y4YCHHE MOJOXKCHHUS
po0JIeM MPAKTUKH AJIEKTPOHHOTO MpeAnpuHuMarenbcTBa B Keiprescrane. s atoi
1enu ObLT MpoBeeH 0030p IUTEPATYPhl M COCTABJICHBI TEOPETUYECKHUE aCTIEKThI, U OBLIO
IPOBEJICHO HCCIEA0BaHNE, HAINPaBICHHOE HA OMNpEJEICHUE HBIHEIIHETO IOJIOXKEHUS,
XapakTep, MpoOJeMbl W MYTH HMX PEIICHHSA, a TaKKe BO3MOXXHOCTEH pa3BUTHUS
3JIEKTPOHHOTO MpeANnpUHUMaTeabcTBa B Kplproizcrane.

B pabore cnenanHoi mo otHomieHWI0 K KbIprbi3cTany, ObUIH HCIIOIB30BAHBI
METOJIbI O0CIie/IOBaHUS M omnucaHus. Ha OCHOBe MOJIyYeHHBIX JAaHHBIX B PE3ylIbTaTe
IIPOBEJICHHOTO AHKETUPOBaHUS ObUIM CHAeNaHbl pPa3Hble MNPEUIOKEHUS] MO MOBOIY
YIy4IIeHUs. 3-TpeanpuHuMareabcTBa B Keipreicrane. UToObl HMACHTHPUIIMPOBATH
caiitel KbIpreizcrana Obuia MCIoOIb30BaHa mouckoBas cucreMa Google. C 3Toit 11empio
OBLIIO BBEJCHO KJIIO4YEeBOE clioBo "caifT: .kg" m mpoBeneH pacmmpeHHbINH mouck. M3
MEepPEUYHCICHHBIX BeO-caiiTeoB ObutM BBIOpaHbl 150 BeO-caliT 3aHUMAIOIIMXCS 3-
npeanpuHuMarensctBoM. C - momompio  Google  ¢opmbl  ObIITM  TOATOTOBJIEHBI
JIEKTPOHHBIE aHKEThl. JTOT CHHCOK TakyKe ObLI CpaBHEH CO CIIMCKOM B KaTajore Ha
caiite www.net.kg.

PesynpTaTel,  mOMy4eHHBIE B pe3ysNbTare  AHKETUPOBAHUS,  ObLIH
MpOaHaJIM3UPOBaHbl ¢ MOMOIIbO mporpamMbl SPSS 23. B pesynbpTare mpoBEIECHHBIX
UCCIICIOBaHM OBUIO BBISBICHO, YTO D-MIPEANPUHUMATENIM MMOHHUMAIOT Ba)XXHOCTh
BOIIPOCOB  0€30MAaCHOCTH W KOH(MHICHIIMAIBHOCTH, B OOJBIIMHCTBE MY KUHHBI
3aHUMAIOTCS JICKTPOHHBIM MPEANPUHIMATEIFCTBOM U UMEIOT BBICIIEE OOpa3OBaHUE.
Kpome TOro, oHM BBIOMpAIOT COTPYIHHKOB, TEXHUYECKH OTBEUAIOIIUX TPEOOBaHUIM
MOCTOSTHHO WX, 00yYaroT.
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B pesynbrare uccnemoBaHus, ObUIO BBISBICHO, 4TO KBIPrBI3CTaH TOXKE Hadal
yAENSATh BHUMaHUE J-TIPEANPUHUMATENBLCTBY M HANpBISATh YCIWIHS Ha pa3paboTKy
UHPPACTPYKTYPHl IOPUINYEKCKUX ACIEKTOB IO 3TOMY NoBoay. B ocobennoctu, 06110
BBISIBJICHO, 4YTO WH(QpacTpyKTypa HHTEpHETa Ha JIOCTATOYHOM YypOBHE U HETY
NPEensTCTBUA JJIs1  Pa3BUTUSL 3-NPEANUPUHMATENLCTBA, HO T[OKAa3aTeId BIAJCHUS
KOMIIBIOTEPOM HUXke cpefHero. [lo moBoay HamorooGnoxeHHs: rocyJapcTBO AOKHO
pazpaboTaTh OOJIETYCHHBIE BAapUAHTHl W METObI, HAMPABICHHBIC HAa YBEIHMUYCHHUE
UCIUIb30BaHMSI KPEIUTHBIX KapTOuyeK. OD-MpeANpUHHUMATENH YAEISIOT HEIOCTaTOUYHO
BHUMaHHUsI Ha COJEp)KaHHE KOHTAKTHBIX NAHHBIX HAa CaiiTe W OOJBIIMHCTBO M3 HUX
opuIMaIbHO HE 3aperucTpupoBaHbl. B pesynbraTe wHCcleAOBaHUS Takke ObUIO
BBISIBIICHO YTO, IO3TOMY YPOBEHb JOBEPHS K 3TUM caiiTaM HU3KOE, UMEIOTCS IIPOOIIEMBI
npu Habope TEXHUYECKOTO TepCcoHalla U COLMaJbHbIE CeTH HCHOJIb3YIOTCS Ha
HEJ0CTaTOYHOM YpPOBHE.

