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EXECUTIVE SUMMARY
Ukraine is currently undergoing a period of significant political instability and the
population is struggling under the weight of protracted conflict and geographic fragmentation. These conditions have aggravated the economic crisis that has gripped
the country since at least 2012. Many of the value chains have been disrupted, the
business environment has deteriorated, and access to trading partners throughout the Commonwealth of Independent States ( CIS ) – in particular the Russian
Federation – is now lost. It is therefore crucial that Ukraine brings its economy
back on track. While the implementation of the European Union ( EU ) Association
Agreement and Deep and Comprehensive Free Trade Agreement ( DCFTA ) offers
Ukraine an opportunity to modernize its economy by stimulating improvements in
the business environment and facilitating improved access to the European market,
it also creates new challenges, particularly for small and medium-sized enterprises
(SMEs) that will need to comply with new and more demanding market requirements
and face fierce competition.
Considerable scope exists for agribusiness growth because the global demand
for fresh and processed fruits and vegetables ( F & V ) in various forms is on the
rise in foreign markets. Indeed, with rising consumer awareness of healthy lifestyles
coupled with growing consumption of convenience fresh and processed food items,
there has been a gradual increase in the global consumption of fresh and prepared
F & V worldwide. In the domestic market the deflation of the Ukrainian hryvnia ( UAH )
is also pushing national retailers and food processors to reduce imports of F & V
products and to source directly in Ukraine. Thus, the domestic market presents new
business opportunities for F & V producers in the southern regions.
The global value chain of F & V is comprised of a wide variety of agricultural
products ranging from apples and carrots to canned cucumbers and strawberry
jam. The sector can be divided into four segments : fresh F & V suitable for final
consumption / preparation ; fresh-cut F & V products that are ‘ready-to-eat’ or ‘readyto-cook’ ; semi-processed products, which are intermediate products unfit for direct
consumption ( such as fruit concentrates ) ; and processed F & V that are fit for direct
consumption / use up to one year after the harvest.
Ukraine produced roughly 12.6 million tons of F & V in 2014, the majority of which
were vegetables ( 78 % ). The south continues to lead the country in agricultural
production. Its fertile land and favourable climate created by proximity to the sea
and estuaries are advantageous for agriculture. Historically, the south has been one
of the poorest parts of the country and rural poverty remains a significant problem
for local governments. These regions also suffer from consistently low employment
levels, particularly in rural areas.
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Key figures on production :
 The three regions combined contributed 24 % of the total Ukrainian production of
vegetables and 15 % of the total grain and leguminous crops in 2015.
 Production in Kherson : leads the southern region in production of traditional
vegetables and potatoes, and seasonal and greenhouse vegetables. The most
important crops among vegetables are onions (36% of total vegetables produced
in Kherson ), tomatoes ( 31 % ) and potatoes ( 14 % ).
 Production in Mykolaiv : while grain farming is the most important activity in this
region, recently the sector produced more than 600,000 tons of vegetables.
Tomatoes are the most commonly produced vegetable, accounting for almost
42 % of total vegetable production in the area.
 Production in Odessa : the largest region with 2 million ha of arable land characterized by the presence of black soil. The most important vegetables are potatoes ( 59 % of total regional vegetable production ), onions ( 15 % ) and tomatoes
( 12 % ). The region also has significant agro-industrial potential : agro-processing
accounts for 31.6 % of the region’s manufacturing output.

[ EXECUTIVE SUMMARY ]
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A major development in trade has been the demise of trade with the Russian
Federation. This has impacted Ukrainian trade in two ways. First, the Russian
Federation market for Ukrainian F & V has disappeared. Second, since other producing countries ( mostly EU countries ) have also faced the same fate in the Russian
Federation market, an excess of products has entered international markets, resulting in increased competition for Ukrainian producers. This double impact has hurt
Ukrainian exporters of F & V.
Even with the deflation of the UAH, Ukraine has not increased exports; in fact, F&V
exports remain stagnant or have even decreased in certain sectors. Furthermore,
the production period in southern Ukraine covers fewer months than that in
Western Europe and thus Ukraine is unlikely to supply its western neighbors
when domestic supply there is low and prices are higher.
Key figures on trade in F & V in Ukraine :
 The most important exported products are walnuts (20%), apple juice (15%), fruits
and nuts ( 13.6 % ), dried peas ( 8.4 % ) and processed tomatoes ( 4.9 % ). Products
exhibiting significant growth trends over the previous 5–10 years include processed tomatoes, fresh tomatoes, berries, nuts and seeds, fruit and vegetable
juices, and fresh onions.
 The most important importers of Ukrainian F & V in 2015 were Poland ( 17.6 % of
total exports ), Belarus ( 16.3 % ), Germany ( 7 % ), India ( 6.4 % ) and the Russian
Federation ( 5.6 % ).
The analysis of the competitive constraints makes it clear that the sector’s sustainable development will require an integrated set of interventions that holistically address challenges across the entire value chain. Roadblocks are not limited
simply to enterprise capacities or government policy, and many challenges are the
result of a combination of factors that require wide-ranging remediation. It is for this
reason that a comprehensive value chain development roadmap becomes all the
more necessary ; individual stakeholders, and indeed small groups of stakeholders,
will not be able to deal with the constraints on their own. It is only through strategic
cooperation that the most effective results will be achieved.
The goal of the Fruits and Vegetables Value Chain Development Roadmap for
Southern Ukraine is to set the sector on a course of strategic development by
addressing constraints in a comprehensive manner and defining concrete opportunities that can be realized through the specific steps detailed in its Plan of
Action. With the closure of its main export destination, the Russian Federation, the
F & V sector in the three regions ( Kherson, Mykolaiv and Odessa ) needs to develop
new access to domestic and international markets. The DCFTA may offer new opportunities for regional SMEs to access the EU market. While some large enterprises
have been able to react to the dramatic shift and meet Western market demands,
smaller and mid-level companies have been unable to cope and enter new markets.
If the sector is to become competitive in the international market, stakeholders must
cooperate and pursue a new strategic model.
The F & V sector possesses significant potential for imparting socioeconomic contributions to southern Ukraine through the domestic market and export-led growth.
In order to realize this potential, the Value Chain Development Road Map delineates
a vision and a three-pronged strategic orientation describing the key areas where
action is required. The Plan of Action supports its implementation over the following
five years. The Value Chain Development Roadmap provides the sector with marketled strategic orientations that can be leveraged to address constraints to trade and
maximize value addition. It is articulated around the three strategic objectives
presented in the diagram below.
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Strategic choices that will shape the F&V sector in Southern Ukraine

STRATEGIC VISION
AN ENTREPREUNEURIAL AND COMPETITIVE FRUITS AND
VEGETABLES SECTOR WINNING MARKET OPPORTUNITIES

Strategic objective 1:

Strategic objective 2:

Strategic objective 3:

Foster competitiveness by
supporting entrepreneurship and
encouraging cooperation among
SMEs

Integrate SMEs into local and global
value chains

Improve trade support services
to SMEs

This value chain roadmap is the result of consultations with public and private
sector stakeholders in the three regions. Key private sector stakeholders and leading institutions facilitated an exhaustive analysis of the sector.

Strategic objective 1 : Foster competitiveness
by supporting entrepreneurship and encouraging
cooperation among SMEs.
The challenges faced by smallholders are numerous. Not only do they suffer from
limited awareness of key business principles, they do not trust each other and have
become over-reliant on selling to middlemen in the spot market. For these reasons,
smallholders face two major obstacles. On one hand they do not have sufficient
volumes to sell to stay competitive. On the other hand they are unable to produce
the required qualities and to comply with the packaging and delivery conditions
requested by food retailers and food processors. Regarding the first obstacle, one
simple solution is to pool quantities. This will require cooperation and strengthened
capacities of existing cooperatives and producers’ associations. For the second
obstacle, significant inroads could be achieved by developing postharvest handling
services. Cold storage facilities and grading, for example, would extend shelf life
and quality, reduce waste and allow producers to sell off season, benefiting from
higher prices.
Operational objectives of strategic objective 1 :
1.1 Strengthen the business, marketing and export management skills of managers of SME farms and processing units.
1.2 Develop new agribusiness associations and strengthen the services portfolio
of existing ones.
1.3 Improve product quality and traceability by developing postharvest handling
and packaging services for SMEs.

[ EXECUTIVE SUMMARY ]
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Strategic objective 2 : Integrate SMEs into local
and global value chains.
The second strategic objective aims to develop market linkages between SME producers and processors and local and global value chains. The ultimate goal is to
secure access to buyers and obtain fair prices for smallholders. A key parameter to
ensure integration is to improve coordination between the different actors of the value
chain, build trusting relationships and facilitate coordination with regards to product
specifications and quality. The roadmap provides recommendations on a selection
of high-potential F & V produce for both domestic and international markets, followed
by key market opportunities and trends in major importing markets.
Operational objectives of strategic objective 2 :
2.1 Develop linkages between agribusiness associations and national food
processors.
2.2 Develop linkages between agribusiness associations and national retailers.
2.3 Develop linkages between agribusiness associations, F & V processors and
exporters to develop exports.
Based on the assumptions that smallholders manage to consolidate their production
and dispatch large orders, the roadmap defines the following market opportunities
for the domestic and international markets.

Table 1 : Summary of high-potential produce for the domestic market
Produce
group

Vegetables

Fruits

Fruits and
vegetables

Time
Produce
frame
• Greenhouse
production
of off-season
Short
fresh
vegetables
term

• Stones fruits
• Grapes
Short • Apples
and pears
term

• Fresh-cut
segment
for fresh
vegetables
and fresh
Medium
fruits
term

Key constraints

Suggested actions
at the market level

Targeted
market
channel

• High energy cost
• Lack of access to modern
greenhouse farming techniques

• Pilot projects with
agribusiness enterprises
with financial support
• Forward contracting
with buyers and retailers

National
retailers

Limited shelf life due to:
• Poor grading
• Packaging
• No cooled transportation
• Long-standing unsuccessful experience of collaboration with domestic
farmers forced supermarket chains
to switch over to imported produce
• Imported table grapes’ shelf life
is almost twice as long as that
of domestic produce
• Lack of storage capacities

• Improve collaboration
between farmers
• Develop cold chain
logistics (storage and
transportation)
• Develop a joint effort for
table grape harvesting,
sorting and packaging

National
retailers
and food
processors

• No processing plants for fresh-cut

• Assess market demand
and identify potential
retailers
• Develop processing facilities linked to cold storage
facilities
• Develop just-in-time cold
logistics

National
retailers
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Table 2 : Summary of high-potential produce for international markets
Time
Produce
frame

Suggested actions at the
market level

Key constraints

Targeted importing
countries*
Vegetables

• No major constraints identified

• Promote the products in attractive markets

• EU (Germany,
United Kingdom,
Norway)
• Israel

• Greenhouse
Short
bell peppers
term • Cucumbers

• Only a few agribusiness are GLOBAL
G.A.P. certified

• Climate conditions enable
Ukraine to compete in the
market early in the European
season

• EU (Germany,
United Kingdom,
France,
Netherlands)

Short
term • Watermelons

• Foreign buyers are still uninterested in
melons as the varieties grown in Ukraine
are not popular in Europe
• Underdeveloped production technologies and lack of presale handling mean
the quality of Ukrainian melons is often
degraded during transport
• Quality issues: over-matured fruits with
traces of different diseases and sun
scald

• The Ukrainian climate would
permit the cultivation of the
melon varieties that are popular
in the EU
• Conditions allow for the cultivation of extra-early watermelons
for which production costs are
lower than in Europe
• Competitive price analysis is required to select target markets

•
•
•
•
•

Medium
term • Carrots

• Low quality of raw produce

• The European market needs
high-quality washed carrots

• Gulf countries
• EU (Germany,
Slovakia)

• Modern
greenhouse
bell peppers
Medium
term • Cucumbers

• Requires large investment in modern
infrastructure and qualified staff
• Energy price is relatively high

• Identify foreign investors linked
to retailers in the EU

• EU (United
Kingdom,
Germany)

Short
term • Onions

Poland
United Kingdom
Germany
Belarus
Netherlands

Fruits
• Fresh berries
(strawberries,
raspberries,
Short
currants,
term
blueberries)

• Commercial production potential is still
underdeveloped
• Labour shortages during peak season
• Limited supplies of export-quality berries

• Improve collaboration between
farmers
• Develop production of exportquality berries

• EU (Poland,
Germany)
• Gulf countries

* The target countries reported in table 2 are based on the result provided by the Market Attractiveness Index and the current
importing markets of Ukraine.

Strategic objective 3 : Improve trade support
services to SMEs.
As in other post-Soviet countries in Eastern Europe, Ukraine has weaker institutions
than other countries with similar levels of economic development. Ukraine is still
developing the institutional framework required to support SMEs. Existing business
support organizations have limited capacities to provide the services needed for
SMEs to increase their international competitiveness. To this end there is a lack
of trade-specific and sector-specific knowledge among service providers. One of
the fundamental objectives of this roadmap is to instil at all levels of agricultural
practices the notion of quality and market access requirements, from production
to postharvest handling, processing and sales. With increasingly stringent norms
regulating food and agricultural trade, compliance with quality and phytosanitary
requirements has become a prerequisite for the expansion of export opportunities
in the F & V sector. Ukrainian value chain actors, especially producers, have not been
exposed to these market access requirements in the past. There is a huge business
practice gap to overcome.

[ EXECUTIVE SUMMARY ]
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Additionally, ongoing modifications of the public food security and standards institutions in Ukraine are negatively impacting the services provided by local laboratories
and certification agencies. Even though accreditation and standardization bodies in
Ukraine are now recognized worldwide, technical assistance is still needed to help
SMEs comply with international phytosanitary standards, introduce Hazard Analysis
and Critical Control Point ( HACCP ) systems and adopt voluntary standards such as
GLOBALG.A.P. These measures will be accompanied by capacity-building activities
in quality-related areas at the production, handling, processing and sales levels.
Operational objectives of strategic objective 3 :
3.1 Improve advisory services on market requirements and certification.
3.2 Improve agribusiness associations’ and processors’ access to market
information.
3.3 Develop trade promotion efforts in domestic and international markets.
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THE PRODUCT MAP
The global value chain of F & V comprises a wide variety of
products, ranging from apples and carrots to canned cucumbers and strawberry jam. Box 1 below illustrates
how different products and processing techniques
fit into specific market segments.
1. Fresh F & V are suitable for final consumption / preparation. The grower is
responsible for the quality up until
the harvest. All vegetables and most
fruits must be harvested when they
are fully ripe, when they are at the
peak of their freshness and taste.
Some fruits, like peaches, can be
harvested underripe and left to
ripen during conditioned transport.
After the harvest, F & V are washed,
graded, packed and pre-cooled in a
medium-care packhouse before being sent to long-term storage or onward
distribution in a cold chain. Most fresh
F & V can be stored in climate-controlled
cold storage for periods ranging from a few
weeks up to one year, depending on type
and variety. The moment to sell from storage
depends on market prices. During the postharvest
stage, the responsibility for freshness and quality lies in
the hands of the subsequent players in the value chain.
The shorter the chain, the easier it is to control and the
fresher and higher the quality.
2. Fresh-cut F & V products are ‘ready-to-eat’, or ‘ready-tocook’. They have been trimmed, peeled, cut and sliced
to offer end consumers convenience while maintaining
freshness. Fresh-cut is more perishable because the
natural protection ( the skin and outer leaves ) have been
removed ; the shelf life is generally 1–2 weeks maximum.
Fresh-cut requires high-care, conditioned processing
areas. Strict safety and quality control are indispensable
during the production and transportation stages until the
product reaches end consumers. Fresh-cut is usually
sold in branded packaging so it offers the possibility
to add value with non-product attributes supported by
marketing. As with fresh products, the shorter the chain,
the easier it is to control and the fresher and higher
the quality.

Ph

o to

: II
I.

3. Semi-processed products are intermediate products,
unfit for direct consumption, such as fruit concentrates.
They are preserved to enable further processing up to
one year after the harvest. Semi-processed products
are traded between food processors. Large batches
with fixed product specifications are traded with term
contracts on the commodity exchange. Winners are cost
leaders with reliable delivery times.
4. Processed F & V are fit for direct consumption / use up to
one year after the harvest. They are preserved by freezing, drying or heat treatment, sometimes in combination
with salt, sugar, vinegar, or an additive ( ‘E-number’ ).
Processed F & V can be sold directly to the final consumer – for example, jams or pickled cucumbers – or to
the food processing industry ; for example, frozen berries
or dried apricots. When properly packed and stored they
have a shelf life of one year and often more. An important condition to be successful in processing and the
remaining value chain is to have full traceability.
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Box 1 : Fruit and vegetable product map in southern Ukraine
Fresh
Fruits

• Seed fruits : apple, pear
• Stone fruits : apricot, cherry, peach, plum
• Berries : strawberry, raspberry, blueberry,
cranberry
• Nuts : hazelnut, walnut
• Grapes
• Melons, watermelon
Vegetables • Field vegetables : cabbage, potato, onion,
garlic, carrot, leek, cauliflower
• Greenhouse vegetables : tomato, lettuce,
cucumber
• Peas, beans
• Leguminous vegetables, artichoke,
asparagus, aubergine, celery, mushroom,
bell pepper, spinach, pumpkin

Fresh-cut

Semi-processed

Processed

• Fresh-cut fruit : melon,
watermelon, apple, pear,
apricot, cherry, peach, etc.

• Frozen fruit : frozen strawberries,
frozen raspberries
• Dried fruit : dried grapes, dried
apricot, prunes, dried apples, mix of
dried fruits

• Fruit jam : strawberry jam, raspberry
jam, etc.
• Fruit juice : orange juice, apple juice
• Fruit jelly
• Fruit syrups
• Canned fruit

• Fresh-cut vegetables :
potato, onion, cabbage,
tomato, carrot, lettuce, etc.

• Frozen vegetables : frozen potatoes, • Canned vegetables
frozen peas, frozen beans, frozen
• Vegetable juice ( tomato juice )
leguminous vegetables, frozen
• Vegetable soup
spinach, frozen sweet corn, frozen
mixed vegetables
• Dried vegetables : dried beans, dried
peas, dried mushrooms, etc.

Source : ITC desk research.
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GLOBAL TRENDS
GLOBAL TRENDS IN THE FRESH AND PROCESSED FRUITS
AND VEGETABLES SECTOR
Global trade in fruits and vegetables
F & V are products consumed globally. Thus, trade patterns
for these crops are determined by local production in importing countries and by production in exporting countries,
both of which are affected by weather conditions, management of plagues, packaging technologies, logistical costs,
trade policies and many other factors.
The volume of traded F & V has tripled over the past 15
years from roughly US $ 100 billion to US $ 300 billion. There
has been impressive growth in global imports of F & V. In
fact, world trade in agriculture nominally more than quadrupled from US $ 230 billion in 1980 to nearly US $ 1,100 billion
in 2010.1 Over the last decade, F & V imports have increased
1.– Maertens, Miet and Swinnen, Johan ( 2015 ). Agricultural trade and development : a value chain perspective, p. 6. World Trade Organization Economic
Research and Statistics Division Working Paper ERSD-2015-04. Available
from https : // www.wto.org / english / res_e / reser_e / ersd201504_e.pdf.

at an annual rate of approximately 6.3 %. On the supply side,
such trends can be explained by increased yields and a
surge in cultivated areas, particularly in developed countries. On the demand side, these trends are explained by
increasing world population, increased consumption of certain varieties in developed countries and a greater global
awareness about the importance of the nutritional value that
F & V provide. In recent years, the rate of growth has slowed
and episodes of negative growth rates are becoming more
common ( see figure 1 ).
As seen in figure 2, global trade in fruits accounted for
US$ 143 billion in 2015, whereas vegetables reached US$ 89
billion. F & V can be classified into three main categories :
fresh, semi-processed and processed. The fresh category
is the most traded globally, followed by the processed and
semi-processed categories.

Figure 1 : World imports of fruits and vegetables, 2001–2015
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Figure 2 : Imports of fruits and vegetables and leading importing regions, 2011–12 and 2014–15
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Europe and the Americas are the largest import markets for
F & V but there is not much growth in these markets. Europe
is the largest importer of F & V compared with all other regions. Europe is the leader in three categories of F&V (fresh,
semi-processed and processed ).
Trade data disaggregated by region also illustrates the
rising demand for F & V not only in Asia but also in Africa
and Gulf Cooperation Council Member countries. 2 The
compound annual growth rate ( CAGR ) for imports of F & V
between 2010 and 2014 in the last two regions has been in
double digits, at 12 % and 23 % respectively.
Africa holds a very small portion of the market but it
is growing. For example, in 2011 Africa imported roughly
US $ 5.31 billion for all F & V categories and increased their
imports to over US $ 6.9 billion in 2014. Africa mostly imports
processed F & V. Asia is becoming a sizeable market that

2.– Gulf Cooperation Council members include Saudi Arabia, Kuwait, the
United Arab Emirates, Qatar, Bahrain and Oman.

is also growing very fast, particularly for fresh and semiprocessed F & V. This growth reflects population trends.

Top exporting countries of fruits
and vegetables in the world
To compensate for the rise in demand, the number of suppliers and exporters of F&V has increased in the last five years.
The number of countries with export values in edible fruits
above US $ 1 million went from 130 in 2005 to 139 in 2010
and reached 147 in 2015. Vegetables saw similar growth :
the number of countries with export values over US $ 1 million went from 124 in 2005 to 133 in 2010 and reached 138
in 2015.
Although developed countries dominate the current
market, developing countries have increased their share
in the production of F & V. Developed countries continue to
demand new varieties of F & V, contributing to the increase
in trade volume of fresh produce between developing
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countries.3 Exports of F & V from developing countries are
now more than double the exports for tropical beverages,
triple those of grain and livestock products, five times higher
than sugar and seven times greater than textile fibres.4 As income disparity decreases in developing countries and world
demand for food increases, developing countries will likely
increase their trade volumes and trade flows.5
Table 3 provides further details about current world-leading exporters in F & V. Here, average values were preferred
3.– Barbosa-Cánovas, Gustavo V. and others ( 2016 ). Handling and
Preservation of Fruits and Vegetables by Combined Methods for Rural Areas.
Technical Manual, FAO Agricultural Services Bulletin 149 – Chapter 1 : Fruits
and vegetables : an overview on socio-economical and technical issues.
Available from http : // www.fao.org / docrep / 005 / y4358E / y4358e04.htm.
4.– Diop, Ndiame and Jaffee, Steven M. ( 2005 ). Fruits and
vegetables : global trade and competition in fresh and processed
product markets. In Global Agricultural Trade and Developing
Countries, M. Ataman Aksoy and John C. Beghin, eds. Washington
D.C. : World Bank. Available from http : // siteresources.worldbank.
org / INTPROSPECTS / Resources / GATChapter13.pdf.
5.– Barbosa-Cánovas, Gustavo V. and others, op. cit.

to single years to present a more accurate picture by considering the characteristics of volatility of trends. The two
leading exporters of fruit, the United States of America and
Spain, increased their exports almost every year. China,
the Netherlands and Spain lead exports of vegetables.
Interestingly, China continues to see growth in exports of
vegetables while the Netherlands and Spain have seen
negative growth in the past year.
China only became one of the three leading exporters
of vegetables in 2006. Since 2001, China has seen an average of about 20 % growth per year in vegetable exports.
Comparatively, the Netherlands and Spain only averaged
growth of around 14 % and 7.5 % respectively. Recently,
Eastern Europe has seen the fastest growth of fruit production at 6.4 % in 2014. However, the total quantity was comparatively small against the rest of the world market.6
6.– Food and Agriculture Organization of the United Nations ( 2014 ).
FAO Statistical Yearbook 2014 : Europe and Central Asia Food and
Agriculture. Budapest. Available from http : // www.fao.org / 3 / a-i3621e.pdf.

