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ITC work in digital strategies

✓ Experience in about 15 countries raging from LDCs to transitioning economies: 

• Rwanda, Guinea, Côte d’Ivoire, Sri Lanka, Mauritius, Algeria, Viet-Nam, Ukraine…

• Basic internet connectivity services to software development, cloud business, to E-commerce

✓ Tested, evolutive, modular methodology

✓ Growing pool of industry experts and partners (Amazon, Alibaba, eBay, DHL, Novica)

✓ Monitoring policy changes, emerging trends and technologies, and analyzing their development 

implications, (SMECS, SMECO, SME Trade Academy)
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Representatives from 

each public/private 

institution and 

enterprises, to map 

trade 

competitiveness 

issues and 

opportunities.

Initial consultation 

with key stakeholders 

to obtain buy-in and 

support, and agree 

on broad direction.

Mapping value 

chains, sector 

profiles, markets, 

institutions; future 

value chains and 

plans of action. 

Validating the 

strategy and plans of 

action, agreeing on 

implementation 

management 

systems and 

structures.

Formal 

endorsement and 

launch of the 

Strategy. 

Methodology used for e-commerce strategy
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▪ Mobile Network Operators (MNOs)
▪ Fixed-line operators
▪ Internet Service Providers (ISP)
▪ Payment service providers (and 

broader fintech firms)
▪ Commercial Banks
▪ Local content service providers 

(local websites for news and info)
▪ Tertiary training institutes such as 

universities
▪ Certificate level training providers
▪ Technical, vocation education and 

training (TVET) providers
▪ Freight forwarders
▪ Custom brokers
▪ 3rd party logistics services (3PL)
▪ International shipping companies
▪ Investors and international private 

sector partners
▪ IT firms and related service 

providers such as website hosting 
services/digital branding

▪ Central Bank
▪ Telecommunications 
     Regulator
▪ Ministry of Trade/Commerce
▪ Ministry of ICT
▪ Ministry of Finance
▪ Ministry of transportation/public 

works
▪ Ministry of foreign affairs
▪ Ministry of education
▪ Ministry of youth / women / 

vulnerable groups
▪ Ministry of labor
▪ Trade promotion organization (TPO)
▪ Investment promotion agency
▪ Customs authority
▪ Taxation authority
▪ National postal service

Digital economy policy 
framework and 

institutional 
coordination

Cyber-law framework Data policy 

Business environment 
for (digital) SMEs

Trade competitiveness 
and export promotion

Investment promotion

ICT infrastructure Domestic logistics
Cross-border trade 

(incl. TF) 

FinTech Access to finance Platforms (incl. 
marketplaces), 

Digital skills and 
entrepreneurship

Support services

E-commerce is complex: 14 ecosystem segments covering 9 policy areas
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Consultative process in Kyr – Taj - Uzb 

➢Baselining phase

➢High-level ecosystem 

assessment phase

➢Strategy design phase

➢Strategy review and  

validation phase

A total of:

 

▪ 90 public sector institutions

▪ 100 non-public institutions

▪ 220 expert participants provided inputs

▪ 25% women experts
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Rationale for E-Commerce Strategies in Kyr – Taj – Uzb

Leverage 

Central Asia’s 

strategic 

geographical 

location via E-

commerce

Fast-growing E-

commerce 

capabilities among 

Central Asian 

countries

Enable growth 

in productive 

sectors and 

SME growth

Accelerate SME 

exports 

promotion in 

target markets – 

cross-border 

and 

international
…
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Scope of E-commerce strategies in Kyr – Taj – Uzb

• Overall, improving cross-border E-commerce by increasing market 

linkages domestically, intra-regionally and internationally

• Specifically, opportunity to make a difference in:

✓ Expanding electronic payments, delivery services

✓ Levering e-government services for e-commerce and trade

✓ Streamlining E-Commerce in export promotion for online SMEs

✓ Enhancing transparency of cross-border requirements

✓ Removing regulatory and procedural barriers

✓ Harmonising regulatory systems and making them mutually interoperable 

and internationally compliant

✓ Strengthening business capacities to comply with trade formalities & 

standards

✓ Participation of women-led enterprises in international & intra-regional trade.
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Indicators point to an upwards growth trajectory

Kyrgyzstan Tajikistan Uzbekistan 

   
 

