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1. Introduction  

 

The digital revolution that began at the end of the 20th century is associated with the widespread 

introduction of information and communication technologies. It has shaped all spheres of human 

life, including the development of the world economy and trade. 

 

The digitalization of goods exchange processes has made it possible to multiply the speed and 

volume of trade around the world, speeding up the clearance procedures and, in many cases, 

eliminating the human factor in the implementation of goods exchange operations. 

 

There are now various terms in relation to the concept of "e-commerce" such as "e-commerce", 

"Internet commerce", "digital trade". The latter concept used by the OECD in its report “Digital 

Commerce and Market Openness” published at the end of 2018 was in the meaning of “digital 

transactions with goods and services that can be represented both in digital and in physical form”. 

The most frequently encountered concept in Russian-language literature is "electronic commerce". 

In this paper, the term "electronic commerce" will be used, which is generally similar to the 

concept of "electronic trade" in the meaning of "a set of enforcement of civil obligations through 

electronic communication, electronic payment methods and document circulation." This concept 

is synonymous with the concepts of "digital (electronic) trade" and "Internet trade". At the same 

time, a basic broad interpretation of the term "trade" is applied, as given in Article 1 of the 

UNCITRAL Model Law "On Electronic Commerce")1 , which covers issues arising from all 

commercial relations, both contractual and non-contractual: 

 

“Relationships of a commercial nature include, but are not limited to, the following transactions: 

any trade transaction for the supply or exchange of goods or services; distribution agreement; 

commercial representation or agency; factoring; leasing; construction of works; consulting; 

engineering; licensing; investment; financing; banking; insurance; exploitation agreement or 

concession; joint venture and other forms of industrial or business cooperation; carriage of goods 

or passengers by air, sea, rail or road.” 

 

2. Economic development during the COVID-19 pandemic and the spread of e-

commerce 

2.1 The economic crisis during the COVID-19 pandemic and its consequences The 

active growth of global e-commerce was fueled by the COVID-19 pandemic that 

erupted in late 2019 and continued throughout 2020. 

The social and economic shocks caused by the COVID-19 pandemic are affecting countries' efforts 

to improve living standards and achieve the Sustainable Development Goals (SDGs). Early 

measures to contain the spread of the COVID-19 pandemic negatively impacted all transport 

operations, resulting in severe disruptions to supply chains and trade flows around the world. 

In 2020, FDI flows to transition economies in Southeast Europe and the CIS will decline by about 

38 percent. This is stated in the report of the United Nations Conference on Trade and 

Development (UNCTAD). Its authors also predict a drop in investment in the extractive industry2. 

 
1 https://uncitral.un.org/sites/uncitral.un.org/files/media-documents/uncitral/ru/v1504119_ebook.pdf 
 
 
2 https://unctad.org/system/files/official-document/wir2020_en.pdf 



Due to the coronavirus outbreak in 2020, global foreign direct investment (FDI) flows around the 

world will decline by 40% compared to last year. At the same time, according to experts, 

developing countries will not be able to recover from such a blow right away. 

In 2019, global foreign direct investment (FDI) was $ 1.5 trillion, and in 2020 it will be below $ 1 

trillion, the lowest indicator since 2005. Investment flows are projected to decline by another 5-

10% in 2021, and some recovery will not begin until 2022. 

The WTO Secretariat has prepared a study on the impact of the COVID-19 pandemic on e-

commerce: experts note an increase in the scale of e-commerce, as consumers are forced to adapt 

to quarantines and social distancing measures, and are considering some related challenges, such 

as, for example, the need to bridge the digital gap both within countries and between them. The 

document also outlines a vision of how the WTO Trade Facilitation Agreement could become a 

tool to address some of the challenges posed by the COVID-19 pandemic and its economic 

implications.3 The experiences and lessons learned from the COVID-19 crisis could provide 

additional impetus for global e-commerce cooperation, which can significantly ease the rules for 

cross-border movement of goods and services, reduce the digital gap and create a more 

comfortable environment for small businesses. 

The analysts at the Roscongress Russian Foundation have shown how the COVID-19 pandemic 

has changed consumer's behavior and has significantly influenced consumption patterns4.  

The use of social distancing, quarantines, and other measures in response to the COVID-19 

pandemic has resulted in more online purchases, using social media, internet telephony and 

teleconferencing, and streaming videos and movies. This has resulted in a surge in sales to 

consumers (B2C) and an increase in inter-business (B2B) e-commerce. The increase in consumer 

sales is particularly noticeable in the segments of medical products, household goods, basic 

commodities, and food products sales. 

Internet and mobile data services are experiencing a period of increased demand, which has led to 

the need for urgent technical and regulatory adaptation. However, a certain segment of online 

shopping has experienced a sharp decline in demand: for obvious reasons, the platforms for 

booking accommodation and airline tickets have shown a record decrease in traffic. 

 

Electronic commerce of goods and services was negatively impacted by the same factors that led 

to disruptions in demand and supply in general - logistic delays or cancellations of orders. Other 

concerns include unnecessary price increases, product safety issues, cybersecurity and fraud 

issues, etc. 

The pandemic has brought to the fore the problem of the digital divide, both within and between 

countries. Given the key role of the digital economy in crisis, the need to bridge this gap becomes 

paramount, especially in developing countries and the most vulnerable subgroup - the least 

developed countries (LDCs). In a crisis, efficient and affordable information and communication 

technology (ICT) services such as telecommunications, computing and other IT services are 

becoming critical. 

The pandemic has highlighted the importance of digital technologies in general and has revealed 

many vulnerabilities in the global economic structure. In a view of this, it is important to facilitate 

the cross-border movement of goods and services, to reduce the digital divide, and to equalize 

conditions for micro, small and medium-sized enterprises (MSMEs). One of the tools for 

 
3 https://www.wto.org/english//tratop_e/covid19_e/ecommerce_report_e.pdf 
4 https://roscongress.org/materials/elektronnaya-kommertsiya-torgovlya-i-pandemiya-covid-19/ 



responding to the crisis could be the implementation of the WTO Agreement on Trade Facilitation, 

adopted in 20175.  

As a result of the economic crisis analysis, the states have realized the need to ensure uninterrupted 

access to modern communication channels for population, the governments, and the private sector 

took measures to ensure the smooth and uninterrupted functioning of electronic commerce: 

specialized structures of different countries worked to increase the network bandwidth, to provide 

advanced data transmission services at a minimum price, and to reduce transaction costs for online 

payments and transfers. 

The global nature of the pandemic and its impact on global trade (including an increase of e-

commerce share) can help strengthen international cooperation and further develop uniform 

regulations for purchases and deliveries via the Internet. The realities of the current crisis have 

shown that e-commerce can be an effective tool for consumers, and can become an economic 

engine for both domestic economic growth and the entire international trade.6 

 
2.2. The main challenges and opportunities for the development of e-commerce in Russia. 

 

A) Challenges in RF. 

 

1. At the moment in the Russian Federation, there are unequal conditions for doing business 

between Russian and foreign online stores. This inequality based on the chosen model of online 

business by an entrepreneur importing or selling imported and Russian goods on the territory of 

the Russian Federation7. 

 

In the field of e-commerce, there are 2 main business models: 

1. Classical model 

 

It requires a legal entity registered in the Russian Federation. The online shop can sell both 

Russian-made and imported goods. In this case, the goods are imported classically and undergo 

full customs clearance at the border of the Russian Federation per the customs regulations, the 

shop must follow Russian legislation in the field of trade, and, in particular, in distance selling, 

consumer protection, tax, besides it must follow supranational and national legislation in the field 

of customs clearance and technical regulation.   

 

2. Cross-border model 

 

It does not require registration of a legal entity on the territory of the Russian Federation. The 

import of goods is carried out directly in the name of individuals in an international mail. Such 

goods are declared as goods for personal use, and their import is governed by the Agreement of 

the Customs union "On the procedure for movement of goods for personal use by individuals 

across the customs border of the customs union and the performance of customs operations related 

to their release" dated 18.06.20108 . In this case, the shop, being acting under another legislation, 

is not obliged to comply with Russian law. As a rule, such shops use an intermediary's online 

platform to sell goods. 

 

Key differences between classic and cross-border trading models: 

 

 
5 http://docs.cntd.ru/document/542600777 
6 https://roscongress.org/materials/elektronnaya-kommertsiya-torgovlya-i-pandemiya-covid-19/ 
7 https://akit.ru/crossborder-regulation/ 
8 http://www.consultant.ru/document/cons_doc_LAW_102086/ 



An analysis of the list of actual costs and regulatory procedures required for the import and 

delivery of goods to the final consumer shows that logistics and other costs of foreign and Russian 

online shops are comparable. However, the most significant differences are in the payment of 

taxes, customs duties, certification costs, labeling under Russian legislation, etc. 

 

Classic model (in-country) 

Russian online shops that import goods, as opposed to foreign ones are required to comply with 

the following requirements: 

1) pay taxes and fees established by Russian legislation (including import VAT - 20% and 

customs duties - in average 8%); 

2) ensure the availability of an official importer who is obliged to accept claims from consumers 

(for imported goods); 

3) ensure to provide the consumers with all the necessary information about the product, 

manufacturer, an importer in Russian, label the goods; 

4) ensure the compliance of the produced (imported, sold) goods with the mandatory 

requirements of the legislation on technical regulation (certification or declaration procedure); 

5) ensure the maintenance and repair of goods during the warranty period, service life, 

production period (availability of service centers, the supply of spare parts); 

6) ensure compliance with the requirements of the legislation on the protection of consumer 

rights within the time limits established by law; 

7) levy taxes on all non-cash transactions on the Internet using electronic means of payment 

(starting from 01.07.2017). 

 

Fulfillment of the entire set of the above-mentioned requirements is mandatory under the current 

legislation of the Russian Federation. The existing mechanism allows the state to ensure the right 

of consumers to receive reliable information about a product, to guarantee the quality and safety 

of goods purchased by citizens, to create an opportunity to restore violated rights and to receive 

compensation. The established uniform requirements also contribute to the formation of equal 

competitive conditions for all companies engaged in the production and sale of goods. 