Table 3 : Global exports of fruits and vegetables

Fruits

Exports
2015 (US$
thousands)

Share
(%)

Annual
growth
2011–
2015 (%)

Annual
growth
2014–
2015 (%)

Vegetables

Exports
2015 (US$
thousands)

Share
(%)

Annual
growth
2011–
2015 (%)

Annual
growth
2014–
2015 (%)

World

111 584 764

-

5

-1

World

66 504 358

-

2

2

United States

14 472 234

14.0

5

-3

China

9 026 404

13.8

2

10

Spain

9 032 635

8.8

5

-3

Netherlands

7 050 992

10.7

-1

-8

Netherlands

5 909 693

5.7

4

-4

Spain

5 993 280

9.1

3

-5

Chile

5 379 500

5.2

4

-7

Mexico

5 640 318

8.6

4

4

China

5 210 495

5.1

12

21

Canada

4 874 277

7.4

10

10

Source : International Trade Centre ( 2016 ).

Top importing countries of fruits
and vegetables in the world
From 2011 to 2015, the demand for fruits grew steadily by
5 % a year, whereas vegetables witnessed a more modest
growth of 2 %. As shown in table 4, the United States is by
far the largest importer of both fruits and vegetables over
the past decade, as it accounts for about 14 % of world imports. However, the United States is expected to reduce its
F & V consumption because of recent fresh fruit trends, while
European demand will remain relatively similar.7
In the near future, Asia is expected to demand a majority,
particularly China and India, because increased urbanization

7.– IBISWorld Inc. ( 2016 ). IBISWorld Industry Report : Global Fruit
and Vegetables Processing. Available from https : // www.ibisworld.
com / gosample.aspx?cid=0 & rtid=1.

rates and a growing middle class will increase F & V consumption.8 This is already emerging and is seen with China.
In 2000, China was the ninth-largest importer of agricultural
products but rose to become the second-largest importer in
2012.9 India increased its demand for F & V from the Ukraine
from US$ 3.3 billion in 2010 to US$ 6.9 billion in 2015. Clearly,
this is a region that is worth exploring because it is one of
the world’s most populated regions, its economy is booming and greater demand is foreseen in both the short and
long term.

8.– Ibid.
9.– World Trade Organization ( 2014 ). World Trade Report 2014, Section
D : A new role for commodities in development strategies. Available from
https : // www.wto.org / english / res_e / booksp_e / wtr14-2d_e.pdf.
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Another country that has shown an impressive rise of demand for F & V during the past five years is Germany ; however, most of their imports come from within the EU. The
Netherlands provides a great point of entry into the EU market for F & V. In 2014, the Netherlands imported 2.6 million
tons of fruits and 367,000 tons of vegetables from developing countries outside the EU.10 The United Kingdom of Great
10.– Centre for the Promotion of Imports from Developing Countries
( 2015 ). CBI Trade Statistics : Fresh Fruit and Vegetables in Europe. Available
from https : // www.cbi.eu / sites / default / files / trade-statistics-europe-freshfruit-vegetables-2015.pdf.

Britain and Northern Ireland and Belgium are also strong
importers of fruits. These three countries are particularly interesting for non-EU countries wanting to increase imports
into the EU.
Other countries that have also increased their demand
and expanded their market share are, in descending order :
Mexico, Morocco, Canada, Turkey, Guatemala and Japan.
It would be interesting to look further into these countries’
production, government policies ( including preferential access ) and factors driving their growth.

Table 4 : Global imports of fruits and vegetables

Fruits

Imports
2015 (US$
thousands)

Share
(%)

Annual
growth
2011–
2015 (%)

Annual
growth
2014–
2015 (%)

Vegetables

Imports
2015 (US$
thousands)

Share
(%)

Annual
growth
2011–
2015 (%)

Annual
growth
2014–
2015 (%)

World

111 584 764

-

5

-1

World

66 504 358

-

2

-2

United States

15 423 004

13.8

9

10

United States

9 260 441

13.9

5

3

Germany

9 626 900

8.6

3

-2

Germany

5 725 391

8.6

-2

-10

Netherlands

6 602 739

5.9

4

-3

United Kingdom

4 268 527

6.4

3

-5

United Kingdom

6 146 441

5.5

4

0

India

3 676 071

5.5

16

36

China

6 009 606

5.4

18

17

France

3 178 452

4.8

1

-8

Source : International Trade Centre ( 2016 ).

Box 2 : Implications for Ukraine
In the medium term, the global F & V trade will be characterized by
the following trends :
1. Sustained growth of the semi-processed and processed
categories

2. Increasing trade of value added varieties
3. More trade to make up for off-season F & V
4. New trading partners in African, South-East Asian and Central
Asian markets.

Main market channel : importance
of understanding retailers
The power of food retail chains has been increasing steadily
since the early 1980s and in Western Europe over 50 % of all
F & V purchases are made by consumers shopping in supermarkets. This is an irrevocable trend, and all over the world
city people look for convenience and time-saving measures.
Shopping in a supermarket offers this convenience.
Food retailers are becoming increasingly global ( e.g.
Carrefour operates in 30 countries, Spar in 35 and Lidl in
28 ; even the South African Shoprite is present in 15 African

countries ). In order to compete successfully, retail chains
have to be closer to their consumers. They monitor purchase
behaviour by linking ticket information with purchase moments and customers’ socio-geographic data.
Setting price points is one of the key instruments for
keeping customers loyal. Price points are primarily based
on willingness to pay and on competition, not on costs.
If a certain price point does not offer the retailer’s target
margins, they will pressure their suppliers to reduce their
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price, who will subsequently pass this price pressure onto
the producers. In this sense retailers’ bargaining power has
become very strong.
For this reason, it is important for producers to understand food retailers’ business strategies. Food retailers want
to have year-round supply of F & V and reduce their supply
risks as much as possible. F & V products are categorized
from low risk ( ample supply and low perishability ) to high
risk ( restricted supply and highly perishable ). At the same
time, F & V products are categorized from low contribution
( small volumes sold, low margins ) to high contribution ( high
turnover, high margins ). Using a four-by-four matrix, all F & V
products are divided into four groups ( see figure 3 ).
1. ‘Non-critical items’ – low risk, low contribution : examples are beans, cabbages, plums and pears. They are
easy to procure because there is ample supply ; they are
not very perishable and have low food safety risks ; the
volumes sold are relatively small ; and these products do
not contribute much to profitability.

2. ‘Leverage items’ – low risk, high contribution: examples
are apples, bananas, tomatoes and cucumbers. They
are also easy to procure with low food safety risk but
they are sold in big quantities, albeit at low margins.
Consumers really want to buy these products and come
especially to the supermarket to buy these. In the process they ( hopefully ) also buy products that offer better
margins.
3. ‘Strategic items’ – high risk, high contribution : examples are fresh-cut F & V and berries. These products
are rather difficult to source year-round, they are very
perishable and need cold chains. Nevertheless they are
sold in quite large volumes with very attractive margins.
Retailers can differentiate themselves from competitors
with products in this category.
4. ‘Bottleneck items’ – high risk, low contribution : examples are organic products, fresh herbs, bean sprouts
and certain exotics. These products are ( very ) difficult
to source year-round, are highly perishable, the sold volumes are small and they contribute little to profitability.
Supermarkets need to have them but they cause trouble
all the time.

Figure 3 : Matrix to understand retailers
Understanding retailers

High

Leverage items
Examples: main apple varieties, bananas,
tomatoes, cucumbers

Examples: fresh-cut fruits/vegetables, berries

0

impact

Supply
Non-critical items

Examples: in-season beans, cabbages,
plums, pears
•
•
•
•

Rather easy to source
Ample supply
Low food-safety risks
Low share in turnover or profitability

High share in turnover or profitability
Rather difficult to source (overseas, limited
production areas, high risks in production
country and volatile supply)
High food-safety risks
High perishability
Delicacy

Financial

High share in turnover or profitability
Ample supply
Large volumes

Low

Strategic items

Risk

High
Bottleneck items

Examples: organic products, certain exotics,
bean sprouts, fresh herbs
•
•

Rather difficult to source
Low share in turnover or profitability

Low
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KEY SUCCESS FACTORS IN THE FRUITS
AND VEGETABLES SECTOR
To be successful as a supplier of F & V products, entrepreneurs need to consider the following parameters described
below.

notably in greenhouses, hydroponics offers a good solution. The biggest bottleneck, however, is lack of dedicated,
adequately skilled and remunerated managers in the field,
in the packhouses and in logistics. Here again, scale matters : the larger the farm, the easier it is to afford well-paid
employees.

Excellent farming

Cooperation

‘The true factory is the orchard, not the processing plant’. In
the F & V business, this Uzbek proverb is very true : without a
steady supply of good quality, competitively priced raw materials delivered in a timely manner, all processors and packhouses will suffer. Excellent farming means : i ) controlled
production ( water, nutrients, pest control, light and labour ) ;
ii ) controlled costs ; and iii ) a controlled harvest graded,
cleaned and packed to client specifications. Normal gross
margins in farming are around 60 % – 80 %. This is relatively
high but is necessary because adverse weather and market
conditions will invariably occur.
In order to survive, growers must increase yields and
cut costs. The three most critical production bottlenecks for
growers are : lack of affordable yet qualified labour, lack of
water, and lack of adequate and knowledgeable managers.
To be able to afford labour-saving techniques, farms must
grow in size and specialize because most agricultural equipment is very crop-specific. Water-saving technologies like
drip irrigation are increasingly popular, especially in vegetables and increasingly so in orchards. For gravitation irrigation, land levelling and drainage are required. Again this is
only feasible for large-scale farms. For small-scale farming,

The only way that small growers can survive is by cooperation. This does not refer to joint ownership of farms but to
joint ownership of the services that support farming : from
input supply to hiring of specialize agricultural equipment,
knowledge-sharing ( e.g. in case of an outbreak of pests ),
sharing of specialized harvest teams and, last but not least,
joint selling to a common buyer to supply large orders.

Channel integration
In order to reduce risks, in some cases supermarkets acquire entire farms to secure supply. More often farmers,
packhouses, distributors and retailers cooperate and coordinate their activities. This is not done very often with ‘noncritical items’ or with ‘leverage items’ because the supply
risks are limited. But sourcing from dedicated, integrated
supply chains is increasingly common for ‘bottleneck items’
and ‘strategic items’. The best integrated supply chains start
from the input suppliers and go all the way to the retailers
and food service companies. Farmers who cooperate and
combine their harvests for dedicated traders, who in turn
work exclusively for processors or retailers, will survive.

Figure 4 : Shifting from open market sourcing to dedicated supply chains

Shifting from open market sourcing
to dedicated supply chains
Open market sourcing
Farm input
companies

Farmers

Originators
and traders

Processors
& Food retailers

Dedicated supply chain
Farm input
companies

Agribusiness Association
& Farmers

Storage Suppliers
& Traders

Processors
& Food retailers

Source : Adapted from Rabobank.
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Transparent procurement systems
For cooperation to occur, trust must be built. One of the
most important conditions for building trust is transparency,
particularly in pricing. The more open and transparent procurement systems are and the better information is made
available regarding volumes supplied and demanded, the
easier it is to cooperate and build economies of scale.

Logistics throughout the chain
In logistics, economies of scale dictate profit. The lack of
scale will lead to loss. Standardization is the key condition
for economies of scale with regards to grades as well as
packaging material : identical sizes of crates and pallets help
with fast loading and offloading and with full truckloads. In
most fresh F & V channels a cold chain is required to control
temperature, moisture and atmosphere ( O2, CO2, N2 ). UltraLow Oxygen storage cells are particularly suitable because
they can flexibly handle between 20 tons and 250 tons of
produce.

Compliance and traceability
Certification of any kind starts with traceability : knowing
from where and when which volumes came. The key to
traceability is batch coding : every batch has its own unique
number that remains with the ( processed ) product until it
reaches the consumer. Bar coding, and more recently radiofrequency identification chips, greatly facilitate traceability
and hence certification.

Certification
Certification in good agricultural practices ( GAP ) through
GLOBALG.A.P. is mandatory for fresh F & V producers

Growers put a mark ( an eagle in this case ) on the
fruit. Such branding is simple and is done during
the growing phase by applying a sticker. The fruit
does not pigment under the sticker. Postharvest
the sticker is removed and the logo appears pale.

interested in supplying Western food retailers. As food retailers compete heavily between themselves, differentiation
is possible by offering consumers not just a quality product
at a low price but also by offering ‘feelings’. A very successful feeling is ‘fair trade’ : you buy a product and feel good
about it because the grower was paid a fair price. New certifications include those for sustainable farming ( e.g. Leaf
Marque ), ethical trading ( Ethical Trading Initiative, Fairtrade,
GLOBALG.A.P. Risk Assessment on Social Practice ), or
Biodefense (Walmart Farm Security) and many others which
are product-specific.

Differentiation and branding
It is relatively expensive and time-consuming for an individual grower to brand his / her own products, even more when
the grower has limited marketing knowledge. Collective
branding is the answer. Collective branding uses a specific
region of origin as an unalienable attribute. Unless the produce comes from that specific region, competitors cannot
make the region of origin claim. Collective branding, regional or national, is an excellent domain for the public sector to
cooperate with the private one. Public–private partnership
trade promotion bureaux for collective branding are very
popular in Europe. Exporters pay a fixed percentage of the
sales to the trade promotion bureau, which uses the funds to
sponsor trade fair participation, communication campaigns
and other forms of media work.
In order to increase bargaining power and obtain better
prices, F&V producer associations can brand their products,
either with a real brand name or with a patented produce
variety that offers an exclusive taste experience. Branding
has little impact on ‘non-critical items’ but offers good possibilities for ‘strategic items’. Some farmers also try to brand
‘leverage items’. The pictures below demonstrate three ways
of ‘upgrading’ an apple.

Pink Lady apples are smaller in size, suitable
for children, and are branded ‘Lil Snappers’.
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The square apple shape is achieved by growing
in light, transparent moulds which are removed
postharvest.
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SECTOR EXPORT PERFORMANCE
AND VALUE CHAIN ANALYSIS
HISTORICAL PERSPECTIVE
Ukraine boasts 41.5 million ha of agricultural land, equivalent to 70 % of its land mass. This makes it the second-largest holder of agricultural land in Europe after the Russian
Federation. Its more than 32 million ha of arable land is
equivalent to roughly one-third of Europe’s total arable land
mass. Not only are Ukraine’s resources vast, they are also
of very high quality : Ukraine contains 30 % of the world’s
most fertile black soil, chernozem, which is found on 68 %
of its arable land.11
With access to such attractive growing conditions and
resources, it is of little surprise that agriculture has played
such an important role in the history of Ukraine’s socioeconomic development. Ukraine has long been considered the
breadbasket of Europe and it has been an essential supplier
of wheat and other produce for centuries. However, the collapse of the Soviet Union took its toll on the sector. Output
dropped off markedly following independence, driven by a
fall in productivity. The sector was unable to adjust to economic realities in the absence of the centrally controlled
state system and reform was hampered by lack of market
experience, limited capital and the lack of a coherent reform
agenda on the part of the ruling class.12
The post-Soviet period has been marked by a series of
transformations that can be roughly considered according
to three phases.13

farms. An average of four acres was distributed per grant
under this scheme to over 7 million people, accounting for
40 % of the rural population. In addition, 7 million rural people were granted smaller-scale land holdings ( <=0.4 ha )
from the state to be used for domestic production.
However, the process was fraught with difficulty. For example, land was not demarcated and new owners were not
provided with title deeds. It took until 2012 for significant
progress to be achieved on the granting of title deeds. It
should also be noted that the right to freely sell land was not
granted to the new owners. As a result, the agricultural sector came to rely on leasing arrangements. The lack of an effective land cadastre has been a persistent challenge to the
development of a well-functioning land market in Ukraine.
Even so, significant strides have been taken in the past
few years. A set of modern laws on cadastre and registration
were finally implemented in 2013, and with the help of the
World Bank Land Titling and Cadastre Development Project,
the Government rolled out a nationwide electronic land cadastre system. The EU has continued to work with Ukraine
to develop the land registry system as a part of its twinning project, Assistance in Development of an Open and
Transparent Agricultural Land Market in Ukraine ( January
2014 to January 2016 ).

( ii ) Shift from kolkhozniks to farmers
( i ) Privatization and land lease
In the aftermath of independence, focus was placed on privatizing land. During the 1990s almost all of the collective
farms (kolkhozy) were closed and assets were transferred to
new, collectively owned non-state businesses. Land shares
were distributed to the former employees of the collective
farms, many of whom went on to work at the new non-state
11.– World Bank ( 2014 ). Soil fertility to increase climate resilience
in Ukraine, 5 December. Available from http : // www.worldbank.
org / en / news / feature / 2014 / 12 / 05 / ukraine-soil.
12.– Centre for Eastern Studies (OSW) (2014). The transformation of
agriculture in Ukraine: from collective farms to agro-holdings, 7 February.
Available from http://www.osw.waw.pl/en/publikacje/osw-commentary/
2014-02-07/transformation-agriculture-ukraine-collective-farms-to.
13.– Ibid.

Eventually, low lease rates, strong economic growth and
low wages created the conditions for increased productivity.
Interest in the sector was also spurred by state support in
the form of a fixed agricultural tax, value added tax rebates
and state subsidies. Most important, however, were the increasingly attractive opportunities for export, characterized
by rising prices for grains in which Ukraine specialized.
All these factors helped the sector to dramatically increase its output in the first decade of the twenty-first century. Throughout this period, many small farms that had
been established by former kolkhozy management in the
1990s reinvested their earnings in productivity and grew to
become large enterprises. In the late 2000s, the development of private firms began to decelerate and the total number of farms started to contract as large players sought to
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consolidate their businesses. This shift towards large-scale
farming resulted in just 16 % of the players farming over 80 %
of the land.

( iii ) Shift from farmers to large land managers

businesses are estimated to operate roughly 15% of all land
in Ukraine. Nevertheless, smaller enterprises continue to play
a significant role : whereas the large agro-holdings tend to
focus on cereals, the majority of fruits (81%) and vegetables
(88%) are instead produced by SMEs and household farms.14

Consolidation has accelerated in recent years, resulting in
the emergence of a number of very large agro-holdings that
farm hundreds of thousands of hectares. The 10 largest

14.– Nivievskyi, Oleg ; Stepanuik, Oleksa ; Movchan, Veronika ; Ryzhenkov,
Mykola and Ogarenko, Yulia (2015). Country Report: Ukraine, p. 14. AgriCIS
Trade.

CURRENT CONTEXT OF AGRICULTURE IN UKRAINE
Today the agricultural sector accounts for roughly 10 % of
the value added to Ukrainian gross domestic product and
17.2 % of total employment ( World Bank ). The closely related
food processing segment meanwhile accounted for 17 % of
industrial output ( 2013 ) and 13 % of the total workforce employment ( Deloitte ). The sector plays an important role in
the income for much of the rural population. According to
statistics from the Ministry of Agrarian Policy and Food :
 Thirty per cent of Ukraine’s Gross Agricultural Output is
produced by 4.2 million households, which hold and operate 38 % of agricultural land.
 Another 40,000 small farms cultivate 13 % of all arable
land, generating 7.65 % of Ukraine’s Gross Agricultural
Output.
 Over 14,000 corporate farms manage 44% of arable land,
generating 45 % of Gross Agricultural Output.
Ukraine’s total agricultural production is valued at US $ 28.4
million, including US $ 22.8 million of crops and US $ 5.6

million of livestock. The main agricultural products are
grains, sunflower oil, sugar beets, vegetables, meat and
milk. Food processors meanwhile produce dairy products,
meats, oils, beverages, canned foods, confectionary, tomato
pastes, honey, juices and other processed F & V products.
In 2014, Ukrainian farms grew 324 million tons of crops on
79 million ha of land. Output for the entire sector has yet to
return to the levels achieved in the early 1990s. The official
statistics should however be taken with caution : the decline
in production during the 1990s is likely to be exaggerated. It
was not uncommon for transition countries to overstate their
output levels prior to independence in order to look good
with respect to targets, and then to understate production
after independence in order to reduce tax burdens and increase the perceived need for state support.15
15.– Liefert, William and Swinnen, Johan ( 2002 ). Changes in agricultural
markets in transition economies. Agricultural Economic Report No. 806.
United States Department of Agriculture Economic Research Service.
Washington D.C.

Figure 5 : Ukraine’s crop output, 2015
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Source : State Statistics Service of Ukraine ( 2016 ).
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Figure 6 : Trends in Ukrainian fruit and vegetable production, 1992–2012
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The trends for F & V segments are more encouraging.
Ukraine produced roughly 12.6 million tons of F & V in 2014,
the majority of which was vegetables ( 78 % ).16 As illustrated
in figure 6, production has been increasing due to improving
yields over the last two decades, while the area dedicated
to F & V cultivation has declined.
Output of the vegetables and melons segment grew
from 5.5 million tons in 1992 to just under 10 million tons
today. The majority of this growth occurred from 2001 onwards. The area under cultivation has remained relatively
stable, fluctuating between 500,000 and 600,000 ha in recent years. Production and area harvested of the fruit segment stood at 2.7 million tons and 274,000 ha respectively
in 2014. In this case it should be noted that although output
has not surpassed the levels achieved in the 1990s, productivity per ha has improved significantly.
The most important F & V crops are cabbages and other
brassicas, tomatoes, apples, cucumbers and gherkins, and
onions. Despite the production increase in most of the product groups for the last five years, overall, yields remain low
for most crop types when compared with world averages.
16.– Food and Agriculture Organization of the United Nations ( 2016 ).
FAOSTAT. Available from http : // faostat3.fao.org / home / E. Accessed 1
9 July 2016.

Photo: (CC BY-NC-SA 2.0) Alexander Melnik, З городу до столу
– Святкування Дня Незалежності (22.08.2014).

Cherries, pumpkins and plums however are quite competitive, with yields that are 2.2, 1.6, and 1.6 times the world
average respectively.

