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Introduction

Regional Interview Distribution of the Market research (weighted) 

Namangan

Andijan

Fergana

Tashkent Oblast

Tashkent

Syrdarya

Jizzakh

SurkhandaryaKashkandarya

Samarkand

Bukhara

Khoresm

Navoi

Autonomous Republic 

of Karakalpakstan Fergana Valley (n=358, 30%)

Central Uzbekistan (n=291, 24%)

Southern Uzbekistan (n=206, 17%)

Samarkand & Buchara (n=194, 16%)

Northern Uzbekistan (n=161, 13%)

The survey was 

conducted in each 

region: provincial 

capital + district 

with the highest 

population

(n- number of respondents) 
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Financial Situation

Positive developments of the financial situation

19

45

31

5

Can afford everything that we want

Can afford specific expensive products*, but not enough
cash for an own car or apartment

Enough cash for basic products**,
but not enough cash for expensive products

Often not enough money for groceries

Self-assessment  of the 

income level (in %)

31

40

19

8 2

Much better than before
Better than before
The same as before
Worse than before
Much worse than before

2 years

ago

60

26

9
3 1

In 2 years

Financial situation of the interviewed houeshold (in %)

*fridge, TV, ** groceries, clothes, school fees
in %

1 Source: 

https://openknowledge.worldbank.org/bitstream/handle/10986/24371/Assessing0the00zation0in0Uzbekistan.pdf;sequence=1

https://documents1.worldbank.org/curated/en/756191577683400252/pdf/Uzbekistan-Social-Assistance-Targeting-Assessment.pdf)

https://openknowledge.worldbank.org/bitstream/handle/10986/24371/Assessing0the00zation0in0Uzbekistan.pdf;sequence=1
https://deref-gmx.net/mail/client/iVWHOEia0eg/dereferrer/?redirectUrl=https://documents1.worldbank.org/curated/en/756191577683400252/pdf/Uzbekistan-Social-Assistance-Targeting-Assessment.pdf)
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Financial attitude and behavior

Rather positive attitude of respondents towards money and financial 

decisions

67

73

74

78

79

83

89

91

I prefer to save rather than to consume

I am not afraid of inflation

I prefer a high gain with high risk to a low gain with low risk

I am not afraid of currency fluctuations

I rarely have financial worries

I have financial protection in the event of occupational
disability

I have financial security in case of retirement

I have no debts that I cannot pay/ I am not overindebted

in %

Alternative to slide 13
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31

39

42

45

83

84

19

20

18

16

11

10

49

41

40

39

6

5

are influenceable /
corruptive…

are not professional
enough

are too bureaucratic

are not sufficiently
customer-oriented

have improved since 2016

are very important for the
economic development…

I agree Neutral I do not agree

8

Image of the financial sector

Rather positive perception of Uzbek banks, but increase potential

11

75

11
3

Positive
Neutral
Negative
Nothing

Banks in Uzbekistan … What comes first to you mind when 

thinking about banks in Uzbekistan?

54% Money

20% Credit

13% Service

9% Others

in %

Basis: all entries 
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Image of the financial sector

Many positive changes in the banking sector are perceived

• Setting up devices for electronic queues

• Upgrading of already existing and opening of new branches
• Setting up ATMs
• Implementing bank usages

• Eliminating problems with cash
• Simplifiying money transfer

Infrastructure

• Number of loans with benefits increased
• Issuing microcredits

• Introducing new credit lines
(for purchasing houses, apartments, cars)

• Introducing online-loans

Products & Conditions

• Supporting low-income households

• Removing the requirement to bring the income documen-
tation (confirmation from the employer)

Customer service

• Developing contacts & exchange on experiences with banks

in industrial countries
• Intensified competition between the banks
• Eliminating the black market for currency exchange and

cash payouts

In general

What 

clients 

say*

Note: the points listed are statements made by customers as part of the focus groups. These statements do not necessarily 
Correspond to reality; they solely reflect customer perceptions.
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General trust in banks

Moderate to high trust with a significant increase within the last 2 years 

12

19

54

8
4 3

Very high trust High trust Moderate trust

Small trust Very small trust No trust at all

34

27

33

4 3

Significantly increased Slightly increased
Unchanged Slighty decreased
Significantly decreased