 

Separately, it should be noted that according to the current legislation of the Russian Federation, 

the manufacturer, importer, seller and service center are equally obligated and responsible to 

consumers. In a market economy, this provides maximum protection for the customer. Bankruptcy 

or leaving the market of one of the links does not relieve other entities’ responsibility to the 

consumer and the state. Also, each participant in the manufacturer-consumer chain provides jobs 

and is a taxpayer to the RF budget.  

 

In addition to all of the above, compliance with all the requirements of the law, of course, 

entails significant costs for bonafide Russian companies and affects the cost of production. And, 

on the contrary, if the company does not supply goods with information in Russian, does not 

provide the possibility of maintenance and repair, does not comply with the legislation on technical 

regulation, and does not pay taxes and fees, then it may offer a dumping price for the goods (below 

market price). 

 

Cross-border model 

Currently the B2C is the most popular model. 

In this business model, goods are delivered via international mail as goods for personal use. 

Opening a legal entity on the territory of the Russian Federation is not required. Russian legislation 

in the field of consumer protection and taxation does not apply to such purchases, besides, there is 

no need to comply with legislation on technical regulation. As a rule, such online stores sell their 



goods through online intermediary platforms, the most popular of which are Aliexpress, eBay, and 

Amazon. 

The import of such goods is regulated by the aforementioned Agreement of the Customs Union 

"On the Procedure for movement of goods by individuals for personal use across the customs 

border of the Customs Union and the performance of customs operations related to their release" 

dated 18.06.2010. 

The import goods duty-free  rate  for personal use in international mail into the territory of the 

Russian Federation from January 1, 2020, is 200 euros or 31 kg of weight per month per person 

(the limit of purchases per month is currently not administered technically, since more than 50% 

of international mails are unregistered and there is no information about their value, content, sender 

and recipient). 

Foreign players using the cross-border trade channel to sell goods are not required to comply with 

the norms set for Russian retailers listed above. 

In addition, the regulatory differences described above provide many advantages to the cross-

border trading model and make it more attractive for doing business. 

 

The lack of proper regulation in this area led to the fact that Russian entrepreneurs began to 

withdraw their business activities abroad: to China, Latvia, and other countries outside the EAEU. 

The largest online retailers have opened cross-border sales channels and have optimized (or 

completely eliminated) their costs for taxes, fees, duties, certification, labeling, warranty service, 

etc. 9 

 

B) Challengers in the KR: 

Everything or almost everything of the mentioned above, typical for Russia, is also typical for the 

development of e-commerce in the Kyrgyz Republic. 

There are also additional difficulties: 

- General underdevelopment of the economy; 

- Insufficient Internet coverage of the territory of the Kyrgyz Republic: 

a) The number of high-speed Internet users in Kyrgyzstan - only about 250,000 people, or almost 

11 percent of users. The worldwide network covers 35 percent10 of the population. 

b) Kyrgyzstan ranks 166 in the world Internet speed rating (Kazakhstan - 88th place, Russia - 53rd 

place11). 

- Insufficient number of IT specialists; 

- Weak development of logistics chains; 

- The absence of a governmental structure to promote e-commerce and to involve as many 

producers as possible, including women and young people, including those living in rural areas; 

- Lack of state, financial, and fiscal incentives for the development of e-commerce in the Republic; 

- Lack of educational and advertising measures aimed at involving the public and business in the 

sphere of electronic commerce. 

 
9 https://akit.ru/crossborder-regulation/ 
10 Digitalization in Kyrgyzstan. Risks. Prospects. Threats.  

http://www.cetrn.org/ru/post/tsifrovizatsiya-v-kyrgyzstane-riski-perspektivy-ugrozy-chast-i 

11https://thinktanks.by/publication/2019/07/04/v-mirovom-reytinge-skorosti-interneta-belarus-podnyalas-na-9-

pozitsiy.html 

https://thinktanks.by/publication/2019/07/04/v-mirovom-reytinge-skorosti-interneta-belarus-podnyalas-na-9-pozitsiy.html
https://thinktanks.by/publication/2019/07/04/v-mirovom-reytinge-skorosti-interneta-belarus-podnyalas-na-9-pozitsiy.html


Barriers to e-commerce in the KR 

 

Several factors currently hinder the development of electronic commerce. As many experts point 

out, because of the lack of Internet acquisitions (sale and purchase of goods and services via the 

Internet using bank payment cards), the high cost of delivering goods, and the imperfections of the 

legal systems of the countries in the region are still underdeveloped. For example, there are more 

than 200 online shops in Kyrgyzstan, but 90 percent of the payments are made in cash when the 

goods are received.12 

 

C) E-commerce development opportunities in Russia. 

 

The e-commerce prospects in Russia are currently influenced by the following trends: 

- Reduction in the number of traders in the market, mergers, and acquisitions 

The period of chaotic opening and closing of Internet stores is passing. The main players have 

secured their positions, and the market is moving into the stage of stable development. The 

«entrance ticket» price to the market has increased substantially. Now, for a successful start to a 

new project, customers must immediately make an offer on the scale of what market leaders are 

already working with. At the same time, the economic crisis and the magnitude of the required 

investments have significantly increased the risks of entrepreneurs. 

- Active development of e-commerce logistics 

There are already clear leaders in this market. These companies are growing steadily, getting 

bigger. Many small players, by contrast, bend on selling their business to large companies, as they 

are no longer able to provide quality and services of a level that can withstand competition from 

leading market players. New startups that could have a significant impact on the industry, most 

likely, will not appear. 

 

 

-Increasing interest in cheap goods 

The need for the economy has led to a marked shift of buyers from traditional retails to 

online. Consumers come to e-commerce for a wide range of products, advantageous prices, and 

inexpensive delivery. The positive experience of the first purchases makes them regular customers 

of online shops. 

 

- New industries that were previously under-represented online 

Online trading is developing in C2C segment. The possibility of delivery on such sites as «Yula», 

Avito, etc. provoked an increase in interest in intra-Russian trade among individuals.  «Yandex. 

Market» is expanding and new marketplaces have been launched, for example, Goods and 

Sbermarket.  Traditional electronic commerce competes with large offline players. Thus, «Leroy 

Merlin» and IKEA opened internet sales in 2017. With such giants online, buyers have access to 

a wide range of low-cost products. This can hit smaller players and regional vendors hard. 

 

Growing competition will lead to improvements in the quality of service, as companies move from 

an expansionary growth strategy to strengthening by improving the quality of services. The 

expansion of the network of branches will result in lower prices and more customers in Russia 

having cheaper and more convenient deliveries, which will also help to increase online purchases. 

Additional incentives could be the stabilization of the economy and the growth of income after 

2022. 

Despite the good e-commerce development indicators in Russia, for many buyers in the regions, 

 
12http://www.cetrn.org/ru/post/rynok-elektronnoy-torgovli-tsa-tekushchee-sostoyanie-barery-i-perspektivy-razvitiya-

chast-i 



traditional retailing is more common than online commerce, and they are still cautious about 

Internet purchases. Therefore, the growth potential of new buyers is quite large13.      

 

G) Opportunities for the development of electronic commerce in the Kyrgyz Republic 

 

The following advantages should be taken into account for the successful development of e-

commerce in the KR: 

- convenient geographical location that allows becoming a bonded zone in the future, following 

the example of the Republic of Tatarstan in the Russian Federation. It is a place with special 

customs status, which is used for the accumulation, storage and distribution of goods sold to 

individuals via Internet sites. In Tatarstan, a special customs and tax regime for cross-border 

Internet trade is planned for this site14. 

- a small number of population and compact territory, with the political will, make it possible to 

adopt and implement the necessary legislative and other measures to regulate and promote e-

commerce; 

- it is possible to actively take advantage of the GSP + status when trading with European countries, 

using the various opportunities of European marketplaces, including the possibility of obtaining 

analytical information on the state and future directions of the market development  

- an opportunity to actively develop e-commerce on large international marketplaces through state 

support programs. If you look at the activity of the Central Asian countries in Amazon, for example, 

the segment of goods from Kyrgyzstan (188 items) is represented only by books about the republic, 

clothes with national symbols, souvenirs15; 

- to take advantage of EEA membership, in particular to work actively with Russian marketplaces, 

which currently allow working with EEA citizens without additional registration; In the future, 

priority will be given to the development and placing on sites of products of legal entities from 

EEA member countries; 

- to make greater use of opportunities for the production and sale of food, health, and beauty 

products, which are the most sought after and traditionally produced in the region; 

 - to use the resources of small businesses and individual businesses, especially those employing 

mainly women and artisan enterprises, to intensify e-commerce. 
 

3. Comparative analysis of e-commerce in the Russian Federation and in the Kyrgyz 

Republic 

 

3.1. Key factors in the growth of e-commerce in the Russian Federation and the Kyrgyz 

Republic, what is missing in the KR. 

 

According to the Russian Association of Internet Trading Companies (AITC) survey on the 

Internet trade market in Russia, the following indicators were published in the first half of 202016. 

The Russian Internet market has shown steady growth over the last decade from 2010 to 2020. 

The Russian Internet market has been growing steadily. The growth of the domestic market 

increased from RUB 240 billion in 2010 to RUB 1446 billion in 2019. 

According to the results of the first half of 2020 - RUB 1386 bln. (84% of the total volume of the 

Internet-trade market). The forecast until the end of 2020 is RUB 2326 bln. (79% of total Internet 

trade market). 