SOCIOECONOMIC DEVELOPMENT IN THE THREE REGIONS
While the three regions all share a significant interest in the
agricultural sector, their levels of socioeconomic development differ sharply. Table 5 shows a number of key indicators for the three regions : gross regional product ( GRP ),
GRP per capita, capital investment, disposable income
per capita, wages and International Labour Organization

unemployment rate. Odessa enjoys a higher level of economic prosperity when compared with the rest of Ukraine,
whereas Mykolaiv falls close the median level of prosperity. Kherson meanwhile is among the poorer regions of the
country, exhibiting a relatively low GRP, weaker capital investment, lower wages and a higher unemployment rate.
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Table 5 : Comparative indicators for the three target regions17

Region

GRP 2015
(mln. UAH)

GRP per capita
2015 (UAH)

Capital investment
2015 (mln. UAH)

Disposable income
per capita 2014,
UAH

Wages January
2016 (UAH)

International Labour
Organization
unemployment rate
2015 (%)

Odesa

74 934

31 268

8 409

24 242

4 265

6.5

Kherson

23 250

21 725

2 927

20 728

3 249

10.2

Mykolaiv

35 408

30 357

5 762

23 459

4 120

8.9

Regional median

33 785

27 241

5 644

22 890

3 526

10.3

Ukraine

1 586 915

36 904

251 154

26 782

4 362

9.1

Source : State Statistics Service of Ukraine ( 2016 ).

17.– Aggregate figures exclude Crimea.

PRODUCTION IN THE THREE REGIONS : KHERSON, MYKOLAIV
AND ODESSA
The south of Ukraine continues to lead the country in agricultural production. Its fertile land and favourable climate
created by proximity to the sea and estuaries are advantageous for agriculture. The three regions combined contributed 24 % of the total production of vegetables and 15 % of
the total grain and leguminous crops in 2015. The Kherson
region alone accounted for 13.6 % of the country’s total
vegetable production while Odessa produced 5.8 % of the
country’s total grain and leguminous crops in 2015 ( ITC calculations ; State Statistics Service of Ukraine ( 2016 ) ).

PRODUCTION IN KHERSON OBLAST
Kherson has 2 million ha of agricultural land ( i.e. 4.7 % of
total agricultural land in Ukraine ), of which 90.3 % is arable.
In 2013 the region accounted for 3.9 % of Ukraine’s total
agricultural production, which is insufficient considering
Kherson’s agro-climate potential. The agricultural sector employs 30.8 % of the region’s working population and nearly
47 % of all enterprises are engaged in crop production. It
should be noted that crop production is gradually giving
way to livestock and that the current production structure is
not optimal for land preservation and job creation. Crop production is dominated by leguminous crops and grains and
vegetables. Currently, Kherson Oblast leads the southern
region in production of traditional vegetables and potatoes,
and seasonal and greenhouse vegetables ( accounting in

2015 for 1,099,200 tons of vegetables grown in the open )18.
The most important crops among vegetables are onions
( 36 % of total vegetables produced in Kherson ), tomatoes
( 31 % ) and potatoes ( 14 % ) ( see figure 7 ).

PRODUCTION IN MYKOLAIV OBLAST
Mykolaiv has 2 million ha of agricultural land, of which 1.7
million are arable, representing 5.2 % of Ukraine’s arable
land. The sector is comprised of 750 large agricultural enterprises, 3,900 farms and over 220,000 households, and
accounted for 26 % of the region’s total employment in 2013.
Agricultural enterprises and households contributed
56.3 % and 43.7 % to the regional Gross Agricultural Output
respectively in 2013. In general, gross production in the agriculture and agro-processing sectors is dominated by a few
companies that have made large investments in farming and
processing ( Nibulon, S-Rostok, Ukrainian Sugar Company,
Organic Systems, Sandora, etc. ).
While grain farming is the most important activity in the
region, recently the sector produced more than 600,000
tons of vegetables. Tomatoes are the most commonly produced vegetable, accounting for almost 42 % of total vegetable production in the area ( see figure 8 ).

18.– Ukrstat.org- roduction of main agricultural crops by regions as of
November 1, 20151https : // ukrstat.org / en / operativ / operativ2015 / sg / sg_reg /
vz_reg / vz_e / vz11_e.html
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PRODUCTION IN ODESSA OBLAST
The largest region in Ukraine, Odessa, has 2.6 million ha of agricultural land, including 2 million ha of arable land that is characterized by the presence of black
soil. The agricultural sector accounts for 16 % of the region’s total employment. Recently, producers in Odessa
cultivated over 965,240 tons of crops, the majority of

which were leguminous crops and grains. The most
important vegetables are potatoes ( 59 % of total regional vegetable production ), onions ( 15 % ) and tomatoes ( 12 % ) ( see figure 9 below ). The region also has
significant agro-industrial potential. Agro-processing
accounts for 31.6 % of the region’s manufacturing
output.

Figure 7 : Production profile of Kherson Oblast
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Leading melon and watermelon producing region in Ukraine
Largest peach and nectarine producing region in Ukraine.
Leading apple producer among the southern regions of Ukraine
Strawberries are the most rapidly developing sector: production has grown
more than 30 times over the past decade
• Raspberry production has grown almost tenfold over the past decade

•
•
•
•
•
•
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& potatoes
60%

Leader in the production of seasonal field-grown vegetables
Largest onion producing region in Ukraine
Among the top three carrot producing regions in Ukraine
Highest carrot production growth rate among Ukrainian regions
Responsible for 30% of total Ukrainian tomato production
Leader in the production of cucumbers, bell peppers and aubergines
in Ukraine

Figure 8 : Production profile of Mykolaiv oblast
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• Top five producers of peaches and nectarines in Ukraine
• Largest commercial areas for sour cherry orchards in the southern regions
• Highest fruit and berry production decline rates among the southern
regions
• Smallest berry producing region

• Largest commercial areas for onion production in the southern regions
of Ukraine
• Second-largest tomato producing region in Ukraine ( tomatoes account
for more than a half of total production of seasonal vegetables )
• Leader in tomato area expansion rates in Ukraine
• Production of field-grown vegetables has grown by 60 % over the past
decade
• White cabbage production has halved over the past three years
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Photo: (CC BY-NC 2.0) Magalie L'Abbé.

Figure 9 : Production profile of Odessa Oblast
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• Leader in table grape production in the Ukraine
• Top three melon and watermelon producing regions
• Top five sour cherry producing regions and the top sour cherry producer
in the southern region

•
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Leader in potato production among the southern regions
Second-largest onion producing region
Top five white cabbage producing region
Highest white cabbage production decline rates in Ukraine
(production has halved over the past five years)

SEASONALITY OF PRODUCTION IN SOUTHERN UKRAINE
Figure 10 below shows F&V production seasonality in southern Ukraine, though exact seasonality and harvest times
vary from year to year. Later harvests, long growing seasons and the absence of production for an extensive period
in winter define southern Ukraine’s seasonality. Traditional
vegetables can only be harvested from June to September,
while the harvest of fruits usually concentrates on a threemonth period.
By cross referencing with F & V production seasonality in
Western Europe, it can be seen that most of the production

period in southern Ukraine covers fewer months than that
in Western Europe and thus Ukraine is unlikely to supply its
western neighbours when domestic supply there is low and
prices are higher.
Greenhouse vegetables such as cucumber and tomatoes have longer growing periods and thus can supply Western Europe from February to December and from
March to November respectively. Apples and pears also
have some export opportunities during the months of June
and July.
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Figure 10 : Seasonality of fruits and vegetables in southern Ukraine
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PRICES IN THE DOMESTIC MARKET
The period 2013–2016 was characterized by a favourable
pricing environment for fruit and vegetable growers. Based
on this context, the 2014/15 season was the most successful
because growers and middlemen managed to make a profit
from vegetable storage and resale against a background of
increased production in the main F & V categories ( except
stone fruits and grapes ). Exports were the main factor to
support the relatively high prices in the second half of the
2014 / 15 season. According to local estimates, Ukraine’s

Late

Middle-late

Export potential for Western
Europe

exports of vegetables and fruits to the Russian Federation
were at a record high in the 2014 / 15 season : 250,000 tons
and 70,000 tons respectively.
In comparison, Ukrainian exports to other countries
hardly registered. Official exports were far lower because
produce was primarily shipped through Crimea. More recently, Ukrainian F & V exports were fully paralysed because
of the Crimean blockade and tougher Customs control
at the border with Belarus. Additionally, Russian countersanctions have forced the United States, EU and other
major competitors to find alternative markets, which further
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impedes Ukrainian exports. This combination negatively
affected prices in the second half of the 2014 / 15 season.
It was especially damaging for middlemen, who previously
had been storing traditional vegetables and apples at record
high prices in autumn 2015, hoping for a rise in prices for
exports during the second half of winter.
Prices went down during the 2015 / 16 season, along with
the devaluation of the UAH. Prices in the UAH equivalent
changed more significantly. The main reasons for sharp
price fluctuations in the 2015 / 16 season were :

 A decrease in production due to farmers’ limited financial
possibilities ;
 An artificial increase in prices in autumn 2015 due to
farmers’ and middlemen’s restrained sales policy ;
 Early start of imports from Belarus and Poland in connection with a sharp rise in prices in autumn 2015 ;
 A decrease in prices due to the lack of export possibilities
and relatively high transit autumn stocks in the second
half of the season.

Figure 11 : Price information for Ukraine, 2013–2016
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Source : Fruit-Inform ( 2016 ).Fruit-Inform price monitoring at major wholesale marketplaces in Ukraine.

TRADE
A major development has been the demise of exports to
the Russian Federation. This has impacted Ukrainian trade
in two ways. First, the Russian market for Ukrainian F & V
has disappeared. Second, since other producing countries ( mostly EU countries ) have also faced the same fate
in the Russian market, an excess of products has entered
international markets, resulting in increased competition for

Ukrainian producers. This double impact has hurt Ukrainian
exporters of F & V. Even with the deflation of the UAH,
Ukraine has not increased exports; in fact, F&V exports have
remained stagnant or even decreased in certain sectors.
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Figure 12 : Ukrainian trade of fruits and vegetables, 2001–2015 ( Harmonized System ( HS ) 07, 08, 20 )

Total

Source : International Trade Centre ( 2016 ).

Box 3 : Implications for Ukraine
Figure 13 shows the Ukrainian trade balance compared to the deflation of the UAH. Semi-processed F & V saw a slight increase while
all other sectors remained stagnant or decreased. This is partly
explained by Russian sanctions. Currently, Ukraine’s fresh F & V
are competing against the EU, United States and other competitive producers. Since transportation and preservation is less of an

obstacle with fully preserved products, the Russian Federation can
get processed products from distant, developing areas. With fewer
non-Ukrainian goods affected, the semi-processed export market
does not face as much increased competition as the processed and
fresh markets.

Figure 13 : Ukrainian exports and imports of fruits and vegetables, 2000–2015

Source : International Trade Centre.
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Photo: (CC BY-NC-ND 2.0) Marco Fieber, Dnipropetrovsk Market.

EXPORTS OF FRUITS AND VEGETABLES
Ukrainian exports of F & V were valued at US $ 391 million
in 2015, comprised of fresh fruits ( 42 % ), fresh vegetables
( 23 % ) and prepared F & V ( 34 % ).19 Although F & V exports
fell by 32 % from 2014 and by 41 % from the peaks achieved
in 2012, the sector has been more resilient than the overall
economy ( Ukraine’s total exports fell by -45.8 % between
2012 and 2015 ).20
In addition, there is significant variance among subsectors ; whereas exports of prepared F & V declined by 58.4 %
from 2014, exports of fresh fruits increased by 11.2 %. Over
the past 10 years, exports of fresh F& V grew by annual rates
of 4.9% and 8.8% respectively. Many of the gains enjoyed by
the processing segment meanwhile were wiped out over the
past few years, as evidenced by the segment’s uninspiring
1.2 % annual growth rate over the period 2006–2015.
The trade balance improved dramatically from 2013
to 2015 due to imports contracting faster than exports.
Imports fell markedly for all product segments and, as of
19.– International Trade Centre ( 2016 ). Trade Map Database.
Available from www.trademap.org. Accessed 25 July 2016.
20.– Ibid.

2015, the fruits subsector was the only segment to maintain
a trade deficit ( minus US $ 98 million ). The trade balance
for the other two segments ended the year slightly positive
( US $ 17 million for vegetables and US $ 16.6 million for prepared F & V ).

EXPORTED PRODUCTS
The most important product exports in the sector are walnuts ( 20 % ), apple juice ( 15 % ), fruits and nuts ( 13.6 % ), dried
peas ( 8.4 % ), and processed tomatoes ( 4.9 % ). Products
exhibiting significant growth trends over the previous 5–10
years include processed tomatoes, fresh tomatoes, berries,
nuts and seeds, fruit and vegetable juices, and fresh onions.

Export destinations
The most important importers of Ukrainian F&V in 2015 were
Poland ( 17.6 % of total exports ), Belarus ( 16.3 % ), Germany
( 7 % ), India ( 6.4 % ) and the Russian Federation ( 5.6 % ). Of
particular note is the – 88 % decline in exports to the Russian
Federation from 2014 to 2015.
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Table 6 : Ukrainian exports of fruits and vegetables ( HS 07, 08, 20 )

Exports in
2015 (mirror
data)

Exports
in 2015
(quantity)

Average
export
2010–2014

Growth
rate
2011–
2015
(value)
(%)

Growth
rate 2011–
2015
(quantity)
(%)

HS code

US$
(thousands)

Tons

US$
(thousands)

Annual

Annual

Onions

070310

5 800

15 457

2 345

100.63

57.86

191.75

906

Potatoes

070190

3 108

12 237

2 856

-2.58

1.55

-12.67

978

White cabbages

070490

698

2 500

1 396

20.41

29.17

18.51

173

Table beets

070690

587

923

1 114

-21.39

-31.06

-30.94

92

Carrots

070610

287

1 544

1 018

-28.32

-20.69

-76.04

111

Growth
Production
rate
in Odessa,
2014/15
Mykolaiv
(%) and Kherson
Annual

Tons
(thousands)

Traditional vegetables and potatoes

Seasonal and greenhouse vegetables
Tomatoes

070200

17 051

24 257

33 270

-17.49

-24.74

-38.57

998

Cucumbers

070700

5 837

5 512

11 870

-21.03

-25.49

-46.91

151

Bell peppers

070960

626

942

436

45.94

48.44

-36.83

60

Aubergines

070930

314

291

152

29.69

-7.00

41.44

41
Stone fruits

Peaches and nectarines

080930

2

1

13

-9.64

-29.29

100.00

10

Apricots

080910

/

/

213

/

/

/

14

Apples

080810

2 095

5 213

12 128

-33.91

-38.34

-60.24

61

Pears

080830

186

369

22

/

/

/

10

Pome fruits

Cherries
Sweet cherries

080920

/

/

2 908

/

/

/

16

Sour cherries

080921

54

62

23

/

/

-52.63

28

Strawberries

081010

144

92

255

-10.85

-8.10

-50.34

5

Raspberries

081020

493

331

16

215.12

/

/

1

Table grapes

080610

15

20

50

4.81

-13.06

-16.67

16

Berries

Melons and watermelons
Melons

080719

198

29 162

300

2.41

6.60

-50.00

42

Watermelons

080711

4 632

29 162

3 739

7.82

6.60

56.17

252

Dried vegetables
Peas, dried

071310

50 259

129 818

50 297

-7.14

-4.88

-15.23

/

Chickpeas, dried

071320

5 258

6 428

4 171

20.38

17.34

-43.38

/

Kidney beans, dried

071333

1 753

3 081

826

13.89

13.45

97.19

/

Lentils, dried

071340

414

703

46

32.09

49.69

23.21

/

Vegetables and mixtures, dried

071290

99

60

351

0.77

52.82

16.47

/

Dried mushrooms and truffles

071239

99

11

81

20.47

82.12

-44.07

/

Broad beans and horse beans, dried

071350

97

186

486

-44.18

-26.43

-92.42

/

Beans dried, shelled, whether or not
skinned or split, n.e.s.

071339

62

82

1

26.78

40.57

463.64

/
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Exports in
2015 (mirror
data)

Exports
in 2015
(quantity)

Average
export
2010–2014

Growth
rate
2011–
2015
(value)
(%)

Growth
rate 2011–
2015
(quantity)
(%)

HS code

US$
(thousands)

Tons

US$
(thousands)

Annual

Annual

Vegetables, frozen (mushrooms and others)

071080

5 318

6 656

3 741

26.15

66.26

18.71

/

Peas, frozen

071021

3 484

4 930

2 056

46.42

51.86

5.23

/

Growth
Production
rate
in Odessa,
2014/15
Mykolaiv
(%) and Kherson
Annual

Tons
(thousands)

Frozen vegetables and fruits

Sweet corn, frozen

071031

3 084

4 340

3 741

0.59

2.18

-3.47

/

Frozen strawberries, uncooked or
steamed or boiled in water, sweetened or
not, frozen

081110

1 883

1 321

615

35.78

52.69

42.98

/

Mixtures of vegetables, frozen

071090

562

573

226

309.43

311.42

-20.51

/

Beans, frozen

071022

34

30

19

141.47

134.03

112.50

/

Fruit and vegetable juices

2009

74 767

/

12 671

-2.03

/

-18.29

/

Prepared or preserved vegetables ( not
frozen )

2005

20 107

/

51 161

-22.07

/

-54.17

/

Tomatoes, prepared or preserved

2002

19 818

20 312

24 156

6.13

6.97

-29.17

/

Processed fruits and vegetables

Preserved fruits n.e.s.

2008

17 548

7 620

36 246

-17.66

-15.58

-33.38

/

Cucumbers, gherkins and onions
preserved by vinegar

2001

4 861

6 722

27 787

-36.62

-31.76

-64.87

/

Jams, fruit jellies and marmalades

2007

1 357

1 860

3 056

-24.90

-16.42

-31.26

/

Source : International Trade Centre ( 2016 ). Note : symbol / means data not available.

Table 7 : Top 20 importers of Ukrainian fruits and vegetables in 201521 ( HS 07, 08, 20 )
Importers

Export value in 2015
(US$ thousand)

Share in 2015
(%)

Average export value
2011–2014 (US$ thousands)

Growth rate 2011–
2015 (value) (%)

Growth rate 2014/15
(value) (%)

Poland

69 421

16.7

46 552

22.1

5.2

Belarus

63 532

15.3

36 534

23.5

4.5

Germany

27 443

6.6

28 984

-0.5

-0.7

Russian Federation

26 444

6.4

256 089

-42.8

-38.2

India

25 161

6.0

21 912

-3.9

0.0

France

22 770

5.5

20 842

9.2

0.3

Austria

18 822

4.5

18 223

1.2

-7.9

Pakistan

17 424

4.2

8 019

6.5

13.4

Italy

12 474

3.0

13 640

-10.6

1.8

Hungary

12 141

2.9

8 844

15.9

3.2

Republic of Moldova

11 161

2.7

10 378

2.0

8.6

Netherlands

10 999

2.6

12 044

-2.9

-6.6

Greece

9 824

2.4

4 861

22.9

9.3

Kazakhstan

9 816

2.4

18 997

-17.9

-5.6

Romania

9 250

2.2

6 502

94.1

-10.6

Source : International Trade Centre ( 2016 ).
21.– Mirror data.
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Figure 14 : Importing markets of vegetables ( left ) and fruits ( right ) exported by Ukraine in 201522

n.a.

0% – 1%

1% – 5%

5 % – 10 %

10 % – 20 %

20 % – 50 %

22.– Mirror data.

TRADE POLICY AND MARKET ACCESS CONDITIONS
TRADE AGREEMENTS
A member of the World Trade Organization since 2008,
Ukraine has long pursued integration into both regional and
global trade networks. It remains the beneficiary of a number
of preferential trade agreements, including the Generalized
Schemes of Preference of Canada, Japan, Turkey, the
United States and the EU. In addition, it is a signatory of
various regional and bilateral free trade agreements : 23 & 24
 A regional trade and economic integration agreement between Ukraine and the European Free Trade Association
( Switzerland, Norway, Iceland and Liechtenstein ) came
into force in 2012. It covers trade in goods and addresses
dispute resolution. It also seeks to stimulate economic
integration via asymmetric implementation as well as accompanying technical and financial assistance.
 Another regional Free Trade Agreement, the Treaty on
a Free Trade Area between members of the CIS, was
ratified by Ukraine in 2012. Other signatories include
Armenia, Belarus, Kazakhstan, Kyrgyzstan, the Republic
of Moldova, the Russian Federation and Tajikistan.
23.– World Trade Organization (2016). Regional Trade Agreements Information
System. Availalbe from http://rtais.wto.org/UI/PublicSearchByMemberResult.
aspx?MemberCode=804&lang=1&redirect=1. Accessed 18 April 2016.
24.– Ministry of Foreign Affairs of Ukraine ( 2012 ). Free Trade Agreements.
Available from http : // mfa.gov.ua / en / about-ukraine / economic-cooperation /
trade-agreements.

 Ukraine is also a signatory to bilateral free trade agreements with a number of CIS countries, including
Azerbaijan ( 1996 ), Uzbekistan ( 1995 ) and Turkmenistan
( 1994 ). In addition, its bilateral agreement with Georgia
( 1996 ) remains in force following modifications that accompanied the Georgian withdrawal from the CIS.
 A bilateral agreement with Montenegro has been in effect
since 2013.
 A bilateral agreement with the former Yugoslav Republic
of Macedonia has been in effect since 2011.
 Agreements are currently being negotiated with Canada,
Turkey and Israel.
The most important development in recent years has been
the signing of the Association Agreement and the DCFTA
with the EU in 2014. The Association Agreement is a treaty
between the EU and Ukraine that provides a comprehensive
framework for conducting bilateral relations and furthering
close economic and political cooperation. 25 The DCFTA
that accompanies the Association Agreement specifies the
mechanisms for trade liberalization and economic reform.
In particular, it :

25.– European Union ( 2016 ). Association agreements. Available from
http : // eeas.europa.eu / association / .
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will offer Ukraine a framework for modernizing its trade
relations and for economic development by the opening of
markets via the progressive removal of Customs tariffs and
quotas, and by an extensive harmonization of laws, norms
and regulations in various trade-related sectors, creating the
conditions for aligning key sectors of the Ukrainian economy
to EU standards.26

The harmonization of laws and regulations covers the following areas : competition, public procurement, trade facilitation, intellectual property rights and trade-related energy
matters.27
Although implementation of the DCFTA was postponed
for a year due to pressure from the Russian Federation
Government, the agreement finally came into force on 1
January 2016. 28 The Russian Federation Government responded by suspending its own Free Trade Agreement with
Ukraine, banning imports of Ukrainian foods and blocking
the transport of goods to other CIS trading partners. While
Ukraine is less reliant today on these markets than it was just
a few years ago, these measures are still quite detrimental.
Indeed, observers expect that they will likely offset any gains
from the DCFTA in the short run. Although such measures
have the potential to accelerate Ukraine’s reorientation towards European trade, there is concern that these pressures

26.– European Commission ( n.d. ). EU–Ukraine Deep and Comprehensive
Free Trade Area : Reading Guide. Available from http : // trade.ec.europa.
eu / doclib / docs / 2013 / april / tradoc_150981.pdf.
27.– European Commission ( 2016 ). Trade : Ukraine. Available from
http : // ec.europa.eu / trade / policy / countries-and-regions / countries / ukraine / .
28.– Economist Intelligence Unit ( 2016 ). Country report, Ukraine. March.

could instead dampen the enthusiasm for economic and
political reform among vested interests, thereby hindering
socioeconomic development.

