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Foreword
This market opportunity study was developed with the technical assistance of the International Trade Centre
(ITC) within the framework of the project “Ukraine – Linking SMEs in the fruit and vegetables industry to
global and domestic value chains”, funded by the Government of Sweden and the International Trade Centre
(ITC).
As part of the ITC’s mandate to foster sustainable development through increased trade opportunities, ITC is
implementing the above mentioned trade-related technical assistance project in Ukraine, with the goal of
helping Ukrainian small and medium sized enterprises (SMEs) in the fruits and vegetables sector increase
their competitiveness, integrate into domestic and global value chains, and access new markets. A main
focus of the project is represented by the assistance given to SMEs to produce goods in accordance with
market requirements, to improve the capacities of business support organizations (BSOs), to provide quality
business support services to SMEs, and to link SMEs to target markets.
In order to achieve the mentioned goals, an international market opportunity study was needed tailored to
the needs of the Ukrainian fruits and vegetables sector, in order to identify target markets and respective
product requirements.

The views expressed herein do not reflect the official opinion of ITC. Mention of firms, products and product
brands does not imply the endorsement of ITC.
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Ukraine has long been known as the bread basket of Europe. This is due in great part by the fact that
Ukraine is one of the world’s top wheat exporters. With $6,057,490,000 USD (€5,457,225,000) worth of
wheat exports in 2015 Ukraine ranks number six globally in wheat exports. In the former Soviet Union
Ukraine produced 25% of all agricultural output. Today agriculture in Ukraine remains dominated by large
producers of field crops (grains, oil seeds, sugar beets and pulses) where economies of scale result from
efficiencies associated with large scale production.
Ukraine has rich black soils, referred to as Chernozem (see
side box for details). These rich soils add to the productivity of
the soil and provide Ukraine with a rich agriculturally driven
past, present and future.

Chernozem is a black-colored soil
containing a high percentage of humus
(7% to 15%), and high percentages of
phosphoric acids, phosphorus and
ammonia. Chernozem is very fertile
and produces a high agricultural yield.

The development project “Linking SMEs in the fruit and
vegetables industry to global and domestic value chains”,
funded by the Government of Sweden, in the
Odessa/Kherson/Nikolaiv regions of Ukraine is built upon the understanding that success in the production of
fruits and vegetables (F&V) is dependent upon markets with a demand for these products that is not being
met by other suppliers or has room for new suppliers to enter the market at a price that allows them to profit
from the transaction. This document provides an overview of the opportunities for F&V from this area and
develops a strategy on how best to maximize exports of F&V from this region.
While Ukraine is in a crossroads between Europe and Russia and the CIS countries this situation is not
currently an advantage to them with respect to trade. The current relationship with Russia and ban on trade
in many agricultural crops between Ukraine and Russia has cut-off Ukraine from their traditional market. This
situation has forced the producers in Ukraine to look for other markets. Unfortunately, the other key market
due to proximity, economy and demand is the European market where Ukraine faces several hurdles and
roadblocks to achieving success in these markets including; production and sanitation standards, production
efficiencies, logistics, traditional trade routes, currency and the lack of retailers which transcend the borders
of both Europe and Ukraine.
Currently there are only eleven companies in Ukraine that meet Global GAP standards, which is required by
buyers on approximately 70% of all fruits and vegetables sold in Europe and increasingly globally. HACCP is
the other standard required by much of the world, and particularly Europe for processed foods, is also not
widely met in Ukraine. The reason for these standards not being met is simply a result of the fact that their
primary market (Russia and the CIS countries) did not require the standards. Ukraine could sell their product
to these markets without certifying that these standards are achieved and maintained. This is not the case
for current and future markets outside of the traditional trade routes.
This report takes a close look at the statistics behind existing trade and potential trade flows. Upon
completing the reading of this report the reader will understand how these factors influence opportunities for
increased Ukrainian exports. The contents of the report will help the reader identify opportunities to provide
the basis for their decision to pursue opportunities or choose other opportunities for export of Ukrainian fruits
and vegetables (F&V) products in Europe, the CIS countries, the Middle East, Asia, and North Africa.
The existing data support the conclusion that without finding a niche that capitalizes upon a competitive
advantage found or developed in Ukraine markets are going to be limited to filling seasonal voids or price
increases from traditional suppliers.
The biggest competitive advantage that Ukraine has is the fact that their labour is lower than in neighbour
and potential targeted customers. If this low labour rate, which is supported by non-wage earning family
workers, can be utilized efficiently with appropriate technology to achieve a greater competitive advantage
the potential for Ukrainian exports of fruits and vegetables (F&V) products is greatly enhanced.
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The more value added (by efficient labour) that is added in Ukraine the greater competitive advantage
Ukraine has on their neighbours which will result in increased sales.
The fruits and vegetables products that are produced in Ukraine are currently “commodities” with little or no
differentiation from what others products closer to the market or more efficiently. Success for export focused
fruits and vegetables in Ukraine depend upon answering the question “why would anyone buy Ukrainian
fruits and vegetables” with an answer other than “because they are the cheapest”. As a result this report will
help the producer, trader and exporter identify areas where this question can be answered with something
other than price.
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Introduction
The goods produced in Ukraine are not unique to those produced in neighbouring countries. The leading
F&V produced in Ukraine are potatoes, tomatoes, apples, cucumbers, onions, and carrots. These products
are all produced in significant volumes in countries which border Ukraine or are closer to primary markets in
Europe. Furthermore, Europe is nearly self-sufficient in each of these crops with the need for imports being
seasonal (often off-season greenhouse production) or tied to a crop failure in a traditional producing region
within Europe. This makes it difficult for Ukraine to identify a product where they have a competitive
advantage over their neighbours. It is this competitive advantage that will allow the product to sell in the
market. Without a competitive advantage the product will not be able to move into the market on a consistent
basis.
As commodities, the price of the F&Vs produced in Ukraine is subject to global supply and demand,
specifically the demand in Europe, the Middle East and North Africa as these areas are where their prime
market or competitors are located. With the dynamics of supply and demand market conditions change daily,
and with the production seasons, hectares planted, harvests and yields vary from year to year. Therefore, to
achieve success, the Ukrainian producers need to stay in touch with market conditions on target markets.
Labour rates in Ukraine are lower than their neighbouring countries and target markets. This provides
Ukraine with a competitive advantage on products where labour is a primary factor in the cost of production.
Therefore, to achieve success in exports of fruits and vegetables it is important that Ukraine capitalize upon
this advantage and provide products to the market that are labour intensive where their low wages will allow
them to sell value added products where labour is a key factor to the price of the product.
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1. Ukraine country profile and situation analysis
1.1. Ukraine Country profile
Ukraine is a country with a long history of agricultural production. During soviet times Ukraine was the
breadbasket with extensive production of grains and oilseed crops. With many large farms producing grains
the challenge is how to work with small producers of fruits and vegetables.
In an article written in May 2014 published on Freshplaza.com Evert Jan Krajenbrink, of the Agricultural
Council of Kiev titled “Ukraine's fruit sector has great potential” writes
“The country has a total of 15.8 million hectares suitable for fruit cultivation. Ukraine's ambition is to
become a global player in the top fruit (apples, pears, etc.) and berry markets, with strawberries,
raspberries and blackberries as important crops for Ukraine.”

The article continued with this quote from Bertus Meijer of the Applied Plant Research Center at
Wageningen UR "Fruit production in Ukraine is interesting because of the low costs and wages, favourable
climate and fertile soils, whose value increases as the most suitable varieties for each part of Ukraine are
discovered and their cultivation is permitted. Moreover, there seems to be a broad knowledge in the fields of
supply chain management, plant health and crop protection."
The map and tables below provide a profile of Ukraine as a country. This information is also provided for
each of the target markets for Ukraine. This data clarifies some of the factors which interact with the
Ukrainian agriculture sector.

Ukraine

Figure 1 Ukraine map

Key Cities
Major Cities

Population in Major Cities

Kiev

2,797,553

Kharkiv

1,430,885

Dnipro

1,032,822

Donetsk
Figure 2 Ukraine major cities, and population

1,024,700

List of Produce Markets:
Name of Market

City its located in
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Odessa Privoz

Odessa

Besarabsky Market

Kiev

Market Square

Lviv

Fish Market
Figure 3 Ukraine key produce markets

Kiev

Gross Domestic Product: $90.52 Billion (EST 2015)
Gross Domestic Product per Capita: $7,500 (EST 2015)

Age Demographics:
Age Range

Percentage of Populations

0-14 Years

15.51% (Male 3,528,821 / Female 3,326,405)

15-24 Years

10.3 % (Male 2,334,454 / Female 2,218,718)

25-54 Years

44.47% (Male 9,639,404 / Female 10,020,385)

55-64 Years

13.68% (Male 2,587,898 / Female 3,458,016)

65 Years and Over
Figure 4 Ukraine age demographics

16.05 % (Male 2,375, 904 / Female 4,719,728)

Ethnic Groups: Ukrainian 77.8 %, Russian 17.3%, Belarusian 0.6%, Moldovan 0.5%
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1.2. Ukraine Situation Analysis
1.2.1 Current agricultural conditions
After the demise of the collective farms about 7 million people or more than 40% of Ukraine’s rural
population were given a land share, or a so-called pai, on the land previously managed by the collective
farms. These workers were given an average of 4 hectares. An additional 40% of Ukraine’s rural population
were granted ownership of small plots of land (up to 0.4 hectares). With 0.4 hectares being an uneconomical
portion of land to farm these small lots of land are often consolidated into a single farming operation through
leases with individual land owners.
Large scale farming operations are not labour intensive per income generated or hectare under cultivation.
Fruits & vegetables are labour intensive and provide opportunities for small farm owners and families to
generate income from small parcel of land.
Globally agricutlure emloyment has been falling for decades with several factors adding to the shift from
agriculture jobs to urban and other industrial jobs. Ukraine is not different from other countries in this shift in
employment. Since the 1990’s employment in agriculture has been dropping in Ukraine to just around 17% in
2014 (see chart below).

Employment in Ukrainian agriculture as percentage of total employment

Figure 5 Employment in Agriculture as a percent of total employment (Tradingeconomics.com, 2016)

Officially agriculture employs on average 17% of the Ukrainian economy and contributes around 14% to the
GDP; while this is close to being balanced it is by no means constant as illustrated by the associated chart
above. Furthermore, much of the “employment” in the agriculture sector occurs informally with most work on
family farms not being counted toward official employment numbers. With the family farm wages are not paid
to the family members but rather income is contributed to the family coffers and therefore not counting
toward the employment numbers. While their production, when sold on the market and consumed outside of
the family is often counted toward the GDP and therefore contributed to revenue from agriculture. This would
adjust the ratios of employment and output significantly to an increase in labour utilization to produce the
same levels of output as reflected in the statistics.
In Ukraine, the GDP contribution from agriculture is seasonal as the chart below reflects. The third quarter of
the year is having the highest contribution which is in-line with the harvest of open field production of crops.
With the large contribution of wheat, sunflowers and other large scale field crops this fact reflects these crops
as well as fruits and vegetables (F&V).
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Figure 6 GDP from agriculture quarterly in Ukraine (Tradingeconomics.com, 2016)

The graphic below reflects the monthly average wage and unemployment in Ukraine over the last ten years.
While the average wage has been increasing overall it still lags far behind countries in Europe and other
countries which compete for the sale of agricultural products.

Ukraine average monthly wages and unemployment 2006 – 2016

Figure 7 Ukraine average monthly wages and unemployment 2006 – 2016 (Tradingeconomics.com, 2016)

In September 2016, the Statistical Service of Ukraine reported that the monthly wage in Ukraine was
5374.00 UAH. With an exchange rate of 1 UAH equal to .039 USD this equates to $209.31 USD per month.
This fact is a major point when considering what fruits and vegetables are competitively produced and
exported from Ukraine.
With Ukraine’s proximity to Europe where economies have higher wage rates complimented by Ukraine’s
official unemployment rate of 9.3% coupled with vast agricultural lands (around 71% of total land area)
Ukraine is in a prime position for exporting labour intensive agricultural products to the EU.

4

ITC

MARKET OPPORTUNITY STUDY FOR UKRAINIAN FRESH AND PROCESSED FRUITS AND VEGETABLES

Figure 12 below, reflects the fact that Ukrainian wages are significantly below neighbouring countries that
also export to Europe and would compete for just about all other markets which Ukraine could ship product
to competitively. With a wage that is only 20% of Poland and 11% of that for the Euro Area Ukraine has a
definite wage advantage over the competition. If this wage advantage can be coupled with efficiencies and
appropriate technology, then this is a factor that Ukraine can seize their competitive advantage. This means
that for every worker in the Euro zone that is hired to produce, sort and transport product the Ukrainian
farmer or packer can hire nearly nine workers. While this number is not as beneficial with non-euro zone
countries like Georgia and Moldova the Ukrainian wages remain lower and if this advantage is capitalized
upon Ukraine can utilize their low wages to their advantage in producing, sorting, and exporting fruits and
vegetables.

Monthly wages in USD – source tradingeconomics.com
Country

Monthly
wage in
USD

Advantage
Percentage multiple

Ukraine

$209

100%

Euro
Area

$1,830

11%

8.76

Poland

$1,000

21%

4.78

Moldova

$264

79%

1.26

Lithuania

$840

25%

4.02

Latvia

$678

31%

3.24

Hungary

$995

21%

4.76

Slovakia

$1,045

20%

5.00

Georgia

$379

55%

1.81

http://www.tradingeconomics.com/country-list/wages
Figure 8 Monthly Wages in USD for regional countries (Tradingeconomics.com, 2016)

Low labour rates coupled with productive and ample agricultural land have a positive impact on Ukraine’s
competitive advantage over European countries. This advantage is greatest when applied to highly labour
intensive agriculture to produce high value added agricultural products. High value agricultural products can
be labour intensive crops like asparagus, which require daily harvesting during harvest season, or processed
agricultural products like tomato paste or peeled onions. While all fruits and vegetables produced in Ukraine
can benefit from improved packing certain products where high labour and sorting are critical can benefit –
these include asparagus, greenhouse cucumbers, melons, and onions.
This advantage can also be applied to processed products
where greater quality control, by people rather than machines,
can improve the final product. All options should be explored
for working with products that require high manual labour.
This competitive advantage is off-set when coupled with
inefficiencies resulting from slow adoption of improved
agriculture technology. An example of these inefficiencies is
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The ten largest Ukrainian agricultural
holdings currently control more than 3.1
million hectares of land, or more than
15% of Ukraine’s total farmland, which
is cultivated by more than 50,000
businesses operating in the sector.
(Sarna, 2014)
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the fact that beyond the few large landowners, the fictionalization of land ownership results in inefficient
agricultural production for most crops. While small farm size is often ideal for organic or specialty crop
production with high labour demands, these advantages are required to offset the high cost of certifying
production as organic or when mechanization improves efficiency of labour.
Ukraine has several large farms with the top one hundred landholders controlling over 30% of all the land
(6.7 million hectares) farmed by all agricultural companies operating in Ukraine (about 50,000 of them).
Most of these farming operations are engaged in production of cereal crops (field corps of wheat, winter rye,
oats, buckwheat, sunflowers, sugar beets, flax, corn, barley, and pulses) and products that are most
efficiently produced on large scale operations – where planting and harvesting equipment allows for large
scale operations.

(AgriSurvey, 2013)

Figure 9 Largest Agriholdings of Ukraine 2013

In 2013 it is estimated that 33% of the agricultural land in Ukraine is in plots of 10 hectares or less. It is these
plots that comprise most the fruits and vegetable production. Many fruits, vegetables and nuts are produced
on trees or gardens in backyards of family homes. This fact makes it difficult to control, monitor and
coordinate for quality, sanitation, and efficiency. This fact provides for a challenge for the export industry to
consolidate quality products from multiple producers for export with standards that meet or exceed
international standards for quality and sanitation.

Crop production in Ukraine
CROP

SOWING AREA %

Grains and Pulses

55.70%

Technical Crops (including sunflower
seeds)

28.9%

Sugar Beets

3.10%

Feed Crops

7.90%

Vegetables

0.70%

Potatoes

0.30%
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Other
Figure 10 Crop production in Ukraine

3.40%

Source: (www.lol.org.ua, 2106)
As illustrated in the table above the amount of land dedicated to vegetables is 0.70% of planted land. This
total production is fractionalized by much of the area sowed being in family pai, small family farms, or rented
land from multiple owners to achieve some economies of scale.
These small farms create difficulties for exporters due to the need to consolidate product for export from
many independent producers, each with different production, sanitation, and cost scenarios. The following
quote is from the article that discusses the complications from this situation and the fact that prices increased
40% from one year to the next but due to difficulties addressing consolidation maximum returns were not
achieved from this opportunity:
Cauliflower producers in the Ukraine are smaller scale operations of around 1-2 ha which means, on
average, that they are able to supply around 3-5 tons of cauliflower. It takes several days to make an
export consignment and the minimum volume of an export shipment has to amount to 10-15 tons of highquality cauliflower, which must be graded and packed according to European buyers’ requirements.
(Goulooze, 2016)

Despite the challenges “Exports of agricultural products from Ukraine to the European Union in January-May
2016 increased by 24% year-over-year (y-o-y) to USD 1.8 billion, while the total volume of agricultural
products export was worth USD 5.7 billion” as reported in Ukraine Today in July 2016 according Deputy
Agrarian Policy and Food Minister Vladyslava Rutytska. It is the objective of this report to quantify the
movement and opportunities for Ukrainian fruit and vegetable exports.
Economics and statistics aside there are other issues which impact the fruit and vegetable trade for Ukraine.
Bart Stout, a buyer with QFN Trading and Agency BV, stated in an email dated 14 November 2016 that they
run into issues at the border with agents that are inconsistent with what is required to move the truck loads
beyond the border. He also expressed the fact that he can move up to 800 MT of walnuts, in a good year,
but also zero in a bad one if quality and price do not meet the market expectations.
In addition to agronomic and economic factors Ukraine must work through issues on policy, politics, and
border control. These neither non-agronomic nor economic issues impact trade however opportunities
continue to expand for export of fruits and vegetables from Ukraine.

1.2.2 Ukrainian Fresh Fruits and Vegetables exports
International trade is tracked by bills of lading and customs clearance documents submitted when product
moves between countries. Each product has a code for the class of product with vegetables falling under the
Harmonized System class 07. In 2015 Ukraine exported $97,215,000 USD in edible vegetables under HS
class 07.
Class 07 is the Harmonized System (HS) that covers edible vegetables. Different classes under 07 cover
different types and processes for vegetables. All vegetables will fall under class 07, except for vegetables
that are "ingredients" in other products – soups, prepared meals, sauces etc. These products fall under class
020 Preparations of vegetables and class 21 Misc. Edible preparations.
Ukraine exports $97.215 million USD worth of product falling under the broad class 07. Details on each of
these countries are included in this report.
The chart below (Figure 9) reflects ton (volume) and dollar value of leading product by value classification
into the leading countries for imports from Ukraine. We will not address details on some of these products as
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the project will not be actively involved in the marketing of pulses and therefore we will disregard them in this
report, beyond the references to put things into perspective. We will cover each of the products in further
detail throughout this report.
The column for “volume of leading HS Code” is the volume of the product that moved the most volume in the
years 2013 – 2015 for product tracked with that HS Code. The USD is in thousands of U.S. Dollars of trade
in vegetables (class 07) with that country. This table ranks the importing customers for Ukrainian vegetables.

Country

Import Volume of USD
leading vegetables
thousands

Leading
HS Class

Description

India

2015 – 74,948 Tons
2014 – 61,867 Tons
2013 – 20,647 Tons

$19,539

0713

Dried leguminous
shelled1

Belarus

2015 – 18,838 Tons
2014 – 18,501 Tons
2013 – 11,435 Tons

$17,476

0702

Fresh Tomatoes

Pakistan

2015 - 47,903 Tons
2014 - 30,077 Tons
2013 – 7,325 Tons

$12,949

0713

Dried leguminous vegetables,

Russia

2015 – 11,131 Tons
2014 – 9,689 Tons
2013 – 7,224 Tons

$ 8,558

0710

Vegetables, uncooked or cooked
by steaming or boiling in water,
frozen

Poland

2015 – 2,165 Tons
2014 - 0 Tons
2013 - 0 Tons

$ 4,546

0702

Tomatoes, fresh or chilled

Malaysia

2015 – 7,437 Tons
2014 – 5,428 Tons
2013 – 5,092 Tons

$ 3,266

0713

Dried leguminous vegetables,
shelled, whether or not skinned
or split

Kenya

2015 –6,022 Tons
2014 – 1,992 Tons
2013 - 0 Tons

$ 2,167

0713

Dried leguminous vegetables,
shelled, whether or not skinned
or split

Bangladesh

2015 – 8,477 Tons
2014 – 1,305 Tons
2013 – 815 Tons

$ 2,137

0713

Dried leguminous vegetables,
shelled, whether or not skinned
or split

Yemen

2015 – 7,761 Tons
2014- 0 Tons
2013 – 0 Tons

$ 2,071

0713

Dried leguminous vegetables,
shelled, whether or not skinned
or split

Georgia

2015 – 6,446 Tons
2014 – 3,118 Tons
2013 – 5,971 Tons

$ 1,734

0703

Onions, shallots, garlic, leeks
and other alliaceous vegetables,
fresh or chilled

Turkey

2015 –5,689 Tons
2014 – 3,420 Tons

$ 1,704

0713

Dried leguminous vegetables,
shelled, whether or not skinned

1

vegetables,

Dried leguminous vegetables – pulses – is considered fresh produce as they are often sold naturally dried
and therefore not processed.

8

ITC

MARKET OPPORTUNITY STUDY FOR UKRAINIAN FRESH AND PROCESSED FRUITS AND VEGETABLES

2013 – 7,789 Tons

or split

Egypt

2015 – 5,151 Tons
2014 – 4,970 Tons
2013 – 4,388 Tons

$ 1,606

0713

Dried leguminous vegetables,
shelled, whether or not skinned
or split

United Kingdom

2015 – 3,010 Tons
2014– 17,482 Tons
2013– 17,619 Tons

$ 1,583

0713

Dried leguminous vegetables,
shelled, whether or not skinned
or split

Germany

2015 – 1,673 Tons
2014 – 446 Tons
2013 – 351 Tons

$ 1,460

0713

Dried leguminous vegetables,
shelled, whether or not skinned
or split

United Arab Emirates

2015 – 3,609 Tons
2014 – 5,728 Tons
2013 – 62 Tons

$ 1,425

0713

Dried leguminous vegetables,
shelled, whether or not skinned
or split

Ethiopia

2015- 3,422 Tons
2014 – 0 Tons
2013 – 0 Tons

$ 1,284

0713

Dried leguminous vegetables,
shelled, whether or not skinned
or split

Israel

2015- 2,781 Tons
2014 – 4,771 Tons
2013 – 1,436 Tons

$ 946

0713

Dried leguminous vegetables,
shelled, whether or not skinned
or split

South Africa

2015 - 3,167 Tons
2014 – 1,109 Tons
2013- 2,513 Tons

$ 905

0713

Dried leguminous vegetables,
shelled, whether or not skinned
or split

Moldova, Republic of

2015 – 1,972 Tons
2014 - 24 Tons
2013 – 1,726 Tons

$ 890

0713

Dried leguminous vegetables,
shelled, whether or not skinned
or split

Nepal

2015 – 2,734 Tons
2014 - 121 Tons
2013 – 0 Tons

$ 760

0713

Dried leguminous vegetables,
shelled, whether or not skinned
or split

Malta

2015 – 2,092 Tons
2014 – 0 Tons
2013 - 0 Tons

$ 607

0713

Dried leguminous vegetables,
shelled, whether or not skinned
or split

Sri Lanka

2015 – 1,658 Tons
2014 – 165 Tons
2013 - 45 Tons

$ 578

0713

Dried leguminous vegetables,
shelled, whether or not skinned
or split

Latvia

2015 - 630 Tons
2014 – 19 Tons
2013 - 0 Tons

$ 562

0702

Tomatoes, fresh or chilled

$

0707

Cucumbers and gherkins, fresh
or chilled

2015 – 178 Tons
2014 – 36 Tons
2013 – 0 Tons
Figure 11 Ukraine exports of class 07 – vegetables
Lithuania

5

(International Trade Center, 2016)
Since this report will not be focused on pulses we will deduct these shipments from the total. By subtracting
class 0713 (Dried leguminous vegetables, shelled, whether or not skinned or split (pulses)) the new number
is $36.712 million USD in exports. This also changes the list of the top 25 customers by the elimination of
countries that exclusively import pulses from Ukraine. A list adjusting for the subtraction of these countries –
India, Pakistan, Malaysia, Kenya, Bangladesh, Yemen, Egypt, and Ethiopia adds the following countries into
the top 25 list for Ukraine – Lithuania, Azerbaijan, Italy, Armenia, Iraq, Switzerland, Kazakhstan, and Estonia
were added to the list.
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The chart below, figure 10, reflects exports of Ukrainian product by HS class along with the leading buyer
and the next four leading importers. The importers are ranked in the volume column by value of imports. This
ranking does not always match up with the ranking on volume. This reflects the point that some countries
import large volumes but do not pay a high price for the product. This most likely relates to the importing
countries’ willingness to import lower quality product as price is their driving motivation for the decision to
import. This may also mean that they are importing at a time when Ukrainian prices are at their lowest due to
post harvest volumes.
The column “Recommendations” is an initial recommendation on the associated class of products. This
recommendation will be detailed further when talking specifically about the individual products which follow
this general discussion on exports.

Ukrainian exports of vegetables fresh and frozen by class with volume and top 5 countries

Class

Leading Buyer

0710
–
Vegetables
uncooked or cooked by
steaming or boiling in
water, frozen

Russia

Other top 5 countries:
Poland
Belarus
Germany
Serbia and Turkey
071040 – Sweetcorn,
uncooked or cooked by
steaming or boiling in
water frozen

Russia

071080 – Vegetables,
uncooked or cooked by
steaming or by boiling in
water, frozen (excluding
potatoes,
leguminous
vegetables, Spinach, New
Zeland Spinach, Orache
Spinach, and Sweet Corn

Russia

No other significant
markets exist

Poland
Belarus
Germany
Serbia
0702 –Fresh Tomatoes,

Belarus

Poland

Volume in tons
(listed in sales
value order)

Value

Recommendations

2015 – 1,131
2014 – 9,689

$8.522 Million

Class 0710 – determine what
products in this class are being
produced in the Odessa Kherson
region and what specifically is
currently being exported.

2015
912
794
108
4
0

$2.081 Million
divided amongst
Poland, Belarus,
Germany, Serbia,
and Turkey

2015 – 4,336
2014 - 4,187
2013 - 4,190

$3
Million
USD
worth of products to
Russia in 2015

Frozen sweetcorn provides a
possible opportunity for Ukrainian
exporters. With the loss of the
Russian market, opportunities
should be pursued to assist this
product find a new market.

2015 - 1,240
2014 - 623
2013 - 462

$3.360 Million USD

“Other” Frozen vegetables should
be reviewed with existing packers
to determine what assistance can
be provided to support their
exports and expand volumes in
existing markets outside of
Russia.

2015
842
476
108
4

$910,000 USD
$515,000 USD
$361,000 USD
$ 77,000 USD

2015 – 18,838
2014 - 18,501
2013 – 11,435
2015
2,165

7.742 Million USD

1.848 Million USD
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for
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to
increase
their
exports
to
neighboring area from southern
Ukraine is at an advantage over
the others located further to the
north, where open field production
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Latvia
Estonia
Lithuania
Moldova

630
296
178
1,133

.452 Million USD
.150 Million USD
.124 Million USD
.098 Million USD

has not begun.

Georgia

2015 – 6,444
2014 – 3,188
2013 - 5,971

$866,000 USD

Fresh onions are a product that
Ukraine appears to be successful
in their export efforts and a
competitive
or
comparative
advantage exists in multiple
markets. Therefore, effort should
be dedicated to expanding the
markets with specific focus on the
route between Ukraine and the
UK. If product is competitive into
the Ukraine it will be competitive
along the entire route between
Ukraine and the UK, otherwise,
those closer to the UK would
make the shipments there.

Belarus
United Kingdom
Iraq
Kazakhstan
Moldova
Armenia

2015
1,533
771
2,748
960
1,972
1,281

$699,000 USD
$377,000 USD
$209,000 USD
$192,000 USD
$189,000 USD
$153,000 USD

Care must be taken as rank in
volume and value are not
correlated the value per ton varies
depending upon the market.
To capitalize upon the competitive
advantage of low labor rates
Ukraine can add value to the
onions by peeling, dicing or
making onion rings for the export
market.

070320 – Fresh Garlic

0740 – Fresh Cabbage,
Cauliflower, Kohlrabi, Kale

Ukraine is a major
importer of garlic with
a trade deficit more
than $4.56 Million
USD. No Significant
exports of product.

Belarus

Moldova

070610 – Carrots and
Turnips

Belarus,

Fresh garlic should not be
pursued with current conditions
as an export opportunity.
Opportunities for organic are
being developed but by regions of
Ukraine closer to the EU market.
2015 – 1,658
2014 – 794
2013 – 2,119

$481,000 USD

Cabbage etc. is an export
opportunity, however, given the
import volume into Ukraine and
the limited current market it does
not appear to offer a wide range
of market opportunities.
With only two customers currently
and Belarus possibly being
destine for Russia opportunities
may be limited to Moldova and at
a low price per unit.

2015
656

2015 – 1,071
2014 – 1,120
2013 - 688
2015
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Opportunities exist of expansion
of carrot exports, however, import
substitution during off production
seasons may be a better focus for
this product as when Ukraine is
producing open field carrots so
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070690 – Fresh or Chilled
salad beetroot, salsify,
celeriac, radishes, and
similar edible roots
(excluding carrots and
turnips.)

Moldova
Romania

1,013
142

Belarus

2015 – 634
2014 – 797
2013 – 303

Poland
Georgia
Lithuania
0707-fresh Cucumbers
and gherkins

Belarus

Poland
Lithuania
071080 – Vegetable,
uncooked or cooked by
steaming or by boiling in
water, frozen (excluding
potatoes, leguminous
vegetables, spinach, New
Zealand spinach, Orache
spinach, and sweetcorn.)

Russia

071220 – Dried onions,
whole cut sliced broken or
in powder, but not further
prepared

Germany

Poland
Belarus
Germany
Serbia

There are no other
importers of record in
the last 3 years for this
product.
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too are their neighbors.
$393 thousand USD

Beetroot is an opportunity for
exports from Ukraine. Georgia is
3rd on the list for volume but 4th
for value.

4.052 Million USD
816,000 USD
177,000 USD

Fresh Cucumbers and gherkins
present export opportunities for
Ukraine. Challenges exist with
market conditions and seasonality
versus greenhouse production,
however, with application of low
priced labor and quality packing
opportunities can be developed.

$1.341 Million USD

Opportunities exist for frozen
vegetable exports under class
072080. The challenge is here to
identify the companies currently
exporting under this class and
determining what can be done to
assist them.

$64,000 worth of
class 071220 to
Germany

Dried onions provide an
opportunity that can increase
exports.

2015
112
75
60
2015 – 4,052
2014 – 967
2013 – 171
2015
816
177
2015 – 1,240
2014 – 623
2013 - 462
2015
842
476
334
71
2015 – 14
2014 – 1
2013 - 2

Ukraine appears to have a
competitive advantage on onions
which may extend to dried onions
and should be explored.
Ukraine labor rate advantage is a
factor in the competitive aspect of
dried onions.

Figure 12 Ukrainian exports of vegetables by class with volume and top 5 countries

(International Trade Center, 2016)

Understanding the chart above will help the producer and exporter understand the dynamics of historic
buyers of Ukraine fresh and preserved vegetables. It is important to review both value and volume as this will
provide a picture on what motivates buyers in each market to purchase a product. On tomatoes for example
Moldova is a large buyer when reviewing the table on a basis of volume, however, their value per ton is low
and therefore one can conclude that Moldova is either a low value per ton buyer or a buyer that purchases
fresh tomatoes for processing, hence tomatoes with a lower retail value per ton. Unless Ukraine can position
itself as the low-cost producer they should focus on the value versus the volume to ensure that they are
working with the markets which purchase a higher quality product, except for having a market for accepting
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product that is off grade or lower quality and utilized for processing product which otherwise would not be
sold.

1.2.3 Niche opportunities - Organic certification and standards in Ukraine
The National Accreditation Agency of Ukraine Food controls quality certification for food products produced
in Ukraine. To certify product there are currently seventeen private certification bodies working in Ukraine,
one of them is Ukrainian owned (the certification body Organic Standard, www.organicstandard.com.ua); the
others are international certifying companies.
The most popular standard among organic operators in Ukraine is the European Council Regulation (EC)
834/2007. Other existing certifications in Ukraine include Bio Suisse standards, the Japanese Agricultural
Standards (JAS), the US National Organic Program (NOP) and the BIOLan Standards.
The amount of land in Ukraine that is certified organic has been growing over recent years. These organic
producers serve both the domestic and international market with domestic demand lagging global demand
but growing as incomes and consumer awareness and choice increase. There are currently nearly 400,000
hectares and nearly 250 farms/farmer groups certified organic by one of the certify bodies above.

Total Area of organic and number of organic
farms in Ukraine 2002 - 2015
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400000
350000
300000
250000
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150000
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100
50
0
2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015
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The number of farms

Figure 13 Organic farms and land in Ukraine 2002 - 2015

(Organic Ukraine, 2016)
The growth and importance of organic in Ukrainian agriculture is front and centre in the minds of Ukrainian
government officials as illustrated in a press release on 23 November 2016, when the Cabinet of Ministers of
Ukraine supported the draft law "on the basic principles and requirements for organic production, circulation
and labelling of organic products", pronounced in his consideration of the Ministry of agrarian policy of
Ukraine (Organic Ukraine, 2016).
Organic is one niche which provides a competitive advantage to the Ukrainian producer. To produce organic
requires additional labour, which is cheaper than in most other organic producing regions/countries.
Therefore, the added labour to produce, track and maintain the chain of custody of product produced in
Ukraine is cheaper than that produced elsewhere.
To convert land from conventional to organic typically requires a three-year transition. During this transition
product, can be produced on the land but only with organic techniques, while the product cannot be certified
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organic during this period. Therefore, the farmer often suffers from reduced yields without offsetting higher
prices for organic. Consequently, a farmer must be willing to invest and forgo returns during the conversion
period from conventional to organic.
The figure below documents the retail sales of organic product in Europe by country. The EU market for
organic product continues to grow with an increase of 7% in 2014 and a range of 2 – 7% between 2006 and
2014. Between 2005 and 2014, per capita organic consumption increased by 110% from €22.4 – €47.4 with
only slight increases in overall consumption of food during this period – the organic market share is growing.
In these markets, organic F&V account for as much as 20% of the organic purchases – eggs and dairy
products lead the way (IFOAM EU Group, 2016)

Organic sales in Europe by country

Figure 14 Organic retail sales by European country, 2014

(IFOAM EU Group, 2016)
The chart below illustrates the growth in retail sales between 2005 and 2014 in Europe, reflecting both
Europe and the EU 28, with about a 10% difference between the two, with Europe being higher than the EU28.
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Growth in organic sales in Europe 2005 - 2014

Figure 15 Growth in organic retail sales in Europe 2005 – 2014

(IFOAM EU Group, 2016)
Sales of organic product in Europe continue to increase in terms of value and per capita consumption.
Significant to note is that the growth between 2013 and 2014 was more than 6.4% for Europe with the EFTA
at an increase per capita of 10.7%.

Organic retail market trends in Europe, 2014

Figure 16 Organic retail market trends in Europe 2014

(IFOAM EU Group, 2016)
Germany is the leading market for organic products as reflected in the chart below with $7.9 billion euros in
2014, followed by France with $4.8 and the UK at $2.3 billion Euros.
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It is interesting to note that the countries with the highest percentage of their sales in certified organic
produce and the highest level of organic sales per capita, are also the countries known to have the highest
requirements for Global GAP and HACCP certification. Therefore, a review of per capita consumption in
Europe is a good guide for which countries offer the greatest opportunities for Ukrainian companies that do
not have Global GAP or HACCP certification.

Market Share of organic food sales in European countries

Figure 17 Share of organic sales at retail in Europe 2014 (IFOAM EU Group, 2016)
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Growth in per capita purchases of organic foods in Europe 2005 - 2014

Figure 18 Growth in per capital consumption of organic in Europe 2005 – 2014

(IFOAM EU Group, 2016)
Growth per capita purchases of organic foods in Europe is growing at a steady rate with a greater than
doubling of sales between 2005 and 2014. With this trend expected to continue attention must be paid by
produce traders as the key area for growth in the market.
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Organic purchases per capita in Europe, 2014

Figure 19 Organic per capita consumption in Europe 2014

(IFOAM EU Group, 2016)
The sales per capita in Europe of organic foods also parallel the acceptance of Global GAP and HACCP
standards. The countries with the highest per capita purchases of organic products are also the countries
with the toughest requirements for certifications for standards of sanitation and social issue compliance.
Therefore, companies that are not Global GAP and HACCP certified should not focus on these countries as
a target market, unless they are organic certified.
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Organic sales in Europe by market channel, 2014

Figure 20 Organic sales in Europe by marketing channel, 2014

(IFOAM EU Group, 2016)
There are several channels for ultimate sales of organic product in Europe, as reflected by the chart above.
While the ultimate sale to the consumer, the importer and distributor is often the same for organic products.
Most importers of organic produce will cover all markets from retail to direct sales. Therefore, the focus on
where to sell should focus on the importer as the best importer will represent the product in all markets.

1.2.4 Seasonality as influencing exports factor
For fresh fruits and vegetables Ukraine competes with producers in the region and in their targeted markets
that have the same production seasons. It is difficult for Ukraine to export fresh produce into a market while
their local producers are harvesting. This will of course change year on year, as weather and growing
conditions change, however, consistent markets for unprocessed fresh fruits and vegetables to markets,
when local farmers are producing is a difficult challenge.
Buyers globally prefer to “buy local” when local is available. They perceive local produce as fresher and often
show loyalties to local producers to support the local economy. This fact is also complicated by regional
trade blocks where multiple production climates fall under a common market with common laws, currencies
often languages and cultural practices on the use of the product.
The chart below (Figure 7) generally reflects the European climate zones. Production of crops will occur first
in the South where temperatures for planting and growth are highest earliest and generally move northward
to the regions, where the climate warms up later in the season. Product that is produced in the field will ripen
from the South to the North going, from zone 10 to zone 3 on the chart below.
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European climate zones

Figure 21 European Climate zones (Tulip World, n.d.)

Figure 8 below is map of climate zones in Ukraine. Since the region that this project is working with is in
southern Ukraine around Odessa and Kherson the climate zones that they match up with in Europe are zone
6 – reflected above in dark green. These are roughly the countries that the Odessa Kherson region of
Ukraine shares a harvest time with.

Figure 22 Hardiness zones in Ukraine (Pacific Bulb Society, n.d.)

A chart with Western and Northern Europe production for fruits and vegetables is found in the Annex of this
report. By reviewing the maps above and the chart in Annex A it becomes evident which countries produce
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product maturing at the same time as Ukraine. While it is possible to sell product into a market during their
harvest the motivating factor for the buyer is price and quality. If they can buy product at a better price from
Ukraine than they have on their local market, or if the quality is better suited for their consumers than what is
locally available then they will purchase this product.
Because of these weather conditions and the unpredictability of nature it is important that the producer be
aware of weather conditions in the countries that they compete with. For example, late frost in Southern
Europe or a wet spring can slow down maturity, as well as reduce production. If this occurs the opportunity to
sell product into that market increases. If the producing regions in the south have ideal growing conditions
the opportunities decrease and some competitive advantage needs to be identified to achieve market sales
against locally produced product.
Weather is not the only factor that can influence price and competition in a given market. A pest infestation
or political unrest can influence markets without notice. For example, in July 2016 a pest infestation
unexpectedly benefitted Ukrainian cauliflower producers as demand increased for imported cauliflower to fill
the void created by the infestation. (Details on this below can be found in the section on cauliflower.)
Fresh vegetable demand can change without notice and therefore producers who are aware of the changes
can be able to benefit or minimize their risk if they are aware of the market conditions.

1.2.5 Russia and the need to find new markets resulting from the disruption
of traditional trade
Historically Ukraine has depended upon the Russian market as buyer of most their agricultural products.
With political issues between Ukraine and Russia trade is limited and currently accomplished through third
parties in Belarus and elsewhere. As Russian customs officials work to stop this diverted trade, the Belarus
market appears to be an attractive market for Ukrainian products, however, this situation is tenuous and
therefore should not be considered a key to developing sustainable trade of agricultural products.
Since 2011 Russia has been decreasing their imports from Ukraine. The chart below reflects the dollar value
of Russian imports from Ukraine between 2011 and 2013. In almost all cases the volume has decreased
since 2011 and in 2014 much of these exports were banned as discussed later in this document.
Table 1 Russian impact on Ukrainian F&V trade 2011 - 2013

United States Dollars
Description

2011

2012

2013

2011

% Share

% Change

2012

2013

2013/2012

Commodity: Fresh Vegetables
Fresh Vegetables

47.1

43.5

100

100

100

-7.5

35.1

31.3

23.0

61.4

66.6

52.9

-26.5

70200

Tomatoes,
Chilled

70700

Cucumbers and Gherkins

14.9

11.3

10.9

25.9

24.1

25.0

-3.7

70310

Onions and Shallots

0.2

1.1

2.7

0.3

2.3

6.2

148.0

70610

Carrots and Turnips

1.1

0.1

1.8

1.9

0.3

4.1

1258.3

0.3

1.0

1.6

0.5

2.2

3.7

58.2

70490

Edible

Fresh

57.3
or

Brassicas
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(cabbages)
70690

Salad Beets, Radishes

1.0

0.3

1.4

1.8

0.7

3.3

322.2

70190

Potatoes

2.8

0.4

1.1

5

0.9

2.6

180.4

Others not listed

1.9

1.4

1.0

3.3

3.0

2.2

-27.2

Fresh Fruit
80920

Cherries, Fresh

2.8

3.4

3.7

19

34.5

47.4

8.9

80810

Apples, Fresh

10.8

6.0

3.4

73.0

60.7

42.8

-44.0

81010

Strawberries Fresh

0.1

0.3

0.3

0.9

2.9

3.9

7.1

80910

Apricots Fresh

0.5

0.0

0.2

3.7

0.0

2.6

5798.0

80610

Grapes Fresh

0.0

0.0

0.1

0.1

0.1

1.6

795.2

Others not listed

0.5

0.2

0.1

0.0

0.0

0.0

0.0

Total Trade Value

72.0

56.9

51.4

n/a

n/a

n/a

-9.8

(USDA FAS, 2014)

Ukraine export of processed fruits and vegetables by main product groups in 2010-2014
Indicator
Value
Euro

Product Group

2010

2011

2012

2013

2014

58 594

56 315

135 112

180 747

134 400

Other processed and preserved 97 198
fruit and vegetables

130 306

135 975

98 802

97 413

Canned fruit and vegetables

64 644

55 870

66 057

75 106

53 121

Dried Vegetables

33 192

45 171

51 268

34 148

47 909

Frozen Fruits

41 017

40 768

35 947

34 982

35 917

Frozen Vegetables

7 064

5 261

5 798

5 469

7 456

Jams, fruit jellies and fruit or 2 649
nut puree and pastes

2 763

2 219

2 061

1 520

Total

336 453

432 377

431 315

377 734

000 Fruit and vegetable juices

304 357
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Product Group

2010

2011

2012

2013

2014

85 721

57 652

108 416

144 385

124 415

Other Processed and preserved 42 734
fruit and vegetables

51 422

54 049

42 083

40 726

Canned fruit and vegetables

94 486

76 167

83 498

92 659

59 584

Dried Vegetables

158 261

173 447

177 697

112 425

195 321

Frozen Fruits

21 606

18 278

20 108

19 354

20 923

Frozen Vegetables

11 403

7 074

9 012

8 540

11 738

Jams, Fruit Jellies and fruit or 4 075
nut puree and pastes

3 533

2 279

2 614

2 196

Total

387 574

455 059

422 061

454 903

in Fruit and Vegetable Juices

418 287

(USDA FAS, 2014)
The chart below reflects the status of Ukrainian exports to Russia, based upon HS codes. The trade ban has
forces Ukraine to find new markets to replace what was their number one buyer.

Product

Description

Status

2002

Tomatoes prepared or preserved

Trade
ban

Tomatoes, fresh or chilled

Trade
ban

707

Cucumbers and Gherkins, fresh or chilled

Trade
ban

2008

Fruit, nuts Etc. Prepare or preserved

Trade
ban

2009

Fruit Juice

Trade
ban

2005

Vegetables Prepared

Trade
ban

702

Figure 23 Products banned for shipments to Russia 2014

(USDA FAS, 2014)
The changes in the relationship have caused an urgent need
for Ukraine to find new markets for their produce. The EU
market can be a good market for Ukrainian products however
hurdles are yet to be overcome for Ukrainian products to
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achieve long-term success in the EU. These issues include the fact that Europe produces all the products
that Ukraine produces. Therefore, Ukraine’s market is limited to fill voids or windows that are not filled by
product produced in Europe. Furthermore, the food sanitation standards in the EU with Global GAP and
HACCP compliance often as a minimal entry requirement for the retail industry in certain parts of the Europe,
and many large buyers instituting their own higher standards for environmental and sustainability creates
additional hurdles for Ukrainian product into the European market. For example, many retailers globally have
adopted the British Retail Consortium standards or their own standards for issues ranging from food safety to
corporate social responsibility standards.
A key opportunity for Ukrainian products to the European is to work with buyers that have later production
seasons for their fresh products than Ukraine. Tomatoes are a good example of this type of product as
Ukraine is an importer early in the season when tomatoes are available from the south (Turkey, Italy, and
Spain) and an exporter when their crop is in season and earlier than countries to the north, like Poland and
Latvia. The challenge here is that the Europe has countries at the same latitude as Ukraine and therefore
they will compete with Ukraine on sales within Europe. The European producers have several advantages
over Ukraine including same currency, same regulations, and a key highway network. Therefore, for Ukraine
to compete it is critical that they work with their advantages of lower labour costs.
Due to cost and competition, the Middle East market has not been a traditional market for Ukrainian
products. Only UAE has imported any product of any significance from Ukraine and this only occurred in
2015 with the import of potatoes. It appears that Ukraine could take advantage of a shortage in the region
resulting from decreased production in Syria due to the conflict there. Palestine, Jordan, and Egypt are all
aggressively increasing their exports to fill the void created by Syrian decreases in supply. Each of these
countries produce potatoes without limitations of environmental issues and each of them have logistic
advantages over Ukraine potatoes.
Processed fruits and vegetables eliminate the perishability of the product and therefore open several
markets that are not a potential for fresh products to be consistently competitive. Value added fruits and
vegetables take advantage of Ukraine’s lower wages and cost of production and if coupled with efficiency,
quality and sanitation standards can provide a broad and sustainable market for Ukrainian products.
There is a possibility to increase the sale of fresh and value added berries (frozen or otherwise preserved)
for export from Ukraine to a wide market in Europe, the Middle East and Asia. This is an area which needs to
be explored further as outlined in this report.
Northern Africa is explored in this report, however, economics, logistics, seasonality, and competition all
point to few opportunities for Ukrainian products, outside of pulses not covered by this project, to move to the
North Africa markets. North Africa is in general a competitor for some of the fresh fruits and vegetables
product sold into Europe, however, because they produce earlier than Ukraine does on most products and in
some cases year-round, this limits Ukraine’s opportunity to compete with them except in Norther Europe.
Opportunities exist for increasing exports of Ukrainian fruits & vegetables. To accomplish the challenges, this
need to be clearly understood and a competitive advantage developed. This document is the start of that
process.
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2. Targeted fresh and processed fruits and vegetables
2.1. Tomatoes
2.1.1 Fresh tomatoes
Fresh and processed tomatoes are a globally traded product with strong demand for both fresh and
processed. Tomatoes are produced in all the target markets for Ukrainian products. Shelf-life and logistics
limit Ukraine’s ability to compete in many markets outside of a distance a truck can travel in a few days;
processed tomatoes neutralize this factor and allow for Ukrainian product to compete globally. While in the
markets that are attractive for Ukrainian fresh tomatoes the EU buyers generally require Global GAP while
those buying processed typically require HACCP, however, avenues exist for both products.
Fresh tomatoes have a limited shelf life and therefore the closest markets are those with the greatest
opportunity. Unfortunately, as outlined in the map below in the section on the European Market, the countries
closest to the Ukrainian producers, except for the Baltic countries, are the countries with the greatest need
for Global GAP certification.
Fresh tomatoes produced in greenhouses have a year-round market and take advantage of intensive labour
and therefore can be a good opportunity for Ukrainian produce growers and exporters.

2.1.1.1.

Global trade of fresh or chilled tomatoes

Global trade of fresh or chilled tomatoes has been relatively steady in the last five years with a range of
$8,181,600,000 USD and $9,224,941,000 USD. The largest global exporter is the Netherlands.
Country

Exports in 2015

Largest markets

Comments

Netherlands

$1,818,310

Germany
UK
Sweden
Italy
Belgium

Competitor with Ukraine
on production season
and markets

Mexico

Spain

Morocco

$1,818,108

$1,066,822

$437,762,000

United States
Canada
Japan

Not a competitor
Ukraine

Germany
United Kingdom
France
Netherlands
Poland

An
early
season
producer
and
early
competitor
for
EU
market

France
Russia
United Kingdom
Netherlands

of

Early season producer
able to serve the
European market prior
to crops coming to
maturity in Southern
Europe

(International Trade Center, 2016)
As discussed above in the section on climate, it is important to note that the Netherlands field crop will be
available before the crop from Ukraine. This is complicated further by the fact that the Netherlands is a major
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producer of greenhouse tomatoes. These greenhouses allow the Netherlands to produce fresh tomatoes,
artificial sun light to stimulate blooming and growth during the darker months (in Holland that means from
October to May). Ukraine is unable to compete with product produced during this period, unless it is
produced in a green house.
The Netherlands has several advantages over Ukraine for fresh tomato exports including traditional trade
centre and relationship with global retailers and buyers, global standards, common currency and trade
practices and logistics. Some of these factors exist for processed tomatoes as well as fresh but others are
eliminated thus providing a window of opportunity for processed tomatoes to trade against European
domestic tomatoes. In fact, the high value of fresh tomatoes in much of Europe limits tomatoes being grown
exclusively for processing.
Spain and Morocco are early season suppliers of tomatoes. They have product available when Ukraine does
not. They will continue to produce during the time that Ukraine produces and can supply throughout the
summer months in Europe. As more European countries production comes into production maturity the
prices will drop to a point where tomatoes from Morocco are not competitive due to the added freight to get
to Europe.
For exports to Europe the competitive advantage for Spain and the Netherlands over product from Ukraine
are as follows:
a. Greenhouse production
b. Earlier season for Open Field product
c.

Same standards –Global GAP and labelling

d. Same currency – working with Euros makes trading much easier
e. Extensive highway system
f.

Distributors and retailers who have distribution and stores across the region

For Ukraine to export to Europe they need to overcome the above apparent advantages held by their primary
competitors.
Production in Europe for tomatoes is in the table and pie chart below. A review of this chart will show
countries in southern of Europe produce more tomatoes due to the favourable weather conditions. The
northern countries are less efficient at producing tomatoes and therefore rely heavily upon production in
southern Europe. The noticeable exception to this is the Netherlands which produces the bulk of their
tomatoes in greenhouses year-round.
Italy and Spain, the two leading producers of tomatoes in the region are also the largest consumers of
tomatoes, however, their off-season tomatoes come from the south – Morocco and Egypt and therefore do
not exist as a viable export opportunity for Ukrainian tomatoes.

Production of tomatoes in competing countries for Ukrainian tomatoes, 2015
Country

Value in Tons

Percent of Production

Italy

4,932,463

33.65%
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Spain

3,683,600

25.13%

Ukraine

2,051,400

13.99%

Netherlands

855,000

5.83%

Poland

829,522

5.66%

Romania

749,128

5.11%

France

593,249

4.05%

Belgium

249,800

1.70%

Belarus

178,274

1.22%

Hungary

138,100

0.94%

United Kingdom

93,600

0.64%

Germany

69,258

0.47%

Rep. of Moldova

54,294

0.37%

Austria

53,327

0.36%

Slovakia

48,000

0.33%

Switzerland

46,686

0.32%

Lithuania

12,300

0.08%

Czech

8,300

0.06%

Latvia

6,603

0.05%

Estonia
5,343
0.04%
Figure 24 Production of tomatoes in competing countries for Ukrainian tomatoes (FAO, 2015)
European tomato production in tons

2013 European Tomato Production in Tonnes

Austria

Belarus

Belgium

Czechia

Estonia

France

Germany

Hungary

Italy

Latvia

Lithuania

Netherlands

Poland

Republic of Moldova

Romania

Slovakia

Spain

Switzerland

Ukraine

United Kingdom

Figure 25 European tomato production in tons (FAO, 2015)

As illustrated in the chart above every country in Europe produces tomatoes. This local production will meet
the demands during their harvest season.
The chart below reflects the production time for tomatoes in Ukraine, including tunnel and greenhouse
tomatoes. Given the volume and availability on the market it is critical to look at only the “Open Field” (OF)
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tomatoes and compare them against the production time for the primary producers in Europe of OF
tomatoes. While tomatoes are available year-round from greenhouses in Europe the primary competition,
due to cost and seasonality, is OF tomatoes. As you will see from figure 15 above Ukraine competes with the
major producers in Europe during their production season. Therefore, to sell fresh tomatoes from Ukraine
into these markets they must provide some advantage over locally produced tomatoes – price, quality,
packing, standards or image. None of these factors, except for price on occasion, are currently advantages
of Ukrainian tomatoes into Europe.
This seasonality does not impact processed tomatoes which then need to compete on the other factors price, quality, packing, standards or image. Due to labour rates, when coupled with appropriate technology,
prices can be competitive even when balanced with freight. Then the issues tie to the other factors which can
be addressed with proper management, planning and marketing.

Ukrainian production of tomatoes against European production

Figure 26 Ukrainian production of tomatoes against European production

(FAO, 2015) (20/20 Development Corporation, 2016)
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In Eastern Europe tomatoes are the 9th top imported agricultural product behind soy products, wheat,
bananas, apples, sugar, palm oil and oranges. (FAO, 2015) This provides for an opportunity for Ukrainian
product to be exported into these markets. This is currently occurring with fresh tomatoes being shipped from
Ukraine to Moldova, however, that is a limited market now due to low prices paid by Moldova.

2.1.1.2.

Ukraine trade of fresh tomatoes

In 2015 Ukraine exported 23,308 metric tons of tomatoes for a total value of $10,451,000 USD (€9,415,000)
at an average value of $448.00 USD per ton (€404.00). This is down significantly from prior years due to
cessation of exports to Russia via Crimea.
This is reflected below in the data collected by the UN based upon bill of lading data for exports of fresh or
chilled tomatoes (HS class 702).

Ukraine Exports of fresh tomatoes
Sales
value

Sales
value

Sales volume

Unit
Value

Unit Value

World
market

1,000 USD

1,000
Euros

Metric tons

USD

Euro

2011

$36,785

€ 26,410

75,604

$487.00

€ 349.00

2012

$35,119

€27,307

92,273

$381.00

€296.00

2013

$27,131

€20,426

57,966

$468.00

€352.00

2014

$27,758

€20,882

61,840

$ 449.00

€338.00

2015

$10,451

€9,415

23,308

$448.00

€404.00

Figure 27 Exports of Ukraine fresh or chilled tomatoes in weight and value (International Trade Center, 2016)

In the chart below this data is reflected graphically providing the total sales in both USD and Euros and the
unit value in both currencies along with total volume. The red line below is volume and not in value but
quantity in Metric tons. The dollar (green) and euro rate (yellow) per ton is indistinguishable at the bottom of
the chart with very little variance as despite significant changes in sales (demand) going from as high as
92,273 metric tons to 23,308 metric tons (a near 4-fold increase in export sales) the price was lower when
the volume was higher. This is interpreted by the fact that demand was higher for export when price was
lowest, thus allowing Ukrainian tomatoes to compete in markets due to their low prices.

Ukraine trade in tomatoes
$100 000
$80 000
$60 000
$40 000
$20 000
$2011

2012

2013

2014

Sales value 1,000 USD

Sales value 1,000 Euros

Sales volume Metric tons

Unit Value USD

Unit Value Euro
Figure 28 Ukraine trade in tomatoes (International Trade Center, 2016)
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There is a downward trend in exports of Ukrainian tomatoes globally. This has occurred even though the
price has been relatively constant, except for 2012, which is also a year of significant sales. An assumption
to this would be that if the price were to fall to the 2012 levels the exports would increase. This is not a
“given” but a reasonable conclusion looking at these factors.

Tomato Exports and price per MT
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Figure 29 Competitive tomato exports and price per MT

(International Trade Center, 2016)
Despite exports of tomatoes totalling $10.451 million USD, Ukraine has a trade deficit of $9.160 million on
tomatoes. They import tomatoes from Turkey, Spain, Poland, the Netherlands, and Morocco. The origin of
these imports points to the fact that the Ukraine imports from southern countries on a seasonally required
basis – except for Poland which may be hothouse tomatoes imported when Ukrainian product is not
available.
Leading importers of fresh or chilled Ukrainian tomatoes in millions of USD are Belarus ($7.742), Poland
($1.848), Latvia ($.452), Estonia ($.150), Lithuania ($.125) and Moldova ($.098). The proximity of these
markets reflects the cost of transport of fresh product and the limited shelf-life of these products. Additionally,
the fact that these markets are North of Ukraine confirms the flow of tomato purchases from southern origins
to northern destinations. A seasonal study of purchases shows that as Ukraine product is available Turkish,
Spanish and other southern origins decreases.
Many countries are self-sufficient in tomato production, and countries like Tunisia, Morocco, Egypt, and
Spain are formidable competitors to product produced in Ukraine. These countries compete with Ukraine not
only in Europe but make shipments to the Middle East and North Africa difficult and subject to market
conditions that rarely occur.
The largest single market for Ukrainian tomatoes is Belarus. As figure 14 below illustrates the volume has
increased significantly from 2011 to 2015. This increase occurred despite a total increase in price of product
to Belarus of near 20% from €303 – €370 per metric tonne between 2011 and 2015. This has also moved
Belarus from a 4% market share by value to a 74% market share by value. The average price of product
purchased by Ukraine in 2015 was €370. This low price coupled with the large volume brings down the
average export price of €404. Prices paid by other destinations in 2015 are as follows; Poland €769, Latvia
€646, Estonia €457, and Lithuania €682. This is further illustrated by the fact that the Belarus market share
of Ukrainian exports is 74% of value and 81% of volume. The product that Belarus purchases is less
expensive than other destination and therefore brings the average purchase price down.
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Belarus Tomato Imports from Ukraine
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Figure 30 Belarus Tomato imports from Ukraine

(International Trade Center, 2016)
The question which is not answered definitively is to confirm that Belarus is an avenue for Ukrainian
tomatoes, and other product into Russia. It is believed that Russian customs agents are working to stop this
trans-shipment through Belarus and Crimea by requiring further details in bills of lading and CMR (Road
transport document).
The other market to consider of interest is Moldova which purchased 1,133 tons in 2015, however, the value
per ton was an amazingly low $86 USD per ton. This was a new development in 2015 with nearly
insignificant exports prior to 2015 to Moldova for this product. Given this low price it is possible that while
these tomatoes were “fresh” they were of low quality to be utilized for the canning industry in Moldova. This
price would have to have been lower than what the domestic Ukrainian market was willing to pay; otherwise
the product would have been sold in Ukraine.
Per UN Trade data the exports to Belarus have not occurred since March of 2015.

2.1.1.3.

Seasonality of exports and production cycles

Most of the exports from Ukraine occur in the
period of September and October, however,
exports to Poland in 2015 and 2016 occurred
Figure 31 Stages of maturity of tomatoes (ripening fruit, 2016)

year-round, therefore it can be assumed that
this was greenhouse production.
Tomatoes harvested for export must be at a
different stage of ripeness than those
harvested for the domestic market. A mature
tomato will continue to ripen for several days
after harvest. The chart above reflects the
maturity of tomatoes. When working on the
export market it is critical that the tomatoes
are harvested to arrive at their customers’
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facility with the “right” maturity and ripeness. Working with fresh product like tomatoes it is critical to
understand the transit time and the needs of the customers.
The average price of tomatoes purchased by Poland from Ukraine is $854 USD versus that purchased by
Belarus at less than half that price at $411 USD per MT. This can be explained by the fact that Ukrainian
exports to Poland occur year-round and therefore the price reflects the fact that some of these tomatoes are
produced in greenhouses and may be Global GAP certified.

Plastic tunnels - PT
Open field - OF

Sowing
Harvesting

first turn
Tomato PT
Months
1 2 3 4 5 6 7 8 9 10 11 12
Production
second
turnover
PT
Months
1 2 3 4 5 6 7 8 9 10 11 12
Production
one turn
OF
Months
1 2 3 4 5 6 7 8 9 10 11 12
Production
(20/20 Development Corporation, 2016)

2.1.1.4.