During the COVID-19 pandemic, the market showed an almost twofold increase in domestic sales 

from RUB 142 billion in January 2020 to RUB 261 in March 2020, RUB 309 in April, and RUB 
 

13 Dynamics and forecast of the e-commerce market development in Russia. https://www.retail.ru/articles/dinamika-

i-prognoz-razvitiya-rynka-e-commerce-v-rossii/ 
14 Baharev I. Does Tatarstan become Klondike for eCommerce? https://e-pepper.ru/news/tatarstan-stanovitsya-

klondaykom-dlya-ecommerce-.html 
15http://www.cetrn.org/ru/post/rynok-elektronnoy-torgovli-tsa-tekushchee-sostoyanie-barery-i-perspektivy-razvitiya-

chast-i 
16 https://akit.ru/wp-content/uploads/2020/10/Analytics- AITC -1Н2020-ziped.pdf 

https://www.retail.ru/articles/dinamika-i-prognoz-razvitiya-rynka-e-commerce-v-rossii/#inbox/_blank
https://www.retail.ru/articles/dinamika-i-prognoz-razvitiya-rynka-e-commerce-v-rossii/#inbox/_blank


275 in May 2020, and slightly reduced to RUB  241 in June 2020. 

The share of e-commerce in the total volume of the retail market in Russia for the first half of 2020 

was 10.9% (for comparison, in the same period in the USA - 13.9%, in the PRC - 29.9%).   

Shipments with commodity attachments during this period were delivered mainly by Russian Post, 

the share of express carriers increased slightly only since 2018. 

The distribution of products by main commodity items (in monetary terms) is as follows: clothing 

and footwear - 30.2%, digital and household appliances - 29.5%, furniture and household goods - 

3.6%, food and catering - 14.1%, beauty and health - 4.5%. 

The growth of e-commerce over the years has been influenced by the growing number of active 

Internet users in the country and their growing experience (hence, their use of various Internet 

services, including online sales). 

 

The Russian company Data Insight made a forecast for the development of e-commerce for the 

next 5 years, taking into account the impact of the crisis on the growth of online sales, including 

positive (growth) and negative factors. 

 

The average growth of e-commerce from 2019 to 2024 (CAGR - Compound Annual Growth Rate, 

GTPSP = annual growth rate, calculated as compound interest) will be 33.2%. During these years, 

the market for tangible goods sales via the Internet can grow from RUB 1.7 to 7.2 trillion. 

 

The natural growth of e-commerce without taking into account the influence of coronacrisis (but 

taking into account the investments in Internet trade of the largest players) could have been 26.6% 

(CAGR) for the same period, i.e., the e-commerce market in 2024 could be RUB 5.6 trillion. Thus, 

crisis factors can bring in additional online sales for RUB 1.6 trillion in 5 years.17  

 

Factors influencing additional growth of online sales in 2020-2024. New online buyers: The first 

three months of the quarantine brought at least 10 million people online. Most new buyers will 

continue to shop online after the isolation is over. 

 

The forecast takes into account that most of these buyers would have made online purchases within 

five forecast years, and that their activity will be lower than that of buyers with many years of 

experience, in most cases. 

Home isolation: Consumers, forced to cut back on their shopping trips, made more purchases 

online within three months than usual, spending more money each time. Increased demand in the 

three months of 2020 will create a strong base, reducing growth proportionately in 2021.   

Increased shopping frequency in the post-isolation period: even after isolation, consumers will 

often prefer online shopping instead of going to crowded shops and shopping malls. This factor is 

expected to be significant in 2020 and 2021, before disappearing by the time. This growth factor 

is discounted on the constant (albeit insignificant) increasing trend in online purchases for most 

buyers (reduction of offline purchases from experienced buyers).   

Moving some people to remote jobs: because of the 2020 coronacrisis and the revision of office 

work policies by many companies, it is estimated that 5-7 million people in Russia will work at a 

distance (including new employees who will immediately work remotely). Remote employees will 

be partially move from major cities, which will provide additional growth in e-commerce (the 

usual range will become inaccessible). 

 

Growth of online sales of FMCG (Fast Moving Consumer Goods - «goods of everyday demand» 

or GED): due to accelerated growth of demand and supply (the latter is more important) during 
 

17 https://datainsight.ru/DI_eCommerce2020_2024 



and after isolation. There are significant investments and rapid development of new players in the 

FMCG online sales market, including food products. In the first half of 2020, the growth of this 

category increased by 4.3 times and will amount to almost 3.5 times for the entire 2020, thus 

providing more than RUB 150 billion online revenue more than forecasted in 2019.   

 

The role of the state in improving electronic commerce in the Russian Federation is quite 

prominent. The Federal Target Program “Digital Economy”18 has been developed and is operating 

in the Russian Federation. 

 

The Decree of the President of the Russian Federation #204 of May 7, 2018. «On national goals 

and strategic development tasks of the Russian Federation for the period up to 2024» states: 

"The Government of the Russian Federation, in conjunction with the state authorities of the 

constituent entities of the Russian Federation for “Digital Economy of the Russian Federation” 

national program implementation, shall ensure in 2024:   

a) Achieving the following goals and targets: 

- Increase domestic spending on the digital economy from all sources (as a percentage of the 

country’s gross domestic product) by at least three times compared to 2017; 

- Create sustainable and secure information and telecommunications infrastructure for high-speed 

transmission, processing, and storage of large volumes of data accessible to all organizations and 

households; 

- Use predominantly domestic software by State bodies, local self-government bodies, and 

organizations;   

 b) solving the following tasks : 

- create a legal regulation system for the digital economy based on a flexible approach in each 

sphere, and introduce digital civil turnover based on digital technologies ; 

- establish globally competitive data transmission, processing, and storage infrastructure, mainly 

based on domestic developments; 

- ensure training of highly qualified personnel for the digital economy;    

- ensure information security on the basis of domestic developments in transmission, processing, 

and storage of data, guaranteeing the protection of the interests of the individual, businesses, and 

the state; 

-create end-to-end digital technologies, mainly based on domestic developments; 

- introduce digital technologies and platform solutions in public administration and public service 

delivery, including for the benefit of the public and small and medium-sized enterprises, including 

individual entrepreneurs;   

- transform priority economic and social sectors, including health, education, industry, 

agriculture, construction, urban economy, transport and energy infrastructure, and financial 

services  through the introduction of digital technologies and platform solutions; 

- establish an integrated  projects financing system to develop and (or) implement digital 

technologies and platform solutions, including venture capital financing and other development 

institutions;  

- develop and implement a national mechanism for the implementation of the agreed policies of 

the member states of the Eurasian Economic Union in the implementation of digital economy 

development plans.” 

 

B) Key factors for the growth of e-commerce in the KR, what is lacking in the Kyrgyz Republic 

 

Conditions for the development of electronic commerce in the KR: 

- access to the Internet throughout the republic and the provision of quality communication 

services;      

- availability of convenient payment systems;  

- development of an automated logistics system; 
 

18 https://digital.gov.ru/ru/activity/directions/858/   



- digital skills training for entrepreneurs and the public; 

- legal regulation of e-commerce; 

- access to concessional financing and investment; 

- e-commerce market research.   

 

Role of the State: 

- create an enabling environment for e-commerce; 

- take measures to train experts in e-commerce, including courses, training programs, 

and skills upgrading for entrepreneurs with secondary and specialized education;  

- implement a set of measures to increase confidence in online purchases; 

- adopt a legislative framework governing electronic commerce; 

- prepare a strategy and road map for the development of electronic commerce in the Kyrgyz 

Republic.   

 

For the Kyrgyz Republic, the development of electronic commerce is now both a challenge and an 

opportunity for the national economy. This can be a driver for the development of small businesses, 

micro and small enterprises, and individual entrepreneurs. 

 

This requires the implementation of a set of measures at the level of state regulation, the 

establishment of clear and transparent rules of the game, and the establishment of an appropriate 

legislative framework, as well as at the socio-psychological level, it is necessary to carry 

out targeted work by public authorities to change the mentality of buyers, including increasing 

consumer confidence in e-commerce as a natural and organic substitute or complement to 

traditional buying and selling goods and receiving services.   

 

It is also necessary to develop skills in e-commerce, Internet purchases of older generations, 

including in rural areas. This will require the implementation of a state information campaign, 

awareness-raising and training activities. 

 

There will also be a need for more e-commerce professionals, which will require more IT training 

centers.   

At the same time, if the question is correctly posed, the development of electronic commerce in 

the republic will make it possible not only to become a powerful stimulus for the development of 

the economy as a whole, but also will make it possible to establish relations between generations, 

bridge the intergenerational gap between young, middle-aged and older people. E-commerce 

requires IT professionals (mostly young people) and producers/managers (mostly middle-aged and 

older people) to join efforts.   

 

The State can assist in the development of electronic commerce through organizational measures, 

such as assistance in the provision of warehousing facilities for electronic commerce, the 

organization of the process of product certification, and the training of professionals for these 

activities. 

 

This issue, which is crucial for e-commerce, is often not considered at all or does not get due 

attention from people just starting their online sales. However, the existence of certification is 

necessary both from the point of view of the current legislation for the EAEU states, including in 

trade with Russia, and purely technical issues, for example, when placing their goods on some 

electronic trading platforms, marketplaces, Internet stores, where the certificate for the offered 

product is one of the technical requirements for trading on such platforms.  

 

A successful example and one of the most famous national electronic trading platforms in 

Kyrgyzstan is Svetofor, which has been working on the market for 15 years. Now it works on the 

principle of a marketplace - if originally Svetofor only sold books online, now the platform has 



more than 50 thousand goods necessary for a comfortable life at home, in the office, in the 

countryside, and during travel. Moreover, each of the products available on the site can be 

purchased on credit or instalments from nine (currently) banks in Kyrgyzstan. 

 

Kyrgyzstan is also actively involved in international electronic commerce, but the absence of an 

acquisition system for most banks in the country complicates the process.19 

 

3.2. Overview of the e-commerce legal framework of the RF and the KR, which key legal 

changes are necessary for the development of e-commerce 

 

Several factors contribute to the development of e-commerce: the availability of the Internet in the 

country and its accessibility, the amount of electronic signal coverage in the country, the sufficient 

amount of income of citizens to acquire means of communication to enable online transactions, 

the existence of sufficient acquisition systems, legal regulation, allowing legal trade and services, 

and protecting consumers' rights, easy tax and customs regulations on cross-border trade, and 

developed logistics network for delivery of goods to buyers.  