Tariff analysis and tariff advantage
As illustrated in figure 15, tariffs imposed on Ukrainian exports of F & V products vary widely. Among its main important trading partners, Ukraine faces ad valorem equivalent 29
tariffs on F & V which vary from 0 % applied by the CIS to
0.85 % on fruits and 5.07 % on vegetables in Europe, to 31 %
in India. These duties can be quite high in a number of
markets, such as the ad valorem equivalent tariff imposed
on vegetables by Israel or by Switzerland. It is important to
note that, thanks to the DCFTA, Ukraine benefits from tariff advantages in EU markets compared with other non-EU
competing countries such as Morocco, Tunisia or Egypt.
However, the DCFTA features the use of tariff rate quotas
( TRQs )30 which are applied to 13.7 % of agro-food tariff
lines.31 Among other affected agro products are processed
tomatoes, apples and grape juice. TRQs are potentially limiting the exports of processed tomatoes as Ukraine has fully
used the quota since its introduction in 2014.
29.– Ad valorem equivalent tariffs are calculated using the World Tariff Profile
methodology. Data is retrieved from the ITC Market Access Map database.
More information on the methodology is available from the Market Access
Map website at http : // www.macmap.org / . Ad valorem equivalent tariffs are
not the Customs duties applied by the Customs authorities.
30.– TRQs specify the volume that can be traded at zero rates. If the quota
is exceeded, the trader is charged the Most Favoured Nation rate.
31.– Ryzhenkov, Mykola ; Galko, Svitlana ; Movchan, Veronika and Radeke,
Jörg ( 2013 ). The impact of the EU-Ukraine DCFTA on agricultural trade.
Institute for Economic Research and Policy Consulting Policy Paper Series
APD / PP / 01 / 2013.

Figure 15 : Level of Customs duties faced in the world by Ukrainian exports of fruits and vegetables
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Source : International Trade Centre ( 2016 ) ( a ).
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Non-tariff barriers
In addition to tariffs, exporters of F & V are subject to a range
of non-tariff barriers. These take the form of various safety
and quality standards that are required either by law or by
the buyer. In order to access markets, exporters must prove
compliance with these standards through various certification schemes. As with tariffs, the stringency of these requirements varies considerably according to the final destination
market. Requirements in Europe, the United States and certain Gulf countries, for example, are quite rigorous, whereas those in many parts of Asia and Africa are simpler to
comply with.
Regulatory standards : These ensure that food products
are safe to consume, that they do not adversely impact the
local ecosystem and that they conform to local commercial practices. This may involve ensuring that ( i ) maximum
residue and contaminant levels are respected ; ( ii ) marketing standards and food labelling rules are followed ; and
( iii ) phytosanitary requirements are respected in order to
prevent the introduction of harmful organisms.32 Traceability
of goods is absolutely necessary. As such, exporters must
provide proof of origin.

certifications requested from farmers is GLOBALG.A.P., a
standard that is now a minimum requirement for most food
retailers in western and northern Europe.33 ‘GLOBALG.A.P
is a pre-farm-gate standard, which means that the certificate
covers the process from farm inputs like feed or seedlings
and all the farming activities until the product leaves the
farm. GLOBALG.A.P includes annual inspections of producers and additional unannounced inspections by independent accredited certification bodies.’ 34 Other common
food safety standards include the British Retail Consortium
Global Standards, International Featured Standards, Safe
Quality Food, and Food Safety System Certification 22000,
among others.

Buyer requirements : In addition to legal requirements,
buyers may impose additional requirements on their suppliers, usually in the form of HACCP-based food safety certification for processed food. The most common of these

Niche requirements : Lastly, some buyers will require compliance with a variety of other schemes that ensure dedication to issues such as social responsibility, sustainability or
organic production.
Ukrainian SMEs are finding it particularly difficult to meet
the certification requirements of more demanding markets
such as the EU. With little export experience beyond the CIS,
Ukrainian producers are unaware of the need for certification in new markets. In addition, certification is quite expensive. Although local agencies and laboratories are capable
of certifying according to most necessary standards, the
process of bringing products and processes up to standard
can be costly. To this end, there are few consultants and auditors in the local market so they must be hired from abroad,
adding further expense.

32.– Centre for the Promotion of Imports from Developing Countries
( 2015 ). What requirements should fresh fruit or vegetables comply with
to be allowed on the European market? Available from https : // www.cbi.eu /
market-information / fresh-fruit-vegetables / buyer-requirements / .

33.– Ibid.
34.– International Trade Centre ( 2016 ). Standards Map. Available from
http : // www.standardsmap.org / review.aspx?standards=195,194,189.
Accessed 10 May 2016.

Box 4 : Ukrainian Hryvnia depreciation
The UAH has depreciated considerably since the onset of the
political crisis in 2014, having fallen against the US $ by -48 % in
2014 and -34 % in 2015. The currency continued to fall in 2016,
declining by -12 % early in the year in response to the closure of
Russian markets. The UAH has since recovered more than half of
its losses and stabilized by late May 2015. These developments
have complicated international trade for Ukrainian enterprises. The
weakening currency has made imports more expensive, while volatility has increased the risk – and therefore the cost – of cross-border
trade. Exporters have not benefited either, as the competitiveness
that would normally accompany depreciation has been eroded by
high inflation rates. In response to this inflation, the Central Bank
has implemented currency controls and high nominal interest rates.
These measures are expected to remain in place until inflation and
volatility are tamed.

Figure 16 : US $ / UAH spot exchange rate

Source : Bloomberg ( 2016 ).
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INVESTMENT TRENDS AND GOVERNMENT INCENTIVES
Investment trends in Ukraine 35

Legal considerations

Ukraine attracted significant levels of foreign direct investment ( FDI ) inflows from 2004 through 2008. FDI fell off after the financial crisis but steadily recovered through 2012.
However, investment has taken a significant hit from the
increased political and economic risks associated with the
country from 2013 onward. In 2014 FDI all but came to a halt
and inward FDI stocks fell by about US $ 15 billion.36

While foreign investors are concerned with a wide variety
of criteria when deciding whether or not to invest within a
country, legal considerations are particularly relevant for
potential investors in Ukraine. Although Ukrainian law does
provide for national treatment of foreign investors, the ability of the legal system to protect investors’ rights is suspect.
The inadequate framework for settling disputes is further
complicated by weak auditing and reporting standards and
poor corporate governance. Together, these factors diminish the ability of shareholders to protect their investments.

Investment climate
In its efforts to attract investment, Ukraine continues to struggle with a weak business climate. When confronted with a
group of its regional peers, Ukraine finds itself among the
worst performers in a ranking of five internationally recognized benchmarks that help assess investment competitiveness. It fares particularly poorly with regards to corruption
and economic freedom.

35.– Kirchner, Robert ; Kravchuk, Vitaliy and Ries, Julian ( 2015 ). Foreign
direct investment in Ukraine : past, present and future. Policy Paper Series
[PP / 02 / 2015]. German Advisory Group / Institute for Economic Research
and Policy Consulting.
36.– Ukraine’s FDI statistics should be taken with caution. Cyprus accounts
for 30 % of Ukraine’s inward FDI and 92 % of its outward FDI ( 2014 ). This
implies that much of Ukrainian FDI consists of round-tripping, in which
funds from Ukraine and other CIS countries are transferred into and out of
Ukraine via Cyprus. As such, these flows do not represent ‘true’ FDI that
would be expected to benefit a country’s socioeconomic development
through knowledge transfer and spillover. Instead, much of the official FDI
likely represents rerouted domestic investment.

Political risk premium and investor misperceptions
The geopolitical and economic volatility over the last few
years has resulted in investors demanding a significant
country risk premium from Ukraine.37 While such considerations are necessary for any investment, foreign perceptions
of the true risks may be exaggerated. Most FDI decisions are
taken abroad and international media have focused heavily
on the conflict in eastern Ukraine. As such, many foreigners
associate the whole country with this conflict. Indeed, many
foreign investors make little distinction between the different areas of the country when it comes to assessing risk.
This is unfortunate, as many areas of the country do in fact
offer attractive growth opportunities ; for example, industrial
output in Ternopil grew by 16.5 % whereas that in Donetsk
fell by -31.5 %.38
37.– Kirchner, Robert ; Kravchuk, Vitaliy and Ries, Julian ( 2015 ). Foreign
direct investment in Ukraine : past, present and future. Policy Paper Series
[PP / 02 / 2015]. German Advisory Group / Institute for Economic Research
and Policy Consulting.
38.– Ibid.

Table 8 : Investment climate in Ukraine and its neighbours

International benchmark

Poland

Ukraine

Belarus

Republic
of Moldova

Slovakia

Hungary

Romania

Ease of Doing Business ranking ( World Bank, 2016 )

25

83

44

52

29

42

37

Competitive Industrial Performance ranking ( United
Nations Industrial Development Organization, 2012 )

23

54

38

113

25

27

34

Global Competitiveness Index
( World Economic Forum, 2014–2015 )

43

76

n.a.

82

75

60

59

Inward FDI Performance Index ( United Nations
Conference on Trade and Development, 2010 )

75

38

64

51

124

81

73

Corruption Perception Index
( Transparency International, 2015 )

30

130

107

103

50

50

58
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Investment in agriculture in Ukraine
Despite its competitive advantages, only a small portion of
incoming FDI is currently destined for the agricultural sector.
It should however be noted that a large share of manufacturing FDI ( ~20 % ) goes to the food processing segment.
According to a recent report from the Organisation for
Economic Co-operation and Development,39 domestic investment in agriculture has been increasing in recent years.
Fixed capital investment in agriculture ( excluding forestry
and fisheries ) reached approximately US $ 3 billion in 2013,
up from US $ 1.86 billion in 2005.40 Agricultural investment
as a percentage of total investment has held fairly steady at
approximately 6.3 % for the past six years, although regional
differences are substantial. In 2012, Kirovohrad, Kherson
and Cherkasy oblasts had nearly a third of their investment
directed towards agriculture ( State Statistics Service of
Ukraine, 2013 ).
FDI inflows towards agriculture increased between 2005
and 2009 but they have followed a downward trend since
the global financial crisis (see figure 17). Even so, agriculture
has never accounted for more than 1.9 % of total FDI inflows.
Unlike primary agriculture, the share of food processing in
total FDI inflows has been relatively stable at about 5 % over
the last decade. This corresponds to its contribution to
gross domestic product ( Nivievskyi et al, 2015 ).
Several giant agribusiness traders from the EU and
United States have increased their investments in recent
39.– Organisation for Economic Co-operation and Development ( 2015 ).
Sector Competitiveness Strategy For Ukraine – Phase III : Review of
Agricultural Investment Policies of Ukraine Project Report.
40.– This data must be interpreted with caution, insofar as a sizeable
portion of prima facie foreign capital may in fact correspond to roundtripping FDI : official statistics therefore overestimate the real level of FDI
inflows ( Organisation for Economic Co-operation and Development,
forthcoming ).

years. Three of the United States-based ‘ABCD’ companies
– ADM, Bunge, and Cargill ( excluding Dreyfus ) – have invested billions of dollars in Ukraine recently, targeting their
funds towards storage facilities and the sale of agricultural
inputs. As industrial land for processing, storage and transportation is not constrained by the same laws as farmland,
foreign agribusinesses have invested substantially in these
types of infrastructure.
There have also been new entrants to Ukraine in the past
few years, including companies from the Gulf region and
China. In 2013, a consortium of agribusinesses from Saudi
Arabia acquired the Ukrainian Continental Farmers Group.
In September 2012, Ukraine signed a US $ 3 billion loan
contract with a Chinese bank which guaranteed Ukraine a
line of credit in exchange for part of the corn harvest for a
period of 15 years. These loans would be used to purchase
Chinese agricultural technologies, herbicides and pesticides
( AgroExpo, 2014 ).
The Government considers the agricultural sector to be
a cornerstone of its economic reform and growth plans. To
this end it seeks to move from : ( i ) commodities to value
added products ; ( ii ) from state-owned enterprises to private
enterprise ; and ( iii ) from regulation to free competition.41
It has already accomplished a number of reforms in this
regard. It has :






Simplified agricultural land lease agreements
Strengthened protection of investors’ rights
Enhanced competitiveness at state-owned enterprises
Begun pursuing corruption and justice reform
Eliminated various licences and permits.42

41.– Ministry of Agrarian Policy and Food of Ukraine (2015). Presentation by
Minister Oleksiy Pavlenko at the US–Ukraine Business Summit. Washington,
D.C., July 13.
42.– Ibid.

Figure 17 : Ukrainian foreign direct investment stocks, 2005–2014
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Figure 18 : Potential for agricultural investment in Ukraine

Source : Ministry of Agrarian Policy and Food of Ukraine ( 2015 ).

In addition, it anticipates pursuing the following reforms
next :





Privatization of state enterprises
Elimination of more permits and licences
Liberalization of the land market
Implementation of crop receipt and agro insurance systems
 Harmonization of agricultural legislation with EU standards
 Automated procurement system for ministry and agricultural state enterprises.43

In promoting the sector, the Government notes that the following areas represent the most attractive targets for investment in the agriculture space.
While Ukraine has improved its ranking in terms of logistics performance, particular attention should be paid to
storage, port and other logistics facilities as they are already
operating close to capacity despite consistently increasing production levels. Failure to invest adequately in these
underserved segments could lead to supply chain bottlenecks that diminish competitiveness. Maintaining an effective logistics infrastructure is all the more important given
that Ukraine’s strategic location is in fact one of its chief
competitive advantages.

43.– Ibid.

DEVELOPMENT ACTIVITIES SUPPORTING THE FRUIT
AND VEGETABLES SECTOR
Ukraine benefits from several international projects targeting the F & V sector. International partners are drawn to the
sector due to the significant potential for socioeconomic
development offered by agriculture in Ukraine.
The Ukraine Horticulture Business Development Project
( 2014–2021 ) builds on the accomplishments of the
Ukraine Horticulture Development Project implemented in
Ukraine between 2008 and 2013 by Mennonite Economic
Development Associates and Global Affairs Canada. The
project seeks to extend and expand capabilities in the horticulture value chain though capacity development, linkages
to markets and enhanced relationships between market
actors in four southern oblasts : Zaporizhzhia, Kherson,
Mykolaiv and Odessa. Among its activities, this project
will provide equipment as well as training and technical

assistance for farmers in postharvest handling capabilities ;
introduce loan mechanisms for farmers to invest in their
business; and develop new courses with agricultural training
institutes while organizing internships and short-term work
experience for students.
The Engaging the Private Sector for Small and MediumSized Farm Business Development Project ( 2014–2019 )
aims to improve the sustainable management of small and
medium-scale farm businesses through capacity-building
by providing technical advice, transferring skills and developing financial products for the needs of small and mediumscale farmers. This project covers the whole country and
focuses on farmers producing grains and F & V. It is being
financed by the Government of Canada and executed by the
International Finance Corporation.
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Photo: ITC.

Photo: ITC.

Photo: ITC.

Photo: ITC.

The United States Agency for International Development
Access to Finance Project : Development Credit Authority
Loan Guarantee for Agricultural Lending to SMEs ( 2014–
2021) encourages local financial institutions to lend to underserved sectors. In Ukraine this project assists with funding
small and medium-sized farmers in agriculture. The loan
guarantees will cover 50 % of defaulted loans made to eligible agricultural SME borrowers.

and improve water supply for the rural population in Kherson
Oblast. Through the Ukrainian executive agency Agrarian
Markets Development Institute, the project activates community commitment to water resource management while
providing access to improved community-owned infrastructure and expanding the sustainable financing of water
systems.

The Partnership for Sustainable Water Supply for
Agriculture Development Roll-Out Project ( 2015–2017 ),
financed by the United States Agency for International
Development, aims to renovate water infrastructure systems

The European Bank for Reconstruction and Development
Small Business Support Programme assists Ukraine’s agribusiness sector by providing consulting services for SMEs
to improve their operational performance, corporate governance, food safety and quality standards.
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FRUIT AND VEGETABLE VALUE CHAIN MAPPING
IN SOUTHERN UKRAINE: CURRENT SITUATION
The Ukrainian F & V value chain can be broken down into
six stages ( see figure 20 ). The following section identifies
the major actors and details their main activities and forward / backward linkages at each stage.

Inputs
The first stage of the value chain is the procurement of
necessary inputs. Elements needed for production such
as fertilizers, pesticides, herbicides, seeds and packaging
facilities rely entirely on foreign imports, while fuel, irrigation
equipment, farm tools and machinery are partially imported
to complement insufficient domestic supply.
Fertilizers, pesticides and seeds used by Ukrainian farmers are imported by six major multinationals ( Syngenta,
Monsanto, Limagrain, Pioneer, Petrochemical Industries
Company and Euralis ) and distributed throughout Ukraine.
These companies have local offices in each region and deal
with farmers’ orders directly. Farmers can purchase these
products through local shops, e-commerce or by ordering
directly during agricultural seminars and exhibitions. These
orders come with shipping and training.

Farming
F & V producers in Ukraine fall into three categories : subsistence farmers, small-scale household farmers and largescale commercial farmers. Subsistence farmers are usually
families in rural areas with small land plots and backyards
which they use to grow F & V for themselves while selling
their surplus to the local market. The second type consists

of commercial small-scale household farmers who own the
land and produce F & V for sale. Each year, they decide what
to grow based on a number of market factors, including
volumes from the previous year, prices, expected yields,
etc. Household farmers supply much of the produce for the
domestic market ( for instance, 98 % of potatoes and 80 %
for other vegetables ). The third type of producer is composed of large-scale agro-holding companies that own vast
areas of land, use agro-machines and can afford to employ
a number of skilled agronomists. Cooperation between large
and small farmers and among small household farmers is
rare. Table 9 describes the estimated cultivated area by produce and farm size.
The majority of farms in the southern regions of Ukraine
grow at least three to five F & V crops. Because product
prices in the market fluctuate significantly from year to
year, farmers reduce the risks by diversifying F & V categories. Narrow focus farming ( one to three crops ) is confined
to highly profitable products : apples and / or stone fruits,
grapes, melons and / or watermelons ; open-ground vegetable growing ( onions and tomatoes ) ; protected-ground vegetable growing ( cucumbers, tomatoes and / or bell peppers ).
With respect to the labour force, small and non-commercial farmers are able to cultivate the fields by themselves
(with the help of family members), while commercial farmers
usually hire seasonal workers from neighbouring regions.
Recruitment happens directly in the villages. Because there
is no contract between employees and employers, the workforce is unstable. Large agro-holding farms often build residences in order to house seasonal workers.

Table 9 : Estimated cultivated area by farm category and produce

Area ( ha )
Traditional
vegetables
and potatoes

Greenhouse
vegetables

Seasonal Stone fruits Pome fruits
vegetables

Cherries

Above 100 ha Above 100 ha Above 100 ha

Berries

Melons and
watermelons

Table
grapes

Large farm

Above 100 ha

Above 5 ha

Above 100 ha

Above 30 ha

Above 150 ha

Above 50 ha

Mediumsized farm

50–100 ha

1–5 ha

50–100 ha

50–100 ha

50–100 ha

50–100 ha

10–30 ha

50–150 ha

10–50 ha

Small farm

Up to 50 ha

Up to 1 ha

Up to 50 ha

Up to 50 ha

Up to 50 ha

Up to 50 ha

Up to 10 ha

Up to 50 ha

Up to 10 ha

Source : Estimation provided by Fruit-Inform ( 2016 ).
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Box 5 : Profiles of producers in southern Ukraine
Greenhouse vegetable producers’ profile :
• Greenhouse vegetable production is mainly represented by
cucumbers and tomatoes
• Farmers focus on greenhouse cucumbers because of cost
considerations
• Farmers prefer pink varieties of tomatoes, which were previously
in high demand from the Russian Federation
• Greenhouse bell peppers have increased in share because of
higher prices of imported produce
• Ukraine exported up to 10 % of all greenhouse vegetables to the
Russian Federation before 2016
• Lack of cooperation poses a threat to small-scale producers of
greenhouse vegetables ; this will affect the entire country and
especially the southern regions
Field-grown vegetable producers’ profile :
• Onions, tomatoes and cucumbers are the main crops in the
southern regions
• Production consolidation due to large producers’ taking over
inefficient farms
• Highest concentration of raw produce base for processors

Collection and transport
( postharvest treatment : storage, packing )
This stage spans from collection and postharvest treatment
( which involves grading, washing, trimming, chopping ) to
transportation. Middlemen, comprised of small collectors
and large wholesalers, play an essential role in providing
these value added services and in the distribution of F & V
from producer to consumer. They gather F & V directly from
farmers in the fields. While small collectors collect limited
amounts of F & V and sell to small vendors, open-air markets
or local shops, large wholesalers possess diverse distribution channels and most frequently sell to big buyers such as
processing companies, retailers ( supermarkets ) and export
traders.
The majority of the large wholesalers own their distribution centres where they undertake basic processing steps
including grading, washing, trimming, mixing, packing and
labelling. Once the products are ready to sell they will be
delivered by road transport. Transport logistics remain a big
problem. In rare cases, middleman may store fresh F&V and
sell it during the off season, when prices are significantly
higher, in order to gain a larger profit.
The vast majority of packaging used by middleman is
second-hand cartons / boxes used for imported bananas.

• Narrower specialization of professional growers and introduction
of system sales practices
• Lower construction rates for new storage facilities. Main investments are in storage during production
• Lower investments in long-term storage facilities for middlemen
• Development of presale handling and deeper processing
Fruit producers’ profile :
• Watermelons, grapes and stone fruits are the main crops in the
southern regions
• Fruit growers invest mainly in apple and sour cherry orchards
• Investments in stone fruit orchards are less attractive due to
the high risks of frost killing the fruit and severe competition
with imports
• Rapidly expanding areas devoted to strawberries in the past five
years. However, in the past two years, the focus has switched
over to raspberries and currants
• Increase in areas under new watermelon varieties which are in
demand in the EU
• Grapes are mainly produced by small farms, which does not
enable them to be substituted for imports

Prior to 2013 all packaging materials were imported but
since the deep depreciation of the UAH in 2013, specific
packaging materials have been manufactured in Ukraine.