Market attractiveness Index for Ukrainian tomato exports

This table shows the index of attractiveness of markets for tomatoes. It illustrates which markets have the
highest opportunities for development for Ukrainian tomatoes exports.
Class 0702 – Fresh and Chilled Tomatoes Markets

Balkan
Countries/
Northern EU

General Comments

These countries
have several
elements leading
to potential
opportunities for

Western,
Central and
Southern EU
and the United
Kingdom

Middle East

Global balance

These countries
are major
producers of
Open Field
(same and

Rare market
conditions would
need to exist for
Ukrainian fresh
or chilled

Rare
opportunities
due to logistics
and competition
in the distant
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Attractive criteria of the
potential market for
Ukraine fresh and
chilled tomatoes

Ukrainian fresh
and chilled
tomatoes

earlier season as
Ukraine) and
greenhouse
tomatoes so
market supply
and demand
conditions will
dominate when
opportunities are
available.

tomatoes to find
a consistent
market in the
Middle East due
to their
availability of
local year-round
supply

markets

These countries
have later season
tomato production
and higher labour
costs so early
season
opportunities are
available for Open
Field product and
yearlong for
greenhouse
product

To sell in these
countries
Ukraine must be
the beneficiary of
strong market
conditions in
these markets
resulting from
problems with
traditional
supplies.

Freight and
timing limit the
benefits
achieved by low
production costs
and minimize
opportunities in
these markets.

Freight and
timing limit the
benefits
achieved by low
production costs
and minimize
opportunities in
these markets.

Market
conditions

Market
conditions

To achieve sales
at these times
the Ukrainian
exporters need
to have market
contacts and ongoing monitoring
of the market.
Required minimum
criteria to enter the
target market
("order-qualifying
criteria")

Product needs to
be harvested
“mature but not
ripe” to ensure
that it arrives in
the market in
acceptable
condition.

Global GAP and
HACCP are
preferred though
not required by
all buyers.

Most competition
will have these
certifications and
therefore to
secure the
contract Ukraine
must offset this
by having better
prices.
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An advantage
that could be
achieved would
be working with
better packing.

Criteria to win a
contract/contract
("Order winning
criteria")

Price and timing
against available
product.

Price and timing
against available
product.

Quality labour
intensive
packing
Other factors entering
into account (e.g. delay
payment, cost, time,
etc.)

What type of business
can access what
market?

Standard
payment terms
are 50% upon
arrival and
balance in 45
days.
Category 1, 2
and 3

Category 1 and
2

Category 1

Category 1

Example of categorization of companies:
1) Certified experienced exporters.
2) Less experienced exporters present in their domestic and regional markets.
3) Aspiring exporter, present on the domestic market

2.1.1.5.

Other markets for fresh Ukrainian tomatoes

Outside of regional customers Belarus, Poland, Latvia, Estonia, Lithuania, and Moldova there are no
historically significant markets for Ukrainian tomatoes.
Markets outside of those with proximity will be difficult markets to penetrate with field produced tomatoes.
Since Ukraine produces tomatoes at the same time as major producers in Europe makes it difficult for
Ukraine to find regular markets that would normally be served by producers in Europe.
Local producers or regional imports serve customers in the Middle East and North Africa. Therefore, the
opportunities for Ukrainian tomatoes in these markets are extremely limited.
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2.1.1.6.

Fresh Tomatoes quality and standards

The starting point for all products into the EU is that the product meets Global GAP standards. While this is
not a legal requirement it is often a buyer requirement, with most of the competitive origins for tomatoes
meeting these standards for their export and locally purchased tomatoes. Beyond this most significant
buyers have their own standards which encompass production; processing and social issues addressed in
their Corporate Social Responsibility standards (CSR). Many retailers globally have adopted the BRC
standards. (Details on these standards is found above in the text box in section 4.1)
None of the current customers that Ukraine is exporting to are strict on Global GAP or HACCP standards,
except for Poland, which may be receiving Global GAP standard product due to what appears to be a
greenhouse export focused operation based upon the timing of the shipments to Poland. It is common
knowledge in the trade that Poland, Latvia, and Lithuania are entry points for non-Global GAP and nonHACCP product that finds its way into many of the more price sensitive open markets across Europe where
standards are lax and prices are lower than grocery stores or other “modern” retailers where these standards
are a corporate requirement.
While Global GAP addresses product that is not processed, HACCP comes into consideration when product
is processed. This includes packing which given low labour rates can be an advantage for Ukraine. If
Ukraine can pack product for retail with proper sorting this can be done cheaper in Ukraine than elsewhere,
however, without HACCP standards few mainstream buyers would consider product that is not HACCP
compliant and certified.
In addition to production timing and logistics issues Ukraine must work on their standards to meet the
demands and requirements of their customers. Europe has a marketing standard for tomatoes. A copy of
these standards is in Annex. These standards identify sanitation, grade, size, uniformity, packaging, and
marketing.
Key factors for these standards include the following:


Sound product – free of rotting, pests, and damage



Quality – sufficient to withstand transportation and handling
o

Classifications

o

Extra Class standards

o

Class I standards

o

Class II standards



Provisions for size



Packaging – packed in a way to protect the produce properly



Marking – and traceability
o

Name and address of packer and/or dispatcher

o

Nature of produce

o

Origin of produce

o

Commercial specifications


Class



Size
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The
United
Nations
Economic
Commission for Europe (UNECE) was
set up in 1947. This organization
coordinates the standards for fruits and
vegetables (F&V) products sold in
Europe. The document pertaining to
tomatoes is UNECE Standard FFV-36.
Tomato is the standard for tomatoes
sold in the EU. This document is
located
at
the
following
link:
https://www.unece.org/fileadmin/DAM/tr
ade/agr/standard/fresh/FFVStd/English/36Tomatoes_2012.pdf
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Further details on tomato standards can be found in annex – which addresses the UNECE standards for
tomatoes.
While the above referenced documents reflect the official standards an excellent guide for production and
handling of tomatoes in an acceptable manner for most buyers can be found through the U.S. Food and
Drug Administration document titled “Commodity Specific Food Safety Guidelines for the Fresh Tomato
Supply Chain. This document is found at this link.
http://www.fda.gov/downloads/Food/GuidanceRegulation/UCM171708.pdf

While it is not reasonable that Ukraine fresh tomatoes would be shipped from Ukraine to the USA this
document provides an excellent basis for development of a Standard Operations Procedure (SOP) across
the Ukrainian tomato supply chain.

2.1.1.7.

Supply chain fresh tomatoes

Chart 15 below reflects that standard flow of tomatoes from farm to the consumer. Typically, the tomato
supply chain is divided into eight primary elements • open field production, • harvest practices, • field
packing, • greenhouse production, • packinghouse, • repacking and other distribution operations, • fresh-cut
processing (value-added), and • foodservice and retail.

Figure 32 Typical tomato supply chain

(20/20 Development Corporation, 2016)
An area of opportunity for Ukraine is in improving packing house operations by increasing the sorting, sizing
and packing quality to exceed that of higher cost markets. By utilizing the competitive advantage of lower
wages, with proper training Ukrainian tomatoes can be “better packed” for the markets. This packing my
entail retail packing that is labour intensive yet appeals to the customers.
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Examples of value added packaging are as follows:

http://www.stoffels-tomaten.be/en/packagings.html

2.1.1.8.

Consumer preferences for tomatoes

In recent years’ consumer preferences for tomatoes has changed. In recent years tomatoes, have been bred
to survive transit of long distances from production to market. These tomatoes often leave the farm in a
semi-ripe state and are ripened as they ship and reach the customers. This fact helps Ukrainian product
reach distant markets; however, product must be harvested to arrive in the “right” condition rather than
harvesting when product is ready to consume. This therefore means that product that is exported needs to
be destined for export at time of harvest and harvest must occur prior to the time it would occur for the local
market.
Mature green tomatoes will ripen after harvesting in the same manner as they would on the vine. Distributors
utilize an external source of ethylene in the ripening room that triggers the fruit to release its own ethylene.
On average, fruit ripened at 18° to 21°C to a breaker stage can then be stored for more than two weeks at
12.5°C until a full red (stage #6) colour is reached. (ripening fruit, 2016)
In a market study on European tomato preferences the analysis revealed that preferences were quite
homogeneous across countries. The referenced study identiﬁed the overall flavour and ﬁrmness as the most
important traits for improving tomato fruit quality. It showed that consumer preferences from different
European countries, with different cultures and food practices, are segmented following similar patterns
when projected onto a common referential plan. Moreover, the results clearly showed that diversiﬁcation of
taste and texture is required to satisfy all consumers’ expectations as some consumers preferred ﬁrm
tomatoes, while others preferred melting ones and were more or less demanding in terms of sweetness and
ﬂavour intensity. Detailed comparisons also showed the importance of the fruit appearance in consumer
preference.
When selling fresh tomatoes, it is important to harvest only mature fruit and to know the conditions that the
customer wants to receive the product. (Mathilde Causse, 2010)

2.1.1.9.

Important contacts for Tomatoes

In Europe, there are several trading companies, re-packers and consolidators that work with tomatoes as a
primary element of their business. Some of these companies are as follows:
BVBA Stoffels
Kleine Gammel 61
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2310 Rijkevorsel
T +32(0)3 314 24 48
F +32(0)3 314 17 09
info@stoffels-tomaten.be
www.soffels-tomaten.be
Paul Stoffels
M +32(0)495 25 00 23
paul@stoffels-tomaten.be
Sales and marketing
Peter Van Rijn
M +32(0)484 35 04 02
peter@stoffels-tomaten.be
Scherpenhuizen BV
De Keten 15
NL-5651 GJ Eindhoven
E: info@scherpenhuizen.nl
Tel.: +31 40 258 4684
Fax: +31 40 258 4612
Martin Scherpenhuizen
Directeur/Eigenaar
Bedrijf: Scherpenhuizen B.V. Scherpenhuizen BV
Afdeling: Directie
Fax op werk: +31(0)40 258 4612
Werkadres, postcode: 5651 GJ 5651GJ
m.scherpenhuizen@scherpenhuizen.nl
http://www.scherpenhuizen.nl
Sjaak Verploegen
Scherpenhuizen B.V.
Inkoop
s.verploegen@scherpenhuizen.nl
P +31 (0) 402584694
De Keten 15
5651 GJ Eindhoven Noord-Brabant

2.1.1.10. Recommendations for increasing fresh tomato exports from
Ukraine
Tomatoes represent an opportunity for increased exports of vegetables from the Odessa/Kherson region of
Ukraine. While care must be taken to ensure that standards are met and the competitive advantage of low
cost labour is maximized the opportunity for increased exports exist.
One strategy for development of this opportunity is to work with one or more of the tomato trading companies
in Europe, primarily in the Netherlands, working with them to develop a relationship where the buyer
provides support in production to increase yields and quality. In exchange for their support in this area they
would get access to the low-price labour and quality tomatoes which can meet their specific buyer needs.
The window of opportunity is always changing due to weather conditions and working closely with one of the
major buyers of tomatoes will place the Ukrainian company in a good position when the opportunities arise.
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There are market opportunities for tomato varieties that provide a niche for Ukrainian producers these
include cherry red, cherry yellow, yellow tomatoes, pink, cocktail round and elongated, orange tomatoes and
other varieties or production techniques which can provide a unique characteristic in the market. Many large
producers cannot specialize in niche products due to economies of scale and therefore this provides a
window of opportunity for Ukraine.

Tomato opportunity summary
Where to export

Potential

Requirements

Open Field - Poland, Latvia, Estonia,
Lithuania, and Moldova

The greatest potential is to supply
these markets before their production
begins, early in the tomato season.

For these countries Global G.A.P.
and HACCP are not a major issue,
however, attention needs to be taken
in harvesting mature but not ripe fruit
so that it will ripen at the right time for
its destination.

Greenhouse – Central and Northern
Europe

Greenhouse tomatoes expand the
opportunities for shipment with offseason product produced with low
labor rates being attractive for
several markets.

For Greenhouse product looking to
compete in Central and Northern
Europe having HACCP is critical to
put the product in line with available
product from the Netherlands and
other greenhouse producers.

Recommended actions:
Acquire appropriate certification.
Identify potential customers in targeted markets – get their specifications and packing requirements
Begin communications with these potential customers and visit them during harvest with samples of your product
Participate in appropriate trade events – Polagra, Fruit Expo and Fruit Logistica Europe
Figure 33 Tomato opportunity summary
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2.1.2 Processed tomatoes
As discussed throughout this section the processing of tomatoes is something that provides Ukraine with a
competitive advantage over their neighbours in Europe and in many production countries globally. Due to
their low wages paid to farm workers and plant personnel compared to their competition and targeted
markets Ukraine has a competitive advantage in the cost of production. Given demand for the products a
general rule is that the more labour intensive value added that is done in low labour and production cost
countries, like Ukraine, the more the advantage of these factors is capitalized upon. This is only the case
however when the labour is coupled with appropriate technology which allows the product to meet or exceed
international standards.

2.1.2.1.

Global trade of processed tomatoes

Processed tomato products are traded globally on standards which are globally recognized on
characteristics. Tomato paste traded globally with product from Italy, China, United States, Chile, and Turkey
supplying a large share of the markets globally including shipments between these origins. Countries like the
USA are both importers and exporters with import product meeting demands when domestic crops are low
and when product quality allows for blending to produce finished product utilizing product of different origins
and specifications to arrive at a standardized product.

Global Exporters of processed tomatoes
2500000
2000000
1500000
1000000
500000
0

Exported value in 2011

Exported value in 2012

Exported value in 2014

Exported value in 2015

Exported value in 2013

Figure 34 Exports of processed tomatoes

(International Trade Center, 2016)

2.1.2.2.

Ukraine trade in processed tomato products

Ukraine currently has a strong and growing international trade in processed tomatoes. As you will note from
the list of importers below the diversity of the export of processed tomatoes is much greater than that of fresh
products. This is due to the value added competitive advantage and elimination of the freight surcharge for
shipping fresh product from Ukraine. This list not only includes neighbouring countries but also includes
countries in Asia, the Middle East, and the USA, including shipments to several countries that are also
exporters, thus confirming the competitive advantage of costs.
Unlike fresh products processed fruits and vegetables can be homogenized so that each can of tomato paste
is exactly the same as the one before and the one to follow. This is done by blending product of different
qualities to achieve a standardization of the product. Therefore, for example a tomato paste with a specific
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brix (sugar level), Bostwick (consistency), acidity and colour is the same if it comes from the USA, Turkey,
Israel, or Ukraine. These factors coupled with an acceptable time and temperature of canning or aseptic
packing eliminates most sanitation issues as the product, if properly sealed, is sterile and will remain that
way until the packaging is opened.
This means that tomato paste, and other canned products, are origin neutral in that one origin can
seamlessly replace another without consumer recognizing any product differentiation. This therefore means
that Ukrainian canned products, not just tomatoes, can directly compete with products from anywhere with
price being the prime driver in the buyers’ mind.
Importers of Ukrainian processed tomatoes

Unit: Euro thousand
Importers

Exported value
in 2011

Exported value
in 2012

Exported value
in 2013

Exported value
in 2014

Exported value
in 2015

World

10810

19453

25198

20513

18629

Poland

0

0

2

3561

6896

Germany

507

439

787

2589

2926

Belarus

1081

1138

1134

832

2809

Moldova, Republic

621

466

570

761

825

Czech Republic

1

1

256

2252

743

Netherlands

0

0

0

0

596

Austria

0

0

0

612

578

Switzerland

0

0

289

132

572

Egypt

0

0

0

0

477

Israel

24

20

14

13

466

Georgia

75

55

81

63

380

Hungary

0

0

0

0

327

Japan

0

0

0

147

251

Lithuania

30

30

41

637

219

Romania

0

0

0

87

152

Kazakhstan

112

98

82

75

128

Latvia

13

21

30

39

95

Bulgaria

0

0

0

0

63

Azerbaijan

14

12

38

48

35

Iraq

0

0

0

0

27

33

18

18

23

17

0

0

0

0

14

21832

8612

13

United States
America

of

Hong Kong, China

Russian
Federation
8280
17137
Figure 35 buyers of Ukrainian processed tomato products

(International Trade Center, 2016)
In the past five years Ukraine, has exported processed tomato products to multiple markets with many of
them being significantly geographic diverse from the markets they can easily logistically reach including
Egypt, Japan, the USA, and Hong Kong. This fact proves the concept of low cost of labour and production
providing Ukraine with a competitive advantage on these value-added products. These markets each buy
tomato products on a quality standard which is easily quantifiable, as opposed to fresh product which is all
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100% unique, processed tomatoes are typically homogenized to where product is easily quantified and
compared with other origins with the same exact specifications. This therefore eliminates the question of
“quality” and moves the purchase decision to one of price and brand/reputation alone.
The fact that Ukrainian companies have exported to a diverse market provides great hope for additional
expansion of these exports capitalizing upon the same factors which have brought them success in the past.
The following article from Fruit-inform.com talks about Agrofusion and their export markets for tomato paste
of which their plant capacity is 3,500 MT.
August 15 2008, 09:44
Agrofusion to take 50% of the Ukrainian market of tomato paste
The Agrofusion holding, belonging to Sergey Sypko, the ex-owner of the largest in Ukraine juices company
"Sandora", has put into operation a plant on processing of tomatoes with 2.400 tonnes daily capacity.
According to the report of Interfax-Ukraine referring to the media-department of Kherson oblast
administration, the volume of investments into this project totalled over UAH 100 mln.
S. Sypko informed that at the moment the company is completing construction of the third stage of the
plant, after which putting into operation the daily capacity of the enterprise will increase up to 3.500 tonnes.
The holding is to export 50% of its production to Europe, 20% - to Russia and 30% - sell in Ukraine,
totalling nearly 50% of the Ukrainian market of tomato paste, 10% of the Russian market and 5-6% of the
European market.
As a reminder, Sergey Sypko, the ex-owner of 10% share of the Ukrainian juice company "Sandora"
earlier declared about intention to create a vertically integrated agrarian holding, specialized in agricultural
products production, processing and sales.
At that, S. Sypko has already created the company "Integrated agro systems", renting nearly 3.000 ha of
agricultural lands in Nikolayev and Kherson oblasts. The area of rented lands is supposed be increased. 2

(Fruit-inform, 2008)
This investment and effort illustrates the fact that the demand and opportunities for tomato products has
been identified and being acted upon by Ukrainian producers.

2.1.2.3.

Seasonality of exports of Ukraine processed tomatoes

Shipments of processed tomato products transcend seasonality of harvest season. The preservation of the
tomato in a canned or dried format allows for extended shelf-life. While the Ukrainian producer will want to
move their inventory quickly to recover their capital tied up in finished product they will do best to track the
global tomato harvest to determine if there is going to an increase or decrease in price resulting from crop
yields in major tomato producing regions.
The exporter will also want to work with their customers for a seasonal “booking” where the buyer gives a
commitment for product to be shipped over time between harvests. This allows importers, distributors, and
retailers to build programs to meet their just-in-time inventory needs while providing the seller with a
commitment that their inventory will be sold. This is often done under the buyer’s private label with cans
stored in the producers’ warehouse in “bright” condition without labels on them until time of shipment. This
can create a problem in Ukraine where some packers utilize pre-printed cans (Litho or Lithographic) cans
where the can is purchased from the can manufacturer with the label pre-printed on the can. While this
provides a higher quality image for product than paper labels it eliminates the chance to change labels or
buyers after the can is filled.

2

(Fruit-inform, 2008)
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Importers of Ukrainian processed tomato products
8000
7000
6000
5000
4000
3000
2000
1000
0

Exported value in 2011

Exported value in 2012

Exported value in 2014

Exported value in 2015

Exported value in 2013

Figure 36 Importers of Ukrainian processed tomatoes

(International Trade Center, 2016)
The above chart graphically illustrates the importers of Ukrainian tomato products. The diversity of the
buyers provides proof to the economic assumptions presented in this document that labour rates and low
resource cost can be utilized to Ukraine’s advantage.
While the table above reflects canned tomatoes the concept can be applied to all value-added products
where Ukraine has a competitive advantage over the targeted buyers. While the challenge remains to
convince the buyer that Ukrainian product is of the same value as that from other origins standards and
standardizing Ukrainian canned products makes this process easier. In this case a niche is not required, just
competitively priced product that meets the quality standards of the buyers.

2.1.2.4.

Other markets for Ukrainian processed tomatoes

The term “processed tomatoes” is not limited to canned product but can include sun dried tomatoes and
frozen tomato products (diced sauces etc.). While these products do not appear to be produced in the
Odessa/Kherson/Nikolaiv regions, their development may be worth exploring.
A possible niche for Ukraine is to work with the yellow tomato which they are currently putting into ketchup
and sauces along with other products, peppers, to produce a unique product. While yellow tomato products
are available globally they are not produced in large volumes, primarily because the large tomato processors
don’t have the flexibility to process niche products given their machinery capacity and the needs for
production efficiencies. This fact is off-set in Ukraine by the low labour costs and capacity of equipment.
Another niche which should be explored is the production and marketing of certified organic processed
tomatoes. While it requires two years to certify a field organic a transition to organic will make the Ukrainian
product more attractive on the global market, with a specific focus on Germany and the EU, however, the
market should not be limited here, as the USA and Japan also have strong demand for organic product and
the competitiveness of Ukrainian conventional tomato products have already proven their competitiveness in
these markets with exports over the last five years.
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Processed tomato specifications

Due to the fact that there are many different variations of tomato products we will not cover them in this
report however, refer the curious reader to http://www.fao.org/fao-who-codexalimentarius/codex-home/en for
a complete list of tomato product specifications ad recognized by the FAO and other multi-national
organizations.
Below are two examples which are like the specifications documents that need to be prepared by the
Ukrainian exporter to present their product to potential buyers.

Bulk Aseptic Hot Break Tomato Paste - 31% NTSS

Size & Specifications
55 Gallon Aseptic Bag in Drum (Steel or Fiber)

Net Weight 535 lbs. +/- 5 lbs.; 11.0 Cubic Feet

300 Gallon Aseptic Bag in Bin

Net Weight 2,870 lbs. +/- 30 lbs.; 52.86 Cubic
Feet

Natural Tomato Soluble Solids at 20 C

31% +/- 0.5%

Bostwick

3.0 - 7.5 cm at time of pack

Color (Hunter Lab Colorimeter)

45 to 50 Points, Grade A

pH

4.3 +/- 0.2

Finish (To Customer Specifications)

.027, .033, .045, .060, .078, .090

Defects

USDA Grade A

Specific Gravity

1.1466 (9.55 lb./gal)

Bacteria

<10 CFU/gm

Mold Count (USDA-Howard Mold Count)

40% Acceptance Level

Bulk Aseptic Ketchup

Size & Specifications
55 Gallon Aseptic Bag in Drum (Steel or Fiber)

Net Weight 540 lbs.

300 Gallon Aseptic Bins

Net Weight 2,800 lbs.

Finish Size

0.060 in.

Bostwick @ 20°

3.0 – 7.0 cm BW

Soluble Solids

> 29% Brix

Acidity

1.4 – 1.7 %

Salt

2.8 – 3.6 %

pH

3.4 - 4.0

Color

> 21 (Tomato Catsup Standard – TCS)

Defects

Free from particles of scorched tomato material
and free from specs, seeds, skin, or core material
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Medium finished ketchup with smooth texture and
red color

Appearance

(USDA FAS, 2014)

2.1.2.6.

Important contacts for processed tomatoes

David Pearce
Managing Director
Cobell UK
David@cobell.co.uk
www.cobell.co.uk
EMN Europe
Central Desk / Capelle a/d Ijssel 2901
Regio Rotterdam, Netherlands, Europe.
T. 31(0)104588444 ext. 2, 3, 4 or 5
https://www.eurotradeconcept.eu
EDEKA ZENTRALE AG & Co. KG
New-York-Ring 6
D-22297 Hamburg
Tel.: +49 40 63 77 - 2182
Fax: +49 40 63 77 - 2971
E-Mail: marion.grundmann@edeka.de ; alexandra.antonatus@minden.edeka.de
AARON INTERNATIONAL TRADING LLC
Address: OFFICE 5. CENTRAL FRUITS& VEGETABLES MARKET, AL AWWER DUBAI
Phone Nr 00971557458226
Aaron International Trading LLC
P.O Box 117724, Dubai, United Arab Emirates
Tel

+971 4 2882114

Fax +971 4 2882115
info@aaronfruits.com

2.1.2.7. Recommendations for increasing processed tomato exports
from Ukraine
The potential for Ukrainian exports of processed tomatoes covers canned product in retail, foodservice and
industrial and value added products beyond canned products including sundried and frozen. Companies
currently producing canned tomato products should be supported and encouraged to expand their markets
both within a company and geographically to include other markets.
Care must be taken to achieve and maintain standards in both quality and sanitation that will allow buyers to
competitively purchase the product without standards getting in the way of the price competitiveness of the
Ukrainian products.
Support should be provided to companies looking to expand the product range to include sundried and
frozen products.
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Processed tomato opportunity summary
Where to export

Potential

Requirements

The market for processed tomato
products is a wide market and not
limited to a geographic area but
limited by global production and
demand characteristics which
change regularly. This is illustrated
by the fact that Ukraine has exported
processed tomato products to the
USA and Japan, two key markets,
the USA because they are a big user
and producer and Japan because
they have strict quality standards.

The potential for Ukraine to be a
major exporter of processed tomato
products is only limited by domestic
factors of efficiency in production and
processing.

Having HACCP is critical to put the
product in line with available product
from the other markets.

If Ukraine can produce an organic
tomato paste the market will be
strong for this product.
An opportunity exists for the
production of tomato products
utilizing yellow tomatoes produced in
Ukraine.

Recommended actions:
Secure appropriate standards.
Begin a dialogue with potential buyers globally.
Secure samples from the market to determine their specifications and duplicate them.
Visit targeted customers in targeted markets.
Visit trade events in targeted markets including Sial, ANUGA, Food Ingredients shows (Germany, Turkey, Hong Kong)
and Gulfoods.

Figure 37 Processed tomato opportunity summary

46

ITC

MARKET OPPORTUNITY STUDY FOR UKRAINIAN FRESH AND PROCESSED FRUITS AND VEGETABLES

2.2. Onions
2.2.1 Fresh Onions
Fresh onions are a key item produced and exported from Ukraine. The potential for fresh and chilled onions
is significant as onions grow well in the Chernozem soil in Southern Ukraine, and onions are an item that can
benefit from relatively low technology value added labour for production of products like peeled and diced
onions and frozen onions in many formats.
Fresh onions, unprocessed and peeled, are currently being exported to several markets with the potential for
market expansion in those markets and new markets to be added with appropriate market development.

2.2.1.1.

Global trade of fresh onions

Global trade of fresh onions has over the last five years ranged from a low in 2012 of $2,605,316,000 to a
high in 2015 of $3,307,114,000 USD. These numbers do not reflect domestic trade. The oscillating peaks
and valleys of the international trade is most likely a reflection of what is produced and consumed
domestically. One of the primary challenges to agriculture is that farmers are price takers and in such they
react to prices of the current market to determine what to produce in the next season. Globally farmers
traditionally plant less product a year after a low price, thus pushing prices higher that year. The resulting
increase in production pushes prices down and then farmers react to this lower price by planting fewer
onions the following year. This may be the primary reason or the fluctuation of value and volume from one
year to the next.

Global trade in fresh Onions
Class 030310 Fresh and chilled onions and
shallots
10 000 000
8 000 000
6 000 000
4 000 000
2 000 000
0
Value in 2011

Value 2012

Value 2013

World trade value in 1000 USD

Value 2014

Value 2015

World trade in volume in tons

Figure 38 Global trade in Fresh onions

(International Trade Center, 2016)
The shelf-life and durability of onions allows for reasonable transport from one market to another, however,
most suppliers are regional and do not supply out of their neighbouring countries or markets that they can
reach easily.
The largest global exporters of onions are The Netherlands. The export volume of the export leading
countries is as follows:
Country

Exports
USD

in

2015

(1000
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Netherlands

$1,566,385

Germany
United Kingdom
Senegal
Belgium
Brazil
France

Competitor with Ukraine as
similar production season

India

$1,047,474

Malaysia
Bangladesh
Sri Lanka
UAE
Nepal
Kuwait
Qatar

Not
a
competitor
Ukraine
due
to
geographic location

China

$870,009

Japan
Republic of Korea
Viet Nam
Malaysia

Not
a
competitor
for
Ukraine due to geographic
positon

Egypt

$591,553

Saudi Arabia
Russia
United Arab Emirates
Kuwait
India
Netherlands
Oman
Jordan
United Kingdom

Possible competitor for
Ukraine if Ukraine is to
develop markets for onions
in the Middle East

for
its

Competitor to Russia if the
Russian market were open
to Ukraine exports

Mexico

$386,242

United States
Guatemala
El Salvador
Italy
Netherlands

Not
a
competitor
for
Ukraine due to geographic
positon

Spain

$353,807

United Kingdom
Germany
Brazil
Portugal
France
Netherlands
Belgium
UAE

Earlier season than Ukraine
however a competitor into
the EU and key supplier to
the Middle East through
UAE

Figure 39 Leading fresh onion exporters and their markets

(International Trade Center, 2016)
India, Mexico, and China are not able to compete with Ukraine in markets that are accessible to Ukraine.
None of these countries ship any significant volume into the EU. Egypt, Spain, and India do ship product into
the Middle East market and have a logistical advantage due to their location.
The Netherlands is a direct competitor with Ukraine and due to their position as a global produce trade hub;
many importers offer their customers (retailers, markets, and secondary markets) with consolidated
shipments with produce from several origins and suppliers. The Netherlands also has two advantages 1)
their production is all Global GAP and when appropriate HACCP certified and 2) they work with the same
currency as four of their top six customers.
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Country

Volume in Tons

%
Harvest

France

63815

21.86%

Germany

87183

29.86%

Hungary

1800

0.62%

Italy

0

0.00%

Latvia

0

0.00%

Netherlands

45948

15.74%

Republic of Moldova

0

0.00%

Spain

45000

15.41%

Ukraine

34500

11.82%

United Kingdom

13700

4.69%

291946

100.00%

of

Figure 40 European onion production

(Eurostats, 2015)

2.2.1.2.

Ukraine trade of fresh onions

In 2015 Ukraine exported $2.858 million USD worth of fresh or chilled onions with Georgia ($866K), Belarus
($699K), United Kingdom ($377K), Iraq ($209K), Kazakhstan ($192K), Moldovia ($189K) and Armenia
($153K) all being significant buyers. Ukraine also imported onions $1.101 million USD worth of onions
primarily from the Netherlands and Poland.

Sales value

Sales value

Sales volume

Unit Value

Unit Value

World
market

1,000 USD

1,000
Euros

Metric tons

USD

Euro

2011

$ 358

€ 257

2,489

$ 144.00

€ 103.00

2012

$ 2,369

€ 1,842

19,027

$ 125.00

€ 97.00

2013

$ 6,724

€ 5,062

51,246

$ 131.00

€ 99.00

2014

$ 1,988

€ 1,496

15,481

$ 128.00

€ 97.00

€ 2,575

18,837

$ 152.00

€ 137.00

2015
$2,858
Figure 41 Ukraine trade in fresh onions

(Eurostat website: http://ec.europa.eu/eurostat, 2106)
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Ukraine trade in Onions
$60 000
$50 000
$40 000
$30 000
$20 000
$10 000
$2011

2012

2013

2014

Sales value 1,000 USD

Sales value 1,000 Euros

Sales volume Metric tons

Unit Value USD

2015

Unit Value Euro
Figure 42 Ukraine trade in fresh onions graphic

(International Trade Center, 2016)
In 2013 there was a significant jump in Ukrainian onion exports with a significant increase exports to
Georgia.

Georgian Imports of Ukrainian onions
Georgia is the largest single importer of Ukrainian onion with a total tonnage of 6,444 MT, 34% market share
by volume and 30% share by value in 2015. This disparity of volume to value reflects the fact that Georgia is
buying at an average price in 2015 at $121.00 USD per tonne, while the average export price for Ukraine is
$152 USD, which is drug down by the 34% market share which is purchased at $121.00 USD.

% of Ukraine
Export

Sales value

Sales value

Sales volume

Unit Value

Unit Value

Georgia

1,000 USD

1,000
Euros

Metric tons

USD

Euro

Value

Volume

2011

$

4

€

3

10

$

400.00

€

287.00

1%

0%

2012

$

122

€

95

1,590

$

77.00

€

60.00

5%

8%

2013

$

718

€

541

5,971

$

120.00

€

91.00

11%

12%

2014

$

360

€

271

3,118

$

115.00

€

87.00

18%

20%

2015
$
866
€
780
Figure 43 Georgian imports of fresh onions

6,444

$

134.00

€

121.00

30%

34%

(International Trade Center, 2016)
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Georgian Onion imports from Ukraine
$8 000

40%

$6 000

30%

$4 000

20%

$2 000

10%

$-

0%
2011

2012

2013

2014

2015

Sales value 1,000 USD

Sales value 1,000 Euros

Sales volume Metric tons

Unit Value USD

Unit Value Euro

% of Ukraine Export Value

% of Ukraine Export Volume
Figure 44 Graphic illustration of Georgian onion imports from Ukraine

(International Trade Center, 2016)
The trend for Ukrainian imports of onions into Georgia is upwards as illustrated in the darker blue line above.
There is a decrease in 2014 which may reflect the lower price that Georgia was willing to pay in relationship
to the average export price from Ukraine.

Belarus Imports of Ukrainian onions
In 2015 Belarus imported 699,000 USD worth of Ukrainian fresh onions. This accounts for 17% of the total
value exported, however, it is 24% of the total volume in MT. At $221 USD per MT they are buying at a
higher price than average export price from Ukraine. This may be a factor of several things, including the
seasonality of their purchases and decreased competition from other sources.
Belarus Imports of Ukrainian onions
Sales Value

Sales Value

Sales Volume

Unit Value

Unit Value

1,000 USD

1,000 Euros

Metric Tons

USD

Euro

Belarus

% of Ukraine
Export
Volume
Value

2011

$

26

€

19

64

$

406.00

€

292.00

7%

3%

2012

$

434

€

337

1,384

$

317.00

€

244.00

18%

7%

2013

$

251

€

189

1,054

$

238.00

€

179.00

4%

2%

2014

$

389

€

293

1,533

$

254.00

€

191.00

20%

10%

3,168

$

221.00

€

199.00

24%

17%

2015
$
699
€
630
Figure 45 Belarus imports of Ukrainian onions

(International Trade Center, 2016)
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Belarus onion imports from Ukraine
$4 000

20%

$3 000

15%

$2 000

10%

$1 000

5%

$-

0%
2011
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Sales Value 1,000 USD

Sales Value 1,000 Euros

Sales Volume Metric Tons

Unit Value USD

Unit Value Euro

% of Ukraine Export

2015

% of Ukraine Export
Figure 46 Belarus onion imports from Ukraine graphic

(International Trade Center, 2016)
In 2011 Belarus only imported 64 MT of fresh onions from Ukraine. This quantity has grown to 3,168 tons.
While this volume has grown, cautious development would be advised due to the unknown longevity of this
trade.

United Kingdom imports of Ukrainian onions
Prior to 2014 the UK had no measurable imports of fresh onions. Beginning in 2014 Ukraine began
measurable exports of fresh onions to the UK.
United Kingdom imports of Ukrainian onions
Sales Value

Sales Value

Sales Volume

Unit Value

Unit Value

1,000 USD

1,000 Euros

Metric Tons

USD

Euro

% of Ukraine
Export
Value

Volume

United Kingdom
2011

$

-

€

-

-

$

-

€

-

0%

0%

2012

$

-

€

-

-

$

-

€

-

0%

0%

2013

$

-

€

-

-

$

-

€

-

0%

0%

2014

$

1

€

1

$

1,000.00

€

752.00

0%

0%

771

$

489.00

€

441.00

13%

4%

2015
$
377
€
340
Figure 47 United Kingdom imports of Ukrainian onions

(International Trade Center, 2016)
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UK onion inports from Ukraine
$1 200

5%

$1 000

4%

$800
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$600
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$400
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Sales Value 1,000 USD

Sales Value 1,000 Euros

Sales Volume Metric Tons

Unit Value USD

Unit Value Euro

% of Ukraine Export Value

% of Ukraine Export Volume
Figure 48 Graphic of United Kingdom imports of Ukrainian onions

(International Trade Center, 2016)
It is interesting to note that exports to the UK accounted for $377K worth of product, yet there were no
exports to countries along the trucking route from Ukraine to the UK. The fact that Ukraine is competitive to
the UK would also lead one to conclude, that they are also competitive to all points between Ukraine and the
UK. If freight, seasonality, and prices do not keep the product from the UK, there is nothing preventing the
product from being competitive in each of the markets along the way. Depending upon the trucking route this
could provide markets in several EU countries including Poland, Germany, Czech Republic, Belgium, and
others.
In the Kherson region of Ukraine there is a large onion processing company financed with investment
managed out of the UK. While this relationship would open the doors to the UK it would not change the
economic factors that would lead one to conclude, that if the onions are competitive in the UK they will also
be competitive along the shipping route. If there was cheaper product available along the route at the time
that the Ukrainian product is available, it would prevent the exports from Ukraine being competitive.

Moldova Imports of Ukrainian onions
Beginning in 2012 Moldova began importing Ukrainian onions in large quantities from Ukraine of 3,531MT in
2012. They do not appear as a top importer, on a value basis since their average purchase price was $115
USD per MT versus Belarus’s $238 USD per MT. In 2015 Moldova imported product with an average price of
$96 USD per MT versus Belarus’s $221 and the United Kingdom’s $489 USD.
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Moldova Onion Imports from Ukraine
4 000,00
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3 000,00
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2015

Moldova
Figure 49 Graphic of Moldovan imports of Ukrainian onions

(International Trade Center, 2016)

Armenian Imports of Ukrainian onions
Armenia like Moldova entered the Ukrainian onion import market by importing 1,281 MT of fresh onions
jumping from zero in 2011. The price paid by Armenian importers is also low at $153 USD per MT.

Armenian Onion Imports from Ukraine
1 400,00
1 200,00
1 000,00
800,00
600,00
400,00
200,00
2011

2012

2013

Figure 50 Armenian Imports of Ukrainian onions (International Trade Center, 2016)
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Iraq imports of Ukrainian onions
Prior to 2011 Ukraine had no measurable exports to Iraq. This changed dramatically with sales in 2013
reaching $1,893,000 dropping down to $274,000 in 2014 and 2015. These numbers dropped back down but
remained active in the third quarter of the year.

Iraqi Onion Imports from Ukraine by quarter
$18 000

35%

$16 000

30%

$14 000

25%

$12 000
$10 000

20%

$8 000

15%

$6 000

10%

$4 000

5%

$2 000
$-

0%
2011

2012

2013

2014

2015

Figure 51 Iraqi imports of Ukrainian onions by quarter

(International Trade Center, 2016)

Main export markets for the Dutch onions
The chart below reflects exports of Netherland onions to their top three buyers in 2015 – 2016 by quarter.
Their top markets are Germany, Poland and the UK and are therefore direct competitors with Ukrainian
onion exports.

Netherland onion exports by quarter to top
buyers 2015 - 2016
500000
400000
300000
200000
100000
0
Exported
quantity

Exported
quantity

Exported
quantity

Exported
quantity

Exported
quantity

2015-Q2

2015-Q3

2015-Q4

2016-Q1

2016-Q2

Germany

United Kingdom

Poland

Figure 52 Netherland onion exports by quarter to top buyers 2015 – 2016

(Eurostats, 2015)
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Seasonality of exports and production cycle

The chart below reflects the quarterly exports from Ukraine including those of the 3rd quarter of 2016. In the
last 12 months reported $1,055,000 USD worth of fresh onions were exported from Ukraine versus
$2,858,000 in calendar year 2015. Noticeably missing from the importer list are imports from Iraq, Belarus,
Moldova with only marginal exports to Georgia.
While these countries have ceased or significantly decreased their imports of Ukrainian onions the UK has
maintained a consistent import volume over the last 12 months.

Plastic tunnels - PT
Open field - OF

Onion

Sowing
Harvesting

OF
Months
1 2 3 4 5 6 7 8 9 10 11 12
Production

Overwintering
Onion

OF
Months
1 2 3 4 5 6 7 8 9 10 11 12
Production

(20/20 Development Corporation, 2016)
Exports of Ukrainian Onions quarterly breakdown

Unit: USD
Exported
value in
2015-Q3

Exported
value in
2015-Q4

Exported
value in
2016-Q1

Exported
value in
2016-Q2

Exported
value in
2016-Q3

Export
value
last 12
months

106

270

148

56

167

641

6

15

21

Czech
Republic

5

5

Bahrain

1

1

Importers

Exported
value in
2014-Q4

Exported
value in
2015-Q1

Exported
value in
2015-Q2

United
Kingdom
Estonia

Armenia

248

Bulgaria
Georgia

421

177

8
1588

2468

Kazakhstan

1

13

601

40

291

Korea,
Republic of

10
2
141

Romania
Russian
Federation

40

0

Netherlands
Poland

14

60

11

4

1

1
1300

56

2
17

20

42

27

249

276
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India

13

Total
3277
2967
1081
111
Figure 53 Exports of Ukrainian Onions quarterly breakdown

286

13
232

344

188

1055

(International Trade Center, 2016)
The graph below is a graphic illustration of the chart above. In this document, you will notice the increase in
export to the UK offset with reduced sales into Poland.

Figure 54 Graphic of exports of Ukrainian Onions quarterly breakdown

(International Trade Center, 2016)

2.2.1.4.

Other markets for Ukrainian onions

As the market for Ukrainian onions varies from year to year it is important that producers stay in touch with
market opportunities as they change. In the fourth quarter of 2104 a shipment of 12,000 KG of onions were
exported from Ukraine to Canada. This shipment appears to have occurred again in the third quarter of 2015
with 15,230 KG being shipped to Canada. Similarly, in the fourth quarter of 2015 a shipment of 28,380
Kilograms was shipped to India. It is difficult to determine what economic factors motivated these shipments;
however, it is a good illustration of the need for producers to be constantly vigil about market opportunities.

2.2.1.5.

Onion quality and standards

Like all fruits & vegetables products destine for the UK market Global GAP and if appropriate HACCP
standards are required for shipments into Europe. The UK is the only major buyer of Ukrainian onions that is
strict on their standards for Global GAP. Additionally, the British Retail Consortium (BRC) voluntary
requirements are required by many retail buyers.
Georgia, Iraq, and Armenia are less strict on the requirements for these standards and do import product
which is not to these standards.
The standards below are the key factors for standards of fresh onions. Additional details on the UNECE
standards for onions are found in the Annexes and at the following link:
https://www.unece.org/fileadmin/DAM/trade/agr/standard/fresh/FFV-Std/English/25Onions_2010.pdf
Some details for the UNECE standards on onions are presented below:
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The bulbs must be:
•

Firm and compact

•

Free from externally visible shoots

•

Free from swelling caused by abnormal vegetative development

•

Practically free of root tufts; however, for onions harvested before complete maturity, root tufts are
allowed.

The following slight defects, however, may be allowed, provided these do not affect the general appearance
of the produce, the quality, the keeping quality, and presentation in the package:
•

A slight defect in shape

•

Slight defects in colouring

•

Light staining that does not affect the outer skin, provided it does not cover more than one fifth of the
bulb’s surface

•

Superficial cracks in and partial absence of the outer skins, provided the flesh is protected.

2.2.1.6.

Supply chain fresh Onions

The supply chain for fresh onions is different from the chain for tomatoes and other products which typically
go through a packing house before being shipped to the customers. In the case of onions product can go
directly from the field to the market. However, for retail markets, versus traditional markets, the product
should go through a plant, where they are cleaned and sorted. While onions can be bought, and sold as
“field-run” product, higher prices are obtained by having clean and uniform product. Many onions are grown
for the fresh market and are usually graded prior to marketing.
Cleaning and sorting should be done in Ukraine rather than at the destination. In most cases Ukraine has a
competitive advantage on labour to sort and size the onions and by cleaning, sorting and sizing, money is
saved in freight and the treatment of waste.

58

ITC

MARKET OPPORTUNITY STUDY FOR UKRAINIAN FRESH AND PROCESSED FRUITS AND VEGETABLES

The chart above reflects the traditional supply chain for fresh onions.
(CBI Ministry of Foreign Affairs, 2015)

2.2.1.7.

Onion consumer preferences

Consumer preferences across Europe for onions are relatively homogenous. Yara UK Limited is a large
agro-business that works farmers globally to increase the profitability of farmers clearly defines the European
consumer preference for onions in the following statement:
A uniform size, shape, and color, plus freedom from soil and disease are important characteristics desired
by the retailer and consumer. Bulbs should be sufficiently dry for the intended purpose. Firmness is also
critical, particularly in dry bulb onions to be stored for long periods. Most common bulb onions have 1012% dry matter. A thin neck size is also desirable as these onions are less susceptible to disease
problems during the curing process
Even size is important in onion production. Generally, large size bulbs get the best prices, provided shape
and skin quality etc., are suitable. Taste, texture, smell and pungency vary between types and cultivars.
Onions for fresh consumption without cooking are usually sweeter and mild flavored. They are generally
larger – with just one center, thereby suitable for slicing into onion rings. Pungency is largely due to the
level of Sulphur based non-protein amino acids they contain. . http://www.yara.co.uk/crop-

nutrition/crops/onion-and-garlic/key-facts/market-requirements

2.2.1.8. Packaging for
onions
Onions can be graded in several sizes; for
example, 35/50, 40/60, 45/65, 50/70, 60/80 and
70/90mm. We can pack in 1.000kg jumbo,
25kg, 10kg, 5kg, 2 ½ kg and 1kg or loose
http://joshuaspodek.com/wp-content/uploads/2015/05/onions.jpg
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2.2.1.9. Important contacts for Onion
The following companies are major importers and traders of onions.
Tel: +31 (0)13 5159553
Fax: +31 (0)13 5159653
E-mail: info@jansen-dongen.nl

http://www.jansen-dongen.nl/en/onions
Jansen Dongen
Vierbundersweg 90
5047 TN Tilburg
Arnold Groeneveld
Commercial Director
GSM: +31 657 490 819
E-mail: arnold@flevotrade.nl
GASA Odense Frugt – Grønt A.m.b.a.
Lavsenvænget 20
DK-5200 Odense V
Tlf: +45 65 25 60 00
Fax: +45 65 25 60 25
Email: fg@gasaodense.dk

Jan Hochman
Chairman of the Board
the main buyers of goods
Telefon: (+420) 325 517 424
Fax: (+420) 325 517 422
Email: jmeno.prijmeni@bramko.cz
BRAMKO Ltd., headquartered Semice 196 Semice 289 17, Prague
Czech Republic
Remko Wilms
Procurement
Waterman Onions
Hannie Schaftweg 12
8304 AR Emmeloord
Netherlands
+31(0) 6 83 52 93 88
remko@waterman-onions.nl

2.2.1.10. Recommendations for increasing fresh onion exports from
Ukraine
Onion exports from Ukraine are sporadic; however there are many years, when the market demand allows
for the export of Ukrainian onions to several international markets. Producers should be in touch with the
market and look to cooperate with major buyers globally to ensure that the product produced meets the
specifications of the buyers. Global GAP is a minimum requirement for meeting western EU buyers and
retailers’ requirements.
Opportunities outside of Europe are possible however limited due to market conditions, transit times and
competition with other producer seasons.
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We have documented that Ukrainian onions are sold to the UK. This means that onions can ship from
Ukraine to the UK cheaper than onions produced in countries closer to the UK, because if they could be
produced cheaper closer the Ukrainian product would not be competitive. Therefore explore all markets in
Europe that are between Ukraine and the UK.

Onion opportunity summary
Where to export

Potential

Requirements

Exports of onions can occur in many
markets across Europe and other
regional markets.

Sales of fresh onions for destinations
across Europe are possible.

Having Global Gap is critical to put
the product in line with available
product from western EU markets,
retailers and buyers.

Efforts should be undertaken to
secure business in the European
market outside of the UK.

Global Gap is required by most
buyers when the onions are sorted,
packed or further processed.

Recommended actions:
Secure appropriate standards.
Begin a dialogue with potential buyers globally.
Visit targeted customers in targeted markets.
Visit trade events in targeted markets including Fruit Logistica, Polagra, WOP (Dubai).
Figure 55 Onion opportunity summary
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2.2.2 Processed onion products
It is difficult to statistically separate processed onion statistics from fresh/chilled onion statistics, therefore
this report does not dig deep into the statistics of processed onions as much of this data is captured above in
the fresh/chilled category.

Onion processors who compete with Ukraine

France

Germany

Hungary

Italy

Latvia

Netherlands

Republic of Moldova

Spain

Ukraine

United Kingdom
Figure 56 European onion producing countries

(FAO, 2015)
The potential for increased sales in processed onion exports from Ukraine are a highlight of opportunities in
the F&V spectrum. Working with raw onions and modifying them by hand or low level technology allows
Ukraine to take advantage of the factors which provide them with their greatest competitive advantages –
good soils and productivity and low wages.
The fact that some Ukrainian companies are exporting peeled onions to the UK provides good proof of
concept for the competitiveness of Ukrainian processed onion exports. The fact that the freight from Ukraine
does not make the product uncompetitive in the UK provides strong indication that Ukraine could export their
value added (peeled) onions at all locations between Ukraine and the UK. If the other producers could
supply peeled onions into the UK cheaper than Ukraine the sales would not be growing as they have been
and would promptly cease as demand was met with product from cheaper origins.
Since the freight from Ukraine to the UK does not prohibit these sales it is simple agricultural economics
which informed the businesses and readers that Ukrainian product is competitive at all points between
Ukraine and the UK, at least during the time of the season that the UK is a major buyer, which appears from
the data presented in the previous chapter to be during the third and fourth quarter.

2.2.2.1. Recommendations for increasing processed onion exports
from Ukraine
The more value added to the onions the greater the competitive advantage for the product. Therefore,
adding peeling, dicing, freezing, and even breading and retail packaging to the products represent
opportunities that the onion producer and exporter should consider.
By providing support to the Ukrainian processors of onions to expand their markets success can be achieved
in increasing their sales. Attention must be made to ensure that the process or the onions has appropriate

62

ITC

MARKET OPPORTUNITY STUDY FOR UKRAINIAN FRESH AND PROCESSED FRUITS AND VEGETABLES

certification, starting with HACCP. It is not essential that the producer be Global GAP but due to the
processing being the final step in the process.
Support for market linkages should focus on the European market with attention to Germany and Poland
which are the two largest markets for Dutch onions.
Opportunities should be explored to supply these onions to food processors including sauce and soup
manufacturers.

Processed Onion opportunity summary
Where to export

Potential

Requirements

Exports of processed onions can
occur in many markets across
Europe and other regional markets.

Sales of processed onions for
destinations across Europe are
possible.

Having HACCP is critical to put the
product in line with available product
from the other markets.

Efforts should be undertaken to
secure business in the European
market outside of the UK.

Exports of frozen onions and onion
products (rings, diced etc.) are
possible to a wide market including
Europe and the Middle East.

Recommended actions:
Secure appropriate standards.
Begin a dialogue with potential buyers globally.
Visit targeted customers in targeted markets.
Visit trade events in targeted markets including ANUGA, Sial, Fruit Logistica Food Ingredients shows (Germany,
Turkey, Hong Kong) and Gulfoods.
Figure 57 Processed Onion opportunity summary
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2.3. Cucumbers and gherkins
2.3.1 Fresh cucumbers and gherkins
International trade of cucumbers and gherkins takes two forms, fresh/chilled and preserved. This section
covers the fresh and chilled international trade on this product. In Ukraine both cucumbers and gherkins are
referred to as “cucumbers” with differences in sizes and styles not creating a difference in commonly used
names but in application and use of the products.

2.3.1.1.

Global trade of cucumbers and gherkins

Global trade for fresh and chilled cucumbers and gherkins exceeded $2,205,000,000 USD in 2015. Over the
last five years’ trade in cucumbers and gherkins (HS class 01707) the range has been in a range of
$2,047,231,000 USD in 2011 and a high of $2,443,771,000 in 2013.
The chart below reflects world volume in export of cucumbers and gherkins. The scale on the left is total
value and the scale on the right and gray line reflect the price per ton.

Global trade in Fresh Cucumbers and Gherkins
2500000

$1 050

2400000

$1 000

2300000

$950

2200000

$900

2100000

$850

2000000

$800

1900000

$750

1800000

$700
value in 2011 value in 2012 value in 2013 value in 2014
World

Exported
value in 2015

Price per MT

Figure 58 Global trade in fresh cucumbers and gherkins

(International Trade Center, 2016)
The above chart reflects the fact that as demand increased so did price. As demand decreased, probably
because of domestic production the price fell. There is a bit of an inconsistency between 2013 and 2014 as
trade remained high as prices fell. This reflects the fact that farmers would have had product to sell and
therefore were willing to accept the lower price. In 2015 it appears that they adjusted their plantings to reflect
the lower returns from 2014.
The largest global exporter of cucumbers and gherkins is Spain followed by the Netherlands. Volumes are as
follows:

Largest global exporters of cucumbers and gherkins
Country
Spain

Exports in 2015 USD
(1000)
$525,057

Largest markets by
volume
Germany
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Netherlands
United Kingdom
France
Poland

standards, currency, and
retailers with their top five
customers

Netherlands

$485,676

Germany
United Kingdom
Belgium
France
Sweden

In competitive position to
compete with Ukraine with
seasonality and markets.
Also, greenhouse
production for off season.

Mexico

$401,964

United States
Canada

Not a competitor with
Ukraine

Canada

$174,362

United States

Not a competitor with
Ukraine

Iran

$67,605

Iraq
Russia
Azerbaijan

Early season competitor
with Ukraine

Belgium

$63,954

Germany
Netherlands
France
Luxembourg

Early season and
greenhouse competitor
with Ukraine
Advantages include
standards, common
currency as their leading
retail customers

Figure 59 Largest global exporters of cucumbers and gherkins

(International Trade Center, 2016)
The Mexico and Canada are not competitors with Ukraine and their markets do not overlap due to logistics
time and cost considerations.
Like the other fresh vegetable products discussed in this report the countries of Europe have advantages
over Ukraine in standards, currency, and logistics to their primary customers for cucumbers and gherkins.

2.3.1.2.

Ukraine trade of fresh cucumbers and gherkins

Ukraine has a trade deficit in trade of cucumbers and gherkins (HS class 0707). This trade deficit results
from the fact that Ukraine imports product from the early producers of Turkey, Spain and Iran prior to their
own product being ready for use.
Ukraine enters the export market as their product matures during the season. Ukraine exports with a total
2015 exports of $5.141 million USD with sales to regional neighbours – Belarus ($4.052 million USD) with
23.8% of their market, Poland ($816K USD), Lithuania ($177K USD) with several other regional countries
buying less than truckload quantities. Ukraine does not have more than 2% market share of the buyers’
market outside of Belarus, which will change as Belarus decreases their trans-shipments to Russia.
Ukrainian exports of cucumbers and gherkins 2011 - 2015
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Sales value

Sales
Sales value volume

Unit Value

World
market

1,000 USD

1,000
Euros

Metric tons

USD/metric
ton

2011

$

15,006

€

10,774

17,888

$ 838.89

2012

$

11,534

€

8,968

14,330

$ 804.88

2013

$

11,083

€

8,344

10,742

$ 1,031.74

2014

$

10,995

€

8,272

17,340

$ 634.08

5,517

$ 931.85

2015
$
5,141
€ 4,632
Figure 60 Ukrainian exports of cucumbers and gherkins 2011 – 2015
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(International Trade Center, 2016)
The graph below reflects the export trade of Ukrainian fresh cucumbers and gherkins. This chart reflects
sales and value per ton. It illustrates the fact that the value per ton was not a major factor in the growth of
exports in 2014 or their decrease in 2015.

Ukraine Exports of Cucumbers and Gherkins fresh
$20 000
$15 000
$10 000
$5 000
$2011

2012

2013

2014

Sales value 1,000 USD

Sales value 1,000 Euros

Sales volume Metric tons

Unit Value USD

2015

Figure 61 Ukraine Exports of Cucumbers and Gherkins – fresh

(International Trade Center, 2016)
Sales volume dipped in 2012 and 2013 and spiked again in 2014 to levels in line with 2011 only to fall further
in 2015. In 2013 the prices were high in relative terms and when volume went up in 2014 it was
accompanied with a drop in the average cost by about 40%. The low price accompanying the higher exports
would indicate that at the lower prices the Ukrainian product had access to more markets than at the higher
level.
The chart below reflects the cucumber exports of Ukraine in volume to importing countries and value per ton.
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Cucumber volumes and values in Euro per ton
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Figure 62 Cucumber exports from Ukraine by volume and Euros per ton

(International Trade Center, 2016)
Due to historic purchases of Ukrainian cucumbers each of the countries in the chart above are target
customers which should be considered as viable buyers for Ukrainian cucumber imports.

Belarus imports of Ukrainian fresh cucumbers and gherkins
In 2015 Belarus accounted for 78% of the Ukrainian exports of Cucumbers and Gherkins. This reflects both
decreases in shipments to other destinations and increases in sales to Belarus. With a 78% market share
the demand from Belarus set the market price.

Sales value

Sales
Sales value volume

Unit
Value

Unit
Value

% of
Export

Belarus

1,000 USD

1,000
Euros

USD

Euro

Value

Volume

2011

$

140

€

101

430

$ 839.00

€ 602.00

1%

2%

2012

$

203

€

158

431

$ 805.00

€ 362.00

2%

3%

2013

$

171

€

129

360

$ 1,032.00

€ 777.00

2%

3%

2014

$

967

€

727

1,360

$ 634.00

€ 477.00

9%

8%

2015
$
4,052
€ 3,650
4,298
$ 932.00
Figure 63 Belarus imports of Ukrainian Cucumbers and Gherkins – fresh

€ 840.00

79%

78%

Metric tons

Ukraine

(International Trade Center, 2016)
The chart below is a graphic illustration of Ukrainian exports of cucumbers and gherkins to Belarus.
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Ukraine trade in fresh Cucumbers and Gherkins
with Belarus
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Sales volume Metric tons
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Unit Value Euro

% of Ukraine Export Value

% of Ukraine Export Volume
Figure 64 Graphic illustration of Belarus imports of Ukrainian Cucumbers and Gherkins – fresh

(International Trade Center, 2016)

2.3.1.3. Seasonality of exports of Ukrainian Cucumbers and Gherkins
and production cycles
Plastic tunnels - PT
Open field - OF

first turn
PT
Months
1
Production
second
turnover
PT
Months
1
Production
one turn
OF
Months
1
Production

Sowing
Harvesting

2

3 4 5 6 7 8 9 10 11 12

2

3 4 5 6 7 8 9 10 11 12

2

3 4 5 6 7 8 9 10 11 12

(20/20 Development Corporation, 2016)
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Product destine for Poland appears to be greenhouse product with shipments starting in the first quarter of
2015 (371 MT) and continuing every quarter with the highest volume being in the first quarter of 2016 at 524
MT.
Open Field cucumbers will face competition from other regional producers, including target markets and
therefore factors which justify purchase by targeted customers include:
a.
b.
c.
d.

Price
Quality
Packaging
Standards

Given these challenges it is critical that Ukraine take advantage of their strengths by adding value in packing
and improve standards to meet buyers’ requirements.

2.3.1.4.

Other markets for Ukrainian Cucumbers and Gherkins

The export market for fresh Cucumbers and Gherkins has been dominated by Belarus in the last several
years.
Beyond Belarus there were only three markets of Ukrainian fresh cucumbers and gherkins – Poland,
Lithuania, and Czech Republic. None of these markets are consistent or appear to have a trend which
favours Ukrainian cucumbers and gherkins. Latvia enters the trade as an importer in the fourth quarter of
2015 with 18 MT (one truck load) followed by about eight truck loads in the first quarter of 2016 and four in
the second quarter of 2016.

Other Markets for Ukrainian Cucumbers and
Gherkins 2014 - 2015
1000
800
600
400
200
0
Poland

Lithuania
2014

Czech Republic

2015

Figure 65 Other markets for Ukrainian cucumbers

(International Trade Center, 2016)

Gulf Cooperative Council Countries and import opportunities for Ukrainian
cucumbers
The Gulf Cooperation Council (GCC) countries (United Arab Emirates, Bahrain, Kuwait, Oman, Qatar, and
Saudi Arabia) are importing fresh cucumbers and gherkins, however, their needs are met regionally. For
example, UAE imports 92% of their product from Jordan with only 4.2% coming from outside of the region
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(Netherlands) and 2.8% from India. Likewise, Oman imports only $139,000 USD worth of product with 46.8%
of that from UAE, 43.2% from India and near 6% from Iran.

2.3.1.5.

