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Boosting SME internationalisation through export 

promotion

 Recommendations from the 2017 peer-review 

and OECD monitoring overview

 First findings on the main evolutions and 

challenges on branding and consulting for 

export promotion

Agenda
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Uzbekistan has been modernising its export promotion system and could 

further develop consulting and its international network

3

Challenges 2017 Recommendations

Consulting

4. Expand the number of representative 

offices abroad

5. Work on a clear value proposition in co-

operation with the business community

1. Identify target markets and sectors 

2. Expand advisory and training capacities

3. Attract more certification companies

6. Develop and implement a  set of 

actionable KPIs and surveys

Marketing

Monitoring

1

2

3

Focus of today’s event
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The OECD is monitoring this year the implementation of recommendations 

on SME export promotion policies provided in 2017

 The analysis and recommendations were peer reviewed and 

endorsed by the government at Deputy Prime Minister-level at 

OECD Eurasia Week 2017

 The monitoring exercise is carried out in a different context

 Major institutional changes and reforms have taken place in 

Uzbekistan since the original peer review and will be taken into 

account.

 The COVID-19 effects on SME trade and exports were severe 

and will also be factored in the analysis

 Uzbekistan resumed its WTO accession talks in 2020, and 

joined the EU GSP+ scheme in April 2021.

 Final results and recommendations of the monitoring will be peer-
reviewed at the OECD Eurasia Competitiveness Roundtable as part of 
OECD Eurasia Week 2021

The objective of the monitoring is to get an overview of implementation

since 2017, understand why it might have stalled, and identify new 

priorities for policy action
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The monitoring process is spanning 2021

An OECD report will be prepared on:

SME Export Promotion policies in Uzbekistan

Discussion of findings 

and assessment of 

implementation

Drafting phase: 

finalise 

recommendations

Analytical work: Data 

collection; interviews; 

stock-taking

Presentation of 

methodology and initial 

findings

Research on export 

promotion policies and 

new challenges

Launch and Working 

Group 1
Working Group 2 Working Group 3

OECD Eurasia Week 

2021

Preparation for

Peer Review 

January 2021 May 2021 Q3 2021 End 2021 (date tbc)

Present draft

monitoring note at 

Ministerial-level

Discussion of draft 

results and draft 

monitoring note

O
E
C

D

Events will take place virtually until the sanitary situation allows in-person WG meetings



General approach

The OECD monitoring framework assesses implementation and maps new challenges

• Primary research and data collection stemming from a continuous dialogue between the OECD,

the government, the private sector, and international partners, including through working group 

meetings and consultations

• Three dimensions of analysis:

• Implementation progress based on the 2017 reform implementation timeline

• Why implementation might have stalled

• Identifying new challenges and priority areas for policy action

• The OECD uses a series of monitoring tools, including a matrix table of recommendations, 

questionnaires, data requests and collection, analysis of existing surveys and interviews. 

• Benchmarking and experience sharing with peer countries will be used: this will help prepare the 

peer review exercise.

• Adjusted and new recommendations will be provided at the end of the process.

The monitoring exercise is a comprehensive analysis of reform implementation 
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The progress and challenges on the implementation of measurable policy actions will 

be discussed and agreed with project stakeholders
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Boosting SME internationalisation through export 

promotion

 Recommendations from the 2017 peer-review 

and OECD monitoring methodology

 First findings on the main evolutions and 

challenges on branding and consulting for 

export promotion

Agenda



Preliminary monitoring assessment: summary table

2017 recommendations Progress status

Develop consulting activities to improve SMEs’ knowledge of foreign markets 

Identify target markets and sectors through public-private dialogue

Expand advisory and training capacities and support preferential 

access

Attract more certification companies to the country

Expand the export promotion network abroad and provide a 

clear value proposition in target markets

Expand the number of representation offices abroad with local staff

Work on a clear value proposition in co-operation with the business 

community

Monitor the work and impact of export institutions

Develop and implement a set of actionable KPIs and surveys Being assessed

Legend:

Completed          Close to completion          Being implemented          Initiated          Not started



Overall environment – our understanding of the current situation
SMEs could benefit from a more integrated institutionnal approach

• Trading houses abroad are run by exporters themselves, and are not directly 

supervised by the EPA (absence of network effects).

• Export team of the CCI advises businesses directly, and liaises with all other 

institutions active in export promotion.

• Information is available at each institution, yet absence of an easily accessible 

public database bringing together the work of all relevant public institutions 

engaged in export promotion.
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• The Government Commission for the Development of Export and Investment 

coordinates with diplomatic missions of Uzbekistan abroad (Embassies) to solve 

problems faced by exporters.