Source: Statista 2020
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Source: ITC SME Competitiveness Outlook 2017

Policy areas affecting e-commerce
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SME challenges

Top three challenges: 

1. Access to financing

2. Targeted SME programs

3. Shared infrastructure

(incl. logistics)

Taxation and informality

• Patent regime is exacerbating informality

• Registration for e-commerce firms; 

• Licensing requirements for firms operating 

in more than one sector

• One stop shop not fully active

• Taxation for International Digital firms – 

implications for investment continuity 

• 2 % turnover tax + 0.1 % incentive for 3 

years

Customs regime not geared 

for e-commerce

 
• Alignment with WCO guidelines – expedited 

clearance, and simplified processes for B2C air 

shipments 

• De minimis Euros 500 → 200

• Paperless trade / single window implementation

• No (simple) procedure to handle return shipments

• Need for standardization of fees 

Access to finance

• Banks – Only 4 /25 banks provide acquiring 

services.

• Continued hesitance of financial institutions 

to adopt digital services.

• 2.5 million Bank cards, but 90+% used for 

cash operations.

• Financial literacy and trust issue.

• Digital services must be unlocked before 

use, in-premises application

Logistics and postal services

• LLC transport costs can be 25% of total costs, vs 10 % in 

non-LLCs.

• Lack of Trade Logistic Centers + distribution hubs + 

fulfillment centers

• Weak traceability of shipments

• Transportation of parcels between the central Asian 

states can take up-to 7 days primarily due to border 

clearance processes. 

• Only 15% of parcels received on simplified customs 

clearance in Bishkek are delivered same day.
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Comprehensive plans of action developed
▪ ~100 activities across 9 ecosystem areas: Based on needs and priorities identified via 

the strategy process

▪ Initial activities for PoA have been identified. Core team will elaborate further details.

▪ Activities are technical rather than political in nature.

Strategic objective

Ecosystem component

Supplementary columns - Priority, 

Implementation deadline, lead/supporting 

institutions, source of financing
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Plans of Action E-commerce strategies in Kyr – Taj – Uzb
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Plans of Action E-commerce strategies in Kyr – Taj – Uzb
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Challenges in the design phase

• Unclear leadership of the strategy implementation 

(change in the Ministries management, no assigned unit 

in charge of e-commerce, variable interest among lead 

ministry staff, etc.). 

• Competition among the ministries involved (e.g. 

Ministries of Investment, Industry and Trade vs. 

Ministries of Digital Technologies / Transformation).

• Insufficient technical knowledge and understanding of e-

commerce concepts among policymakers.

• Lacking management, technical, and E-Commerce-

specific knowledge and skills among SMEs.

• Limited resources assigned for strategy development.
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Similar issues in different countries…
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Starting the implementation… 
• In Kyrgyzstan and Uzbekistan, the responsible 

Ministries started working on tracking the 
activities, reporting and resource mobilization.

• Training sessions were conducted for 
policymakers, focusing on e-commerce concepts, 
policies and key elements necessary for the 
successful implementation of the strategy.

• E-commerce conference and study tour in Dubai 
were organised to share experience and build 
regional collaboration.

• In Uzbekistan, Centre for Digital Transformation, 
under the Ministry of Investment, Industry, and 
Trade, has been appointed to lead the 
coordination efforts for the implementation of the 
E-commerce strategy.

• In Tajikistan, a Digital Transformation Agency has 
been created.

16
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✓ High-level political leadership and alignment with national 
development objectives allow for institutional buy-in a more efficient 
strategy design.

✓ Plans of Action need to be adapted to Government requirements and 
procedures for formal endorsement, programming and monitoring.

✓ Inter-ministerial coordination takes time but is critical for the 
validation of Action Plans and of implementation responsibilities - 
and ultimately ownership.

✓ Formal endorsement by Government triggers ownership in 
implementation.

✓ E-commerce training for policy makers and SMEs at early stage 
(inception) helps create a level-playing field.

✓ Capacity building, knowledge and experience sharing (study tours) 
are critical for public-private collaboration, priority-setting and 
resource allocation for implementation…

✓ …and for improved regional cooperation on E-commerce among CA 
countries (landlocked, connectivity, interoperability of ecosystems, 
business linkages).

Key takeaways
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Darius Kurek, Senior Officer, Export Strategy, ITC

kurek@intracem.org
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Thank you for your attention !
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