Cucumbers and Gherkins quality and standards

Like all fruits & vegetables products many destinations require Global GAP standard for shipments into
Europe.
The standards below are the key factors for standards of fresh cucumbers. Additional details on the UNECE
standards for cucumbers is found in the Annex and at the following link for the UNECE standards:
http://www.unece.org/fileadmin/DAM/trade/agr/standard/fresh/FFV-Std/English/15Cucumbers_2010.pdf
Basic principles for standards on fresh cucumbers are as follows:
In all classes, subject to the special provisions for each class and the tolerances allowed, the cucumbers
must be:
•

Intact

•

Sound; produce affected by rotting or deterioration such as to make it unfit for consumption is
excluded

•

Clean, practically free of any visible foreign matter

•

Fresh in appearance, and firm • practically free from pests

•

Free from damage caused by pests affecting the flesh

•

Free of bitter taste (subject to the special provision for Class II under the heading “IV. Provisions
concerning tolerances”)

•

Free of abnormal external moisture

•

Free of any foreign smell and/or taste. Cucumbers must be sufficiently developed but their seeds
must be soft. The development and condition of the cucumbers must be such as to enable them:

•

To withstand transportation and handling • to arrive in satisfactory condition at the place of
destination.

2.3.1.6.

Supply chain fresh Cucumbers and Gherkins

Cucumbers can be sold “field run” or they can be packed and processed. Cucumbers sold at open markets
are often “field run” while those sold in supermarkets are further packed or processed. Product sold at retail
are higher prices than those sold in the markets, however those that are sold at retail require Global GAP
while those sold in open markets can often make it through the supply system without these certifications.
With a competitive advantage in labour rates it is to the advantage of Ukrainian producers to add value in
country and do the customized and retail packing in Ukraine.

2.3.1.7.

Cucumber packing

Packing will depend upon the style of cucumber that is produced
and the demands of the customer. For example, on common
cucumbers standard packages include cartons with 12 pieces
each sorted by sizes of 300 – 350 g, 350 – 400 grams and 400 –
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500 g. For mini-cucumbers (10 – 14 cm) packages are 12 x 4 pieces, 16 x 23 pieces and 32 pieces in 2.5 kg
box.
http://www.globalgreenteam.nl/downloads/product/97/8d3fe53159922b0/Cucumber.pdf

Figure 66 European preferred cucumber type

Figure 67 Cucumber packages

The examples above reflect value added packaging for cucumbers. This packing can be done in Europe at a
labour rate nearly nine times that paid in Ukraine; therefore it is economically logical that this work be done in
Ukraine, if the standards for quality and sanitation can be controlled properly.

2.3.1.8.

Cucumber consumer preferences

European consumers prefer cucumbers that are straight - Per European Commission Regulation No.
1277/88, if a cucumber bends more than 10 millimetres per 10 centimetres (0.4 inches per 4 inches) in
length, it cannot be categorized as "class one" and may therefore only be sold as a second-rate cucumber.

2.3.1.9.

Important contacts for cucumbers

The following companies specialize in cucumber marketing. Many of these companies have production of
their own cucumbers but they also work with producers globally to ensure that their customers’ needs are
met.
Ms. Silvia Janssen
Kompany B.V.
Adjunct Director
r.vanmullekom@kompany.nl
http://www.kompany.nl
+31 77 30 30 716
Kompany B.V.
Industrieterrein 3851
Venrayseweg 154
5928 RH Venlo
Postbus 3021, 5902 RA Venlo
T: +31(0)77-3030700
F: +31(0)77-3961989
E: info@kompany.nl
W: www.kompany.
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Southport Office
164 Lord Street,
Southport,
Lancashire,
PR9 0QA
Tel +44 (0)1704 540400
hello@nationwideproduce.com

A. Verboom
Global Green Team
Honderdland 417, 2676 LV Maasdijk
Netherlands
Telephone
0174 519 400
E-mail: a.verboom@globalgreenteam.nl
General Manager+31 (0) 174 519 103
Sales Middle East and Asia +31 (0) 174 519 434
F.vanderHout@globalgreenteam.nl

2.3.1.10. Recommendations for increasing fresh cucumber exports
from Ukraine
Cucumbers are often considered a specialty crop with production in greenhouses in many target markets.
Therefore, for Ukrainian exporters to achieve long-term success they need to specialize and come up with a
product that is unique in the market. This specialization could be in the form of packaging (size and grade) or
variety.
Given the competitive advantages that Ukraine has over many of their target markets the more value that is
added in country the better chance they have of achieving long-term success.
Opportunities should be explored to cooperate with major cucumber buyers and producers in Europe to
provide them with an alternative supply source for cucumbers to meet their demand.
Production of greenhouse cucumbers takes advantage of low labour rates in Ukraine to produce, harvest
and pack the cucumbers. Production during off-season by utilizing low cost labour could allow Ukrainian
cucumbers and gherkins to compete with product produced in the Netherlands. Focus should first be on
regional markets and working toward the Netherlands as expertise and competitiveness is proven.

Cucumber and Gherkins export opportunity summary
Where to export

Potential

Requirements

The greatest opportunity for export of
Open Field produced cucumbers are
to the markets to the north of Ukraine
where the Ukrainian crop can reach
their markets prior to local production
being available.

Sales of processed Ukrainian
cucumbers for destinations in norther
Europe.

For Open Field produced cucumber
exports to Northern Europe – Poland,
Latvia, does not require Global
G.A.P. at this time but market
conditions are changing as
competing origins secure these
standards.

Greenhouse product can be sold
across Europe if it remains price
competitive and possesses

To achieve a broad market of
greenhouse produced cucumbers
HACCP is going to be required to

For greenhouse produced
cucumbers the market is a broader
European market where Ukraine has
a competitive advantage on labor.
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appropriate certification.

compete in many of the markets.

Recommended actions:
Secure appropriate standards.
Begin a dialogue with potential buyers globally.
Visit targeted customers in targeted markets.
Visit trade events in targeted markets including Fruit Logistica, Polagra and Fruit Expo Poland.
Figure 68 Cucumber and Gherkins export opportunity summary
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2.3.2 Processed cucumbers
Maintaining the theme that fruits and vegetables (F&V) that have value added in Ukraine are competitive and
attractive to foreign buyers we identify cucumbers as another product that can benefit from added value with
appropriate technology inside of Ukraine.

2.3.2.1.

Global Trade of processed cucumbers

It is difficult to separate processed cucumber statistics from other products in the same HS code class.
However given the facts known about the market the following chart can provide confidence in the trends
outlined in this document reflect cucumbers as the primary element making up these statistics.

Global trade in processed vegetables including cucumbers

Figure 69 Global trade in processed vegetables including cucumbers

(International Trade Center, 2016)

2.3.2.2.

Ukraine trade in processed cucumbers

The chart below reflects Ukrainian exports of processed vegetables including cucumbers. This is a sizeable
existing business for Ukrainian exporters and offers significant opportunity for growth in sales for exporters
who are efficient, capitalize upon competitive advantages and meets buyer standards (primarily HACCP or
HARPC and BRC for the UK market).
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Ukraine exports of prepared vegetables

Figure 70 Ukraine exports of prepared vegetables

(International Trade Center, 2016)
As observed on tomatoes the export of value added cucumbers is a much wider and diverse market profile
than the profile for fresh cucumbers. The above chart reflects considerable exports to Germany, Kazakhstan,
Latvia, Georgia, and many of the other “standard” export destinations for Ukrainian F&V but it also includes
nearly $400,000 USD sales to the USA, $175,000 in Israel and another $150,000 USD in sales to Canada.
The past success to these markets provides proof that Ukrainian value added cucumbers and other
processed vegetables (in addition to tomatoes) have a wide appeal to buyers globally.

2.3.2.3.

Processed cucumber quality and standards

To ensure that price is not the only factor it is important the Ukrainian processed cucumbers (pickles) meet
global standards for quality and sanitation. Processors should provide a minimum confidence to their buyers
of HACCP standard compliance.
Below is the product definition for pickles as outlined in the UNECE profile – complete profile below in the
Appendixes.

Product Definition
Picked cucumber is the product:
(a) Prepared from clean, sound cucumbers of cultivars conforming to the characteristics of
Cucumis sativus L.;
(b) Such cucumbers may or may not be peeled and may or may not have seeds removed;
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(c) Packed with or without a suitable liquid packing medium and seasoning ingredient
appropriate to the product;
(d) Is preserved in an appropriate manner before or after the container is closed - such
preservation to include acidulation to a pH of 4.6 or less either by natural or controlled
fermentation or addition of a vinegar or an edible acid, and may also include heat
pasteurization, refrigeration, or a chemical preservative.

2.3.2.4. Recommendations for increasing processed cucumber
exports
Taking advantage of Ukraine’s low wages and cost of processing is something that can be achieved with
processed cucumbers. To sell value added “fresh” cucumbers (cut and packaged) will require the
producer/packer to be competitive, they need to be certified HACCP. Therefore, achieving this standard
should be a priority.
Processing cucumbers into pickles is another avenue which should be pursued. However, care must be
made to ensure that the flavour (spices, sweetness, and vinegar) meet the demands of the market. Samples
of leading brands in targeted markets should be procured in the target markets and analysed for pickle size
and style, brix, acidity, and overall flavour. The exporter should then copy the market leader and produce a
product that is parallel to that the market is currently buying. It is critical that the exporter follow the market
leader in image, quality and even style and colour of the package to capture market share. Even when doing
this it is critical that the product offered be lower priced than what is currently on the market and meet the
market standards for sanitation, which in most cases will require HACCP certification.

Processed cucumber and gherkins export opportunity summary
Where to export

Potential

Requirements

Like other shelf stable value added
fruits and vegetables produced in
Ukraine the market for processed
cucumbers is a very broad market
with current exports reflecting the
competitive nature of the price and
labor structure in Ukraine.

Ukraine can establish a solid market
for value added cucumber products if
they meet the standards and buyers
requirements.

While HACCP is not required in
many markets the competing origin
product will have this certification and
others and therefore without it
Ukraine is at a disadvantage.

Focus should be made on exports to
Europe and the Middle East;
however, opportunities may exist for
exports to Asia and the USA for both
diaspora and broader market
opportunities.

Recommended actions:
Secure appropriate standards.
Begin a dialogue with potential buyers globally.
Visit targeted customers in targeted markets.
Secure specifications from buyers and produce samples to meet their needs.
Deliver these samples to targeted customers along with price and terms and follow-up to secure the business.
Visit trade events in targeted markets including Anuga, Sial, and Gulfoods.
Figure 71 Processed cucumber and gherkins export opportunity summary
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2.4. Potatoes
2.4.1 Fresh potatoes
With more than 6000 varieties of potatoes there is a variety which is suited for production in just about any
agro climate. Fresh potatoes are widely produced in Ukraine and most agrarian economies including
accounting for 2.2% of the EU agriculture output based upon farm gate prices. (Eurostats, 2016) Fresh
unwashed potatoes are not allowed to be shipped from Ukraine into the EU therefore this limits the markets
which potatoes from Ukraine can be shipped.

2.4.1.1.

Global trade of fresh or chilled potatoes

France is the leading exporter of fresh potatoes globally with their primary markets being inter-European
trading partners of Spain, Italy, Germany, Portugal, and the Netherlands.

Global Potato trade

Figure 72 Global potato trade 2015

(International Trade Center, 2016)
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Global Potato Trade 2011 - 2015
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Figure 73 Global potato trade 2011 – 2015

(FAO, 2015)
The Middle East is a significant importer of fresh potatoes importing 1,502,130 metric tons of potatoes with
Egypt importing about 50% of that with a large portion of that coming from Russia about 238 thousand MT
and the balance from regional suppliers including Italy, UAE, Lebanon, Kuwait, Oman, and Syria. This
number is expected to change when the 2016 numbers are released with Syria dropping off the list due to
the war situation.

2.4.1.2.

Ukraine trade of fresh potatoes

The table below reflects the export of potatoes from Ukraine to the global market. The volume is significant
at more than $2.5 million USD, however, Belarus accounted for nearly 50% of this in 2015 and that number
is not expected to continue as their exports to Russia are curtailed.

Importers of Ukrainian potatoes in 2015
Product: 0701 Potatoes, fresh or chilled
Sources: ITC calculations based on UN COMTRADE statistics.
Exported
Share in Exported
value
Ukraine's quantity Unit value
Importers
2015
exports
in Tons (USD/unit)
(USD
(%)
2015
thousand)

World

2,532

100

15,346

165

Belarus

1,238

48.9

6,474

191

Georgia

423

16.7

3,622

117

United
Arab

420

16.6

1,257

334
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Emirates
Azerbaijan

231

9.1

2,131

108

Moldova,
194
Republic of

7.7

1,754

111

Iraq

4

0.2

28

143

Kazakhstan 3

0.1

20

150

Austria

2

0.1

5

400

Cyprus

1

0

3

333

Greece

1

0

1

1,000

Figure 74 Ukraine potato exports

Opportunities for increased exports exist in markets south of Ukraine (Georgia, UAE, Azerbaijan, and Iraq.)
These markets will continue to change as Syrian product is not available to meet market demand and
traditional trade flows.

2.4.1.3.

Seasonality of exports and production cycles

When stored properly potatoes have an extended shelf life for up to a year without significant quality
changes in quality. This fact therefore decreases the impact of the harvest seasonality. This fact allows for
significant transport of fresh potatoes between markets, however, buyers will consider harvest time and due
to the wide spread production of potatoes will buy product that is “fresher” than product that is available from
other markets.
Many countries that are historically importers of fresh potatoes are working hard to increase their domestic
production. Egypt is one such country with significant imports of seed potatoes for increased production.

Plastic tunnels - PT
Open field - OF

Sowing
Harvesting

Potatoes Months
1 2 3 4 5 6 7 8 9 10 11 12
Production

(20/20 Development Corporation, 2016)

2.4.1.4.

Other markets for Ukrainian potatoes

Opportunities exist for Ukrainian fresh potatoes however competition and existing government protocol limits
where they can be shipped.
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An opportunity exists for farmers to produce something that is different by working with a different variety,
with different characteristics (primarily colour) to separate themselves from the market. By working with
different varieties these producers will de-commoditize their product to allow them to market a product that is
different from their neighbours. This product differentiation will provide them with an opportunity to sell their
product at a premium versus other potatoes on the market.

Figure 75 Examples of other varieties of potato

2.4.1.5.

Potato quality and standards

Potatoes are globally produced and the primary buying factors are:
•
•
•
•

Variety
Size
Freshness
Blemishes or defects

Producers must be aware of the variety they produce and ensure that the market demand for that variety
exists. The top ten varieties requested in via potato research website www.europotato.org are the following:
Top 10 search results
Most requested varieties


Agria



Desiree



Spunta



Bintje



Maris Piper
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Lady Rosetta



Hermes



Charlotte



Agate

•

Early Rose

Potatoes are typically not shipped internationally in “field run” or non-sorted and cleaned condition.
Minimum requirements
•

Subject to the tolerances allowed, the tubers must be:

•

of normal appearance for the variety, according to the producing area

•

Intact, i.e. they should not have had any part removed nor have suffered any damage making them
incomplete

•

Sound; produce affected by rotting or deterioration such as to make it unfit for consumption is
excluded

•

Practically clean

•

Firm

•

free of external or internal defects detrimental to the general appearance of the produce, the quality,
the keeping quality and presentation in the package, such as:

•

Brown stains due to heat

•

Cracks (including growth cracks), cuts, bites, bruises or roughness (only for varieties of which the
skin is not normally rough) exceeding 4 mm in depth

•

Green coloration; pale green flush not exceeding one eighth of the surface area and which can be
removed by normal peeling does not constitute a defect

•

Serious deformities • grey, blue or black sub-epidermal stains; exceeding 5 mm in depth in the case
of ware potatoes

•

rust stains, hollow or black hearts and other internal defects

•

Deep common potato scab and powdery potato scab, of a depth of 2 mm or more in the case of
ware potatoes

•

Superficial common potato scab, i.e. scab spots in all must not extend over more than a quarter of
the surface of the tuber

•

Frost damage and freezing injuries

•

Free of abnormal external moisture, i.e. adequately “dried” if they have been washed

81

MARKET OPPORTUNITY STUDY FOR UKRAINIAN FRESH AND PROCESSED FRUITS AND VEGETABLES

•

ITC

Free of any foreign smell and/or taste

2.4.1.6.

Potato packing

Most potatoes sold in Ukraine are sold on a field run basis. This term means that the potatoes are harvested
in the field and sold exactly as they are harvested, unsorted and unwashed.
In the markets that Ukrainian fresh potatoes can enter the product must be sorted (using lower cost
Ukrainian labour) and cleaned. In most cases the product is packed in retail sacks of 1 kg, 2 kg and 5 kg
bags. For product that is known as baking potatoes (typically a Russet style variety) are sorted and packed
and sold individually with consumers selecting from a pre-sorted selection of potatoes.

2.4.1.7. Recommendations for increasing fresh potatoes exports
from Ukraine
Opportunities exist for increased exports open with fresh potatoes from Ukraine to several markets. Efforts
should be undertaken to explore new opportunities in Georgia, Azerbaijan, and the Middle East.
It is recommended that producers work to develop a “different” product than what their neighbours produce.
This can be done with different varieties. Producers should work with possible customers in targeted markets
to identify a variety, which provides them with a niche that sets them apart from the competition. Production
of a new variety should not be undertaken without support and input from the potential customer with a target
to meet their specific needs.
Trail plots should also be produced with varieties that are unproven in the climate conditions in the
production region of Ukraine. The CIP (International Potato Center) has more than 6000 varieties of potato
available and some of these varieties can be produced in Ukraine and provide a unique market niche for the
producer.
Fresh potato exporters should reach out to potential buyers in the targeted countries and stay in touch with
the market conditions and prices as things develop over the year.
Fresh potatoes cannot be exported to Europe, however, processed potatoes can, therefore options should
be explored to produce value added product for the European market.
Based upon exports in 2015 markets should be explored for export of fresh potatoes to the Middle East,
however, these exports are not expected to continue as the exports in 2015 were to fill a void resulting from
the decrease in Syrian exports due to the war in that country. This current demand is expected to be met by
imports from neighbouring countries which have increased their production to meet the void created by
decreased Syrian exports.

Potato export opportunity summary
Where to export

Potential

Requirements

Exports are prohibited in the EU so
the focus has to be outside of the
EU. Opportunities exist in the CIS
countries and in the Middle East.

By working with different varieties
than what is produced by most
competing producers allows Ukraine
to develop a niche that they can
profit from. These unique varieties of
potatoes can sell in the Middle East
and the CIS countries.

Global G.A.P. is not required in many
markets the competing origin product
will have this certification and others
and therefore without it Ukraine is at
a disadvantage.

Recommended actions:
Secure appropriate standards.
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Begin a dialogue with potential buyers globally.
Visit targeted customers in targeted markets.
Secure specifications from buyers and produce samples to meet their needs.
Deliver these samples to targeted customers along with price and terms and follow-up to secure the business.
Visit trade events in targeted markets including Fruit Logistica and WOP (Dubai).
Figure 76 Potato export opportunity summary

2.4.1.8.

Important contacts for Potatoes

http://www.jansen-dongen.nl/en/potatoes
Jansen Dongen
Vierbundersweg 90
5047 TN Tilburg

Tel: +31 (0)13 5159553
Fax: +31 (0)13 5159653
E-mail: info@jansen-dongen.nl

Piet van Liere
General Manager
GSM:+31 654 231 743
E-mail: piet@gebrvanliere.nl
http://www.flevotrade.nl/contact/contacts
National food industries
Address: P.O. Box 222, Dubai, UAE
Telephone: 971 4 3473472 / 3473926 / 3471616
Fax:971 4 3472802
Website:http://www.nfidubai.com/
Al Montazah Vegetables & Fruits Trading L.L.C
Shop-67, Block -2, Central Veg & Fruits Market, Al Aweer
Dubai
00971 43202797
00971 43202810
info@almontazahgroup.com
www.almontazahgroup.com

2.4.2 Sweet potatoes
Ukraine has no measurable international sales in the HS class which includes sweet potatoes – 071420.
Global trade in this class is over $389 million USD, with major exporters being the USA with nearly 50% of
the market share followed by the Netherlands, Viet Nam, Spain, and Egypt. With these countries competing
for export markets and limitations on potatoes into the EU, it is unlikely that significant fresh markets be
developed for sweet potatoes from Ukraine.
There is a possibility that processed (canned or frozen) sweet potatoes can be exported from Ukraine to a
global market. Therefore, if Ukrainian processors are working with canned or frozen sweet potatoes these
should be included in the marketing efforts for processed foods from Ukraine.
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2.5. Melons
2.5.1 Melons, including fresh watermelons
Fresh melons represent a trade opportunity for F&V from Ukraine to a wide regional and European market.
Global trade in fresh melons in 2015 reached $3,162,607,000 USD in trade with an all-time high quantity of
5,771,101 metric tons. (HS code 0807) Watermelons accounted for 42% of this at $1,340,171 USD.
This report focuses on watermelons; however, other melon varieties (Piel de Sapo) are produced in Ukraine
that could find a viable market outside of Ukraine. These varieties include lizard skin melon and cantaloupe.
For Ukraine to be competitive in the export markets for these products they will need to find a buyer, which
focuses on this niche or is willing to develop a new source for an existing demand. This can be accomplished
through the exporter developing a dialogue with potential buyers and determining what varieties they have
strong demand for that can be competitively produced inside of Ukraine. Many melon buyers are willing to
develop new varieties and new sources of supply; however, this is not done on a spot basis (producers
selling what they have produced) but is done in a cooperative effort between buyers and producers allowing
the produce to produce what they can sell rather than selling what they produce.
Due to limited shelf-life of processed melons it is difficult to add value to melons beyond freezing which is
addressed below. Therefore, the work to develop on-going business with lizard skin melons, cantaloupe or
other varieties will need to focus on fresh rather than processed.

2.5.1.1.

Global trade of fresh Melons

The EU imported 2.8 million tons of watermelon in 2015 with Ukraine ranking as the number five exporter to
the EU of melons

Figure 77 EU suppliers of melons 2015
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(Eurostats, 2015)

Global trade in fresh melons volume and value
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Figure 78 Global trade of fresh melons

(International Trade Center, 2016)
Leading global exporters for melons by value are as follows:
Country

Exports
(1000)

in

2015

USD

Spain

$632,925

Germany
France
United Kingdom
Netherlands
Portugal

Early season producer has
advantage of common
standards, currency, and
retailers with their top five
customers

Mexico

$500,586

United States
Japan
Hong Kong
Canada

Not supplying markets that
can reasonably be supplied
by Ukraine.

United States

$273,968

Canada
Japan
Mexico
Hong Kong

Not a
Ukraine

competitor

with

Netherlands

$241,201

Germany
United Kingdom
Sweden
Denmark
Belgium

re-export from EU
outside EU sources

and

Brazil

$225,034

Netherlands
United Kingdom
Spain
Portugal

Limited competitor with
Ukraine due to season of
harvest and shipment not
in line with Ukraine

Guatemala

$212,980

United States

Early season
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Largest
volume

markets

by

Comments
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El Salvador
Netherlands

with Ukraine, however
limited exports to Ukraine
competitive markets

China

$176,054

Hong Kong
Viet Nam
Thailand
Malaysia

Not selling to
where Ukraine
competitive.

markets
will be

Italy

$98,581

Germany
Switzerland
Austria
Poland

Early season producer has
advantage of common
standards, currency, and
retailers with their top five
customers

France

$97,027

Morocco
$84,405
Figure 79 Leading exporters and their markets for melons

(International Trade Center, 2016)

2.5.1.2.

Ukraine trade of fresh melons

Ukraine has historic exports of melons of $3.925 million USD and a positive trade balance of $3.698 million
USD. Poland is the number one market for this product with $1.69 million USD (43.1%) of Ukraine’s exports
in this class. While Poland is a major market for Ukraine melons the Ukraine share of the Poland market is
currently 12%. This suggests a possible market growth potential for Ukraine exports.
The largest majority of these are fresh watermelons. Other key markets for this class, with percentage of
their import volume in parenthesis are Belarus (43%), Estonia (44%), Moldova (80%), Lithuania (30%) and
Latvia (33%). Key consideration is the fact that Ukraine has not been able to get their melon exports to the
primary EU markets but focus their sales in the CIS and Baltic states.
Melons are a viable export product for Ukraine and markets currently served provide some room for growth.
Competition exists with other countries including Kazakhstan, Uzbekistan, and Kyrgyzstan, however
production times are different and therefore opportunities exist.
List of importing markets for a product exported by Ukraine
Product: Melons, incl. watermelons, and papaws (papayas), fresh
Importers

2011

2012

2013

2014

2015

Exported quantity,
Tons

Exported quantity,
Tons

Exported quantity,
Tons

Exported quantity,
Tons

Exported quantity,
Tons

World

23183

15204

20986

15645

30015

Poland

3572

2396

4075

2227

11897

Moldova, Republic of

945

1002

428

1444

4938

Belarus

6023

4135

5819

6057

4579

Estonia

3940

4238

5499

2646

3888

Lithuania

2013

565

2163

910

2358

Latvia

5322

2220

2647

2328

2265
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Figure 80 Importing markets for Ukrainian melons

(International Trade Center, 2016)

Importers of Ukrainian Melons
2011 - 2015
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Figure 81 Importers of Ukrainian melons

The chart above reflects importers of fresh melons from Ukraine between 2011 and 2015. Poland is the
leader with other countries, specifically in the Baltic region as primary buyers. Buyers in these countries are
less concerned about global standards and more concerned with price. They are also more likely to accept
melons with seeds than their neighbours to the western part of Europe.

Ukraine Melons, incl. watermelons, fresh
4000
3500
3000
2500
2000
1500
1000
500
0
Exported value Exported value Exported value Exported value Exported value
in 2011
in 2012
in 2013
in 2014
in 2015
Figure 82 Ukraine exports of melons by volume

(International Trade Center, 2016)
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Melon exports from Ukraine 2013 - 2015
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Figure 83 Ukraine melon and watermelon exports

(International Trade Center, 2016)
The table below reflects the importers of watermelons from Ukraine. It is very much like the chart above
which reflects all melons, however, Poland is considerably less in this one and Belarus is high reflecting their
trans-shipment efforts to Russia.

Importers of fresh watermelons from Ukraine
1800
1600
1400
1200
1000
800
600
400
200
0
Belarus

Latvia

Exported value in 2012
Figure 84 Importers of fresh melons from Ukraine

Estonia

Poland

Lithuania

Exported value in 2013

Moldova,
Russian
Republic of Federation

Exported value in 2014

(International Trade Center, 2016)

The primary competitors for Ukrainian melons have several advantages over Ukrainian melons including
production inside of the EU which means that these producers meet EU standards, trade with the same
currency, and trade with the same terms and have direct access to the markets. These advantages are part
of the reason Ukrainian melons sell well below the EU average price per kg (see chart below).
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Figure 85 Average selling price in the EU for imported melons

Source: Frédérine Derlot; ITC 2016.
An important factor which is a major influence in the price differential for the Ukrainian melon versus that
of other origins includes:
a) Variety – most melons sold in the EU are seedless and most of the melons produced in Ukraine are
seeded.

Figure 86 Popularity of seedless varieties in Europe
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Source: Frédérine Derlot; ITC 2016.

Figure 87 Average retail price in Western Europe for melon

Source: Frédérine Derlot; ITC 2016.

b) The product produced and sold at higher prices is most likely Global GAP certified as they are from
countries which are strong supporters and participants in this standard.
As illustrated in the numbers above the higher niche and value added the higher the retail price in Europe
with the lowest prices being for seeded watermelon.

2.5.1.3. Seasonality of exports of fresh melons and production
cycles
Melons are exported during the season with little shelf life for extending the season. Like all other fresh F&V
Ukrainian product is parallel to the production season for most of their competitors. The chart below
illustrates this fact Ukraine production is in line with production from their competitors.
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Figure 88 Seasonality of water melon production

Source: Frédérine Derlot; ITC 2016.
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Other markets for Ukrainian melons

It is possible for Ukraine to ship fresh melons to the Middle East as illustrated in the chart below.

Middle East Imports of melons
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Exported value in 2014

Exported value in 2015

Exported value in 2013

Figure 89 Middle East imports of melons

(International Trade Center, 2016)
As illustrated on the chart above (figure 93) there are sizeable imports of melons into and within the Middle
East. The fact that Russia exports melons to the Middle East is a good sign for opportunities of Ukrainian
melons into this market, if Russia can be competitive with price, logistics and seasonality it is natural that
Ukraine can be as well.

2.5.1.5.

Melons quality and standards

Buyers will each have their own standards for fresh melons depending upon their user preferences (see
details above about seedless versus seeded). However, there are minimum standards set by the UN with the
basis as follows:
Minimum requirements
•

In all classes, subject to the special provisions for each class and the tolerances allowed, the melons
must be:

•

Intact - sound; produce affected by rotting or deterioration such as to make it unfit for consumption is
excluded - clean, practically free of any visible foreign matter - fresh in appearance - practically free
from pests - practically free from damage caused by pests - firm - free of abnormal external moisture
- free of any foreign smell and/or taste.

•

The development and condition of the melons must be such as to enable them:

•

To withstand transport and handling, and - to arrive in satisfactory condition at the place of
destination.

•

However, a small healed scar caused by automatic measurement of the refract metric index is not
regarded as a defect.
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FFV-23: Melons Page 4 B. Minimum maturity requirements

The melons must be sufficiently developed and display satisfactory ripeness. In order to satisfy this
requirement the refract metric index of the pulp measured at the middle point of the fruit flesh and at the
equatorial section must be greater than or equal to 10° Brix for Charentais type melons and 8° Brix for other
melons.
An example of a buyer’s standards for melons is as follows:
Melons - http://www.staayfoodgroup.com/product/melons/melons
Product: Melons and Watermelons
Country of origin: Brazil, Costa Rica, Guatemala, Israel, Italy, Panama, Spain
Varieties: Cantaloupe, Charentais, Galia, Yellow melons, Jimbee, Piel de Sapo, watermelons
Availability: 12 months a year
Certificates: Rainforest Alliance, Global GAP Tesco NURTURE, F2F
Staay-Hispa can supply melons and watermelons from all continents of the world all year round.
Melons and watermelons have a prominent place in our extensive product range.
We have opted for direct collaboration with carefully selected growers in Brazil, Costa Rica,
Guatemala, Israel, Italy, Panama, and Spain. Together with the growers and seed production
companies, Staay-Hispa endeavours to supply consumers with high-quality, attractive, and tasty
products all year round. In addition, tests designed to develop new varieties, which can be grown
sustainably and under the Rainforest Alliance and Global GAP certificates, are constantly being
conducted in the various countries.
All our producers have the necessary international certificates regarding safe and sustainable
cultivation. The production of melons and watermelons is very intensive and requires a great deal of
attention and knowledge. The production must also meet strict environmental requirements.
To respond even better to the needs of retailers and consumers, in Costa Rica, the Staay Food
Group is the first organization to have secured the Rainforest Alliance certificate for its melon and
watermelon cultivation. In Costa Rica, this cultivation program is monitored by SFG Dulce, where
cultivating in an environmentally responsible manner, with respect for nature and the environment
have the highest priority.

Producers should work with buyers to ensure that the variety produced and quality meets the needs of
the buyer. Many of the large melon traders, like Staay Food Group, can provide technical assistance in
product selected and produced.

2.5.1.6.

Melon packing

Melon packing is an area where increased value added can be achieved in Ukraine. Melons in Europe, a key
market for Ukrainian melons, are sold in both individual and bundled packs. Doing this packing in Ukraine is
cheaper than doing it in Europe. Boxes are available inside of Ukraine for properly packing product for the
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EU market. Cooperation should be undertaken with the importer to ensure that the melons are packed to
meet the needs of the specific buyer.
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2.5.1.7.

Important contacts for melons

Melons are a major import item into Europe and therefore several companies have developed a strong niche
and consumer following for their melon program. Some of these companies are listed below:
Schrijvershof B.V.
Kwakscheweg 3
3261 LG Oud-Beijerland
t +31 (0)186 64 30 00
f +31 (0)186 62 03 50
e info@schrijvershof.nl

Staay Food Group
Nieuwland Parc 140
3351 LJ Papendrecht
The Netherlands
P.O. Box
P.O. Box 208
3350 AE Papendrecht
The Netherlands
Phone number +31 180 679 100
http://www.staayfoodgroup.com/
info@staay.nl

2.5.1.8.

Value added melons

In addition to working with varieties which will set Ukrainian melons apart from the competition there are
other things that can be done to add value to the melons. This ranges from improved and unique sorting and
packaging to frozen melon balls.
Opportunities should be explored to produce melon balls; however, this should only be done after a buyer
has been identified and is cooperating with the efforts to ensure that the product produced meets their
specifications and market demands.

2.5.1.9. Recommendations for increasing fresh melon exports from
Ukraine
Increased exports of Ukrainian melons are achievable as Ukraine produces look beyond their traditional
markets. While adjustments in varieties produced and standards need to be addressed many of these
changes, particularly variety, can be achieved in a single season. It is recommended that Ukrainian
producers work with buyers in Europe and the Middle East to ensure that varieties and qualities produced
meet the demands of the buyer.
Many of the importers in the European market can provide technical assistance to producers that they
support to advance their product to meet their long-term needs.
While melons of different colours and shapes are a “novelty” they may just be the novelty sufficient to
overcome the disadvantages. While big producers in Spain and France are not able to apply high value
labour to increase value of their melons this effort would take advantage of the competitive advantages
available in Ukraine.
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For example, the placement of a piece of cardboard under a melon as it grows will prevent it from getting
burned or earth bruised and the melon will be more attractive to the buyer while adding only slightly to the
cost of production.
Exporters and producers should work to develop a relationship with importers in key markets to determine
the varieties and requirements of the buyers. Many importers, in Europe and elsewhere, some may provide
technical assistance to establish a producer that will supply product that meets their needs for variety,
quality, size and flavour.

Fresh Melon export opportunity summary
Where to export

Potential

Requirements

Ukraine has strong exports of melons
to Northern Europe -Poland and
other Northern markets. This
business can continue to expand
with a focus on meeting market
demands.

The greatest potential for melon
exports is to create a niche,
producing something different or
better than others. This can be done
through variety, quality of growing
(elimination of burn and dirt through
hand working the crop).

Global G.A.P. is required in current
markets supported by Ukrainian
melon sales (Eastern Europe and
Baltic states).

Opportunities exist in Western and
Central Europe; however, varieties
need to be adjusted to be seedless
varieties and prices need to compete
with product from other origins
including those within the EU trade
block.

To compete with a variety which is
less demanded (seeded), produced
at the same time as local production
and not meeting the sanitation
standards can only be overcome with
producing something better and
cheaper than the competition. For
melons, there are options to improve
quality through increased labor which
the competition cannot justify with
their higher labor rates.

Recommended actions:
Secure appropriate standards.
Produce varieties that the market demands.
Begin a dialogue with potential buyers globally.
Visit targeted customers in targeted markets.
Secure specifications from buyers
Visit trade events in targeted markets including Fruit Logistica, Polagra and Fruit Expo Poland.
Figure 90 Melon export opportunity summary
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2.6. Asparagus
2.6.1 Fresh asparagus
Asparagus is not produced in significant volumes in Ukraine. This fact is a result of domestic consumption
and traditional market demand and not necessary upon the opportunities to produce and market asparagus
from Ukraine to a broad global market.

2.6.1.1.

Global trade of fresh Asparagus

Asparagus is traded globally; however the largest exporters of asparagus were only minor producers twenty
years ago, as they had no domestic demand for the product. Peru and Mexico are the leading exporters of
fresh asparagus as they are taking advantage of their production capabilities, however, more importantly
they are capitalizing upon their comparative advance of cheap labour versus their major competitors in the
United States, The Netherland, and other European producers.
This is a scenario that could be duplicated in Ukraine. Asparagus is a high labour product and value added
production of white and purple asparagus can be produced in Ukraine cheaper than in Europe (recall the
nearly one to nine labour advantage that Ukraine has over the Euro Zone).

Global trade in asparagus 2011 - 2015
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Figure 91 Global asparagus exporters

(International Trade Center, 2016)
The chart above reflects the exporters of fresh asparagus. The chart below reflects the importers of this
product:
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Global asparagus imports
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Figure 92 Global Asparagus Imports

(International Trade Center, 2016)
Theoretically it is reasonable to assume that Ukraine could export fresh asparagus to the USA or Canada but
given the strong markets in Europe there are markets which are close and accessible to the Ukrainian
exporters.

2.6.1.2.

Ukraine trade of fresh Asparagus

Ukraine has no measurable exports of fresh asparagus. This should not be considered a signal that they are
not competitive on asparagus as there is no significant local production, or local demand. In fact, Ukraine
imported only $46,000 USD worth of asparagus in 2015 (primarily from Peru). This was most likely destined
for the Food Service industry to serve international hotel guests.
The fact that there is a domestic market provides a local producer with a local market to work with while they
build their exports. Asparagus fields take three seasons to reach their prime yields and therefore volumes
during years one and two may not justify export sales but can be utilized as import substitution.

2.6.1.3.

Seasonality of asparagus exports and production cycles

Fresh asparagus does have a seasonality and the season for Ukrainian product has yet to be fully defined,
however, given the climate zones in Southern Ukraine it is assumed that the production season will parallel
that of Central Europe. While this may be, a factor limiting other produce exports of other products which
take less advantage of the competitive advantages in production (low labour costs) but it should not be a
major factor in limiting Ukrainian fresh asparagus exports.
If Ukraine can capitalize upon their competitive advantage and produce white or purple asparagus, the
seasonality becomes less of a factor.
Asparagus is a very versatile product in that it can be produced and marketed fresh, frozen, or canned.
Producers globally ship fresh when their prices are most competitive and produce value added product when
their fresh is not competitive.

Plastic tunnels - PT
Open field - OF

Sowing
Harvesting
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Asparagus

2.6.1.4.

OF
Months
1 2 3 4 5 6 7 8 9 10 11 12
Production

Asparagus quality and standards

Buyers will have their own standards for asparagus and to compete on par with other origins Ukrainian
producers will need to achieve Global GAP and HACCP standards (HACCP – for the pack house potentially
- due to sorting and packing).
Standard requirements as defined by the UN include:
Minimum requirements
In all classes, subject to the special provisions for each class and the tolerances allowed, the asparagus
must be:
•

Intact

•

Sound; produce affected by rotting or deterioration such as to make it unfit for consumption is
excluded

•

Clean, practically free of any visible foreign matter

•

Fresh in appearance and fresh-smelling

•

Practically free from pests

•

Practically free from damage caused by pests

•

Practically unbruised

•

Free of abnormal external moisture, i.e. adequately “dried” if they have been washed or cooled with
cold water

•

Free of any foreign smell and/or taste. The cut at the base of the shoots must be as clean as
possible. In addition, asparagus must be neither hollow, split, peeled nor broken. Small cracks which
have appeared after harvesting are, however, allowed, so long as they do not exceed the limits laid
down in Section IV. A. “Quality Tolerances”. The development and condition of the asparagus must
be such as to enable them:

•

To withstand transportation and handling

•

To arrive in satisfactory condition at the place of destination.

Further details can be found at https://www.unece.org/fileadmin/DAM/trade/agr/standard/fresh/FFVStd/English/04Asparagus_2010.pdf and in the appendix of this report.
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Asparagus packing

Sorting and packing of asparagus is critical to meeting the market demand. Buyers want to purchase a
bundle of asparagus which has all the spears the same diameter and length. This requires hand sorting and
with labour rates in Ukraine this is an advantage over other regional asparagus producers.
In order to keep asparagus fresh it needs to be shipped on ice and in a refrigerated truck. Therefore, the box
which is utilized needs to be wax coated to ensure that the box holds up during the shipment.

2.6.1.6.

Important contacts for Asparagus

The list below includes some European producers of asparagus and John Early of Sterling International.
John and his family business was a pioneer in the production and marketing of asparagus from Peru. Since
the Ukraine situation could follow the Peruvian model it is recommended that a dialogue with John or others
who were involved in the growth of Peruvian asparagus be involved in the development of the Ukrainian
industry.
John Early
Sterling International

john.early@sterlingintllc.com
+1 (415) 730-6962
Teboza BV
Zandberg 14b
5988 NW Helden
The Netherlands
Algemeen Email: info@teboza.nl
Algemeen Tel. nr: +31 (0) 77 307 14 44

2.6.1.7.

Recommendations for fresh asparagus exports from Ukraine

Commercial asparagus test plots should be promoted in Ukraine with finished product being sold
domestically until export quantities and standards can be produced.
Support is available from buyers and traders of fresh asparagus that are always looking new sources of
supply. There are many importers of fresh asparagus that will work with farmers to produce product that
meets their needs. It is recommended that the producers work with importers to ensure that product quality,
sorting and packing meets their needs.
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Asparagus export opportunity summary
Where to export

Potential

Requirements

Ukrainian asparagus could be
exported across Europe, the Middle
East and Asia if the production timing
fits the needs of those markets.
Because production is limited at this
time it is impossible to tell what
windows of opportunity Ukrainian
asparagus will hit.

The potential for Ukrainian
asparagus to find a global market are
significant but untested as production
needs to occur first to determine
season and cost.

Global G.A.P. will be required by all
major buyers.

Recommended actions:
Produce asparagus to determine the compatibility and seasonality of asparagus production.
Work with buyers who can provide technical assistance in production and handling of fresh asparagus.
Figure 93 Asparagus export opportunity summary
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2.6.2 Processed asparagus
An asparagus processing is critical to the strategy to develop an asparagus production industry in Ukraine.
Processing of asparagus is required to have a market for asparagus when the fresh product is not
competitive due to other origin availability.
Processing of asparagus, is also labour intensive, and includes IQF spears, canning and packing in glass
jars.

Figure 94 labour intensive asparagus production

Alternatives to the fresh market allow for full season marketing of asparagus and the fact that Ukraine can
produce this with lower labour costs and/or freight than most prime competitors provides for a key
opportunity in F&V expansion in Ukraine.

Processed asparagus export opportunity summary
Where to export

Potential

requirements

Ukrainian canned or frozen
asparagus could find a global market
depending upon price
competitiveness.

Producing high value added
asparagus has a potentially global
market.

Global G.A.P. and HACCP will be
required by all major buyers.

Recommended actions:
Produce asparagus to determine the compatibility and seasonality of asparagus production.
Work with buyers who can provide technical assistance in production and handling of fresh asparagus.
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2.7. Berries
2.7.1 Fresh berries
Fresh berries represent a strong opportunity for Ukrainian exports with a combination of ideal production
conditions coupled with labour intensity provide for good opportunities for Ukrainian fresh berry exports to
grow in the near future.
For this report, we combine all berries under this category as it is difficult to separate berry type. When
possible we have separated berry type in this report but it is not always possible to identify the type of berry
in the available data

2.7.1.1.

Global trade of fresh berries

World berry trade has grown steadily in the last five years from $9,550,359 billion USD in 2011 to
$12,935,119 billion USD in 2015. This growth reflects consumers’ preference for fresh berries and the
economic resources to pay for fresh berries versus frozen berries. In the last fifteen years’ retailers like
Costco, Walmart, Tesco, and Carrefour have supported producers around the globe in production of berries
which allows them to sell fresh berries year-round to their consumers.
Many of these producers are in the Southern Hemisphere which allows these retailers to sell off-season
produce. This is not to the advantage of Ukraine as they produce product at the same time as the major
European suppliers of retailers and of other Northern Hemisphere key markets. Therefore, the greatest
opportunities for Ukrainian fresh berries are in the markets south of Europe – including the Middle East and
parts of Asia.

World berry trade
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Figure 95 World berry trade 2011 – 2015 in USD (International Trade Center, 2016)

The chart below illustrates the global leaders in fresh berry exports. While these countries are exporters of
berries, it does not prevent them from being importers of Ukrainian berries, as they would buy Ukrainian
berries in their “off season”, or when weather or pest conditions impact their domestic crop.
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Exporters of fresh berries 2011 - 2014
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Figure 96 Global exporters of fresh berries in USD

(International Trade Center, 2016)
The graphic below reflects importers of fresh berries. As stated above many of these companies are also
exporters; however they import when their domestic product is not available.

Importers of fresh berries
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Figure 97 Global buyers of fresh berries in USD

(International Trade Center, 2016)
Europe is a good market for fresh berries as illustrated in the chart below. Under the right conditions, Ukraine
can export to these markets. The “right” conditions include factors ranging from domestic production,
alternative markets and general supply and demand conditions.
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European importers of berries
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Figure 98 European buyers of fresh berries in USD

(International Trade Center, 2016)
Ukraine has only limited exports prior to 2016 into the Middle East, however, the Middle East buyers are
significant buyers of fresh berries, and forecasts are, that this growth will continue as their consumers look
for fresh and healthy products – which include fresh berries.
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Figure 99 Importers of berries in the Middle East in USD

(International Trade Center, 2016)

2.7.1.2.

Ukraine trade of fresh berries

Ukraine’s exports of fresh berries have been limited historically however excitement for opportunities of
increased exports of Ukrainian produced berries.
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Historically Poland and the Netherlands are the primary markets for Ukrainian fresh berries with occasional
imports from other European countries. Most of these imports occurred in the third quarter of the year when
the Ukrainian production was in its peak.

Ukrainian exports of berries 2013 - 2015
3500
3000
2500
2000
1500
1000
500
0
Fresh cranberries,
bilberries and other
fruits of the genus
Vaccinium

Fresh raspberries,
blackberries,
mulberries and
loganberries

Exported value in 2013

Fresh strawberries

Exported value in 2014

Fresh tamarinds,
cashew apples,
jackfruit, lychees,
sapodillo plums,
passion fruit,
carambola, . . .

Exported value in 2015

Figure 100 Ukrainian exports of fresh berries3 by type 2013 – 2015 in USD

(International Trade Center, 2016)
The chart above reflects the type of berries that are exported from Ukraine between 2011 and 2015. A spike
in the first column for fresh cranberries, bilberries, and others fruit of the genus vaccinium is reported inside
of Ukraine as increases of both cranberries and bilberries.
The chart below reflects berry exports from Ukraine in value terms between 2011 and 2015. It is important to
note that sales in 2015 are the highest in the last five years and may be a result of several factors; however it
is a good sign in the ability of Ukraine to compete.

3

Bilberries are also called blueberries.
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Ukraine Fresh strawberries, raspberries,
blackberries, back, white or red currants,
gooseberries and ...
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Figure 101 Ukrainian berry exports by value 2011 – 2015 in USD

(International Trade Center, 2016)

Ukraine berry buyers 2011 - 2015
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Figure 102 Buyers of Ukrainian fresh berries 2011 – 2015 in USD

(International Trade Center, 2016)
Exports of berries have been focused on shipments to the European market, which are primarily a function of
prices in their local market where buyers buy from Ukraine when their product is cheaper than what they can
buy locally. Ukrainian product has a disadvantage over locally produced product for all the same factors
discussed throughout this report including – currency, certification, market logistics, trade practices and
payment terms.
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Importers of Strawberries from Ukraine 2012 2014
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Figure 103 Importers of Ukrainian strawberries in USD

(International Trade Center, 2016)
Eliminating Russia as a buyer of fresh strawberries limits the success in Ukrainian fresh strawberry exports
to the local market in Moldova (which is a low-price market) and in the past five years there have been some
initial sales into the UAE.
Ukraine is a net importer of fresh strawberries with Greece being the primary supplier with 2015 import
volumes of $250 thousand USD imports and only $59 thousand USD in exports. Moldova was the largest
destination for fresh strawberries at $43 thousand USD / 35 tons. Belarus was the number two destination
for fresh strawberries in value and number one in tonnage at 57 MT yet only 11 thousand USD in value. This
would lead us to conclude that the quality exported was significantly lower ($139 USD per ton versus $1,229
USD for Moldova), hence possibly fruit destined for use in Jams or other processed product which was not
suitable for retail sales.
This would also lead us to conclude that frozen strawberry exports are not a viable export crop for Ukraine.
There may be room for domestic production to replace the $250 thousand USD of imports primarily from
Greece and the Netherlands
While it is not reflected in the trade data Ukraine has begun exporting strawberries, blueberries, and
raspberries to Qatar in 2016. Also of note is that per an article in Fresh Plaza dated 6 October 2016 Ukraine
doubled blueberry exports to the EU exporting 1,200 MT, 3.5 times more than the prior year, with the
Netherlands and the UK taking the bulk of this product.4

4

(Ukraine: Blueberry exports to EU double, 2016)
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Ukraine fresh Strawberry exports by quarter
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Figure 104 Importers of Ukrainian cranberries in USD

(International Trade Center, 2016)
Poland has been a steady market for export of Ukrainian cranberries with sales recovering in 2015 from poor
sales in 2014.

2.7.1.3.

Seasonality of exports and production cycles

The season for fresh berries from Ukraine is identical to that of local production in major markets in Europe.
Ukraine production is later in the season than product produced in Southern Europe and therefore they
cannot compete with open field berries based upon seasonality into the European market. Ukraine could
take advantage of their seasonality if the can develop markets in the Middle East or Asia.
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(20/20 Development Corporation, 2016)

2.7.1.4.

Other markets for Ukrainian berries

Berries produced at the peak of the season that can’t find a fresh market can be frozen and sold as IQF
berries and berries that are off grade can be sold into the fruit preparation industry where berry puree is
utilized for fruit in yogurts and other products.

2.7.1.5.

Berry quality and standards

Each berry variety and buyer of the berries will have their own standards for berries. In Europe, these
standards start with Global GAP and if processed (packed) then HACCP is preferred over berries that are
not produced to these standards.
The UN standards for berries include a minimum of the following;
Minimum requirements
In all classes, subject to the special provisions for each class and the tolerances allowed, the berry fruits
must be:
•

Intact

•

Sound; produce affected by rotting or deterioration such as to make it unfit for consumption is
excluded

•

Clean, practically free of any visible foreign matter

•

Practically free from pests • practically free from damage caused by pests

•

Fresh in appearance

•

Free of abnormal external moisture

•

Free of any foreign smell and/or taste, including bitter taste in case of bilberries. The development
and condition of the berry fruits must be such as to enable them:
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•

To withstand transportation and handling

•

To arrive in satisfactory condition at the place of destination

Further details can be found at http://www.unece.org/fileadmin/DAM/trade/agr/standard/fresh/FFVStd/English/57BerryFruits.pdf and in the Annex of this report.

2.7.1.6.

Packing of fresh berries

Berries are a delicate product and shipment over distances requires attention to packing. Standardized berry
boxes are produced in Ukraine and should be utilized for all export shipments.

Figure 105 fresh berry packages

2.7.1.7. Recommendations for increasing fresh berry exports from
Ukraine
Ukraine berries exports have a potential to increase, however, due to the nature of berry varieties,
seasonality, and market demand it is critical that the producers work with buyers to create products that
meets their needs. The companies listed below are companies actively involved with supporting producers of
berries to produce and market product that meets their buyers’ needs. A relationship should be established
between these companies or others like them, and Ukrainian producers.
If the producer/exporter has appropriate certification it is recommended that they pursue marketing their
product in targeted markets across Europe. It is also recommended that producers look to establish
relationships with buyers in Asia where air shipments of Ukrainian product can compete given the
seasonality of the product and the competitiveness of local labour rates.
Dialogue should also be established between producer and local airlines to secure competitive rates for air
shipments to various markets. This will require the establishment of a relationship and may require support
from their targeted importers.

Berry export opportunity summary
Where to export

Potential

Requirements

With the right varieties of berries it is
possible that Ukraine can export their
fresh berries to a wide geographic
region including Europe, the Middle
East and parts of Asia.

Fresh berry exports from Ukraine are
in their infancy and with the right
varieties and sanitation standards it
is possible that Ukraine can export
their product to many markets.

In Europe and Japan Global G.A.P.
will be required by all major buyers.
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required but requested by many
buyers. If the certificates are not
available, then prices will have to
justify the buyer’s decision to work
with a non-certified product.

Recommended actions
Secure appropriate standards.
Produce varieties that the market demands.
Begin a dialogue with potential buyers globally.
Visit targeted customers in targeted markets.
Secure specifications from buyers
Visit trade events in targeted markets including Fruit Logistica, Gulfoods and Fruit Logistica Asia.
Figure 106 Berry export opportunity summary

2.7.1.8.

Important contacts for Berries

Holland Rosetta
Molengatweg 23
5961 PA HORST (NL)
T: + 31 (0) 773971710
M: + 31 (0) 623930790
S: hollandrosetta
E: info@hollandrosetta.nl
Naturipe Farms - USA
info@naturipefarms.com
(239) 591-1664
Headquarters Driscoll's of Europe, Middle East & Africa
Bijster 26
4817 HX Breda
The Netherlands
+31 (0)85 0217 000
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2.7.2 Processed berries
Berry production must be accompanied with markets that convert
berries harvested at times, when market conditions are not ideal to
move into the fresh market. This market can take the two different
primary forms – frozen or aseptic puree. The frozen market,
preferable Individual Quick Frozen (IQF), or fruit puree offer the two
best solutions for a product that is not competitive in the fresh
market. IQF being the higher value added solution between the two
products of fresh berries while fruit puree can work with product
that is off grade or over ripe.
Figure 107 Sundried strawberries

Other opportunities for berries that require little investment is
sundried or dehydrated berries. This product can be produced in an inexpensive dryer at the family farm
level, and if the standards are maintained can be consolidated, to provide buyers globally with a premium
product which is labour intensive and takes advantage of
Ukrainian wage rates and their competitive advantage.

2.7.2.1. Recommendations for increasing processed berry exports
from Ukraine
While developing the fresh berry export business from Ukraine, care should be taken to focus on the
complete value chain to include markets for frozen and puree berries. Buyers can be engaged early in the
product development stages for all value-added fruits and vegetables, to ensure that their standards are met,
and that a market exists for the product that is accessible to the Ukrainian producers.
Exporters should visit targeted markets in Europe, the Middle East and Asia to develop relationships with
potential buyers. Prior to this however, these sellers should do their research on importers in the market and
develop a dialogue with targeted buyers. This can be accomplished through desk research on importers
through tradeshows including Gulf Food, SIAL, Anuga.

Processed berry export opportunity summary
Where to export

Potential

Requirements

Processed berries (frozen, dried,
aseptic packed and concentrated)
are not limited in their market by time
to market because freshness
becomes less of a factor. Therefore,
the market for processed berries can
be a wide geographic area.

The greatest opportunities for
Ukrainian processed berries will
depend upon the infrastructure,
which is in place. For example, if
there is a processor that can create
an aseptic berry puree they, can find
markets with buyers including Zentis,
Agrana and Dohler.

All major buyers of frozen, aseptic,
and concentrated product will require
HACCP.

By applying low cost labor Ukrainian
processed berries can be marketed
across Europe and the Middle East.

Without a large investment producers
and exporters can produce dried
berries. These dried berries have a
wide market in trail mix and snacks
globally and can be produced on a
small scale and smaller producers
can cooperate to accumulate product
sufficient for export.

Recommended actions:
Secure appropriate standards.
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Produce varieties that provide a competitive advantage in production and marketing
Begin a dialogue with potential buyers globally.
Visit targeted customers in targeted markets.
Secure specifications from buyers
Visit trade events in targeted markets including Anuga, Sial and Food Ingredient show sin Germany and Hong Kong.
Figure 108 Processed berry export opportunity summary
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2.8. Dried fruits (apricots, apples, and pears)
2.8.1 Processed dried fruits
Dried fruit is also an option to increase exports of fruits from Ukraine. The processing of dried fruit requires
additional labour which can be done in Ukraine cheaper than elsewhere.

2.8.1.1.

Global trade in dried fruits

The chart below reflects the global importers of dried fruit with the leading markets being the United Kingdom
followed by the USA, France and Germany with the Netherlands, Italy and Poland also reflecting significant
imports of dried fruit.

Global dried fruit imports value, volume and per
ton
300000
250000
200000
150000
100000
50000
0

8000
6000
4000
2000
0

Value imported in 2015 (USD thousand)
Quantity imported in 2015
Unit value (USD/unit)
Figure 109 Global importers of dried fruit

(FAO, 2015)
The chart below is a graphic reflecting global exporter of dried fruit. Turkey is the leading supplier to much of
Europe and the former Soviet countries. Their leading product is dried apricots; however, they are strong in a
wide range of dried fruit exports and will compete with Ukraine in several products and geographic areas.
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Global dried fruit exporters in value, volume and
per ton in USD
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Figure 110 Dried fruit exporters in value, volume, and price per ton in USD

(FAO, 2015)
Several countries that are dried fruit exporters are also dried fruit importers. This reflects the products that
they produce and the competitive nature of dried fruit. The USA for example is both an importer and exporter
of dried apricots and raisins, and balance their domestic demand and quality with imported product. It is not
unusual to see product from several origins on the retail shelves in any global market offering the consumer
choices on origin and style – sun dried, with sulphur, natural, organic and FairTrade are often options offered
to the consumer.

2.8.1.2.

Ukrainian trade in dried fruit

Ukraine is not a major exporter of dried fruit with global sales reaching $1,459 million USD in 2015 which is
lower than each of the last five years except for 2013. The largest buyer is Italy, where Global GAP and
HACCP certification is not as strongly required as in Central Europe. Germany, number three globally in
imports of dried fruit, is a consistent buyer of dried product from Ukraine; however, the volumes have yet to
surpass the $250 thousand USD level.
Importers

Exported
value in
2011

Exported
value
in
2012

Exported
value in
2013

Exported
value
in
2014

Exported
value in
2015

Italy

0

0

0

105

372

Belarus

26

86

2

18

262

Germany

177

74

22

103

232

Poland

79

16

32

276

222

Latvia

6

8

0

56

80

Czech Republic

36

2

30

25

54

Austria

0

1

0

244

51

Bulgaria

0

0

0

16

44

Kazakhstan

14

52

25

32

32
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United States of America

12

8

5

8

21

Moldova, Republic of

62

74

63

7

20

Figure 111 Ukrainian dried fruit exports 2011 - 2015 in value

(FAO, 2015)
The chart below reflects total value of Ukrainian dried fruit exports. The volume has been growing since
2013, however, has yet to regain the volumes prior to the potential issues with Russia.

Ukraine exports of
Dried apricots, prunes, apples, peaches, pears
1600
1400
1200
1000
800
600
400
200
0
Exported value Exported value Exported value Exported value Exported value
in 2011
in 2012
in 2013
in 2014
in 2015
Figure 112 Total value of Ukrainian dried fruit exports

(International Trade Center, 2016)
The chart below reflects the breakdown of what dried fruit products are being exported from Ukraine with
dried peaches and pears leading the way with 2015 exports of just over $1.2 million USD.

Ukrainian export of dried fruit 2013 - 2015
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Figure 113 Breakdown of product description for dried fruit exports from Ukraine in USD
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(International Trade Center, 2016)

2.8.1.3.

Seasonality of dried fruit exports

The fact that the fruit is dried and has an extended shelf life decreases the importance seasonality in dried
fruits.
The producers and exporters should take care to be aware of competitors’ production time and harvests to
ensure that they take advantage of inventory situation when product is tight and sell the bulk of their harvest
before competitors flood the market with new crop product.

2.8.1.4.

Other markets for Ukrainian dried fruit

Turkey is a major producer of dried fruit, as well as the Central Asian countries of Uzbekistan, Tajikistan, and
Kyrgyzstan. Therefore, marketing to countries that are easily accessible from these markets and has existing
trade relationships with them can be a challenge for Ukraine. While Uzbekistan, Tajikistan, and Kyrgyzstan
are landlocked, Turkey has direct access to several global markets and has a long-standing dominance in
the dried fruit industry; therefore marketing into the Middle East will be difficult but possible with the right
product and market relationships.

2.8.1.5.

Dried fruit standards

Each fruit will have their own standards and each buyer will have supplemental standards. It is critical that
the producer and exporter are aware of these standards and utilize them when producing product. The UN
ECE standards are included in the Annex of this document for the primary dried fruit exportable items from
Ukraine – dried apples and dried pears. The Minimum Requirements for these products are below:

Dried apples Minimum Requirements
•

In all classes, subject to the special provisions for each class and the tolerances allowed, the dried
apples must display the following characteristics:

•

Intact (only for wholes and halves); however, slight superficial damage and slight scratches, coreless
are not considered as a defect

•

Sound; produce affected by rotting or deterioration such as to make it unfit for human consumption is
excluded

•

Clean; practically free of any visible foreign matter

•

Sufficiently developed

•

Free from blemishes, areas of discoloration or spread stains in pronounced contrast with the rest of
the produce affecting in aggregate more than 5 per cent of the surface of the produce

•

Free from living pests whatever their stage of development

•

Free from damage caused by pests, including the presence of dead insects and/or mites, their
debris, or excreta

•

Free from mould filaments visible to the naked eye

•

Free of fermentation
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•

Free of abnormal external moisture

•

free of foreign smell and/or taste except for a slight salty taste of sodium chloride and/or calcium
chloride and a slight smell of preservatives/additives, including sulphur dioxide"

•

Not over-dried (brittle or burned)

•

Not hollow, except for coreless

•

The condition of the dried apples must be such as to enable them:

•

To withstand transportation and handling

•

To arrive in satisfactory condition at the place of destination

Dried pears Minimum Requirements
In all classes, subject to the special provisions for each class and the tolerances allowed, the dried pears
must display the following characteristics:
•

intact (only for wholes and halves); however, edges that are slightly torn, slight superficial damage
and slight scratches are not considered as a defect

•

sound; produce affected by rotting or deterioration such as to make it unfit for human consumption is
excluded

•

clean, practically free of any visible foreign matter

•

sufficiently developed

•

free from living pests whatever their stage of development

•

free from damage caused by pests, including the presence of dead insects and/or mites, their debris,
or excreta

•

free from blemishes, burns, areas of discolouration or spread stains in pronounced contrast with the
rest of the produce affecting in aggregate more than 5.0 per cent of the surface of the produce –
except for pear varieties having blushed surfaces

•

free from mould filaments visible to the naked eye

•

free of fermentation

•

free of abnormal external moisture

•

free of foreign smell and/or taste except for a slight salty taste of sodium chloride and/or calcium
chloride and a slight smell of preservatives/additives, including sulphur dioxide"

•

Not gritty, except when grittiness is characteristic of the variety.