Fruit and vegetable processors
Processing companies continue the value chain by purchasing F&V materials from middlemen. These are generally lowquality or damaged products sorted out by middlemen that
cannot be sold to end consumers. To supplement these
products, processors also buy a portion of F&V at wholesale
markets.
A total of 15 processors are operating in southern
Ukraine. Their main products are fruit juices, tomato paste
and frozen vegetables. Mykolaiv has one of the largest
processing factories in Ukraine, which manufactures packaged juice and aseptic tomato paste. Tomato is the principal
seasonal vegetable processed in the region. The company
is fully integrated from the farming to the processing and
export of its products. Kherson focuses on processing seasonal vegetables and it has one of the largest manufacturers
of canned vegetables in Ukraine. The largest processing
factory in Odessa specializes in baby food. The region has
several juice factories and has the only apple juice concentrate factory in the southern regions.
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Table 10 : Main fruit and vegetable processors in southern Ukraine

Processors located
in southern Ukraine

Company size

Export destinations

Main processed
vegetables

Main processed fruits

Final products

Input sourcing from local producers
Sandora

Very large – 47 % of the
Ukrainian juice market. Now
owned by PepsiCo

Seasonal vegetables juices

Fruit juices ( wide choice )

Beverages, juices, dairy
products, snacks, baby food

Kodymskiy Juice Factory

Quite large : production
Poland, Belarus, Germany
Vegetables, aseptic puree
line is apple puree ( 100
( also used by Trademarks
tons per day ) and apple
Veres, Chumak, Lukas )
juice concentrate ( 60 tons
per day )
Nationwide company, one of Canada, Russian Federation, Tomatoes, peas, cucumbers,
the biggest food producers
United States, Kazakhstan,
sweet corn, carrots
in Ukraine Georgia, Israel, Spain, Baltic
countries

Apple puree, apple
concentrate, fruit and berry
puree

Concentrated apple juice

Apples, apricots, pears,
grapes, peaches, rosehips,
blackcurrants

Ketchup and other varieties
of sauces, mayonnaise,
tomato paste, juice,
sunflower oil, canned
vegetables, macaroni and
pasta.
Juices, nectars, juicy and
soft drinks, baby food such
as fruit purees and juices

Chumak

Vitmark-Ukraine
Odessa Baby Foods
Factory ( Trademarks
Nash Sok and Jaffa juice )
Holiday / Pani Kristina

Odessa Canning
Factory ( Trademark
Gospodarochka )

Belarus, Republic of
Moldova, Azerbaijan,
Armenia and Kyrgyzstan

Company`s market share
made up 28 % in 2014

Exports to 21 countries

Tomatoes

Oranges, apples, grapes,
strawberries

Large

CIS, Baltic countries

Tomatoes, cucumber,
zucchini, pumpkin, beans

Apples, peaches, pears,
grapes

Big choice of products :
among F & V, tomato paste,
juices, jams and many
others

Quite large ( between 500 CIS, United States, Canada,
and 900 employees ) Israel, Kazakhstan, Lithuania,
Latvia, Estonia

Tomatoes, eggplant,
zucchini, peas, corn, beans

Apples, plums, apricots,
peaches, cherries

Conserved vegetables,
canned peas and corn,
kidney beans in tomato
sauce, tomato paste, canned
tomatoes, aubergine caviar,
squash caviar, juices, jams

Nash Product

Medium

No

Mostly tomatoes, zucchini

Conserved vegetables
( mostly tomatoes, pasta,
sauce, juice )

Evrika ( Trademark
Babushkinoi Gryadki )

Medium

No Tomatoes, carrots, pumpkin,
aubergines, green peas

Forty products. Tomato
paste, green peas,
squash caviar, conserved
cucumbers and tomatoes,
vegetable juices, sauces
Input sourcing : vertically integrated

Agrofusion

Two factories. Processing
capacity of about 480,000
tons of tomatoes per season
( 5,000 tons per day ).

CIS countries, Poland

Tomatoes

Concentrated tomato
foodstuffs ( tomato puree
and tomato paste ) in aseptic
package

Vladam Farming Enterprise

Large

Germany, Israel and the
United States

Tomatoes, cucumbers,
pumpkin, carrots

Juices and frozen
vegetables : natural tomato
juice ; carrot juice, carrotapple, carrot-apricot,
pumpkin juice ; pumpkin and
carrot ; pickled vegetables

Canning factory ‘Victoria’

Large Republic of Moldova, United
States, Russian Federation

Tomatoes, beans, corn,
zucchini, beets, carrots,
cucumber, onions

Tomato paste, conserved
beans, corn

Tomato

Ten products produced :
tomato paste ( Trademark
Gurman ), conserved pickled
cucumbers, tomatoes,
squash caviar, peas.
Tabasco, barbecue and
Krasnodar sauces.

Yug Agropererabotka

Production capacity per
month : maximum 800,000
cans of finished products

No

Source : ITC desk research.
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Box 6 : Fragmentation of the Ukrainian retail market *
The Economist Intelligence Unit found that Ukraine’s retail market
is highly fragmented and the sector remains in its infancy. Over
100 modern retailers operate in the country, with an average of 10
in each region. Price competition among retailers is intense and

leading retailers usually attract consumers by focusing on lowerpriced offerings.
A small number of international players (Metro Group, Auchan, and
REWE Group) are operating in Ukraine as well. However, local companies lead the market in terms of both sales and number of stores.

*– Ibid.

Domestic market
F & V grown in the southern regions of Ukraine have five major retail channels in Ukraine :
Local markets / local shops / bazaars play an important
role in Ukraine, especially in the rural and less-developed
areas, accounting for around half of all retail trade.44 These
markets are supplied directly by subsistence farmers, smallscale household farmers and small collectors. Ukrainian
consumers buy a large amount of food products in local
markets.
Food services, restaurants and institutional consumers ( hospitals, schools and administrations ) have a large
demand for F & V on a regular basis. Institutional customers rely on the supplies of middlemen ( large wholesalers ),
and to a lesser extent wholesale markets and supermarkets. Restaurants, having higher quality requirements than
institutional consumers, prefer to buy products at wholesale
markets where they can control product quality.
Various retailers are present in the domestic market.
They purchase at a higher price than wholesalers but are
more demanding with respect to quality and delivery dates.
In addition, they often delay payments by 7–30 days. Given
these requirements, it is difficult for farmers to supply directly
to retailers. In most cases, the selling–buying process is
facilitated by middlemen. It should be noted that, with the
growing demand for freshness from consumers, supermarkets have increased their cooperation with farmers.
Some large retailers operate several retail chains, including hypermarkets, supermarkets, discounters and convenience shops, with the aim of targeting different consumers.
Box 7 shows the major retailers in Ukraine and their retail
chains.
Wholesale markets for agricultural products are open-air
facilities which allow small farmers, middlemen and buyers
to trade directly.45 Merchants come to the wholesale mar-

kets in trucks and transactions are performed for cash on
delivery. There are currently three large wholesale markets :
Stolychnyi Wholesale Market in Kyiv, Shuvar in Lviv and
Kopani in Kherson. The latter is the largest in Ukraine and
can influence F & V prices in the country. The construction of
a fourth wholesale market for agricultural products has started in Odessa. Kopani wholesale market for F & V consists of
one large parking lot where producers and middleman sell
directly from their trucks. There are no services provided to
sellers and buyers such as an information centre, cold storage facilities or a packing centre. A few specialized shops
surrounding the market sell seeds, irrigation equipment and
seed plants. No additional services such as washing, sorting or packing are currently provided in wholesale markets
for agricultural products.

International markets
In the majority of cases, exports of fresh F&V are undertaken
by large wholesalers and exporting companies. Some large
farms export directly to the EU market. Even so, the international market remains largely underexploited for Ukrainian
F & V products. The Russian Federation was the most important export destination for Ukrainian F & V before 2015. The
recently signed Free Trade Agreement between the EU and
Ukraine has opened up an attractive market for Ukrainian
F & V products. However, the majority of farmers are unable
to meet the high certification requirements, such as sanitary and phytosanitary requirements for pesticide residues,
aflatoxin, salmonella, etc. imposed by the European market.
Moreover, export companies have little experience working
with EU buyers and are unprepared for long Customs procedures, expensive logistics and costly certification processes,
resulting in slow export development.

44.– Food and Agriculture Organization of the United Nations ( 2014 ).
Eastern Europe and Central Agro-industry Development Country Brief :
Ukraine.
45.– Borodina, Olena ( 2013 ). Processor Driven Integration of Small-scale
Farmers into Value Chains in Ukraine. FAO.
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Box 7 : Major national and international fruit and vegetable retailers in Ukraine
Retailers
Company size
Main national retailers in Ukraine
Fozzy Group
US $ 46.5 billion ( Fozzy Group )

ATB

EKO

4.6 %
UAH 46.67 billion ( including value
added tax ) in 2014
UAH 4.32 billion in 2013

Retail Group

UAH 4.6 billion ( €283.3 million ) in 2013

Furshet
n.a
Main international retailers in Ukraine
Metro group ( Germany )
The volume of sales in the 2014 / 15 fiscal
year amounted to more than €425 million
Retail Auchan Ukraine
n.a
( France )
REWE Group ( Germany )
Gross turnover of €13.02 billion in 2014

Retail chains ( positioning, total number of stores, assortment of stores )
Silpo ( national chain of food supermarkets, 270 supermarkets in 60 cities, 20,000 items of food and
related products )
Le Silpo ( premium stores, three stores in Dnipropetrovsk, Kyiv and Kharkiv )
Fora ( self-service convenience store, 240 stores, 7,000 items of goods )
Fozzy C & C ( wholesale and retail hypermarkets, 10 hypermarkets, 50,000 items of goods)
ATB-Market ( self-service system in discounter format, more than 700 stores in more than 192 cities
of Ukraine, over 3,500 items of goods )
EKO Market ( chain of supermarkets, 105 supermarkets all over Ukraine, 20,000 items of food and
related products )
Velmart ( 14 hypermarkets in 12 cities )
Velika Kyshenya ( 41 supermarket in 17 cities )
Prosto Market ( Lutsk )
VK Select ( four premium stores in Kyiv )
VK Express ( a chain of supermarkets, eight stores in Kyiv )
Green Hills Market
Furshet ( supermarket chain, 104 stores in all Ukraine )
Metro Cash & Carry ( shopping centres, 23 shopping centres, more than 30,000 items )
Auchan Hypermarket ( hypermarket in discounter format, 11 hypermarkets )
BILLA Supermarket ( 39 supermarkets throughout Ukraine,
12,000 items )
Source : ITC desk research ( information extracted from companies’ website ).

Figure 19 : Kopani wholesale marketplace in Kherson

Source : ITC.
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Figure 20 : Current value chain map
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Photo: (CC BY-NC-ND 2.0) Brian Woychuk, Typical farmland in Western Ukraine with long narrow strips of gardens being worked by hand.

TRADE SUPPORT NETWORK ANALYSIS
The future success of the Ukrainian F & V sector will not only
depend on the internal capacities of companies operating
in the sector. In order for the sector to achieve long-term,
sustainable growth, participating producers and enterprises
must be able to rely on a capable network of Government
and private sector support institutions. Figure 21 shows the
southern Ukraine F & V trade support network, categorized
by functions along the value chain.
The trade support network in Ukraine is extensive and
comprises the trade services network, the policy support
network, the business support network and the civil society network. Nevertheless, the business support network
is underdeveloped and is mostly oriented to support grain
production and export. Stakeholders in the F & V segment
note that they have received little support until recently.

Policy support network
These institutions are ministries and competent authorities
responsible for influencing or implementing policies at the
national level.
The Ministry of Agrarian Policy and Food formulates, coordinates, implements and monitors the Government’s agrarian policy and measures of guaranteeing food security. It
also provides public administration in the fields of agriculture, horticulture, viticulture, food industry, fisheries and processing of agricultural products services. It works with the
private sector, local governments and other service providers to offer technical services including plant products ; irrigation farming development and engineering ; a Technical

Support Department and methodological prediction ; and
a Biological Protection and Pesticide Management Office
related to research. This Ministry is responsible for data
collection and statistics research, as well as the distribution of budgets. Extension services are supposedly offered
through its Agricultural Training Institutes. In addition, it
provides information services, helps develop cooperatives,
promotes appropriate postharvest techniques and monitors
crops.
The Ministry of Economic Development and Trade
is responsible for formulating and implementing the
Government’s domestic and foreign economic policies,
formulating economic governance policies, providing data
and forecasting services, fostering market relationships, and
stimulating a competitive environment.
The Regional State Administration. In terms of administrative divisions, Ukraine is divided into 24 regions, each
of which has a Regional State Administration which represents the Government body and is the local executive
authority. Every regional administration is comprised of
a number of departments that represent various areas
concerning finance, social development, environment, infrastructure building, etc. The head of the Regional State
Administration, named by the President of Ukraine, is accountable to the President and to the Cabinet of Ministers
of Ukraine. The three administrations in the target regions
are the Kherson Regional State Administration, the Mykolaiv
Regional State Administration and the Odessa Regional
State Administration.
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Figure 21 : The southern Ukraine fruit and vegetable sector trade support network
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Trade services network
These institutions or agencies should ideally provide a wide
range of trade-related services to both Government and enterprises. In this role, they would support and promote the
sector through the delivery of trade and export solutions.
The Ukrainian and regional Chambers of Commerce
and Industry facilitate private sector development by providing a wide range of services including : trade information,
advocacy and lobbying, certificates of origin for commodities, consulting and legal services, export promotion, and
intellectual property. The Ukrainian Chamber represents
nearly 10,000 private sector enterprises throughout Ukraine.
Each region has its owns Chamber of Commerce which also
provides a number of services, including but not limited to
consulting, trade information, certification, registration and
legal services, in order to achieve the goal of supporting
local business and promoting economic activity and trade.
Farmers’ Associations ( national and regional ) were
formed, similar to associations in other countries, to represent the interests of member enterprises and assist them
in in all aspects of production, processing and marketing
of agricultural products. The organization should be understood as the voice of farmers, communicating to outsiders and lobbying for the interests of members. The national
association has regional branches with offices and representatives in all three areas under consideration. One of
the tasks of the Association is the provision of a platform
for channelling support such as subsidies, technical assistance, education, etc. to individual members. Interviewed
agricultural producers communicated that although it is useful to have a ‘unified voice of farmers,’ not all members are
benefiting equally from the services channelled through the
Associations.

Quality management support services
The National Accreditation Agency of Ukraine is the national accreditation body for testing laboratories, calibration laboratories and certification bodies. It was established in 2002,
in compliance with the law ‘On Accreditation of Conformity
Assessment Bodies’ and to harmonize legislation with laws
of the European Community. The Accreditation Council,
Technical Committee for Accreditation and Commission on
Appeals were also established.
The National Accreditation Agency of Ukraine is responsible for all aspects of standardization and quality assurance in
Ukraine, and it provides relevant testing, calibration and training services. It carries out accreditation in the following scope:
 Testing and calibration laboratories – ISO/IEC 17025: 2006
 Products, processes and services certification bodies –
ISO / IEC 17065 : 2012
 Management systems certification bodies – ISO / IEC
17021 : 2011
 Persons certification bodies – ISO / IEC 17024 : 2012

Upon the results of a peer evaluation in May 2015, the
European Cooperation for Accreditation Evaluation Team
concluded that the Agency conducts its activities in compliance with international standards and that its employees are
competent and possess a sufficient level of knowledge in
the relevant fields of accreditation. It was emphasized that
top management meets all of the requirements with regards
to expertise.
The National Codex Alimentarius Commission of
Ukraine is in charge of the coordination of the Codex
Alimentarius.
The National Research and Information Centre for
Monitoring of International Commodity Markets ( or
Derzhzovnishinform Centre ) was established under the
Ministry for Economic Development and Trade of Ukraine.
The Centre is the leading Ukrainian research, information
and expert centre regarding foreign trade. It is responsible
for continuous monitoring of various sectors of the Ukrainian
economy, including agriproducts. Its activities include researching market conditions, conducting public opinion
studies, operating relevant databases, providing trading
information and consulting services, and advertising.
The Ukrainian Scientific-Research and Training Centre
of Standardization, Certification and Quality is a state enterprise that serves as the national standardization body. It
is Ukraine’s major source for standards and regulations, and
it collects information on technical regulations and provides
it to users.






The Centre is composed of various specialized institutes :
Research Institute of Standardization
Institute of Quality Management
Institute of Conformity Assessment
Institute for Training (in quality management, standardization, conformity assessment, metrology ).

Its main activities include the development of the national
standardization system; harmonization of national standards
with international and European standards ; certification of
products, services and management systems ; and development of quality management systems and environmental
and monitoring standards in Ukraine.
The State Service for Food Safety and Protection of
Consumers ( Derzhprodspozhyvsluzhba ) was established
in 2014 by joining the State Veterinary and Phytosanitary
Service, the State Inspection of Consumer Protection and
the State Sanitary and Epidemiological Service. It is responsible for the implementation of policy in the sphere of
sanitary and phytosanitary regulations. To this end, it supervises technical regulations, standards and rules in the
field of consumer protection. It carries out state controls
of animals, food and other objects of sanitary measures ;
it monitors food production ; and it protects from diseases.
It also provides quarantine certificates and certificates that
allow a product to be sold on the local market.
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State Enterprise Ukrmetrteststandard is the All-Ukrainian
State Research and Production Centre for Standardization,
Metrology, Certification and Protection of Consumers’
Rights. It the main centre for state metrological services in
Ukraine and the main centre for standard reference data
on physical constants and properties of substances and
materials. The main activities of this institution include certification activities based on test results ; calibration of measuring instruments ; state supervision over product quality
and compliance with standards, rules and regulations ; and
state metrological supervision. The Ukrainian Laboratory of
Quality and Safety of Agricultural Products of the National
University of Life and Environmental Sciences of Ukraine
( formerly the National Agricultural University of Ukraine ) is
certified by Ukrmetrteststandard. It provides conformity assessments and it is the only laboratory in Ukraine that can
perform genetic controls.
The Ministry of Economic Development and Trade
has established a Centre of Standardization, Metrology
and Certification in each region : State Enterprise
Odessastandartmetrologie, State Enterprise Kherson
Scientific and Production Centre of Standardization,
Metrology and Certification, and State Enterprise Mykolaiv
Regional Centre of Standardization, Metrology and
Certification. These bodies perform standardization and
metrological surveillance and conformity assessment in their
respective regions according to Ukrainian legislation. The
National Service for Environmental Monitoring conducts
surveillance in areas dealing with the environment. Upon
request from farmers, the institution can issue certificates
of compliance with voluntary standards.

increase the efficiency of business and of the members of
the cluster, as well as to develop and support projects relating to the modernization of the existing socioeconomic
model of Ukraine’s agribusiness. It aims to unite the efforts
of participants to support projects in cultivation, harvesting,
storage, presale preparation, processing and sale of food.

Business support network

The Council of Women Farmers in Odessa Oblast provides a common platform for women farmers to advocate,
lobby and network for their own interests. It has developed
its own model of social partnership between all branches
of Government, academic institutions, businesses and
community organizations to address persistent social and
economic problems in rural areas such as the economic education of rural women ; the revival of unpromising villages ;
and providing care for orphans, pensioners, and low-income
and marginalized sections of the population.

These associations and commercial service providers support the growth and development of sector businesses
through quality and relevant service offerings.
The International Chamber of Commerce Ukraine has
been assisting Ukrainian enterprises for more than 15 years
by promoting their foreign economic activities through the
Chamber network, assisting them in improving their organizational development and management practices,
implementing ‘green economy’ development projects in
Ukraine and facilitating procedures in international trade
and transport.
The Ukrainian Agribusiness Club is an association of
80 large-scale companies working in the agricultural sector, of which many are subsidiaries of sizeable international
enterprises. The aims of the Club are to lobby for the interests of members, to organize participation in trade fairs, to
carry out research work with the aim of promoting members’
products or services, and to provide professional education
to employees of member companies.
The Eastern Food Technologies Plus Cluster ( Kherson
region ), is an interregional and international agro-industrial
cluster created in 2012 in the Kherson region in order to

Producer cooperatives
The present economic situation is increasingly forcing producers to cooperate, especially on the trading side. This
pressure is stronger for smaller agricultural producers.
Although several cooperatives were formed in recent years
(mostly service and marketing cooperatives), their economic
activities are still limited. Members use the services of cooperatives only in ‘bad’ times ; they prefer individual solutions
when possible. Cooperatives (especially marketing cooperatives) will become increasingly important for small agricultural producers. Even so, there seem to be only rare successful
pilots available for replication. As such, assistance on cooperation in agriculture is certainly an area of growing need.
Kherson Agro Product is an example of a cooperative
comprised of large and small farmers. The farmers in this
cooperative receive several advantages : they can access
wholesale prices for inputs such as seeds, drip irrigation,
fertilizers and other materials ; they receive support in the
production process for the entire agricultural cycle ; and they
are eligible for financial support from the Narodna Dovira
Credit Union.

Producers associations

Extension services providers
In the past, extension services were provided as a part of
development projects. The structure of these extension services tended to resemble the extension services of the donor country. There are still extension services in existence,
including those linked to universities or local administrations,
or privately operated. Despite their existence, the coverage
and efficiency of service provision leaves much room for
improvement. Most participants in the stakeholder consultations organized by ITC in May 2016 could not even name
the types of services available in their region. The privately
owned service providers seemed to be the most well-known.
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Trade support network analysis
The absence of major structural reforms has limited the entrepreneurial potential of Ukraine and constrained the country’s ability to adjust to and benefit from shifting dynamics
in the world economy. As in other post-Soviet countries in
Eastern Europe, Ukraine has weaker institutions than other
countries with similar levels of economic development. The
difference is particularly stark when comparing Ukraine with
its neighbours that have joined the EU.

Ukraine is still developing the institutional framework required to support SMEs. It does not have a trade promotion
organization and existing business support organizations
have limited capacities to provide the services needed for
SMEs to increase their international competitiveness. To
this end there is a lack of trade-specific and sector-specific
knowledge among service providers.
In addition, although there is a quality control system in
place it is not yet being adequately utilized to bring producers and exporters into compliance with international standards, and certification carried out by Ukrainian laboratories
is not fully recognized as trustworthy by all importing counties, especially in the EU.
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STRATEGIC ISSUES AND
COMPETITIVE CONSTRAINTS
AFFECTING THE VALUE CHAIN
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Market entry constraints are essentially external to the country ( but may also be manifested internally ), such as market
access, market development, market diversification and
export promotion.
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Business environment constraints are those that influence
transaction costs, such as regulatory environment, administrative procedures and documentation, infrastructure bottlenecks, certification costs, Internet access and cost of
support services.
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Supply-side issues affect production capacity and include
challenges in areas such as availability of appropriate skills
and competencies, diversification capacity, technology and
low value addition in the sector’s products.

Social and economic concerns include poverty reduction,
gender equity, youth development, environmental sustainability and regional integration.
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Traditionally, the scope of export strategies has been de
fined in terms of market entry, such as market access, trade
promotion and export development. This ignores several
important factors in a country’s competitiveness. For an
export strategy to be effective it must address a wider set
of constraints, including any factor that limits the ability of
firms to supply export goods and services, the quality of the
business environment, and the development impact of the
country’s trade, which is important to its sustainability. This
integrated approach is illustrated by the four gears framework schematic below.

Market Entry

The constraints are classified according to three criteria.
Competitiveness severity
The issue is critical for the competitiveness of the sector.