General trust in banks in UZB Changes in trust in banks in UZB

in the last two years

in %
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8

9

8

18

10

15

11

12

14

14

11

17

21

17

21

17

21

17

20

18

18

16

21

49

56

57

59

51

54

55

56

52

56

52

57

9

8

7

5

10

8

7

7

9

7

10

6

5

5

6

5

1

4

4

3

5

2

3

4

2

3

5

2

4

3

3

2

4

3

4

2

12

19

54

8
4 3

Very high trust High trust

Moderate trust Low trust

Very low trust No trust at all

Women

Men

18-29 years

30-49 years

50+ years

City

Countryside

Fergana Valley

Central Uzbekistan

Southern Uzbekistan

Samarkand & Bukhara

Northern Uzbekistan

11

Indicators for general trust in banks, by groups of different criteria

General trust in banks in UZB (in %) By subgroups (in %)

in %
<=5 percentage points compared to the overall market
>=5 percentage points compared to the overall market



34

27

33

4 3

Significantly increased Slightly increased

Unchanged Slightly decreased

Significantly decreased

12

Changes in indicators of general trust in banks 

by groups of different criteria

Changes in trust in banks in UZB 

within the last 2 years (in %)

By subgroups (in %)

40

25

32

30

39

34

33

41

33

28

30

37

26

34

30

24

25

29

25

22

28

29

30

23

27

31

31

38

32

30

35

30

30

38

32

33

4

5

3

4

3

4

4

4

4

3

4

3

3

5

4

3

2

3

3

4

4

2

4

2

<=5 percentage points compared to the overall market
>=5 percentage points compared to the overall market in %

Women

Men

18-29 years

30-49 years

50+ years

City

Countryside

Fergana Valley

Central Uzbekistan

Southern Uzbekistan

Samarkand & Bukhara

Northern Uzbekistan
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General trust in banks

Building trust in a bank:

Lowering the 

interest rate for 

loans

Improving service
(Shortening queues, 

providing advice on 

banking services and 

complete information, 

etc.)

Avoiding 

bureaucracy and 

corruption

Top 3
Trust 

factors
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Basic trust Trust in integrity Functional trust Strategic trust

• Protecting the customer‘s money / 

keeping it safe

• Protecting the customer‘s private 

data

• No disclosure of financial data or 

disclosing it only to the extent 

required by law

• Protecting financial data from 

unauthorized data access and 

external attacks

• Executing payment orders correctly

• Providing account statements with 

correct content

• Issuing functional cards

• Recommending / transmitting 

products that best fit the needs / 

situation of the customer (even if 

less money for the bank)

• Informing about banking fees / 

being fully transparent and warn 

about indeptedness, informing 

about conflicts / consequences

Financial solidity Data protection
Professional processing of banking 

transactions

Kundenbezogene 

Wahrung der Interessen

Trust in banks

Trust levels in banking



96

83

82

82

82

84

78

2

10

9

8

9

9

13

2

8

9

10

9

8

9

Issuing functional cards

Generating account statements with correct
content

Executing payment orders correctly

Protecting financial dara from unauthorized data
access and external attacks

No disclosure of financial data or disclosure only to
the extent required by law

Protecting my identity

Protecting/securely storing my money

I agree Neutral I do not agree

15

Trust in banks 1/2

Respondents‘ view on all aspects of social, loyalty, and practical trust (in %)

Basic trust

Functional

trust

Trust in 

integrity

in %



74

60

75

81

82

86

67

10

14

11

11

10

7

14

16

26

14

8

8

7

19

Giving me complete information about their fees
and costs

Informing me if there is a better product for my
needs/situation

Providing unbiased advice that is tailored to my
needs

Informing me of high costs & conflicts of interest
when they are unavoidable

Pointing out to the consequences of putting up
collateral in the family

Informing me of the costs involved in lending and
warning of overindebtedness, if applicable

Recommending products that are best suited for
me

I agree Neutral I do not agree

16

Trust in banks 2/2

Respondents‘ opinion on recommending products that meet 

customer needs (in %) 

Strategic

trust

in %
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Using banks in Uzbekistan

Almost every respondent uses at least one bank

98% of 

respondents

use financial products
On average, 

2 banks are 

used per 

respondent

Alternative to slide 31
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Deciding for a main bank & card
In most cases, the main bank is not freely chosen, usually the card issuing bank is chosen on a 

salary basis

in %

Deciding for a main bank (in %) Card & Payment (in %)

58
41

1

I did not have any choice and have to use
this bank
I chose this bank by myself

Someone lese from my family chose this
bank for me

74

20

5 Scholarship is transferred to
this bank

Pension is transferred to this
bank

Private sector employer
works only with this bank
(12%/total population)