The condition of the dried pears must be such as to enable them:
•

to withstand transportation and handling

119

MARKET OPPORTUNITY STUDY FOR UKRAINIAN FRESH AND PROCESSED FRUITS AND VEGETABLES

•

ITC

to arrive in satisfactory condition at the place of destination.

2.8.1.6.

Dried fruit packing

There are two ways that dried fruit is packed for export. The first is in bulk bags inside a box which will be
repacked by the buyer or his customer.

Figure 114 bulk dried fruit inner packing

Figure 115 bulk dried fruit master carton

Figure 116 Dried fruit case
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The second packaging style for export is in retail packages ready for sale. This is best when done only under
contact with a buyer. For a Ukrainian company to work on brand development at the retail level is very
sophisticated, challenging and requires a lot of money to secure and support market space and retail sales.
It is recommended that this only occur after an exporter is experienced in the market and can finance brand
development.

2.8.1.7.

Recommendations for increased dried fruit exports

Dried fruit is a value addition to fresh fruit which can take advantage of several factors including labour costs
and the fact that dried fruit can be a viable home for “off grade” fruit which has blemishes, is over ripe or
other factors which limit its ability to sell in the fresh market.
Ukraine is not a large exporter of dried fruit; however, this is probably as much a factor of the limited
domestic market as it is the ability for Ukraine to compete. While they will not be competitive on dried
apricots, which is a market dominated by production from Turkey with major competition from Central Asian
countries; they can be competitive on dried apples and pears.
The key for Ukrainian success in dried fruit is to offer something that takes advantage of the competitive
advantage of added labour or is a niche product that larger producers cannot produce competitively. This
could be in the form of a dried fruit like cherries or strawberries that are not widely produced yet have a
global demand.
It is important that the Ukrainian producer have a relationship with a buyer prior to committing significant
resources into producing a product. The relationship with the buyer will allow the producer to produce the
product that meets the buyer’s specifications and ensures a sale. Major buyers for dried fruit include food
processors, that will utilize the dried fruit as an ingredient in their finished product including trail mixes,
energy bars, and other healthy snacks. While retail buyers in Europe do buy dried fruit, the competition is
high and branding coupled with quality and sanitation standards are higher at retail than at a food processor,
therefore, it is recommended that the Ukrainian producers pursue industrial sales prior to attempting to
develop a retail brand.
It is also recommended that the exporter reach out to targeted buyers and begin a dialogue. Specifications
and samples should be sent to the buyers prior to committing any resources to visit the buyers to ensure that
the product meets the buyers’ specifications.
Below is a list of dried fruit buyers in Europe. This list is not all inclusive however can be starting point for
exporters to begin to work with.

Company name

City

Website

A.L. Hoogesteger Fresh Specialist B.V. Hoogesteger

Zwanenburg

http://www.hoogesteger.nl

Africajuice B.V.

's-Gravenhage

http://www.africajuice.com

Aviko B.V. - Aviko Lomm

Steenderen

Döhler Holland B.V.

Oosterhout Nb

Dreamblue - Blue Vitamin

Zutphen

Frieslandcampina Riedel B.V. Frieslandcampina Branded Netherlands

Ede Gld

Juice Jar

Amsterdam

http://www.juicejar.nl

Lani Bvba - Lani

Emmeloord

http://www.gopure.org
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Leijtens Snacks En Frites - Leijtens Horeca
Grootverbruik

Reusel

http://www.leijtensgvb.nl

Mccain Foods Holland B.V. - Multi-Patat

's-Heer
Arendskerke

http://www.maccain.nl

Nefs Aardappelen

Halsteren

http://www.nefsaardappelen.nl

Peka Kroef B.V.

Odiliapeel

http://www.pekakroef.nl

Rixona B.V. - Rasdirect

Oostrum Lb

http://www.rixona.nl

TradeWork B.V.

Rotterdam

http://www.tradework.de

Van Den Borne Aardappelen B.V. - Van Den
Borne Aardappelen

Reusel

http://www.vandenborneaardappelen.com

Vrumona B.V.

Bunnik

http://www.vrumona.nl
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(International Trade Center, 2016)
With the “right” product it is possible that Ukrainian dried fruit can find a wider market, including the USA,
Canada, and Japan, however finding the right product should occur prior to attempting to sell to these
markets. Finding the “right” product can be done by developing a dialogue with buyers in these markets and
understanding the market demands that are not met, this “right” product may be a variety of fruit, type and
style of drying, cut and size or certification. Working with buyers will help identify this niche based upon their
demand and the Ukrainian producers’ ability to create a product to meet the needs of the buyer.

Dried fruit export opportunity summary
Where to export

Potential

Requirements

Dried fruit have an extended shelf-life
and therefore are not limited to
markets where they can be shipped
fresh in a short period.

A large investment is not required to
produce dried fruit. This can be on a
small scale with consolidators
working with products to ensure
quality is met and after the product is
dried it can be cleaned and packed
at a central HACCP approved
facilities, thus taking advantage of
small scale production and
economies of scale in packing with
globally accepted sanitation
standards.

All major buyers of dried fruits will
require HACCP; however, this can
be overcome with a low price and an
acceptable documented sanitation
program.

Markets in Europe, Asia and North
America are possible with the right
quality, and price.
Competition from Turkey (primarily
apricots) and Central Asia (apricots,
and apples) will take these products
and markets into a low priority or
none-existent market opportunity.

Organic certification would provide
the producer/exporter with an
additional competitive factor.

The European market is a significant
buyer of dried fruit, however, product
must meet HACCP standards or be
certified Organic.
The USA and Canada markets are
an opportunity if product is priced
competitively and has appropriate
sanitation standards.

Recommended actions:
Secure appropriate standards.
Train producers to produce a product to an acceptable standard.
Work with consolidators that will work with the small scale producer to secure sufficient quantity for export.
Begin a dialogue with potential buyers globally.
Visit targeted customers in targeted markets.
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Secure specifications and samples from buyers and work to produce product that meets or exceeds these standards.
Visit trade events in targeted markets including Anuga, Sial and Food Ingredient show in Germany and Hong Kong.
Figure 117 Dried fruit export opportunity summary
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2.8.2 Frozen Fruits
In 2015 Ukraine exported $31.894 million USD worth of class HS Code 081190 globally. Poland with $9.840
million USD in imports from Ukraine was the number one market for Ukrainian product in this class, with Italy
providing another significant market with imports of $6.159 million USD. Other significant markets exist in the
EU include Germany, France, Lithuania, Netherlands, Austria, Belgium, and the Czech Republic.
Frozen Fruit exports from Ukraine

Figure 118 Frozen Fruit exports from Ukraine

(International Trade Center, 2016)
In this class, Poland is the leading importer of Ukrainian product at 30.9% of their export volume. There
remains growth potential for Ukrainian exports to Poland in this class with Poland importing $70.240 million
USD equating to Ukraine having around 14% of the Polish imports market in class 081190. It must be noted
however that the other 85% may be in a product or a style which is not competitive from Ukraine. Further
research should be conducted with individual firms, both producers and buyers, to determine if this 85%
represents market share which could be captured by product produced in Ukraine, and specifically if it can
be produced in the region supported by the project.

2.8.2.1.

Recommendations to increase frozen fruit exports

Frozen fruit export opportunity summary
Where to export

Potential

Requirements

Frozen fruit has an extended shelflife and therefore are not limited to
markets where they can be shipped

A large investment is required to
produce frozen fruit in significant
volumes.

All major buyers of frozen fruits will
require HACCP; however, this can
be overcome with a low price and an
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fresh in a short period.
Markets in Europe and Asia are
possible with the right quality, and
price. Markets where ocean freight is
required are less attractive because
in most cases there is a producer
closer to the market that doesn’t
have the ocean freight to work with.
The European market is a significant
buyer of frozen fruit; however,
product must meet HACCP
standards or certified Organic.

Existing frozen fruit processors
should be supported to expand their
markets across Europe and
potentially the Middle East.
The market pursued should be the
food ingredient market rather than
the retail market. This will minimize
the marketing effort to market a
branded frozen product.
.

acceptable documented sanitation
program.
Organic certification would provide
the producer/exporter with an
additional competitive factor.

The Middle East is a possible
market, however closer producer
exist that can get product to these
markets

Recommended actions:
Secure appropriate standards.
Begin a dialogue with potential buyers globally.
Visit targeted customers in targeted markets.
Secure specifications from buyers and work to produce product that meets or exceeds these standards.
Visit trade events in targeted markets including Food Ingredient show in Germany and Turkey (for the Middle East
market)
Figure 119 Frozen fruit export opportunity summary
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2.9. Cauliflower and broccoli
2.9.1 Fresh cauliflower and broccoli
There are several other field crops which from time to time can find a market from Ukraine to global buyers;
however this opportunity will require market and production conditions to provide Ukraine with a competitive
price versus product available from other origins.

2.9.1.1.

Global trade in fresh cauliflower and broccoli

These two crops have significant global trade of nearly $9 billion USD. The leading importers of these
products are illustrated in the chart below.

Global Trade in Cauliflowers and Broccoli
2011 - 2015
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Imported value in 2015

Imported value in 2013

Figure 120 Global trade in cauliflower and broccoli in USD

(International Trade Center, 2016)
The fact that the UK and Germany are major importers of cauliflower and broccoli provides an opportunity for
Ukraine; however, when one explores further to find the origin of product for the UK market we see that
Spain and France are major suppliers. These two countries have an earlier season than Ukraine and
therefore Ukraine cannot compete with them on seasonality, and when coupled with the common market and
standards between these countries and the UK, Ukraine has yet another hurdle to overcome to achieve
sustained market success in the UK.
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UK imports of cauliflower and Broccoli
2011 - 2015
200000
150000
100000
50000
0

Imported value in 2011

Imported value in 2012

Imported value in 2014

Imported value in 2015

Imported value in 2013

Figure 121 UK imports of cauliflower and broccoli in USD

(International Trade Center, 2016)
As discussed above, and throughout this paper, there are times when the crop and market conditions of
primary suppliers allow for Ukraine to enter the market as a “spot” solution to market conditions. This
occurred in 2014 when parts of the Netherland crop of cauliflower were impacted by weather conditions and
a bug infestation. Unfortunately, this opportunity is not capitalized upon by the Ukrainian producers due to
lack of the ability of exporters to consolidate shipments from small producers.
The UK also imported product from Kenya, Tanzania, and Jordan over the last five years. This illustrates the
demand in the UK for these products cannot be met with local production, however, a review of shipping
periods illustrates the fact that the product from these origins was shipped in the “off-season” and therefore
this demand does not offer an opportunity for Ukrainian product that is produced outside of a greenhouse.

2.9.1.2.

Ukrainian trade in fresh cauliflower and broccoli

Ukrainian exports of fresh cauliflower and
broccoli 2011 - 2015
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Exported value in 2015

Figure 122 Ukrainian exports of cauliflower and broccoli in USD

(International Trade Center, 2016)
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The above chart illustrates the Ukrainian exports of cauliflower and broccoli over the last the five years.
Outside of Russia and Belarus no significant exports exited, however, the fact that some unique markets
enter the list of importers provides some optimism for spot trading of Ukrainian fresh cauliflower and broccoli.

2.9.1.3. Seasonality of Ukrainian fresh cauliflower and broccoli, and
production cycles
Ukrainian season for cauliflower and broccoli is late when compared to major European exports of Spain and
France. Therefore, Ukraine does not have a timing advantage over the major exporters to their targeted
markets.
Ukrainian harvest would be before that of Poland and some Ukrainian exports have been recorded to
Ukraine over the past five years. It is possible that this demand can grow; however, Poland imports most of
their product from southern European countries or the Netherlands with the Netherlands having the same
production season as Ukraine, therefore, Ukraine needs to offer a better price than the product produced in
the Netherlands.

Plastic tunnels - PT
Open field - OF

Sowing
Harvesting

Cauliflower early OF
Months
1 2 3 4 5 6 7 8 9 10 11 12
Production
late OF
Months
1 2 3 4 5 6 7 8 9 10 11 12
Production
Broccoli

early OF
Months
1 2 3 4 5 6 7 8 9 10 11 12
Production
OF
Months
1 2 3 4 5 6 7 8 9 10 11 12
Production

(20/20 Development Corporation, 2016)

2.9.1.4.

Standards for cauliflower and broccoli

The UN minimum standards for cauliflower are as follows:
In all classes, subject to the special provisions for each class and the tolerances allowed, the heads must be:
•

intact; however, cauliflowers may be presented “with leaves”, “without leaves”, or “trimmed” provided
they comply to the following provisions:

•

“with leaves”: cauliflowers covered with healthy green leaves, sufficient in number and long enough
to cover and protect the head entirely. The stem must be cut off slightly below the protecting leaves.
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•

“without leaves”: cauliflowers with all the leaves and the non-edible portion of the stem removed. At
most, there may be five small and tender pale green leaves, untrimmed, close to the head.

•

“trimmed”: cauliflowers with a sufficient number of leaves left on to protect the head. These leaves
must be healthy and green and trimmed to not more than 3 cm from the top of the head. The stem
must be cut off slightly below the protecting leaves. • sound; produce affected by rotting or
deterioration such as to make it unfit for consumption is excluded

•

clean, practically free of any visible foreign matter

•

fresh in appearance

•

practically free from pests

•

practically free from damage caused by pests

•

free of abnormal external moisture

•

free of any foreign smell and/or taste.

•

The development and condition of the cauliflowers must be such as to enable them:

•

to withstand transportation and handling

•

to arrive in satisfactory condition at the place of destination.

Minimum requirements for broccoli are as follows:
Minimum requirements
In all classes, subject to the special provisions for each class and the tolerances allowed, broccoli must be:
•

• intact; for the purpose of presentation some sprouts may be removed

•

• sound; produce affected by rotting or deterioration such as to make it unfit for consumption is
excluded

•

• clean, practically free of any visible foreign matter

•

• fresh in appearance

•

• practically free from pests

•

• practically free from damage caused by pests

•

• free of abnormal external moisture; in the case where crushed ice is used traces of residual water
are not considered to constitute abnormal moisture

•

• free of any foreign smell and/or taste.

•

The cut of the floral stem must be clean and as square as possible.

•

Hollow stems are not considered a defect provided the hollow part is sound, fresh and not
discoloured.
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•

The development and condition of broccoli must be such as to enable it:

•

FFV-48: Broccoli - 2010

•

4 Date of issue: 13 November 2012

•

• to withstand transportation and handling

•

• to arrive in satisfactory condition at the place of destination.

2.9.1.5.
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Packing of cauliflower and broccoli

Field crops can be packed in bulk or retail packages. For export it is best that product be sorted and graded
before departing for the destination market with a focus on ensuring that the product reaches the market in
the quality that the customer expects to receive.

2.9.1.6. Recommendations for increased fresh cauliflower and
broccoli exports
It is difficult to forecast when Ukrainian field crops will be in demand in their key markets as demand will
reflect available supply in the buyers’ local market. In situations where local, or traditionally sourced, crops
are not meeting demand the opportunity exists for Ukrainian imports to be competitive. Therefore, for
Ukrainian exports to increase the producers and exporters need to focus on the market prices and demand
to determine when they have opportunities for export.
An issue remains to be addressed in how to work with multiple small scale producers in an efficient manner
to secure sufficient product to consolidate an export truck load. To overcome this problem cooperative
marketing organizations may be supported to provide marketing services to the farmers.
To take advantage of the opportunities that present themselves through the market it is essential that the
exporters maintain a dialogue with potential buyers. Therefore, support in establishment of market linkages
will help facilitate opportunities when they arise.

Other crop export opportunity summary
Where to export

Potential

Requirements

Most of the product in this section
are products that will only be
exported when production conditions
in other countries creates a shortage
in the market.

Undefined

Depends upon the product and the
market

Recommended actions:
Secure appropriate standards.
Begin a dialogue with potential buyers globally.
Visit targeted customers in targeted markets.
Secure specifications from buyers and work to produce product that meets or exceeds these standards.
Visit trade events in targeted markets
Stay in touch with the market, price, crop and weather conditions and know prices in Ukraine and take advantage of
opportunities when they arise.
Figure 123 Other crop export opportunity summary
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Nuts
2.10.1 Fresh nuts
2.10.1.1. Global trade in nuts

The focus in this section is on walnuts as they are the leading nut exported by Ukraine. Global trade in
walnuts totalling nearly $2 billion USD in sales with $693 million USD of in-shell trade and nearly $1.2 billion
shelled. The fact that walnuts in-shell has an extended shelf-life with shelled nuts having up to a year, when
stored properly allows for a global market of both in-shell and shelled nuts. Many of the major buying
markets do not produce their own walnuts and therefore imports are required to meet their needs.
The chart below reflects the global market for imported walnuts reflected in thousands of USD in trade.
Ukraine has direct access to several key markets including Italy, Turkey, Spain, and Germany. The UAE is
also a major importer and Ukraine has not yet established a foothold in the Middle East market through their
sales into UAE.
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Figure 124 Global In-shell Walnut importers 2011 – 2015 in USD

(International Trade Center, 2016)
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Imported value in 2011
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Imported value in 2014
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Figure 125 Global shelled walnut imports in USD

(International Trade Center, 2016)
The two charts above reflect the impact of low wages to the type of product that is imported. The countries
that are major importers of in-shell product have lower wages than the countries that are importing shelled
product.
Packing is typically in 5, 10, 12.5 and 25 kg boxes with sealed plastic bags.

2.10.1.2. Ukrainian trade in nuts
This is a major product for Ukrainian exports with total export sales exceeding $102 million USD for a total of
28,629 tons in 2015. Most of this volume turns out to be class 080232, which is fresh or dried walnuts,
shelled.
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Figure 126 Ukrainian exports of shelled walnuts in USD

(International Trade Center, 2016)
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Importers of Ukrainian walnuts in shell
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Figure 127 Ukrainian exports of in shell walnuts in USD

(International Trade Center, 2016)

Significant buyers were Iran and Iraq followed closely with France then Hungary, Azerbaijan, Turkey, and
Greece.
This market could change significantly with new competition for sales to Iran now that the trade sanctions
have been cleared and their option of suppliers now open with more sources available to them.
Most of Ukraine’s nuts are harvested by families in non-commercial operations and collected by exporters.
This creates a strong role for middlemen and brokers who collect product from family farms and consolidate
it for export.
The maturity and success of the current system provides limited opportunities to provide significant paradigm
shifting support to the nut export industry and therefore is not covered in detail in this report.
In March 2016 Ukraine and Iran signed a memorandum to expand agricultural trade between the nations
including Iran establishing joint ventures and investing in infrastructure and logistic facilities to support the
trade.5

2.10.1.3. Seasonality of walnut exports
The extended shelf-life for nuts, with longer for in-shell than shelled but both with significant shelf-life,
minimizes seasonality in nut sales. The seasonality cannot be fully ignored as buyers will buy “new crop”
over older nuts when offered at the same price, therefore the price of nuts will adjust prior to harvest time in
major producing countries depending upon available inventories at the time.

5

(pravda.comua, 2016)
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2.10.1.4. Standards for nut
Each buyer has their own standards for supply of nuts, however, the UNECE minimum requirements are as
follows:
In all classes, subject to the special provisions for each class and the tolerances allowed, the in-shell walnuts
must display the following characteristics:
(a)

(b)

(c)

The shell must be:
o

Intact; however, slight superficial damage and partially open walnuts are not considered as a
defect, provided the kernel is physically protected

o

clean; practically free of any visible foreign matter, including residues of adhering husk and
dirt affecting in aggregate more than 10 per cent of the total surface area

o

free from blemishes, areas of discoloration or spread stains in pronounced contrast with the
rest of the shell affecting in aggregate not more than 25 per cent of the surface of the shell

o

well formed; not noticeably misshapen

The kernel must be:
o

Free from rancidity

o

Sufficiently developed;

o

free of dried tough portions affecting more than 25 per cent

o

sufficiently mature for fresh walnuts; i.e. it must be possible to peel off the skin of the kernel
easily and the internal central partition must be turning brown.

o

free from blemishes, areas of discoloration or spread stains in pronounced contrast with the
rest of the kernel affecting in aggregate more than 25 per cent of the surface of the kernel

The whole produce (shell and kernel) must be:
o

sound; produce affected by rotting or deterioration such as to make the produce unfit for
human consumption is excluded

o

free from mould filaments visible to the naked eye

o

free from living pests, whatever their stage of development

o

free from damage caused by pests, including the presence of dead insects and/or mites,
their debris, or excreta

o

free of abnormal external moisture

o

free of foreign smell and/or taste.

The shells may be washed and bleached provided that the treatment applied does not affect the quality of
the kernels.
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The condition of the in-shell walnuts must be such as to enable them:
•

to withstand transportation and handling

•

to arrive in satisfactory condition at the place of destination.

2.10.1.5. Recommendation for increased fresh nut sales from Ukraine
In the support of export development for Ukrainian fruits and vegetables (F&V) nuts should be included if
exporters can be identified which require assistance. The fact that exports are well established with supply
chain and buyers in place may limit the impact that a development project can have in supporting the
exports.
The walnut export business in Ukraine is well established and assistance may not be required. Supporting
the supply chain for walnuts will require the producer/exporter to consolidate product from multiple sources.
This effort will start on the supply side as the demand exists. Walnut exports are dependent upon existing
value chain actors working to expand their markets.
A key challenge for Ukrainian exporters is to ensure that they are in touch with the market demands and
price trends at all times to capitalize upon the market when opportunities are in their favour. The other issue
is for the processors to move toward ISO26000 (social responsibility) and SA8000 (social accountability) to
meet market demands. While this is not required it will help the producers compete. These two standards are
not about production but rather about how the company works with their employees and producers. This may
not be easy to achieve given the small scale of producers but exporters should explore the possibility of
achieving these standards to improve their ability to compete.

Nut export opportunity summary
Where to export

Potential

Requirements

Walnut exports from Ukraine are an
established industry with major
traders working with small scale
products to consolidate product for
export.
Determining what market to pursue
depends upon the needs of the
exporter that the product is working
with. These exporters have not yet
been identified.

Recommended actions:
Secure appropriate standards.
Begin a dialogue with potential buyers globally.
Visit targeted customers in targeted markets.
Secure specifications from buyers and work to produce product that meets or exceeds these standards.
Visit trade events in targeted markets
Stay in touch with the market, price, crop, and weather conditions and know prices in Ukraine and take advantage of
opportunities when they arise.
Figure 128 Nut export opportunity summary

2.10.1.6. Important contacts for nuts
QFN - Trading and Agency BV
http://www.qfn.nl/en_GB
Daltonstraat 9 & 10
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3335 LR Zwijndrecht
The Netherlands
bart@qfn.nl – nuts and raisins
annelies@qfn.nl Dried fruit
richard@qfn.nl nuts and prunes
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2.11.

Greenhouse produced crops

Greenhouse production requires more labour than open field production and therefore can be an area of
competitive advantage for Ukraine. Several of the products covered in this report can be produced in
greenhouses year-round or can be produced in tents or other enhancements, which move the production to
a different time than open field production. Given that all the crops produced in Ukraine are also produced by
their neighbours moving to greenhouse production is a strategic move which has significant merit. This
report does not undertake an economic analysis to the feasibility of expanded greenhouse production in
Ukraine. Therefore, any recommendations to produce in a greenhouse need to be vetted on the cost versus
benefits of greenhouse production. In addition to labour other factors need to be considered including
construction costs, energy costs and operational expertise.
Some greenhouse production exists and is reflected in the year-round shipment of tomatoes to Poland and a
few other products that have already achieved year-round shipments.
Production in a greenhouse should be accompanied with Global GAP and HACCP certification to ensure full
parity with product produced in greenhouses in competing countries. While micro and family sized
greenhouses can produce off-season product, challenges would exist in getting volumes of scale that would
get this product to market on a competitive basis.
Products to consider production in a greenhouse include cucumber, gherkins, tomatoes, peppers, zucchini,
and aubergines.

Peppers
For peppers, there are consistently shipments of greenhouse peppers to Georgia. It is not clear from the
publicly available data outside of Ukraine, what region of the country these are shipping from. Due to the
year-round nature of the shipments it is obvious, that these are shipping from a greenhouse operation. Due
to the small volume, most frequently between 3,000 and 4,000 KG it is assumed that this is a single supplier.
No other market shows any regular shipments of peppers from Ukraine, and therefore with one exporting
producing in a greenhouse for regular shipments to Georgia this does not appear to be a high volume or
value opportunity.

Squash
Beyond $33,000 USD of exports to Belarus in 2015, there are no significant exports of any kind of squash
from Ukraine. It is interesting to note that 48 tons of some type of squash was exported to UAE in 2015,
however, this product was valued at $188 USD per ton, when the average import price of squash into UAE
that year was $836 USD. Compound the low price with high freight rates to get this product to the UAE
brings to question how this trade occurred and would it occur again and be profitable for the Ukrainian
exporters. The current volume and low unit price does not justify further study into the opportunities, but it
should be noted that this did occur and perhaps while working on other opportunities in the UAE this
opportunity will once again create some interest.

Zucchini
The zucchini sold in Ukraine is of a different shade of green than the traditional Italian zucchini. While
Europe does import about 600,000 MT of product annually most of this product is intra-European trade with
Spain, an early season producer and the Netherlands (potentially greenhouse producer) suppling most of
their needs. Given the lack of a competitive advantage for Ukrainian zucchini and the uphill struggle to get
Europeans buy a different coloured zucchini that may lack Global G.A.P., it would be a difficult challenge to
expand Ukrainian exports of zucchini. It is possible that Ukraine can produce the other, darker type of
zucchini, however it is not recommended that this effort be undertaken without a buyer in place supporting
this effort.
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Aubergine
Ukraine imports nearly $1 million USD worth of aubergine annually, primarily from Spain as an early season
vegetable, and exports only $58,000 USD with $55,000 of this going to Belarus in 2015. With the cessation
of exports through Belarus to Russia it is expected that this volume will stop and no exports of aubergine will
occur in the foreseeable future.

2.11.1.1. Greenhouse produced crops production cycles

Plastic tunnels - PT
Open field - OF

Pepper

Sowing
Harvesting

first turn
PT
Months
1 2 3 4 5 6 7 8 9 10 11 12
Production
late
sowing PT
Months
1 2 3 4 5 6 7 8 9 10 11 12
Production
one turn
OF
Months
1 2 3 4 5 6 7 8 9 10 11 12
Production

first turn
Eggplant PT
Months
1 2 3 4 5 6 7 8 9 10 11 12
Production
one turn
OF
Months
1 2 3 4 5 6 7 8 9 10 11 12
Production
Squash

early OF
Months
1 2 3 4 5 6 7 8 9 10 11 12
Production
late OF
Months
1 2 3 4 5 6 7 8 9 10 11 12
Production
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(20/20 Development Corporation, 2016)

2.11.1.2. Recommendations for increasing fresh greenhouse exports
Determining what products can be exported from a greenhouse without knowing what product is currently
produced or the capacity of existing greenhouses in the region would be a futile effort. For determining a
market strategy for greenhouse products, please refer to the specific section on that product and explore
year-round marketing opportunities.

Greenhouse produced crops opportunity summary
Where to export

Potential

Requirements

Vegetable products produced in
greenhouses have a wide market, if
they meet the market sanitation
standards.

This class is a broad class of
products and what is produced and
competitive will depend upon the
resources and skills associated with
the greenhouse owners and
operators.

To go beyond Poland, Latvia and
Lithuania, towards Western
European markets, it is critical that
the producers secure Global GAP
standard.

Some greenhouse product is already
being shipped to Poland and the
broader European market is a
potential for Ukrainian greenhouse
product that is labor intensive to
provide Ukraine with a competitive
advantage.

Recommended actions:
Secure appropriate standards.
Begin a dialogue with potential buyers globally.
Visit targeted customers in targeted markets.
Secure specifications from buyers and work to produce product that meets or exceeds these standards.
Visit trade events in targeted markets including Fruit Logistica, Polagra and Gulfoods.
Establish long-term relationships with buyers and produce to meet their needs.
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3. Target markets requirements and practices
3.1. Standards and certifications
Food safety requirements differ from market to market, however, the most rewarding markets (highest prices
with supplier loyalty) have the highest standards (EU, North America, Japan) while other markets which are
often strictly price markets have lower requirements for food safety management systems.
Many EU buyers (e.g. traders, food processors, retailers) require the implementation of a (HACCP based)
food safety management system. The most important food safety management systems in the EU are BRC,
IFS, FSSC22000 and SQF. Different buyers may have different preferences for a certain management
system, so before considering certification against one of these standards, it is advised to check which one is
preferred (e.g. UK and other retailers often require BRC, and IFS is more often required by German
retailers). All the mentioned management systems are recognized by the Global Food Safety Initiative
(GFSI), which means that any of them should be accepted by major retailers and manufacturers. However,
in practice some buyers still have preferences for one specific management system.
Traditional markets for Ukrainian products – Russia and countries with close trade ties to Russia and the
former Soviet Union have lower standards, than other markets in the trade sphere of Ukraine. As Ukraine
looks to replace the sales lost on shipments to Russia and diversify their markets, it will be increasingly
important that they offer the buyers the specifications that they require. It is important that the Ukrainian
producers talk with their buyers to determine exactly what they require with respect to quality, sanitation, and
social standards. While many standards are universally defined many of the top buyers have their own
standards, which are in addition to, and more restrictive, than globally recognized standards.
The two primary standards for fruits & vegetables products are Global GAP and HACCP with Global GAP
applying to fresh F&V and HACCP applying to processed and packaged goods. Other standards include
ISO22000, IFS v6 and BRC. These standards are all interlinked and based upon the same principles of safe
food production.

Figure 129 Food safety standards are interrelated
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There are numerous other standards, and a brief overview of some of these standards follows:
–

BRC (British Retail Consortium) 5th edition was issued in January 2008 as a UK standard for
branded retail food products. For wholesale, import, distribution and warehousing the 5 th BRC
standard was not applicable

–

Ifs (International Food Standard) 5th Version started in August 2007 as a food quality & safety
standard for German, Italian and French supermarkets (retailing).

–

BRC and IFS 6th edition (July 2011) have incorporating all the known requirements which are
established in the ISO 22000 standards

–

GFSI (Global Food Safety Initiative) was founded to deliver equivalence and convergence between
effective food safety management systems through its benchmarking process.

3.1.1 CODEX ALIMENTARIUS
The first standard for food starts with the Codex Alimentarius. This globally recognized food standard covers
all foods, whether processed, semi-processed or raw. Codex Alimentarius was established by the FAO in
1963 to develop harmonized international food standards, which protect consumer health and promote fair
practices in food trade. Codex Alimentarius has been adopted by countries covering 99% of the world’s
population.
Codex Alimentarius contains general standards covering matters such as food labelling, food hygiene, food
additives and pesticide residues, and procedures for assessing the safety of foods derived from
modern biotechnology.
It relates to a perception that it is a mandatory standard for the safety of food. It is recognized by the World
Trade Organization as an international reference standard for the resolution of disputes concerning food
safety and consumer protection. It is a voluntary reference standard for food and there is no obligation on
countries to adopt Codex standards
Codex Alimentarius establishes standard of identity and condition for food products. These standards are
documented in the UNECE documents, many of which have been included in the Annex of this document
and others can be found at http://www.fao.org/fao-who-codexalimentarius/standards/list-of-standards/en or
at http://www.unece.org/trade/agr/standard/fresh/ffv-standardse.htm.

3.1.2 Global GAP
Global GAP covers food products from the soil to the shelf with a focus on safety and sustainability. Products
should be free from chemical, microbiological, and physical residues harmful to human health.
In 2010 there were 102,206 Global GAP certified farms globally with one of these in Ukraine. In 2016 there
are 175,224 farms globally with eleven of these in Ukraine. For Ukrainian companies to compete in the
growing world of Global GAP certified companies, they will need to become Global GAP compliant or provide
some other off-setting standard (organic) or offer at a price low enough for the buyer to overlook the lack of
the Global GAP certification. Food processors are more likely to accept product that is not Global GAP
certified than retailers because buyers will run the product through their own HACCP program and if the
product passes the critical point without a problem the end product will be HACCP certified.

141

MARKET OPPORTUNITY STUDY FOR UKRAINIAN FRESH AND PROCESSED FRUITS AND VEGETABLES

ITC

Example of Global GAP certified companies in competing supplying countries
Number of
farms

Country

Bosnia/Herzegovina

157

Czech Republic

120

France

5,353

Germany

8,970

Netherlands

8,346

Poland

3,556

(GlobalGAP)

Figure 130 Global GAP at a glance

(GlobalGAP)
Like HACCP, Global GAP has steps to achieving their standards these steps are as follows:
Steps to Get Certified
1.

Download the relevant GLOBALGAP Standard Documents and Checklists from our document
centre or follow the link on the relevant standard page.
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2.

Compare offers from the certification bodies in your country, register with the one you choose
and get your GLOBALGAP Number (GGN). Find a full list of GLOBALGAP approved certification
bodies.

3.

Carry out a self-assessment using the checklist and correct all the points you don’t comply with.
Here a GLOBALGAP Licensed Farm Assurer, who is a trained and approved consultant, can
provide you with valuable assistance during your audit preparations. Find a full list of
GLOBALGAP Licensed Farm Assurers.

4.

Arrange an appointment with your GLOBALGAP approved certification body. An inspector will
then conduct the first on-site inspection.

5.

Once you successfully comply with the standard’s requirements, you will receive a GLOBALGAP
Integrated Farm Assurance Standard certificate for the relevant Version and Scope which is
valid for one year.

A successful Global GAP and HACCP system is not achievable without well-conceived, well-written, and
properly implemented Standard Operating Procedures (SOPs). These SOPs must be specific to specific
functions within the facility. They should be written in a useable, systematic format, and they must be able to
be monitored and documented. Finally, they should have sufficient detail to be clearly understood and
effectively used by employees.

3.1.3 HACCP
The pillars for the food processing industry are Global GAP and HACCP. HACCP is based upon 7 principles,
with 12 steps applied to management. These 7 principles are as follows:
7 HACCP PRINCIPLES
Principle 1:

Conduct a hazard analysis.

Principle 2:

Identify critical control points.

Principle 3:

Establish critical limits for each critical control point.

Principle 4:

Establish critical control point monitoring requirements.

Principle 5:

Establish corrective actions.

Principle 6:

Establish record keeping procedures

Principle 7:

Establish procedures for verifying the HACCP system is working as intended

These seven principles are applied through implementation of the 12 step HACCP plan as follows:
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Step 1 - assembling
the HACCP team
and set up a plan

Step 2 - describing
the product

Step 3: identifying
intended product
use

Step 4:
constructing a flow
diagram

Step 5: providing
on-site
confirmation of the
flow diagram

Step 6: conducting
a hazard analysis
and considering
control measures

Step 7:
determining critical
control points
(CCPs)

Step 8: establishing
critical limits for
each CCP

Step 9: establishing
monitoring
procedures for
each CCP

Step 10:
establishing
corrective actions

Step 11:
establishing
verification
procedures

Step 12:
establishing
documentation
and record keeping

ITC

3.1.4 Additional standards
Fairtrade®
Fairtrade ® is a voluntary standard that many producers elect to achieve certification in to appeal to a niche
market of consumers who utilize their purchase power to promote their values of protecting the farmer or
producer of a product from large buyers, that control the market and prices that they pay to the farmers.
Fairtrade is a social standard which is not related to the quality or sanitation of the product but directs its
efforts to ensuring fairness in the trading system. The basic Fairtrade principles are as follows:
Members:

Majority are organized smallholders.

Democracy:

Profits should be equally distributed.

Fairtrade Minimum Price:

Cover costs and sustainability.

Fairtrade Premium:

Additional sum that producers can invest in development.

Freedom of association & collective bargaining: Workers have the right to unionize and collectively
negotiate working conditions

British Retail Consortium
The British Retail Consortium (BRC) is an internationally accepted standard to guarantee the standardization
of quality, safety and operational criteria and ensure that manufacturers fulfil their legal obligations and
provide protection for the end consumer. The BRC is used by over 23,000 certificated suppliers in 123
countries. Many global retailers have adopted the BRC Global Standards as part of their purchasing
requirements.

Organic certifications
ECOCERT: is an organic certification organization, founded in France in 1991. It is based in Europe but
conducts inspections in over 80 countries, making it one of the largest organic certification organizations in
the world. From its creation, ECOCERT is specialized in the certification of organic agricultural products.
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BIO SUISSE: is a private-sector organization, and represents the federation of Swiss organic farmers. This
umbrella organization counts 32 organic farmers' associations among its members, as well as the Research
Institute of Organic Agriculture FiBL. The organizations accounts for a common and uniform standards for
agriculture and processing, and is represented by a common label, the "Bud” (German: Knospe). The
organic produce carrying the Bud label has a market share in Switzerland of about 60%.
In addition to “requirements” for food sanitation and product identity directed by the EU market standards
which
can
be
reviewed
here
http://ec.europa.eu/agriculture/fruit-and-vegetables/marketingstandards/index_en.htm. Additionally, there are hundreds of “voluntary” and “private” standards that help
segregate product into different levels of acceptance by buyers.
The International Trade Center (ITC) provides a tool for reviewing what standards are required and possible
for products produced and sold in various markets. This resource can be found here http://www.standardsmap.org.

3.1.5 Standards strategy
The first standards that a fruits & vegetables company should consider are Global GAP and HACCP,
Organic, only if they are going to pursue this niche market and HACCP only if they are packing or processing
the product. Each company must review their resources, target market and the opportunities which they
want to pursue. This effort should start with a self-review of their organization utilizing tools that are available
from the Global GAP and HACCP websites and local support agencies or associations.
The map below, provided by the ITC, gives an overview of where Global GAP is required. In the EU market
the countries inside of the circle are very difficult to enter without Global GAP certification. Therefore, if the
company does not have Global GAP certification they should consider not pursuing the retailers in the
countries inside of the circle until they have secured their certification. While this is a sound strategy it is
encouraged that the exporter begins their dialogue with buyers who require Global GAP to fully understand
the market requirements, including variety, packing and other elements of the trade. These buyers can be
great tutors in the market and spending the time when certification is being achieved can save time once the
certificate is achieved. Relationships with global buyers require time and relationships. The exporter must
keep in mind that the buyer is already buying from someone else and needs to be motivated to change
suppliers and this relationship requires time; the “down” time while working to get the certification can be
utilized to develop the relationship.
Countries outside of the circle while they do not always require Global GAP they at the same price they
would prefer certified product. Therefore, to capture market share in these countries without Global GAP or
other certification is possible it must be done on a price basis or other factor, which sets the product apart
and overcomes the risks associated with buying a non-certified product.
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Figure 131 Geographic approach to standards Source Frédérine Derlot, ITC

There are numerous websites and agencies available to help exporters determine if their product meets a
market standard. For product shipping into the EU it is recommended that the exporter visit the EU Export
Helpdesk on line at http://exporthelp.europa.eu.

3.1.6 Certifying organizations
Certification is done through a third-party auditor who reviews the company’s process to ensure that they are
meeting the standards in practice. A party does this audit not related to anyone on the supply chain and is an
independent auditor certifying that the standards are met. Ukraine has several third part certifying agencies
with several listed below.
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Figure 132 Third party certifying companies

3.2. Target market practices
3.2.1 Maximum Residue Limits (MRLs)
With or without Global GAP certification, the European market has standards for chemical residual on
product for human consumption. These standards are known as Maximum Residue Limits (MRLs). Each
product has their own MRLs covering the chemicals utilized in their production and other chemicals, which
are not associated with the production of a specific crop. When products tested are found to have levels of
MRLs higher than allowed or unauthorized pesticides they are destroyed from the market. It is also important
to note the many buyers have their own standards for MRLs and therefore dialogue should be undertaken
with the buyer if pesticides have been utilized. The following site should also be utilized to review pesticide
regulations in the EU.
http://ec.europa.eu/food/plant/pesticides/eu-pesticides-database/public/?event=homepage&language=EN
Companies that comply with Global GAP utilize an integrated pest management (IPM) system which will help
control the amount and types of pesticides utilized in the production and storage of their products and strict
compliance with Global GAP standards and the IPM system will help eliminate issues with MRLs.
Each year National Authorities in the EU analyse pesticide residual on more than 75,000 food samples each
year for MRLs. Currently nearly 98% of the samples are within the legal limits established by the EU. This
has grown from around 95% in 2002. Additionally, in 1993 there were roughly 1,000 pesticides approved for
use on food plants and by 2013 this number was reduced to around 350. (EFSA Europa, 2016)

3.2.2 Traceability
Traceability of product from farm to consumer, popularly known as from farm to fork, is not only good product
management for retailers and food distributors but is becoming a legal requirement in most markets.
Companies across the value chain need to be able to document where the product has come from and every
step along the chain of custody. Traceability is integrated into Global GAP, HACCP, BRC and all other
product safety standards.
–

The key to foods traceability is that the food and their information can be traced forward and back at
each stage of the food chain, i.e., production, preparation & processing, distribution, and sale
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Traceability system has the following purposes: 1) greater reliability of information; 2) contribution to
improvement of food safety; and 3) contribution to higher business efficiency.

With increased global technology traceability for food products has moved from being an insurance policy for
manufacturers on quality control to a requirement by governments and buyers around the world.
While some voluntary standards have traceability as a requirement for their standard (Global Gap, organic
and FairTrade for example) the EU, North America and most other developed markets require exporters to
provide proof of the origin of all fruits and vegetables with a Bill of Lading (BL), CMR, road certificate,
phytosanitary certificate (phyto), packing list and custom documentation.

3.2.3 Labelling
It is critical that the label on the product meets the requirements for the market. Each market will have
different standards; therefore, it is critical that the exporter communicate with the buyers, for what their
requirements are for their markets. The following information is required at a minimum to enter the European
market:


Specific provisions for certain groups of products:



Labelling of Genetically Modified (GM) food and novel food



Labelling of foodstuffs for nutritional purposes



Labelling of food additives and flavourings



Labelling of materials intended to come into contact with food



Labelling of particular foodstuffs

Details on labelling requirements for the EU market are in the Annexes of this report.
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3.2.4 General marketing channels
Marketing channels do not differ greatly between products. For produce and processed foods there are two
channels for a product to get into the market. The first channel, and the easiest for companies just entering a
market, is to work with an importer. The importer will purchase the product and sell it to his customers, which
may be distributors, markets, retailers, restaurants, and food processors. This channel is “easiest” because
the importer takes care of all aspects in the country including paperwork, payments, ensuring that the
standards and chain of control meet buyers’ requirements. Additionally, the importer takes care of all
marketing and consumer issues.
The second channel is to work with a retailer or food processor directly. To work with a retailer directly the
exporter have to provide services to the retailer, which often require an in-country presence and require the
delivery of product to individual outlets or regional distribution centres with little lead time. Selling directly to
the retailer or end-user requires more experience and sophistication and requires the exporter to perform
several services typically handled by the importer.
Therefore, it is recommended as a first step that the exporter identify importers to work with and develop that
relationship. The key contact in most markets is the importer, who imports the product and sells it to the
channels of distribution. Payment terms on how to work with these channels is covered in this report under
Market Practices below.

3.2.5 Pricing
Prices are typically set at time of shipment or upon arrival in the market. There are three mechanisms for
setting prices for fresh produce commonly utilized globally.
Importers are often considered partners with the packing house and/or exporter. There are several pricing
mechanisms which the European importers work with their suppliers. These are:
a.

Fixed price

b.

Full Commission basis

c.

Minimum price guarantee

These are described in detail as follows:
Fixed price – the exporter and importer agree on a price for the product to be shipped prior to shipment.
Factor

Exporter

Importer

Risk of arrival

Zero

100%

Benefit of good arrival and good market conditions at time
of arrival

Zero

100%

Risk of price decline at time of arrival

Zero

100%

Freight paid

Zero

100%

In this scenario, the importer takes all the risks of poor arrivals and poor market conditions and would receive
all the benefits of a price increase between shipment and arrival. With all the risk on the importer this pricing
mechanism is not a preferred manner for the importer because in the case of Ukrainian produce the risk is
yet to be fully defined. Perhaps this will be an option in the future when a proven record of accomplishment
of shipments and good arrivals has been documented. It is the best situation for the exporter as their only
risk is credit risk of the receivable agreed to at the time of shipment. The credit risk can be minimized
through banking options – Letter of Credit, Documents against Payment, Pre-payment wire transfer or other
banking means of eliminating credit risks.
Full Commission basis – the exporter pays a commission to the importer based upon the price sold.
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Factor

Exporter

Importer

Risk of arrival

Product

Freight

Benefit of good arrival and good market conditions at time
of arrival

Shared

Shared

Risk of price decline at time of arrival

100%

Zero

Freight paid

Zero

100%

ITC

Few importers will give a firm price contract with their suppliers as discussed above with reference to fixed
price shipments. Most importers are willing to work on a commission basis with a sales commission of 8% 10% of the wholesale sales price. Under this scenario, the importer will work to maximize the sales price as
their commission is a percentage of the sales price. They will perform the role of a partner in this effort
working to maximize the returns for all.
The exporter does have a market risk if the market price does not reach their expectations and they have an
arrival risk because if the product arrives in poor condition the sales price will be low.
Minimum price guarantee – under this pricing mechanism the importer provides the exporter with a
minimum price guarantee.
Factor

Exporter

Importer

Risk of arrival

Shared

Shared

Benefit of good arrival and good market conditions at time
of arrival

Shared

Shared

Risk of price decline at time of arrival

Limited

Exposed to the amount below the
minimum guarantee

Under this scenario, the importer sets a floor price that the exporter will receive regardless of the direction of
the market at the time of arrival. If the market goes up they stand to benefit and the difference in price
between the minimum guarantee and the sales price will be split between the exporter and importer. If the
market goes below the floor price the exporter will lose money.

Summary of pricing options
Until a reputation is achieved importers will look to minimize their risks. The best way for them to do this is on
the Full Commission Basis which is outlined above. This has the greatest risk for the exporter yet allows
them to benefit from an upward market and with the importers profit increasing the higher they sell the
product, for they will be working to maximize the sales price.
As Ukrainian exports increase in volume and a positive reputation is achieved, it is possible that a strong
exporter, with a good track record of shipments with good arrival qualities will be able to achieve a premium
price to the market and would also be able to negotiate better price terms from the importer. While it is
doubtful that the importer will commit to a fair fixed price prior to shipment it is possible that, after a couple of
years of sound shipments and arrivals that they will be willing to provide the exporter with a minimum price
guarantee for the shipment.

3.2.6 Shipments and minimum orders
The greatest limiting factor for the size of shipment is the efficiency of the logistics of the shipment. For
everything except for airfreight shipments (possible cherries or other high value perishable products) will be
full truck load quantities of 20 tons. Care must be taken to ensure that exceeding maximum road weight
limits are avoided and that trucks are authorized to reach their destination without issue.
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3.3. Price and market data
3.3.1 Prices
Prices on fresh produce change from one minute to the next in response to expected crop yields and
demands impacted upon by many factors from weather conditions, pests, trade environment and regulations
and all factors which influence price. This data is reviewed by trades at all levels and as the terminal markets
receive product and end users go through product at their stores, restaurants or processing operations.
Major importers have meteorologist, agronomists, and agriculture economists on staff to provide them with
updates and forecasts which will impact production. These specialist monitor conditions in the global
production regions as weather conditions in one market will impact their available supply and the demand in
each market will adjust to accommodate the changes in available supply. The products which have short
shelf-life’s (fresh tomatoes) have a closer circle of influence from outside factors while products with a longer
shelf-life (like Melons) will have a broader geographic range of countries that can influence their price.
Actors across the value chain need to be aware of prices in the local market first. There are several websites
and fruit news services which provide regular prices on product. Below is a sampling of websites which offer
this type of service:

Illustrative example of F&V price websites and services
Ukrainian site

http://shuvar.com/?mode=analitics&url=prices

European Union price monitoring

http://ec.europa.eu/growth/sectors/food/competitiveness/pricesmonitoring/

Tomatoland.com – a site exclusive to
tomatoes with extensive global market
and conditions monitored

www.tomatoland.com

Commercial site with news and prices on
food products

http://www.agra-net.com/agra/foodnews

Commercial site with news and prices for
a wide range of produce into the
European market

http://fruitsalesprices.com/fruitsalesprices/fruit_sales_prices.html

Commercial site with fresh fruit and
vegetable prices in Europe

http://www.freshfruitportal.com/precios-frutas/european-prices/

Commercial site with fresh fruit and
vegetable prices in Europe

http://www.freshplaza.com/article/139317/Fresh-watches-andfruit-for-Rotterdam

Polish site with market information for
fresh produce

www.fresh-market.pl

Commercial site specialized in the fruit
and vegetable markets of Ukraine,

http://www.fruit-inform.com/en/about
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Poland, Russia, and
European countries.

other
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Eastern

Website for networking in the horticulture
industry

www.Hortidaily.com

Figure 133 Illustrative examples of F&V price websites and services

Historic prices are good for reference however as stated above in the discussion on class 0740 and
cauliflower the market can vary significantly from one season to another due to supply issues. In the
example of cauliflower in 2016 the EU crop suffered from poor weather conditions and flies. This led to
prices received by Ukrainian exporters of as much as 40% higher in 2016 than 2015.
While it is important to understand historic prices, planting trends and yields it is critically to understand
production costs and competitive
advantages and disadvantages.
The EU market has considerable
avenues to review prices both
current and historic. One of these
sites is via www.freshplaza.com.
The document below reflects prices
week 43 2016 (the week that this
report was written.) While this
document reflects several items,
which are not produced or exported
Ukraine it is a great place to start
with market review for these
products.

for

by

On this site, you can subscribe to a
service which provides you with an
email update on prices on a weekly
basis.

152

ITC

MARKET OPPORTUNITY STUDY FOR UKRAINIAN FRESH AND PROCESSED FRUITS AND VEGETABLES

Polish website www.fresh-market.pl provides current prices for produce in various polish cities with a range
of the product from lowest price to maximum price within the market. Exporters of product to Poland should
subscribe to the newsletter available via link on the home page for this site and they should utilize the site for
regular updates on prices of their crops for shipment into the Polish market.
With Poland being a major importer and competitor for Ukrainian products it is important that producers,
processors, and exporters stay in touch with the prices offered in major polish destinations.

Example of Freshmarket.pl website

Figure 134 Example of Freshmarket.pl website

Fruit-inform.com October 13, 17:48 Fruit-Inform

3.3.2 Market Data
Ukraine: Imports & Exports of Fruits and Vegetables, August 2016
The data below from Fruit-inform.com provides an overview of the official statistics, in August 2016, in
comparison with the same month of the previous year:


potato exports fell significantly;



potato imports grew by 20%;
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tomato exports were 40% higher;



tomato imports went down several times;



cucumber exports decreased by 70%;



onion exports fell by 75%;



cabbage exports went up several times;



carrot exports decreased by 4%;



bell pepper imports fell sharply;



lettuce imports were 90% higher;



apple exports doubled;



apple imports went up by 13%;



grape imports grew 3.2 times;



banana imports were 40% higher;



kiwifruit imports doubled;



orange imports grew 3.8 times;



lemon imports went up 3.3 times;



grapefruit imports doubled;



pear and quince imports almost tripled;



strawberry exports were significantly higher;

ITC

 peach and nectarine imports rose by 37%.
http://www.fruit-inform.com/en/statistics/172112
Freshplaza.com also provides on-going market updates like the following published 6 July 2016 on apricot
prices and the one below that on apple prices published 8 July 2016.

Figure 135 Example of FreshPlaza market update

154

ITC

MARKET OPPORTUNITY STUDY FOR UKRAINIAN FRESH AND PROCESSED FRUITS AND VEGETABLES

http://www.freshplaza.com/article/160450/Ukrainian-apple-market-catastrophic
Fruit-Inform's Ukrainian fresh produce price index grew by 15.3% in the week September 24th – 30th, after
an increase of 4.5% a week before. Thus, fruits and vegetables have become 23.6% more expensive in
Ukraine over the past three weeks.
A rise of 37.4% in prices of seasonal and greenhouse vegetables again made the largest contribution to
growth in the fresh produce price index. Prices of traditional vegetables also went up by 7.6%: a decrease in
onion prices was more than compensated by more expensive table beets and white cabbage.
Potato prices also grew by 13% due to information about low production and quality this year. Meanwhile,
fruit prices were stable in most cases with positive price trends registered only in the segment of apples for
processing.
Source: Fruit-Inform Publication date: 10/4/2016 Ukraine: Fruit prices down, greenhouse veg up
http://www.freshplaza.com/article/164473/Ukraine-Sharp-increase-in-fresh-produce-price-index
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4. Target market reviews
This section of the report focuses on key markets for Ukrainian products. While these lists are not exhaustive
of all opportunities, challenges, and requirements, it does provide the reader with a solid foundation from
which to build upon and to apply their own experience and expertise.
In this section the reader will also find websites which will help them dig deeper into market requirements
and regulations. Many of these regulations are several hundred pages long and reciting them is beyond the
scope of this paper, rather this paper is intended to be the starting point for the reader to begin to understand
the markets. To provide a starting point for review we provide the following SWOT analysis for Ukrainian
fruits and vegetables.
Ukrainian fruits and vegetables SWOT Analysis

4.1. European market
Without the opportunity to ship to the Russian market, the European market becomes the largest target
market for Ukrainian product. In many ways, the European market can be treated as a single market;
however, in other aspects each country or region has its own characteristics and requirements.

4.1.1 Competitive environment in Europe
A strong point in the European market is the fact that many retailers’ cross country borders and therefore buy
product for several “markets” while working with the same economic factors, requirements, brands, and
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terms. In this section of the report common elements are addressed, as well as identifying details on
individual markets.

Some key facts about the European market and trade relationships with Ukraine are as follows:


Ukraine is the 24th largest EU partner for exports in 2015 (0.8% of all exports) after Morocco and
ahead of Malaysia



Ukraine is the 28th largest EU partner for imports in 2015 (0.7% of all EU Imports) after Israel and
ahead of Morocco



EU has a trade surplus with the Ukraine of €1.2 billion in 2015 which was the smallest over a 10year period.



EU export to Ukraine is dominated by manufactured goods at 77% of the total value.



EU imports from Ukraine is equally shared between primary goods (49%) and manufactured goods
(47%)



Germany has the highest surplus of trade with Ukraine at €1.8 billion followed by Poland at €1.5
billion.



Italy has the largest deficit with Ukraine at €1.2 followed by Spain at €0.9 billion.

Source: (Eurostat press release 232/2016 – 23 November 2016, 2016
Figure 136 EU and Ukraine trade 2005 – 2015

As discussed throughout this report the EU is a major producer of product that competes with Ukraine. An
example of this fact is illustrated below in the chart which reflects European harvested production on several
the key crops produced in Ukraine.
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Figure 137 Chart reflecting harvested production of selected crops in 2013

Source: (Eurostats, 2016)
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4.1.2 EU’s proximity to major markets
Southern Ukraine has considerable distance to travel to reach major markets. This distance not only impacts
the cost, as freight costs are a major part of the cost of the product, but it also impacts when the product is
harvested to ensure that it reaches the market in the condition required by the buyers.
The chart below reflects the distance and “driving time” between Kherson Ukraine and major markets. This
estimate of time does not include any time associated with crossing borders, which can be a major delay
with some products.
Driving durations To & From Kherson
Countries

Cities

Drive time

Mileage

Germany

Kherson  Warsaw

16 hrs. 7 min.

1,237.3 KM

Netherlands

Kherson Rotterdam

26 hrs. 40 min

2,474.6 KM

Germany

Kherson  Berlin

21 hrs. 04 min

1,789.7 KM

France

Kherson  Paris

29 hrs. 19 min

2,734.9 KM

Italy

Kherson  Rome

29 hrs. 40 min

2,601.9 KM

Estonia

Kherson Tallinn

23 hrs. 07 min

1,868.8 KM

Kherson  Tartu

20 hrs. 55 min

1,605.6 KM

Kherson Narva

22 hrs. 36 min

1,707 KM

Kherson  Riga

19 hrs. 2 min

1,559.9 KM

Kherson  Daugavpils

16 hrs. 54 min

1,378 KM

Kherson  Liepaja

19 hrs. 26 min

1,668.3 KM

Kherson  Vilnius

15 hrs. 27 min

1,273.4 KM

Kherson  Kaunas

16 hrs. 28 min

1,307.3 KM

Kherson  Klaipeda

18 hrs. 17 min

1,578.1 KM

Kherson  Minsk

13 hrs. 9 min

1,091.6 KM

Kherson  Gomel

9 hrs. 53 min

789.9 KM

Kherson  Brest

13 hrs. 35 min

1,037.2 KM

Latvia

Lithuania

Belarus

Romania

Kherson  Bucharest

10 hrs. 2 min

725 KM

Kherson  Iasi

7 hrs. 40 min

529.8 KM

14 hrs. 45 min

918.4 KM

Kherson  Chisinau

5 Hrs. 17 min

372.6 KM

Kherson  Tiraspol

4 hrs. 12 min

303.6 KM

Kherson  Balti

6 hrs. 50 min

489.8 KM

Kherson  Warsaw

16 hrs. 7 min

1,237.3 KM

Kherson  Wroclaw

17 hrs. 56 min

1,464.7 KM

Kherson Lublin

13 hrs. 56 min

1,062.2 KM

Kherson  Berlin

21 hrs. 4 min

1,789.7 KM

Kherson  Hamburg

23 hrs. 32 min

2,084.7 KM

Kherson  Munich

23 hrs. 46 min

2,109 KM

Kherson  London
(Eurotunnel)

30 hrs. 21 min

1,739.6 KM

Kherson  Birmingham

32 hrs. 11 min

1,864.5 KM

Kherson  Leeds

33 hrs. 17 min

1,930.7 KM

Kherson  Cluj-Napoca
Republic of Moldova

Poland

Germany

United Kingdom
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The Netherlands

Belgium

Turkey

France

ITC

Kherson  Amsterdam

26 hrs. 34 min

2,420.8 KM

Kherson  Rotterdam

26 hrs. 40 min

2,474.6 KM

Kherson  The Hague

26 hrs. 43 min

2,479.9 KM

Kherson  Brussels

26 hrs. 57 min

2,489 KM

Kherson  Antwerp

26 hrs. 38 min

2,468.9 KM

Kherson  Ghent

27 hrs. 11 min

2,526 KM

Kherson  Istanbul

18 hrs. 04 min

1,281.8 KM

Kherson  Ankara

31 hrs. 25 min

416.2 KM

Kherson  Izmir

24 hrs. 53 min

1,832.8 KM

Kherson  Paris

29 hrs. 19 min

2,734.9 KM

Kherson  Marseille

32 hrs. 7 min

2,852.2 KM

Kherson  Lyon

29 hrs. 41 min

2,813.4 KM

Kherson  Tbilisi

21 hrs. 44 min

1,570.4 KM

Kherson  Kutaisi

22 hrs. 47 min

1,575.4 KM

Kherson  Batumi

23 hrs. 8 min

1,600 KM

Kherson  Zurich

26 hrs. 30 min

2,430.2 KM

Kherson  Geneva

28 hrs. 50 min

2,695.7 KM

Kherson  Basel

26 hrs. 23 min

2,448.3 KM

Kherson  Rome

29 hrs. 40 min

2,601.9 KM

Kherson  Milan

27 hrs. 13 min

2,352.8 KM

Kherson  Naples

31 hrs. 17 min

2,800 KM

Kherson  Vienna

20 hrs. 5 min

1,663.9 KM

Kherson  Graz

21 hrs. 53 min

1,854.7 KM

Kherson  Linz

21 hrs. 42 min

1,847.5 KM

Kherson  Prague

20 hrs. 14 min

1,731.9 KM

Kherson  Brno

18 hrs. 30 min

1,525.2 KM

Kherson  Ostrava

16 hrs. 59 min

1,360.5 KM

Kherson  Bratislava

19 hrs. 37 min

1,648.8 KM

Kherson  Kosice

16 hrs. 47 min

1,173.7 KM

Kherson  Banska

18 hrs. 37 min

1,401.7 KM

Kherson  Budapest

18 hrs. 12 min

1,382.5 KM

Kherson  Debrecen

16 hrs. 46 min

1,199.1 KM

17 hrs. 7 min

1,262.6 KM

Kherson  Dubai

2 days 15 hrs.

4,906.9 KM

Kherson  Abu Dhabi

2 days 14 hrs.

4,802.1 KM

Kherson  Sarjah

2 days 15 hrs.

4,918.8 KM

Kherson  Riyadh

2 days 7 hrs.

4,383.5 KM

Kherson  Jeddah

2 days 7 hrs.