Tpebyer BHuManust U TO, uTo B KbIprei3ctaHe HMEIOTCS JIOTHCTUYECKHE
KOMITAaHMM, HO UX HYXXHO pa3BUTh Ha YypoBHe ropona. IIpeamonaraercs, 4to 31O
YIIyIIEHHE MOKHO HABEPCTATh MONIb3YSCh yeayraMu «buiikek Ilouracsn». Y cTaHOBIEHO,
YTO OOJBIIMHCTBO IOJIb30BATENCH HHTEPHETA, MONb3YIOYTCS MOOMIBHBIM UHTEPHETOM,
U TI03TOMY HYKHO OOpaTMTh BHUMaHHME Ha TO, YTOOBI MpPU pa3pabOTKe CalTOB 3TOT
MOMEHT TO€ yuuThiBajica. [loutn Bce caiiTel Kbiprei3ctana otHocstcst k rpynmne B2C
(Business to Client), u Ha TOIKHOM YpPOBHE HE HCIIONB3YIOTCS CUCTeMBbI kKak 3D Secure
U MHCTPYMEHTHI 3-IPeINPUHUMATENbCTBA, U3-32 OTCYTCTBHS JAOBEPHUS B OOJIBIINHCTBE
IPEIIIOYNUTAETCS CUCTEMA OIJIaThl y JIBEPH.

B pesynbrare ananuzoB Kruskal Wallis 1 Mann Whitney Obu10 paccMoTpeHO
HAJIMYME  CTATUCTUYECKH  3HAYMMBIX  pa3IMYUuil  MEXIy JAeMOorpaguyecKuMH
MOKa3aTesIMU PECTIOHICHTOB U CPEIHUX PaHKUPOBAHUS TpymIl. B pe3ynbTaTe aHanmmsa
MEXIy TnokazareasiMu rpymn  «lIpoGneMbl, ¢ KOTOPHIMH CTalKWBacTeCh B O-
npenpuHUMaTenbcTBe» U «KonmuectBo  paboOTHUKOB, mMon W 0Opa3oBaHHEY,
«Hcnonp30BaHMe WHCTPYMEHTOB J-TIPEANPHHUMATENBCTBAY U «Bo3pact», «Ycucmus,
HANPaBIICHHBIC HA Pa3BUTHE OJ-TIPEANPUHUMATENBCTBA» M «J{OIDKHOCTB»  OBLIH
BBISIBIICHBI 3HAYUMBIC Pa3ITUIHSL.

KuaroueBnle ciioBa

[IpennpuHUMaTEILCTBO, AJNIEKTPOHHOE MpeANPUHUMATENIbCTBO, AIIEKTPOHHAS
KOMMEPILIUSI, UHHOBAIMH, HH(OPMAaLMOHHbIE TEXHOJIOTHUH, KbIprbI3cTaH.

Xiil



ABSTRACT

Author : Mahmut VURAL
University : Kyrgyz -Turkish Manas University
Department : Management

Quality of the thesis : PhD Thesis
Number of Pages : XXIV - 244
Graduation Date : 22/09/2016
Supervisor : Assoc. Prof. Dr. Adem GOLEC

A RESEARCH ON IMPLEMENTATION OPPORTUNITIES OF
E-ENTERPRENEURSHIP IN KYRGYZSTAN AS AN INNOVATIVE
APPROACH TO ENTREPRENEURSHIP

Nowadays, with the development of information technologies and the escalation
of communication possibilities via internet, significant changes and developments in the
field of entrepreneurship are being experienced. Internet, mobile applications, software
programs, social media and other information technologies present new opportunities to
entrepreneurs. All these developments enhance the importance of e-entrepreneurship as
a new approach in entrepreneurship.

E-entrepreneurship activity is rapidly spreading in the world with the rise of
internet users. The fast expansion of E-entrepreneurship urges many states to make
modifications in the laws and regulations.