• The Export Promotion Agency provides assistance to exporters in accessing 

finance, dialoguing with authorities, negotiating export contracts, and provides 

information on export markets and implements the “Made in Uzbekistan” brand.

• Research centers (CERR, CRSM) provide on-demand studies and market analyses.

• The State Fund for Entrepreneurship Development provides trade financing.

• The CCIU is involved in identifying issues, organising business surveys, events, and 

engaging businesses.

• Uzstandard is supporting businesses on certification matters.

SMEs could benefit from more institutional co-ordination and guidance and from addressing 

remaining activity gaps (market studies to their benefit), with the creation of a “one-stop shop”

Export promotion 

institutions have been 

developed in recent 

years with clear 

mandates…

…but the export 

promotion landscape 

is complex to 

navigate for SMEs

DRAFT for 

discussion



Consulting – our understanding of the current situation
SME internationalisation is impeded by insufficient knowledge of export market opportunities

Export market analysis offer has expanded but lacks an integrated 

approach and more targeted market studies

• The Export Promotion Agency under the MIFT provides information on 

export markets and aims to further develop these activities.

• The EPA has expanded its advisory and training services during the 

COVID-19 pandemic in the digital format (webinars).

• The Centre for Economic Research and Reform and the Centre for 

Research on Sectoral Markets carry out various analyses, including market 

analysis sometimes at the request of the government, and the private sector.

• The CCIU is involved in identifying issues, organising business surveys, 

events, providing advisory services, and engaging businesses.

• JSC Uztrade provides marketing, information, and consulting services.
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 Access of individual SMEs to market analyses remains limited and could be expanded at the EPA

that could order them and make them available to SMEs

 Public-private dialogue could help target markets and needs

Action 1: Identify target 

markets and sectors through 

public-private dialogue

Action 2: Expand advisory 

and training capacities and 

support preferential access

Overall: Develop consulting 

activities to improve SME 

knowledge of foreign markets

2017 recommendations Current activities and outcomes

DRAFT for 

discussion



Consulting – Overview of export market analysis
Accurate market data and information are key to understand potential demand for Uzbek products

Step 1

Research questions

Step 2

Research (country and 

industry specific)

Step 3

Review of potential

markets

Step 4

Export plan formulation

• Trends in countries

currently buying Uzbek 

products

• Size of potential export 

markets

• Required standards, 

testing, and 

certifications

• Competing countries

• Applicable duties, taxes, 

and other costs to 

determine land cost and 

total export costs

• Available distribution 

channels

• Primary market

research can be

conducted in liaison with

abroad trade

representatives, 

Embassies, etc.

• Secondary market

research (trade statistics, 

reports)

• Select a few  target

markets (<10 for SMEs)

• Additional ananlysis to 

determine the 

suitability of the 

market (eg. marketing, 

tariff and non-tariff

barriers, etc) 

• Detailed plan for each

market on all dimensions

identified in the research

(compliance, marketing, 

etc)

• Timely sequenced plan 

(from short to long-

term)

Export market analysis is key to develop successful export promotion strategies, based on demand for products

 Is there a market for Uzbek products? And if yes, which products specifically?

 Are the products competitive both in terms of quality and cost?

 If yes, what is the most cost-effective and time-efficient export strategy?

 Export market analysis must be available for all business, especially SMEs

 It relies on successful institutional coordination (eg. EPA, Embassies, trade houses, etc).
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Consulting – our understanding of the current situation
SME exports are limited by insufficient capabilities to meet certification requirements

Certification services offer has expanded with the activities of Uzstandard

but could be further developed and streamlined to better address target 

markets
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• The Export Promotion Bureau of Uzstandard has been created to 

promote exports, and inform and provide free consulting services on 

international and country-specific requirements for standards, and discusses 

partnerships with international certification companies.

• The CCI in collaboration with Uzstandard and EPA provide trainings to 

trading companies on certification requirements.

• Main certification focus today is put on textile and agricultural products, 

while certification gaps remain in other areas (eg. country of origin claims)

• More training and information has been requested on the EU market, 

particularly to benefit from the EU GSP+ scheme.

 Certification remains expensive, especially for SMEs, cost sharing options could be considered

 SMEs lack “know-how” on export market and certification requirements

Action 3: Attract more 

certification companies to 

the country

Recommendations Current activities and outcomes

Overall: Develop consulting 

activities to improve SME 

knowledge of foreign markets

DRAFT for 

discussion



Marketing – our understanding of the current situation

The development of a network abroad from the EPA could be considered
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• The Export Promotion Agency has stepped up to conduct government 

efforts on support to exporters in Uzbekistan and abroad.