4,408.3 KM

Kherson  Mecca
2 days 8 hrs.
Figure 138 Chart reflecting driving time and distance between Kherson and major markets

4,454.2 KM

Georgia

Switzerland

Italy

Austria

Czech Republic

Slovakia

Hungary

Kherson  Miskolc
United Arab
Emirates

Saudi Arabia

(20/20 Development Corporation, 2016)
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4.1.3 European standards for imports of fruits and vegetables (F&V)
Per Food Safety Magazine, the European Union (EU) has been active for many years in developing
harmonized food laws to facilitate trade for a population of some 460 million within its member nation
community. The EU agri-food sector generates approximately 670 billion. The ACP (Africa, Caribbean and
Pacific) countries, with a population of some 600 million, have a trading agreement with the EU that now
makes them responsible for establishing effective control systems for food and feed sector operators under
the new food hygiene legislation.
The application of ISO 9000 series standards on quality assurance has generated food safety management
systems, which resulted in the updated ISO 22000 series. EU member countries developed the responsibility
for enforcement of food safety standards and the basic principles of food law were set down in Regulation
178/2002. This evolved into the present “good hygienic practices” under new controls, for food and feed
production, which were adopted in 2004 and went into effect on Jan. 1, 2006. Food safety has also been
coordinated for the transportation of food within the new hygiene code.
The harmonized food hygiene package now affects every point of the EU food chain. Food hygiene
legislation applies compulsory, self-run, verification programs to industry and combines them with HACCP
principles. The legislation is designed to result in good practice guides for the EU food industry, which,
together with self-run verification programs, encourages food operators to be registered. Important features
of the new regulation include microbiological standards, to reduce foodborne illness for food products, with
set criteria for Salmonella and Listeria levels.
The European Food Safety Authority (EFSA) is expected to list criteria for additional pathogens in the future.
This harmonized EU control system applies to all EU member countries and others that wish to export to the
EU. It is worth noting that import controls for products destined for the EU require the presentation of EU
standard conformance guarantees.
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4.2. CIS Countries market
4.2.1 Market Characteristics
Research organization Euromonitor considers modern grocery retailing development to be the most
significant trend in the CIS (Commonwealth of Independent States) region, influencing both consumer
behaviour and market players’ activities. However, only in Russia and Belarus does the modern channel take
the leading position in grocery retailing, with value shares of 66% and 51%, respectively, in 2015. In the
neighbouring countries, the modern channel still takes the back seat, with a share of 26% in Azerbaijan, 32%
in Kazakhstan and only 4% in Uzbekistan. For example, a prominent grocery chain in Russia has expanded
its distribution centres in Moscow and St. Petersburg, distributing 75 to 80 percent of products through them.
Such procurement systems, especially those under multinational supermarket chains, often operate across
national borders with a distribution centre in one country serving the chain’s stores in several countries in
which it operates. Since supermarkets in these countries are still competing for consumers with traditional
open markets, they use high quality and safety standards for product differentiation. Even for fresh products
such as fruit and vegetables, the market trend is to sell them with some processing, such as cleaning,
cutting, and packaging, since consumers increasingly demand ready-to-eat products.
The main reasons for the lack of modern retailing outlets are unstable legislative systems, underdeveloped
infrastructure, and weak consumer education. The dominant position of traditional grocery retailers in
Uzbekistan, Azerbaijan and Kazakhstan reflects a lack of investment in the sector, as well as local
consumption patterns. Historically, consumers in these countries are accustomed to buying groceries at
open markets, where the purchasing process is not only about the product itself, but also about socializing.
Therefore, a standardized approach is not suitable for the whole CIS region. For these transitional countries,
the traditional markets with low quality and safety requirements dominate.
Six CIS states (Armenia, Kyrgyzstan, Moldova, Russia, Ukraine, and Tajikistan) as well as Georgia are now
WTO members. Members of the World Trade Organization (WTO) recognize Codex Alimentarius standards
as the basic standard upon which national measures will be judged. The “Recommended International Code
of Practice. General Principles of Food Hygiene,” for example, sets out the approach to be followed in the
production of foods from on-farm to final preparation.
In many former Soviet republics, GOST standards (a set of technical standards maintained by the EuroAsian Council for Standardization, Metrology and Certification) were transposed into national standards with
minor modifications. Developed in the USSR (Union of Soviet Socialist Republics) to serve its planned
economy, GOST standards are incompatible with a market economy and with the principles of the WTO
international trading system. GOST standards are highly prescriptive mandatory standards that specify the
materials,

4.2.2 Processes and final product characteristics
Significant intraregional trade perpetuates the existence of the GOST-based system and complicates the
transition to a market-based system. A CIS country exporting to another CIS country requiring GOST-based
certification must be able to comply, even if the exporting
Countries are changing to a system that complies with international standards. As such, Ukraine may have
an advantage over non-CIS countries in supplying CIS markets.
GOST certification systems for individual member states are being gradually replaced by certification to the
Customs Union Technical Regulations (CU TR). These Technical Regulations are like Directives, covering
requirements for a product’s entire life cycle. Each TR is supported by GOSTs and other standards in terms
of product-specific requirements and testing methods. Products successfully assessed with the Customs
Union Technical Regulations are marked with EAC Mark of Conformity (EAC stands for Eurasian
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Conformity). The EAC Mark applies to exports to, and goods manufactured in Russia, Belarus, Kazakhstan,
Armenia, and Kyrgyzstan.
http://www.intertek.com/government/certificate-of-conformity-for-exports-to-russia/

Product Characteristics
The market research firm Euromonitor reports in January 2016 that volume consumption of packaged food
per capita in the CIS is growing: 19% in Azerbaijan and Uzbekistan, 13% in Kazakhstan, 6% in Russia, and
12% in Georgia over 2010-2015. One exception is Belarus, which saw a decline of 3% in volume per capita
consumption over the last five years, as the market has suffered heavily from local currency devaluation, and
has seen extreme price increases for imported products. The expanded presence of modern grocery
retailers is creating demand for packaged food that is more convenient in storage, easy to consume and
fuels demand by new product and packaging developments.
Uzbekistani consumers increasingly opt for packaged food variants as health concerns and the belief that
packaged products are cleaner and healthier. Kazakhstan is characterized by a growing demand for on-thego snacking and fast meal preparation, as well as the growing popularity of internet grocery retailing in big
cities. Georgian buyers are becoming more demanding as to what they eat, and look for packaged food that
provides information on ingredients, nutrition, and expiration date.
Increasing prices on packaged food is prompting a shift to economy and mid-price brands. Local currency
devaluation occurred in several countries across the region in 2014 and 2015, leading to significant price
increase for imported brands, and domestic brands for production of which imported resources are
extensively used. For instance, average prices of packaged food grew by 20% in Kazakhstan, 23% in
Uzbekistan, 30% in Belarus and 27% in Russia. Consumers have started looking for cheaper alternatives,
shifting to economy categories and seeking out promotions and discounts. To avoid losing competition due
to high prices, manufacturers use various strategies: They introduce smaller pack sizes but keep the same
price for a product, offer bigger pack sizes that provide better deals by price per unit, a trade down in terms
of
economy
packaging
and
use
less
expensive
ingredients
for
their
products.
http://blog.euromonitor.com/2016/01/top-five-packaged-food-brands-in-the-cis-region.html
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4.3. The Middle East Market
4.3.1 Middle East standards
All imported and sold food products in the GCC countries must be halal certified; however, all fruit and
vegetables are by nature halal. The challenge is that they must not come in contact with equipment that is
not halal certified so if product is processed with meat products or on lines where meat products are
processed. Care must be taken to avoid contact with products that do not quality for Halal certification
Halal standards include the following:
1. Does not consist of or contain anything which is unlawful per Islamic Law;
2. Has not been prepared, processed, transported, or stored using any appliance or facility that
was not free from anything unlawful per Islamic Law; and
3. Has not during preparation, processing, transportation, or storage been in direct contact with
any food that fails to satisfy.
The Gulf Standards Organization (GSO), comprising of the 6 GCC countries and Yemen, is responsible for
developing food and non-food standards in the GCC. The GSO food standards committee has been working
to harmonize existing GCC standards within the guidelines of the Codex Alimentarius, ISO and other
international organizations. However, in some cases, differences still exist between some of the proposed
new standards and existing international guidelines. Nearly 1000 food and food related technical regulations
and standards have been developed or updated by the GSO. It is critical that exporters work with importers
to ensure that the product that they work to sell into the GCC meet the requirements of the buyers.
Changing demographics in the region and increasing numbers of residents achieving high education
combined with high income in the Middle East are driving increasing awareness for standardization of food
safety and quality practices at local, regional, and global levels. Per the WAM Emirates News Agency, the
UAE is likely to be taking the lead in advancing international food safety standards across the region.
http://www.wam.ae/en/news/economics/1395285913150.html

4.3.2 Middle East imported food sanitation and labelling requirements
Beyond Halal standards the Middle East does not have consistent standards and certifications; however,
because Dubai-based import/export businesses are major foodstuff suppliers to the Middle East and Africa,
certifications and labelling requirements for Dubai are a guide. Importing food into Dubai has the following
requirements:
Each food label shall contain the following (fresh vegetables and fruits require items 1, 2, 5, 6, 7, 10 and 11):
1.

Brand Name

2.

Product name (a summarized description of the food product).

3.

The food ingredients (arranged in a descending order according or weight or volume).

4.

Production & expiration dates of all products (except those which are exempted from displaying
the validity or expiration dates).

5.

Name of the food manufacturer, packer, distributor, or importer.
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6.

Net weight or volume.

7.

Country of Origin (if its omission leads to deceiving or misleading the consumer).

8.

Product’s barcode.

9.

Lot number

10.

Language of the label shall be in Arabic. Approved stickers could use to translate the food labels
in Arabic Language.

*The minimum requirement for the Arabic information on the label or sticker is indicated in C (2, 3, and 7)
above and any of (11, 13, and 14) indicated below, if required.
11.

Storage conditions (if the validity of the product depends on such conditions).

12.

Mentioning the ingredients which may cause hypersensitivity

13.

Instructions for using the product (if needed)

14.

Displaying the nutritional information is optional (except the products with special uses such as
baby foods, foods for patients, etc.).

Additional information can be found at https://www.dm.gov.ae/wps/wcm/connect/2a153865-07d6-4ed1-a66168f2990d3ac2/IMPORT+AND+REEXPORT+REQUIREMENTS+FOR+FOODSTUFF+Eng.pdf?MOD=AJPERES
The Gulf Co-operation Council (GCC, consisting of Qatar, the UAE, Kuwait, Bahrain, Saudi Arabia, and
Oman) currently imports 90% of its food with a market value that is forecast to increase to $53.1 billion by
2020, per the Economist Intelligence Unit. The GCC has harmonized labelling and certification requirements
for food imports. The GCC Guide for Control on Imported Foods (2016) states that, “all consignments of
imported food must be covered by appropriate documentation and certification. The authenticity and
accuracy of official certification and certification by officially-recognized bodies will be periodically verified
and audited by the countries of the GCC.” The Guide requires imported food to be accompanied by
attestations that food products are safe and fit for human consumption and that “the food product(s) was
handled at an establishment that has been subjected to inspections, by the competent authority and/or
officially recognized body and implements a food safety management system based on HACCP principles or
an equivalent system.”
A 5% across-the-board common external tariff now applies to most imported food and agricultural products
that enter from non-GCC suppliers. https://d28d0ipak1ih43.cloudfront.net/app/media/3599
According to the American food associations who are part of Foodexport.org, Middle Eastern consumers
have begun to increase frequency of shopping, leading dominant players within grocery retailers to open
more supermarkets and convenience stores. This increased organization and consolidation of distributors
presents opportunities for producers who have sufficient quantities and sophisticated production standards to
deal with these buyers. The association claims that it is integral for food marketers to exhibit at the following
local food shows in the UAE: Gulfood Show which is currently the Middle East’s largest food show, and
regarded as the 3rd largest in the world, after Anuga and SIAL Paris shows. They also recommend SIAL
Middle East, hosted by the Emirate of Abu Dhabi. https://www.foodexport.org/get-started/country-marketprofilesOLD/middle-east-market-profileI
In working with exports to GCC countries it is possible to get pre-shipment approval of labels - Copies of
labels can be sent (fax copies or e-mails are acceptable) directly or through one of the importers to health
officials for review. Upon approval the products bar code will be added to the municipality’s list of approved
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products. At present, Dubai is the only emirate that requires label clearance and product registration for entry
of any product to the emirate. Other emirates provide label review and clearance.
The import “mechanism” prepared by the Emirate of Dubai allows the following products to carry English
labels only. Exporters should verify labelling requirements with their importers before shipping.

166

ITC

MARKET OPPORTUNITY STUDY FOR UKRAINIAN FRESH AND PROCESSED FRUITS AND VEGETABLES

4.4. African market
Except for nuts the African market does not offer a lot of possibilities for Ukrainian fresh fruits and vegetables
(F&V) as logistics, competition and seasonality are all factors which limit the ability of Ukraine to compete in
this market.

4.4.1 African opportunities for Ukrainian fruit and vegetable
Africa does provide an opportunity for processed fruits and vegetables including canned tomatoes and dried
fruit. In fact, in 2015 Ukraine exported $530,000 USD worth of processed tomatoes to Egypt and another
$1.7 million USD in Food preparations, not elsewhere specified, to Egypt. Beyond Egypt no significant
exports of Ukrainian fruits and vegetables in any form are reports.
A certificate of sanitation is not a major issue in Africa as they are not big in the requirements for Global GAP
or HACCP. Buyers in Africa, like all buyers, will opt to purchase product that is certified over product that is
not. They will purchase product without the certification however it needs to be at a lower price than product
that is certified.
Other Certification and Testing Requirements for product being shipped in the Africa include the following:
1. Certificate of Origin
2. Bill of Lading
3. Health Certificate
4. Veterinary Certificate (for meat, poultry, fish, and dairy products)
5. Islamic Halal Certificate, “if applicable”
6. Temperature Certificate (for frozen, deep frozen and chilled products)
7. Analysis Certificate, “if applicable”
8. Weight and Packaging Certificate

4.4.2 Recommendations for increased exports for Africa
Ukrainian exporters should promote their product in Africa via regional trade events, where processed fruits
and vegetables are sold. Once market linkages are developed the exporter needs to stay in touch with
buyers to develop a working relationship and take advantage when opportunities arise.
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5. Conclusions & recommendations
5.1. Markets
A review of past market activities, current trends, and future forecasts we have identified the following
markets with the greatest potential for achieving sustained export of fruits & vegetables:
A. Baltic Countries – specifically Latvia and Lithuania are existing markets for Ukrainian fruits &
vegetables products with continued opportunities for future growth. The fact that these countries
require few certificates of standards (Global GAP HACCP and ISO) makes the ideal targets for
increased focus for marketing of Ukrainian fruits & vegetables products.
B. Eastern Europe – specifically Poland – is a good historic market for Ukrainian fruits & vegetables
products and again is not strong in their demand for Global GAP and HACCP standards.
C. Western and Central Europe – while Central Europe is a competitor with many of the fruits &
vegetables products produced in Ukraine and Central Europe often requires Global GAP and
HACCP certificates, they do buy Ukrainian product from time to time depending upon market
conditions and their own production.
D. Middle East – specifically Dubai as the hub for trade in the Middle East – is inconsistent yet growing
in demand and imports of product from Ukraine including fresh berries, potatoes and offers a wider
market for processed products, specifically tomato products.
E. Global market – a market exists for Ukrainian products which should be explored further to ensure
that niche products where Ukraine is globally competitive find a market. These products include
tomato products (with historic exports as broad as Japan, the USA and Nigeria) and fresh berries
with possible considerable opportunities in Asia.

5.2. Ukrainian advantages in the market
Factors
motivating
Purchase

Ukrainian advantage Europe

Ukrainian advantage
Middle East and North
Africa

Ukrainian
advantage of rest
of the world

Price

Yes and No. This depends upon several
factors including:
Degree of labour intensity of production and
processing.
Harvest in Europe – shortages will increase
their price and make Ukrainian prices more
competitive.
Harvest in Ukraine – surpluses will decrease
the price of the product in Ukraine and make
it more attractive to the European buyer.

The Middle East and North
Africa have several options
on where to purchase
product and in many cases
the other locations are
cheaper due to logistics and
seasonality.
There will be times when
Ukrainian product is less
expensive than what is
available locally – due supply
situations resulting from
production and logistical
issues.

It would be a rare
situation where Ukrainian
product will be lower
priced than local or closer
markets to countries
outside of Europe or on
occasion the Middle East.
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Cost of
production

With efficiencies in production Ukraine is
going to have a lower cost of production than
most European countries. The challenge is
to have sufficient technology to take
advantage of low costs of land and labour.
With appropriate technology Ukraine, can be
a low-cost producer when compared to
Europe.

The Middle East and North
Africa also have low wages
compared to Europe and
therefore for Ukrainian
product to achieve success in
the Middle East market they
would have to overcome
freight rates and logistics
time/costs to compete with
regional producers.

To most of the world
outside of Europe
Ukraine would seldom
have a production cost
advantage which off-sets
the added freight from
Ukraine to those markets.

Logistics

Product produced and traded within the
Europe has a logistic advantage over
Ukrainian product shipped to Europe.
Product shipped within Europe shares
highway and customs system making
logistics much more efficient than product
shipped from Ukraine.

There are many producers in
the Middle East and North
Africa that have logistical
advantages over product
produced in Ukraine.
Transit time from Ukraine to
the Middle East and North
Africa prevent Ukrainian
product from reaching the
market promptly and
therefore the importer faces
several challenges including –
market changes between
order and arrival times,
spoilage resulting from long
transit times and common
market issues.

For fresh product, the
transit time for Ukrainian
product to other markets
limits success.
For processed – value
added – product the
freight must stay at a level
which does not offset the
savings from lower wages
and production costs.

Seasonality

The seasonality in Ukraine is in line with that
in parts of Europe; therefore, there is no
seasonal advantage for buyers to buy from
Ukraine.
The one exception to this is with crops mature
in Ukraine before maturing across Europe.
Tomatoes are an example of this where open
field tomatoes mature in Ukraine before
maturing in northern European countries
including Latvia, Lithuania, Poland, Finland,
Sweden, and Norway.
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Ukrainian open field
seasonality is offset from much
of the production in the Middle
East and North Africa;
therefore there are
opportunities for Ukrainian
product to find markets in
these countries during their
“off” season.
Two factors set this
opportunity apart; 1) product
produced in greenhouses and
2) product that is produced by
traders that are logistically
closer to the Middle East and
North Africa – not limited to
local producers but also
Southern European products
which have freight advantages
over Ukraine in shipments to
the Middle East and North
Africa.

It is possible that
Ukrainian produce and
value added products can
move into markets which
have off-set seasons to
those of Ukraine.
For this opportunity to be
realized the Ukrainian
product needs to have a
distinguishing point – price
or quality over the
competition.
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5.3. General Recommendations
While each company will require the development of a strategy that takes the data presented into this report
into consideration as it applies to their business the recommendations below are general and foundations
steps from which to build upon as the producer/exporter works to develop their export business.
There are several principles that apply to all products and all market opportunities. Where a company stands
on each of these factors will determine how they proceed in developing a specific strategy that meets their
needs and allows them to achieve their greatest potential. The overarching recommendations are as follows:
b. Stay in touch with the market. Become a student of the market, know who your competition is (who
is selling the product) and who is buying the product. Know “why they are buying from the supplier
that they currently buying from. Know why the they are buying, and how the various factors play into
their purchase decisions. Are they price, quality or relationship buyers? (Relationship buyers are
buyers that develop long-term relationships with suppliers and often let this relationship override
other factors in order to maintain and grow the relationship) know prices in key markets and be
ready to capture opportunities as they develop.
c.

Develop a relationship with potential customers and work with them to establish production,
processing and packaging that meets their needs. While buyers may be reluctant to give long-term
contracts with suppliers they do want long-term relationships with suppliers. These long-term
relationships take time to develop. In most cases buyers are already buying the product you want to
sell them from someone else, and your opportunity arises only when “someone else” stumbles or
falls. Therefore, begin to develop relationships now for pay-off down the road as opportunities
present themselves.

d. Produce what you can sell, don’t focus on selling what you produce. Produce to the market demand,
which is different from the domestic market demand in several ways, including maturity harvested
and sold, variety, packing and standards. Work with varieties that are in demand for export and
don’t expect the customer to accept your traditional variety versus what the consumers know is in
demand.
e. When selling to the export market harvest, handle and pack the product to deliver to the export
market at the right maturity and package. Don’t use the export market as a place to sell surplus
product when domestic markets are down but produce to sell to the export market and use the
domestic market to sell to if the export market prices are not attractive. The domestic market is more
willing and able to accept a different variety and maturity than the export markets.
f.

Procure Global G.A.P., HACCP and/or organic certification for your product. Without these
standards being met you must sell your product cheaper than the competition that has these
standards. Commitment to the export market requires advancement of these certificates. Work with
your buyers to ensure that their standards are met – most retailers have their own standards beyond
the “universal” standards, therefore, it is critical that the exporter have a dialogue with the buyer
throughout the planting to harvest and post-harvest process to ensure that the buyers’ standards are
met.

g. Brand development for produce in Ukraine is limited. Most product sold domestically is without a
brand unless it is value added product. It is important that brands be established for produce so that
the buyers can begin to recognize one supplier over another and provide repeat business to that
brand owner. Care must be taken in all cases to protect the quality of the brand, not all products
produced by a grower or sold be a trader should be under their top brand that should be reserved for
the best product. Not all brands are for the highest quality but all brands should be consistent.
Exporting requires a commitment. It requires an investment to meet the international standards and to
develop the markets. Develop a strategy and budget for achieving international success. Do not treat the
international market as a secondary market but as a focus for some of your production and balance
export and domestic sales to diversify and reduce your risk.
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Annex I – Standards by product
Tomatoes USA standards
Variety selection is the most important decision to be made that affects quality. Fruit size, firmness,
resistance to cracking, shoulder checking, disease, blossom end rot susceptibility, shelf life, shape, sugar,
acid levels and yield are all inherent in the choice of variety.
Flavour

The flavour of a tomato is determined by the amount of sugar and acid present. The more sugar compared
to acid the sweeter and milder the taste. If the acid level is high compared to sugar, then the fruit tastes sour.
A refractometer measures sugar; acid level is determined by titration or by measuring pH. Taste panels
usually rate tomatoes with a balanced ratio of sugar to acid as the most pleasing. In many cases tomatoes
considered mild in taste and thought to be low acid tomatoes have about the same level of acid as those
judged as having high acid; the key is the sugar level. The sugars involved are fructose and glucose. The
acids are citric acid and malic acid. The sugars increase with maturation but take a pronounced rise
coincident with pigment formation. Maximum acidity occurs with the first pink colour and then declines. There
are no standards for sugar or acid content in the U.S. Standards for Grades of Fresh Tomatoes.
Cloudy weather (decreased light) and high nitrogen decrease sugar. Fruit maturing during longer days have
more sugar than fruit maturing late in the season under shorter days. Water stress increases sugar
concentration.
Both sugars and acids are products of photosynthesis. If foliage is damaged by disease or reduced by insect
feeding or excessive pruning the capacity to produce sugars and acids is decreased.
Tomatoes harvested at the mature green stage will have less sugar and more acid than tomatoes harvested
near table ripe.
The longer a tomato is in storage the greater the loss of aroma and development of off flavours. Ethylene
treatment does not affect the flavour of tomatoes harvested at mature green; it shortens the time required for
ripening. Exposure to chilling temperatures (below 50˚F) should be avoided to prevent off flavours.
Colour

Lycopene is the dominant pigment in red tomatoes along with smaller amounts of beta-carotene, a yellow
pigment. Yellow or orange tomatoes contain beta-carotene and other carotenoids. Pink tomatoes have
lycopene in the flesh and a colourless skin to give the pink colour.
Tomatoes are packed and sold per amount of colour the fruit show. There are six colours specified in the grade
standards from mature green to red.

Lycopene synthesis is reduced at temperatures above 86˚F resulting in yellow shoulders on many varieties.
Green shouldered varieties seem to be more susceptible than those having uniform ripening.
Grey wall and blotchy ripening are disorders that can reduce marketable yields significantly. The specific
cause has not been identified, but numerous environmental conditions and pathogens have been associated
with the problems. Low potassium, high soil moisture, cool and cloudy conditions, tobacco mosaic virus and
bacteria are all part of the complex. Some varieties are affected less than others, but none are immune.
Recent research on yellow shoulder disorder in processing tomatoes indicates that soil potassium,
magnesium, and organic matter content, along with soil pH, can be used to predict whether the disorder is
likely to show up in a particular field. Information on this research is available from Ohio State University.
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Stink bug feeding on tomato fruit can cause a condition called cloudy spot. White to yellow irregular spots
occur just below the fruit skin where the insect has injected an enzyme which prevents normal colour
development. Recommendations for control are available in the Midwest Vegetable Production Guide for
Commercial Growers or through your local Cooperative Extension Service.
Size

Size is not related to eating quality. United States grade standards define size classes for standard tomatoes
based on transverse diameter. In the marketplace, sizes are often defined by how many tomatoes fit into one
layer of a standard 2-layer tomato box, e.g. the size 6X6 refers to tomatoes of a size that will fit 6 rows of 6 in
a box. For beefsteak types, the market for small tomatoes (2-1/8" to 2-9/32") is almost always less than for
larger fruit. Even the next size up (2-1/4" to 2-17/32" [6 x 6]) is not in great demand. Varieties and practices
that produce large average fruit size will provide a greater return in this market, and so are considered
necessary for the best quality. Average fruit size is generally increased when one or more branches
(suckers) below the first flower cluster are removed early in the growing season. Increasing plant population
tends reduce fruit size but not yield.
Shape

United States Standards for Grades of Fresh Tomatoes say that misshapen means that the tomato is
"decidedly kidney-shaped, lop-sided, elongated, angular or otherwise decidedly deformed." Buyers want a
pack that is uniform in size and shape; when it is not, the pack may be regarded as having low quality.
Defects and Disease
Disease

Many of the defects and diseases affecting the fruit can be graded out in the packing shed and a high-quality
product can be delivered. Some defects like cracking, puffiness, catfaces and scars have permissible
dimensions described in the United States Standards for Grades. Most diseased fruit can be left in the field
or graded out; however, some may not be evident at the time of packing, including anthracnose and in some
cases early blight.
Water management is important in minimizing blossom-end rot and fruit cracking. These two defects plus
shoulder checking account for a high percentage of the marketable yield loss growers experience almost
every year. Shoulder checking is very fine cracking of skin of the fruit. It is closely associated with rain,
especially after an extended dry period. Some work suggests that boron applications to the soil or sprayed
on the foliage may reduce the incidence of shoulder checking, especially on coarse textured soils. Properly
managed trickle irrigation is ideal for managing water and nutrients throughout the growing season.
Maintaining a vigorous vine by controlling insects and disease is fundamental to producing a crop of quality
tomatoes. Early blight (Alternaria solani) and anthracnose (Colletotrichum coccodes) are fungal diseases
that are threats every year. Early blight can reduce vine productivity and infect the fruit. Anthracnose can
infect immature fruit and not be detected at the farm. When the fruit ripens the infection becomes destructive.
In some years bacterial diseases are destructive to both the vine and the fruit. Normally infected fruit can be
graded out but it can be a quality problem of immense proportions to the grower, especially if the infection
comes early in the growing season.
Insect management is normally not difficult and fruit quality is maintained. Recommendations for control are
available in the Midwest Vegetable Production Guide for Commercial Growers or from your local
Cooperative Extension Service.
Leaving diseased and defective fruit in the field and careful handling to avoid bruising are important to
maintain quality.
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Tomatoes are subject to increased infection by soft rot bacteria (Erwinia carotovora) and several fungal
pathogens when dump tanks are not managed correctly. Due to the porous nature of the stem scar, soft rot
and other pathogens may enter if the tomatoes are too deep in the tank or are in the tank too long. The
dump tank water should be 10˚F higher than the highest fruit pulp temperature. The tomatoes should not be
submerged more than two feet and a single layer of fruit in the tank should be maintained. Tomatoes should
be in the water less than two minutes if possible.
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Table 10. USDA size classifications for field harvested tomatoes.
Classification
Small

Minimum Diameter1

Maximum Diameter2

Carton Size/Arrangement3

2-4/32 in. (5.4 cm)

2-9/32 in. (5.79 cm)

7x7

2-8/32 in. (5.72 cm)

2-17/32 in. (6.43 cm)

6x7

Large

2-16/32 in. (6.35 cm)

2-25/32 in. (7.06 cm)

6x6

Extra Large

2-24/32 in. (7.00 cm)

-----

5x6

Medium

1 Will not pass through a round opening of the designated diameter when tomato is placed with the greatest transverse
diameter across the opening.
2 Will pass through a round opening of the designated diameter in any position.
3 Designates numbers of rows of tomatoes in top layer.

http://extension.uga.edu/publications/detail.cfm?number=B1312#Marketing
Growers typically pack only 5 x 6, 6 x 6, and 6 x 7 numeric sizes into jumble-packed fibreboard cartons to a
net weight of 25 pounds.
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UNECE Standards for fresh tomatoes
Concerning the marketing and commercial quality control of

TOMATOES
http://www.exporthelp.europa.eu/update/requirements/ehir_eu12_02v002/eu/auxi/eu_mktfrveg_annex1b_r543_2011_to
matoes.pdf

UNECE standard FFV-36 concerning the marketing and
commercial quality control of tomatoes
I. Definition of produce
This standard applies to tomatoes of varieties (cultivars) grown from Solanum lycopersicum L. to be
supplied fresh to the consumer, tomatoes for industrial processing being excluded.
Tomatoes may be classified into four commercial types:
•

“round”

•

“ribbed”

•

“oblong” or “elongated”

•

“cherry” tomatoes (including “cocktail” tomatoes).

II. Provisions concerning quality
The purpose of the standard is to define the quality requirements for tomatoes at the export-control
stage after preparation and packaging.
However, if applied at stages following export, products may show in relation to the requirements of
the standard:
•

a slight lack of freshness and turgidity

•
for products graded in classes other than the “Extra” Class, a slight deterioration due to their
development and their tendency to perish.
The holder/seller of products may not display such products or offer them for sale, or deliver or market
them in any manner other than in conformity with this standard. The holder/seller shall be responsible
for observing such conformity.

A. Minimum requirements
In all classes, subject to the special provisions for each class and the tolerances allowed, the
tomatoes must be:
•

intact

•
sound, produce affected by rotting or deterioration such as to make it unfit for consumption is
excluded
•

clean, practically free of any visible foreign matter

•

fresh in appearance

•

practically free from pests
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•

free from damage caused by pests affecting the flesh

•

free of abnormal external moisture

•

free of any foreign smell and/or taste.

In the case of trusses of tomatoes, the stalks must be fresh, healthy, clean and free from all leaves and any
visible foreign matter. The development and condition of the tomatoes must be such as to enable them:
•
to withstand transportation and handling
•

to arrive in satisfactory condition at the place of destination.

B. Classification
Tomatoes are classified in three classes, as defined below:
(i) “Extra” Class
Tomatoes in this class must be of superior quality. They must be firm and characteristic of the variety.
Their coloring, according to their state of ripeness, must be such as to satisfy the requirements set out
in the last sub-paragraph of section A above.
They must be free from greenbacks and other defects, with the exception of very slight superficial
defects, provided these do not affect the general appearance of the produce, the quality, the keeping
quality and presentation in the package.
(ii) Class I
Tomatoes in this class must be of good quality. They must be reasonably firm and characteristic of the
variety.
They must be free of cracks and visible greenbacks.
The following slight defects, however, may be allowed provided these do not affect the general
appearance of the produce, the quality, the keeping quality and presentation in the package:
•

a slight defect in shape and development

•

slight defects in coloring

•

slight skin defects

•
•

very slight bruises. Furthermore, “ribbed” tomatoes may show:
healed cracks not more than 1 cm long

•

no excessive protuberances

•

small umbilicus, but no suberization

•

suberization of the stigma up to 1 cm

2

•
fine blossom scar in elongated form (like a seam), but not longer than two-thirds of the greatest
diameter of the fruit.
(iii) Class II
This class includes tomatoes that do not qualify for inclusion in the higher classes but satisfy the
minimum requirements specified above.
FFV-36: Tomatoes -2012

They must be reasonably firm (but may be slightly less firm than in Class I) and must not show
unhealed cracks.
The following defects may be allowed, provided the tomatoes retain their essential characteristics as
regards the quality, the keeping quality and presentation:
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•

defects in shape and development

•

defects in coloring

•

skin defects or bruises, provided the fruit is not seriously affected

ITC

• healed cracks not more than 3 cm in length for round, ribbed or oblong tomatoes. Furthermore,
“ribbed” tomatoes may show:
•

more pronounced protuberances than allowed under Class I, but without being misshapen

•

an umbilicus

•

suberization of the stigma up to 2 cm

•

fine blossom scar in elongated form (like a seam).

2

III. Provisions concerning sizing
Size is determined by the maximum diameter of the equatorial section, by weight or by count.
The following provisions shall not apply to trusses of tomatoes and are optional for cherry and
cocktail tomatoes below 40 mm in diameter and for Class II.
To ensure uniformity in size, the range in size between produce in the same package shall not
exceed:
(a) For tomatoes sized by diameter:
•

10 mm, if the diameter of the smallest fruit (as indicated on the package) is under 50 mm

15 mm, if the diameter of the smallest fruit (as indicated on the
package) is 50 mm and over but under 70 mm
•
20 mm, if the diameter of the smallest fruit (as indicated on the package) is 70 mm and over but
under 100 mm
•

there is no limitation of difference in diameter for fruit equal or over 100 mm.
In case size codes are applied, the codes and ranges in the following table have to be respected:
(b) For tomatoes sized by weight or by count, the difference in size should be consistent with point
(a).

IV. Provisions concerning tolerances
At all marketing stages, tolerances in respect of quality and size shall be allowed in each lot for
produce not satisfying the requirements of the class indicated.

A. Quality tolerances
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(i) “Extra” Class
A total tolerance of 5 per cent, by number or weight, of tomatoes not satisfying the requirements of
the class but meeting those of Class I is allowed. Within this tolerance not more than 0.5 per cent in
total may consist of produce satisfying the requirements of Class II quality.
(ii) Class I
A total tolerance of 10 per cent, by number or weight, of tomatoes not satisfying the requirements of
the class but meeting those of Class II is allowed. Within this tolerance not more than 1 per cent in
total may consist of produce satisfying neither the requirements of Class II quality nor the minimum
requirements, or of produce affected by decay.
In the case of trusses of tomatoes, 5 percent, by number or weight, of tomatoes detached from the
stalk is allowed.
(iii) Class II
A total tolerance of 10 per cent, by number or weight, of tomatoes satisfying neither the requirements
of the class nor the minimum requirements is allowed. Within this tolerance not more than 2 per cent
in total may consist of produce affected by decay.
In the case of trusses of tomatoes, 10 percent, by number or weight, of tomatoes detached from the
stalk is allowed.

B. Size tolerances
For all classes: a total tolerance of 10 per cent, by number or weight, of tomatoes not satisfying the
requirements as regards sizing is allowed.

V. Provisions concerning presentation
A. Uniformity
The contents of each package must be uniform and contain only tomatoes of the same origin, variety
or commercial type, quality and size (if sized).
The ripeness and colouring of tomatoes in “Extra” Class and Class I must be practically uniform. In
addition, the length of “oblong” tomatoes must be sufficiently uniform.
However, a mixture of tomatoes of distinctly different varieties, commercial types and/or colours may
be packed together in a package, provided they are uniform in quality and, for each variety,
commercial type and/or colour concerned, in origin.
The visible part of the contents of the package must be representative of the entire contents.

B. Packaging
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Tomatoes must be packed in such a way as to protect the produce properly.
The materials used inside the package must be clean and of a quality such as to avoid causing any
external or internal damage to the produce. The use of materials, particularly paper or stamps
bearing trade specifications is allowed, provided the printing or labelling has been done with nontoxic ink or glue.
Stickers individually affixed to the produce shall be such that, when removed, they neither leave
visible traces of glue nor lead to skin defects.
Packages must be free of all foreign matter.

VI. Provisions concerning marking
1

Each package must bear the following particulars in letters grouped on the same side, legibly and
indelibly marked and visible from the outside:

A. Identification
Packer and/or dispatcher/shipper:
Name and physical address (e.g. street/city/region/postal code and, if different from the country of origin, the
country) or a code mark officially recognized by the national authority.

These marking provisions do not apply to sales packages presented in packages.
2

The national legislation of a number of countries requires the explicit declaration of the name and
address. However, in the case where a code mark is used, the reference “packer and/or dispatcher
(or equivalent abbreviations)” has to be indicated in close connection with the code mark, and the
code mark should be preceded by the ISO 3166 (alpha) country/area code of the recognizing
country, if not the country of origin.

Nature of produce
•
“Tomatoes” or “trusses of tomatoes” and the commercial type if the contents are not visible from the
outside. These details must always be provided for “cherry” (or “cocktail”) tomatoes, whether in trusses or
not
•
“Mixture of tomatoes”, or equivalent denomination, in the case of a mixture of distinctly different
varieties, commercial types and/or colours of tomatoes. If the produce is not visible from the outside, the
varieties, commercial types and/or colours and the quantity of each in the package must be indicated
•

Name of the variety (optional).

C. Origin of produce
•

3

Country of origin and, optionally, district where grown, or national, regional or local place name

•
In the case of a mixture of distinctly different varieties, commercial types and/or colours of tomatoes
of different origins, the indication of each country of origin shall appear next to the name of the variety,
commercial type and/or colour concerned.
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D. Commercial specifications
•

Class

•

Size (if sized) expressed as minimum and maximum diameters.

E. Official control mark (optional)
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NOTE
Working Party on Agricultural Quality Standards
The commercial quality standards developed by the Working Party on Agricultural Quality Standards of the
United Nations Economic Commission for Europe (UNECE) help facilitate international trade, encourage highquality production, improve profitability and protect consumer interests. UNECE standards are used by
governments, producers, traders, importers and exporters, and other international organizations. They cover a
wide range of agricultural products, including fresh fruit and vegetables, dry and dried produce, seed potatoes,
meat, cut flowers, eggs and egg products.
Any member of the United Nations can participate, on an equal footing, in the activities of the Working Party.
For more information on agricultural standards, please visit our website <www.unece.org/trade/agr>.
The present Standard for Broccoli is based on document ECE/TRADE/C/WP.7/GE.1/2010/INF.8, reviewed and
adopted by the Working Party at its sixty-sixth session.

The designations employed and the presentation of the material in this publication do not imply the expression of
any opinion whatsoever on the part of the United Nations Secretariat concerning the legal status of any country,
territory, city or area or of its authorities, or concerning the delimitation of its frontiers or boundaries. Mention of
company names or commercial products does not imply endorsement by the United Nations.

All material may be freely quoted or reprinted, but acknowledgement is requested.
Please contact the following address with any comments or enquiries:

Agricultural Standards Unit Trade and Timber
Division United Nations Economic Commission
for Europe Palais des Nations CH-1211 Geneva
10, Switzerland E-mail: agristandards@unece.org

183

MARKET OPPORTUNITY STUDY FOR UKRAINIAN FRESH AND PROCESSED FRUITS AND VEGETABLES

ITC
FFV-48: Broccoli -2010

UNECE Standards Broccoli

UNECE Standard FFV-48 concerning the
marketing and commercial quality control of
broccoli (calabrese)
I. Definition of produce
This standard applies to broccoli of varieties (cultivars) grown from Brassica oleracea var.
italica Plenck to be supplied fresh to the consumer, broccoli for industrial processing being
excluded.

II. Provisions concerning quality
The purpose of the standard is to define the quality requirements for broccoli at the export
control stage, after preparation and packaging.
However, if applied at stages following export, products may show in relation to the
requirements of the standard:
•
a slight lack of freshness and turgidity
•
a slight deterioration due to their development and their tendency to
perish.
The holder/seller of products may not display such products or offer them for sale, or
deliver or market them in any manner other than in conformity with this standard. The
holder/seller shall be responsible for observing such conformity.

A. Minimum requirements
In all classes, subject to the special provisions for each class and the tolerances allowed,
broccoli must be:
•
intact; for the purpose of presentation some sprouts may be removed
•
sound; produce affected by rotting or deterioration such as to make it unfit for
consumption is excluded
•
clean, practically free of any visible foreign matter
•
fresh in appearance
•
practically free from pests
•
practically free from damage caused by pests
•
free of abnormal external moisture; in the case where crushed ice is used
traces of residual water are not considered to constitute abnormal moisture

• free of any foreign smell and/or taste. The cut of the floral stem must be clean and as
square as possible. Hollow stems are not considered a defect provided the hollow part is
sound, fresh and not
discolored. The development and condition of broccoli must be such as
to enable it:
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•
to withstand transportation and handling
•
to arrive in satisfactory condition at the place of
destination.

B. Classification
Broccoli is classified in two classes, as defined below:
(i) Class I
Broccoli in this class must be of good quality. It must be characteristic of the variety and/or
commercial type.
Broccoli must be:
•
firm and
compact
•
tightly-grained
• free of defects such as stains or traces of frost. The buds must be fully closed. The floral
stem must be sufficiently tender and free of woodiness. The following slight defects,
however, may be allowed, provided these do not affect the
general appearance of the produce, the quality, the keeping quality and presentation in the
package:
•
•

a slight defect in shape
a slight defect in coloring.

Leaves extending above the head may be allowed provided these are green, sound, fresh and
tender.
(ii) Class II
This class includes broccoli that do not qualify for inclusion in Class I but satisfy the
minimum requirements specified above.
Broccoli may be:
• slightly loose and less compact
• less tightly-grained. The buds must be practically closed. The floral stem must be
reasonably tender, and may have a trace of woodiness. The following defects may be
allowed, provided broccoli retains its essential characteristics
as regards the quality, the keeping quality and presentation in the package:
•
defects in shape
•
defects in coloring
•
slight bruising and
injury.
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Leaves extending above the head may be allowed provided these are green, sound, fresh and
tender.

III. Provisions concerning sizing
Size is determined either by the diameter of the floral stem at the cut end or by the
maximum diameter of the head.
The minimum size shall be:
•
8 mm for broccoli graded by diameter of the floral stem
•
2 cm for broccoli graded by the diameter of the head and presented prepacked
or bunched
•
6 cm for broccoli graded by the diameter of the head.

In any case, the ratio between the diameter of the head and that of the floral stem in each
package must not be less than 2:1. The maximum size shall be 20 cm in height. To ensure
uniformity in size, the range in size between produce in the same package shall
not exceed:
•
20 mm for broccoli graded by diameter of the floral stem
•
4 cm for broccoli graded by the diameter of the head if the smallest head has a
diameter of less than 10 cm
•
8 cm for broccoli graded by the diameter of the head if the smallest head has a
diameter of 10 cm or more.

For all prepacked or bunched produce, uniformity of size is not
required. The size requirements shall not apply to miniature produce.

1

IV. Provisions concerning tolerances
At all marketing stages, tolerances in respect of quality and size shall be allowed in each lot
for produce not satisfying the requirements of the class indicated.

A. Quality tolerances
(i) Class I
A total tolerance of 10 per cent, by number or weight, of broccoli not satisfying the
requirements of the class but meeting those of Class II is allowed. Within this tolerance not

1

Miniature broccoli refers to broccoli, which has been cultivated with the specific aim of
obtaining broccoli of a small size. Broccoli which is not fully developed shall be excluded. All other
requirements of the standard must be met.
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more than 1 per cent in total may consist of produce satisfying neither the requirements of
Class II quality nor the minimum requirements, or of produce affected by decay.
(ii) Class II
A total tolerance of 10 per cent, by number or weight, of broccoli satisfying neither the
requirements of the class nor the minimum requirements is allowed. Within this tolerance
not more than 2 per cent in total may consist of produce affected by decay.

B. Size tolerances
For all classes (if sized): a total tolerance of 10 per cent, by number or weight, of broccoli
not satisfying the requirements as regards sizing is allowed.

V. Provisions concerning presentation
A. Uniformity
The contents of each package must be uniform and contain only broccoli of the same
origin, variety or commercial type, quality and size (if sized).
Broccoli in Class I must be uniform in coloring. However, a mixture of broccoli of
distinctly different colors may be packed together in a package, provided they are uniform
in quality and, for each color concerned, in origin.
Miniature broccoli must be reasonably uniform in size. They may be mixed with other
miniature products of a different species and origin. The visible part of the contents of the
package must be representative of the entire contents.

B. Packaging
Broccoli must be packed in such a way as to protect the produce properly.
Where crushed ice is used, care must be taken to ensure the heads do not lie in melted water.
The materials used inside the package must be clean and of a quality such as to avoid
causing any external or internal damage to the produce. The use of materials, particularly of
paper or stamps bearing trade specifications, is allowed, provided the printing or labelling
has been done with non-toxic ink or glue.
Packages must be free of all foreign matter.
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VI. Provisions concerning marking
2

Each package must bear the following particulars, in letters grouped on the same side,
legibly and indelibly marked, and visible from the outside:

A. Identification
Packer and/or dispatcher/shipper:
Name and physical address (e.g. street/city/region/postal code and, if different from the
country of origin, the country) or a code mark officially recognized by the national
3

authority .

B. Nature of produce
•
“Broccoli” or “Calabrese” if the contents are not visible from the outside
•
“Mixture of broccoli”, or equivalent denomination, in the case of a mixture of
distinctly different colors of broccoli. If the produce is not visible from the outside, the
colors and the quantity of each in the package must be indicated.

C. Origin of produce
4

•
Country of origin and, optionally, district where grown, or national, regional
or local place name.
•
In the case of a mixture of distinctly different colors of broccoli of different
origins, the indication of each country of origin shall appear next to the name of the
color concerned.

D. Commercial specifications
•
Class
•
Size (if sized) expressed as minimum and maximum diameter (floral stem in
mm; head in cm), optional
•
"Packed with crushed ice", where appropriate
•
Miniature broccoli, or other appropriate term for miniature produce. Where
several species of miniature produce are mixed in the same package, all products and
their respective origins must be mentioned.

2
3

These marking provisions do not apply to sales packages presented in packages.

The national legislation of a number of countries requires the explicit declaration of the name and
address. However, in the case where a code mark is used, the reference “packer and/or dispatcher (or
equivalent abbreviations)” has to be indicated in close connection with the code mark, and the code mark
should be preceded by the ISO 3166 (alpha) country/area code of the recognizing country, if not the country of
origin.
4

The full or a commonly used name should be indicated.
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UNECE standards for Strawberries

(OJ L-157 15/06/2011) (CELEX
32011R0543)

PART 7: MARKETING STANDARD FOR STRAWBERRIES
I. DEFINITION OF PRODUCE
This standard applies to strawberries of varieties (cultivars) grown from the genus Frag aria L. to be supplied fresh
to the consumer, strawberries for industrial processing being excluded.
II. PROVISIONS CONCERNING QUALITY
The purpose of the standard is to define the quality requirements for strawberries, after preparation and packaging.
A. Minimum requirements
In all classes, subject to the special provisions for each class and the tolerances allowed, the strawberries must be:
— Intact, undamaged,
— sound; produce affected by rotting or deterioration such as to make it unfit for consumption is excluded,
— Clean, practically free of any visible foreign matter,
— Fresh in appearance, but not washed,
— Practically free from pests,
— Practically free from damage caused by pests,
— With the calyx (except in the case of wood strawberries); the calyx and the stalk (if present) must be fresh
and green,
— free of abnormal external moisture,
— free of any foreign smell and/or taste.
The strawberries must be sufficiently developed and display satisfactory ripeness. The development and the
condition must be such as to enable them:
— To withstand transportation and handling, and
— to arrive in satisfactory condition at the place of destination. B.
Classification
The strawberries are classified in three classes, as defined below:
(i) ‘Extra’ Class
The strawberries in this class must be of superior quality. They must be characteristic of the variety.
They must be bright in appearance, allowing for the characteristics of the variety.
They must be free from soil.
They must be free from defects with the exception of very slight superficial defects, provided these do not
affect the general appearance of the produce, the quality, the keeping quality and presentation in the
package.
(ii) Class I
Strawberries in this class must be of good quality. They must be characteristic of the variety.
The following slight defects, however, may be allowed provided these do not affect the general
appearance of the produce, the quality, the keeping quality and presentation in the package:
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— a slight defect in shape,
— presence of a small white patch, not exceeding one tenth of the total surface area of the fruit,
— Slight superficial pressure marks.
They must be practically free from soil. (iii)
Class II
This class includes strawberries that do not qualify for inclusion in the higher classes, but satisfy the
minimum requirements specified above.
The following defects may be allowed provided the strawberries retain their essential characteristics as
regards the quality, the keeping quality and presentation:
— defects in shape,
— a white patch not exceeding one fifth of the total surface area of the fruit,
— slight dry bruising not likely to spread,
— slight traces of soil.
III. PROVISIONS CONCERNING SIZING
Size is determined by the maximum diameter of the equatorial section.
The minimum size shall be:
— 25 mm in ‘Extra’ Class,
— 18 mm in Classes I and II.
There is no minimum size for wood strawberries.
IV. PROVISIONS CONCERNING TOLERANCES
At all marketing stages, tolerances in respect of quality and size shall be allowed in each lot for produce not
satisfying the requirements of the class indicated.
A. Quality tolerances
(i) ‘Extra’ Class
A total tolerance of 5 per cent, by number or weight, of strawberries not satisfying the requirements of the
class but meeting those of Class I is allowed. Within this tolerance not more than 0,5 per cent in total may
consist of produce satisfying the requirements of Class II quality.
(ii) Class I
A total tolerance of 10 per cent, by number or weight, of strawberries not satisfying the requirements of the
class but meeting those of Class II is allowed. Within this tolerance not more than 2 per cent in total may
consist of produce satisfying neither the requirements of Class II quality nor the minimum requirements, or
of produce affected by decay.
(iii) Class II
A total tolerance of 10 per cent, by number or weight, of strawberries satisfying neither the requirements of
the class nor the minimum requirements is allowed. Within this tolerance not more than 2 per cent in total
may consist of produce affected by decay.
B. Size tolerances
For all classes: a total tolerance of 10 per cent, by number or weight, of strawberries not satisfying the
requirements as regards the minimum size is allowed.
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V. PROVISIONS CONCERNING PRESENTATION
A. Uniformity
The contents of each package must be uniform and contain only strawberries of the same origin, variety and
quality.
In the ‘Extra’ Class, strawberries, with the exception of wood strawberries, must be particularly uniform and
regular with respect to degree of ripeness, colour and size. In Class I, strawberries may be less uniform in size.
The visible part of the contents of the package must be representative of the entire contents.
B. Packaging
The strawberries must be packed in such a way as to protect the produce properly.
The materials used inside the package must be clean and of a quality such as to avoid causing any external or
internal damage to the produce. The use of materials, particularly of paper or stamps bearing trade
specifications is allowed provided the printing or labelling has been done with non-toxic ink or glue.
Packages must be free of all foreign matter.
VI. PROVISIONS CONCERNING MARKING
Each package must bear the following particulars, in letters grouped on the same side, legibly and indelibly marked,
and visible from the outside:
A. Identification
The name and the address of the packer and/or the dispatcher
This mention may be replaced:
for all packages with the exception of pre-packages, by the officially issued or accepted code mark
representing the packer and/or the dispatcher, indicated in close connection with the reference ‘Packer and/or
Dispatcher’ (or equivalent abbreviations);
— for pre-packages only, by the name and the address of a seller established within the Union indicated in close
connection with the mention ‘Packed for:’ or an equivalent mention. In this case, the labelling shall also
include a code representing the packer and/or the dispatcher. The seller shall give all information deemed
necessary by the inspection body as to the meaning of this code.
B. Nature of produce
— ‘Strawberries’ if the contents of the package are not visible from the outside.
— Name of the variety (optional). C.
Origin of produce
Country of origin (1) and, optionally, district where grown or national, regional or local place name.
D. Commercial specifications
— Class.
(1) The full or the commonly used name shall be indicated.

E. Official control mark (optional)
Packages need not to bear the particulars mentioned in the first subparagraph, when they contain sales packages,
clearly visible from the outside, and all bearing these particulars. These packages shall be free from any indications
such as could mislead. When these packages are palletized, the particulars shall be given on a notice placed in an
obvious position on at least two sides of the pallet.
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UNECE STANDARD Cucumbers

Concerning the marketing and
commercial quality control of

CUCUMBERS
2010 EDITION

UNITED NATIONS
New York and Geneva, 2010
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NOTE
Working Party on Agricultural Quality Standards
The commercial quality standards developed by the Working Party on Agricultural Quality Standards of the
United Nations Economic Commission for Europe (UNECE) help facilitate international trade, encourage highquality production, improve profitability and protect consumer interests. UNECE standards are used by
governments, producers, traders, importers and exporters, and other international organizations. They cover a wide
range of agricultural products, including fresh fruit and vegetables, dry and dried produce, seed potatoes, meat, cut
flowers, eggs and egg products.
Any member of the United Nations can participate, on an equal footing, in the activities of the Working Party.
For more information on agricultural standards, please visit our website <www.unece.org/trade/agr>.
The present revised Standard for Cucumbers is based on document ECE/TRADE/C/WP.7/GE.1/2010/9, reviewed
and adopted by the Working Party at its sixty-sixth session.
The designations employed and the presentation of the material in this publication do not imply the expression of
any opinion whatsoever on the part of the United Nations Secretariat concerning the legal status of any country,
territory, city or area or of its authorities, or concerning the delimitation of its frontiers or boundaries. Mention of
company names or commercial products does not imply endorsement by the United Nations.
All material may be freely quoted or reprinted, but acknowledgement is requested.
Please contact the following address with any comments or enquiries:
Agricultural Standards Unit Trade and Timber
Division United Nations Economic Commission
for Europe Palais des Nations CH-1211 Geneva
10, Switzerland E-mail: agristandards@unece.org

Date of issue: 23 March 2011
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UNECE standard FFV-15 concerning the
marketing and commercial quality control
of cucumbers
I. Definition of produce
This standard applies to cucumbers of varieties (cultivars) grown from Cucumis sativus L. to
be supplied fresh to the consumer, cucumbers for industrial processing and gherkins being
excluded.

II. Provisions concerning quality
The purpose of the standard is to define the quality requirements for cucumbers at the
export-control stage after preparation and packaging.
However, if applied at stages following export, products may show in relation to the
requirements of the standard:
•
a slight lack of freshness and turgidity
•
for products graded in classes other than the “Extra” Class, a slight
deterioration due to their development and their tendency to perish.
The holder/seller of products may not display such products or offer them for sale, or deliver
or market them in any manner other than in conformity with this standard. The holder/seller
shall be responsible for observing such conformity.

A. Minimum requirements
In all classes, subject to the special provisions for each class and the tolerances allowed, the
cucumbers must be:
•
intact
•
sound; produce affected by rotting or deterioration such as to make it unfit for
consumption is excluded
•
clean, practically free of any visible foreign matter
•
fresh in appearance, and firm
•
practically free from pests
•
free from damage caused by pests affecting the flesh
•
free of bitter taste (subject to the special provision for Class II under the
heading “IV. Provisions concerning tolerances”)
•
free of abnormal external moisture

• free of any foreign smell and/or taste. Cucumbers must be sufficiently developed
but their seeds must be soft. The development and condition of the cucumbers
must be such as to enable them:
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•
to withstand transportation and handling
•
to arrive in satisfactory condition at the place of
destination.

B. Classification
Cucumbers are classified in three classes, as defined below:
(i) “Extra” Class
Cucumbers in this class must be of superior quality. They must be characteristic of the
variety and/or commercial type.
They must be:
•
well developed
•
well shaped and practically straight (maximum height of the inner arc: 10 mm
per 10 cm of length of the cucumber).
They must be free from defects, including all deformations and particularly those caused by
seed formation, with the exception of very slight superficial defects, provided these do not
affect the general appearance of the produce, the quality, the keeping quality and presentation
in the package.
(ii) Class I
Cucumbers in this class must be of good quality. They must be characteristic of the variety
and/or commercial type.
They must be:
•
reasonably developed
•
reasonably well-shaped and practically straight (maximum height of the inner
arc: 10 mm per 10 cm of length of the cucumber).
The following slight defects, however, may be allowed, provided these do not affect the
general appearance of the produce, the quality, the keeping quality and presentation in the
package:
•
a slight defect in shape, but excluding that caused by seed development
•
slight defects in coloring; but the light-coloured part of the cucumber, where it
touched the ground during growth, is not considered a defect
•
slight skin defects.

(iii) Class II
This class includes cucumbers that do not qualify for inclusion in the higher classes but
satisfy the minimum requirements specified above.
The following defects may be allowed, provided the cucumbers retain their essential
characteristics as regards the quality, the keeping quality and presentation:
• defects in shape, but excluding those by serious seed development; slightly crooked
cucumbers having a maximum height of the inner arc of 20 mm per 10 cm of length are
allowed

Date of issue: 23 March 2011
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• defects in colouring up to one third of the surface; but the light-coloured part of the cucumber,
where it touched the ground during growth, is not considered a defect
• skin defects.
Crooked cucumbers having a height of the inner arc of more than 20 mm per 10 cm of length are
allowed, provided they have no more than slight defects in colouring and have no defects or
deformation other than crookedness, and are separately packed.

II
I.

Provisions concerning sizing
Size is determined either by weight or by a combination of diameter and length.
Uniformity in size is compulsory for Classes “Extra” and I.
To ensure uniformity in size between produce in the same package, one of the following
two options should be applied:
a)

Sizing by weight

The range in weight shall not exceed:
• 150 g where the smallest piece weighs 400 g or more
• 100 g where the smallest piece weighs between 180 g and less than 400 g
• Cucumbers below 180 g should be reasonably uniform in weight.
b)
Sizing by diameter and length
The range in length must not exceed 5 cm, and cucumbers should be reasonably uniform in
diameter.

IV
Provisions concerning tolerances
.
At all marketing stages, tolerances in respect of quality and size shall be allowed in each
lot for produce not satisfying the requirements of the class indicated.

A.

Quality tolerances

(i)

"Extra" Class
A total tolerance of 5 per cent, by number or weight, of cucumbers not satisfying the
requirements of the class but meeting those of Class I is allowed. Within this tolerance not
more than 0.5 per cent in total may consist of produce satisfying the requirements of Class
II quality.

(ii)

Class I
A total tolerance of 10 per cent, by number or weight, of cucumbers not satisfying the
requirements of the class but meeting those of Class II is allowed. Within this tolerance not
more than 1 per cent in total may consist of produce satisfying neither the requirements of
Class II quality nor the minimum requirements, or of produce affected by decay.

(iii)

Class II
A total tolerance of 10 per cent, by number or weight, of cucumbers satisfying neither the
requirements of the class nor the minimum requirements is allowed. Within this tolerance
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not more than 2 per cent in total may consist of produce affected by decay or of produce
with tips having bitter taste.

B. Size tolerances
For all classes (if sized): a total tolerance of 10 per cent, by number or weight, of cucumbers
not satisfying the requirements as regards sizing is allowed.

V. Provisions concerning presentation
A. Uniformity
The contents of each package must be uniform and contain only cucumbers of the same
origin, variety or commercial type, quality and size (if sized).
The visible part of the contents of the package must be representative of the entire contents.

B. Packaging
The cucumbers must be packed in such a way as to protect the produce properly.
The materials used inside the package must be clean and of a quality such as to avoid
causing any external or internal damage to the produce. The use of materials, particularly of
paper or stamps bearing trade specifications, is allowed, provided the printing or labelling
has been done with non-toxic ink or glue.
Stickers individually affixed to the produce shall be such that, when removed, they neither
leave visible traces of glue nor lead to skin defects.
Packages must be free of all foreign matter.

VI. Provisions concerning marking
1

Each package must bear the following particulars, in letters grouped on the same side,
legibly and indelibly marked, and visible from the outside:

A. Identification
Packer and/or dispatcher/shipper:
Name and physical address (e.g. street/city/region/postal code and, if different from the
country of origin, the country) or a code mark officially recognized by the national
authority .
2

1

These marking provisions do not apply to sales packages presented in
packages.
2

The national legislation of a number of countries requires the explicit declaration of the name
and address. However, in the case where a code mark is used, the reference “packer and/or dispatcher (or
equivalent abbreviations)” has to be indicated in close connection with the code mark, and the code mark
should be preceded by the ISO 3166 (alpha) country/area code of the recognizing country, if not the
country of origin.
Date of issue: 23 March 2011
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B. Nature of produce
•
•

“Cucumbers” if the contents are not visible from the outside
“Crooked cucumbers”, where appropriate.

C. Origin of produce
• Country of origin and, optionally, district where grown, or national, regional or local
place name.
3

D. Commercial specifications
•
Class
•
Size (if sized) expressed as minimum and maximum weights or minimum and
maximum lengths
•
Number of units (optional).