On a scale from 1 to 4 :
→ Low to high impact

Urgent action needed
The issue / constraint is hampering export competitiveness and requires immediate action.
This could potentially be a quick win in the short or medium term for the implementation of the strategy.

On a scale from 1 to 4 :
→ Low to high impact

Ease of resolution
Assessed based on the discussion during the stakeholders meeting, nature of stakeholders involved in the action, time
needed for implementation, investment required, need to adapt / change the legal framework and contentiousness of reform.

On a scale from 1 to 4 :
→ Low to high impact
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SUPPLY-SIDE CONSTRAINTS
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Supply-side issues impact production capacity and include
challenges in areas such as availability of appropriate skills
and competencies, diversification capacity, technology and
low value addition in the sector’s products.
Supply-side constraints in the southern Ukraine F&V sector

Competitiveness
severity

Urgent
action
needed

Across the value chain
• Lack of cooperation
–– Stems from a lack of trust and limited understanding of the ways in which cooperation is needed to solve key
challenges. There is also a lack of leadership within the sector. This is an underlying issue for many of the other
constraints.
• Lack of qualified labour:
–– Ageing population of farmers.
–– Youth is not interested in the sector; it is not seen as prestigious.
–– Brain drain to the EU: skilled and unskilled young people go to the EU to look for better wages. In food processing, for example, stakeholders noted that a young person working in Europe can earn in one day what they
would earn in one month in Ukraine.
–– No staff to measure quality of production ( meaning, for example, GLOBALG.A.P. and others, so only international consultants can come from abroad to measure the requirement and give a certificate ).
Fresh fruits and vegetables
• Lack of market-oriented mentality
–– Short-term view (want to sell immediately instead of storing or processing and earning more ).
–– Lack of trust (farmers will not work together to solve common problems ).
–– Lack of business perspective (blame traders for unfair prices instead of improving their own lot ); do not respect
contracts when prices move – behave erratically and are unreliable suppliers.
• Lack of adequate understanding of how businesses operate
–– Farmers have limited capacity to develop sound business and budget plans ; do not look to the market when
deciding what to produce; and do not make appropriate calculations. This is compounded by farmers’ mentality: they see their role as growing and they do not understand the need to engage in business thinking.
• Lack of postharvest processes leads to short shelf life and significant losses of product ( more than 50% in some
cases)
–– Most vegetables and fruits are produced by small household farmers who do not have adequate facilities to
store or process aside from low-quality cellars. Although there are outside storage facilities ( including both new
facilities and old Soviet facilities that are largely in disrepair ), small farmers cannot use them. They lack awareness, volumes are too small and there is no consolidation. This is complicated by the lack of multifunctional
packaging.
• Producers cannot cooperate to supply large orders according to buyers’ timing, quality and quantity requirements
–– Large, uniform quantities cannot be produced due to lack of cooperation, chaotic planting and lack of planning.
Most significantly, producers have no control over production. There is no year-round supply because there is
no modern greenhouse farming using heated and insulated greenhouses. In addition, there is little flexibility due
to poor postharvest processes and storage.
• Inadequate packaging
–– Farmers and traders rely on second-hand packaging ( mostly banana boxes) that does not conform to buyer
expectations. This also leads to increased spoilage during handling and transport over poor roads.
• Lack of product diversification and value addition
–– Numerous product and market opportunities remain underdeveloped – such as frozen berries – or untapped,
such as domestic fresh-cut produce for retail markets in large cities. Producers are unaware of the options, not
having an eye towards the market.
• Limited professionalization of production results in low use of mechanized techniques
–– This leads to reduced productivity and an over-reliance on manual labour. This is complicated by labour bottlenecks during peak season.
• Lack of machinery
–– Local machinery is seen as being of poor quality, so most producers feel they must import from abroad. It is
not uncommon to see farmers using third- and fourth-hand equipment from abroad, a factor that plays a role in
limiting productivity and quality. This is also expensive, and the costs for both new machinery and spare parts /
upkeep is becoming even more burdensome with the falling exchange rate.
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Competitiveness
severity

Supply-side constraints in the southern Ukraine F&V sector

Urgent
action
needed

Ease of
resolution

Processed fruits and vegetables
• Difficulties obtaining steady supplies of raw materials from smallholders
–– Smallholder farmers cannot be relied on to adhere to contracts and forward agreements. They often break contracts when prices shift because they do not adequately ‘price’ the value of long-term business relationships.
This is a problem of both mentality and lack of business training.
As a result, large processors have developed fully integrated value chains. This makes it more costly and risky to
expand production. It also limits backward linkages with the farming community.
Region-specific
• Mikolaiv
–– Water from the Ingulets River is bad quality: as a small river, it collects dirt more easily than larger rivers, influencing the quality of production.
• Kherson
–– Irrigation water from the Dnieper in Kherson has a high salt content. The salinity is degrading soil quality.

Lack of cooperation. The entire F & V value chain suffers
from a variety of constraints but the lack of cooperation underlies most of the key challenges. Not only do stakeholders lack trust in each other, they are not aware of the ways
in which working together could solve their most pressing
problems ; for example, cooperation would allow stakeholders to obtain group bank financing, formulate regional
brands, invest in appropriate postharvest treatment and
storage facilities, create a cost-efficient professional sales
force, share risk, consolidate production to enter new supply chains and increase bargaining power with suppliers
and buyers. The lack of greater cooperation is hindered by
the absence of leadership within the sector ( both individual
and institutional ).
Dearth of qualified labour. Another issue that affects
the entire value chain is the dearth of qualified labour. The
population of farmers is ageing and young people have no
interest in the sector. It is not seen as prestigious and most
youth would prefer to live in cities as opposed to rural areas. In addition, there is a brain drain to the EU for both
skilled and unskilled labour. Agricultural labourers as well
as qualified processing employees leave Ukraine in search
of significantly higher wages. Labour is also lacking in the
support sector : there are no quality certification specialists
for example, meaning that auditors and consultants must be
brought in from abroad at a high price.
Farmers in the fresh F & V segment lack a market-oriented mentality. They do not take a long-term view of business
and sectoral development, and they lack the trust required
to work together to solve common problems. Production is
supply-driven, as farmers only look at their past sales performance when deciding what crops to grow. In addition, they
lack a business perspective : they blame other actors in the
supply chain for their problems instead of looking for solutions to their challenges and they do not respect contracts
or engage in professional behaviour. They have also failed
to professionalize production techniques through the use of
machinery. In Ukraine there are just 102.7 tractors per 100
km2 of arable land, well below the level of many of its peers

in Eastern Europe and Central Asia ( 2009 ).46 The resulting
reliance on manual labour has helped keep productivity below its true potential.
Farmers lack the capacity to develop sound budgets
and business plans. These issues are compounded by the
fact that many farmers see their role as growing and harvesting ; they think that all other tasks should be delegated to
other actors. This type of thinking keeps them mired in the
status quo. However, large, successful firms do not suffer
from these same problems : yet while they may have superior business skills and frequent interactions with international
markets, they lack motivation, trust, and a forum to share
their knowledge with other actors.
Farmers are unable to supply required quantity and
quality on a year-round basis. A significant bottleneck to
competitiveness is that small farmers find it difficult to supply
large, uniform quantities of goods due to chaotic planting, a
lack of planning, and a lack of cooperation and householdlevel consolidation. Moreover, they have no control over
production : most production is open-field and there is little postharvest processing, meaning that there is no yearround supply. The lack of postharvest processes ( including
freezing, cold storage, Ultra Low Oxygen storage and other
forms of processing) and multifunctional packaging leads to
a short shelf life and significant product losses. Small farmers only have access to poor quality storage in the form of
household cellars. There are some outside storage facilities,
including a few that are newly constructed. Small farmers
however cannot used them due to small volumes and a lack
of consolidation. There is also a lack of awareness of how
these facilities can be utilized and integrated into business
plans; many farmers see storage as a simple means of placing a bet on future price increases, without understanding
how it can be used to reduce spoilage, increase pricing
power and attract new buyers by facilitating year-round supply capacities.

46.– World Bank.
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Another issue is the lack of product diversification and
value addition. Farmers are not aware of the product and
market opportunities that exist in both local and foreign markets, such as the potential to develop a fresh-cut market
domestically. They are unaware because they are disconnected from local retailers and final buyers, there is a lack
of trade intelligence, and they do not have a market-oriented
mentality.
Competitiveness is also diminished by the use of inappropriate inputs ; namely poor packaging and machinery. Farmers use second-hand packaging for their produce
( usually banana boxes ). This packaging adds no value from
a branding perspective and it does not conform to national
retailers’ and international buyers’ requirements. In addition,
it leads to increased spoilage of products, particularly when
being transported across Ukraine’s deteriorating road network. Farmers also rely on outdated machinery : domestically produced machinery is thought to be of low quality.
As such, farmers prefer imports but foreign machinery is
too expensive, especially considering the depreciating UAH.
Many producers thus use machines that have already been
used by three or four prior owners.

The chief problem for processors is the inability to expand
production through outsourced supplies of raw materials.
According to large processors, small farmers are not reliable
suppliers. They do not respect contracts and they frequently
break agreements when prices move in their favour. Indeed,
due to their mentality and a lack of business training, they do
not appropriately price the value of long-term relationships,
instead seeking to constantly maximize their own gains at
the expense of future business opportunities. As a result,
some large processors have resorted to developing fully
vertically integrated supply chains. This diminishes the flexibility with which they can expand production. It also hinders the development of backward linkages with the farming
community at large, reduces spillover effects and stymies
the development of the independent farming sector.
Lastly, farmers in Mykolaiv and Kherson face regionspecific constraints relating to the water supply. The Ingulets
river in Mykolaiv collects large amounts of dirt, diminishing
the quality of agricultural production for farmers using its
water. In Kherson the water from the Dnieper has a high salt
content. This reduces productivity and contributes to soil
quality degradation.
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Business environment constraints are those that influence
transaction costs, such as regulatory environment, administrative procedures and documentation, infrastructure bottlenecks, certification costs and cost of support services.
Business environment constraints in the southern Ukraine F&V sector

Competitiveness
severity

Urgent
action
needed

Across the value chain
• Inadequate cooperation and linkages for long-term business relationships
–– Lack of effective sector associations lies at the bottom of many other constraints. Limited trust is compounded by the lack of effective associations and the dearth of long-term relationship-building within
the sector.
• Lack of training services
–– The best agro-specialists go to work abroad. There are no effective extension services provided by the
public sector, nor do existing cooperatives and associations provide farmers with services to help them
improve productivity and quality.
–– There is currently no research and development carried out by universities to improve production
techniques for the F&V sector.
–– University curricula are outdated.
• Limited capacities to meet the certification requirements of demanding foreign markets, including the EU
and United States
–– Although local organizations can provide necessary certifications, SMEs are unaware of the need for certifications and/or are unable to meet the certification requirements. Appropriate auditors and consultants
are not available locally so individuals or companies must resort to expensive foreign firms if they wish to
pursue certification. This is reinforced by the lack of export opportunities in general.
–– Lack of guidance provided by the public sector concerning market requirements and certification.
–– Laboratories and certification agencies do not know how to train smallholders.
The public institutional certification and quality services are going through a deep restructuring process in
order to comply with EU standards. Thus, most public technical institutions face serious financial problems,
lack of staff and clarity in their services at the district level.
• Inadequate availability of business support services ( institutional and private sector)
–– There are very few local consulting groups in the region, and capacities at Government institutions
and associations for providing relevant services are extremely low.
• Difficulties obtaining value added tax refund
–– While the refund is automatic for larger and well-connected exporters, smaller exporters face significant
delays in receiving their refund.
• Lack of support and guidance from state institutions, including the Ministry of Agrarian Policy and Food
and regional administrations, for the F &V sector
–– Lack of sector production information. Public sector deficiency in providing reliable, transparent and
detailed production data.
–– There is no national strategy or regional sector strategy, nor are there any consistent actions undertaken
to promote and develop the sector
• Lack of banking services for smallholders
–– Smaller farmers’ working capital is generally financed by traders / private loans at very high rates ( 5% per
month). In addition, there is little access to investment capital for smaller players. The lack of cooperation
means that farmers cannot obtain group financing. There was only one agricultural bank, Zemelniy, but it
was liquidated in 2014.
• Inadequate logistics
–– Road quality is very poor. There are also bottlenecks at the ports, as a fall in imports has diminished
the supply of containers available for export.
–– The cold chain is underdeveloped and a lack of storage capacities diminishes bargaining power
and shelf life.
• Energy is expensive for heated greenhouses and cold storage
–– Farmers cite expensive energy as a challenge for expanding greenhouse farming and freezing / cooling
capacities.
Fresh fruits and vegetables
• The legal framework prevents cooperative from selling their products
–– According to law, cooperatives are not permitted to make profits. As a result farmers are unable to use
cooperatives in the same way as in other countries. Instead they form joint private enterprises.
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The supply-side constraints faced by the sector are compounded by inadequacies in Ukraine’s business environment. First and foremost, there is a lack of support from
state institutions at both the federal and oblast levels.
State agencies have done little to organize, promote and
develop the sector, nor do they provide stakeholders with
adequate support in terms of market information and
trade intelligence. Other problems associated with the
Government include difficulties encountered by small enterprises in obtaining the value added tax refund. In the
absence of appropriate political pressures and without the
assistance of a sector strategy, the Government has failed to
address these issues and improve its support for the sector.
The lack of official state support is complicated by
the lack of support services in general from both institutions and business service providers. There are very few
capable consulting firms in the private sector that can help
producers and processors improve production and bring
their goods to market. Institutions, meanwhile – including
chambers of commerce – are unable to provide the types
of advocacy and trade information services that are required by member enterprises. Similarly, training services
in Ukraine are lacking for the agribusiness sector, hindering
the development of specialized expertise. The most qualified
specialists tend to go abroad in pursuit of better wages and
there are no effective extension services offered by either
the public or private sector to help farmers improve production. Moreover, there is currently no research and development being performed by universities and other institutions
to improve production techniques.
A chief issue with regards to food and agricultural products is the inability to meet quality and safety certification requirements of importers in the EU and the United
States, as well as more demanding emerging Asian and
Middle Eastern markets such as the United Arab Emirates.
While some local standards organizations and laboratories can perform the necessary testing and certifications,
many SMEs are unaware of the need to certify their goods.
Indeed, they do not understand the value that can be captured by certifying goods and exporting to more advanced
markets ; they see it as an added expense with no payoff.
They therefore must be educated on foreign market requirements and the opportunities afforded to those who can
meet them, a task that the public sector has thus far failed
to pursue. Certification can also be expensive : there are no
local consultants or auditors who can help enterprises bring
their operations up to standard. As such, those enterprises
wishing to pursue some certifications must use more expensive foreign consultants. Lastly, laboratories and certification
bodies have been unable to formulate cost-effective mechanisms for certifying smallholders.
Sectoral development is further hindered by the lack
of bank services available to small farmers and processors. While working capital is financed internally and by
traders, the lack of investment capital places significant
limits on productivity improvements and expansion. In the

absence of adequate resources many small players obtain financing from their traders at exorbitantly high interest
rates of up to 5 % per month. Only a few farmers engage in
forward agreements with their buyers. Even so, there is no
formalized framework for such contracts ; the agreements
are ad hoc and based purely on trust, and there are no
enforcement mechanisms. In addition, many older farmers
are unwilling to make the trade-off between risk and reward
that is required of a forward agreement. There was one agricultural bank, Zernelniy, but it was liquidated in 2014. There
are however some efforts within the new Government to reconstitute and privatize the state land bank.
The poor transport and energy network also limits
trade. Although there are three highways leading to Kyiv
that are in good condition, the vast majority of the road network is in very bad shape. Resources are not dedicated to
road maintenance and the movement of heavy artillery to
the hostile zone in the east has further degraded the roads.
Poor road quality compounds many of the other constraints,
such as the lack of postharvest treatment and adequate
packaging, leading to increased spoilage. It should also
be noted that port and storage infrastructure is operating near capacity. The cold chain in particular is underdeveloped, further diminishing shelf life and increasing the
chance of spoilage. In addition, some traders noted that
there are too few containers available at the ports. As the
UAH depreciates, imports have fallen. This has resulted
in fewer incoming containers, decreasing the availability
of containers for export. Lastly, some producers note that
energy resources are quite costly, making it expensive to
operate heated greenhouses, as well as cold storage and
freezing facilities.
The lack of cooperation within the sector and between
the private and public sectors is one of the chief obstacles to sectoral development. There are no effective sector associations in the region, there is limited trust between
players, and stakeholders do not appreciate the benefits of
long-term strategic thinking. The pursuit of greater cooperation is further hindered by the legal framework : according to
Ukrainian law, cooperatives cannot make profits or sell directly. Indeed, the Law of Ukraine ‘On Cooperation’ of 2004
states that cooperatives provide services to their members,
not with a view to making a profit. Until now, this law has not
been revised ; Ukrainian cooperatives can still only be service organizations. Two years ago a new law on agricultural
cooperation was registered but it is still under consideration by the Government and the prospect for its adoption is
quite vague. As a result, those farmers who have managed
to organize themselves have done so either through informal groups of producers or formal business associations.
Resolving many of the identified challenges through greater
cooperation would be greatly facilitated through a more appropriate legal framework.
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Market entry constraints include issues such as market access, market development, market diversification and export
promotion.

Market entry constraints in southern Ukraine’s F&V sector

Competitiveness
severity

Urgent
action
needed

Across the value chain
• Limited focus on building business relationships and managing client satisfaction
–– SMEs do not take a customer-centric approach and they do little to build and maintain their reputation.
Maximizing customer satisfaction is not on the radar of most small producers and processors.
–– Farmers do not see it as their job to sell. Instead they believe their role is to grow and harvest. They have
come to rely heavily on middlemen, resulting in a gap between them and the market.
• Limited sales and promotion capacities
–– Sales tactics are rudimentary and largely passive. There is little proactive selling abroad through buyer–seller meetings and participation in trade fairs. Producers sell directly in the field during the harvest period.
• Lack of awareness of foreign market requirements
–– Weak ability to use trade intelligence and transform it into actionable commercial opportunities.
• Loss of major destination market and restricted access to regional market
–– The Russian Federation has banned the import of Ukrainian products and blocked the transport of Ukrainian
goods to other CIS importers.
–– The EU Association Agreement calls for TRQs on 36 groups of goods, including plant products and processed foods (among which are processed tomatoes, food preparations, and grape and apple juice ).
The TRQs for juices and processed tomatoes were fully used in 2014 and 2015.
• Ukrainian products are not competitive for local national retailers
–– Ukrainian products suffer from a poor brand image in the local market.
Fresh fruits and vegetables
• Lack of active consolidation at the household farm level
–– Customers, including local buyers, do not want to deal with a multitude of small suppliers. Due to lack of
trust and coordination, farmers do not consolidate production for sale. This makes it more difficult for them
to be included in local value chains such as supermarkets and fast food chains. Although consolidation
does in fact take place through middlemen, farmers could capture greater value by consolidating themselves. Unofficial consolidation limits traceability.
• Short shelf life limits market opportunities
–– Due to the lack of postharvest treatment (appropriate storage, processing and handling ), product shelf life
is too short to export beyond the local / regional market.
• Inadequate packaging
–– Packaging does not conform to buyer expectations, nor is it tailored to target markets. This is a problem
with regards to packaging for final consumption as well as packaging for shipment. With regards to the
latter, goods may be shipped in lot sizes that do not conform to the standard capacities of national logistics
systems.
• Lack of export experience in producers
–– Very few producers have ever exported. Instead, their produce may have been exported in the sense that it
was purchased by foreign traders in local markets. As such, they have limited experience in post-production
business processes including marketing, sales, post-sale services and market access requirements.
• Lack of joint branding and sales through consolidation
–– Farmers do not have the capacities or money to engage in effective promotional activities on their own.
While a common solution is cooperation, the lack of trust has hindered joint efforts.
–– Branding is required in order to promote the qualities of F &V from Ukraine, both domestically and abroad.
There are currently no regional branding initiatives.
• Limited access to price information
–– Only traders know how to access price information provided by private companies. Producers do not know
where to access it.
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Market access is impeded first and foremost by retaliatory
and protectionist constraints placed upon Ukraine by its
most important trading partner, the Russian Federation. In
response to Ukraine’s implementation of the EU Association
Agreement and DCFTA, the Russian Federation has imposed a ban on Ukrainian imports. In addition, it is blocking
the transit of goods to other CIS countries. Together, these
measures are cutting Ukraine off from many of its traditional
markets. The Association Agreement with the EU meanwhile
falls short of permitting truly free trade for agricultural products and foodstuffs. Instead, it imposes duty-free TRQs on
36 groups of products from Ukraine. Processed tomatoes,
food preparations, and grape and apple juice are among the
products subject to TRQs. These measures are restrictive
enough that Ukraine has consistently used its TRQs early
in the year for a number of goods, including for processed
tomatoes and grape and apple juice. While Ukraine can still
export goods beyond the TRQ levels, the tariffs diminish
competitiveness. Independent analysis has indicated that
the duty rate outside of the quotas may be prohibitively high
for some products, including processed tomatoes.47
Ukrainian producers and processors find it difficult to
enter markets because they are unable to meet various
market requirements. Firstly, the inability of producers to
extend shelf life through postharvest treatment ( in particular
through Modified Atmosphere Packaging, Ultra Low Oxygen
storage, cold storage or deep freezing ) severely limits the
potential for market expansion. Without appropriate treatment, Ukrainian produce would either perish before reaching more distant markets or arrive with a remaining shelf
life that is shorter than that required by retailers. The lack
of shelf life therefore limits Ukraine to selling in local and
close regional markets.
Producers also fail to use effective packaging. Not only
does this hinder branding efforts, lead to postharvest losses
and contribute to diminishing shelf life, it also diminishes the
ability of goods to effectively enter foreign supply chains. In
the Gulf Cooperation Council, for example, supermarkets
are used to stocking 1-litre bottles of sunflower oil from 20
unit lots, but very few Ukrainian producers agree to accept
such requirements, instead shipping in lot sizes of their own
preference. In addition, exporters do not know how to ensure compliance with foreign packaging standards for final
consumers.
Another issue is the lack of consolidation at the household level. Large buyers, including supermarkets and fast
food chains, do not want to deal with a multitude of small
suppliers. Due to a lack of trust and coordination, small
farmers in Ukraine do not consolidate their output for sale.
Instead, goods are consolidated by middlemen. As this consolidation is generally unofficial, it limits traceability, a key

requirement for many foreign markets. In addition, consolidation at the farm level would allow producers to capture a
greater share of income from the value chain. It would also
allow Ukrainian produce to enter the value chains of large
buyers who require more control over their supply chain.
Ukrainian producers and processors also lack a view
towards customer satisfaction. Efforts to ensure client service and satisfaction should represent an integral part of a
supplier’s competitiveness. Ukrainian SMEs do not realize
the importance of such considerations and they do not have
a culture of customer service. They do not take a clientcentric approach to customer relationship management,
nor do they make efforts to build their own reputations in
the marketplace. Indeed, promotional materials that do exist
focus almost exclusively on products for sale without giving
adequate attention to building the reputation of the company
itself, a key aspect of building trust among potential buyers.
A key issue underlying many of the above-mentioned
challenges is that producers lack awareness of market requirements and business processes. They may even be
ignorant of the fact that many types of market requirements
exist in the first place. This state of affairs is due largely to
a lack of export experience. Very few producers have ever
engaged in active export. Instead, they are used to a system in which foreign traders from CIS countries may have
purchased their products at local markets. Indeed, former
Soviet countries were viewed as simple extensions of the
local market. As such, they never had to think about foreign market requirements. This lack of experience is compounded by the inability to use trade intelligence and price
information. The problem is further complicated by farmer
mentality and motivation : many farmers see it as their job
to grow and harvest ; they consider whatever comes after
this to be someone else’s task. This has resulted in an overreliance on middlemen and a separation (including a knowledge gap ) between producers and buyers.
Lastly, market access is hindered by poor sales capacities and lack of effective branding. Ukrainian goods
suffer from a poor image in both local and foreign markets
but stakeholders have done nothing to counteract these
perceptions. There are no efforts at joint branding or sales
at the association or cooperative level, nor are there any
efforts to create a regional brand for Ukrainian produce.
Sales meanwhile are largely passive and unsophisticated :
few enterprises actively search for new clients or participate
in industry events such as trade fairs.