E-entrepreneurship activities are entrepreneurial activities to develop, market and
sell all products and services by taking advantage of opportunities brought by internet and
to be accessed by internet. Unlike the classic entrepreneurship, e-entrepreneurship is an
advantageous way of entrepreneurship based on low-cost operation, easy access to
national or international customers, realization of cost-effective advertising and
promotional activities.

E-entrepreneurship is realized via internet, particularly via e-commerce. Social
media websites, computer and mobile software programs, information, entertainment,
education and counseling services are examples of several types of e-entrepreneurship.

As the e-entrepreneurship and its importance in today's world are day by day
expanding, the academic study of this subject is also becoming more and more actual. For
instance, the number of international e-journals and articles on fields, such as e-commerce
and e-entrepreneurship, are steadily increasing. Innovative e-business opportunities, new
laws and regulations on e-commerce applications, examination of e-commerce and
entrepreneurial profile in different countries and new technologies in e-entrepreneurship
can be presented as examples of ongoing academic research in this area.
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This thesis presents a general information about the subject of "E-
Entrepreneurship As An Innovative Approach to Entrepreneurship Investigation of
Implementation Opportunities in Kyrgyzstan” with subtitles on entrepreneurship,
innovation, transition from entrepreneurship to e-entrepreneurship, contribution of
information technologies to entrepreneurship, e-entrepreneurship, applications of the e-
entrepreneurship, e-commerce and types of e-entrepreneurship, legal practices and
regulations in e-entrepreneurship.

The fundamental goal of this thesis is to examine the current situation and
entrepreneurial practices and problems in Kyrgyzstan. During the study of the current
thesis, the theoretical framework has been prepared by studying the literature on e-
entrepreneurship, and a field work has been realized based on the current size of e-
entrepreneurship, its main characteristics, problems, proposed solutions and the
possibilities of developing e-entrepreneurship in Kyrgyzstan.

In this study on Kyrgyzstan scanning and description model has been applied.
After analyzing the results of Likert scale questionnaire applied to electronic
entrepreneurs through internet, some proposals on the possibility of application of e-
commerce in Kyrgyzstan have been generated. In order to identify the websites in
Kyrgyzstan, Google search engine has been employed. Accordingly, “site:.kg” has been
typed on the search engine as key word for a more detailed search activity. 150 websites
conducting e-entrepreneurship activities were selected from the list. An electronic
questionnaire was prepared for this websites with the help of Google Forms. The universe
has also been compared with the catalog listed in the www.net.kg.

The results of the questionnaire in this comprehensive study were analyzed by
SPSS 23. As a result of the research it was seen that e-entrepreneurs were aware of the
high importance of security and privacy issues, the majority of entrepreneurs were male
and mainly undergraduate. In addition, they chose technically adequate employees, and
they provide them with continuing education.

At the end of the study, it has been seen that Kyrgyzstan has started to pay
attention to the e-entrepreneurship, and it is trying to take measures on the preparation of
the substructure for the related legal framework. Moreover, the internet infrastructure in
Kyrgyzstan is well developed, and it will not create a barrier for the further development
of e-entrepreneurship. However the number of computer users is below average. It was
investigated that the state should work on the arrangement of taxation, take measures to
ease the taxation and boost the use of credit cards. From the conducted studies it became
clear that the e-entrepreneurship websites do not pay much attention to contact data and
they do not possess qualities of an official company. With this very reason it was realized
that such websites are in lack of trust, qualified personnel, and they cannot benefit
sufficiently from the social media.

It came to attention that logistic companies are present in Kyrgyzstan, but they

should be spred with bases in all urban areas. It is expected that this problem can be solved
with the help of Bishkek Mail Services. It is understood that the majority of internet users
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in Kyrgyzstan are mobile users. Thus, the websites should be mobile friendly. It is verified
that almost all sites belong to B2C (Bussiness to Client) classification; 3D secure system
is not well employed in online business and e-enterpreneurship; and because of the lack
of trust payment on door is widely preferred. According to Kruskal Wallis and Mann
Whitney analysis model, the meaningful difference between the demographic data and
the average ranking of groups’ e- enterpreneurship scales is statistically analyzed.

As a result of this analysis, it is has been verified that there are meaningful
differences between the variables of "the challenges in e-entrepreneurship" and "the
number of the gender and education level of employees", between the scales of “the use
of e-business tools" and "the age" groups, "efforts aimed at developing e-business" and
"position" groups.

Key Words

Entrepreneurship, e-entrepreneurship, e-commerce, innovation, information technology,
Kyrgyzstan
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