E. Official control mark (optional)

Adopted 1964
Last revised 2010
The OECD Scheme for the Application of International Standards for Fruit and Vegetables
has published an explanatory illustrated brochure on the application of this standard. The
publication may be obtained from the OECD bookshop at: www.oecdbookshop.org.
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CODEX STANDARD FOR PICKLED CUCUMBERS (CUCUMBER PICKLES)
CODEX STAN 115-1981
1. SCOPE
This standard applies to Pickled Cucumbers (in some countries Cucumber Pickles) intended for direct
consumption which are:
(a) prepared with cucumbers as the predominant ingredient;
(b) prepared from desalted cured cucumbers, fermented naturally or by controlled fermentation, or from fresh
cucumbers which are acidulated;
(c) preserved through natural or control fermentation or added acidulants and may be further preserved by
pasteurization with heat, by other physical means or by chemical preservatives.
In some countries, the word "cucumbers" is associated with large size fruit whereas the word "gherkin" (in
French "cornichons") refers to small fruit. Irrespective of customary national trade practice these products are
included in this standard.
This standard does not cover finely chopped products called relish.
2. DESCRIPTION
2.1 Product Definition
Picked cucumbers is the product:
(a) prepared from clean, sound cucumbers of cultivars conforming to the characteristics of Cucumis sativus
L.;
(b) such cucumbers may or may not be peeled and may or may not have seeds removed;
(c) packed with or without a suitable liquid packing medium and seasoning ingredients appropriate to the
product;
(d) is preserved in an appropriate manner before or after the container is closed - such preservation to include
acidulation to a pH of 4.6 or less either by natural or controlled fermentation or addition of a vinegar or an
edible acid, and may also include heat pasteurization, refrigeration or a chemical preservative.
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2.2 Types and Kinds of Pack
2.2.1 Fresh pack type
Prepared from fresh, uncured and unfermented cucumbers.
2.2.2 Cured type
Prepared from cucumbers which have been cured in salt brine or in other suitable curing solution with or
without natural or controlled fermentation. Such salt stock may be sufficiently desalted, if necessary, during
preparation for processing.
2.2.3 Sub-types
Analytical characteristics of the sub-type are determined on the packing medium after equalization.

Sub-type
(a) Dill

Characterizing flavour
Dill herb and/or oil of dill

Prepared from ________ Type
Fresh-pack or Cured Types

(b) "____" (Name of herb)

Herb and oils thereof other than
dill herb and/or oil of dill

Fresh-pack or Cured Types

(c) Sour

Pronounced sour

Fresh-pack or Cured Types

(d) Sweet-sour

Moderately sweet-sour

Fresh-pack or Cured Types

(e) Sweet

Pronounced sweet

Fresh-pack or Cured Types

(f) Mustard

Mustard sauce, mustard seed
and/
or oil of mustard

Fresh-pack or Cured Types

(g) Salt sour

Fresh-pack Type
Pronounced salty

(h) Mild

Fresh-pack or Cured Types
Neither sweet nor sour

(i) Hot

Fresh-pack or Cured Types
Pronounced pepper
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Sub-type

Total Acidity
(as acetic acid)

Salt (NaC1)

Salt free soluble
solids

(a) Dill

0.4% to 2.0%

1.0% to 4.5%

-

(b) "_____" (Name of herb)

0.4% to 2.0%

1.0% to 4.5%

-

(c) Sour

0.7% to 3.5%

1.0% to 5.0%

-

(d) Sweet-Sour

0.5% to 2.0%

0.5% to 3.0%

1.5% to less than 14%

(e) Sweet

0.5% to 2.5%

0.5% to 3.0%

14.0% minimum

(f) Mustard

0.5% to 3.0%

1.0% to 3.0%

-

(g) Salt sour

0.5% to 3.5%

5.0% to 10%

-

(h) Mild

0.4% to 0.7%

1.0% to 3.5%

-

(i) Hot

0.5% to 3.0%

1.0% to 3.0%

-

2.3 Styles
The product shall be presented in one of the following styles:
(a) Whole - Cucumbers with a maximum diameter of 54 mm. In containers larger than 4 litres the cucumbers
may have a maximum diameter of 65 mm. Whole cucumbers of this style may be designated as "gherkin"
when they are not larger than 27 mm in diameter.
(b) Whole curved - Whole cucumbers with a maximum diameter of 54 mm and curved at least 35°.
(c) Halves - Cucumbers divided lengthwise into halves.
(d) Finger cut, Sliced lengthwise of Spears - Cucumbers cut lengthwise into sections of approximately equal
size.
(e) Ring cut or Chunks - Cucumbers cut at right angles to the longitudinal axis having a thickness from 10 to
40 mm and a maximum diameter of 54 mm.
(f) Slices or Cross cuts or Chips - Cucumbers cut at right angles to the longitudinal axis having a thickness
of not more than 10 mm and a maximum diameter of 54 mm.
(g) Strips ("Asier") - Large cucumbers, peeled, divided lengthwise. The prepared halves are cut at right
angle to the longitudinal direction into strips of approximately 10 mm width.
2.4 Other Styles
Any other presentation of the product shall be permitted provided that the product:
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(a) is sufficiently distinctive from other forms of presentation laid down in this standard;
(b) meets all relevant requirements of this standard, including requirements relating to limitations on defects,
drained weight, and any other requirements in this standard which are applicable to that style in the standard
which most closely resembles the style or styles intended to be provided for under this provision;

(c) is adequately described on the label to avoid confusing or misleading the consumer.
3. ESSENTIAL COMPOSITION AND QUALITY FACTORS
3.1 Permitted Ingredients
Cucumbers as specified in Sections 1 and 2
Water
Vinegar
Salt (Sodium chloride)
Vegetable Oils
Nutritive carbohydrate sweeteners
Paprika
Herbs
Spices
Condiments
Vegetables } shall not exceed 5% of the total weight of the product, except for the sub} type "mustard" which may contain not more than 30%.
3.2 Quality Criteria
3.2.1 Colour
The cucumbers shall have normal color characteristics typical of the variety, type of pack and style.

3.2.2 Texture
The cucumbers shall be reasonably firm, crisp and practically free from shrivelled, soft and flabby units and
reasonably free from very large seeds.
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3.2.3 Flavour
The cucumbers shall have a good flavour typical of the type of pack and in consideration of any
characterizing flavouring or special ingredients used.
3.2.4 Size Uniformity
(a) Whole style: Spears or Sliced lengthwise
80% or more, by count, of the cucumbers shall meet the following requirements:
Length - the length of the longest unit shall not exceed that of the shortest unit by more than 50%.

Diameter - the diameter of the largest unit shall not exceed that of the smallest unit by more than 50%.

These requirements do not apply to cucumbers packed in containers of over 4 litres.
(b) Ring cut; Slices; Cross cuts
80% or more by weight of units having the most uniform size meet the following requirement for individual
containers or sample units.
Diameter - the diameter of the largest unit shall not exceed that of the smallest unit by more than 50%.

3.2.5 Definition of Defects
(a) Curved Cucumbers - means whole cucumbers that are curved at an angle of 35° when measured as
illustrated in Annex I.
(b) Misshaped Cucumbers - means whole cucumbers, nubbins, and other deformed cucumbers as illustrated
in Annex I.
(c) Blemished - means affected to a degree that materially detracts from appearance and edibility by
discolouration, scars, scratches, skin breaks or other similar imperfections.
(d) Mechanical damage - means crushed or broken units.
(e) Stem - means any stalk longer than 15 mm.
(f) Poor texture - excessively shrivelled, very soft or flabby or units with very large seeds.
(g) Off color - units that vary markedly from the color typical of the variety and type of pack.
(h) Hollow centres - whole cucumbers in which the internal cavity is large or Ring cuts and Slices in which a
substantial portion of the centre is missing.
(i)

Grit, sand or silt - means any mineral impurities, whether in the liquid packing medium or
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imbedded in the skin or flesh of the cucumbers that affect the
edibility.
3.3.6 Allowances for Defects
Whole; Whole curved: Halves: Finger Cut or Spears
Standard sample unit - 20 whole cucumbers: or 40 halves, finger cut or spears.
Maximum Limit (No. of Units)
Whole curved
Halves
whole
Finger cut or Spears

Defect
(a) Curved (except curved style)
(b) Misshapen
(c) Blemished
(d) Mechanical damage
(e) Stem
(f) Poor texture
(g) Off colour
(h) Hollow centre
Maximum allowable total
(a) through (h)

3
2
3
2
3
1
1
1
___
7

2
1
3
3
2
3
2
____
11

Ring cuts; Slices; Strips
Standard Sample unit - 300 g drained pickles.

Defect
(a) Blemished
(b) Mechanical damage
(c) Poor texture
(d) Off colour
(e) Hollow centre
(f) Stems
Maximum allowable total
(a) through (e)

Maximum Limit in g
15
30
10
10
30
2 each
_______
75 g

3.2.7 Mineral Impurities
All styles and types, except for cucumbers that are peeled not more than 0.08% m/m.
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3.3 Classification of "Defectives"
A container that fails to meet the applicable quality requirements as set out in Section 3.2 shall be considered
a defective.
3.4 Acceptance
A lot will be considered as meeting requirements for Quality Criteria when the number of "defectives" as
defined in Section 3.3 does not exceed the acceptance number (c) of an appropriate sampling plan with an
AQL of 6.5, (see relevant Codex texts on methods of analysis and sampling).
4. FOOD ADDITIVES
Maximum Level
4.1 Solubilizing and dispersing agents
Polysorbate 80 (polyoxyethylene 20 sorbitan) }
monooleate) }
Xanthan gum }
Gum Arabic } 500 mg/kg singly or in
Alginate (Ca, NH4, Na, K) } combination
Propylene glycol alginate }
Carrageenan }
4.2 Firming Agents
Calcium chloride, lactate and gluconate } 250 mg/kg singly or in
} combination
4.3 Preservatives
Sulphur dioxide (as a carry over from raw product) 50 mg/kg
Benzoic acid and its sodium and potassium salts } 1000 mg/kg singly or in
Potassium sorbate } combination
4.4 Colouring matters
Riboflavin }
Fast Green FCF }
Chlorophyll copper complex } 300 mg/kg singly or in
Tartrazine } combination
Annatto extract }
Turmeric }
Sunset Yellow FCF }
beta-Carotene }

205

MARKET OPPORTUNITY STUDY FOR UKRAINIAN FRESH AND PROCESSED FRUITS AND VEGETABLES

ITC

Maximum Level
Oleoresin of paprika } 300 mg/kg singly or in
Brilliant Blue FCF } combination
Caramel, plain }
Caramel (ammonium sulphite treated) }
4.5 Thickening agents (in mustard type only)
Guar gum }
Gum Arabic } Limited by GMP
Carobbean (Locust bean) gum }
4.6 Acidifiers
Acetic acid }
Lactic acid } Limited by GMP
Malic acid }
Citric acid }
4.7 Flavours
Natural flavours and nature-identical flavours } Limited by GMP
}
5. CONTAMINANTS
Tin (Sn) 250 mg/kg, calculated as Sn
Lead (Pb) 1 mg/kg
6. HYGIENE
6.1 It is recommended that the product covered by the provisions of this standard be prepared and handled in
accordance with the appropriate sections of the Recommended International Code of Practice - General
Principles of Food Hygiene (CAC/RCP 1-1969), and other Codes of Practice recommended by the Codex
Alimentarius Commission which are relevant to this product.
6.2 To the extent possible in Good Manufacturing Practice, the product shall be free from objectionable
matter.
6.3 When tested by appropriate methods of sampling and examination, the product:
- shall be free from microorganisms in amounts which may represent a hazard to health;
- shall be free from parasites which may represent a hazard to health; and
- shall not contain any substance originating from microorganisms in amounts which may represent a hazard
to health.

7. WEIGHTS AND MEASURES
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7.1 Fill of Container
7.1.1 Minimum Fill (Pickles plus Packing Medium)
The containers shall be well filled with cucumbers and the product (including packing medium) shall occupy
not less than 90% of the water capacity of the container. The water capacity of the container is the volume of
distilled water at 20°C which the sealed container will hold when the completely filled.
7.1.2 Minimum volume fill for whole and whole curved styles
The cucumber ingredient shall occupy not less than 55% for cured type and 53% for fresh-pack type of the
total capacity (volume) of the container.
7.1.3 Minimum volume fill for all styles except whole
The vegetable and fruit ingredient in styles other than whole shall occupy:
(a) not less than 55% in the case of fresh pack; and
(b) not less than 57% in the case of cured, of the total capacity (volume) of the container.
7.2 Acceptance
The requirements for fill of container (as specified in Section 7.1) shall be deemed to be complied with when
the average from all containers is not less than the minimum required, provided that there is no unreasonable
shortage in individual containers.
8. LABELLING
In addition to the requirements of the Codex General Standard for the Labelling of Prepackaged Foods
(CODEX STAN 1-1985), the following specific provisions apply:
8.1 Name of the Food
8.1.1 The name of the product is:
"Pickled Cucumbers", "Cucumber Pickles", "Pickles" or "Gherkins".
8.1.2 The following shall be included in close proximity to the name of the product:
(a) the type of pack, e.g. "Fresh pack" or "Cured pack";
(b) the style of pack and the sub-type, including the name of the herb in relation to sub-type in section 2.2.3
(b);
(c) the sub-type "dill" which may be declared "Natural dill" or "genuine dill" when the cucumbers are
fermented naturally in a low salt concentration brine;
(d) in whole style, the approximate count range in containers larger than 4 litres.
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8.1.3 If the product is produced in accordance with the other styles provision (sub-section 1.3), the label shall
contain in close proximity to the name of the product such additional words or phrases that will avoid
misleading or confusing the consumer.
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Fruit juices and similar products
The composition of fruit juices, their reserved names, their manufacturing characteristics and their labelling
are subject to specific rules.
Council Directive 2001/112/EC of 20 September 2001 relating to fruit juices and certain similar products
intended for human consumption [See amending act(s)].
SUMMARY
Fruit juices
The products covered by this Directive are:
• fruit juice,
• fruit juice from concentrate,
• dehydrated/powdered fruit juice,
• water extracted fruit juice, and
• fruit nectar.
These products are defined on the basis of their composition and preparation processes so as to ensure that
the terms are used correctly in trade, and not in a manner which may mislead consumers. The Directive also
defines particular (traditional) designations used in certain countries and languages.
LABELLING
Fruit juices are labelled in accordance with the general rules laid down in Directive 2000/13/EC relating to
foodstuffs. However, specific provisions are adopted in this Directive in order to improve consumer
information. These provisions require to make it clear in the product name:
• if a product is a mixture of different fruits;
• if a product has been obtained entirely or partly from a concentrate.
The addition of sugars is no longer authorised in fruit juices. For other products, added sugars should
continue to be labelled in accordance with Directive 2000/13/EC. Since the addition of sugars was previously
allowed, it was common that some food business operators labelled the absence of added sugars in the fruit
juices for commercial reasons by means of nutrition claim with no added sugars. The use of this claim will be
no longer be allowed after the end of the transitional period (18 months after the date of application of new
rules).
To enable the industry to properly inform consumers both during the transitional period and another 18
months after its end, food business operators may use a statement on the labels informing consumers that,
from a certain date, no fruit juices contain added sugars.
For products manufactured from two or more fruits, except where lemon and/or lime juice are used, the
product name shall be composed of a list of the fruits used, in descending order of the volume of the fruit
juices or purées included, as indicated in the list of ingredients.
In the case of products manufactured from three or more fruits, the indication of the fruits used may be
replaced by the words several fruits or a similar wording, or by the number of fruits used.
In the case of concentrated fruit juice, if the product is not intended for delivery to the final consumer, the
labelling must indicate the presence and quantity of added lemon juice, lime juice or acidifying agents on the
packaging, on a label attached to the packaging, or on an accompanying document.
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The Directive lists the raw materials which may be used to manufacture juice and nectar, and also the
additives which may be authorized, subject to the Directive on nutrition labelling for foodstuffs.
The minimum content of fruit juice and/or fruit purée in fruit nectar must conform to the levels indicated in the
Directive and must be stated in the product labelling.
BACKGROUND
This Directive forms part of the programme to simplify certain vertical Directives relating to foodstuffs and
align them to the Lisbon Treaty. It applies without prejudice to the general provisions relating to the labelling
of foodstuffs.
Last updated: 12.11.2013
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Fruit jams and sweetened chestnut purée
The composition and labelling of fruit jams and sweetened chestnut purée are subject to specific rules in
regard to their fruit and sugar content, residual content of Sulphur dioxide and other permitted additives.
Council Directive 2001/113/EC of 20 December 2001 relating to fruit jams, jellies and marmalades and
sweetened chestnut purée intended for human consumption
SUMMARY
The products covered by this Directive are jam, extra jam, jelly, extra jelly, marmalade, jelly marmalade and
sweetened chestnut purée.
Products intended for the manufacture of fine bakery wares, pastries or biscuits are not covered by this
Directive.
The products concerned are defined on the basis of their composition so as to ensure that the product
names are used correctly in trade, and not in a manner which may mislead.
The product name is supplemented by an indication of the fruit or fruits used, in descending order of weight.
However, for products manufactured from three or more fruits, the indication of the fruits used may be
replaced by the words mixed fruit or a similar wording, or by the number of fruits used.
In addition, the labelling of jams, jellies, marmalades and sweetened chestnut puree must include the
following:
Fruit content per 100 grams of product;
total sugar content if no nutrition claim is made for sugars on the labelling pursuant to Directive 90/496/EEC;
residual content of Sulphur dioxide, where it is more than 10 mg/kg.
Annex II to the Directive establishes a list of authorised additives such as honey, sugar, fruit juice and certain
spirits.
The Member States may not obstruct the marketing of products that comply with the provisions of this
Directive.
BACKGROUND
This Directive forms part of the programme to simplify certain vertical Directives relating to foodstuffs. It
takes account of the Directive on labelling and the advertising of foodstuffs.
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Quick-frozen food
Quick-freezing, packaging, labelling and inspection of quick-frozen foodstuffs are harmonised at European
level. Quick-frozen foodstuffs must be labelled as "quick-frozen" and indicate the batch identification. The
freezing temperature must be -18°C or lower, except during transport and delivery. The only cryogenic media
authorised are air, nitrogen and carbon dioxide.
Council Directive 89/108/EEC of 21 December 1988 on the approximation of the laws of the Member States relating to
quick-frozen foodstuffs for human consumption.
SUMMARY
The Directive lays down the rules for the quick-freezing, packaging, labelling and inspection of quick-frozen
foodstuffs.
Freezing process
Quick-frozen foodstuffs are those subjected to the "quick-freezing" process, in which the temperature zone of
maximum crystallisation is spanned as rapidly as possible and the product is then held (after thermal stabilisation) at a
temperature of -18°C or lower.
Quick freezing must be carried out promptly, using appropriate technical equipment, on raw materials of sound,
genuine and merchantable quality. Only air, nitrogen and carbon dioxide meeting specific purity criteria may be
employed as cryogenic media. The purity criteria are set by the Commission.
Deviations from the temperature of -18°C for quick-frozen foods are permitted during transport and local distribution
and in retail display cabinets. The temperature in such instances must not exceed 3°C. However, it may be as much as
6°C in retail display cabinets if Member States so decide.
Product packaging
Quick-frozen foods must be packaged in pre-packaging which protects them against external contamination and
drying.
The labelling of quick-frozen foods must include the sales name, the indication "quick-frozen" and the batch
identification. The other compulsory information varies according to whom the product is intended for:


ultimate consumers, restaurants, hospitals, canteens: the date of minimum durability, the period during which the
product may be stored by the purchaser, the storage temperature and the storage equipment required;



others: the net quantity and the identity of the manufacturer, packer or seller.

Official checks
Member States must ensure that the equipment used for quick-frozen foods complies with the Directive and they
must conduct random official checks on product temperature.
The Commission must adopt the detailed rules for sampling and for monitoring temperature in the modes of
transport, warehousing and storage.
112
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Annex II – Exports to Russia
Ukrainian exports to Russia status of trade
Ukraine’s Exports to the Russian Federation and Trade Restrictions in Place
Commo
dity

Description

United States Dollars
2011
2012
2013
2158.4
2176.7
2085.5
390.8
307.8
314.2

State of Trade

0406

ALL Ag, Fish, Forestry (HS4)
Cheese and Curd
Chocolate & Other Food Products

1806

Containing
Cocoa
Bread, Pastry,
Cakes Etc; Comm

391.2

412.9

306.6

1905
2208

Wafrs,
Emp Caps
Etc
Ethyl Alcohol,
Undenat,
Und80%

99.4
78.0

118.4
76.5

119.2
90.6

1201

Alc; Spirit Beverag
Soybeans, Whether Or Not Broken
Fruit Juice Nt Frtfd W Vit/Mnl Veg

6.3

16.3

78.7

Trade Ban

Juice
NoEd
Spirit
Meat &
Offal Of Poultry, Fresh,
Chill Or Frozen
Food Preparations Nesoi
Wine Of Fresh Grapes; Grape Must

54.2

82.5

72.7

Trade
Ban Export
Voluntary

11.6
4.8

68.9
26.4

71.6
64.0

Restriction**

2204

Nesoi Confection (Incl White
Sugar

29.8

39.4

57.7

1704
2203

Chocolate),
No Cocoa
Beer Made From
Malt
Meat Of Bovine Animals, Fresh Or

92.4
72.3

77.4
73.4

56.5
49.9

0201

Chilled
Vegetables Nesoi Prepared Etc

22.0

40.9

46.0

2005

Nesoi,
Frozen
Prep
OrNot
Pres
Fish; Caviar & Caviar

37.0

29.1

36.8

Trade Ban

1604
1803

Substitutes
Cocoa Paste, Defatted Or Not
Tomatoes Prepared Or Preserved

30.1
35.6

36.9
28.6

33.4
29.9

Trade Ban

2002

Nesoi
Margarine; Edible Mixtures Etc An

11.5

22.0

29.0

Trade Ban

1517

Or
Veg
Fat Nuts
& Oil Etc, Prep Or Pres
Veg,
Fruit,

53.4

34.0

28.4

Trade Ban

2001

By Vinegar
Etc Concentrated Or
Milk
And Cream,

27.5

26.2

26.9

Trade Ban

0402
0702
0202

Sweetened
Tomatoes, Fresh Or Chilled
Meat Of Bovine Animals, Frozen
Sunfl-Seed, Safflow Or Cottonsd

21.3
35.1
34.9

35.8
31.3
26.4

24.8
23.0
22.7

Trade
Ban
Trade Ban

1512

Oil
Etc, No
Ch Mod Etc & Oth
Waters,
Sweetened

118.6

20.7

21.3

Partial Trade Ban

2202

Nonalc
Nesoi
Meat
OfBeverages
Swine (Pork),
Fresh,
Chilled Or Frozen
Whey & Milk Products Nesoi,
Flavoured Etc. Or Not
Corn (Maize)
Sat Acyclic Nonocarbox Acid &
Anhyd, Halogon Etc

16.0

16.3

19.5

Equivalent of Trade

56.9

90.9

19.5

Ban*

3.5
27.1

3.5
8.1

18.8
17.7

Trade Ban

23.2

34.3

17.7

2009
0207
2106

0203
0404
1005
2915
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Fruit, Nuts Etc Prepared Or
2008

Preserved
Nesoi
Sugars Nesoi,
Incl Chem Pure

6.4

8.7

9.0

1702

Lactose Etc;
Caramel
Sunflower
Seeds,
Whether Or Not

3.4

2.8

8.4

1206
1108

Broken
Starches; Inulin
Acyclic Alcohols & Halogenat,
Sulfonatd Etc Derivs
Cereal Groats, Meal And Pellets
Birds' Eggs, In The Shell, Fresh,
Preserv Or Cookd
Other not listed***
Malt Ext; Food Prep Of Flour Etc Un

10.2
5.8

5.1
7.8

7.8
7.1

Trade Ban

1.4
6.6

2.5
7.2

7.0
6.7

Partial Trade Ban

9.4
183.0

4.0
179.0

6.6
137.2

2905
1103
0407

1901

40% Cocoa
Etc Fats And Oils
Butter
And Other

2.3

2.6

17.4

0405

Derived
From
Milk Molds; Chemical
Binders For
Found

5.2

0.2

16.4

3824

Prod
Etc&Nesoi
Sauces
Prep; Mixed Condiments,
Mustard Flour Etc

22.9

26.4

15.2

15.6

15.4

14.5

2103

Trade Ban

N/a

Trade Ban

* Approved facilities are situated in a central government uncontrolled zone
** Results in no trade
*** There could be additional trade restrictions in place but not listed product bans as well
as restrictions imposed on individual companies that would not be captured in this table.
Source: World Trade Atlas, FAS/Kyiv trade analysis
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Annex III – HS Codes
HS codes relating to Ukrainian fruits and vegetables (F&V)
Code

Product Description

EDIBLE FRUIT AND NUTS; PEEL OF CITRUS FRUIT OR MELONS
08

0802

Other nuts, fresh or dried, whether or not shelled or peeled

0806

Grapes, fresh or dried

0807

Melons (including watermelons) and papaws (papayas), fresh

0808

Apples, pears and quinces, fresh

0809

Apricots, cherries, peaches (including nectarines), plums and sloes, fresh

0810

Other fruit, fresh

0811

Fruit and nuts, uncooked or cooked by steaming or boiling in water, frozen, whether or not containing added sugar or
other sweetening matter

0812

Fruit and nuts, provisionally preserved (for example, by Sulphur dioxide gas, in brine, in Sulphur water or in other
preservative solutions), but unsuitable in that state for immediate consumption

0813

Fruit, dried, other than that of headings 0801 to 0806; mixtures of nuts or dried fruits of this chapter

0814

Peel of citrus fruit or melons (including watermelons), fresh, frozen, dried or provisionally preserved in brine, in
Sulphur water or in other preservative solutions

0701

Potatoes, fresh or chilled

0702

Tomatoes, fresh or chilled

0703

Onions, shallots, garlic, leeks and other alliaceous vegetables, fresh or chilled

0704

Cabbages, cauliflowers, kohlrabi, kale and similar edible brassicas, fresh or chilled

0705

Lettuce (Lactuca sativa) and chicory (Cichorium spp.), fresh or chilled
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0706

Carrots, turnips, salad beetroot, salsify, celeriac, radishes and similar edible roots, fresh or chilled

0707

Cucumbers and gherkins, fresh or chilled

0708

Leguminous vegetables, shelled or unshelled, fresh or chilled

0709

Other vegetables, fresh or chilled

0710

Vegetables (uncooked or cooked by steaming or boiling in water), frozen

0711

Vegetables provisionally preserved (for example, by Sulphur dioxide gas, in brine, in Sulphur water or in other
preservative solutions), but unsuitable in that state for immediate consumption

0712

Dried vegetables, whole, cut, sliced, broken or in powder, but not further prepared

2001

Vegetables, fruit, nuts and other edible parts of plants, prepared or preserved by vinegar or acetic acid

2002

Tomatoes prepared or preserved otherwise than by vinegar or acetic acid

2003

Mushrooms and truffles, prepared or preserved otherwise than by vinegar or acetic acid

2004

Other vegetables prepared or preserved otherwise than by vinegar or acetic acid, frozen, other than products of
heading 2006

2005

Other vegetables prepared or preserved otherwise than by vinegar or acetic acid, not frozen, other than products of
heading 2006

2006

Vegetables, fruit, nuts, fruit-peel and other parts of plants, preserved by sugar (drained, glacé or crystallised)

2007

Jams, fruit jellies, marmalades, fruit or nut purée and fruit or nut pastes, obtained by cooking, whether or not
containing added sugar or other sweetening matter

2008

Fruit, nuts and other edible parts of plants, otherwise prepared or preserved, whether or not containing added sugar
or other sweetening matter or spirit, not elsewhere specified or included

2009

Fruit juices (including grape must) and vegetable juices, unfermented and not containing added spirit, whether or
not containing added sugar or other sweetening matter

2103

Sauces and preparations therefor; mixed condiments and mixed seasonings; mustard flour and meal and prepared
mustard

2104

Soups and broths and preparations therefor; homogenized composite food preparations

2106

Food preparations not elsewhere specified or included
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Annex IV – Labelling
General rules on food labelling
Although Council Directive 2000/13/EC has been repealed by Regulation (EU) No 1169/2011, foods legally
placed on the market or labelled prior to 13th December 2014 which do not comply with the requirements of
the new Regulation, may be marketed until the stocks of the foods are exhausted. The following table shows
the former and the new legislation on the mandatory food information which must accompany any food
intended for supply to the final consumer:

Issue

Legislation from 13/12/2014

The name of the foodstuff shall be its legal name.
Name of the
food

It shall not be replaced with a name protected as intellectual property, brand name or fancy name.
Specific provisions on the name of the food and particulars that shall accompany it are laid down in Annex VI to the
Regulation

Preceded by the word "Ingredients", the list shall include all ingredients (including additives or enzymes) in
descending order of weight as recorded at the time of their use in the manufacture and designated by their
specific name.
Names of ingredients present in the form of engineered nanomaterials shall be included and followed by the word
"nano" in brackets.

List
ingredients

of

Any ingredient or processing aid listed or derived from a substance or product listed in Annex II to the Regulation
causing allergies or intolerances, even if it is included in the final product in an altered form, shall be indicated in
the list of ingredients and emphasised through a typeset in order to clearly distinguish it from other ingredientes
(i.e. font, style or background color)
The indication of the quantity of an ingredient or category of ingredients used in the manufacture or preparation
of a food shall be required where such an ingredient/category of ingredients:
1.

appears in the name of the food or is usually associated with it by the consumer;

2.

is emphasised on the labelling in words, pictures or graphics; or

3.

is essential to identify a food and to distinguish it from other similar products.

It shall be expressed in units of volume in the case of liquid products (litre, centilitre, millilitre) and units of mass in
the case of other products (kilogram, gram)
Net quantity
Foods which are sold in a liquid medium must also label the drained net weight of the food
For glazed frozen foods the net weight should be exclusive of the ice glaze
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It shall be the date until which the foodstuff retains its specific properties when properly stored.
The date shall consist of day, month and year in that order and preceded by the words "best before" or "best
before end" in accordance with Annex X

Minimum
durability date

When foods are highly perishable and are therefore likely after a short period to constitute an immediate danger
to human health, the date of minimum durability shall be replaced by the "use by" date.

Storage
conditions
conditions
use

Where foods require special storage conditions and/or conditions of use, they shall be indicated.

or
of

Once the package is opened, in order to enable appropriate storage or use of the food, the storage conditions
and/or time limit for consumption shall be indicated, when needed

Indication of these issues shall be mandatory:
Country
of
origin
or
place
of
provenance



where failure to indicate this might mislead the consumer as to the true country of origin or place of
provenance of the food



for meat falling within the Combined Nomenclature codes listed in Annex XI.
Where the country of origin or the place of provenance of a food is different than of its primary ingredient, the
latter shall also be given or indicated as being different to that of the food

Instructions of
use

Instructions for use of a food shall be indicated to enable appropriate use

The rules concerning indication of the alcoholic strength by volume of products classified in CN code 2204, shall be
laid down in specific Union provisions applicable to such products.

Alcoholic
strength

The actual alcoholic strength of products containing more than 1,2% of alcohol different from those classified in CN
code 2204, shall be indicated in accordance with Annex XII

Lot marking

Indication which allows identification of the lot to which the foodstuff belongs shall be affixed on pre-packaged
foodstuffs preceded by the letter "L"

Note: It will not be compulsory until 13th December 2016
Mandatory content: energy value
Nutrition
declaration




the amounts of fat, saturates, carbohydrate, sugars, protein and salt



mono-unsaturates

Non-mandatory content:
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polyunsaturates
polyols
starch
fibre
vitamins or minerals
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Annex V – Ukraine export of processed fruits and vegetables by main
product groups in 2010-2014
Indicator
Value
Euro

Product Group

2010

2011

2012

2013

2014

58 594

56 315

135 112

180 747

134 400

Other processed and preserved 97 198
fruit and vegetables

130 306

135 975

98 802

97 413

Canned fruit and vegetables

64 644

55 870

66 057

75 106

53 121

Dried Vegetables

33 192

45 171

51 268

34 148

47 909

Frozen Fruits

41 017

40 768

35 947

34 982

35 917

Frozen Vegetables

7 064

5 261

5 798

5 469

7 456

Jams, fruit jellies and fruit or 2 649
nut puree and pastes

2 763

2 219

2 061

1 520

Total

336 453

432 377

431 315

377 734

2010

2011

2012

2013

2014

85 721

57 652

108 416

144 385

124 415

Other Processed and preserved 42 734
fruit and vegetables

51 422

54 049

42 083

40 726

Canned fruit and vegetables

94 486

76 167

83 498

92 659

59 584

Dried Vegetables

158 261

173 447

177 697

112 425

195 321

Frozen Fruits

21 606

18 278

20 108

19 354

20 923

Frozen Vegetables

11 403

7 074

9 012

8 540

11 738

Jams, Fruit Jellies and fruit or 4 075
nut puree and pastes

3 533

2 279

2 614

2 196

Total

387 574

455 059

422 061

454 903

000 Fruit and vegetable juices

304 357

Figure 139 Ukraine Exports of processed fruits and vegetables 2011 - 2014

Indicator
Weight
tons

Product Group
in Fruit and Vegetable Juices

418 287

Annex VI – Western and Northern Europe production calendar
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Ukraine production
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Pepper

Eggplant

Squash

Melon

ITC
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Months
Production
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Radish

Celeria Bulb
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Red beet

Carrot

ITC
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Months
Production
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Production
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Annex VII – Export Markets Country profiles
European Country profiles
The country profiles below provide a basic overview of the countries and can be utilized as a starting point
for understanding the markets.

Poland

List of Produce Markets:
Name of Market

City its located in

Stary Kleparz

Krakow

Bio Bazar

Warsaw

Main Market square

Krakow

Market Place

Gdynia

Gross Domestic Product: $474.9 Billion (EST 2015)
Gross Domestic Product per Capita: $26,500 (Est. 2015)

Ukrainian exports of vegetables to Poland
Ukraine's exports to Poland
Product
code

Product label

Value in
2013
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Value in
2014

Value in
2015
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'0702

Tomatoes, fresh or chilled

'0710

Vegetables, uncooked or cooked by steaming
or boiling in water, frozen

'0707

Cucumbers and gherkins, fresh or chilled

'0713

ITC

0

0

1848

153

1162

910

0

0

816

Dried leguminous vegetables, shelled, whether
or not skinned or split

1065

1373

516

'0709

Other vegetables, fresh or chilled (excluding
potatoes, tomatoes, alliaceous vegetables,
edible ...

2317

1612

190

'0711

Vegetables provisionally preserved, e.g. by
Sulphur dioxide gas, in brine, in Sulphur water
...

286

348

82

'0712

Dried vegetables, whole, cut, sliced, broken or
in powder, but not further prepared

24

114

63

'0703

Onions, shallots, garlic, leeks, and other
alliaceous vegetables, fresh or chilled

3

147

63

'0706

Carrots, turnips, salad beetroot, salsify,
celeriac, radishes, and similar edible roots,
fresh ...

0

2

59

'0705

Lettuce "Lactuca sativa" and chicory "Cichorium
spp.", fresh or chilled

0

0

0

'0701

Potatoes, fresh or chilled

0

0

0

'0708

Leguminous vegetables, shelled or unshelled,
fresh or chilled

13

0

0

'0714

Roots and tubers of manioc, arrowroot, salep,
Jerusalem artichokes, sweet potatoes and
similar ...

0

0

0

'0704

Cabbages, cauliflowers, kohlrabi, kale and
similar edible brassicas, fresh or chilled

8

0

0

Figure 140 Ukrainian exports of vegetables to Poland

Ukraine exports to Poland in 2015
Product: 08 Edible fruit and nuts; peel of citrus fruit or melons
Sources: ITC calculations based on UN COMTRADE statistics.
Product
Code

Product Label
Value in 2015,

Annual growth
in value
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Share in Ukraine's exports,

Value in 2015, USD
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USD thousand

0811

Fruit and nuts,
uncooked or cooked
frozen,

0807

between 20112015, %, p.a.

%

thousand

13,258

9

32.1

41,279

Melons, incl.
watermelons,

1,690

23

43.1

3,925

0810

Fresh strawberries,
raspberries,
blackberries, back,
white or red currants,
gooseberries.

1,552

-15

49.9

3,109

0813

Dried apricots, prunes,
apples, peaches, pears,

222

64

15.2

1,459

0802

Other nuts, fresh or
dried, whether or not
shelled or peeled.

219

-28

0.2

102,389

0806

Grapes, fresh or dried

11

8

137

0801

Coconuts, Brazil nuts
and cashew nuts, fresh
or dried, whether or
not shelled or peeled

0

0

35

0808

Apples, pears and
quinces, fresh

0

0

1,125

0809

Apricots, cherries,
peaches incl.
nectarines, plums and
sloes, fresh

0

0

547

Figure 141 Ukrainian exports of fruits and nuts to Poland

With each of these items Poland is a leading market for Ukraine’s exports of frozen fruits and nuts falling
under class 08 with the following market share of Ukraine’s exports:

Poland’s share of Ukrainian exports of frozen berries
081190

Frozen fruit and nuts, uncooked or cooked by steaming or boiling in
water, whether or not sweetened (excluding strawberries,
raspberries, blackberries, mulberries, loganberries, black, white or
red currants and gooseberries)

233
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081120

081110

Frozen raspberries, blackberries, mulberries, loganberries, black-,
white- or red currants and gooseberries, uncooked or cooked by
steaming or boiling in water, whether or not sweetened

43.7%

Frozen strawberries, uncooked or cooked by steaming or boiling in
water, whether or not sweetened

6.9%

Figure 142 Poland’s share of Ukrainian exports of frozen berries
Ukrainian exports of processed foods to Poland
Ukraine's exports to Poland
Product
code

Product label

'2102

Yeasts, active or
inactive; other dead
single-cell microorganisms, prepared
baking powders ...

Value in
2013

Value in
2014

Value in
2015

2640

3210

3918

'2103

Sauce and
preparations therefor;
mixed condiments and
mixed seasonings;
mustard flour and
meal, ...

17

373

306

'2104

Soups and broths and
preparations therefor;
food preparations
consisting of finely
homogenized ...

0

0

222

'2106

Food preparations,
n.e.s.

77

541

50

'2101

Extracts, essences and
concentrates, of
coffee, tea or maté
and preparations with
a basis of ...

91

43

33

'2105

Ice cream and other
edible ice, whether or
not containing cocoa

0

0

0

Figure 143 Ukrainian exports of processed foods to Poland
Ukrainian exports of processed F&V to Poland
Ukraine's exports to Poland
Product
code

'2009

'2002

Product label

Fruit juices, incl. grape
must, and vegetable
juices, unfermented,
not containing added
spirit, ...

Value in
2013

Value in
2014

Value in
2015

141020

115921

71080

2

4734

7655

Tomatoes, prepared
or preserved
otherwise than by

234

ITC

ITC

MARKET OPPORTUNITY STUDY FOR UKRAINIAN FRESH AND PROCESSED FRUITS AND VEGETABLES

vinegar or acetic acid

'2008

Fruits, nuts and other
edible parts of plants,
prepared or
preserved, whether or
not containing ...

227

11

24

'2005

Other vegetables
prepared or preserved
otherwise than by
vinegar or acetic acid,
not frozen ...

0

3

13

'2001

Vegetables, fruit, nuts
and other edible parts
of plants, prepared or
preserved by vinegar
...

0

0

11

'2007

Jams, fruit jellies,
marmalades, fruit or
nut purée and fruit or
nut pastes, obtained
by cooking, ...

0

0

7

'2006

Vegetables, fruit, nuts,
fruit-peel and other
edible parts of plants,
preserved by sugar
"drained, ...

0

0

5

'2003

Mushrooms and
truffles, prepared or
preserved otherwise
than by vinegar or
acetic acid

0

0

0

'2004

Vegetables prepared
or preserved
otherwise than by
vinegar or acetic acid,
frozen (excluding ...

0

0

0

Figure 144 Ukrainian exports of processed F&V to Poland

Estonia
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Top 5 Produce Markets
Name of Market

City its located in

Balti Jaam Market

Tallinn

Sadama Market

Tallinn

Central Market

Tallinn

DEPOO

Tallinn

Masters Yard

Tallinn

Gross Domestic Product: $22.7 billion (2015 EST)
Gross Domestic Product per Capita: $28,600 (2015 EST)
Ukrainian exports to Estonia and Estonian imports 2013 – 2015 class 07 vegetables
Ukraine's exports to Estonia
Product
code

Product label

Value in
2013

Value in
2014

Estonia's imports from world

Value in
2015

Value
in
2013

Value
in
2014

Value in 2015

'0702

Tomatoes, fresh or
chilled

0

4

150

18008

18839

16504

'0707

Cucumbers and
gherkins, fresh or
chilled

0

0

25

4270

5112

3605

'0703

Onions, shallots,
garlic, leeks and
other alliaceous
vegetables, fresh or
chilled

55

42

12

3595

2835

2377

'0713

Dried leguminous
vegetables, shelled,
whether or not
skinned or split

29

39

7

1027

612

1691

'0709

Other vegetables,
fresh or chilled
(excluding potatoes,
tomatoes, alliaceous
vegetables, edible ...

2

2

2

10810

12168

11496

'0711

Vegetables
provisionally
preserved, e.g. by
Sulphur dioxide gas,
in brine, in Sulphur
water ...

0

0

0

527

333

191
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'0712

Dried vegetables,
whole, cut, sliced,
broken or in powder,
but not further
prepared

0

0

0

5405

5160

5102

'0710

Vegetables,
uncooked or cooked
by steaming or
boiling in water,
frozen

0

0

0

6048

6675

5817

'0708

Leguminous
vegetables, shelled
or unshelled, fresh or
chilled

0

0

0

167

216

293

'0714

Roots and tubers of
manioc, arrowroot,
salep, Jerusalem
artichokes, sweet
potatoes and similar
...

0

0

0

70

129

124

'0701

Potatoes, fresh or
chilled

0

0

0

1366

1389

953

'0704

Cabbages,
cauliflowers,
kohlrabi, kale and
similar edible
brassicas, fresh or
chilled

40

0

0

3488

3175

3303

'0705

Lettuce "Lactuca
sativa" and chicory
"Cichorium spp.",
fresh or chilled

0

0

0

3502

3510

3395

'0706

Carrots, turnips,
salad beetroot,
salsify, celeriac,
radishes and similar
edible roots, fresh ...

0

4

0

2518

1913

2251

Figure 145 Ukrainian exports to Estonia and Estonian imports 2013 – 2015 class 07 vegetables

Until 2015 trade in vegetables exported by Ukraine and imported by Latvia was very limited. In 2015, Ukraine
began to export tomatoes to Latvia, perhaps greenhouse production based upon the timing of these exports.

Ukrainian exports to Estonia and Estonian imports 2013 – 2015 class 08 fruits
Ukraine's exports to Estonia
Product
code

Product label

Value in
2013

Value in
2014

Estonia's imports from world

Value in
2015

Value in
2013

Value in
2014

Value in
2015

'0807

Melons, incl. watermelons, and papaws
(papayas), fresh

614

365

443

5948

6959

6442

'0811

Fruit and nuts, uncooked or cooked by
steaming or boiling in water, frozen,
whether or not ...

42

130

153

22443

15614

14901
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'0802

Other nuts, fresh or dried, whether or not
shelled or peeled (excluding coconuts,
Brazil nuts ...

24

0

8

8826

11056

12772

'0810

Fresh strawberries, raspberries,
blackberries, back, white or red currants,
gooseberries and ...

0

35

3

7198

7604

8593

'0813

Dried apricots, prunes, apples, peaches,
pears, papaws "papayas", tamarinds and
other edible ...

0

0

0

4403

4910

4927

'0814

Peel of citrus fruit or melons, incl.
watermelons, fresh, frozen, dried or
provisionally preserved ...

0

0

0

3

27

16

'0805

Citrus fruit, fresh or dried

0

0

0

17429

16425

14999

'0809

Apricots, cherries, peaches incl. nectarines,
plums and sloes, fresh

0

0

0

6666

7684

7558

'0804

Dates, figs, pineapples, avocados, guavas,
mangoes and mangosteen, fresh or dried

0

0

0

3077

4278

4899

'0812

Fruit and nuts, provisionally preserved, e.g.
by Sulphur dioxide gas, in brine, in Sulphur
...

0

0

0

42

179

55

'0808

Apples, pears and quinces, fresh

0

0

0

12423

12387

12473

'0801

Coconuts, Brazil nuts and cashew nuts,
fresh or dried, whether or not shelled or
peeled

0

0

0

2100

3662

4639

'0806

Grapes, fresh or dried

0

0

0

10785

10825

9996

'0803

Bananas, incl. plantains, fresh or dried

0

0

0

13109

15368

15257

Figure 146 Ukrainian exports to Estonia and Estonian imports 2013 – 2015 class 08 fruits

For several years Ukraine, has been exporting melons and nuts to Estonia, in 2014 a shipment of
strawberries was shipped to Estonia from Ukraine.
Ukraine exports of processed F&V to Estonia
Ukraine's exports to Estonia
Product
code

Product label

Value in
2013

Value in
2014

Value in 2015

'2005

Other vegetables prepared or preserved otherwise than by vinegar or
acetic acid, not frozen ...

122

77

71

'2001

Vegetables, fruit, nuts and other edible parts of plants, prepared or
preserved by vinegar ...

111

108

68

'2009

Fruit juices, incl. grape must, and vegetable juices, unfermented, not
containing added spirit, ...

26

28

42

'2002

Tomatoes, prepared or preserved otherwise than by vinegar or acetic
acid

8

2

7

'2007

Jams, fruit jellies, marmalades, fruit or nut purée and fruit or nut
pastes, obtained by cooking, ...

0

1

1

0

0

0

'2006
Vegetables, fruit, nuts, fruit-peel and other edible parts of plants,
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preserved by sugar "drained, ...

'2008

Fruits, nuts and other edible parts of plants, prepared or preserved,
whether or not containing ...

'2004

'2003

82

25

0

Vegetables prepared or preserved otherwise than by vinegar or acetic
acid, frozen (excluding ...

0

0

0

Mushrooms and truffles, prepared or preserved otherwise than by
vinegar or acetic acid

0

0

0
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Latvia

List of Produce Markets:
Name of Market

City its located in

Peter market

Kurzeme Region, Latvia

Central Market

Riga Region, Latvia

E.A.T. Riga Tours

Riga Region, Latvia

Gross Domestic Product: $49.08 Billion (2015 EST.)
Gross Domestic Product per Capita: $24,700 (2015 EST.)
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Exports from Ukraine to Latvia 2015
Ukraine trade with Latvia in class 07
Ukraine's exports to Latvia
Product
code

Product label

'0702

Tomatoes, fresh or chilled

'0713

Dried leguminous vegetables, shelled, whether or not
skinned or split

'0707

Value in
2013

Value in
2014

Latvia's imports from world

Value in
2015

Value in
2013

Value in
2014

Value in
2015

0

17

452

24255

26329

22951

50

72

79

1284

1718

3812

Cucumbers and gherkins, fresh or chilled

0

0

16

7206

6602

5664

'0703

Onions, shallots, garlic, leeks and other alliaceous
vegetables, fresh or chilled

0

0

12

6270

6018

4370

'0712

Dried vegetables, whole, cut, sliced, broken or in powder,
but not further prepared

26

34

3

1994

2205

2392

'0701

Potatoes, fresh or chilled

0

0

0

3007

3806

2720

'0709

Other vegetables, fresh or chilled (excluding potatoes,
tomatoes, alliaceous vegetables, edible ...

0

0

0

18535

20512

16708

'0711

Vegetables provisionally preserved, e.g. by Sulphur dioxide
gas, in brine, in Sulphur water ...

0

0

0

490

462

357

'0708

Leguminous vegetables, shelled or unshelled, fresh or
chilled

0

0

0

848

3655

4033

'0714

Roots and tubers of manioc, arrowroot, salep, Jerusalem
artichokes, sweet potatoes and similar ...

0

0

0

50

13

23

'0704

Cabbages, cauliflowers, kohlrabi, kale and similar edible
brassicas, fresh or chilled

0

0

0

4981

5573

4797

'0706

Carrots, turnips, salad beetroot, salsify, celeriac, radishes
and similar edible roots, fresh ...

0

0

0

6410

6094

6363

'0705

Lettuce "Lactuca sativa" and chicory "Cichorium spp.",
fresh or chilled

0

0

0

5564

6229

4969

'0710

Vegetables, uncooked or cooked by steaming or boiling in
water, frozen

1

0

0

5619

6147

5158

Figure 147 Ukraine trade with Latvia in class 07

Ukraine trade with Latvia in class 07 has been almost exclusively in tomatoes. This reflects both greenhouse
production and the fact that the Latvian open field tomato crop is after that of Ukraine and therefore
Ukrainian product is competitive during a small window of time.

Ukraine trade with Latvia in class 08
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Ukraine has been supplying Latvia with melons for several years, however, in 2015 this volume decreased.
In 2015 Latvia became a major importer of frozen fruits from Ukraine.
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Lithuania

List of Produce Markets:
Name of Market

City its located in

Tymo Turgus

Vilnius Lithuania

Ulonu Turgelis

Vilnius Lithuania

Bobos Darzas

Vilnius Lithuania

Ukininku turgus

Vilnius Lithuania

Centrine Ukininku prekyviete

Vilnius Lithuania

Gross Domestic Product: 82.36 Billion (EST. 2015)
Gross Domestic Product per Capita: $28,400 (EST. 2015)

Ukrainian exports of vegetables to Lithuania
Ukraine's exports to Lithuania
Product
code

Product label

Value in
2013

Value in
2014

Value in
2015

'0707

Cucumbers and gherkins, fresh or chilled

0

0

177

'0702

Tomatoes, fresh or chilled

0

26

124

'0709

Other vegetables, fresh or chilled (excluding potatoes,
tomatoes, alliaceous vegetables, edible ...

191

588

82

'0713

Dried leguminous vegetables, shelled, whether or not
skinned or split

252

533

65

'0710

Vegetables, uncooked or cooked by steaming or boiling in
water, frozen

165

153

28
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'0706

Carrots, turnips, salad beetroot, salsify, celeriac, radishes
and similar edible roots, fresh ...

6

3

28

'0712

Dried vegetables, whole, cut, sliced, broken or in powder,
but not further prepared

0

29

12

'0708

Leguminous vegetables, shelled or unshelled, fresh or
chilled

0

0

0

'0714

Roots and tubers of manioc, arrowroot, salep, Jerusalem
artichokes, sweet potatoes and similar ...

0

0

0

'0701

Potatoes, fresh or chilled

0

0

0

'0705

Lettuce "Lactuca sativa" and chicory "Cichorium spp.",
fresh or chilled

0

0

0

'0704

Cabbages, cauliflowers, kohlrabi, kale and similar edible
brassicas, fresh or chilled

0

0

0

'0703

Onions, shallots, garlic, leeks and other alliaceous
vegetables, fresh or chilled

0

1

0

'0711

Vegetables provisionally preserved, e.g. by Sulphur dioxide
gas, in brine, in Sulphur water ...

10

0

0

Figure 148 Ukrainian exports of vegetables to Lithuania
Ukrainian exports of fruits to Lithuania
Ukraine's exports to Lithuania
Product
code

Product label

Value in
2013

'0811

Fruit and nuts, uncooked or cooked by steaming or boiling
in water, frozen, whether or not ...

'0802

Other nuts, fresh or dried, whether or not shelled or
peeled (excluding coconuts, Brazil nuts ...

'0807

Melons, incl. watermelons, and papaws (papayas), fresh

'0808

Value in
2014

Value in
2015

283

2837

2387

1028

816

1006

441

219

333

Apples, pears and quinces, fresh

0

0

7

'0810

Fresh strawberries, raspberries, blackberries, back, white
or red currants, gooseberries and ...

4

112

0

'0805

Citrus fruit, fresh or dried

0

0

0

'0809

Apricots, cherries, peaches incl. nectarines, plums and
sloes, fresh

0

0

0

'0803

Bananas, incl. plantains, fresh or dried

0

0

0

'0801

Coconuts, Brazil nuts and cashew nuts, fresh or dried,
whether or not shelled or peeled

0

0

0

'0806

Grapes, fresh or dried

0

0

0

'0804

Dates, figs, pineapples, avocados, guavas, mangoes and
mangosteen, fresh or dried

0

0

0

'0812

Fruit and nuts, provisionally preserved, e.g. by Sulphur
dioxide gas, in brine, in Sulphur ...

0

0

0
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'0813

Dried apricots, prunes, apples, peaches, pears, papaws
"papayas", tamarinds and other edible ...

0

60

0

'0814

Peel of citrus fruit or melons, incl. watermelons, fresh,
frozen, dried or provisionally preserved ...

0

0

0

Figure 149 Ukrainian exports of fruits to Lithuania

Exports from Ukraine to Lithuania
Ukraine's exports to
Lithuania

Product Label

Value in 2015, USD
thousand

Other vegetables, fresh or chilled (excluding
potatoes, tomatoes, alliaceous vegetables,
edible . . .

295

Cucumbers and gherkins, fresh or chilled

179

Tomatoes, fresh or chilled

125

Vegetables, uncooked or cooked by steaming or
boiling in water, frozen

98

Dried leguminous vegetables, shelled, whether
or not skinned or split

65

Carrots, turnips, salad beetroot, salsify, celeriac,
radishes and similar edible roots, fresh . . .

31

Dried vegetables, whole, cut, sliced, broken or in
powder, but not further prepared
Figure 150 Ukrainian exports of vegetables to Lithuania class 07

11

Ukrainian exports to Lithuanian of fruits – class 08
Ukraine's exports to Lithuania
Product
code

Product label

Value in
2013

'0811

Fruit and nuts, uncooked or cooked by steaming or boiling
in water, frozen, whether or not ...

'0802

Other nuts, fresh or dried, whether or not shelled or
peeled (excluding coconuts, Brazil nuts ...

'0807

Melons, incl. watermelons, and papaws (papayas), fresh

'0808

Value in
2014

Value in
2015

283

2837

2387

1028

816

1006

441

219

333

Apples, pears and quinces, fresh

0

0

7

'0803

Bananas, incl. plantains, fresh or dried

0

0

0

'0810

Fresh strawberries, raspberries, blackberries, back, white
or red currants, gooseberries and ...

4

112

0

'0813

Dried apricots, prunes, apples, peaches, pears, papaws
"papayas", tamarinds and other edible ...

0

60

0

'0814

Peel of citrus fruit or melons, incl. watermelons, fresh,
frozen, dried or provisionally preserved ...

0

0

0
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'0801

Coconuts, Brazil nuts and cashew nuts, fresh or dried,
whether or not shelled or peeled

0

0

0

'0806

Grapes, fresh or dried

0

0

0

'0805

Citrus fruit, fresh or dried

0

0

0

'0809

Apricots, cherries, peaches incl. nectarines, plums and
sloes, fresh

0

0

0

'0804

Dates, figs, pineapples, avocados, guavas, mangoes and
mangosteen, fresh or dried

0

0

0

'0812

Fruit and nuts, provisionally preserved, e.g. by Sulphur
dioxide gas, in brine, in Sulphur ...

0

0

0

Figure 151 Ukrainian exports to Lithuanian of fruits – class 08
Ukrainian exports of processed F&V to Lithuania
Ukraine's exports to Lithuania
Product
code

Product label

Value in
2013

Value in
2014

Value in
2015

'2009

Fruit juices, incl. grape must, and vegetable juices,
unfermented, not containing added spirit, ...

531

548

472

'2008

Fruits, nuts and other edible parts of plants, prepared or
preserved, whether or not containing ...

305

441

354

'2002

Tomatoes, prepared or preserved otherwise than by
vinegar or acetic acid

55

847

243

'2001

Vegetables, fruit, nuts and other edible parts of plants,
prepared or preserved by vinegar ...

3

0

30

'2005

Other vegetables prepared or preserved otherwise than by
vinegar or acetic acid, not frozen ...

29

0

4

'2007

Jams, fruit jellies, marmalades, fruit or nut purée and fruit
or nut pastes, obtained by cooking, ...

0

4

0

'2003

Mushrooms and truffles, prepared or preserved otherwise
than by vinegar or acetic acid

0

0

0

'2004

Vegetables prepared or preserved otherwise than by
vinegar or acetic acid, frozen (excluding ...

0

0

0

'2006

Vegetables, fruit, nuts, fruit-peel and other edible parts of
plants, preserved by sugar "drained, ...

0

0

0

Figure 152 Ukrainian exports of processed F&V to Lithuania

Ukrainian exports of processed foods to Lithuania
Ukraine's exports to Lithuania
Product
code

'2103

Product label

Value in
2013

Sauce and preparations therefor; mixed condiments and
mixed seasonings; mustard flour and meal, ...

'2102
Yeasts, active or inactive; other dead single-cell micro-

246

Value in
2014

Value in
2015

2444

1944

1496

169

830

1104
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organisms, prepared baking powders ...

'2104

Soups and broths and preparations therefor; food
preparations consisting of finely homogenized ...

677

795

638

'2106

Food preparations, n.e.s.

133

290

144

'2105

Ice cream and other edible ice, whether or not containing
cocoa

0

0

0

'2101

Extracts, essences and concentrates, of coffee, tea or maté
and preparations with a basis of ...

6

10

0

Figure 153 Ukrainian exports of processed foods to Lithuania

Lithuania has been a major importer of frozen fruits from Ukraine for several years as reflected in the nearly
$2.4 million USD in sales in 2015. They are also a large importer of Ukrainian nuts and melons.
The following link is a valuable link for exporters looking to develop the Lithuanian market.
http://www.litfood-fair.com/index.php?lng=lt&content=pages&page_id=98
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Romania

List of Produce Markets:
Name of Market

City its located in

Mercato Di Obor

Bucharest Romania

Cibin Market

Transylvania, Romania

Gross Domestic Product: $177.3 Billion (2015 EST.)
Gross Domestic Product per Capita: $20,800 (2015 EST.)
Ukrainian exports of vegetables to Romania
Ukraine's exports to Romania
Product
code

Product label

Value in
2013

Value in
2014

Value in 2015

'0713

Dried leguminous vegetables,
shelled, whether or not skinned or
split

36

35

328

'0708

Leguminous vegetables, shelled or
unshelled, fresh or chilled

0

0

51

'0710

Vegetables, uncooked or cooked
by steaming or boiling in water,
frozen

0

0

17

'0706

Carrots, turnips, salad beetroot,
salsify, celeriac, radishes and
similar edible roots, fresh ...

0

0

13

'0704

Cabbages, cauliflowers, kohlrabi,
kale and similar edible brassicas,
fresh or chilled

0

1

9

'0703

Onions, shallots, garlic, leeks and
other alliaceous vegetables, fresh
or chilled

286

0

1

0

0

0

'0705

Lettuce "Lactuca sativa" and
chicory "Cichorium spp.", fresh or
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chilled
'0702

Tomatoes, fresh or chilled

0

65

0

'0714

Roots and tubers of manioc,
arrowroot, salep, Jerusalem
artichokes, sweet potatoes and
similar ...

0

0

0

'0707

Cucumbers and gherkins, fresh or
chilled

0

0

0

'0712

Dried vegetables, whole, cut,
sliced, broken or in powder, but
not further prepared

0

0

0

'0701

Potatoes, fresh or chilled

0

0

0

'0709

Other vegetables, fresh or chilled
(excluding potatoes, tomatoes,
alliaceous vegetables, edible ...

0

0

0

'0711

Vegetables provisionally
preserved, e.g. by Sulphur dioxide
gas, in brine, in Sulphur water ...

0

0

0

Ukraine Exports to Romania 2015
Ukraine's exports to
Romania

Product Label

Value in 2015, USD
thousand

Dried leguminous vegetables, shelled, whether
or not skinned or split

483

Carrots, turnips, salad beetroot, salsify, celeriac,
radishes and similar edible roots, fresh . . .

18

Vegetables, uncooked or cooked by steaming or
boiling in water, frozen

16

Cabbages, cauliflowers, kohlrabi, kale and
similar edible brassicas, fresh or chilled

9

Onions, shallots, garlic, leeks and other
alliaceous vegetables, fresh or chilled

1

Ukrainian exports of processed foods to Romania
Ukraine's exports to Romania
Product
code

Product label

Value in
2013

Value in
2014

Value in 2015

'2102

Yeasts, active or inactive; other
dead single-cell micro-organisms,
prepared baking powders ...

804

1949

2964

'2103

Sauce and preparations therefor;
mixed condiments and mixed
seasonings; mustard flour and
meal, ...

96

351

575
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'2101

Extracts, essences and
concentrates, of coffee, tea or
maté and preparations with a basis
of ...

'2106

Food preparations, n.e.s.

'2105

'2104

397

398

330

91

69

46

Ice cream and other edible ice,
whether or not containing cocoa

0

0

0

Soups and broths and preparations
therefor; food preparations
consisting of finely homogenized ...

0

0

0

Figure 154 Ukrainian exports of processed foods to Romania
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Georgia

List of Produce Markets:
Name of Market

City its located in

Kutaisi Market

Kutaisi

Flea Market Dry Bridge

Kutaisi

Taste of Georgia

Tbilisi

Central Market

Abkhazia

Gross Domestic Product: $ 14.01 Billion (EST 2015)
Gross Domestic Product per Capita: $9,600 (EST 2015)

Ukrainian exports of vegetables to Georgia
Ukraine's exports to Georgia
Product
code

Product label

Value in
2013

Value
in 2014

Value in
2015

'0703

Onions, shallots, garlic, leeks and other
alliaceous vegetables, fresh or chilled

718

360

868

'0713

Dried leguminous vegetables, shelled,
whether or not skinned or split

842

578

427

'0701

Potatoes, fresh or chilled

0

732

423

'0706

Carrots, turnips, salad beetroot, salsify,
celeriac, radishes and similar edible roots,
fresh ...