 

The legal regulation of e-commerce is one of the main factors in the development of this sector of 

the economy. However, both Russia and Kyrgyzstan are on an approximately equal footing in this 

regard, characterized by weak legal regulation in this area, although international organizations 

and many countries in Europe adopted a series of fundamental acts that contribute to the 

development of national legal systems in this direction at the end of the 20th century. In particular, 

it should be mentioned the adopted as early as 1996 the UNCITRAL «On Electronic Commerce» 

Model Law.   

 

In Russia, the State Duma of the RF attempted to adopt such a sectoral law as early as 2006. 

However, after receiving a negative opinion from the Government of the RF on the draft law, it 

was deleted from the work plan in 2007, and no further attempts were made to adopt it. It should 

be noted, however, that the provisions of international legal acts were used in the draft.  

 

As a result, the rules of electronic commerce in Russia are currently regulated by some provisions 

of existing normative acts: the Constitution of the RF, the Civil Code of the RF, the Federal Law 

of the RF "On Consumer Protection", the Federal Law of the  RF "On Advertisement", the Federal 

Law of the RF "On personal data", Law of the RF "On copyright and related rights", the Federal 

Law of the RF "On electronic digital signature", the Federal Law of the RF "On technical 

regulation", other federal laws and regulatory legal acts of the Russian Federation, and agreements 

of the parties.   

 

The peculiarities of the use of electronic communications in calculations in electronic commerce 

are established by normative legal acts regulating calculations in the Russian Federation, including 

the Federal Act of the RF "On the National Payment System". 

  

Special features of the use of electronic messages when placing orders for the supply of goods, the 

execution of works, and the provision of services for state needs are established by the Federal 

Law of the RF "On placing orders for the supply of goods, execution of works, provision of 

services for state and municipal needs".  

 

Article 8 of the Constitution of the RF provides a general provision on the free economic activity, 

guarantees the unity of economic space, the free movement of goods, services, and financial 

resources, and contains a provision on the competition support. 

 

 
19http://www.cetrn.org/ru/post/rynok-elektronnoy-torgovli-tsa-tekushchee-sostoyanie-barery-i-perspektivy-razvitiya-

chast-ii 



The Federal Law of the RF "On Consumer Protection" dated February 7, 1992 #2300-1 with the 

latest changes dated February 29, 2018, regulates relations between consumers and manufacturers, 

executors, importers, sellers, owners of information aggregators about goods (services) when 

selling goods (performing works, providing services), establishes the rights of consumers to 

acquire goods (works, services) of adequate quality and safe for life, health, the property of 

consumers and the environment, to obtain information about goods (works, services) and on their 

manufacturers (performers, sellers), owners of information aggregators about goods (services), 

education, state and public protection of their interests, as well as the mechanism for the realization 

of these rights.20   

 

In 2018, amendments and additions were made to the Law of the RF "On Protection of Consumer 

Rights" concerning the regulation of electronic commerce. In particular, the concept of a new 

subject of legal relations under this law, the "owner of the aggregator", was introduced.  

 

Information Aggregator Owner of Goods (Services) - an organization, regardless of organizational 

and legal form, or an individual entrepreneur, who are the owners of a program for electronic 

computing machines and (or) the owners of the site and (or) the pages of the website in the 

information and telecommunications network "Internet" and who allow the consumer to 

familiarize with the offer of the seller (performer), to conclude the sales contract on goods (contract 

for the return of services), and to make advance payment for the said goods (services) by 

transferring funds to the owner of the aggregator using the applied forms of non-cash calculations 

per article 16.1, paragraph 3 of the Federal Law dated 27 June 2011 N 161-FZ "On the National 

Payment System".   

 

P.5 of Article 18 of the Law of the RF "On the Protection of Consumers' Rights" says that "the 

absence of a cash or commodity cheque or another document from the consumer certifying the 

fact and conditions of the purchase of the goods is not a ground for refusing to meet its 

requirements", which can be interpreted as an additional ground for the realization of the buyer’s 

right to return the goods during an  online  purchase. (Art. 493 of the СС RF also confirms this). 

 

In March 2019, a number of amendments and additions were made to the Civil Code of the RF, 

filling the legislative gaps in regulating transactions in the digital environment.   

 

The Civil Code of the RF introduced a new article 141.1. Digital rights. 

Digital rights are recognized as having such legal obligations and other rights, the content and 

conditions of which are determined following the rules of an information system that meets the 

criteria established by law. The exercise, disposition, including transfer, pledge, encumbrance of 

a digital right by other means, or limitation of control of a digital right is possible only in an 

information system without recourse to a third person. 

 

Digital rights in the RF are now included in the list of property rights. In particular, Art. 494 of the 

Civil Code of the RF, which defines the concept of a public offer, has been amended to specify 

the offer of goods on the Internet. Part 2, Article 494 of the CC of the RF says that display the 

goods at the place of sale (on counters, in display stands, etc.), display their samples or provide 

information about the goods (descriptions, catalogs, photographs of the goods, etc.) at the place of 

sale or on the "Internet" shall be deemed to be a public offer, regardless of whether the price and 

other essential terms of the retail sale contract are specified, unless the seller has clearly determined 

that the goods in question are not for sale.  

 

 
20 http://www.consultant.ru/document/cons_doc_LAW_305/ 
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Considering that the law enforcement practice21 of the courts proceeded from the fact that an 

electronic transaction refers to a transaction made in a simple written form, amendments were also 

made to Article 160 of the Civil Code of the RF, which states that the written form of a transaction 

is also considered to be observed in the case of a transaction by a person using electronic or other 

technical means that make it possible to reproduce the content of the transaction on a material 

carrier unchanged, while the requirement for a signature is considered fulfilled if any method is 

used that allows one to reliably identify the person who expressed his will. The law, other legal 

acts, and the agreement of the parties may provide for a special way to reliably identify the person 

who has expressed his will. 

 

Thus, the legislation establishes the possibility and legitimacy of a transaction made in electronic 

form, and also recognizes that the presence of a signature is not necessary if a different way of 

expressing consent is used. 

 

At the same time, it should be noted that there are still many gaps in the legislative regulation of 

electronic commerce. As noted by lawyers, to date, Russian legislation does not contain general 

requirements for the return of goods purchased through an online purchase. There is also no pre-

trial dispute resolution mechanism. Due to the unregulated electronic commerce at the legislative 

level, there is no responsibility rules, for example, for the placement of inaccurate information 

about goods by sellers. All of these and other reasons lead to an increase in potential buyers' 

complaints about online shopping and distrust to online shopping.  

Solving these problems at the legislative level would provide the prospect of e-commerce in Russia, 

as it would provide a protective environment for online buyers22.   

 

Basic principles of legal protection of electronic commerce in Kyrgyzstan 

 

The Kyrgyz Republic has been paying close attention to the development of the digital economy 

and society for several years, although the development of electronic commerce is still in its 

infancy, lagging behind other countries, including some CIS countries. 

 

In this regard, mention should be made of the development of a long-term national target program 

for digital transformation. Legal regulation of economic and social relations in Kyrgyzstan has a 

solid foundation in the form of the National Development Strategy of the Kyrgyz Republic 

(approved by the Decree of the President of the Kyrgyz Republic dated October 31, 2018, UP No. 

221), which is a fundamental state document defining the development strategy of the Kyrgyz 

Republic for the next 20 years in the field of economics, politics and other fundamental areas. 

 

One of the priority programs is "Taza Koom " - the digital transformation of the country"23 

 

"Taza Koum" is a National Digital Transformation Program to create an open, transparent, and 

high-tech society at the level of a citizen, competitive business, stable state, and reliable 

international relations. 

 

The program should contribute to solving the tasks outlined in the Strategy for the formation of an 

open digital society, which envisages the introduction of digital state and municipal services for 

citizens and businesses across the country, which will include digital government and digital local 

 
21 Sitdikov K.R. Features of click-wrap agreements in the field of e-commerce: a comparative legal analysis of 

Russia and the USA. Https://cyberleninka.ru/article/n/osobennosti-click-wrap-soglasheniy-v-sfere-elektronnoy-

kommertsii-sravnitelno-pravovoy-analiz-rossii-i-ssha 
22 Slepchenko E.A. Legal regulation of electronic commerce in Russia. ADVANCES IN LAW STUDIES Том 7 № 

2 ,2019, https://riorpub.com/ru/nauka/article/30664/view 
23 National Development Strategy of the Kyrgyz Republic for 2018-2040.p.128  
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government, a digital parliament and a digital justice system. Economic projects related to digital 

commerce, digital finance, digital agriculture will develop. It is planned to carry out work to create 

a national spatial data infrastructure and stimulate the development of local digital content in the 

online environment. 

 

Understanding the importance of the legal regulation of electronic commercial transactions for the 

establishment and development of electronic commerce, in the Kyrgyz Republic the draft Law of 

the Kyrgyz Republic «On Electronic Commerce» was elaborated and submitted for discussion in 

2019.  

 

Also in the republic, work is underway to create a basic platform and concept of e-Governance by 

transferring public services to digital format and online. 

Understanding the importance of electronic trading operations legal regulation to establish and 

develop electronic commerce in the Kyrgyz Republic, a draft Law of the Kyrgyz Republic "On 

Electronic Commerce" was developed and submitted for discussion in 2019. 