47.– Movchan, Veronika : Kosse, Iryna and Giucci, Ricardo ( 2015 ). EU tariff
rate quotas on imports from Ukraine. Policy Briefing Series [PB / 06 / 2015].
Institute for Economic Research and Policy Consulting / Germany
Advisory Group Ukraine. Available from http : // www.beratergruppe-ukraine.
de / wordpress / wp-content / uploads / 2014 / 06 / PB_06_2015_en.pdf.
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Social concerns include poverty reduction, gender equity,
youth development, environmental sustainability and regional integration.
Competitiveness
severity

Social and environmental concerns in the southern Ukraine F&V sector
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Environmental concerns
• Soil degradation
–– Water salinity from irrigation is diminishing soil quality in Kherson.
–– Soil erosion due to poor land management, climate change and excessive land tillage.
• Climate change
–– Occurrences of drought are expected to increase.
Youth concerns
• Youth are uninterested in pursuing agriculture.
–– Farming is not valued as a prestigious pursuit. Youth do not want to leave cities and are more interested in processing opportunities. There is little awareness of innovative solutions such as city farming.

Despite Ukraine’s abundance of fertile land, the degradation of soil resources has become a growing environmental concern. In southern Ukraine, particularly in the Kherson
region, the river water can be quite salty. Irrigation from this
water is contaminating soil with excess salt, degrading its
agricultural potential.

in a loss of fertility on 32 million ha of land. Not only is this
decreasing Ukraine’s economic potential ( a third of each
dollar produced is lost to erosion ), it also threatens other
natural resources, leading, for example, to the siltation of rivers, harbours and dam reservoirs. The soil is being eroded
due to poor land management, climate change and excessive land tillage.

In addition, it has been estimated that 500 million tons of soil
is eroded from Ukraine’s arable land annually.48 This results
48.– World Bank (2014). Soil fertility to increase climate resilience in Ukraine,
5 December. Available from http : // www.worldbank.org / en / news / feature /
2014 / 12 / 05 / ukraine-soil.

Box 8 : Climate-smart agriculture
Excessive land tillage is known to be a major driver of soil erosion. The practice of conservation agriculture, on the other hand, is
seen as a sustainable and effective alternative. No-till conservation
agriculture reduces soil erosion, maintains soil fertility, enhances
drought resilience and significantly reduces production costs by
minimizing fuel consumption.
Large-scale adoption of climate-smart agriculture such as conservation agriculture, combined with effective soil erosion technologies,

can potentially have significant benefits for Ukraine and indeed for
the world.
At the national level, for example, conservation agriculture on 17
million ha of land could help generate income of US $ 4.4 billion
– equivalent to 34 % of agricultural gross domestic product. Without
counting global environmental and food security benefits, this outcome would almost counterbalance the depletion in natural capital
of US $ 5 billion caused by soil erosion in Ukraine.
Source : World Bank ( 2014 ).
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These problems are being compounded by climate change
which, by reducing the ability of soil to retain moisture, is
making Ukraine ever more susceptible to droughts.49
Droughts now occur every three years in Ukraine, having
become more frequent and intense in recent years. In addition, changing rainfall patterns and run-off are expected to
reduce river flows by up to 50 %.50 The Food and Agricultural
Organization of the United Nations estimates that the occurrence of severe droughts will double by 2070. This will put
significant strain on agriculture, particularly in the south of
Ukraine.
49.– Ibid.
50.– Food and Agriculture Organization of the United Nations ( 2016 ).
Aquastat : Ukraine. Available from http : // www.fao.org / nr / water / aquastat /
countries_regions / ukr / index.stm. Accessed 21 May 2016.

The analysis of the competitive constraints makes it clear that the
sector’s sustainable development will require an integrated set of
interventions that holistically address challenges across the entire
value chain. Roadblocks are not limited simply to enterprise capacities or Government policy, and many challenges are the result
of a combination of factors that require wide-ranging remediation.

In addition to environmental concerns, there are challenges
related to youth employment in agriculture. Not only is agriculture not seen as a prestigious career but young people
also do not want to live in rural areas. Those that are in the
agricultural field tend to gravitate more towards processing
or the management of large agro-holdings. Efforts are needed to improve connectivity with cities ( for example through
more efficient transport networks ) and introduce new value
chain services that might help youth take up agriculture without having to abandon their preferred lifestyle. It should also
be noted that there is significant brain drain from Ukraine to
the EU : many youth that are well-trained or experienced in
growing or processing go to work in Europe, where they can
make significantly more money.

It is for this reason that a comprehensive value chain development
roadmap becomes all the more necessary : individual stakeholders,
and indeed small groups of stakeholders, will not be able to deal with
the constraints on their own. It is only through strategic cooperation
that the most effective results will be achieved.
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FUTURE PERSPECTIVE
The F&V sector possesses significant potential for imparting
socioeconomic contributions to southern Ukraine through
domestic market and export-led growth. In order to realize
this potential, competitive constraints and structural deficiencies along the four export development gears ( supply
side, business environment, market entry and development
side ) will be addressed and identified opportunities will be
leveraged. The following is a delineation of the proposed
vision and strategic approach in this direction.

THE VISION
Stakeholders of the F & V value chain of southern Ukraine
( Kherson Oblast, Mykolaiv Oblast and Odessa Oblast )
agreed on the following vision statement.

‘An entrepreneurial and competitive fruits and vegetables
sector winning market opportunities’

THE STRATEGIC OBJECTIVES

P

Strategic choices that will shape the F&V sectorhotin
Southern Ukraine
o
:p

The vision set up for the roadmap is delineated in three strategic objectives built around the key areas where action is
required over the following five years.
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STRATEGIC VISION
AN ENTREPREUNEURIAL AND COMPETITIVE FRUITS AND
VEGETABLES SECTOR WINNING MARKET OPPORTUNITIES

Strategic objective 1:

Strategic objective 2:

Strategic objective 3:

Foster competitiveness by
supporting entrepreneurship and
encouraging cooperation among
SMEs

Integrate SMEs into local and global
value chains

Improve trade support services
to SMEs
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Strategic objective 1 : Foster competitiveness
by supporting entrepreneurship and
encouraging cooperation among SMEs
The challenges faced by smallholders are numerous. Not
only do they suffer from limited awareness of key business
principles, they do not trust each other and have become
over-reliant on selling to middlemen in the spot market.
For these reasons, smallholders face two major obstacles.
On the one hand they do not have sufficient volumes to
sell to stay competitive. On the other hand they are unable
to produce the required qualities and to comply with the
packaging and delivery conditions requested by food retailers and food processors. Regarding the first obstacle,
one simple solution is to pool quantities. This will require
cooperation and strengthened capacities of existing cooperatives and producers associations. Regarding quality,
significant inroads could be achieved by developing postharvest handling services. Cold storage facilities and grading, for example, would extend shelf life and quality, reduce
waste and allow producers to sell off season, benefiting
from higher prices.

1.1. Strengthen the business, marketing and export
management skills of farmers and managers of SME
processors
Management and marketing capabilities at the producer
level are weak. A major success factor would be to develop
a customer orientation within the sector in order to improve
the understanding of buyers’ needs. Priority should be given
to the development of capacity-building and training programmes in business development and marketing.

1.2. Develop new agribusiness associations and strengthen
the services portfolio of existing ones.
Relationships between producers will be strengthened in
order to promote an efficient and consolidated link between
producers and buyers. The recent successes of a few producers’ associations prove that collective action is possible
and sustainable. Work will be done to improve cooperation
among producers by strengthening cooperatives and producers’ associations.
Sector associations will be strengthened so that they can
provide improved services to their constituents. Cooperative
or agribusiness association policy must be based on the
principle that cooperatives are to be organized from the
bottom up. Services provided by agribusiness associations
can be developed according to the level of horizontal cooperation reached. The first aim is to increase bargaining power so as to enhance the income of members. This will be
done by facilitating the purchase of inputs at low cost and
ensuring access to markets on attractive terms. A key success criterion is to ensure strict coordination of the required

quality and quantity of products among members. The next
step is to help cooperatives develop activities to sell higher
value added products by developing access to centralized
storage capacities where handling, sorting and packaging of products can be performed. Well-organized associations can also launch their own brand and promotional
activities.
Finally, sector associations will be strengthened so that
they may become more effective advocates of sector interests. In addition, at the national level cooperative laws
should be redefined in such a way that a legal form of agribusiness association can be introduced. Particular attention
should be paid to eliminating double taxation.

1.3. Improve product quality and traceability by developing
postharvest handling and packaging services for SMEs.
Postharvest handling is one of the major competitiveness
constraints faced by the sector. The cold chain is underdeveloped and producers and cooperatives do not have
enough resources and knowledge to invest in and manage
postharvest handling issues related to storage and transportation. In addition, food retailers are not interested in investing in the cold chain. Developing such capacities and
improving the services provided by key business support
service suppliers is therefore an important goal for the sector.

Strategic objective 2 : Integrate SMEs into local
and global value chains
The second strategic objective aims to develop market linkages between SMEs, producers and processors, and local
and global value chains. The ultimate goal is to secure access to buyers and obtain fair prices for smallholders. A key
parameter to ensure integration is to improve coordination
between the different actors of the value chain, build trusting relationships and facilitate coordination with regards to
product specifications and quality.

2.1. Develop linkages between agribusiness associations
and national food processors.
As the retail market is becoming competitive and also
more open to local suppliers given the exchange rate, SME
processors need to improve the quality of their products.
Therefore SME processors must also develop linkages with
suppliers, i.e. the agribusiness associations. Vertical linkages between agribusiness associations and processors
are mutually beneficial. Processors receive security regarding the quality and volume of their raw input supply, while
small-scale farmers and households ( through the agribusiness associations ) also gain the advantage of having a reliable and secure opportunity to sell their products. Vertical
cooperation can thus be regarded as a success factor in
integrating SMEs into local and global supply chains.
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2.2. Develop linkages between agribusiness associations
and national food retailers.
Food retailers are becoming increasingly important and they
seek to expand their supplies and offer more fresh F & V. As
such, they require large volumes and standardized quality from their suppliers. While large agro-holdings are the
main beneficiaries of this development, agribusiness associations are also able to develop stable market linkages
with retailers. A marketing strategy should be established
for Ukrainian producers to offer a limited mix of ( superior )
quality products. This strategy should pursue differentiation
by developing local brands for traditional products and identifying profitable domestic market niches.

2.3. Develop linkages between agribusiness associations
and national F & V processors for export markets.
Given the specificities of the fresh F & V markets related to
the right level of ripeness of the products and specific cold
chain logistics, exporting to foreign countries is only possible by integrating with global supply chains. For this, top
quality and large quantities are usually required ; therefore
agribusiness associations need to focus on particular niche
markets to develop such market linkages. An important factor is the ability of producers to comply with international
certifications such as HACCP. However, few agro-holding
companies have been successful in exporting fresh products such as berries and organic produce to the EU market.
Export opportunities seem to be more accessible in the
short term for processed products. The export of very specific products such as frozen berries or dried beans also
creates the need for increased collaboration between agribusiness associations and processors.

Strategic objective 3 : Improve trade support
services to SMEs
3.1. Improve advisory services on market requirements
and certification.
One of the fundamental objectives of this roadmap is to instil
at all levels of agricultural practices the notion of quality and
market access requirements, from production to postharvest
handling, processing and sales. With increasingly stringent
norms regulating food and agricultural trade, compliance
with quality and phytosanitary requirements has become
a prerequisite for the expansion of export opportunities in
the F & V sector. Ukrainian value chain actors, especially
producers, have not been exposed to these market access
requirements in the past. There is a huge business practice
gap to overcome.
Additionally, the ongoing modifications at the level of the
public food security and standards institutions in Ukraine
are negatively impacting the services provided by local

laboratories and certification agencies. Even though accreditation and standardization bodies in Ukraine are now
recognized worldwide, technical assistance is still needed
to help SMEs to comply with international phytosanitary
standards, introduce HACCP systems and adopt voluntary
standards such as GLOBALG.A.P. These measures will be
accompanied by capacity-building activities in areas related
to quality at the production, handling, processing and sales
levels.

3.2. Improve access of agribusiness associations
and processors to market information.
In order to boost the integration of SMEs into local and international value chains by improving the knowledge base
of the sector on local market price and international market
opportunities, timely and relevant trade information will be
disseminated to agribusiness organizations, traders and
processors through the development of linkages with reliable market information service providers. Training will be
provided to local market services suppliers and agribusiness associations on market analysis and use of trade information to facilitate the identification of market opportunities
and understanding of market requirements.

3.2. Develop trade promotion efforts in the domestic
and international markets.
The cereal segment of the Ukrainian agro sector is welldeveloped and internationally known. The F & V segment,
however, does not enjoy a similar reputation, as its exports
have historically been concentrated in a small number of
traditional markets. In order to reach new foreign markets,
efforts are needed to raise awareness and promote the sector both locally and internationally.
In-market support programmes for the sector will be
designed and implemented. A key strategy for market penetration will be preparing the sector for, and helping SMEs
participate in, buyer-seller events and international trade
fairs in Europe, Gulf Cooperation Council countries and
Africa. In order to improve the visibility of products from the
southern regions, marketing strategies will be developed
to support the organization of branding initiatives at the regional, association and firm levels.
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LEVERAGING PRODUCT AND MARKET DEVELOPMENT
OPPORTUNITIES IN DOMESTIC AND EXPORT MARKETS
At the beginning of 2016 Ukraine lost its access to the
Russian market, while it gained greater access to the
European one in 2015. The demise of the top Ukrainian F & V
export destination – the Russian Federation – has heavily impacted Ukrainian trade. On one side, the Russian market for
Ukrainian F & V has vanished. On the other side, competition
in the international market is fiercer because EU producing countries also face the same problems accessing the
Russian market. This double effect has hurt Ukrainian exporters of F & V.
Moreover, due to lack of experience collaborating with
European buyers, Ukrainian greenhouses and early vegetables have faced difficulties in developing exports to the EU
market : buyers have often complained about the quality of
produce and in some cases they reject delivery. The situation this year ( 2016 ) is thus far also worrisome : against a
background of a seasonal rise in the supply of various F & V
products ( such as greenhouse cucumbers ) in Ukraine, only
a few farms managed to dispatch an export-quality consignment ; however, those volumes are insufficient to jump-start
active exports.
Nevertheless, considerable scope exists for agribusiness
growth as the global demand for fresh and processed F & V
in various forms is on the rise in foreign markets. Indeed,
with rising consumer awareness of healthy lifestyles coupled
with growing consumption of convenience fresh and processed food items, there has been a gradual increase in the
global consumption of fresh and prepared F & V worldwide.
In the domestic market, the deflation of the UAH is also
pushing national retailers and food processors to reduce
imports of F & V products and to source directly in Ukraine.
Thus, the domestic market presents new business opportunities for F & V producers in southern regions.
Below, the roadmap provides recommendations on a selection of high-potential F & V produce for the domestic and
international markets followed by key market opportunities.

High potential products for the domestic
and export markets
Developing market linkages with national food retailers
Initial efforts should focus on gaining market share in the
domestic market by developing better access to national
retailers. Retailers in Ukraine have developed quite fast over
the last 10 years and several international retailers such as
Metro Cash, Auchan and Billa have arrived in large cities.
Various national retailers including Silpo, ATB and EKO have
also spread in large and small cities.

Photo: wikipedia, World-airline-routemap-2009.

Supermarket chains usually pay more for produce than
wholesale companies. However, supermarket chains’ net
price is on average 10% –20% lower than that of wholesalers,
as supermarkets set additional requirements for packaging,
sorting and transportation. They also generally delay payments by 7 to 30 days. Even so, retail chains can guarantee larger sales volumes. As a result, supermarket chains
are now one of the most complex yet most attractive sales
channels in the domestic market and the number of growers collaborating with supermarkets has been increasing.
Unfortunately, small growers face problems accessing supermarket chains and processing enterprises. Due to their
small production volumes, they cannot dispatch large consignments of goods.
Although supermarkets are important clients for large
growers of traditional vegetables and potatoes, small
farmers do not grow contracted produce for retail chains.
Farmers are uninterested in such a collaboration option
during harvestless seasons, as there is always a chance to
sell produce to another retail chain at a higher price when
supplies are short. Such an option is uninteresting for retail
chains too : they have no problems sourcing less expensive
products during bumper-crop years and importers are often
ready to offer less expensive alternatives during harvestless
seasons. The assessment of the current situation is that only
20 % of total sales of traditional vegetables and potatoes
are conducted through retail chains. It should be noted that
volumes sold through supermarkets have grown almost two
and half times over the past five years.51
Based on the assumptions that smallholders manage to
consolidate their production and dispatch large orders, the
roadmap defines the following market opportunities.
51.– Fruit-Inform estimation.
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Table 11 : Summary of high-potential produce for the domestic market
Produce
group

Vegetables

Fruits

Fruits and
vegetables

Suggested actions at the market
level

Targeted market
channel

• High energy cost
• Lack of access to modern greenhouse farming techniques

• Pilot projects with agribusiness
enterprises with financial support
• Forward contracting with buyers
and retailers

National retailers

• Limited shelf life due to:
–– Poor grading
–– Packaging
–– No cooled transportation
• Long-standing unsuccessful experience of collaboration with domestic
farmers forced supermarket chains to
switch over to imported produce
• Imported table grapes’ shelf life
is almost twice as long as that of
domestic produce
• Lack of storage capacities

• Improve collaboration between
farmers
• Develop cold chain logistics
(storage and transportation)
• Develop a joint effort for table
grape harvesting, sorting and
packaging

National retailers
and food
processors

• No processing plants for fresh-cut

• Assess market demand and
identify potential retailers
• Develop processing facilities
linked to cold storage facilities
• Develop just-in-time cold
logistics

National retailers

Time frame

Produce

Key constraints

Short term

Greenhouse
production of
off-season fresh
vegetables

Stones fruits
Grapes
Apples and pears

Short term

Medium
term

Fresh-cut
segment for fresh
vegetables and
fresh fruits

Short-term opportunities to supply national food retailers
 Potential to increase market share of greenhouse production of off-season fresh vegetables to national retailers in Ukraine
The top three fresh vegetables with high potential for
the domestic market are bell peppers, tomatoes and cucumbers. Many retail chains prefer domestic greenhouse
or imported vegetables even in the peak of the season.
They sometimes purchase domestic seasonal crops only
through middlemen, who take all risks connected with
damages and loss during transportation.
 Potential to increase market share of fresh fruits to national retailers in Ukraine
The top three fresh fruits with high potential for the
domestic market are stone fruits, grapes, and apples and
pears.
• Stone fruits : Supermarkets rarely buy domestic
stone fruits as it is more comfortable for them to buy
imported produce of high quality, even during fruitful
domestic seasons. As a rule, imported peaches, nectarines and apricots are graded, packed and cooled ;
therefore, their shelf life is doubled ( 7–10 days ).
Imported produce is transported in refrigerated trucks
with controlled temperature regimes ( 3–5 degrees
above zero ). In addition, and following supermarkets’
requirements, foreign farmers harvest produce at the
appropriate stage of ripeness ( underripe fruits ) and

this fact also plays an important part in the logistics of
these perishable products. As domestic farmers rarely
meet these requirements, their produce rarely appears
on supermarket shelves. When retailers purchase domestic products, in most cases they buy them through
middlemen or some vertically integrated wholesalers
with farm production, storage and processing infrastructures, such as Zarya Ingula.
• Grapes : Small farms and small-scale production account for the largest part of the domestic table grape
supply in the domestic market. However, Ukrainian
table grapes rarely appear on supermarket shelves.
Instead, imported produce accounts for the largest part
of table grapes distributed by retailers. Long-standing
unsuccessful collaboration with domestic farmers
forced supermarket chains to switch over to imported
produce – which is sorted, cooled and packed – as
opposed to domestic table grapes. As a result of this
postharvest treatment, imported table grapes’ shelf life
is almost twice as long as that of domestic produce.
In connection with the devaluation of the UAH, imports significantly declined ( -20 % p.a. over the period
2011–2015 ). This resulted in a decrease in market
consumption, as the national supply was not enough
to compensate for the drop. With regards to possible
import substitution, Ukrainian farmers are not able to
compete due to the lack of both cold storage capacities and joint efforts in table grape harvesting, sorting
and packaging.
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• Apples and pears : Supermarkets buy Ukrainian apples mainly in the first half of the season and switch
over to imported produce closer to the start of spring.
Apple production and storage infrastructure is still
underdeveloped in Ukraine. Despite the boom in construction of storage facilities in Ukraine from 2008 to
2013, experience has shown that it is very hard to find
high-quality apples of Ukrainian origin in the spring ;
therefore, it is more convenient for supermarkets to
purchase imported produce which is packed and
graded according to their requirements. Such supplies
are offered by just a few Ukrainian farms with developed infrastructure that can grade and pack apples in
their own labelled packaging. These farms are also the
main clients of exporters.
 Medium-term perspective : Potential to diversify in the
fresh-cut segment for fresh vegetables and fresh fruits
in Ukraine
Changing eating habits such as snacking, year-round
product availability and a growing trend towards vegetarianism and healthy eating have resulted in an increasing
demand for healthy and convenient products that fit into
the modern consumer lifestyle. Fresh-cut products, especially vegetables, have thus become very popular.
Fresh-cut is one of the fastest growing trends. 52
Although this particular niche segment is not yet developed in Ukraine ; the consumer lifestyle in large cities will
definitely welcome this type of product.
 Marketing strategies to supply national food retailers
in Ukraine
It is very important for producers to increase their understanding of how retailers operate and develop their
supply chain. Firstly, retailers look to have a year-round
supply of F & V and reduce their supply risks as much as
possible. Secondly, retailers work with clear target margins and negotiate on the basis of large amounts and
specific quality requirements.
As explained earlier in the ‘global trends’ section,
F & V products are categorized by retailers along a range
from low risk ( ample supply, low perishability ) to high risk
( restricted supply, highly perishable ). At the same time,
F & V products are categorized as being either ‘low value
contribution’ ( small volumes sold, low margins ) or high
value contribution ( high turnover, high margins ).
Figure 22 below illustrates the categorization of F & V
products in the southern regions according to the level

52.– Florkowski, Wojciech J.; Shewfelt, Robert L.; Brueckner, Bernhard and
Prussia, Stanley E., eds (2014). Postharvest Handling – A Systems Approach.
Chapter 3 : Fresh-cut produce quality : implications for a systems approach.
Available from https : // books.google.ch / books?id= kbTrAgAAQBAJ & pg=
PA219 & lpg= PA219 & dq= Fresh+cut+growing+segment & source=
bl & ots= AxMvHqUMTW & sig= Q04yg20pJU6QuKujYWLmNbMD7Tg & hl=
en & sa= X & ved= 0ahUKEwiM2ta0rdfMAhVLVhoKHYieCowQ6AEIIjAB#v=
onepage & q= Fresh %20cut %20growing %20segment & f= false.

of ‘supply risk’ and ‘financial impact’ from the retailers’
perspective. It also helps to understand the marketing
strategies that F & V suppliers have to adopt to reach out
to retailers. It consists of :
• Stronger branding for improved differentiation
Branding provides for ‘strategic items’ a way to differentiate from competitors, to establish trust with the
final consumers and thus to deliver better margins.
In the case of ‘leverage items’, developing a brand
linked to the region of production can help to build
differentiation from competitors.
–– This is very important for berries and fresh-cut
items where food sanitary risk and loss are higher.
–– Specific varieties of tomatoes, grapes, stone fruits
or apples can also benefit from a branding strategy
to promote specific quality or nutritive attributes, or
specific geographic locations of production.
• Stronger value chain integration through contracting
schemes
From the perspective of a retailer’s supply management strategy, contracting schemes53 will help reduce
the supplying risk for produce categorized as ‘bottleneck items’ and ‘strategic items’. This way a steady
supply can be planned.
–– The concerned produce are off-season fresh
vegetables potentially produced in modern
greenhouses.
 Developing exports of fresh F & V to neighbouring
regions
Despites various existing problems – among others,
relatively poor product quality due to poor postharvest
handling and difficult logistics – there is high potential to
export fresh fruits to EU countries, Baltic countries, CIS
countries, North Africa and the Middle East. This is mainly
thanks to climate conditions, which enable Ukraine to
compete in the market early in the European season for
particular products.