27

0

7

'0709

Other vegetables, fresh or chilled
(excluding potatoes, tomatoes, alliaceous
vegetables, edible ...

0

0

4

'0710

Vegetables, uncooked or cooked by
steaming or boiling in water, frozen

0

9

3

0

0

3

'0708
Leguminous vegetables, shelled or
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unshelled, fresh or chilled

'0714

Roots and tubers of manioc, arrowroot,
salep, Jerusalem artichokes, sweet
potatoes and similar ...

0

0

0

'0702

Tomatoes, fresh or chilled

0

0

0

'0705

Lettuce "Lactuca sativa" and chicory
"Cichorium spp.", fresh or chilled

0

0

0

'0704

Cabbages, cauliflowers, kohlrabi, kale and
similar edible brassicas, fresh or chilled

0

0

0

'0711

Vegetables provisionally preserved, e.g.
by Sulphur dioxide gas, in brine, in
Sulphur water ...

0

0

0

'0707

Cucumbers and gherkins, fresh or chilled

0

0

0

'0712

Dried vegetables, whole, cut, sliced,
broken or in powder, but not further
prepared

0

0

0

Figure 155 Ukrainian exports of vegetables to Georgia
Ukrainian exports of processed foods to Georgia
Ukraine's exports to Georgia
Product
code

Product label

Value
in 2013

Value in
2014

Value in
2015

'2101

Extracts, essences and concentrates, of
coffee, tea or maté and preparations with
a basis of ...

2652

3201

4411

'2106

Food preparations, n.e.s.

5746

4208

3381

'2103

Sauce and preparations therefor; mixed
condiments and mixed seasonings;
mustard flour and meal, ...

2547

2520

2432

'2105

Ice cream and other edible ice, whether
or not containing cocoa

226

146

255

'2102

Yeasts, active or inactive; other dead
single-cell micro-organisms, prepared
baking powders ...

19

30

51

'2104

Soups and broths and preparations
therefor; food preparations consisting of
finely homogenized ...

0

0

43

Figure 156 Ukrainian exports of processed foods to Georgia
Ukrainian exports of processed F&V to Georgia
Ukraine's exports to Georgia
Product
code

'2008

Product label

Fruits, nuts and other edible parts of
plants, prepared or preserved, whether or
not containing ...
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Value
in 2013

Value in
2014

Value in
2015

1289

1245

1317
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'2009

Fruit juices, incl. grape must, and
vegetable juices, unfermented, not
containing added spirit, ...

811

1097

980

'2005

Other vegetables prepared or preserved
otherwise than by vinegar or acetic acid,
not frozen ...

971

972

810

'2002

Tomatoes, prepared or preserved
otherwise than by vinegar or acetic acid

108

84

422

'2007

Jams, fruit jellies, marmalades, fruit or nut
purée and fruit or nut pastes, obtained by
cooking, ...

315

346

270

'2001

Vegetables, fruit, nuts and other edible
parts of plants, prepared or preserved by
vinegar ...

5

2

77

'2004

Vegetables prepared or preserved
otherwise than by vinegar or acetic acid,
frozen (excluding ...

0

9

5

'2003

Mushrooms and truffles, prepared or
preserved otherwise than by vinegar or
acetic acid

0

0

2

'2006

Vegetables, fruit, nuts, fruit-peel and
other edible parts of plants, preserved by
sugar "drained, ...

6

0

1

Figure 157 Ukrainian exports of processed F&V to Georgia

In an article published on 29 January 2016 the Ukrainian Minister of Agrarian policy announced an
agreement with Georgia to increase the agricultural trade from Ukraine to Georgia.
http://www.freshplaza.com/article/152666/Ukraine-to-increase-ag-exports-to-Georgia
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Germany

List of Produce Markets:
Name of Market

City its located in

Munsterplatz

Baden – Wurttemberg

Viktualienmarkt

Bavaria

Markt

Rhineland- Palatinate

Bauernmarkt Konstablerwache

Frankfurt

Hauptmarkt

Bavaria

Gross Domestic Product: $3.358 Trillion (EST 2015)
Gross Domestic Product per Capita: $46,900 (Est. 2015)

Ukrainian exports of vegetables to Germany
Ukraine's exports to Germany
Product
code

Product label

Value in
2013

Value in
2014

Value in
2015

'0713

Dried leguminous vegetables, shelled,
whether or not skinned or split

209

269

691

'0710

Vegetables, uncooked or cooked by
steaming or boiling in water, frozen

195

192

361

'0709

Other vegetables, fresh or chilled
(excluding potatoes, tomatoes, alliaceous
vegetables, edible ...

396

1088

156

'0712

Dried vegetables, whole, cut, sliced, broken
or in powder, but not further prepared

10

0

141

'0711

Vegetables provisionally preserved, e.g. by
Sulphur dioxide gas, in brine, in Sulphur
water ...

486

458

64

76

39

48

'0708
Leguminous vegetables, shelled or
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unshelled, fresh or chilled

'0714

Roots and tubers of manioc, arrowroot,
salep, Jerusalem artichokes, sweet
potatoes and similar ...

0

0

0

'0701

Potatoes, fresh or chilled

1

1

0

'0702

Tomatoes, fresh or chilled

1

1

0

'0705

Lettuce "Lactuca sativa" and chicory
"Cichorium spp.", fresh or chilled

0

0

0

'0706

Carrots, turnips, salad beetroot, salsify,
celeriac, radishes and similar edible roots,
fresh ...

0

6

0

'0704

Cabbages, cauliflowers, kohlrabi, kale and
similar edible brassicas, fresh or chilled

60

1

0

'0703

Onions, shallots, garlic, leeks and other
alliaceous vegetables, fresh or chilled

19

5

0

'0707

Cucumbers and gherkins, fresh or chilled

1

1

0

Figure 158 Ukrainian exports of vegetables to Germany

Ukrainian exports of fruits to Germany
Ukraine's exports to Germany
Product
code

Product label

Value in
2013

Value in
2014

Value in
2015

'0811

Fruit and nuts, uncooked or cooked by
steaming or boiling in water, frozen,
whether or not ...

4032

4005

3855

'0802

Other nuts, fresh or dried, whether or not
shelled or peeled (excluding coconuts,
Brazil nuts ...

1079

1151

1255

'0813

Dried apricots, prunes, apples, peaches,
pears, papaws "papayas", tamarinds and
other edible ...

22

103

232

'0809

Apricots, cherries, peaches incl. nectarines,
plums and sloes, fresh

0

0

1

'0801

Coconuts, Brazil nuts and cashew nuts,
fresh or dried, whether or not shelled or
peeled

0

0

0

'0806

Grapes, fresh or dried

0

0

0

'0807

Melons, incl. watermelons, and papaws
(papayas), fresh

16

0

0

'0810

Fresh strawberries, raspberries,
blackberries, back, white or red currants,
gooseberries and ...

0

0

0
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'0803

Bananas, incl. plantains, fresh or dried

0

1

0

'0814

Peel of citrus fruit or melons, incl.
watermelons, fresh, frozen, dried or
provisionally preserved ...

0

0

0

'0804

Dates, figs, pineapples, avocados, guavas,
mangoes and mangosteen, fresh or dried

0

0

0

'0812

Fruit and nuts, provisionally preserved, e.g.
by Sulphur dioxide gas, in brine, in Sulphur
...

0

0

0

'0808

Apples, pears and quinces, fresh

1

1

0

'0805

Citrus fruit, fresh or dried

5

6

0

Figure 159 Ukrainian exports of fruits to Germany

Ukrainian exports of processed foods to Germany
Ukraine's exports to Germany
Product
code

Product label

Value in
2013

Value in
2014

Value in
2015

'2103

Sauce and preparations therefor; mixed
condiments and mixed seasonings;
mustard flour and meal, ...

880

763

661

'2104

Soups and broths and preparations
therefor; food preparations consisting of
finely homogenized ...

587

496

535

'2106

Food preparations, n.e.s.

336

231

191

'2102

Yeasts, active or inactive; other dead
single-cell micro-organisms, prepared
baking powders ...

596

210

112

'2101

Extracts, essences and concentrates, of
coffee, tea or maté and preparations with a
basis of ...

118

23

3

'2105

Ice cream and other edible ice, whether or
not containing cocoa

11

14

0

Figure 160 Ukrainian exports of processed foods to Germany
Ukrainian exports of processed F&V to Germany
Ukraine's exports to Germany
Product
code

Product label

Value in
2013

Value in
2014

Value in
2015

'2009

Fruit juices, incl. grape must, and vegetable
juices, unfermented, not containing added
spirit, ...

1211

5673

3972

'2002

Tomatoes, prepared or preserved
otherwise than by vinegar or acetic acid

1045

3441

3248

'2001

Vegetables, fruit, nuts and other edible
parts of plants, prepared or preserved by
vinegar ...

1110

1653

1214
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'2008

Fruits, nuts and other edible parts of
plants, prepared or preserved, whether or
not containing ...

'2005

Other vegetables prepared or preserved
otherwise than by vinegar or acetic acid,
not frozen ...

1432

285

289

88

117

127

'2007

Jams, fruit jellies, marmalades, fruit or nut
purée and fruit or nut pastes, obtained by
cooking, ...

1

16

13

'2004

Vegetables prepared or preserved
otherwise than by vinegar or acetic acid,
frozen (excluding ...

0

0

0

'2003

Mushrooms and truffles, prepared or
preserved otherwise than by vinegar or
acetic acid

0

0

0

'2006

Vegetables, fruit, nuts, fruit-peel and other
edible parts of plants, preserved by sugar
"drained, ...

0

0

0

Figure 161 Ukrainian exports of processed F&V to Germany
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German Berry buyers
Company name

City

Website

Adam Theis GmbH

Hochstadt

http://www.theisfrischgemuese.de/

Allfood Lebensmittel-Handels-GmbH

München

http://www.allfood-muenchen.de

Andreas Kupfer & Sohn GmbH

Nürnberg

http://www.kupfer-sohn.de

Andretta Fruchtimport GmbH

Stuttgart

http://www.andretta-stuttgart.de

Arus August Reimers & Sohn GmbH

Hamburg

http://www.arusgmbh.de

Bamtrans Spedition + Handels GmbH

Hamburg

http://www.bamexbest.com

Benninger & Streit KG

Köln

http://www.benninger-streit.com/

Fa. Karl Balcer

Hannover

http://www.balcer.de

Fernostfrucht Handels GmbH

Lutherstadt Eisleben

http://www.fernostfrucht.de

FrischeParadies Edelfisch GmbH

Frankfurt

http://www.frischeparadies.de

Frucht Express GmbH

Groß Kreutz

http://www.frucht-express.de

Fruchthansa GmbH

Wesseling

http://www.fruchthansa.de

Fruchthof Gleichmann GmbH

Koblenz

http://www.fruchthof-gleichmann.de

Fruchthof Margarete Ehinger Inh. Wolfgang Ehinger e. K.

Augsburg

http://www.fruchthof.de

Fruchthof Nagel GmbH

Neu-Ulm

http://www.fruchthof.de

Fruitmasters Deutschland GmbH

Münster

http://www.m-f-l.com

Frutania GmbH

Grafschaft

http://www.frutania.com

Gebr. Della Bona GmbH

Saarbrücken

http://www.dellabona.de

Gebrüder Bratzler GmbH

Karlsruhe

http://www.bratzler.de

GRONKI Wein und Früchte

Heidelberg

http://www.gronki.com

GROSSMARKT BREMERHAVEN Eduard Ruge GmbH

Bremerhaven

http://www.grossmarkt-ruge.de

Hafru Hanseatische Frucht- vertriebsgesellschaft mbH

Hamburg

http://www.hafru.de

Hamberger Großmarkt GmbH

München

http://www.hamberger-online.de
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Hausladen Fruchthandelsgesellschaft mbH

München

Hinrich Hey GmbH & Co.

Hamburg

HOKO-Fruchthandel GmbH und Co. KG

Krefeld

http://www.hoko-fruchthandel.de

Hübler Fruchthandelsgesellschaft mbH

Leipzig

http://www.huebler-frucht.de

iberiana Frucht GmbH

Offenburg

http://www.markant.com

Internationale Fruchtimport Gesellschaft Weichert GmbH &
Co. KG

Hamburg

http://www.interweichert.de

Kies GmbH the fruitcompany

Karlsruhe

http://www.goergerkies.de

Klaus Böcker GmbH

Buxtehude

http://www.boecker-gmbh.com

KÖLLA Hamburg Overseas Import GmbH &Co.KG

Hamburg

http://www.koella.de

KÖLLA München GmbH

München

http://www.koella.com

KÖLLA Natura The Organic Company GmbH &Co.KG

Hamburg

http://www.koella.de

L. STROETMANN GmbH & Co. KG

Münster

http://www.stroetmann.de

Lindner GmbH

Frankfurt

http://www.lindnerfood.de

Llombart Handels- und Treuhandgesellschaft mbH

Lahr

http://www.llombart.de

Matthies & Söhne Fruchtimport GmbH

Braunschweig

http://www.matthies-und-soehne.de

MENSON biologische Erzeugnisse GmbH

Winnenden

http://www.menson.de

Merz & Ewenz Import GmbH

Köln

http://www.merz-ewenz.de

Michael Priestoph GmbH

Hamburg

http://www.priestoph.de

Nordgemüse Krogmann GmbH & Co. KG

Hamburg

http://www.nordgemuese.de

Olga Rode Import von Waldfrüchten & Pilzen e. K.

Auenwald

http://www.pilze-gaun.de

OLIVER FRUCHTHANDELS GMBH

Koblenz

http://www.oliver-fruchthandel.de

ONKEL-Sahingöz GmbH & Co. KG

Hamburg

http://www.Onkel-HH.de

Paul Kempowski GmbH & Co. KG

Lübeck

Rothenburger Marktfrisch Verarbeitungs- und
Handelsgesellschaft mbH

Rothenburg

http://www.marktfrisch-rothenburg.de

RUNGIS express AG

Meckenheim

http://www.rungisexpress.com

Schraud & Baunach GmbH Obst Gemüse Südfrüchte

Würzburg

http://www.schraud-und-baunach.de

Steinkrüger Fruchtimport Bielefeld GmbH

Bielefeld

http://www.steinkrueger.de

TROFI - Tropenfruchtimport GmbH

Hamburg

http://www.trofi.de

Tsaga's GmbH

Bohmte

http://www.tsagas-gmbh.de

TSIOURVAS GmbH & Co

Stuttgart

http://www.tsiourvas.de

UNIVEG Deutschland GmbH

Bremen

http://www.univeg.com

UNIVEG Direct Fruit Marketing (DFM) GmbH

Bremen

http://www.univeg.de

UNIVEG trade INTERNATIONAL GmbH

Bremen

http://www.univeg.com

Weitz Frischdienst GmbH

Duisburg

http://www.weitz-frischdienst.de
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Werder Frucht GmbH

Groß Kreutz

http://www.heimlieferservice.werder-frucht.de

Werner Ebert GmbH & Co. KG

Stuttgart

http://www.werner-ebert.de

Steinicke Haus der Hochlandgewürze GmbH
Seestr. 3
Postfach 28
DE-83254 BREITBRUNN
Tel. +49 (0) 58 41 97 56 0
Fax. +49 (0) 58 41 97 56 29
info@steinicke-gmbh.de
http://www.steinicke-gmbh.de

Frosta AG
Am Lunedeich, 116
DE-27572 BREMERHAVEN
Tel. +49 471 / 9736-403
Fax. +49 471 75163
info@frosta.de
http://www.frosta.de/
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United Kingdom

List of Produce Markets:
Name of Market

City its located in

Stroud Farmers Market

Cotswolds

Edinburgh Famers Market

Edinburgh

Heskin Farmers Market

Lancashire

Melton Mowbray

Leicestershire

Winchester Famers Market

Hampshire

Gross Domestic Product: $2.849 Trillion (EST. 2015)
Gross Domestic Product per Capita: $41,200 (EST. 2015)
Ukrainian exports of vegetables to the UK
Product
code

Ukraine's exports to United
Kingdom
Product label
Value in
2013

'0713

Dried leguminous vegetables,
shelled, whether or not skinned or
split

Value in
2014

Value in
2015

6442

5458

1196

'0703

Onions, shallots, garlic, leeks and
other alliaceous vegetables, fresh
or chilled

1

1

377

'0709

Other vegetables, fresh or chilled
(excluding potatoes, tomatoes,
alliaceous vegetables, edible ...

1

2

3

'0704

Cabbages, cauliflowers, kohlrabi,
kale and similar edible brassicas,
fresh or chilled

1

1

2

'0702

Tomatoes, fresh or chilled

1

1

1

'0706

Carrots, turnips, salad beetroot,
salsify, celeriac, radishes and

0

1

1
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similar edible roots, fresh ...

'0707

Cucumbers and gherkins, fresh or
chilled

0

1

1

'0701

Potatoes, fresh or chilled

0

1

1

'0711

Vegetables provisionally
preserved, e.g. by Sulphur dioxide
gas, in brine, in Sulphur water ...

0

0

0

'0710

Vegetables, uncooked or cooked
by steaming or boiling in water,
frozen

0

1

0

'0712

Dried vegetables, whole, cut,
sliced, broken or in powder, but
not further prepared

0

0

0

'0708

Leguminous vegetables, shelled or
unshelled, fresh or chilled

0

0

0

'0714

Roots and tubers of manioc,
arrowroot, salep, Jerusalem
artichokes, sweet potatoes and
similar ...

0

0

0

'0705

Lettuce "Lactuca sativa" and
chicory "Cichorium spp.", fresh or
chilled

0

0

0

Figure 162 Ukrainian exports of vegetables to the UK
Ukrainian exports of fruit to the UK
Product
code

Ukraine's exports to United
Kingdom
Product label
Value in
2013

Value in
2014

Value in
2015

'0810

Fresh strawberries, raspberries,
blackberries, back, white or red
currants, gooseberries and ...

0

0

72

'0808

Apples, pears and quinces, fresh

1

1

12

'0805

Citrus fruit, fresh or dried

1

1

3

'0803

Bananas, incl. plantains, fresh or
dried

0

0

1

'0806

Grapes, fresh or dried

1

1

1

'0811

Fruit and nuts, uncooked or
cooked by steaming or boiling in
water, frozen, whether or not ...

0

0

0

'0813

Dried apricots, prunes, apples,
peaches, pears, papaws "papayas",
tamarinds and other edible ...

0

0

0

'0814

Peel of citrus fruit or melons, incl.
watermelons, fresh, frozen, dried
or provisionally preserved ...

0

0

0
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'0809

Apricots, cherries, peaches incl.
nectarines, plums and sloes, fresh

0

0

0

'0802

Other nuts, fresh or dried, whether
or not shelled or peeled (excluding
coconuts, Brazil nuts ...

0

0

0

'0807

Melons, incl. watermelons, and
papaws (papayas), fresh

4

0

0

'0804

Dates, figs, pineapples, avocados,
guavas, mangoes and mangosteen,
fresh or dried

0

1

0

'0812

Fruit and nuts, provisionally
preserved, e.g. by Sulphur dioxide
gas, in brine, in Sulphur ...

0

0

0

'0801

Coconuts, Brazil nuts and cashew
nuts, fresh or dried, whether or
not shelled or peeled

0

0

0

Figure 163 Ukrainian exports of fruit to the UK
Ukrainian exports of processed F&V to the UK
Ukraine's exports to United Kingdom
Product
code

Product label

Value in
2013

Value in
2014

Value in
2015

'2008

Fruits, nuts and other edible parts
of plants, prepared or preserved,
whether or not containing ...

16

131

99

'2009

Fruit juices, incl. grape must, and
vegetable juices, unfermented, not
containing added spirit, ...

8

6

20

'2005

Other vegetables prepared or
preserved otherwise than by
vinegar or acetic acid, not frozen
...

7

15

13

'2001

Vegetables, fruit, nuts and other
edible parts of plants, prepared or
preserved by vinegar ...

1

5

11

'2007

Jams, fruit jellies, marmalades,
fruit or nut purée and fruit or nut
pastes, obtained by cooking, ...

0

2

1

'2002

Tomatoes, prepared or preserved
otherwise than by vinegar or
acetic acid

1

0

0

'2004

Vegetables prepared or preserved
otherwise than by vinegar or
acetic acid, frozen (excluding ...

0

0

0

'2006

Vegetables, fruit, nuts, fruit-peel
and other edible parts of plants,
preserved by sugar "drained, ...

0

0

0

0

0

0

'2003

Mushrooms and truffles, prepared
or preserved otherwise than by
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vinegar or acetic acid

Figure 164 Ukrainian exports of processed F&V to the UK
Ukrainian exports of processed foods to the UK
Ukraine's exports to United Kingdom
Product
code

Product label

Value in
2013

Value in
2014

Value in
2015

'2102

Yeasts, active or inactive; other
dead single-cell micro-organisms,
prepared baking powders ...

0

99

500

'2103

Sauce and preparations therefor;
mixed condiments and mixed
seasonings; mustard flour and
meal, ...

49

47

19

'2101

Extracts, essences and
concentrates, of coffee, tea or
maté and preparations with a basis
of ...

11

5

2

'2106

Food preparations, n.e.s.

0

7

1

'2104

Soups and broths and preparations
therefor; food preparations
consisting of finely homogenized ...

0

2

1

'2105

Ice cream and other edible ice,
whether or not containing cocoa

1

2

0

Figure 165 Ukrainian exports of processed foods to the UK

Netherlands

List of Produce Markets:
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Name of Market

City its located in

Noordemarkt

Amsterdam

Nieuwmarkt

Amsterdam

North Church

Amsterdam

Albert Cuyp

Amsterdam

Vredenburg Market

Utrecht

Gross Domestic Product: $738.4 Billion (EST. 2015)
Gross Domestic Product per Capita: $49,200 (EST. 2015)

Ukrainian exports of fruits and nuts to Netherlands
Ukraine's exports to
Netherlands
Product
code

Product label
Value
in 2013

Value
in
2014

'0811

Fruit and nuts, uncooked or cooked by
steaming or boiling in water, frozen,
whether or not ...

5866

3069

2533

'0802

Other nuts, fresh or dried, whether or not
shelled or peeled (excluding coconuts, Brazil
nuts ...

2398

2774

2444

'0810

Fresh strawberries, raspberries, blackberries,
back, white or red currants, gooseberries
and ...

0

0

1348

'0813

Dried apricots, prunes, apples, peaches,
pears, papaws "papayas", tamarinds and
other edible ...

0

26

3

'0805

Citrus fruit, fresh or dried

0

0

1

'0808

Apples, pears and quinces, fresh

0

0

1

'0803

Bananas, incl. plantains, fresh or dried

0

0

0

'0809

Apricots, cherries, peaches incl. nectarines,
plums and sloes, fresh

0

0

0

'0814

Peel of citrus fruit or melons, incl.
watermelons, fresh, frozen, dried or
provisionally preserved ...

0

0

0

'0807

Melons, incl. watermelons, and papaws
(papayas), fresh

0

0

0

'0804

Dates, figs, pineapples, avocados, guavas,
mangoes and mangosteen, fresh or dried

0

0

0

0

0

0

'0812
Fruit and nuts, provisionally preserved, e.g.
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by Sulphur dioxide gas, in brine, in Sulphur ...

'0801

Coconuts, Brazil nuts and cashew nuts, fresh
or dried, whether or not shelled or peeled

0

0

0

'0806

Grapes, fresh or dried

0

0

0

Figure 166 Ukrainian exports of fruits and nuts to Netherlands

Ukrainian exports of processed foods to Netherlands
Ukraine's exports to
Netherlands
Product
code

Product label
Value
in 2013

Value
in
2014

'2102

Yeasts, active or inactive; other dead singlecell micro-organisms, prepared baking
powders ...

1138

1112

891

'2103

Sauce and preparations therefor; mixed
condiments and mixed seasonings; mustard
flour and meal, ...

0

0

12

'2106

Food preparations, n.e.s.

41

13

12

'2101

Extracts, essences and concentrates, of
coffee, tea or maté and preparations with a
basis of ...

0

160

1

'2104

Soups and broths and preparations therefor;
food preparations consisting of finely
homogenized ...

78

0

0

'2105

Ice cream and other edible ice, whether or
not containing cocoa

0

0

0

Value in
2015

Figure 167 Ukrainian exports of processed foods to Netherlands

Ukrainian exports of processed F&V to Netherlands
Ukraine's exports to
Netherlands
Product
code

Product label
Value
in 2013

Value
in
2014

529

1840

2889

Value in
2015

'2009

Fruit juices, incl. grape must, and vegetable
juices, unfermented, not containing added
spirit, ...

'2002

Tomatoes, prepared or preserved otherwise
than by vinegar or acetic acid

0

0

662

'2008

Fruits, nuts and other edible parts of plants,
prepared or preserved, whether or not
containing ...

870

0

56

56

0

15

'2007

Jams, fruit jellies, marmalades, fruit or nut
purée and fruit or nut pastes, obtained by
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cooking, ...

'2001

Vegetables, fruit, nuts and other edible parts
of plants, prepared or preserved by vinegar
...

0

0

5

'2005

Other vegetables prepared or preserved
otherwise than by vinegar or acetic acid, not
frozen ...

0

0

5

'2003

Mushrooms and truffles, prepared or
preserved otherwise than by vinegar or
acetic acid

0

0

0

'2004

Vegetables prepared or preserved otherwise
than by vinegar or acetic acid, frozen
(excluding ...

0

0

0

'2006

Vegetables, fruit, nuts, fruit-peel and other
edible parts of plants, preserved by sugar
"drained, ...

0

0

0

Figure 168 Ukrainian exports of processed F&V to Netherlands

Ukraine exports to the Netherlands
Ukraine's exports to
Netherlands

Product Label

Value in 2015, USD thousand
Carrots, turnips, salad beetroot, salsify, celeriac, radishes
and similar edible roots, fresh . . .

6

Vegetables, uncooked or cooked by steaming or boiling in
water, frozen

5

Cabbages, cauliflowers, kohlrabi, kale and similar edible
brassicas, fresh or chilled

3

Onions, shallots, garlic, leeks and other alliaceous
vegetables, fresh or chilled

2

Other vegetables, fresh or chilled (excluding potatoes,
tomatoes, alliaceous vegetables, edible . . .

1

Netherland Importers of dried foods
Product category: Food products, dried and dehydrated
Company name

City

Website

A.L. Hoogesteger Fresh Specialist B.V. - Hoogesteger

Zwanenburg

http://www.hoogesteger.nl

Africajuice B.V.

's-Gravenhage

http://www.africajuice.com

Aviko B.V. - Aviko Lomm

Steenderen

Döhler Holland B.V.

Oosterhout Nb

267

http://www.dohler.com

MARKET OPPORTUNITY STUDY FOR UKRAINIAN FRESH AND PROCESSED FRUITS AND VEGETABLES

Dreamblue - Blue Vitamin

Zutphen

Frieslandcampina Riedel B.V. - Frieslandcampina Branded
Netherlands

Ede Gld

Juice Jar

Amsterdam

http://www.juicejar.nl

Lani Bvba - Lani

Emmeloord

http://www.gopure.org

Leijtens Snacks En Frites - Leijtens Horeca Grootverbruik

Reusel

http://www.leijtensgvb.nl

Mccain Foods Holland B.V. - Multi-Patat

's-Heer Arendskerke

http://www.maccain.nl

Nefs Aardappelen

Halsteren

http://www.nefsaardappelen.nl

Peka Kroef B.V.

Odiliapeel

http://www.pekakroef.nl

Rixona B.V. - Rasdirect

Oostrum Lb

http://www.rixona.nl

TradeWork B.V.

Rotterdam

http://www.tradework.de

Van Den Borne Aardappelen B.V. - Van Den Borne
Aardappelen

Reusel

http://www.vandenborneaardappelen.com

Vrumona B.V.

Bunnik

http://www.vrumona.nl

Product category: Vegetables and melons
Company name

City

Website

A.C. Mosselman B.V.

Kruiningen

http://www.mosselman.com

A.P.P. Janssen H.O.D.N. Bloembinders & Hoveniers EwaldsDoucé - Ewalds-Doucé

Tegelen

http://www.ewalds-douce.nl

AGRISEMEN B.V.

Borssele

http://www.agrisemen.com

Anthuriumkwekerij Welles

Baarlo Lb

http://www.wellesanthuriums.nl

Areal

Langenboom

http://www.areal-agro.nl

Armada Young Plants B.V.

De Lier

http://www.armadayoungplants.nl

Averis Seeds B.V.

Veendam

Bansraj International B.V. - Bansraj International

Berkel En Rodenrijs

http://securitysystems.redelement.nl

Bejo Zaden B.V.

Warmenhuizen

http://www.bejo.nl

Bloemenhandel Jack van Vlerken B.V.

Mierlo

http://www.jackvanvlerken.nl

Boomkwekerijen M. van den Oever & Zonen B.V.

Haaren

http://www.mvandenoever.nl

Bovebo B.V.

Hensbroek

http://www.bovebo.nl

C.J. Goense - Fruitbedrijf Goense

Marwijksoord

http://www.fruitbedrijfgoense.nl

Carel Bouma

Biddinghuizen

http://www.biologischpootgoed.nl

Centimo B.V.

De Kwakel

Comaro Agrotechnisch Bureau

Zelhem

http://www.comaro.eu

Combs Garden - Tuinspul.Nl

Twijzel

http://www.tuinspul.nl

Ruinerwold

http://www.grasdrogerijruinerwold.nl

Coöperatieve Grasdrogerij Ruinerwold En Omstreken B.A. -
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Coöp. Grasdrogerij Ruinerwold E.O. B.A.
Cresco De Kwakel V.O.F.

De Kwakel

Cv Kalkwijck - Kalkwijck Distillers

Vroomshoop

http://www.kalkwijckdistillers.nl

CWV Barlo B.V.

Aalten

http://www.cwvbarlo.nl

De Samenwerking Ochten B.V.

Ochten

http://www.bkc.nl

De Vreede Orchideeën B.V.

Bleiswijk

De Waltakke

Lochem

http://www.dewaltakke.nl

Ditoplant/Alkemade Export B.V.

Noordwijkerhout

http://www.ditoplant.nl

Double Check Lily

Moerkapelle

http://www.doublechecklily.nl

DRC Flor B.V.

Veen

http://www.drcflor.nl

DSV zaden Nederland B.V.

Ven Zelderheide

http://www.dsv-zaden.nl

Edelcactus B.V.

Amstelveen

http://www.edelcactus.nl

Enjoyce Homemade Delights

Amsterdam

F. van der Meer B.V.

De Lier

http://www.fenix-sfeerhaarden.nl

Fa. L.G. Vreugdenhil En Zn. - Vreugdenhil Bulbs & Plants

's-Gravenzande

http://www.amaryllis.nl

Fa. P.J. de Mooy & Zn. C.V.

Warmond

http://www.tf2.nl

Fides B.V. - Dümmen Orange

De Lier

Firma A. van der Breggen

Waddinxveen

http://www.reigersburgh.nl

Firma Dekker - Dekker Fresh Foods

Noord-Scharwoude

http://www.dekkerfreshfoods.nl

Florahill Agro

Geesbrug

http://www.florahill.nl

Florist Holland B.V. - Florist De Kwakel

De Kwakel

Frans Muijsers Boomkwekerijen C.V.

Lottum

http://www.muysers.nl

Fresh mushrooms Ltd.

Alphen Gld

http://www.freshmushrooms.nl

G.H. Wichers

Gasselternijveen

http://www.ghwichers.nl

Gebr. Berk B.V.

Aalsmeer

http://www.gebrberk.nl

Gebr. Bot B.V.

Andijk

http://www.botflowerbulbs.nl

Gebr. H.H.J. - H.H.T. Roelofs - H.H.J. - H.H.T. Roelofs

Huissen

http://www.boerderijwinkeltzand.nl

Gebroeders Bakker Zaadteelt En Zaadhandel B.V. - Gebr.
Bakker Zaadteelt En Zaadhandel B.V.

Noord-Scharwoude

http://www.bakkerbrothers.nl

Godefroy Decoration

Oss

http://godefroy-decoration.nl

Green4Health B.V.

Winschoten

http://www.green4health.eu

Growers Select B.V.

Bavel

http://www.growersselect.com

Handelskwekerij Ebus B.V.

Venlo

Handelskwekerij Gebr. Van De Reep B.V. - Van De Reep
Bros Nurseries

Hillegom

Handelskwekerij L. van der Weijden B.V.

Kudelstaart
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Handelskwekerij Maas & van Stein

Hillegom

http://www.maasenvanstein.nl

Hans Visser Plantenexport Aalsmeer B.V.

Aalsmeer

http://www.hvisser.nl

Heembloemex B.V. - Flowersales

Rijnsburg

http://www.flowersales.nl

Hem Zaden B.V.

Hem

http://www.hemzaden.com

Hilverda Kooij B.V.

De Kwakel

http://www.hilverdakooij.nl

Holding Van den Broek Boekel B.V.

Boekel

Huyskweker Vechtwijck Weesp V.O.F.

Weesp

Intratuin Forsythia Pijnacker B.V. - Intratuin Pijnacker

Pijnacker

J.D. Maarse En Zonen B.V. - Belle Epoque Rozenkwekerijen

Aalsmeer

http://www.maarse.nl

J.H. van der Vossen B.V.

Lisserbroek

http://www.vdvossen.nl

Jack Nouws B.V.

Klein Zundert

Jan Cees Lont Sfeerboerderij

Nieuwe Niedorp

http://www.janceeslont.nl

Jan Spek Rozen B.V.

Boskoop

http://www.spekrozen.nl

Keij en Van den Dries

Ens

http://www.bioromeo.nl

Kieft Bloemzaden B.V.

Hem

http://www.kieftseeds.com

Kinoko

Halsteren

Koninklijke Van Zanten B.V.

Rijsenhout

http://www.royalvanzanten.com

Koopman

Nieuwerkerk

http://www.haardhout.eu

Kruijer Foods

Bellingwolde

http://www.kruijer.com

Kwekerij de Lindenborg

Breda

http://www.delindenborg.nl

Kwekerij W. Borkent B.V.

Rijssen

Landbouwbedrijf van der Wal

Agelo

http://www.agro-ide.nl

Lcb Logistiek Centrum Bernisse - Bba Zuidland

Zuidland

http://www.lcb-nl.net

Leo Ammerlaan B.V.

Bleiswijk

http://www.leoammerlaan.nl

Luiten Kwekerij B.V.

Bleiswijk

Maatschap Graszoden- En Wormenkwekerij Berendsen Graszoden- En Wormenkwekerij Berendsen

Markelo

http://www.graszodenberendsen.com

Maatschap J.J.M. Jansen En M.H.H.M. Jansen-Coppens Kwekerij Jansen

Nuenen

http://www.kwekerij-jansen.nl

Metz B.V.

Honselersdijk

Monsanto Holland B.V. - Western Seed

Bergschenhoek

http://www.monsanto.com

Nanuscultuur Gebr. Hermans

Voorhout

http://www.nanus-bulbs.com

Nilofare Abi Nederland B.V.

's-Gravenhage

http://www.niloofareabi.com

Nunhems Netherlands B.V. - Bayer Cropscience Vegetable
Seeds

Nunhem

http://www.nunhems.com

Opfokbedrijf Heuvelland V.O.F. - Opfokbedrijf Heuvelland

Noorbeek

http://www.opfokbedrijfheuvelland.nl
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Opti-Flor B.V.

Monster

http://www.optiflor.nl

Overesch ecologische landbouw

Raalte

http://www.overesch.nl

P&m Inspirations V.O.F. - Pronails Zeeland

Yerseke

http://www.professionailszeeland.nl

P. Aker Zaden en Bloembollen B.V.

Venhuizen

http://www.flowerbulbs.nl

Pedro Plant B.V.

Poeldijk

http://www.pedroplant.nl

Peonia B.V.

Schermerhorn

http://www.peonia.nl

Peter van Wijlen v.o.f.

Wijk En Aalburg

Plantenkwekerij Jongerius Houten B.V.

Houten

Plantenkwekerij P. Van Geest Maasland B.V. Plantenkwekerij P. Van Geest Maasland

Maasland

Ploegmakers Loonwerk B.V. - Ploegmakers Loonwerk

De Rips

Pop Vriend Seeds B.V.

Andijk

http://www.popvriendseeds.com

Potplantenkwekerij Turk V.O.F.

Roelofarendsveen

http://www.turkplant.net

Proef!vers!c.V. - Proef!vers!

Nieuwaal

http://www.proefvers.nl

R. en M. Hendriks B.V.

Monster

http://www.optiflor.nl

R.V.E. Plantenhandel B.V.

Rijnsburg

Rijk Zwaan Distribution B.V.

De Lier

http://www.rijkzwaan.nl

Rijnsburg Zaadhandel B.V.

Rijnsburg

http://www.rijnsburgzaadhandel.nl

SBS Fresh Produce B.V.

Wervershoof

http://www.sbsfreshproduce.com

Schreurs Holland B.V.

De Kwakel

http://www.schreurs.nl

Smits Groentekwekerij B.V.

De Heurne

Sofraxa

Amsterdam

Spectraplant Westerbeek B.V.

Westerbeek

Steketee Yerseke B.V.

Yerseke

http://www.steketeeyerseke.nl

T. Peeters Tuinbouw - Hortus Vyvere

Maasbree

http://www.hortusvyvere.nl

T. van der Plas B.V.

Broek Op Langedijk

http://www.kiemgroenten.nl

Taisuco Holland B.V.

Almere

http://www.taisuco.com

The Greenery B.V.

Barendrecht

http://www.thegreenery.com/naturelle

Timmerman-Bergen & Swager B.V.

Sint Pancras

http://www.spitskool.com

Tout est Bon

Hulsberg

http://www.toutestbon.nl

Triflor B.V.

Oude Niedorp

http://www.triflor.nl

Tuinbouwbedrijf Berden B.V.

Venlo

http://www.lucberden.nl

Tuincentrum Het Oosten B.V.

Aalsmeer

Uitvaartzorg Nijhuis

Bentelo

http://www.nijhuisuitvaartzorg.nl

V.o.f. Koekoek

Nijmegen

http://www.boerkoekoek.nl
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V.O.F. Leclerq

Hoensbroek

http://www.leclerq.com

V.O.F. Sanderink

Beuningen Ov

http://www.nyeeskes.nl

V.O.F. Schout-Boon - G. Schout

Heikant

http://www.gerardschout.nl

V.O.F. van der Velden

Klazienaveen

http://www.letplants.nl

V.O.F. Vredevoogd-Jansen - V.O.F. Vredevoogd Jansen

Drempt

http://www.bd-kippen.nl

Vaalburg BIO

Zuidschermer Gem. Scherm

http://www.boerted.nl

Van Den Bos Flowerbulbs B.V. - Hlp

Honselersdijk

Van Der Arend Tropical Plantcenter B.V. - Van Der Arend
Tropical Plantcenter

Naaldwijk

Van Der Does V.O.F. - Van Der Does Bloemen En Planten

Woubrugge

Van Dijk & Co B.V. - Van Dijk & Co. B.V.

Enkhuizen

http://www.vandijkenco.com

Van Oers United B.V.

Ridderkerk

http://www.vanoersunited.nl

Van Vught Veebedrijf

Oisterwijk

Vof Daas Akkerbouw - V.O.F. Daas Akkerbouw

Wintelre

Weertz V.O.F. - T.J.M. Weertz

Eijsden

www.zoohandel24.eu

Budel-Schoot

http://www.zoohandel24.eu

Yilmaz Radijs B.V.

Poeldijk

http://www.yilmazradijs.nl

http://www.tropicenter.com

http://www.wdaas.nl

List of importing companies in Netherlands for the following product
Product category: Vegetables and melons
Company name

City

Website

A.C. Mosselman B.V.

Kruiningen

http://www.mosselman.com

A.P.P. Janssen H.O.D.N. Bloembinders & Hoveniers EwaldsDoucé - Ewalds-Doucé

Tegelen

http://www.ewalds-douce.nl

AGRISEMEN B.V.

Borssele

http://www.agrisemen.com

Anthuriumkwekerij Welles

Baarlo Lb

http://www.wellesanthuriums.nl

Areal

Langenboom

http://www.areal-agro.nl

Armada Young Plants B.V.

De Lier

http://www.armadayoungplants.nl

Averis Seeds B.V.

Veendam

Bansraj International B.V. - Bansraj International

Berkel En Rodenrijs

http://securitysystems.redelement.nl

Bejo Zaden B.V.

Warmenhuizen

http://www.bejo.nl

Bloemenhandel Jack van Vlerken B.V.

Mierlo

http://www.jackvanvlerken.nl

Boomkwekerijen M. van den Oever & Zonen B.V.

Haaren

http://www.mvandenoever.nl

Bovebo B.V.

Hensbroek

http://www.bovebo.nl

C.J. Goense - Fruitbedrijf Goense

Marwijksoord

http://www.fruitbedrijfgoense.nl
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Carel Bouma

Biddinghuizen

Centimo B.V.

De Kwakel

Comaro Agrotechnisch Bureau

Zelhem

http://www.comaro.eu

Combs Garden - Tuinspul.Nl

Twijzel

http://www.tuinspul.nl

Coöperatieve Grasdrogerij Ruinerwold En Omstreken B.A. Coöp. Grasdrogerij Ruinerwold E.O. B.A.

Ruinerwold

http://www.grasdrogerijruinerwold.nl

Cresco De Kwakel V.O.F.

De Kwakel

Cv Kalkwijck - Kalkwijck Distillers

Vroomshoop

http://www.kalkwijckdistillers.nl

CWV Barlo B.V.

Aalten

http://www.cwvbarlo.nl

De Samenwerking Ochten B.V.

Ochten

http://www.bkc.nl

De Vreede Orchideeën B.V.

Bleiswijk

De Waltakke

Lochem

http://www.dewaltakke.nl

Ditoplant/Alkemade Export B.V.

Noordwijkerhout

http://www.ditoplant.nl

Double Check Lily

Moerkapelle

http://www.doublechecklily.nl

DRC Flor B.V.

Veen

http://www.drcflor.nl

DSV zaden Nederland B.V.

Ven Zelderheide

http://www.dsv-zaden.nl

Edelcactus B.V.

Amstelveen

http://www.edelcactus.nl

Enjoyce Homemade Delights

Amsterdam

F. van der Meer B.V.

De Lier

http://www.fenix-sfeerhaarden.nl

Fa. L.G. Vreugdenhil En Zn. - Vreugdenhil Bulbs & Plants

's-Gravenzande

http://www.amaryllis.nl

Fa. P.J. de Mooy & Zn. C.V.

Warmond

http://www.tf2.nl

Fides B.V. - Dümmen Orange

De Lier

Firma A. van der Breggen

Waddinxveen

http://www.reigersburgh.nl

Firma Dekker - Dekker Fresh Foods

Noord-Scharwoude

http://www.dekkerfreshfoods.nl

Florahill Agro

Geesbrug

http://www.florahill.nl

Florist Holland B.V. - Florist De Kwakel

De Kwakel

Frans Muijsers Boomkwekerijen C.V.

Lottum

http://www.muysers.nl

Fresh mushrooms Ltd.

Alphen Gld

http://www.freshmushrooms.nl

G.H. Wichers

Gasselternijveen

http://www.ghwichers.nl

Gebr. Berk B.V.

Aalsmeer

http://www.gebrberk.nl

Gebr. Bot B.V.

Andijk

http://www.botflowerbulbs.nl

Gebr. H.H.J. - H.H.T. Roelofs - H.H.J. - H.H.T. Roelofs

Huissen

http://www.boerderijwinkeltzand.nl

Gebroeders Bakker Zaadteelt En Zaadhandel B.V. - Gebr.
Bakker Zaadteelt En Zaadhandel B.V.

Noord-Scharwoude

http://www.bakkerbrothers.nl

Godefroy Decoration

Oss

http://godefroy-decoration.nl

Green4Health B.V.

Winschoten

http://www.green4health.eu
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Growers Select B.V.

Bavel

http://www.growersselect.com

Handelskwekerij Ebus B.V.

Venlo

Handelskwekerij Gebr. Van De Reep B.V. - Van De Reep
Bros Nurseries

Hillegom

Handelskwekerij L. van der Weijden B.V.

Kudelstaart

Handelskwekerij Maas & van Stein

Hillegom

http://www.maasenvanstein.nl

Hans Visser Plantenexport Aalsmeer B.V.

Aalsmeer

http://www.hvisser.nl

Heembloemex B.V. - Flowersales

Rijnsburg

http://www.flowersales.nl

Hem Zaden B.V.

Hem

http://www.hemzaden.com

Hilverda Kooij B.V.

De Kwakel

http://www.hilverdakooij.nl

Holding Van den Broek Boekel B.V.

Boekel

Huyskweker Vechtwijck Weesp V.O.F.

Weesp

Intratuin Forsythia Pijnacker B.V. - Intratuin Pijnacker

Pijnacker

J.D. Maarse En Zonen B.V. - Belle Epoque Rozenkwekerijen

Aalsmeer

http://www.maarse.nl

J.H. van der Vossen B.V.

Lisserbroek

http://www.vdvossen.nl

Jack Nouws B.V.

Klein Zundert

Jan Cees Lont Sfeerboerderij

Nieuwe Niedorp

http://www.janceeslont.nl

Jan Spek Rozen B.V.

Boskoop

http://www.spekrozen.nl

Keij en Van den Dries

Ens

http://www.bioromeo.nl

Kieft Bloemzaden B.V.

Hem

http://www.kieftseeds.com

Kinoko

Halsteren

Koninklijke Van Zanten B.V.

Rijsenhout

http://www.royalvanzanten.com

Koopman

Nieuwerkerk

http://www.haardhout.eu

Kruijer Foods

Bellingwolde

http://www.kruijer.com

Kwekerij de Lindenborg

Breda

http://www.delindenborg.nl

Kwekerij W. Borkent B.V.

Rijssen

Landbouwbedrijf van der Wal

Agelo

http://www.agro-ide.nl

Lcb Logistiek Centrum Bernisse - Bba Zuidland

Zuidland

http://www.lcb-nl.net

Leo Ammerlaan B.V.

Bleiswijk

http://www.leoammerlaan.nl

Luiten Kwekerij B.V.

Bleiswijk

Maatschap Graszoden- En Wormenkwekerij Berendsen Graszoden- En Wormenkwekerij Berendsen

Markelo

http://www.graszodenberendsen.com

Maatschap J.J.M. Jansen En M.H.H.M. Jansen-Coppens Kwekerij Jansen

Nuenen

http://www.kwekerij-jansen.nl

Metz B.V.

Honselersdijk

Monsanto Holland B.V. - Western Seed

Bergschenhoek

http://www.vandereep.org

http://www.kwekerijvechtwijck.nl
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Nanuscultuur Gebr. Hermans

Voorhout

http://www.nanus-bulbs.com

Nilofare Abi Nederland B.V.

's-Gravenhage

http://www.niloofareabi.com

Nunhems Netherlands B.V. - Bayer Cropscience Vegetable
Seeds

Nunhem

http://www.nunhems.com

Opfokbedrijf Heuvelland V.O.F. - Opfokbedrijf Heuvelland

Noorbeek

http://www.opfokbedrijfheuvelland.nl

Opti-Flor B.V.

Monster

http://www.optiflor.nl

Overesch ecologische landbouw

Raalte

http://www.overesch.nl

P&m Inspirations V.O.F. - Pronails Zeeland

Yerseke

http://www.professionailszeeland.nl

P. Aker Zaden en Bloembollen B.V.

Venhuizen

http://www.flowerbulbs.nl

Pedro Plant B.V.

Poeldijk

http://www.pedroplant.nl

Peonia B.V.

Schermerhorn

http://www.peonia.nl

Peter van Wijlen v.o.f.

Wijk En Aalburg

Plantenkwekerij Jongerius Houten B.V.

Houten

Plantenkwekerij P. Van Geest Maasland B.V. Plantenkwekerij P. Van Geest Maasland

Maasland

Ploegmakers Loonwerk B.V. - Ploegmakers Loonwerk

De Rips

Pop Vriend Seeds B.V.

Andijk

http://www.popvriendseeds.com

Potplantenkwekerij Turk V.O.F.

Roelofarendsveen

http://www.turkplant.net

Proef!vers!c.V. - Proef!vers!

Nieuwaal

http://www.proefvers.nl

R. en M. Hendriks B.V.

Monster

http://www.optiflor.nl

R.V.E. Plantenhandel B.V.

Rijnsburg

Rijk Zwaan Distribution B.V.

De Lier

http://www.rijkzwaan.nl

Rijnsburg Zaadhandel B.V.

Rijnsburg

http://www.rijnsburgzaadhandel.nl

SBS Fresh Produce B.V.

Wervershoof

http://www.sbsfreshproduce.com

Schreurs Holland B.V.

De Kwakel

http://www.schreurs.nl

Smits Groentekwekerij B.V.

De Heurne

Sofraxa

Amsterdam

Spectraplant Westerbeek B.V.

Westerbeek

Steketee Yerseke B.V.

Yerseke

http://www.steketeeyerseke.nl

T. Peeters Tuinbouw - Hortus Vyvere

Maasbree

http://www.hortusvyvere.nl

T. van der Plas B.V.

Broek Op Langedijk

http://www.kiemgroenten.nl

Taisuco Holland B.V.

Almere

http://www.taisuco.com

The Greenery B.V.

Barendrecht

http://www.thegreenery.com/naturelle

Timmerman-Bergen & Swager B.V.

Sint Pancras

http://www.spitskool.com

Tout est Bon

Hulsberg

http://www.toutestbon.nl

Triflor B.V.

Oude Niedorp

http://www.triflor.nl
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Tuinbouwbedrijf Berden B.V.

Venlo

http://www.lucberden.nl

Tuincentrum Het Oosten B.V.

Aalsmeer

Uitvaartzorg Nijhuis

Bentelo

http://www.nijhuisuitvaartzorg.nl

V.o.f. Koekoek

Nijmegen

http://www.boerkoekoek.nl

V.O.F. Leclerq

Hoensbroek

http://www.leclerq.com

V.O.F. Sanderink

Beuningen Ov

http://www.nyeeskes.nl

V.O.F. Schout-Boon - G. Schout

Heikant

http://www.gerardschout.nl

V.O.F. van der Velden

Klazienaveen

http://www.letplants.nl

V.O.F. Vredevoogd-Jansen - V.O.F. Vredevoogd Jansen

Drempt

http://www.bd-kippen.nl

Vaalburg BIO

Zuidschermer Gem. Scherm

http://www.boerted.nl

Van Den Bos Flowerbulbs B.V. - Hlp

Honselersdijk

Van Der Arend Tropical Plantcenter B.V. - Van Der Arend
Tropical Plantcenter

Naaldwijk

Van Der Does V.O.F. - Van Der Does Bloemen En Planten

Woubrugge

Van Dijk & Co B.V. - Van Dijk & Co. B.V.

Enkhuizen

http://www.vandijkenco.com

Van Oers United B.V.

Ridderkerk

http://www.vanoersunited.nl

Van Vught Veebedrijf

Oisterwijk

Vof Daas Akkerbouw - V.O.F. Daas Akkerbouw

Wintelre

Weertz V.O.F. - T.J.M. Weertz

Eijsden

www.zoohandel24.eu

Budel-Schoot

http://www.zoohandel24.eu

Yilmaz Radijs B.V.

Poeldijk

http://www.yilmazradijs.nl
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Belgium

List of Produce Markets:
Name of Market

City its located in

Farmers Market

Bruges

The Markt

Bruges

Stokkel Square

Brussels

Gross Domestic Product: $454.7 Billion (EST 2015)
Gross Domestic Product per Capita: $ 43,600 (EST 2015)
Ukrainian exports of vegetables to Belgium
Ukraine's exports to Belgium
Product
code

Product label

Value in
2013

Value in
2014

Value in
2015

'0709

Other vegetables, fresh or chilled
(excluding potatoes, tomatoes, alliaceous
vegetables, edible ...

0

0

3

'0711

Vegetables provisionally preserved, e.g.
by Sulphur dioxide gas, in brine, in
Sulphur water ...

0

0

0

'0713

Dried leguminous vegetables, shelled,
whether or not skinned or split

42

0

0

'0706

Carrots, turnips, salad beetroot, salsify,
celeriac, radishes and similar edible roots,
fresh ...

0

0

0

'0704

Cabbages, cauliflowers, kohlrabi, kale and
similar edible brassicas, fresh or chilled

0

0

0

'0702

Tomatoes, fresh or chilled

0

0

0
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'0705

Lettuce "Lactuca sativa" and chicory
"Cichorium spp.", fresh or chilled

0

0

0

'0703

Onions, shallots, garlic, leeks and other
alliaceous vegetables, fresh or chilled

0

0

0

'0710

Vegetables, uncooked or cooked by
steaming or boiling in water, frozen

0

0

0

'0708

Leguminous vegetables, shelled or
unshelled, fresh or chilled

0

0

0

'0714

Roots and tubers of manioc, arrowroot,
salep, Jerusalem artichokes, sweet
potatoes and similar ...

0

0

0

'0707

Cucumbers and gherkins, fresh or chilled

0

0

0

'0712

Dried vegetables, whole, cut, sliced,
broken or in powder, but not further
prepared

0

0

0

'0701

Potatoes, fresh or chilled

0

0

0

Figure 169 Ukrainian exports of vegetables to Belgium
Ukrainian exports of fruits to Belgium
Ukraine's exports to Belgium
Product
code

Product label

Value in
2013

Value in
2014

Value in
2015

'0811

Fruit and nuts, uncooked or cooked by
steaming or boiling in water, frozen,
whether or not ...

971

931

1850

'0802

Other nuts, fresh or dried, whether or not
shelled or peeled (excluding coconuts,
Brazil nuts ...

726

134

115

'0813

Dried apricots, prunes, apples, peaches,
pears, papaws "papayas", tamarinds and
other edible ...

0

0

1

'0814

Peel of citrus fruit or melons, incl.
watermelons, fresh, frozen, dried or
provisionally preserved ...

0

0

0

'0805

Citrus fruit, fresh or dried

0

0

0

'0809

Apricots, cherries, peaches incl.
nectarines, plums and sloes, fresh

0

0

0

'0804

Dates, figs, pineapples, avocados, guavas,
mangoes and mangosteen, fresh or dried

0

0

0

'0812

Fruit and nuts, provisionally preserved,
e.g. by Sulphur dioxide gas, in brine, in
Sulphur ...

0

0

0

'0803

Bananas, incl. plantains, fresh or dried

0

0

0

'0801

Coconuts, Brazil nuts and cashew nuts,
fresh or dried, whether or not shelled or
peeled

0

0

0
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'0806

Grapes, fresh or dried

0

0

0

'0807

Melons, incl. watermelons, and papaws
(papayas), fresh

0

0

0

'0810

Fresh strawberries, raspberries,
blackberries, back, white or red currants,
gooseberries and ...

0

0

0

'0808

Apples, pears and quinces, fresh

0

0

0

Figure 170 Ukrainian exports of fruits to Belgium
Ukrainian exports of processed F&V to Belgium
Ukraine's exports to Belgium
Product
code

Product label

Value
in 2013

Value in
2014

Value in
2015

'2007

Jams, fruit jellies, marmalades, fruit or nut
purée and fruit or nut pastes, obtained by
cooking, ...

0

0

0

'2005

Other vegetables prepared or preserved
otherwise than by vinegar or acetic acid,
not frozen ...

0

0

0

'2008

Fruits, nuts and other edible parts of
plants, prepared or preserved, whether or
not containing ...

0

0

0

'2002

Tomatoes, prepared or preserved
otherwise than by vinegar or acetic acid

0

0

0

'2004

Vegetables prepared or preserved
otherwise than by vinegar or acetic acid,
frozen (excluding ...

0

0

0

'2009

Fruit juices, incl. grape must, and vegetable
juices, unfermented, not containing added
spirit, ...

0

0

0

'2003

Mushrooms and truffles, prepared or
preserved otherwise than by vinegar or
acetic acid

0

0

0

'2001

Vegetables, fruit, nuts and other edible
parts of plants, prepared or preserved by
vinegar ...

0

0

0

'2006

Vegetables, fruit, nuts, fruit-peel and other
edible parts of plants, preserved by sugar
"drained, ...

0

0

0

Figure 171 Ukrainian exports of processed F&V to Belgium
Ukrainian exports of processed foods to Belgium
Ukraine's exports to Belgium
Product
code

'2102

Product label

Yeasts, active or inactive; other dead
single-cell micro-organisms, prepared
baking powders ...

279

Value
in 2013

Value in
2014

53

0

Value in
2015
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'2103

Sauce and preparations therefor; mixed
condiments and mixed seasonings;
mustard flour and meal, ...

0

0

0

'2101

Extracts, essences and concentrates, of
coffee, tea or maté and preparations with
a basis of ...

0

0

0

'2104

Soups and broths and preparations
therefor; food preparations consisting of
finely homogenized ...

0

0

0

'2106

Food preparations, n.e.s.

0

0

0

'2105

Ice cream and other edible ice, whether or
not containing cocoa

0

0

0

Figure 172 Ukrainian exports of processed foods to Belgium

Belgium importers
Dirafrost FFI NV
Klaverbladstraat 11
BE-3560 LUMMEN
Tel. +32 (0) 13 55 27 01
info@dirafrost.be
http://www.dirafrost.com/en

Crop’s NV
Oostrozebeeksestraat 148
BE-8710 OOIGEM
Tel. +32 56 67 63 00
info@crops.be
http://www.crops.be/

France

List of Produce Markets:
Name of Market

City its located in

Farmers Markets

Provence
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Cours Lafayette

Provence

Bastille Market

Paris

Marche D’Aligre

Paris

Marche Forville

Provence

Gross Domestic Product: $2.422 Trillion (EST 2015)
Gross Domestic Product per Capita: $41,200 (EST 2015)

Ukrainian export of vegetables to France
Ukraine's exports to France
Product
code

Product label

Value
in 2013

'0711

Vegetables provisionally preserved, e.g.
by Sulphur dioxide gas, in brine, in
Sulphur water ...

'0710

Vegetables, uncooked or cooked by
steaming or boiling in water, frozen

'0701

Value in
2014

Value in
2015

0

115

133

42

7

7

Potatoes, fresh or chilled

0

0

0

'0709

Other vegetables, fresh or chilled
(excluding potatoes, tomatoes, alliaceous
vegetables, edible ...

0

0

0

'0713

Dried leguminous vegetables, shelled,
whether or not skinned or split

0

0

0

'0706

Carrots, turnips, salad beetroot, salsify,
celeriac, radishes and similar edible roots,
fresh ...

0

0

0

'0705

Lettuce "Lactuca sativa" and chicory
"Cichorium spp.", fresh or chilled

0

0

0

'0702

Tomatoes, fresh or chilled

0

0

0

'0704

Cabbages, cauliflowers, kohlrabi, kale and
similar edible brassicas, fresh or chilled

0

0

0

'0707

Cucumbers and gherkins, fresh or chilled

0

0

0

'0712

Dried vegetables, whole, cut, sliced,
broken or in powder, but not further
prepared

0

23

0

'0708

Leguminous vegetables, shelled or
unshelled, fresh or chilled

0

0

0

'0714

Roots and tubers of manioc, arrowroot,
salep, Jerusalem artichokes, sweet
potatoes and similar ...

0

0

0

'0703

Onions, shallots, garlic, leeks and other
alliaceous vegetables, fresh or chilled

0

0

0
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Figure 173 Ukrainian export of vegetables to France

Ukrainian exports of prepared foods to France
Ukraine's exports to France
Product
code

Product label

Value
in 2013

'2102

Yeasts, active or inactive; other dead
single-cell micro-organisms, prepared
baking powders ...

Value in
2014

Value in
2015

31

97

278

'2104

Soups and broths and preparations
therefor; food preparations consisting of
finely homogenized ...

0

0

204

'2106

Food preparations, n.e.s.

0

24

12

'2105

Ice cream and other edible ice, whether
or not containing cocoa

0

10

0

'2101

Extracts, essences and concentrates, of
coffee, tea or maté and preparations with
a basis of ...

0

0

0

'2103

Sauce and preparations therefor; mixed
condiments and mixed seasonings;
mustard flour and meal, ...

0

0

0

Figure 174 Ukrainian exports of prepared foods to France
Ukrainian exports of processed F&V to France
Ukraine's exports to France
Product
code

Product label

Value
in 2013

Value in
2014

Value in
2015

'2008

Fruits, nuts and other edible parts of
plants, prepared or preserved, whether or
not containing ...

0

0

2

'2005

Other vegetables prepared or preserved
otherwise than by vinegar or acetic acid,
not frozen ...

6

4

1

'2001

Vegetables, fruit, nuts and other edible
parts of plants, prepared or preserved by
vinegar ...

0

0

0

'2006

Vegetables, fruit, nuts, fruit-peel and
other edible parts of plants, preserved by
sugar "drained, ...

0

0

0

'2009

Fruit juices, incl. grape must, and
vegetable juices, unfermented, not
containing added spirit, ...

0

0

0

'2004

Vegetables prepared or preserved
otherwise than by vinegar or acetic acid,
frozen (excluding ...