 

As reported on the official website of the Ministry of Economy of the Kyrgyz Republic: “In order 

to ensure the legal conditions for e-commerce, to secure the rights and obligations of persons 

engaged in e-commerce, to determine the rules for making transactions using electronic 

documents, as well as to recognize electronic documents as evidence, the Ministry of Economy of 

the Kyrgyz Republic with the support of the GIZ Program "Promoting Regional Trade in Central 

Asia" developed a draft Law of the Kyrgyz Republic “On Electronic Commerce”.24   

 

Also, the Ministry of Economy of the Kyrgyz Republic states that, like in Russia, currently 

Kyrgyzstan does not have a legislative platform for e-commerce. Market participants rely on the 

existing provisions of other regulations. 

 

 

The absence of a direct regulatory instrument leads to the fact that today the legal basis for 

regulating relations in the field of e-commerce in the Kyrgyz Republic is the Constitution, the 

Civil Code, the Laws of the Kyrgyz Republic: "On Protection of Consumer Rights", "On 

Advertising", "On Electronic Signatures", " On Electronic Governance "," On Personal 

Information "," On the Payment System "," On Copyright and Related Rights ", etc.25   

This draft law consists of 7 chapters, which contain 21 articles. 

 

The bill is aimed at regulating the relations arising between the parties in the execution of 

transactions for the sale, purchase or supply of goods, the performance of work and the provision 

of services and other related legal actions that form the field of electronic commerce, including 

participation or assistance in the sale, purchase or supply of goods , the performance of work and 

the provision of services through information systems and information and communication 

technologies. 

 

The draft law defines the basic principles of legal regulation of electronic commerce: 

- ensuring equality of participants in civil law relations, freedom of contract, unhindered 

entrepreneurial activity, free movement of goods and financial resources, judicial protection 

guarantees of the electronic commerce participants rights, as well as maintaining confidentiality 

and ensuring data security; 

- the range of e-commerce participants is determined 

 

Participants in legal relations in the field of e-commerce are: 

- organizers of auctions, competitions, and tenders; 

 
24 http://mineconom.gov.kg/ru/post/5547 
25 http://mineconom.gov.kg/ru/post/5547 
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- operators of payment systems; 

- operators (providers) of communication; 

- commercial banks; 

- state and non-state institutions and organizations; 

- individuals or legal entities. 

- general requirements are established for organizing the exchange of electronic documents, as 

well as the procedures, conditions, and features of storing electronic documents, requirements for 

the protection of personal data, as well as the responsibility of participants in legal relations in the 

field of electronic commerce for ensuring security. 

- the international obligations of the Kyrgyz Republic in the performance of international 

electronic transactions and in cases where one of the parties is not a subject of the Kyrgyz Republic 

and is outside its jurisdiction and responsibility for violation of the legislation of the Kyrgyz 

Republic on electronic commerce and consideration of disputes, requirements for participants in 

electronic commerce when transporting goods. 

The adoption of the Law of the Kyrgyz Republic "On Electronic Commerce" will create: 

 

- security of data exchange, including through the use of our own secure communication channels; 

- maintaining standards and following internationally recognized trade transaction procedures; 

- exclusion of tax evasion and the creation of income for the state by fees from each transaction; 

- ensuring the possibility of collecting information on transactions to meet the needs of state 

statistics. http://mineconom.gov.kg/ru/post/5547 

  

At the same time, this draft law requires a broad, active discussion with the business community 

and citizens, Internet users, in this connection, the Ministry of Economy posted the draft law on 

the website for public discussion. 

 

An Interdepartmental Working Group, with the participation of representatives of relevant 

ministries and agencies and the business community of the country, is being set up to carry out the 

Regulatory Impact Analysis (RIA) in accordance with the methodology for the conduct of 

regulatory and legal acts on the activities of business entities, approved by the Government of the 

Kyrgyz Republic on 30 September 2014.26    

 

4. Expanding the scope and overcoming barriers to the e-commerce development 

4.1. Increasing the number of users - how to attract a business 

The acceleration of market growth during the COVID-2019 pandemic is due primarily (but not 

exclusively) to the huge investments of major players in advertising (television and Internet) and 

infrastructure (warehouses, last mile, assortment). 

The investments of major stores and marketplaces led to accelerated growth of e-commerce in 

2019 and 2020, with new buyers (not buying online or repeating them after the previous - old 

experience). 

 

New buyers attracted by advertising campaigns (to a greater extent), as well as by the expanding 

delivery territory of the largest players (to a lesser extent), began their first purchases in the third 

quarter of 2018 and provided a total of more than RUB 100 billion revenue in e-commerce in 2019 

and a doubling of ( or even tripling) the income of the largest players: Wildberries, Ozon, 

Aliexpress (sales of Russian stores through Aliexpress and Tmall), Beru, Goods, Apteka.ru.27 

 

 
26 http://mineconom.gov.kg/ru/post/5547 
27 https://datainsight.ru/DI_eCommerce2020_2024 
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A noteworthy example is work on attracting business to the international marketplaces of the 

Russian Export Centre (REC). 28 

 

JSC «Russian Export Centre» (REC) is a state institute for supporting non-raw exports, 

consolidating a group of companies providing Russian exporters with a wide range of financial 

and non-financial support measures.   

 

The REC Group integrates the Russian Agency for Insurance of Export Credits and Investments 

(JSC EXIAR), JSC ROSEKSIMBANK, and ANO "School of Export", which makes it possible to 

ensure the availability of a product offer that satisfies the needs of exporters of various profiles at 

different stages of the export cycle - from the idea until payment for exported goods and services. 
 

Intensive interaction with federal and regional authorities, key industry and business organizations 

allows REC to contribute to the progressive improvement of the conditions for export-oriented 

business activities in the Russian Federation. 

 

The Russian Export Center is part of the VEB.RF Group. The legal status of REC Group has 

enshrined in Federal Law No. 164-FZ "Basics  of State Regulation of Foreign Trade Activities" 

and a number of bylaws of the Government of the Russian Federation. 

REC services for export through electronic sales channels: 

- Methodological access support to international trading Internet platforms; 

- Consulting on the ways of organizing export Internet trade; 

- Placing products on electronic trading platforms with government support. 

 

The commitment of the REC Group in 2019 to digitize its activities is fully coordinated with 

the goals of the Government of the Russian Federation to create a modern digital ecosystem for 

the comfortable and efficient work of exporters. 

 

REC develops a unique educational project for exporters - the «School of Export». Educational 

modules are available online, and a large number of webinars are conducted with the involvement 

of the expert community and the leaders of successful companies to share experiences in the field 

of e-commerce.  

 

4.2. Addressing infrastructure problems (logistics, payments and others) that contribute to 

the growth of e-commerce 

 

The solution of infrastructural problems that contribute to the growth of electronic commerce on 

the part of the Russian Federation’s State bodies envisages an integrated approach to creating a 

favorable environment for the digitization of socio-economic processes in Russia as a whole. since 

e-commerce is not limited to the exchange of goods, it includes, among other things, a 

fundamentally different (not traditional) value  

chain approach based on the latest technological and management solutions.   

 

Thus, the Federal project "Digital Technologies"29 has been developed within the framework of 

the State Target Programme «Digital Economy of the Russian Federation. 

The key objective of the project is to ensure the technological independence of the State and the 

possibility of commercializing domestic research and development, as well as accelerating the 

technological development of Russian companies and ensuring the competitiveness of their 

products and solutions on the global market.   

 
28 https://www.exportcenter.ru/company/ 

29 https://digital.gov.ru/ru/activity/directions/878/ 

 



 

The objectives of the project can be described as systemically important, in view of the fact that 

today the speed of technological development of states and their transition to the digital economy 

is becoming a decisive factor in leadership in the international market, both in the field of 

information technology, and in the classical economy.   

 

The project plans to develop and implement nine cross-cutting digital road maps that will analyze 

both existing technology inputs and the strengths and weaknesses of each technology and sub-

technology, as well as determining the development trajectory.   

 

In parallel with the development of road maps, leading research centers will be identified that will 

be able to form consortia with leading companies in cross-cutting digital technologies, which will 

allow the realization of market-relevant and necessary business research and development. 

 

At the same time, a system of measures to support projects to transform priority sectors of the 

economy will be established based on the introduction of domestic products, services and platform 

solutions created based on transversal digital technologies. 

 

In the process of developing the support measures system, great attention will be paid to focusing 

development institutions on the digital sphere. 

 

The federal project also involves stimulating domestic demand for digital technology, including 

through the digital transformation of large businesses.   

 

List of digital end-to-end technologies: big data; new manufacturing technologies; industrial 

Internet; artificial intelligence; wireless communication technologies; robotics and sensory 

components; quantum technologies; distributed registry systems; virtual and augmented reality 

technologies. 

 

4.3. Facilitation of Cross-border Paperless Trade 

 

According to the results of the study of the e-commerce market in Russia, conducted by the 

Russian Association of Internet Trade Companies (ITC) for the first half of 2020, it was shown 

that the Russian segment of cross-border trade of the e-commerce market over the past decade, 

from 2010 to 2020, showed stable growth. The increase in this segment began from RUB 20 billion. 

(8% of the total volume of the e-commerce market) in 2010 to RUB 586 billion (29% of the total 

volume of the e-commerce market) in 2019. 

 

According to the results of the first half of 2020, the volume of cross-border Internet trade 

amounted to RUB 268 billion. (16% of the total volume of the Internet trade market) The forecast 

for the end of 2020 is Rub 607 billion. (21% of the total e-commerce market ). 

 

The bulk of goods (more than 50 percent in monetary terms) were received by consumers in the 

Central, North-West, and Volga Federal Districts. These are mainly the cities of Moscow and Saint 

Petersburg, as well as the Moscow region.   

 

The distribution of products by main product lines (in monetary terms) is as follows: clothing and 

footwear - 31%, digital and household equipment - 22%, furniture, and household goods - 9%, 

food - 7%, beauty, and health - 6%.30 

 

 
30 https://akit.ru/wp-content/uploads/2020/10/Analytics-AITC-1Н2020-ziped.pdf 
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For the Kyrgyz Republic, there is no statistical data for this type of activity. It is only possible to 

compare the foreign trade turnover of the Kyrgyz Republic with the EAEU countries, which 

amounted to $2,801.8 million in 2019, and $1,810.6 million in January-August 2020.31 

 

EAEU area depends directly on the number and complexity of the constraints (legal and technical) 

that arise from the functioning of the state bodies of the countries working within the framework 

of the Union. 