Government employee
(43%/total population)

82

15

3

Yes, I have a card for my bank account and use it to pay in
stores/whenever I can

Yes, I have a card for my bank account, but I withdraw most
of my money and pay cash in stores

No, I do not have a card for my bank account and only get
cash at the counter of a bank branch
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Clients are afraid of taking loans because of:

High 

interest rates

Necessary 

documents, bureaucracy

Afraid of not being able 

to pay back on time

Problems in obtaining a loan

Bad Service 

(long queues)

Delay (in the processing of docu-

ments) or even refusal to approve the 

loan

Provision of 

Additional documents

Especially the 

case with very 

low-interest 

loans

According to non-bank customers: loans are available 

only to those who work for the state and earn a high 

salary.

What 

clients 

say*

*Note: the points listed are statements made by customers of the focus groups. These statements do not necessarily correspond to
Reality; they solely reflect customer perceptions.



5728

9
3 4

Yes, definitely Yes, probably

Maybe, maybe not No, probably not

No, definitely not

21

Using other banking products

Many people are interested in using other banking products

Potential use of other

banking products (in %)

3

7

9

10

11

12

13

15

16

17

17

19

19

30

35

Simply lazy

No access to banks (no branch nearby)

No permission from my family

I do not know what to do/where to go

I do not dare

Negative experiences in the past

No trust in banks

Missing responsibility/reliability of banks

Missing attractive banking products

Fear of loss of money/inflation

Missing attention & customer orientation

Only halal, Ismalic Bank for other products

I do not see any benefit/advantage

I have enough money (no credit needed)

No/Not enough money (so save/invest)

Which of the following reasons do you personally agree with?

I refuse to use other financial products because… (in %)

in %



59

54

63

47

62

63

52

57

55

59

58

56

28

40

28

33

18

25

31

24

30

29

25

31

7

5

7

14

8

8

10

9

9

8

9

8

2

0

1

4

5

2

3

5

3

2

3

3

5

1

0,3

3

7

2

5

5

3

3

5

2
Women

Men

18-29 years

30-49 years

50+ years

City

Countryside

Fergana Valley

Central Uzbekistan

Southern Uzbekistan

Samarkand & Bukhara

Northern Uzbekistan

5728

9
3 4

Yes, definitely Yes, probably

Maybe, maybe not No, probably not

No, definitely not

22

Using additional banking products by subgroups

Higher interest in products available in rural areas, Fergana Valley & Southern UZB

Potential use of other 

banking products (in %)

By subgroups (in %)

<=5 percentage points compared to the overall market
>=5 percentage points compared to the overall market

in %
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53

27

15
33

Yes, definitely
Yes, probably
Maybe, maybe not
No, probably not
No, definitely not

24

Customer satisfaction & -loyalty KPIs

Generally high level of satisfaction and loyalty among bank customers (>75%)

36

44

14
4 2

Very satisfied

Little satisfied

Neither satisfied nor dissatisfied

Little dissatisfied

Very dissatisfied

Overall customer 

satisfaction

6020

10
4 6

Yes, definitely
Yes, probably
Maybe, maybe not
No, probably not
No, definitely not

Re-election
(if I had to choose my main bank again today)

Anticipated loyalty 
(to what extent I will still be 

a customer in 2 years)

in %



NPS is a loyalty index that measures the willingness of customers 

to recommend a company to family, friends or colleagues, and is 

closely correlated with a company‘s growth: results are measures 

in points from -100 to 100

• NPS score = proportion of promoters – proportion of 

detractors 

• According to points of Bain & Company (inventor of this 

indicator): 

> 0 good, >50 excellent, >80 world class

• Average for financial institutions/large banks at international 

level: 44

25

Net Promoter Score (NPS)- Indicator for the level of customer loyalty 

Positive NPS for the Uzbek banking sector

.

