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Rafal Trepka
Country Manager

payments,  
payment tools
Unlock potential in Tajikistan & in 
Central Asia
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Payment means trust, irrespectively what rails are being used at the same time UX 
can’t be compromised.

Key areas for for transaction flow
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According to customer needs and reaction of the ecosystem players to digitalization, 
several key trends rise in e-commerce sphere globally

SOURCE: SHOPIFY, DELOITTE THE RISE OF SOCIAL COMMERCE REPORT 2023, PAYPERS, GRANDVIEW, UN, MCKINSEY REPORT
1. Forecasted CAGR for 2021 – 2025 period
2. Respondents of Webscale Global Ecommerce Security Report 2021

3. 2022 UN E-Government Survey considers 193 countries

Superior UX Social Commerce
Enhanced Safety 

and Security
E-transformation of 

Verticals
Launch of Emergent 
Payment Methods

9 secs

Max wait period of 
consumers for the check-out 

page to load

+166%

Effect of user-generated 
content on uplift in 

conversion

4.76B

# of social media users 
globally as of 2023

+37%1

Forecasted growth of social 
media e-com size in Central & 

Eastern Europe & MEA

72%

of consumers concerned 
about being victims of e-com 

fraud

62%2

of businesses lost between
100-250K due to a

cyber attack

16.3%

Expected CAGR of global 
cryptocurrency payment size 

from 2022 to 2030

$7.2T

BNPL estimated e-com 
transaction value by 2025

69%

% of countries that have high to 
very high e-government 

development3

27.2%

Expected CAGR of global open 
banking market from 2023 to 

2030

59%

of consumers excited about 
transitioning everyday 

activities to the metaverse

$120B 

spent on metaverse tech and 
infrastructure in the first five 

months of 2022

Futuristic Themes: 
Metaverse and Beyond

Key Global Trends in E-commerce Ecosystem

Convenient and 
personalized UX is 

key

Social commerce is 
booming globally

Enhanced safety and 
security is more 

important than ever

Alternative payment 
and financing options 

are rising

Participation of all 
verticals in e-com 

ecosystem is 
expanding the market

Futuristic themes are 
flourishing
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In the regional context Kazakhstan leads by volume, while Uzbekistan leads by pace, 
yet Kyrgyzstan lags in retail transformation

SOURCE: EUROMONITOR, STATISTA, KYRGYZ REPUBLIC NATIONAL STATISTICS COMMITTEE, MC ADVISORY ANALYSIS
1. Historic current prices, historic YoY exchange rates, excluding sales taxes. Data for Russia is based on analytic forecasts. Data for Kyrgyzstan includes only company revenues. 
2. CAGR in 2020-2022. 

2 830

312 300

E-Com Retail 

21.8% 8.7%

44.1% 6.6%

15.4% 29.8%

19.5% -1.3%

34.0% 10.3%

Regional Benchmarks
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Size of the E-Com Market in 2022, mln USD$1 E-Com & Retail CAGR, %2
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Online Shoppers1 Logistics Performance Index

Internet Penetration Banked Population Share of E-Com in Total Retail, %

5

Regional E-com market is emerging in terms of consumer and businesses readiness, 
yet still has opportunity for advancement in comparison with Turkiye & Russia

SOURCE: WORLD BANK, MC ADVISORS ANALYSIS
1. The percentage of respondents who report using mobile money, a debit or credit card, or a mobile phone to make a payment from an account; or who report using the internet to pay bills 

or to buy something online or in a store in 2021. 

91% in Kazakhstan

77% in Uzbekistan

78% in Kyrgyzstan

64% in the world

67% in Kazakhstan

39% in Uzbekistan

26% in Kyrgyzstan

81% in Kazakhstan

44% in Uzbekistan

41% in Kyrgyzstan

74% in the world

2.7/5.0 in Kazakhstan

2.6/5.0 in Uzbekistan

2.3/5.0 in Kyrgyzstan

2020 2021 2022

7%

1%

5%

11%
12%

8%

2%

5%

14%

15%

9%

2%

4%

17%

17%

LPI is assessed on 6 major dimensions: Customs Score, 
Infrastructure Score, International Shipments, 
Logistics Competence & Quality, Timeliness, and 
Tracking & Tracing Score

E-commerce Ecosystem Snapshot

Market Readiness
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EMERGING TECHNOLOGIES CONSUMER APPLICATIONS OUR BRAND OPPORTUNITIES

Blockchain & 
Tokenization

Artificial
Intelligence

Mixed 
Reality

Augmented 
Reality

Virtual
Worlds

Digital & On-chain Assets 
(NFTs & Crypto)

Token-Gated
Access

Decentralized
Communities

Metaverse &
Immersive 
Experiences

AI Solutions &
Creative Applications

On-chain
Gaming

Decentralization

Internet of 
Things 
(IOT)

Leveraging emerging technologies to 
develop interactive experiences that 
create engagement for consumers.

Create new touch points that delivers 
value to consumers through 
connectivity and innovation.

Driving business value by creating 
tangible opportunities that better 

connects brand with consumer types.

Drives Engagement 
& Cultural 
Relevance

Expands Loyalty & 
Rewards Capabilities 

Personalized & 
Curated DTC 
Touch PointsBuilds Stronger, 

Consumer-
Driven 
Communities 

Employee 
Retention
& Engagement

Using innovation to lead the way 

in payment industry
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Thank you



Thank you!

©2023 Mastercard. All third-party product names and trademarks belong to their respective owners

The information provided herein is strictly confidential. It is intended to be used internally within your organization and cannot be distributed nor shared with any other third party, without Mastercard’s 
prior approval. This proposal is intended solely to facilitate discussion between the parties. This proposal only sets forth a general description of the financial terms that are anticipated to be included in a 
proposed agreement between the parties and shall not create a legally binding or enforceable agreement or offer. The parties acknowledge that other terms and conditions are also anticipated to be 
included in the proposed agreement. Except for the confidentiality obligations stated above, neither party shall be liable to the other party as a result of the failure to fulfill any obligation described in 
this proposal or the failure to enter into any agreement contemplated by this proposal. 

Information in this presentation or in any report or deliverable provided by Mastercard in connection herewith relating to the projected impact on your financial performance, as well as the results that 
you may expect generally are estimates only. No assurances are given that any of these projections, estimates or expectations will be achieved, or that the analysis provided is error-free. You 
acknowledge and agree that inaccuracies and inconsistencies may be inherent in both Mastercard’s and your data and systems, and that consequently, the analysis may itself be somewhat inaccurate 
or inconsistent. The information, including all forecasts, projections, or indications of financial opportunities are provided to you on an "AS IS" basis for use at your own risk. Mastercard will not be 
responsible for any action you take as a result of this presentation, or any inaccuracies, inconsistencies, formatting errors, or omissions in this presentation.
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