0

0

0

0

0

0

'2003

Mushrooms and truffles, prepared or
preserved otherwise than by vinegar or
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acetic acid

'2002

Tomatoes, prepared or preserved
otherwise than by vinegar or acetic acid

0

0

0

'2007

Jams, fruit jellies, marmalades, fruit or nut
purée and fruit or nut pastes, obtained by
cooking, ...

0

0

0

Figure 175 Ukrainian exports of F&V to France
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Switzerland

List of Produce Markets:
Name of Market

City its located in

Buerkliplatz

Zurich

Plainpalais

Geneva

Bundesplatz

Bern

Rathaus

Basel

Gross Domestic Product: $664.6 Billion (EST 2015)
Gross Domestic Product per Capita: $58,600 (EST 2015)

Ukrainian export of vegetables to Switzerland
Ukraine's exports to Switzerland
Product
code

Product label

Value in
2013

'0709

Other vegetables, fresh or chilled (excluding
potatoes, tomatoes, alliaceous vegetables,
edible ...

Value in
2014

Value in
2015

67

86

145

'0711

Vegetables provisionally preserved, e.g. by
Sulphur dioxide gas, in brine, in Sulphur water
...

0

0

57

'0710

Vegetables, uncooked or cooked by steaming
or boiling in water, frozen

92

0

8

'0708

Leguminous vegetables, shelled or unshelled,
fresh or chilled

0

0

0
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'0714

Roots and tubers of manioc, arrowroot, salep,
Jerusalem artichokes, sweet potatoes and
similar ...

0

0

0

'0701

Potatoes, fresh or chilled

0

0

0

'0702

Tomatoes, fresh or chilled

0

0

0

'0706

Carrots, turnips, salad beetroot, salsify,
celeriac, radishes and similar edible roots, fresh
...

0

0

0

'0705

Lettuce "Lactuca sativa" and chicory "Cichorium
spp.", fresh or chilled

0

0

0

'0704

Cabbages, cauliflowers, kohlrabi, kale and
similar edible brassicas, fresh or chilled

0

0

0

'0703

Onions, shallots, garlic, leeks and other
alliaceous vegetables, fresh or chilled

0

0

0

'0713

Dried leguminous vegetables, shelled, whether
or not skinned or split

0

49

0

'0707

Cucumbers and gherkins, fresh or chilled

0

0

0

'0712

Dried vegetables, whole, cut, sliced, broken or
in powder, but not further prepared

0

0

0

Figure 176 Ukrainian export of vegetables to Switzerland
Ukrainian exports of fruit and nuts to Switzerland
Ukraine's exports to Switzerland
Product
code

Product label

Value in
2013

'0811

Fruit and nuts, uncooked or cooked by
steaming or boiling in water, frozen, whether
or not ...

Value in
2014

Value in
2015

3026

1674

705

'0813

Dried apricots, prunes, apples, peaches, pears,
papaws "papayas", tamarinds and other edible
...

0

0

0

'0814

Peel of citrus fruit or melons, incl.
watermelons, fresh, frozen, dried or
provisionally preserved ...

0

0

0

'0808

Apples, pears and quinces, fresh

0

0

0

'0810

Fresh strawberries, raspberries, blackberries,
back, white or red currants, gooseberries and
...

0

0

0

'0802

Other nuts, fresh or dried, whether or not
shelled or peeled (excluding coconuts, Brazil
nuts ...

0

0

0

'0801

Coconuts, Brazil nuts and cashew nuts, fresh or
dried, whether or not shelled or peeled

0

0

0

'0806

Grapes, fresh or dried

0

0

0

'0807

Melons, incl. watermelons, and papaws
(papayas), fresh

0

0

0

285

MARKET OPPORTUNITY STUDY FOR UKRAINIAN FRESH AND PROCESSED FRUITS AND VEGETABLES

ITC

'0804

Dates, figs, pineapples, avocados, guavas,
mangoes and mangosteen, fresh or dried

0

0

0

'0812

Fruit and nuts, provisionally preserved, e.g. by
Sulphur dioxide gas, in brine, in Sulphur ...

0

0

0

'0805

Citrus fruit, fresh or dried

0

0

0

'0809

Apricots, cherries, peaches incl. nectarines,
plums and sloes, fresh

0

0

0

Figure 177 Ukrainian exports of fruit and nuts to Switzerland

Ukrainian exports of prepared foods to Switzerland
Ukraine's exports to Switzerland
Product
code

Product label

'2106

Food preparations, n.e.s.

Value in
2013

Value in
2014

Value in
2015

242

0

36

'2104

Soups and broths and preparations therefor;
food preparations consisting of finely
homogenized ...

0

0

0

'2101

Extracts, essences and concentrates, of coffee,
tea or maté and preparations with a basis of ...

0

0

0

'2105

Ice cream and other edible ice, whether or not
containing cocoa

0

0

0

'2102

Yeasts, active or inactive; other dead single-cell
micro-organisms, prepared baking powders ...

24

21

0

'2103

Sauce and preparations therefor; mixed
condiments and mixed seasonings; mustard
flour and meal, ...

4

2

0

Figure 178Ukrainian exports of prepared foods to Switzerland

Italy
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List of Produce Markets:
Name of Market

City its located in

Campo de Fiori

Rome

Mercato di Campagna

Rome

Mercato Centrale

Florence

Sant’Ambrogio

Florence

Mercato di Porta Palazzo

Turin

Gross Domestic Product: $1.816 Trillion (2015 EST.)
Gross Domestic Product per Capita: $35,700 (2015 EST.)

Ukrainian exports of fruits to Italy
Ukraine's exports to Italy
Product
code

Product label

Value in
2013

Value in
2014

Value in
2015

7271

8322

6645

431

118

1285

'0811

Fruit and nuts, uncooked or cooked by
steaming or boiling in water, frozen,
whether or not ...

'0802

Other nuts, fresh or dried, whether or not
shelled or peeled (excluding coconuts,
Brazil nuts ...

'0813

Dried apricots, prunes, apples, peaches,
pears, papaws "papayas", tamarinds and
other edible ...

0

105

372

'0805

Citrus fruit, fresh or dried

2

0

6

'0810

Fresh strawberries, raspberries,
blackberries, back, white or red currants,
gooseberries and ...

0

0

3

'0801

Coconuts, Brazil nuts and cashew nuts,
fresh or dried, whether or not shelled or
peeled

0

0

0

'0806

Grapes, fresh or dried

0

0

0

'0804

Dates, figs, pineapples, avocados, guavas,
mangoes and mangosteen, fresh or dried

0

2

0

'0812

Fruit and nuts, provisionally preserved, e.g.
by Sulphur dioxide gas, in brine, in Sulphur
...

0

0

0

'0809

Apricots, cherries, peaches incl. nectarines,
plums and sloes, fresh

0

0

0

'0808

Apples, pears and quinces, fresh

2

1

0
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'0807

Melons, incl. watermelons, and papaws
(papayas), fresh

0

0

0

'0814

Peel of citrus fruit or melons, incl.
watermelons, fresh, frozen, dried or
provisionally preserved ...

0

0

0

Figure 179 Ukrainian exports of fruits to Italy
Ukrainian exports of vegetables to Italy
Ukraine's exports to Italy
Product
code

Product label

Value in
2013

Value in
2014

Value in
2015

48

75

289

116

2608

76

'0709

Other vegetables, fresh or chilled
(excluding potatoes, tomatoes, alliaceous
vegetables, edible ...

'0713

Dried leguminous vegetables, shelled,
whether or not skinned or split

'0712

Dried vegetables, whole, cut, sliced, broken
or in powder, but not further prepared

13

6

8

'0710

Vegetables, uncooked or cooked by
steaming or boiling in water, frozen

24

0

6

'0707

Cucumbers and gherkins, fresh or chilled

0

0

0

'0711

Vegetables provisionally preserved, e.g. by
Sulphur dioxide gas, in brine, in Sulphur
water ...

0

0

0

'0706

Carrots, turnips, salad beetroot, salsify,
celeriac, radishes and similar edible roots,
fresh ...

0

0

0

'0708

Leguminous vegetables, shelled or
unshelled, fresh or chilled

0

0

0

'0714

Roots and tubers of manioc, arrowroot,
salep, Jerusalem artichokes, sweet
potatoes and similar ...

0

0

0

'0703

Onions, shallots, garlic, leeks and other
alliaceous vegetables, fresh or chilled

1

0

0

'0705

Lettuce "Lactuca sativa" and chicory
"Cichorium spp.", fresh or chilled

1

0

0

'0702

Tomatoes, fresh or chilled

1

0

0

'0704

Cabbages, cauliflowers, kohlrabi, kale and
similar edible brassicas, fresh or chilled

1

0

0

'0701

Potatoes, fresh or chilled

1

0

0

Figure 180 Ukrainian exports of vegetables to Italy

Ukrainian exports of prepared foods to Italy
Product

Product label

Ukraine's exports to Italy
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code

Value in
2013

Value
in 2014

Value in
2015

'2103

Sauce and preparations therefor; mixed
condiments and mixed seasonings;
mustard flour and meal, ...

1

48

31

'2104

Soups and broths and preparations
therefor; food preparations consisting of
finely homogenized ...

0

0

2

'2106

Food preparations, n.e.s.

1

2

1

'2102

Yeasts, active or inactive; other dead
single-cell micro-organisms, prepared
baking powders ...

0

0

0

'2101

Extracts, essences and concentrates, of
coffee, tea or maté and preparations with
a basis of ...

1

1

0

'2105

Ice cream and other edible ice, whether or
not containing cocoa

1

0

0

Figure 181 Ukrainian exports of prepared foods to Italy
Ukrainian exports of processed F&V to Italy
Ukraine's exports to Italy
Product
code

Product label

Value in
2013

Value
in 2014

Value in
2015

'2008

Fruits, nuts and other edible parts of
plants, prepared or preserved, whether or
not containing ...

1

0

39

'2009

Fruit juices, incl. grape must, and vegetable
juices, unfermented, not containing added
spirit, ...

5

4

11

'2001

Vegetables, fruit, nuts and other edible
parts of plants, prepared or preserved by
vinegar ...

1

9

11

'2007

Jams, fruit jellies, marmalades, fruit or nut
purée and fruit or nut pastes, obtained by
cooking, ...

0

3

5

'2005

Other vegetables prepared or preserved
otherwise than by vinegar or acetic acid,
not frozen ...

0

1

2

'2004

Vegetables prepared or preserved
otherwise than by vinegar or acetic acid,
frozen (excluding ...

0

0

0

'2002

Tomatoes, prepared or preserved
otherwise than by vinegar or acetic acid

0

0

0

'2006

Vegetables, fruit, nuts, fruit-peel and other
edible parts of plants, preserved by sugar
"drained, ...

0

0

0

'2003

Mushrooms and truffles, prepared or
preserved otherwise than by vinegar or
acetic acid

0

0

0
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Figure 182 Ukrainian exports of processed F&V to Italy
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Austria

List of Produce Markets:
Name of Market

City its located in

Naschmarkt

Vienna

Kaiser – Josef Platz market

Graz

Freyung

Vienna

Old Market Square

Salzburg

Gross Domestic Product: $374.1 Billion (EST 2015)
Gross Domestic Product per Capita: $47,300 (EST 2015)
Ukrainian exports of fruit to Austria
Ukraine's exports to Austria
Product
code

Product label

Value in
2013

Value in
2014

Value in
2015

'0811

Fruit and nuts, uncooked or cooked by steaming or
boiling in water, frozen, whether or not ...

3470

2493

2225

'0802

Other nuts, fresh or dried, whether or not shelled or
peeled (excluding coconuts, Brazil nuts ...

1332

936

2188

'0813

Dried apricots, prunes, apples, peaches, pears, papaws
"papayas", tamarinds and other edible ...

0

244

51

'0810

Fresh strawberries, raspberries, blackberries, back,
white or red currants, gooseberries and ...

0

0

45

'0805

Citrus fruit, fresh or dried

0

0

14

'0808

Apples, pears and quinces, fresh

0

0

2

'0806

Grapes, fresh or dried

0

0

1

'0803

Bananas, incl. plantains, fresh or dried

0

0

1
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'0814

Peel of citrus fruit or melons, incl. watermelons, fresh,
frozen, dried or provisionally preserved ...

0

0

0

'0804

Dates, figs, pineapples, avocados, guavas, mangoes and
mangosteen, fresh or dried

0

0

0

'0812

Fruit and nuts, provisionally preserved, e.g. by Sulphur
dioxide gas, in brine, in Sulphur ...

0

0

0

'0809

Apricots, cherries, peaches incl. nectarines, plums and
sloes, fresh

0

0

0

'0807

Melons, incl. watermelons, and papaws (papayas),
fresh

0

0

0

Figure 183 Ukrainian exports of fruit to Austria
Ukrainian exports of processed foods to Austria
Ukraine's exports to Austria
Product
code

Product label

Value in
2013

Value in
2014

Value in
2015

'2101

Extracts, essences and concentrates, of coffee, tea or
maté and preparations with a basis of ...

0

0

5

'2106

Food preparations, n.e.s.

0

115

2

'2103

Sauce and preparations therefor; mixed condiments
and mixed seasonings; mustard flour and meal, ...

0

0

2

'2105

Ice cream and other edible ice, whether or not
containing cocoa

0

0

1

'2104

Soups and broths and preparations therefor; food
preparations consisting of finely homogenized ...

0

0

0

'2102

Yeasts, active or inactive; other dead single-cell microorganisms, prepared baking powders ...

0

0

0

Figure 184 Ukrainian exports of processed foods to Austria
Ukrainian exports of processed F&V to Austria
Ukraine's exports to Austria
Product
code

Product label

Value in
2013

'2009

Fruit juices, incl. grape must, and vegetable juices,
unfermented, not containing added spirit, ...

'2002

Value in
2014

Value in
2015

10775

14244

15823

Tomatoes, prepared or preserved otherwise than by
vinegar or acetic acid

0

813

642

'2008

Fruits, nuts and other edible parts of plants, prepared
or preserved, whether or not containing ...

6

28

72

'2001

Vegetables, fruit, nuts and other edible parts of plants,
prepared or preserved by vinegar ...

0

0

1

'2005

Other vegetables prepared or preserved otherwise
than by vinegar or acetic acid, not frozen ...

0

0

1

'2007

Jams, fruit jellies, marmalades, fruit or nut purée and
fruit or nut pastes, obtained by cooking, ...

0

0

1
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'2003

Mushrooms and truffles, prepared or preserved
otherwise than by vinegar or acetic acid

0

0

0

'2004

Vegetables prepared or preserved otherwise than by
vinegar or acetic acid, frozen (excluding ...

0

0

0

'2006

Vegetables, fruit, nuts, fruit-peel and other edible parts
of plants, preserved by sugar "drained, ...

0

0

0

Figure 185 Ukrainian exports of processed F&V to Austria
Ukrainian exports of prepared foods to
Austria
Ukraine's exports to Austria
Product
code

Product label

Value in
2013

Value in
2014

Value in
2015

'2101

Extracts, essences and concentrates, of coffee, tea or
maté and preparations with a basis of ...

0

0

5

'2106

Food preparations, n.e.s.

0

115

2

'2103

Sauce and preparations therefor; mixed condiments
and mixed seasonings; mustard flour and meal, ...

0

0

2

'2105

Ice cream and other edible ice, whether or not
containing cocoa

0

0

1

'2104

Soups and broths and preparations therefor; food
preparations consisting of finely homogenized ...

0

0

0

'2102

Yeasts, active or inactive; other dead single-cell microorganisms, prepared baking powders ...

0

0

0

Figure 186 Ukrainian exports of prepared foods to Austria
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Czech Republic

List of Produce Markets:
Name of Market

City its located in

Naplavka Farmers Market

Prague

Farmer’s Market Jirak

Prague

NamEsti Republiky

Prague

Kampa Park

Prague

Zelny trh

Moravia

Gross Domestic Product: $181.9 Billion (EST 2015)
Gross Domestic Product per Capita: $31,600 (EST 2015)
Ukrainian exports of fruit and nuts to Czech Republic
Ukraine's exports to Czech Republic
Product
code

Product label

Value in
2013

'0811

Fruit and nuts, uncooked or cooked by steaming or
boiling in water, frozen, whether or not ...

'0813

Dried apricots, prunes, apples, peaches, pears, papaws
"papayas", tamarinds and other edible ...

'0807

Melons, incl. watermelons, and papaws (papayas),
fresh

'0802

Other nuts, fresh or dried, whether or not shelled or
peeled (excluding coconuts, Brazil nuts ...

'0803

'0814
'0810

Value in
2014

Value in
2015

1427

2250

1275

30

25

54

6

0

3

122

269

1

Bananas, incl. plantains, fresh or dried

0

0

0

Peel of citrus fruit or melons, incl. watermelons, fresh,
frozen, dried or provisionally preserved ...

0

0

0

0

0

0

Fresh strawberries, raspberries, blackberries, back,
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white or red currants, gooseberries and ...

'0804

Dates, figs, pineapples, avocados, guavas, mangoes and
mangosteen, fresh or dried

0

0

0

'0812

Fruit and nuts, provisionally preserved, e.g. by Sulphur
dioxide gas, in brine, in Sulphur ...

0

0

0

'0808

Apples, pears and quinces, fresh

0

0

0

'0801

Coconuts, Brazil nuts and cashew nuts, fresh or dried,
whether or not shelled or peeled

0

0

0

'0806

Grapes, fresh or dried

0

0

0

'0805

Citrus fruit, fresh or dried

0

0

0

'0809

Apricots, cherries, peaches incl. nectarines, plums and
sloes, fresh

0

0

0

Figure 187 Ukrainian exports of fruit and nuts to Czech Republic

Ukrainian exports of vegetables to Czech Republic
Ukraine's exports to Czech Republic
Product
code

Product label

Value in
2013

'0713

Dried leguminous vegetables, shelled, whether or not
skinned or split

'0707

Value in
2014

Value in
2015

668

288

61

Cucumbers and gherkins, fresh or chilled

0

113

37

'0712

Dried vegetables, whole, cut, sliced, broken or in
powder, but not further prepared

0

0

0

'0701

Potatoes, fresh or chilled

0

0

0

'0709

Other vegetables, fresh or chilled (excluding potatoes,
tomatoes, alliaceous vegetables, edible ...

103

72

0

'0711

Vegetables provisionally preserved, e.g. by Sulphur
dioxide gas, in brine, in Sulphur water ...

0

34

0

'0706

Carrots, turnips, salad beetroot, salsify, celeriac,
radishes and similar edible roots, fresh ...

0

0

0

'0704

Cabbages, cauliflowers, kohlrabi, kale and similar edible
brassicas, fresh or chilled

0

0

0

'0702

Tomatoes, fresh or chilled

0

0

0

'0705

Lettuce "Lactuca sativa" and chicory "Cichorium spp.",
fresh or chilled

0

0

0

'0703

Onions, shallots, garlic, leeks and other alliaceous
vegetables, fresh or chilled

0

0

0

'0710

Vegetables, uncooked or cooked by steaming or boiling
in water, frozen

67

28

0

'0708

Leguminous vegetables, shelled or unshelled, fresh or
chilled

0

0

0
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'0714

Roots and tubers of manioc, arrowroot, salep,
Jerusalem artichokes, sweet potatoes and similar ...

0

ITC

0

0

Ukrainian exports of Edible foods to Czech Republic
Product
code

Ukraine's exports to Czech Republic
Product label
Value in 2013 Value in 2014 Value in 2015

'2102

Yeasts, active or inactive; other dead single-cell microorganisms, prepared baking powders ...

'2106

Food preparations, n.e.s.

'2103

2299

2638

2036

181

37

34

Sauce and preparations therefor; mixed condiments and
mixed seasonings; mustard flour and meal, ...

8

34

26

'2104

Soups and broths and preparations therefor; food
preparations consisting of finely homogenized ...

2

4

6

'2105

Ice cream and other edible ice, whether or not containing
cocoa

0

0

0

'2101

Extracts, essences and concentrates, of coffee, tea or
maté and preparations with a basis of ...

0

0

0

Figure 188 Ukrainian exports of Edible foods to Czech Republic
Ukrainian exports of prepared F&V to Czech Republic
Ukraine's exports to Czech Republic
Product
code

Product label

Value in
2013

Value in
2014

Value in
2015

'2002

Tomatoes, prepared or preserved otherwise than by
vinegar or acetic acid

340

2993

825

'2008

Fruits, nuts and other edible parts of plants, prepared
or preserved, whether or not containing ...

34

49

50

'2005

Other vegetables prepared or preserved otherwise
than by vinegar or acetic acid, not frozen ...

37

36

47

'2001

Vegetables, fruit, nuts and other edible parts of plants,
prepared or preserved by vinegar ...

8

10

23

'2007

Jams, fruit jellies, marmalades, fruit or nut purée and
fruit or nut pastes, obtained by cooking, ...

1

1

8

'2006

Vegetables, fruit, nuts, fruit-peel and other edible parts
of plants, preserved by sugar "drained, ...

0

0

1

'2009

Fruit juices, incl. grape must, and vegetable juices,
unfermented, not containing added spirit, ...

2

6

1

'2004

Vegetables prepared or preserved otherwise than by
vinegar or acetic acid, frozen (excluding ...

0

0

0

'2003

Mushrooms and truffles, prepared or preserved
otherwise than by vinegar or acetic acid

0

0

0

Figure 189 Ukrainian exports of prepared F&V to Czech Republic
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Turkey

List of Produce Markets:
City its located in
Turkish Flavours

Istanbul

Bodrum Bazaar

Bodrum

Bostanli Pazarl

Izmir

Fethiye Market

Fethiye

Gross Domestic Product: $733.6 Billion (EST 2015)
Gross Domestic Product per Capita: $20,400 (EST 2015)

Ukrainian exports of vegetables to Turkey
Ukraine's exports to Turkey
Product
code

Product label

Value in
2013

Value in
2014

Value in
2015

'0713

Dried leguminous vegetables, shelled, whether or not
skinned or split

2689

1262

1498

'0708

Leguminous vegetables, shelled or unshelled, fresh or
chilled

0

0

154

'0710

Vegetables, uncooked or cooked by steaming or boiling
in water, frozen

0

0

40

'0703

Onions, shallots, garlic, leeks and other alliaceous
vegetables, fresh or chilled

89

1

5

'0709

Other vegetables, fresh or chilled (excluding potatoes,
tomatoes, alliaceous vegetables, edible ...

2

1

2

298

ITC

MARKET OPPORTUNITY STUDY FOR UKRAINIAN FRESH AND PROCESSED FRUITS AND VEGETABLES

'0702

Tomatoes, fresh or chilled

1

1

1

'0701

Potatoes, fresh or chilled

1

2

1

'0706

Carrots, turnips, salad beetroot, salsify, celeriac,
radishes and similar edible roots, fresh ...

1

0

1

'0704

Cabbages, cauliflowers, kohlrabi, kale and similar edible
brassicas, fresh or chilled

1

0

1

'0707

Cucumbers and gherkins, fresh or chilled

1

0

1

'0712

Dried vegetables, whole, cut, sliced, broken or in
powder, but not further prepared

0

0

0

'0705

Lettuce "Lactuca sativa" and chicory "Cichorium spp.",
fresh or chilled

0

0

0

'0714

Roots and tubers of manioc, arrowroot, salep,
Jerusalem artichokes, sweet potatoes and similar ...

0

0

0

'0711

Vegetables provisionally preserved, e.g. by Sulphur
dioxide gas, in brine, in Sulphur water ...

0

0

0

Figure 190 Ukrainian exports of vegetables to Turkey
Ukrainian exports of fruit to Turkey
Ukraine's exports to Turkey
Product
code

Product label

Value in
2013

'0802

Other nuts, fresh or dried, whether or not shelled or
peeled (excluding coconuts, Brazil nuts ...

'0806

Value in
2014

Value in
2015

6283

6507

5968

Grapes, fresh or dried

0

0

37

'0813

Dried apricots, prunes, apples, peaches, pears, papaws
"papayas", tamarinds and other edible ...

0

1

7

'0803

Bananas, incl. plantains, fresh or dried

0

0

1

'0808

Apples, pears and quinces, fresh

1

3

1

'0805

Citrus fruit, fresh or dried

1

0

1

'0809

Apricots, cherries, peaches incl. nectarines, plums and
sloes, fresh

28

0

0

'0801

Coconuts, Brazil nuts and cashew nuts, fresh or dried,
whether or not shelled or peeled

0

0

0

'0804

Dates, figs, pineapples, avocados, guavas, mangoes and
mangosteen, fresh or dried

0

0

0

'0812

Fruit and nuts, provisionally preserved, e.g. by Sulphur
dioxide gas, in brine, in Sulphur ...

0

0

0

'0810

Fresh strawberries, raspberries, blackberries, back,
white or red currants, gooseberries and ...

0

0

0

'0811

Fruit and nuts, uncooked or cooked by steaming or
boiling in water, frozen, whether or not ...

0

0

0

'0814

Peel of citrus fruit or melons, incl. watermelons, fresh,
frozen, dried or provisionally preserved ...

0

0

0
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'0807

Melons, incl. watermelons, and papaws (papayas),
fresh

0

ITC

0

0

Figure 191 Ukrainian exports of fruit to Turkey
Ukrainian exports of prepared F&V to Turkey
Ukraine's exports to Turkey
Product
code

Product label

Value in
2013

'2008

Fruits, nuts and other edible parts of plants, prepared
or preserved, whether or not containing ...

'2009

Fruit juices, incl. grape must, and vegetable juices,
unfermented, not containing added spirit, ...

'2007

Jams, fruit jellies, marmalades, fruit or nut purée and
fruit or nut pastes, obtained by cooking, ...

'2005

Value in
2014

Value in
2015

35

275

325

119

1

141

15

0

11

Other vegetables prepared or preserved otherwise
than by vinegar or acetic acid, not frozen ...

1

1

1

'2001

Vegetables, fruit, nuts and other edible parts of plants,
prepared or preserved by vinegar ...

1

1

1

'2006

Vegetables, fruit, nuts, fruit-peel and other edible parts
of plants, preserved by sugar "drained, ...

0

0

0

'2003

Mushrooms and truffles, prepared or preserved
otherwise than by vinegar or acetic acid

0

0

0

'2004

Vegetables prepared or preserved otherwise than by
vinegar or acetic acid, frozen (excluding ...

0

0

0

'2002

Tomatoes, prepared or preserved otherwise than by
vinegar or acetic acid

0

0

0

Figure 192 Ukrainian exports of prepared F&V to Turkey
Ukrainian exports of prepared foods to Turkey
Ukraine's exports to Turkey
Product
code

Product label

Value in
2013

Value in
2014

Value in
2015

'2101

Extracts, essences and concentrates, of coffee, tea or
maté and preparations with a basis of ...

1086

969

1846

'2102

Yeasts, active or inactive; other dead single-cell microorganisms, prepared baking powders ...

146

1695

520

'2103

Sauce and preparations therefor; mixed condiments
and mixed seasonings; mustard flour and meal, ...

1

2

2

'2105

Ice cream and other edible ice, whether or not
containing cocoa

0

0

0

'2106

Food preparations, n.e.s.

207

47

0

'2104

Soups and broths and preparations therefor; food
preparations consisting of finely homogenized ...

0

0

0

Figure 193 Ukrainian exports of prepared foods to Turkey
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Slovakia

List of Produce Markets:
Name of Market

City its located in

Central market Mileticova

Bratislava

Old Market Hall

Bratislava

Fresh Market

Bratislava

Gross Domestic Product: $86.63 Billion (Est 2015)
Gross Domestic Product per Capita: $29,700 (Est 2015)
Ukrainian exports of fruits to Slovakia
Ukraine's exports to Slovakia
Product
code

Product label

Value in
2013

Value in
2014

Value in
2015

'0802

Other nuts, fresh or dried, whether or not shelled or
peeled (excluding coconuts, Brazil nuts ...

106

35

592

'0811

Fruit and nuts, uncooked or cooked by steaming or
boiling in water, frozen, whether or not ...

140

137

27

'0813

Dried apricots, prunes, apples, peaches, pears, papaws
"papayas", tamarinds and other edible ...

0

0

0

'0814

Peel of citrus fruit or melons, incl. watermelons, fresh,
frozen, dried or provisionally preserved ...

0

0

0

'0804

Dates, figs, pineapples, avocados, guavas, mangoes and
mangosteen, fresh or dried

0

0

0

'0812

Fruit and nuts, provisionally preserved, e.g. by Sulphur
dioxide gas, in brine, in Sulphur ...

0

0

0

'0805

Citrus fruit, fresh or dried

0

0

0

'0809

Apricots, cherries, peaches incl. nectarines, plums and
sloes, fresh

0

0

0
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'0808

Apples, pears and quinces, fresh

0

0

0

'0807

Melons, incl. watermelons, and papaws (papayas),
fresh

0

0

0

'0801

Coconuts, Brazil nuts and cashew nuts, fresh or dried,
whether or not shelled or peeled

0

0

0

'0806

Grapes, fresh or dried

0

0

0

'0810

Fresh strawberries, raspberries, blackberries, back,
white or red currants, gooseberries and ...

0

0

0

'0803

Bananas, incl. plantains, fresh or dried

0

0

0

Figure 194 Ukrainian exports of fruits to Slovakia
Ukrainian exports of vegetables to Slovakia
Ukraine's exports to Slovakia
Product
code

Product label

Value in
2013

Value in
2014

Value in
2015

'0705

Lettuce "Lactuca sativa" and chicory "Cichorium spp.",
fresh or chilled

0

0

0

'0704

Cabbages, cauliflowers, kohlrabi, kale and similar edible
brassicas, fresh or chilled

0

0

0

'0706

Carrots, turnips, salad beetroot, salsify, celeriac,
radishes and similar edible roots, fresh ...

0

0

0

'0702

Tomatoes, fresh or chilled

0

0

0

'0703

Onions, shallots, garlic, leeks and other alliaceous
vegetables, fresh or chilled

0

2

0

'0710

Vegetables, uncooked or cooked by steaming or boiling
in water, frozen

0

4

0

'0708

Leguminous vegetables, shelled or unshelled, fresh or
chilled

0

0

0

'0714

Roots and tubers of manioc, arrowroot, salep,
Jerusalem artichokes, sweet potatoes and similar ...

0

0

0

'0707

Cucumbers and gherkins, fresh or chilled

0

0

0

'0712

Dried vegetables, whole, cut, sliced, broken or in
powder, but not further prepared

0

0

0

'0701

Potatoes, fresh or chilled

0

0

0

'0709

Other vegetables, fresh or chilled (excluding potatoes,
tomatoes, alliaceous vegetables, edible ...

0

3

0

'0711

Vegetables provisionally preserved, e.g. by Sulphur
dioxide gas, in brine, in Sulphur water ...

0

0

0

'0713

Dried leguminous vegetables, shelled, whether or not
skinned or split

0

11

0

Figure 195 Ukrainian exports of vegetables to Slovakia
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Ukrainian exports of prepared food to Slovakia
Ukraine's exports to Slovakia
Product
code

Product label

Value in
2013

'2102

Yeasts, active or inactive; other dead single-cell microorganisms, prepared baking powders ...

'2103

Sauce and preparations therefor; mixed condiments
and mixed seasonings; mustard flour and meal, ...

'2106

Food preparations, n.e.s.

'2104

Value in
2014

Value in
2015

222

207

21

0

0

3

16

9

3

Soups and broths and preparations therefor; food
preparations consisting of finely homogenized ...

0

0

0

'2105

Ice cream and other edible ice, whether or not
containing cocoa

0

0

0

'2101

Extracts, essences and concentrates, of coffee, tea or
maté and preparations with a basis of ...

18

0

0

Figure 196 Ukrainian exports of prepared food to Slovakia
Ukrainian exports of prepared F&V to Slovakia
Ukraine's exports to Slovakia
Product
code

Product label

Value in
2013

Value in
2014

Value in
2015

'2009

Fruit juices, incl. grape must, and vegetable juices,
unfermented, not containing added spirit, ...

0

1916

1485

'2008

Fruits, nuts and other edible parts of plants, prepared
or preserved, whether or not containing ...

0

29

26

'2001

Vegetables, fruit, nuts and other edible parts of plants,
prepared or preserved by vinegar ...

0

0

15

'2007

Jams, fruit jellies, marmalades, fruit or nut purée and
fruit or nut pastes, obtained by cooking, ...

0

0

11

'2004

Vegetables prepared or preserved otherwise than by
vinegar or acetic acid, frozen (excluding ...

0

0

0

'2003

Mushrooms and truffles, prepared or preserved
otherwise than by vinegar or acetic acid

0

0

0

'2005

Other vegetables prepared or preserved otherwise
than by vinegar or acetic acid, not frozen ...

0

0

0

'2006

Vegetables, fruit, nuts, fruit-peel and other edible parts
of plants, preserved by sugar "drained, ...

0

0

0

'2002

Tomatoes, prepared or preserved otherwise than by
vinegar or acetic acid

0

0

0

Figure 197 Ukrainian exports of prepared F&V to Slovakia
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Hungary

List of Produce Markets:
Name of Market

City its located in

Szimpla Sunday Farmers Market

Budapest

Central Market Hall

Budapest

Szimpla Kert

Budapest

Bauernmarkt (Farmers Market

Keszthely

Gross Domestic Product: $120.6 Billion (EST 2015)
Gross Domestic Product per Capita: $26,200 (EST 2015)

Ukrainian exports of fruit to Hungary
Ukraine's exports to Hungary
Product
code

Product label

Value in
2013

Value in
2014

Value in
2015

'0802

Other nuts, fresh or dried, whether or not shelled or
peeled (excluding coconuts, Brazil nuts ...

1774

4872

7834

'0811

Fruit and nuts, uncooked or cooked by steaming or
boiling in water, frozen, whether or not ...

218

151

291

'0813

Dried apricots, prunes, apples, peaches, pears, papaws
"papayas", tamarinds and other edible ...

0

0

0

'0814

Peel of citrus fruit or melons, incl. watermelons, fresh,
frozen, dried or provisionally preserved ...

0

0

0

'0808

Apples, pears and quinces, fresh

0

0

0

'0805

Citrus fruit, fresh or dried

0

0

0
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'0809

Apricots, cherries, peaches incl. nectarines, plums and
sloes, fresh

0

0

0

'0810

Fresh strawberries, raspberries, blackberries, back,
white or red currants, gooseberries and ...

0

0

0

Figure 198 Ukrainian exports of fruit to Hungary
Ukrainian exports of vegetables to Hungary
Ukraine's exports to Hungary
Product
code

Product label

Value in
2013

Value in
2014

Value in
2015

'2001

Vegetables, fruit, nuts and other edible parts of plants,
prepared or preserved by vinegar ...

0

12

504

'2002

Tomatoes, prepared or preserved otherwise than by
vinegar or acetic acid

0

0

363

'2008

Fruits, nuts and other edible parts of plants, prepared
or preserved, whether or not containing ...

69

68

75

'2009

Fruit juices, incl. grape must, and vegetable juices,
unfermented, not containing added spirit, ...

43

0

64

'2006

Vegetables, fruit, nuts, fruit-peel and other edible parts
of plants, preserved by sugar "drained, ...

0

0

0

'2005

Other vegetables prepared or preserved otherwise
than by vinegar or acetic acid, not frozen ...

0

0

0

'2003

Mushrooms and truffles, prepared or preserved
otherwise than by vinegar or acetic acid

0

0

0

'2007

Jams, fruit jellies, marmalades, fruit or nut purée and
fruit or nut pastes, obtained by cooking, ...

0

0

0

'2004

Vegetables prepared or preserved otherwise than by
vinegar or acetic acid, frozen (excluding ...

0

0

0

Figure 199 Ukrainian exports of vegetables to Hungary
Ukrainian exports of processed foods to Hungary
Ukraine's exports to Hungary
Product
code

Product label

Value in
2013

Value in
2014

Value in
2015

'2102

Yeasts, active or inactive; other dead single-cell microorganisms, prepared baking powders ...

740

697

767

'2103

Sauce and preparations therefor; mixed condiments
and mixed seasonings; mustard flour and meal, ...

235

323

402

'2106

Food preparations, n.e.s.

1387

3

3

'2104

Soups and broths and preparations therefor; food
preparations consisting of finely homogenized ...

0

0

0

'2101

Extracts, essences and concentrates, of coffee, tea or
maté and preparations with a basis of ...

0

0

0

'2105

Ice cream and other edible ice, whether or not
containing cocoa

0

0

0
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CIS Country profiles
Republic of Moldova

List of Produce Markets:
Name of Market

City its located in

Piata Centrala

Chisinau, Moldova

Gross Domestic Product: $6.414 Billion (EST 2015)
Gross Domestic Product per Capita: $5,000 (EST 2015)

Ukrainian exports of vegetables to Moldova
Product
code

Ukraine's exports to Moldova,
Republic of
Product label
Value in
2013

Value in
2014

Value in
2015

'0713

Dried leguminous vegetables, shelled,
whether or not skinned or split

164

162

199

'0701

Potatoes, fresh or chilled

700

4

194

'0703

Onions, shallots, garlic, leeks and other
alliaceous vegetables, fresh or chilled

198

5

189

'0702

Tomatoes, fresh or chilled

6

21

98

'0706

Carrots, turnips, salad beetroot, salsify,
celeriac, radishes and similar edible
roots, fresh ...

481

382

67

'0704

Cabbages, cauliflowers, kohlrabi, kale
and similar edible brassicas, fresh or
chilled

6

73

49

58

51

37

'0710
Vegetables, uncooked or cooked by
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steaming or boiling in water, frozen

'0712

Dried vegetables, whole, cut, sliced,
broken or in powder, but not further
prepared

40

31

22

'0709

Other vegetables, fresh or chilled
(excluding potatoes, tomatoes,
alliaceous vegetables, edible ...

12

47

18

'0708

Leguminous vegetables, shelled or
unshelled, fresh or chilled

0

0

12

'0707

Cucumbers and gherkins, fresh or chilled

0

1

6

'0714

Roots and tubers of manioc, arrowroot,
salep, Jerusalem artichokes, sweet
potatoes and similar ...

0

0

0

'0705

Lettuce "Lactuca sativa" and chicory
"Cichorium spp.", fresh or chilled

0

0

0

'0711

Vegetables provisionally preserved, e.g.
by Sulphur dioxide gas, in brine, in
Sulphur water ...

0

0

0

Figure 201 Ukrainian exports of vegetables to Moldova
Ukrainian exports of fruits to Moldova
Product
code

Ukraine's exports to Moldova,
Republic of
Product label
Value in
2013

'0802

Other nuts, fresh or dried, whether or
not shelled or peeled (excluding
coconuts, Brazil nuts ...

'0807

Melons, incl. watermelons, and papaws
(papayas), fresh

'0806

Grapes, fresh or dried

Value in
2014

Value in
2015

2545

1032

5154

55

148

371

105

67

55

'0810

Fresh strawberries, raspberries,
blackberries, back, white or red currants,
gooseberries and ...

35

80

43

'0811

Fruit and nuts, uncooked or cooked by
steaming or boiling in water, frozen,
whether or not ...

39

47

36

'0813

Dried apricots, prunes, apples, peaches,
pears, papaws "papayas", tamarinds and
other edible ...

63

7

20

'0808

Apples, pears and quinces, fresh

0

0

20

'0801

Coconuts, Brazil nuts and cashew nuts,
fresh or dried, whether or not shelled or
peeled

11

8

5

'0805

Citrus fruit, fresh or dried

0

0

0

'0809

Apricots, cherries, peaches incl.
nectarines, plums and sloes, fresh

0

0

0
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'0804

Dates, figs, pineapples, avocados,
guavas, mangoes and mangosteen, fresh
or dried

15

5

0

'0812

Fruit and nuts, provisionally preserved,
e.g. by Sulphur dioxide gas, in brine, in
Sulphur ...

0

0

0

'0803

Bananas, incl. plantains, fresh or dried

22

0

0

'0814

Peel of citrus fruit or melons, incl.
watermelons, fresh, frozen, dried or
provisionally preserved ...

0

0

0

Figure 202 Ukrainian exports of fruits to Moldova

Ukrainian exports of processed F&V to Moldova
Product
code

Ukraine's exports to Moldova,
Republic of
Product label
Value in
2013

Value in
2014

Value in
2015

'2008

Fruits, nuts and other edible parts of
plants, prepared or preserved, whether
or not containing ...

4833

3121

2019

'2005

Other vegetables prepared or preserved
otherwise than by vinegar or acetic acid,
not frozen ...

2258

1936

1231

'2002

Tomatoes, prepared or preserved
otherwise than by vinegar or acetic acid

757

1012

916

'2009

Fruit juices, incl. grape must, and
vegetable juices, unfermented, not
containing added spirit, ...

1642

1360

749

'2007

Jams, fruit jellies, marmalades, fruit or
nut purée and fruit or nut pastes,
obtained by cooking, ...

588

550

356

'2001

Vegetables, fruit, nuts and other edible
parts of plants, prepared or preserved
by vinegar ...

171

160

131

'2004

Vegetables prepared or preserved
otherwise than by vinegar or acetic acid,
frozen (excluding ...

32

39

15

'2006

Vegetables, fruit, nuts, fruit-peel and
other edible parts of plants, preserved
by sugar "drained, ...

0

0

0

'2003

Mushrooms and truffles, prepared or
preserved otherwise than by vinegar or
acetic acid

25

9

0

Figure 203 Ukrainian exports of processed F&V to Moldova

Ukrainian exports of processed foods to Moldova
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Product
code

Ukraine's exports to Moldova,
Republic of
Product label
Value in
2013

'2101

Extracts, essences and concentrates, of
coffee, tea or maté and preparations with
a basis of ...

'2106

Value in
2014

Value in
2015

11386

13390

9266

Food preparations, n.e.s.

8744

7401

4816

'2103

Sauce and preparations therefor; mixed
condiments and mixed seasonings;
mustard flour and meal, ...

9209

8190

4792

'2105

Ice cream and other edible ice, whether
or not containing cocoa

2798

2716

2590

'2102

Yeasts, active or inactive; other dead
single-cell micro-organisms, prepared
baking powders ...

862

1035

899

'2104

Soups and broths and preparations
therefor; food preparations consisting of
finely homogenized ...

51

52

26

Figure 204 Ukrainian exports of processed foods to Moldova
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Belarus

List of Produce Markets:
Name of Market

City its located in

Minskiy Komarovskiy Market

Minsk, Belarus

Zhdanovichi Market

Minsk, Belarus

Central Market

Bobrujsk, Belarus

Gross Domestic Product: $54.61 Billion (EST. 2015)
Gross Domestic Product per Capita: $17,700 (EST. 2015)

Ukraine's exports to Belarus
Product
code

Product label

Belarus's imports from world

Value
in 2013

Value
in
2014

Value in
2015

Value
in
2013

Value in
2014

4085

8653

7742

66091

126795

160959

Value in
2015

'0702

Tomatoes, fresh or chilled

'0707

Cucumbers and gherkins, fresh or chilled

171

967

4052

7265

16493

19893

'0709

Other vegetables, fresh or chilled (excluding
potatoes, tomatoes, alliaceous vegetables,
edible ...

206

553

1623

38805

114777

150349

'0701

Potatoes, fresh or chilled

531

1358

1238

6648

8890

7930

'0703

Onions, shallots, garlic, leeks and other
alliaceous vegetables, fresh or chilled

255

395

718

6665

10720

17362

'0710

Vegetables, uncooked or cooked by steaming
or boiling in water, frozen

670

615

545

11284

21855

41621

'0706

Carrots, turnips, salad beetroot, salsify,
celeriac, radishes and similar edible roots, fresh
...

145

431

480

4456

7242

12896

957

892

442

3759

3404

3208

'0713
Dried leguminous vegetables, shelled, whether
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or not skinned or split

'0704

Cabbages, cauliflowers, kohlrabi, kale and
similar edible brassicas, fresh or chilled

649

149

410

10840

34536

51651

'0711

Vegetables provisionally preserved, e.g. by
Sulphur dioxide gas, in brine, in Sulphur water
...

0

9

157

2704

2385

1870

'0705

Lettuce "Lactuca sativa" and chicory
"Cichorium spp.", fresh or chilled

0

0

36

1782

8680

18991

'0708

Leguminous vegetables, shelled or unshelled,
fresh or chilled

0

0

23

9

101

149

'0712

Dried vegetables, whole, cut, sliced, broken or
in powder, but not further prepared

39

21

10

2820

4087

3247

'0714

Roots and tubers of manioc, arrowroot, salep,
Jerusalem artichokes, sweet potatoes and
similar ...

0

0

0

14

37

94

Figure 205 Ukraine and Belarus trade in class 07
Ukraine's exports to Belarus
Product
code

Product label

Belarus's imports from world

Value
in 2013

Value
in
2014

Value in
2015

Value
in 2013

Value
in 2014

Value in
2015

1519

1746

835

4186

6274

6555

'0807

Melons, incl. watermelons, and papaws
(papayas), fresh

'0808

Apples, pears and quinces, fresh

128

116

827

109936

318230

586009

'0802

Other nuts, fresh or dried, whether or not
shelled or peeled (excluding coconuts, Brazil
nuts ...

768

554

798

22364

27875

12854

'0809

Apricots, cherries, peaches incl. nectarines,
plums and sloes, fresh

0

7

544

50898

150872

315386

'0813

Dried apricots, prunes, apples, peaches, pears,
papaws "papayas", tamarinds and other edible
...

2

18

262

11205

10454

8607

'0811

Fruit and nuts, uncooked or cooked by
steaming or boiling in water, frozen, whether
or not ...

22

367

211

2600

11312

34554

'0810

Fresh strawberries, raspberries, blackberries,
back, white or red currants, gooseberries and
...

18

0

40

42621

94416

162961

'0801

Coconuts, Brazil nuts and cashew nuts, fresh or
dried, whether or not shelled or peeled

19

13

8

6712

17170

6710

'0806

Grapes, fresh or dried

2

3

0

40747

69140

53820

'0803

Bananas, incl. plantains, fresh or dried

0

0

0

58072

55558

56435

'0814

Peel of citrus fruit or melons, incl.
watermelons, fresh, frozen, dried or
provisionally preserved ...

0

0

0

1

3

17

'0805

Citrus fruit, fresh or dried

0

0

0

88102

96986

121098
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'0804

Dates, figs, pineapples, avocados, guavas,
mangoes and mangosteen, fresh or dried

0

0

0

5847

11316

10079

'0812

Fruit and nuts, provisionally preserved, e.g. by
Sulphur dioxide gas, in brine, in Sulphur ...

0

0

0

38

20

0

Figure 206 Ukraine and Belarus trade in class 08
Ukraine exports of prepared F&V to Belarus
Ukraine's exports to Belarus
Product
code

Product label

Value in
2013

Value in
2014

Value in 2015

'2008

Fruits, nuts and other edible parts of plants, prepared or preserved,
whether or not containing ...

10629

11603

9444

'2009

Fruit juices, incl. grape must, and vegetable juices, unfermented, not
containing added spirit, ...

5434

6598

7917

'2002

Tomatoes, prepared or preserved otherwise than by vinegar or acetic
acid

1506

1106

3118

'2005

Other vegetables prepared or preserved otherwise than by vinegar or
acetic acid, not frozen ...

2982

2988

2399

'2001

Vegetables, fruit, nuts and other edible parts of plants, prepared or
preserved by vinegar ...

736

574

1300

'2007

Jams, fruit jellies, marmalades, fruit or nut purée and fruit or nut
pastes, obtained by cooking, ...

103

166

156

'2004

Vegetables prepared or preserved otherwise than by vinegar or acetic
acid, frozen (excluding ...

2

124

82

'2006

Vegetables, fruit, nuts, fruit-peel and other edible parts of plants,
preserved by sugar "drained, ...

0

0

2

'2003

Mushrooms and truffles, prepared or preserved otherwise than by
vinegar or acetic acid

0

0

1

Figure 207 Ukraine exports of prepared F&V to Belarus

Ukraine Exports to Belarus food NES
Ukraine's exports to Belarus
Product
code

Product label

Value in
2013

Value in
2014

Value in
2015

'2101

Extracts, essences and concentrates, of coffee, tea or
maté and preparations with a basis of ...

6450

8019

9328

'2103

Sauce and preparations therefor; mixed condiments
and mixed seasonings; mustard flour and meal, ...

8138

7803

5548

'2106

Food preparations, n.e.s.

948

973

904

'2102

Yeasts, active or inactive; other dead single-cell microorganisms, prepared baking powders ...

181

306

92

'2104

Soups and broths and preparations therefor; food
preparations consisting of finely homogenized ...

10

39

6
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'2105

Ice cream and other edible ice, whether or not
containing cocoa

14

0

0

Figure 208 Ukraine Exports to Belarus food NES

Exports to Belarus are expected to change as the market has changed without Belarus providing a conduit
of trade between Ukraine and Russia.
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Middle East Country profiles

United Arab Emirates

List of Produce Markets:
Name of Market

City its located in

Ripe Market

Dubai

Mushrif Mall

Abu Dhabi

Central Market

Abu Dhabi

ARTE – The Makers Market

Dubai

Gross Domestic Product: $345.5 Billion (EST 2015)
Gross Domestic Product per Capita: $67,600 (EST 2015)
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Saudi Arabia

List of Produce Markets:
Name of Market

City its located in

Qaisariah Souq

Al Hofuf

Jeddah International Market

Jeddah

Al Deerah Heritage Village

Al Ula

Gross Domestic Product: $653.2 Billion (EST 2015)
Gross Domestic Product per Capita: $53,600 (EST 2015)
Ukrainian exports of food NES to UAE
Product
code

Ukraine's exports to United Arab
Emirates
Product label
Value in
2013

'2106

Food preparations, n.e.s.

'2105

Value in
2014

Value in
2015

22

119

22

Ice cream and other edible ice, whether or not
containing cocoa

0

0

13

'2104

Soups and broths and preparations therefor; food
preparations consisting of finely homogenized ...

0

6

0

'2102

Yeasts, active or inactive; other dead single-cell microorganisms, prepared baking powders ...

0

0

0

'2103

Sauce and preparations therefor; mixed condiments
and mixed seasonings; mustard flour and meal, ...

19

13

0

'2101

Extracts, essences and concentrates, of coffee, tea or
maté and preparations with a basis of ...

0

0

0

Figure 209 Ukrainian exports of food NES to UAE
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Ukraine exports of prepared vegetables to
UAE
Ukraine's exports to United Arab Emirates
Product
code

Product label
Value in 2013 Value in 2014

'2001

Vegetables, fruit, nuts and other edible parts of plants,
prepared or preserved by vinegar ...

'2004

Vegetables prepared or preserved otherwise than by
vinegar or acetic acid, frozen (excluding ...

'2008

Value in
2015

22

24

14

0

0

6

Fruits, nuts and other edible parts of plants, prepared or
preserved, whether or not containing ...

31

2

6

'2005

Other vegetables prepared or preserved otherwise than
by vinegar or acetic acid, not frozen ...

10

33

1

'2009

Fruit juices, incl. grape must, and vegetable juices,
unfermented, not containing added spirit, ...

2

6

1

'2003

Mushrooms and truffles, prepared or preserved otherwise
than by vinegar or acetic acid

0

0

0

'2006

Vegetables, fruit, nuts, fruit-peel and other edible parts of
plants, preserved by sugar "drained, ...

0

0

0

'2002

Tomatoes, prepared or preserved otherwise than by
vinegar or acetic acid

0

1

0

'2007

Jams, fruit jellies, marmalades, fruit or nut purée and fruit
or nut pastes, obtained by cooking, ...

1

3

0

Figure 210 Ukraine exports of prepared vegetables to UAE

Ukrainian exports of vegetables to UAE
Product
code

Ukraine's exports to United Arab
Emirates
Product label
Value in
2013

'0713

Dried leguminous vegetables, shelled, whether or not
skinned or split

'0701

'0709

Value in 2014

Value in
2015

22

1698

982

Potatoes, fresh or chilled

0

0

420

Other vegetables, fresh or chilled (excluding potatoes,
tomatoes, alliaceous vegetables, edible ...

1

10

12
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'0712

Dried vegetables, whole, cut, sliced, broken or in powder,
but not further prepared

0

0

6

'0703

Onions, shallots, garlic, leeks and other alliaceous
vegetables, fresh or chilled

0

4

4

'0710

Vegetables, uncooked or cooked by steaming or boiling in
water, frozen

0

0

1

'0708

Leguminous vegetables, shelled or unshelled, fresh or
chilled

0

0

0

Figure 211 Ukrainian exports of vegetables to UAE
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Israel

List of Produce Markets:
Name of Market

City its located in

Old Tel Aviv Port Area

Tel Aviv

Mahane Yehuda Market

Jerusalem

Shuk HaNamel

Tel Aviv

Haifa Fleamarket

Haifa

Gross Domestic Product: $296.1 Billion (EST 2015)
Gross Domestic Product per Capita: $33,700 (EST 2015)

Ukraine exports of food NES to Israel
Product
code

Ukraine's exports to Israel
Product label
Value in 2013 Value in 2014 Value in 2015

'2105

Ice cream and other edible ice, whether or not containing
cocoa

'2106

1561

2129

1875

Food preparations, n.e.s.

430

457

373

'2103

Sauce and preparations therefor; mixed condiments and
mixed seasonings; mustard flour and meal, ...

213

194

176

'2101

Extracts, essences and concentrates, of coffee, tea or
maté and preparations with a basis of ...

23

27

24

'2104

Soups and broths and preparations therefor; food
preparations consisting of finely homogenized ...

5

9

6

'2102

Yeasts, active or inactive; other dead single-cell microorganisms, prepared baking powders ...

0

0

0

Figure 212 Ukraine exports of food NES to Israel
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Ukraine Exports of Fruit to Israel
Ukraine's exports to Israel
Product
code

Product label

Value in
2013

Value in
2014

Value in 2015

'0811

Fruit and nuts, uncooked or cooked by steaming or
boiling in water, frozen, whether or not ...

6

34

34

'0813

Dried apricots, prunes, apples, peaches, pears, papaws
"papayas", tamarinds and other edible ...

4

5

11

'0814

Peel of citrus fruit or melons, incl. watermelons, fresh,
frozen, dried or provisionally preserved ...

0

0

0

'0808

Apples, pears and quinces, fresh

0

0

0

'0810

Fresh strawberries, raspberries, blackberries, back,
white or red currants, gooseberries and ...

0

0

0

'0807

Melons, incl. watermelons, and papaws (papayas),
fresh

0

0

0

'0805

Citrus fruit, fresh or dried

0

0

0

'0809

Apricots, cherries, peaches incl. nectarines, plums and
sloes, fresh

0

0

0

'0802

Other nuts, fresh or dried, whether or not shelled or
peeled (excluding coconuts, Brazil nuts ...

7

0

0

'0804

Dates, figs, pineapples, avocados, guavas, mangoes and
mangosteen, fresh or dried

0

0

0

'0812

Fruit and nuts, provisionally preserved, e.g. by Sulphur
dioxide gas, in brine, in Sulphur ...

0

0

0

'0801

Coconuts, Brazil nuts and cashew nuts, fresh or dried,
whether or not shelled or peeled

0

0

0

'0806

Grapes, fresh or dried

0

0

0

'0803

Bananas, incl. plantains, fresh or dried

0

0

0

Figure 213 Ukraine Exports of Fruit to Israel

Ukrainian exports of vegetables to Israel
Product
code

Ukraine's exports to Israel
Product label
Value in 2013 Value in 2014 Value in 2015

'0713

Dried leguminous vegetables, shelled, whether or not
skinned or split

'0712

547

2275

945

Dried vegetables, whole, cut, sliced, broken or in powder,
but not further prepared

5

9

1

'0707

Cucumbers and gherkins, fresh or chilled

0

0

0

'0702

Tomatoes, fresh or chilled

0

0

0

'0706

Carrots, turnips, salad beetroot, salsify, celeriac, radishes
and similar edible roots, fresh ...

0

0

0
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'0705

Lettuce "Lactuca sativa" and chicory "Cichorium spp.",
fresh or chilled

0

0

0

'0704

Cabbages, cauliflowers, kohlrabi, kale and similar edible
brassicas, fresh or chilled

0

0

0

'0703

Onions, shallots, garlic, leeks and other alliaceous
vegetables, fresh or chilled

0

0

0

'0710

Vegetables, uncooked or cooked by steaming or boiling in
water, frozen

31

29

0

'0708

Leguminous vegetables, shelled or unshelled, fresh or
chilled

0

0

0

'0714

Roots and tubers of manioc, arrowroot, salep, Jerusalem
artichokes, sweet potatoes and similar ...

0

0

0

'0701

Potatoes, fresh or chilled

0

0

0

'0709

Other vegetables, fresh or chilled (excluding potatoes,
tomatoes, alliaceous vegetables, edible ...

0

0

0

'0711

Vegetables provisionally preserved, e.g. by Sulphur
dioxide gas, in brine, in Sulphur water ...

0

0

0

Figure 214 Ukrainian exports of vegetables to Israel

322

ITC

MARKET OPPORTUNITY STUDY FOR UKRAINIAN FRESH AND PROCESSED FRUITS AND VEGETABLES

Egypt

List of Produce Markets:
Name of Market

City its located in

Aswan Market

Aswan

Souq Al Gamaal

Cairo

Souks (market)

Luxor

Old Market

Sheikh

Tent Market

Cairo

Gross Domestic Product: $330.8 Billion (EST 2015)
Gross Domestic Product per Capita: $ 11,800 (EST 2015)
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Morocco

List of Produce Markets:
Name of Market

City its located in

Souqs of Rissani

Rissani

Quartier Habous

Casablanca

Old medina of Casablanca

Casablanca

Food Markets Marrakech

Marrakech

Gross Domestic Product: $103.1 Billion (EST 2015)
Gross Domestic Product per Capita: $8,200 (EST 2015)
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Annex VIII – Tradeshow Overview
Fruit Logistica http://www.fruitlogistica.com/About
Dates:

February 8 - 10

Location:

Berlin Germany

Products:

Primarily fresh fruits & vegetables

Audience:
Over 70,000 trade visitors from 130 countries attended FRUIT LOGISTICA 2016.
This exhibition is the gathering of importers and exporters, Fruit and vegetable producers, Wholesalers and
retailers, Packaging and handling specialists, Transport, and logistic specialists and more!
Justification for visiting and participation: This is the leading F&V trade event for the primary target market for
Ukrainian products. All the leading buyers and sellers are at this event from around the world.

Gulfood http://www.gulfood.com/
Dates:

February 26 – March 3

Location:

Dubai, UAE

Products:

All food products and some support industry exhibitors including packing etc.

Audience:
5000+ suppliers from around the world attend this event to capture their share of the
Gulfood is the world’s largest annual food and hospitality event serving one of the fastest growing sectors on
the planet.
Justification:
In a market valued at more than $5 trillion globally, the business opportunities are
vast and the stakes are high. To grow, you must remain agile, sourcing the latest products from the most
competitive suppliers armed with real-time knowledge of industry pricing and forthcoming trends.

Polagra Food profile http://www.polagra-food.pl/pl
Dates:

02. October to Thursday, 05. October 2017

Location:

Poznan Poland

Products:

All food products and some support industry exhibitors including packing etc.

Audience:
Justification:
The Polagra Food is an international trade fair for food, which takes place once a
year in Poznan. This fair brings together producers and manufacturer with suppliers and retailers with the
aim of creating new opportunities for food manufacturers and discovering market opportunities. Regional and
national as well as international exhibitors showcase their products ranging from meat, poultry of milk and
milk products, vegetables and fruit to spices, herbs, and beverages. Increasingly frozen and ready-made
meals as well as snacks of any kind are in the focus of the fair, because the consumer trend is towards fast
food. On the other hand, the demand for local, ecologically, or biologically produced products is growing and
thus forms a further thematic focus of the show. Parallel to Polagra Food, the fairs Polagra Gastro, Polagra

325

MARKET OPPORTUNITY STUDY FOR UKRAINIAN FRESH AND PROCESSED FRUITS AND VEGETABLES

ITC

Tech, Taropak and Invest-Hotel are taking place, which together cover the entire value chain of the food and
catering industry and generate tremendous synergies with regard to visitor numbers and product portfolio.

Fruit Expo Poland http://www.fruitexpo.pl/en
Dates:

Expected September 2017

Location:

Ożarów Mazowiecki, Poland

Products:

Fruit and vegetables including processing and packaging equipment

Audience:

import or export, fruit/vegetable production, juice/processed fruit and vegetable
production, sale of packaging / packing machines, sale of services / technology
solutions for the industry.

.
Justification:
Poland is a major market for Ukrainian products Fruit Expo Poland is a leading food
show in Poland that focuses and the fruit and vegetable business. This will be a good show to help the
producers understand both the market and the technology and packaging of the competition.

2018 Trade events
In 2018 the project would support exhibiting at appropriate trade events with appropriate events determined
by the companies working with the project and their needs. In addition to the events above other events to
consider are as follows:
Anuga – Cologne Germany http://www.anuga.com/anuga/for-visitors/index.php Oct 2017
Sial – Paris France - https://www.sialparis.com/ October 2018
Food Ingredients - Europe http://www.figlobal.com/fieurope/ November 2018
Food Ingredients – Middle East – Istanbul - http://www.figlobal.com/istanbul/ May 2018
Fruit Logistica Asia – Hong Kong - http://www.asiafruitlogistica.com/About/DatesFacts/index-2.html Sept
2017
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