According to the data posted on the EAEU portal, there are currently just over 60 obstacles and 

constraints, 57 of which have already been successfully removed. However, cross-border trade 

facilitation continues. 

In October 2020, the Eurasian Economic Commission, on the instructions of the Eurasian 

Intergovernmental Council, began to develop a list of exemptions and restrictions that countries 

plan to remove in 2021-2022. 

 

The document will include the most relevant and significant obstacles for countries. Besides, the 

Heads of Government of the «Five» are more actively involving the Council of the Commission 

in developing a plan of activities aimed at eliminating these obstacles. 

 

The Board of the Commission will, within three months from the date of approval of the list of 

obstacles, adopt the appropriate «road map» for their elimination.   

The Prime Ministers of the participating countries, having supported the proposal of the EEC to 

create a new «road map», demonstrate the will to ensure the functioning of the internal market of 

the Union with a minimum number of obstacles, as well as the readiness to seek compromises 

considering mutual interests.32  
 

It should also be noted that EAEU has started to implement practical steps to facilitate cross-border 

trade by introducing instruments to facilitate cross-border electronic commerce. 

 

The Eurasian Economic Commission Collegium on 20 October 2020 approved the Agreement on 

the Rules for Issuing, Handling, and Redemption of Warehouse Certificates for Agricultural 

Products within the Eurasian Economic Union. The document will be sent to the EAEU countries 

for internal harmonization.   

 

In the past, Member States have advocated the increased use of warehouse certificates in the 

context of the development of electronic commerce, as well as the desirability of mutual 

recognition of exceptionally undocumented certificates under the agreement. 

 

The agreement regulates legal relations related to the issuance, circulation, and redemption within 

the Eurasian Economic Union of warehouse certificates for agricultural products - uncertified non-

issue securities, certifying the right of their holders to receive agricultural products from the 

warehouse in the quantity and quality, which are determined when issuing this paper and granting 

the right to demand the fulfillment of obligations secured by a pledge. The mutual recognition by 

member states of warehouse certificates issued in EEA countries that meet the requirements of the 

Agreement is envisaged.   

 

Taking into account the various priorities of the Member States in the development of agriculture 

and the structure of production, the agreement provides for the definition at the national level of 

the types of products, for which warehouse receipts are issued. 

 

 
31 http://www.stat.kg/ru/statistics/vneshneekonomicheskaya-deyatelnost/ 
32 EAEU has started to form a new «road map» for removing obstacles for the period 2021-

2022. http://www.eurasiancommission.org/ru/nae/news/Pages/2020-10-13-1.aspx 



The guidelines for State control in this area, the obligatory information contained in the warehouse 

receipt, and the list of information posted on the Internet concerning the functioning of the national 

warehouse receipt system have been defined. At the same time, the requirements for the 

warehouse receipts enforcement system, being established in the Member States, will be 

determined by the Council of the Commission based on proposals by the EAEU countries.  

 

The increased use of unrecorded warehouse receipts will increase the profitability of the 

agricultural sector, as it is possible to attract credit funds secured by warehouse receipts and to sell 

the goods during favorable market conditions. EAEU member states expect that the adoption of 

the agreement will give additional impetus to the development of warehouses and wholesale 

distribution centers. At the same time, the development of electronic commerce is particularly 

relevant in the context of the territorial remoteness of the Union’s entrepreneurs.   

 

According to the draft agreement, the registers of warehouse receipts of the Member States are, by 

their functional purpose, a marketplace. This opens up the possibility of purchasing agricultural 

products without personal contact between the seller and the buyer, simplifying the search for 

potential contractors. The participation of non-residents of the EAEU countries in the trade of 

warehouse receipts will allow, among other things, to export to third countries.33 

 

5. Creation of the basis for launching a gender perspective digital business  

 

5.1 Gender equality and the empowerment of women in the e-commerce sector 

 

The Sustainable Development Goals (SDGs) officially known as “Transforming our world: The 

2030 Agenda for Sustainable Development” is a set of goals for future international cooperation 

planned to be achieved until 2030 and are approved at the meeting of the UN General Assembly 

on September 25, 2015. The Goal No. 5 is the elimination of gender inequality. 

Gender equality is not only a fundamental human right but also an essential basis for peace, 

prosperity, and sustainable development. Progress has been made in recent decades: more girls go 

to school, less girls being forced into early marriage, more women working in parliament and 

holding leadership positions, and law reforms are introduced to ensure gender equality. Despite 

these advances, many challenges remain: discriminatory laws and social norms are still prevalent34. 

Every year on the fourth Thursday in April, the International Telecommunication Union (ITU) and 

the global technology community celebrate International Girls in Information and Communication 

Technology (ICT) Day. 

ICTs provide women and girls with access to information essential to productive work, 

participation in public life, and additional resources. ICTs can be of particular value to women 

who are socially excluded due to the pandemic and other life circumstances. 

There is a growing evidence of the benefits of ICTs for increasing market access for women in 

manufacturing and trade, as well as education, training and employment opportunities. This can 

lead to more sustainable livelihoods for women. 

ICTs can discover new opportunities for women to increase their engagement in the economy by 

creating business and employment opportunities for women as founders and leaders of ICT-based 

projects and employers in new businesses; creating conditions including through vocational 

training where women feel comfortable by participating in activities to develop local communities 

 
33 The EAEU creates conditions for electronic trade with warehouse receipts for agricultural 
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34 UN Sustainable Development Goals, Goal 5 “Achieve gender equality and empower all women and girls” 
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and defending their needs and priorities; developing ICT tools that address the specific needs of 

women and are managed by women (for example, economic and financial literacy programs, 

business planning courses, ICT training, access to market and trade information services, and e-

commerce); and by providing economic opportunities in paid work and entrepreneurship, as well 

as in the ICT sector itself and in the specialties provided by ICT35. 

There are still stereotypes in society that IT specialties are interesting and more understandable for 

men than for women. Nevertheless, in the past few years, the number of women in the IT industry 

has increased significantly both among specialists and company leaders. The rating of the most 

influential women according to the American Forbes36, compiled in 2019, includes 20 stars of the 

IT sector including three women who have taken leading positions as top managers and who have 

brought their companies to a new level. 

In general, women are more common in middle management positions, run research departments, 

actively master areas such as testing, software development, web design, try themselves as 

technical support specialists and specialists in processing and analysing big data. At the moment, 

the majority of girls are in the positions of consultants - about 30% of the total number of such 

positions. 

Employers are concerned not so much with the question of the ratio of men and women in the IT 

industry and in their companies in particular, as with the quality of education. 

For example, recently there has been a demand for DevOps and QA engineers from large 

companies. DevOps engineers are responsible for deploying software solutions within virtual 

environments, and QA engineers test the quality of the software product. These are rare specialists 

whose training is often carried out by employers. 

The personnel deficit is also due to the insufficient number of young specialists - university 

graduates. For example, as practice shows, Russian universities graduates are no more than 20% 

of female students from high-tech departments, and this problem needs to be addressed 

systematically because young girls do not always see their future careers in IT, even if they have 

good ability. 

5.2. Defining business models with a gender perspective 

 

Peter Drucker described the business model as a set of answers to the questions: “Who is your 

customer?”, “What is he looking for? and “How do you meet this need at an affordable price?”. 

Other experts define the business model by indicating which core characteristics are preferred. For 

example, Clay Christensen of Harvard Business School believes that a business model should have 

four elements: a customer value, a profit formula, key resources, and key processes. 

Ramon Casadesus-Masanell and Joan E. Ricart37 suggest that one component of a business model 

should be the choices made by managers about how the organization should operate such as 

employee compensation, procurement contracts, production site locations, degree of the vertical 

integration, sales and marketing, and so on. 

Managerial choices obviously have consequences. For example, the choice of pricing policy 

affects sales. These consequences affect the logic of creating and receiving value for the company, 

 
35 https://www.itu.int/ru/sustainable-world/Pages/goal5.aspx 
36 https://www.forbes.ru/forbes-woman/394121-devochki-ne-kodyat-kak-it-industriya-izbavlyaetsya-ot-stereotipovn 
37 Ramon Casadesus-Masanell,Joan E. Ricart, How to Design a Winning Business Model. Harvard Business Review, 

Issue January-February 2011 
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so they must also take place in the definition. Thus, in its simplest conceptual form, a business 

model consists of a set of management decisions and the consequences of chosen decisions. 

There are three options: 

The choice of policy determines the actions that the organization takes in all of its operations (for 

example, actively engaging women and youth, locating businesses in rural areas, or encouraging 

employees to attend continuing education courses). 

The choice of assets refers to the material resources that the company develops (for example, 

additional production capacity or the introduction of a satellite communication system). 

The choice of governance refers to how the company allocates decision-making power over the 

other two (e.g., is it better to buy or rent equipment?). 

The differences in the management of policies and assets seemed to be simple can greatly affect 

their effectiveness. 

The case for integrating gender considerations into business starts with the assumption that women 

and men can influence differently diverse business models. Mainstreaming gender in business is 

not about focusing on women and excluding men, however, the emphasis on gender can lead to 

the need to pay special attention to women due to their lower level of involvement in the formal 

economy and financial system. 

The case for a gender-responsive business model is based on evidence of the commercial benefits 

of integrating women as corporate clients, leaders, employees and private investors in industry-

specific business models. This is complemented by evidence of the benefits of women as clients 

in financial services, their developing leadership skills and economic participation as employees 

and entrepreneurs. Moreover, there are international trends to take into account the gender aspects 

of business. 

When studying the success factors of female leadership in e-commerce38, the analysis of personal 

competencies shows that the most significant factors are: commitment to work, persistence, 

efficiency, personal responsibility, self-judgment and discipline. 