NPS indicator showed: 40%-35% = 5 points

On a scale of 0-10, how likely are you to recommend your main 
bank to a friend or colleague?
- Results of respondents‘ answers to this question ( in % )

NPS=5
40

25

35

Promoters Passives Detractors
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What some dissatisfied customers say about banking services:

1. High interest rates for loans

2. No trust in banks

3. Poor service, including low qualifications of 

bank staff, poor advice and guidance to 

customers on financial products and 

services offered by the bank

4. No need for banking products

5. Insufficient amount of money (income for 

loan repayment)

6. Fear of losing money
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14

9

9

14

13

13

13

15

12

15

11

69

77

75

80

75

77

74

75

74

79

75

77

5

9

13

9

10

9

10

11

9

8

8

10

3

0

3

2

1

1

2

2

2

1

2

2
Women

Men

18-29 years

30-49 years

50+ years

City

Countryside

Fergana Valley

Central Uzbekistan

Southern Uzbekistan

Samarkand & Bukhara

Northern Uzbekistan

13

76

9 2

High Intermediate Low None

28

Financial literacy

High self-assessment of financial knowledge & experience

Self-assessment of 

financial literacy (in %)

By subgroups (in %)

in %
<=5 percentage points compared to the overall market
>=5 percentage points compared to the overall market



91

9

Interested Not interested

29

Financial literacy training offers

Very high interest in offers, especially in self-learning materials

General interest in 

educational offers (in %)

Interest in individual educational offers (in %)
66

46

26
22 20

Andere Selbstlernmaterialien
(e.g. Bücher, Videos, Flyer,

Broschüren, Apps)

Soziale Medien
(e.g. YouTube Kanäle)

TV-Sendungen Kurse von staatlichen Stellen
(Arbeitsvermittlungszentren,

Schulen, Universitäten)

Kurse von Banken

in %

Other self-

learning 

materials 

(e.g., books, 

videos, flyers, 

brochures, 

apps)

Social Media

(e.g. YouTube 

channels)

TV shows Courses from 

government 

agencies 

(such as 

schools, 

universities)

Courses from 

banks
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Correlation between financial literacy & trust in banks

The higher the financial knowledge, the higher the trust in banks

31
21 28

55

54
56

58

34

15 23
14 10

Total Small/None Moderate High

Small/no trust

Moderate trust

(Very) high trust

Finanzielle Grundbildung

in %
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Management Summary

1/2

I.  Financial situation, attitude & behavior 

• The market survey confirms a positive development of the financial situation of the Uzbek population

• In general, financial worries & fears are few. The population acts with confidence and calmness in financial relationships 

• In dealing with money, "saving for consumption" and "making high profit, forgetting about risk (security)" are sometimes the case

II.  Image of the financial sector & confidence in banks

• From the perspective of the Uzbel population, banks are an important economic factor for the country. Many positive changes are perceived since 

the reforms in the banking sector in the last 5 years, especially in terms of products/conditions and infrastructure - which is also reflected in a 

neutral image

• The image is nevertheless damaged by cases of a lack of customer orientation, unnecessary bureaucracy, low professionalism and persistent

corruption, which continue to take place in practice

• Trust in the Uzbek banking sector is moderate to high

• The banking sector has seen a significant increase in trust among the population over the past 2 years

• The top 3 factors to build trust in a bank are lowering interest rates on loans, improving customer service and reducing bureaucracy, and fighting 

corruption

• Regarding the various trust levels, basic, integrity and functional trust are at a good level, while in the case of strategic trust there is scope for 

optimization (potential), particularly in terms of customer orientation ( product recommendation).
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Management Summary

2/2

III.  Using banks & banking products

• Account penetration for payment transactions is close to 100%, with state-owned banks dominating as expected 

• A debit card is included in almost all accounts and is also largely used by customers for cashless payment transactions

• Fears and reservations exist with regard to other investment or credit products, mainly due to negative experiences in the past

• There is a willingness to use other banking products. Rejection is mainly related to the personal financial situation, where there is either a lack of 

financial resources (too little money) or simply no need (too much money) 

→ Above-average willingness to use other banking products in rural areas, the Fergana Valley & southern Uzbekistan

IV.  Customer satisfaction & loyalty

• According to the study results, overall satisfaction & loyalty of Uzbek banking customers are good, but with room for improvement 

• Willingness to recommend as the highest measure of customer loyalty - measured with the Net Promoter Score (NPS) - is good for the Uzbek 

banking market with potential for improvement (compared to the global industry benchmark) 

• Customer satisfaction with individual aspects is good for the total market, but also has room for improvement; social commitment hardly plays a 

role at 

• Note: Despite good satisfaction ratings for the total market (Ø), there are differences at the level of individual banks

V.  Financial literacy

• Self-assessment of basic financial education is surprisingly high  

• Interest in financial literacy courses is nevertheless very high, especially for location- and time-independent courses

• The market study confirms the need for basic financial education to build trust in the banking sector



Thank you. 
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