• Trade and export promotion abroad is managed by Embassies and the 

private sector (trading houses), rather than dedicated abroad network 

and offices of the Export Promotion Agency. 

• The profile of trade counsellors should be business- rather then 

diplomacy-oriented.

• Coordination between Embassies and the EPA should be stepped-up, 

and supplemented by an abroad network of business representatives.

• Active role of the CCI and abroad trading houses in supporting SMEs 

finding export distribution channels, but mainly on a bilateral basis

• Uzagroexport provides marketing, trade and logistical services to support 

exports of agricultural SMEs.

 There is a missing link in the institutionnal support to SMEs in finding export opportunities 

and distribution channels with no public export agency active abroad

 The alignment with the EPA activities at home and the current players abroad is uncertain

Recommendations Current activities and outcomes

Action1: Expand the number of 

representation offices abroad 

with local staff

Overall : Expand the export 

promotion network abroad 

and provide a clear value 

proposition in target markets

Uzbekistan has started deploying its international export promotion 

network but the link with the activities of public agencies at home seems 

weak, limiting the knowledge of opportunities for Uzbek products

DRAFT for 

discussion
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Networking and outreach – OECD Benchmark Germany
GTAI is focused on marketing and built a wide network of offices in capital cities abroad
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• The Export Promotion Agency implements the "Made in Uzbekistan" 

program to promote domestic brands and goods abroad, including 

through participation in regional and international fairs.

• Early 2021, an electronic platform on the CCI website for local brands of 

goods has been launched.

• In collaboration with the private sector, the government could further 

support the development of the national brand (eg. country of origin 

claims) and niche specialisations (eg. organic products) to reach 

international markets.

• Reaping the benefits under the GSP+ scheme will require additional

certification efforts.

 The « Made in Uzbekistan » brand should be consistently used and deployed

 Branding and niches opportunities could be seized in relation to certification and 

standardisation requirements under the European Union GSP+ scheme

Recommendations Current activities and outcomes

Action 2: Work on a clear value 

proposition in co-operation with 

the business community

The government has developed a national branding strategy (“Made in 
Uzbekistan”) that could be further expanded

Marketing – our understanding of the current situation 

The development of national brands and niches could be further supported

Overall : Expand the export 

promotion network abroad 

and provide a clear value 

proposition in target markets

DRAFT for 

discussion
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Key questions for discussion

Overall environment

Consulting

Marketing

• Does one of the export promotion institutions coordinate the work

of all others and acts as a single entry-point for businesses?

• Is there a plan to create a « one-stop-shop » (online and physical)

for exporting businesses (in particular SMEs) to access information, 

training, etc.?

• Have clear export sectors and target markets been identified? 

Which are they? Have they been identified in collaboration with the 

private sector?

• What does a typical export market analysis look like? 

• How can SMEs access such analyses?

• Have SMEs been trained to understand the requirements to be

fulfiled to benefit from the European Union GSP+ scheme? 

• How is the operational co-ordination taking place betwee trade

counsellors and the EPA? And between trade houses and the EPA?

• Does the EPA plan to open offices / send representatives abroad?

• What are the details of the “made in Uzbekistan” brand and access 

conditions for exporters? Are there other brands used?

• Are there strategies for developing country of origin claims?

Monitoring
• Which indicators are used by the agencies and Ministries when

monitoring the impact of export promotion activities?
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Next steps
A final assessment will be presented and discussed in Q3 2021

Discussion of findings 

and assessment of 

implementation

Drafting phase: 

finalise 

recommendations

Analytical work: Data 

collection; interviews; 

stock-taking

Presentation of 

methodology and initial 

findings

Research on export 

promotion policies and 

new challenges

Launch and Working 

Group 1
Working Group 2 Working Group 3

OECD Eurasia Week 

2021

Preparation for

Peer Review 

January 2021 May 2021 Q3 2021 End 2021 (date tbc)

Present draft

monitoring note at 

Ministerial-level

Discussion of draft 

results and draft 

monitoring note

O
E
C

D

Events will take place virtually until the sanitary situation allows in-person WG meetings
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Contact details

Arnault Prêtet

Deputy head of Unit, Central Asia

e-mail: arnault.pretet@oecd.org 

Amélie Schurich-Rey

Economist/ Policy Analyst, Central Asia

e-mail: amelie.schurich@oecd.org

Grégory Lecomte

Head of Unit, Central Asia

e-mail: gregory.lecomte@oecd.org
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