The experts estimated that the most significant management factors influencing the success of a 

woman leader are the ability to inspire, motivate and listen to colleagues, be able to create goals 

and inspire people to follow them, and delegate the ability to make decisions. 

An analysis of professional competencies shows that the most important elements for successful 

women’s leadership are: continuous learning, knowledge, competence, skills, freedom of decision-

making, education and training, result-oriented leadership and business smartness. 

Also, based on the results of peer review, effective communication, networking, interpersonal 

relationships, cooperation and teamwork skills are key elements of successful women’s leadership 

in social spheres. 

According to experts, the support of family members, friends and colleagues is vital to successful 

women’s leadership, as well as other external elements, such as a mobile workplace and flexible 

work hours, that encourage women to put more effort into achieving their goals. 

 
38  J. Raudeliuniene, V. Davidavičienė, M. Tvaronavičienė, V. Radeckyte. A Study of the Factors of Female 

Leadership in E-Commerce. Terra Economicus, Volume 16, No. 3, 2018 



One of the international indicators of women’s entrepreneurial activity is the Female 

Entrepreneurship Index (FEI) calculated by specialists from the Global Entrepreneurship and 

Development Institute. 

In 2015, Russia ranked at 56th place among 70 countries participating in the study. The main idea 

of this ranking was to compare countries on three key indicators: business environment, 

entrepreneurial ecosystem, entrepreneurial aspirations. 

According to the rating, the lowest scores were for Russian women in terms of “Focus on export”, 

and the highest for “Education of entrepreneurs”. 

Analytical Centre NAFI on the initiative of a public organization for small and medium-sized 

businesses “Opora Rossii” has been calculating the Women Business Index (WBI) since 2015. i.e., 

the Index of Women's Entrepreneurial Activity. The index demonstrates the level of favourable 

business and social environment for the development of women’s entrepreneurship in Russia and 

is built on three key indicators by analogy with the aforementioned FEI: culture of 

entrepreneurship (society’s attitude towards women entrepreneurs); entrepreneurial ecosystem 

(assessment of business conditions, availability of infrastructure, finance, business education); 

personal qualities of a woman (assessment of the quality of life and women professional skills). 

As a result of several researches, three is a positive change observed in almost all components of 

the WBI39. 

In female entrepreneurship in Kyrgyzstan, it is impossible to provide statistics on the participation 

of women in e-commerce. In Kyrgyzstan and its regions, there is no state program to support 

women’s entrepreneurship. The assistance is provided by non-governmental associations created 

by women themselves in order to provide mainly informational and moral support. 

In general, in the field of women’s business, it can be noted that the form of individual 

entrepreneurship implemented based on patent or by certificate is gaining particular relevance and 

popularity; in this case the organization process takes the form of an individual private enterprise, 

especially for Issyk-Kul (100%), Talas (92.8%) and Chui (85%) regions, where the activities of 

women’s entrepreneurship is operate on a legal basis and greatly facilitated by the procedure for 

lending from financial and credit institutions. The informal business is typical for Batken (41.6%), 

Jalal-Abad (43.4%), Osh (50.3%) and Naryn (45.8%) regions, where this type of business occupies 

almost half of the existing forms and mainly operates in rural areas40. 

5.3. Recommendations for the Kyrgyz Republic on gender-responsive e-commerce 

 

1) In connection with the growing demand for IT technology products and the increase in the 

number of women with higher education, it seems appropriate to highlight the gender-responsive 

aspect in the field of innovative technologies via attracting women to work in new directions and 

providing them with additional opportunities for professional training. 

To implement this direction on the basis of institutions of higher and secondary vocational 

education, the following developments can be used: 

A) The Digital Skills Strategy developed by the International Telecommunication Union (ITU)41 

helping to enhance the creation of IT opportunities for women and girls as underrepresented groups. 

 
39 V.G. Zarubin, L.S. Kiseleva. Gender Aspects of Business Leadership: World Experience and Russia 
40 Kuluyeva Ch. R., Astanova S. U. Some Issues of Development of Women’s Entrepreneurship in Kyrgyzstan: 

Foreign Experience. 2017 https: // cyberleninka 
41 https://www.itu.int/en/ITU-D/Digital-Inclusion/Documents/Digital-Skills-Toolkit-Russian.pdf  
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B) A new and innovative approach to teaching programming skills in an accelerated and intensive 

format, i.e., programming courses for beginners 

“Coding Bootcamps” allows people with no skills or with limited skills to become competent web 

developers within 3-6 months. This digital youth inclusion strategy is also developed with the 

assistance of the International Telecommunication Union (ITU) and is available in Russian42. 

2) The state policy of the Kyrgyz Republic with regard to the employment of women is based on 

three components in various combinations: compensation for their objectively difficult position in 

the labour market; combating discrimination against women; measures to improve their objective 

competitiveness in the labour market. The solution of these problems only will ensure the 

protection of the economic rights of women. 

An example is the Action Plan for Override the Digital Gender Gap launched in 2015 within the 

event “Empowering Women in the Digital Age” during the World Summit of the Information 

Society. It was hosted by the ITU and the governments of Costa Rica, Sweden, Switzerland, 

Tunisia and the United States, as well as UN Women, Microsoft, Mozilla and the Progressive 

Communications Association. 

The Action Plan sets out a framework for critical actions to stimulate and accelerate inclusive and 

sustainable development by eliminating the digital gender gap and using the transformative 

potential of ICTs for the empowerment of women. 

The Action Plan focuses on the following key areas: 

1. Development of gender strategies and policies. 

2. Ensuring access of women and girls to ICTs and mitigating or responding to online threats that 

impede women’s access to and use of technology. 

3. Building the digital capacity of girls and women and supporting the development of content, 

applications and services that meet the needs of women. 

4. Promotion of women in the technology sector including in leadership positions. 

5. Build multi-stakeholder partnerships to empower women in the informative society and 

strengthen international cooperation. 

6. E-commerce in the EAEU  

 

6.1. Development prospects 

 

The Eurasian Economic Union (EAEU) formed in 2015 and consisting of five member states 

(Armenia, Belarus, Kazakhstan, Kyrgyzstan, Russia) and two states in observer status (Moldova 

and Uzbekistan) attaches great importance to the development of e-commerce. In accordance with 

the Main Directions for the Implementation of the Digital Agenda of the Eurasian Economic Union 

until 202543, digital trade is one of the priorities for the development and implementation of digital 

initiatives and projects of the EAEU. 

According to expert estimates, the volume of imports of goods purchased on foreign Internet sites 

in the EAEU in 2019 amounted to $ 8.8 billion, of which 90% were in the Russian Federation. 
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Cross-border e-commerce is projected to grow by 6-10%44 in 2020 given the reallocation of online 

consumer demand caused by the COVID-2019 pandemic. 

Understanding the importance of e-commerce for the further development of the EAEU countries, 

the EAEU Intergovernmental Council adopted the Order on creating conditions for the 

development of a digital ecosystem of trade in the Eurasian Economic Union on April 201945. 

Barriers to cross-border trade of the EAEU 

A) Cross-border B2C trade 

In cross-border B2C trade, in accordance with the decision of the Council of the Eurasian 

Economic Commission (EEC) dated December 20, 2017 No. 107 “On certain issues related to 

goods for personal use” (as amended by the decision of the EEC Council dated November 1, 2018 

No. 91), the cost, weight and quantitative norms are determined under which goods for personal 

use can be imported into the EAEU without paying customs duties and taxes, as well as the amount 

of duty for exceeding the established norms. The EAEU reduces the weight and value limits for 

duty-free import of goods under shipping. 

From January 1, 2020, the limit for duty-free import of goods is up to 200 euros and no more than 

31 kg (exceeding the established norms - at a rate of 15% of the cost, but not less than 2 euros per 

1 kg of weight of exceeding part of the cost and (or) weight norms). 

When levying customs duties in the EAEU for goods received by mail and delivered by carriers 

(including express transportation), the member states have the right to establish their own more 

stringent cost, weight and (or) quantitative norms of import than those determined by the EEC. 

The presence of significant differences between the limits of duty-free trade in the EAEU countries 

may cause an expansion, not justified by market conditions, of distance trade in imported goods 

from countries with a high limit of duty-free import of goods to countries with a low limit. 

There are still problems of low collection of taxes and customs duties on international postal and 

express shipments of commodities. 

The main problems faced by the fiscal authorities in the EAEU countries: 

− Potentially low level of collection due to the lack of an automated procedure for checking 

the customs value of the goods under shipping; 

− Underestimation of the customs value of goods by foreign online sellers; 

− Lack of an effective mechanism for monitoring compliance by foreign online stores with 

their tax obligations. 

 

B) Cross-border B2B trade 

When importing goods from countries that are not members of the EAEU, indirect taxes and 

customs duties are levied by customs authorities on the basis of the Customs Code of the Customs 

Union at rates of the EAEU unified customs tariff with the use of a unified classification of goods 

for foreign economic activity. 

C) Cross-border B2C trade between the EAEU member states 

In B2C trade between EAEU member states, the seller must pay VAT at the rate of seller’s country 

(despite the fact that in B2B trade, indirect taxes are paid in the country of consumption, and 
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exported goods are exempted from paying internal taxes, paragraph 1 of Article 71 of the Treaty 

on the EAEU). This principle of levying when trading with individuals is due to the fact that 

individual is not a VAT payer in all member states. 

However, in accordance with the principle of one-time taxation, VAT must be paid once, therefore, 

in this situation, the obligation to pay VAT rests with the seller (legal entity or individual 

entrepreneur). This situation has arisen due to the fact that in the case of B2C trade, it is considered 

that the costs of tracking purchases and collecting VAT from individuals in the absence of a 

customs border are unreasonably high. 

This procedure leads to an increase in the cost of distance trade from countries with a high VAT 

rate and creates advantages for countries with a low rate, as well as to a redistribution of sales 

volumes that is not justified by real economic reasons. 

D) B2B trade between the EAEU member states 

When trading B2B between the member states of the Union, taxpayers-importers (other obligated 

persons) pay VAT and excise taxes when importing goods from other EAEU countries to the tax 

authorities of the country into which the goods were imported on the basis of a separate tax 

declaration and an application for the import of goods. 

The application with the stamps of the tax authority on the payment of taxes (exemption from 

taxes) serves as a document that confirms the fact of export of goods to another country and, 

therefore, the exporter’s right to apply a zero VAT rate and exemption from excise duties. Without 

an application with stamps confirming the payment of taxes, the exporter cannot obtain the right 

to apply the zero VAT rate and exemption from the payment of excise taxes and deductions that 

makes sellers dependent on the good faith of buyers. 

The main problems for taxpayers arise in connection with the execution of documents confirming 

export and payment of taxes, as well as when returning goods. In addition, as an exception to the 

general procedure, indirect taxes are not applied when transferring goods within the same legal 

entity. 

Technical regulation and control over the safety of goods in cross-border trade 

Safety requirements and technical regulation are established at the level of the EAEU Eurasian 

Economic Commission (EEC). Technical regulation and product safety requirements do not apply 

to B2C cross-border trade that complies with world practice and the requirements of the 

International Postal Union. 

At the same time, goods intended for export are not required to comply with the technical 

regulations of country of origin. For example, a Chinese certificate of conformity is issued only 

for the purpose of import or circulation in China. For export activities, its presence is not required, 

that creates risks for buyers in the EAEU. 

Products in the B2B sector sold by online stores registered in a third country are subject to 

requirements, including safety, in accordance with the EAEU Technical Regulations. 

Approaches to Classification and Taxation of Digital Services 

In the legislation of the EAEU countries, there are different categories of services subject to 

separate tax conditions. In Russia and Belarus, the concept of services in electronic form is 

determined while in the rest of the member states it is not identified. 



The concept of digital services is based on the EU approach, according to which digital taxable 

services are services that are provided automatically without human intervention. 

Issues related to the regulation of the dissemination of personal data (PD) are not harmonized. In 

a number of EAEU countries, there is a lack of specialized regulation in terms of personal data, 

which has a number of negative consequences for both citizens and businesses, such as low 

protection of the rights and interests of citizens, the uncertainty of international business when 

entering the market of member states, contradictory application of the norms of the current 

legislation. 

There is no single idea in what form consent to the processing of personal data can be expressed. 

Simple clicks “I agree” in a number of countries (for example, in Belarus) are not enough, which 

creates difficulties for companies involved in digital trade. Some companies (in particular, online 

stores) include consent to the collection of personal data in public contracts (accession agreements), 

the conclusion of which is possible by simple accession (for example, by purchasing a product 

from a store). 

Legally, they are equated to written ones, however, here we are talking about the written form of 

the contract, and not the mentioned consent. In the absence of a clear indication of the consent 

form in the legislation, many subjects (for example, visa centres when processing questionnaires) 

are forced to collect signatures manually - using consent forms that are signed by the person to 

whom the personal data relates. 

Not all countries ensure the compliance of national legislation with international agreements and 

standards to which they have joined. In countries, a number of procedural issues need to be 

finalized, as well as the creation of a mechanism for overseeing the compliance of the collection, 

processing, storage and protection of personal data, a procedure for appealing against illegal 

actions of data holders and a system of sanctions for violation of established requirements. 

Citizens are not sufficiently informed about their rights. Citizens who have become victims of 

violations of legislation in the field of personal data protection often do not take any action. The 

inaction of citizens is often due to the fact that at present people do not realize the danger of 

disclosing personal data or do not know what actions can be taken in such cases, what agency 

regulates the protection of personal data and what guarantees the state provides. 

In some countries, the exclusive list of personal data is not established, the assignment of data to 

personal and the determination of its status (operator or non-operator of personal data) is left to 

the owners of sites. The law often does not provide any verification that the data refer to a specific 

natural person. Therefore, it turns out that the owner of the site does not actually know whether 

the client entered fictitious (or not) data, but this does not exempt from the duties of processing 

personal data. 

Regulations in all member states provide guidance that holders of personal data are obliged to take 

measures to protect personal data appropriately. However, in most cases, the law does not contain 

precise instructions on what these measures should be. In practice, the holders do not fulfil this 

obligation due to the fact that there are no instructions on technical security measures that must be 

followed by data holders when collecting, processing, storing and protecting data, as well as due 

to the absence of a supervisory body regulating compliance with such measures. 

With regard to cross-border data transfers in the member states, criteria for an adequate level of 

protection provided by a third party have not been defined. It is often impossible to determine what 

level of protection a particular country provides, and in practice, personal data holders 

independently determine whether data transfer is possible. 



Lack of comparable and meaningful statistics 

Up-to-date statistics are the basis for decision-making by both regulators and market players. 

Consolidated statistical accounting of e-commerce in the EAEU is not kept, since the methodology 

is in the process of formation. The EAEU e-commerce market is fragmented, non-transparent and 

difficult to analyse. Due to the prevalence of cash payments, it becomes difficult to assess the 

market through the data of payment systems. In some cases, the boundary between online and 

offline is blurred (online order with self-pickup from the store, ordering goods by phone, choosing 

a store and goods online, then going to an offline store for a purchase (without pre-order), making 

a phone call to an online store without visiting the website, order by e-mail or via messenger)46. 

The joint overcoming of these barriers provides great opportunities for the development of e-

commerce in the EAEU, since the expanded territory and population create opportunities for a 

significant increase in the turnover of goods and services. Among the measures is the fight against 

spam, as well as a guarantee of the reliability of e-contracts and e-signatures. It is also proposed 

to permanently ban customs duties on e-transactions47. 

The conditions for the development of e-commerce largely depend on a flexible, predictable and 

non-burdensome regulatory framework that would ensure the protection of the interests of national 

participants without closing the market and creating additional administrative barriers. 

The EAEU is faced with the task of building its own e-commerce environment and integration 

with global ecosystems based on long-term strategies, defining an e-commerce architecture that 

can be centralized (a single supranational structure), decentralized (a set of national structures) or 

hybrid48. 

6.2. Recommendations for the Kyrgyz Republic on the development of e-commerce 

 

1. Development of e-commerce in Kyrgyzstan should proceed based on its own development 

strategy taking into account the features and benefits provided by membership in the EAEU, as 

well as the wider use of the advantages of the agreement on the functioning of the free trade zone 

with the European Union within the framework of the GSP +. 

2. For successful operation and further development of the e-commerce system, it is desirable to 

adopt the Law of the Kyrgyz Republic “On Electronic Commerce” taking into account 

international legislation (including European and EAEU countries), legal experience including the 

provisions of the UNCITRAL Model Law “On Electronic Commerce” and other regulations to 

harmonize the current national legislation in the context of economic globalization and economic 

crisis. 

3. Use a convenient geographical location of the country for the possible formation of boom 

warehouses on the territory of Kyrgyzstan, as well as develop the turnover of warehouse receipts 

for agricultural products and actively involve various e-commerce market players from the Russian 

Federation and the EAEU in this process using also the advantages of doing business in Russian 

languages in Kyrgyz Republic. 

4. To develop a payment system, to introduce the use of acquiring by businesses to accept non-

cash payments for goods and services with plastic cards. 

 
46 Report on the development of digital (Internet) trade in the EAEU. - Moscow: Eurasian Economic Commission, 
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5. To direct efforts towards the full involvement of youth in the e-commerce process including 

organizing the process of acquiring digital skills among young people and, especially young 

women including those with secondary vocational education. 

6. To develop in every possible way the possibilities of access to the Internet and the system of 

electronic communication in the country. 

7. Carry out work to reduce the measures of customs and technical regulation that impede the 

expansion of the sphere of e-commerce. 

8. To organize a system of state support for organizational, technical (including assistance in 

certification of products traded on marketplaces) and fiscal character to enhance the attractiveness 

of e-commerce among the population of the republic. 

9. Create a state structure for the development of e-commerce, according to the principle of the 

Russian Export Centre, possibly as part of the Agency for the Promotion and Protection of 

Investments of the Kyrgyz Republic. 

10. Actively develop e-commerce on large international marketplaces with the help of government 

support programs (creation of national stores on international platforms, promotion of the national 

brand of the Kyrgyz Republic). 

11. Use the resources of small businesses and individual entrepreneurship, especially businesses 

that employ mainly women and craft enterprises, to intensify e-commerce. 

7.Conclusion 

 

The development of e-commerce in the era of globalization of the world economy, decline in 

production and consumption during the pandemic and in the post-crisis period shows that e-

commerce is a powerful driver of not only trade, but also production, reducing the number of 

production chains, increasing added value, moving to a more complete and timely satisfaction of 

consumer needs. 

Currently, there is a process of transition of regulatory functions from national and supranational 

structures to the formation of the rules of the game on the part of new players in the world market, 

creating an electronic ecosystem determining new development trends. 

In this regard, states that timely and adequately responded to the new challenges of the digital 

economy are able to organically integrate into the process of a new redistribution of the market 

and the use of high technologies. At the same time, the geographical location, the presence of other 

traditional advantages (minerals and other resources) will not always be decisive in terms of 

leadership in the era of universal digitalization. Leadership will rather be determined by the level 

of training and organization of the e-commerce process on the part of government agencies (trade 

facilitation, financial system readiness and transparent taxation). 

Joint movement in the designated areas will allow the EAEU member states to increase their 

competitiveness by enlarging the maturity of their own digital trading ecosystem, expanding 

mutual trade in goods and services between the member states and trade with third countries, 

retaining consumers and producers in their ecosystems. 

The involvement of the population in the e-commerce process, the creation of conditions on the 

part of the state to support private initiatives in this direction will lead to the fact that the citizens 

of the Kyrgyz Republic will be able to provide themselves with a dignified existence in the digital 

era. 



 