53.– Verbal contract is the standard practice in the fresh F & V sector
in Europe.
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Figure 22 : Understanding retailers and market strategies
Understanding retailers

High

Leverage items

Strategic items

Tomatoes, Cucumbers
Stones fruits
Grapes
Apples and pears

Berries
Fresh-cut fruits/vegetables

impact

Supply
Non-critical items

High share in turnover or profitability
Rather difficult to source (overseas, limited
production areas, high risks in production
country and volatile supply)
High food-safety risks
High perishability

Financial

High share in turnover or profitability
Ample supply
Large volumes

Low

Risk

Rather easy to source
Ample supply
Low food-safety risks
Low share in turnover or profitability

High
Bottleneck items

In season vegetables
(cabbages, carrots)
•
•
•
•

Strong
branding
required

Off-season fresh vegetables produced
in modern greenhouses
•
•

Rather difficult to source
Low share in turnover or profitability

Low

Strong
integration

Table 12 : Summary of high-potential produce for international markets

Time frame

Produce

Key constraints

Suggested actions at the market
level

Targeted importing
countries*

• EU (Germany, United
Kingdom, Norway)
• Israel

Vegetables

Short term • Onions

• No major constraints identified

• Promote the products in attractive
markets

• Greenhouse bell
peppers
Short term • Cucumbers

• Only a few agribusiness are
GLOBALG.A.P. certified

• Climate conditions enable
Ukraine to compete in the market
early in the European season

• EU (Germany, United
Kingdom, France,
Netherlands)

Short term • Watermelons

• Foreign buyers are still uninterested in
melons as the varieties grown in Ukraine
are not popular in Europe
• Underdeveloped production technologies and lack of presale handling mean
the quality of Ukrainian melons is often
degraded during transport
• Quality issues: over-matured fruits with
traces of different diseases and sun
scald

• The Ukrainian climate would
permit the cultivation of the melon
varieties that are popular in the
EU
• Conditions allow for the cultivation
of extra-early watermelons for
which production costs are lower
than in Europe
• Competitive price analysis is
required to select target markets

•
•
•
•
•

• Low quality of raw produce

• The European market needs
high-quality washed carrots

• Gulf countries
• EU (Germany,
Slovakia)

• Identify foreign investors linked to
retailers in the EU

• EU (United Kingdom,
Germany)

• Improve collaboration between
farmers
• Develop production of exportquality berries

• EU (Poland, Germany)
• Gulf countries

Medium
term • Carrots

• Modern greenhouse • Requires large investment in modern
bell peppers
infrastructure and qualified staff
Medium
term • Cucumbers
• Energy price is relatively high

Poland
United Kingdom
Germany
Belarus
Netherlands

Fruits
• Fresh berries
(strawberries, raspberries, currants,
Short term
blueberries)

• Commercial production potential is still
underdeveloped
• Labour shortages during peak season
• Limited supplies of export-quality berries

* The target countries reported in table 10 are based on the result provided by the Market Attractiveness Index and the current importing markets of Ukraine.
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 High export potential for the following produce
• Berries : Ukraine grows large volumes of berries.
Strawberries, raspberries, blueberries and currants are
the most popular. Commercial production potential is
still underdeveloped and berries are grown by small
farms in the majority of cases. It is rather expensive for
Ukrainian growers to produce berries on large areas
with modern technologies. In addition, there are risks
connected with loss of crop due to climatic variations
such as cold spells in spring, winter frosts or summer
droughts. Berry growing is also labour-intensive and
sourcing seasonal workers can be incredibly difficult
during peak seasons. As a result, it is not uncommon
for portions of a crop to be left unpicked due to labour
shortages.
Despite strong demand for goods such as strawberries and blueberries, Ukraine’s berry exports are
relatively small. Exports are facilitated by middlemen,
since farmers do not have enough time to organize
export activities during active harvesting. Exportquality berries must be harvested at a certain stage
of ripeness during certain hours of the day ( 4–5 a.m. ),

sorted, cooled and packed in cartons or perforated
plastic boxes. Given these requirements, berries are
exported only by farmers that collaborate with retail
chains. Since the number of farms with the necessary
capacities is low, it is natural that exporters often complain about limited supplies of export-quality berries,
such as strawberries, even during peak production
seasons. Such shortages are observed despite the
fact that export prices of berries are between two and
two and a half times higher than prices on the internal
market. Blueberry exports are rather small due to their
relatively low production. Nevertheless, large farms
shipped over 10 % –20 % of their blueberries for export
in the past season (2015). The Russian Federation has
been the main export market for berries.
The Ukrainian blueberry and raspberry sector
presents the largest export potential given the recent
development of commercial blueberry projects, the
majority of which have already received the necessary
certificates to export to Poland. Export potential is also
observed in other berry sectors, particularly for frozen
berries ( see next section ). Gulf countries are attractive
markets with high potential.

Table 13 : Top attractive markets for Ukrainian raspberries ( HS 081020 )

Ukraine export value, US$ thousands
(world market share)
Ukraine

493 (0%)

Top attractive markets [Market
Attractiveness Index (MAI)]

Annual growth rate
2011–2015

Top destination market for Ukraine

370%

Poland (99%)

Average import value, 2011–2015,
US$ thousands, (world market share)

Annual growth rate
2011–2015 (CAGR) (%)

Ukraine exports share in
target market (%)

3 102 ( 0.4 % )

66.0

0.0

13 183 ( 0.4 % )

84.0

0.0

3. Kuwait (71.6)

4 018 ( 0.5 % )

61.0

0.0

4. Singapore (71.0)

4 541 ( 0.3 % )

18.0

0.0

110 174 ( 8.4 % )

28.0

0.0

1. Saudi Arabia (77.7)
2. United Arab Emirates (77.3)

5. Germany (68.6)

Table 14 : Top attractive markets for Ukrainian cranberries ( HS 081040 )
Ukraine export value, US$ thousands
(world market share)
Ukraine

2 944 (0.2%)

Annual growth rate 2011–2015

Top destination markets for Ukraine

-8%

Netherlands (39%), Poland (36%), United Kingdom (9%)

Average import value, 2011–2015,
US$ thousands, (world market share)

Annual growth rate
2011–2015 (CAGR) (%)

Ukraine exports share in
target market (%)

26 395 ( 3.5 % )

264.0

0.0

2. Republic of Korea (73)

8 824 ( 0.9 % )

649.0

0.0

3. United Kingdom (71.0)

189 101 ( 11.1 % )

7.0

0.2

4 126 ( 0.4 % )

75.0

0.0

89 354 ( 6.3 % )

25.0

0.0

Top attractive markets (MAI)
1. China (88)

4. United Arab Emirates (71)
5. Germany (69)
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• Onions : A rather high export potential exists for onions, which are widely produced in the southern regions. Ukraine has been actively developing its onion
production and it has entered the EU onion market
several times over the past 10 seasons, although
exports were generally registered when prices in
the Ukrainian market were extremely low. Exports of
peeled onions to the EU have been growing for the
past two years.
• Watermelons : The Ukrainian climate would permit
the cultivation of the melon varieties that are popular
in the EU. Moreover, in the southern region ( Kherson
Oblast ), conditions allow for the cultivation of extraearly watermelons for which production costs are
lower than in Europe. For the time being, exports do
not account for a large part of commercial growers’
sales structure. Foreign buyers are still uninterested in
melons because the varieties grown in Ukraine are not
popular in Europe. In addition, due to underdeveloped

production technologies and lack of presale handling,
the quality of Ukrainian melons is often degraded during transport.
Relatively low prices are the main export advantage
of Ukrainian watermelons. As a rule, active exports are
registered during seasons in which prices collapse in
Ukraine, when the farmers are ready to sell their volume at any price in order to avoid dealing with product
disposal costs. Some farmers have made attempts to
adapt to European buyers’ requirements by introducing varieties popular in Europe. However, even these
producers find it difficult to ensure the necessary quality. The most frequently observed problems are overmatured fruits with traces of different diseases and
sun scald. In addition, farmers often do not control
the harvesting process ; therefore, it is common for a
consignment to contain cracked fruits or goods with
remnants of soil. As a result of these issues, European
buyers often return more than half of a shipment.

Table 15 : Top attractive markets for Ukrainian onions ( HS 070310 )

Ukraine export value, US$ millions
(world market share)
Ukraine

5.8 (0.2%)

Annual growth rate
2011–2015

Top destination markets for Ukraine in 2015

75.0%

Georgia (53%), Belarus (18%), Armenia (10%)

Average import value 2011–2015,
US$ thousands (world market share)

Annual growth rate
2011–2015 (CAGR) (%)

Ukraine exports share in
target market (%)

Germany (73)

173 393 ( 4.5 % )

-3.0

0.0

Belarus (72.1)

6 764 ( 0.3 % )

26.0

17.9

Israel (72.1)

3 189 ( 0.1 % )

12.0

0.0

221 765 ( 6.4 % )

1.0

6.5

8 476 ( 0.2 % )

-2.0

0.0

Top attractive markets (MAI)

United Kingdom (71.8)
Norway (71.5)

Table 16 : Top attractive markets for Ukrainian watermelons ( HS 080711 )

Ukraine export value, US$ millions
(world market share)
Ukraine

4.6 (0.3%)

Annual growth rate
2011–2015

Top destination markets for Ukraine in 2015

4.0%

Poland (39%), Belarus (20%), Republic of Moldova (11%)

Average import value, 2011–2015,
US$ thousands (world market share)

Annual growth rate
2011–2015 (CAGR) (%)

Ukraine exports share in
target market (%)

Poland (76.1)

37 347 ( 2.6 % )

2.0

39.0

United Kingdom (74.2)

52 943 ( 4.7 % )

14.0

0.0

183 140 ( 14.5 % )

7.8

0.0

3 258 ( 0.3 % )

30.0

21.0

74 524 ( 5.1 % )

2.0

0.0

Top attractive markets (MAI)

Germany (74.1)
Belarus (73.9)
Netherlands (73.1)

[ FUTURE PERSPECTIVE ]

80

• Early season and modern greenhouse bell peppers
and cucumbers. Despite existing problems, there is
a rather high potential to develop the exports of early
and modern greenhouse bell peppers and cucumbers. Climate conditions enable Ukraine to compete
in the market early in the European season. Modern
greenhouse vegetables could also present windows
of opportunity in the winter when imports double ( see
figure 23 ).
At the moment, only two large farms ( Uman
Greenhouse Complex and Kalinovka Greenhouse
Centre ) have certificates for shipments to the EU.
Those greenhouse farms are situated in the central
regions. The southern regions are represented by
small farms which might be forced to shut down

their operations if they are unable to start exporting.
Certification is certainly one of the key requirements
of the European market ; however, even without following this requirement, Ukrainian vegetables can
be exported to the EU, especially Eastern Europe.
Ukrainian non-certified vegetables were in high demand in Poland and Baltic States in the past two years
and importers then shipped a part of the imported
volumes to other countries as local certified produce.
• Carrots: There is theoretical potential for carrot exports
to the Gulf countries. Specialist European retailers are
potentially interested in either unwashed carrots in big
bags or high-quality washed carrots. Costs are rather
high in Ukraine due to the low quality of raw produce.
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Figure 23 : Seasonal imports of bell peppers ( HS 070960 ) in the EU ( 28 ) between 2013 and 2016
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Table 17 : Top attractive markets for carrots ( HS 070610 )

Ukraine export value, US$ thousands
(world market share)
Ukraine

Annual growth rate
2011–2015

287 (0%)

Top destination markets for Ukraine in 2015

-20.0% Belarus (50%), Republic of Moldova (42%), Romania (5%)

Top attractive markets (MAI)

Average import value 2011–2015,
US$ thousands (world market share)

Annual growth rate
2011–2015 (CAGR) (%)

Ukraine exports share in
target market (%)

United Arab Emirates (78.2)

40 455 ( 3.6 % )

9.0

0.0

Saudi Arabia (77.1)

17 227 ( 1.6 % )

14.0

0.0

Qatar (70.4)

8 559 ( 0.7 % )

8.0

0.0

Germany (69)

131 149 ( 10.2 % )

2.0

0.0

Slovakia (68.5)

10 920 ( 0.9 % )

0.0

0.0

 Developing exports of processed vegetables and frozen berries
The export potential of processed vegetables and
frozen berries is considered relatively high given the

imperishability of the produce, ease of transportation
by sea freight across the globe and high demand in the
world market, especially in emerging countries in the Gulf
region, Africa and South Asia, especially India.
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Table 18 : Summary of high-potential produce for export markets

Time
frame

Produce

Key constraints

Suggested actions at the
market level

Targeted importing
countries
Processed vegetables

Short
term
Medium
term

• The new EU Association Agreement has placed TRQs on
processed tomatoes. Not only have these TRQs been consistently filled but independent analysis has indicated that
the tariff levels applied beyond quotas are high enough to • Promote product in new
Tomato paste
diminish competiveness in the EU
emerging markets
Frozen
vegetables • Low production

• Develop linkages between
farmers and processors

• EU (quota)
• North Africa, Middle
East
• India
• EU (Poland, Italy)
• Gulf countries
• China
Processed fruits

• Promote product in new
emerging markets

• EU (Poland, Austria)
• Egypt, United States,
India

• Farmers prefer fresh market sweet cherry varieties when
establishing new orchards
Frozen sour • Difficulties for processors, who now report regular shortcherries
ages of raw sour cherry supplies.

• Develop linkages between
farmers and processors
• Develop individual quick
freezing

• EU (Poland, Germany)
• Japan, China

• Processors face problems sourcing large volumes of
Frozen
Ukrainian berries due to small-scale production and high
berries
prices

• Develop berry processing and develop linkages
between farmers and processors

• EU (Poland, Germany)
• United Arab Emirates
• India

Apple juice
concentrate

Short /
medium
term

• The new EU Association Agreement has placed TRQs on
apple and grape juices. These TRQs have consistently
been filled.

Table 19 : Top attractive markets for apple juice concentrate ( HS 200979 )

Ukraine export value, US$ millions
(world market share)
Ukraine

Annual growth rate 2011–2015

Top destination markets for Ukraine in 2015

62.1 (3.7%)

-4.0%

Top attractive markets (MAI)

Average import value 2011–2015,
US$ thousands (world market share)

Annual growth rate
2011–2015 (CAGR) (%)

Ukraine exports share
in target market (%)

Egypt (73.2)

3 621 ( 0.5 % )

13.0

0.0

United States (72.5)

662 871 ( 31.3 % )

-8.0

3.4

India (71.4)

7 731 ( 0.3 % )

-4.0

0.0

Republic of Korea (70.9)

14 338 ( 0.7 % )

-3.0

0.0

United Arab Emirates (70.9)

5 366 ( 0.3 % )

-7.0

0.0

• Apple juice concentrate : Ukrainian apple juice
concentrate has always been in high demand in the
EU thanks to its high acidity level. In 2014, as export
prices of Ukrainian apple juice concentrate fell due to
the devaluation of the UAH, demand in the EU jumped.
However, the new EU Association Agreement has
placed TRQs on apple and grape juices. These TRQs
have consistently been filled.
• Tomato paste : Ukraine has some very competitive
tomato paste producers : one company, Agro-Fusion,
is building what will become the world’s largest
tomato paste factory. As with apple juice, the new
EU Association Agreement has placed TRQs on

Poland (35%), Austria (21%), Belarus (18%)

processed tomatoes. Not only have these TRQs been
consistently filled, independent analysis has indicated
that the tariff levels applied beyond quotas are high
enough to diminish competiveness in the EU.54 Given
this environment, Ukraine may find it profitable to pursue other markets over a wide area, including African
countries which present the highest potential.

54.– Movchan, Veronika : Kosse, Iryna and Giucci, Ricardo ( 2015 ). EU tariff
rate quotas on imports from Ukraine. Policy Briefing Series [PB / 06 / 2015].
Institute for Economic Research and Policy Consulting / Germany
Advisory Group Ukraine. Available from http : // www.beratergruppe-ukraine.
de / wordpress / wp-content / uploads / 2014 / 06 / PB_06_2015_en.pdf.
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Table 20 : Top attractive markets for tomato paste ( HS 200290 )
Ukraine export value, US$
millions (world market share)
Ukraine

Annual growth rate
2011–2015

Top destination markets for Ukraine in 2015

19.2 (0.6%)

8.0%

Top attractive markets (MAI)

Average import value 2011–2015, US$
thousands (world market share)

Annual growth rate
2011–2015 (CAGR) (%)

Poland (38%), Germany (18%), Belarus (17%)
Ukraine exports share
in target market (%)

Ghana (77.2)

98 215 ( 3.3 % )

-1.0

0.0

Algeria (76.3)

50 697 ( 1.3 % )

9.0

0.0

Poland (75.8)

68 372 ( 2.3 % )

4.0

38.1

United Arab Emirates (74.9)

38 647 ( 1.3 % )

-3.0

0.0

Nigeria (74.9)

117 468 ( 2.7 % )

-10.0

0.0

• Frozen sour cherries : Production of sour cherries
is concentrated in the southern regions and Odessa
Oblast is among the top five sour cherry producing
regions. The majority of fresh sour cherries sold at
wholesale markets is used for the production of jams
and compotes by households. The trend over the
past five to six years shows that farmers prefer fresh
market sweet cherry varieties when establishing new
orchards. This trend has posed difficulties for processors, who now report regular shortages of raw sour
cherry supplies.
Processors generally show interest in sour cherries
and individual quick freezing of sour cherries has been
growing rapidly over the past few years. Producers of
frozen F&V had to purchase frozen sour cherries on the
external market, repack them and sell as domestic produce. They have been doing this for years because the
supply of domestic raw produce was either insufficient
or too expensive. Nowadays, imported raw produce
is much more expensive due to the devaluation of the
UAH; therefore, processors are paying increased attention to domestic sour cherries. We believe that frozen
sour cherries can be competitive in external markets
( inclusive of the EU one ) and that this segment must
be taken into account when developing exports.

• Frozen berries : The demand for Ukrainian frozen
berries was always high in the EU, although exports
consisted largely of frozen blueberries ( wild-grown )
prior to the most recent season in 2015. European
processors began to pay attention to inexpensive
raw produce from Ukraine after the devaluation of the
UAH. This helped spur exports of frozen raspberries
and currants to record highs in 2015.
Processing plays an important role in berry sales.
In previous seasons, it was more profitable for processors to purchase imported raw produce because it
was available at affordable prices and in necessary
volumes. Processors faced problems sourcing large
volumes of Ukrainian berries due to small-scale production and high prices, as farmers focused more
on fresh market prices. Last year ( 2015 ) the situation
changed sharply and domestic raw produce was
more interesting for processors due to the devaluation of the national currency in Ukraine. Moreover, the
demand for Ukrainian frozen berries grew in the EU.
In connection with these changes, berry processing
( namely freezing ) will develop more rapidly than other
sectors in the near term.

Table 21 : Top attractive markets for frozen raspberries ( HS 081120 )
Ukraine export value, US$ millions (world
market share)
Ukraine

Annual growth rate
2011–2015

Top destination markets for Ukraine in 2015

10.8 (1%)

103.0%

Poland (41%), Germany (17%), Czech Rep. (7%)

Top attractive markets (MAI)

Average import value 2011–2015, US$
thousands (world market share)

Annual growth rate
2011–2015 (CAGR) (%)

Ukraine exports share
in target market (%)

United Arab Emirates (75.3)

1 958 ( 0.3 % )

26.0

0.0

India (75.1)

216 ( 0.0 % )

41.0

0.0

Belarus (72.6)

3 516 ( 1.0 % )

131.0

0.4

Republic of Korea (70.5)

2 797 ( 0.2 % )

-7.0

0.0

China (69)

8 802 ( 0.5 % )

-24.0

0.0
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Table 22 : Top attractive markets for frozen vegetables ( HS 0710 )
Ukraine export value, US$
millions (world market share)

Annual growth rate 2011–2015

Top destination markets for Ukraine in 2015

12.5 (0.2%)

21.0%

Russian Federation (71%), Poland (15%), Germany (6%)

Top attractive markets (MAI)

Average import value 2011–2015, US$
thousands (world market share)

Annual growth rate
2011–2015 (CAGR) (%)

Ukraine exports share in target
market (%)

Ukraine

Belarus (75.1)

17 781 ( 0.7 % )

60.0

4.4

United Arab Emirates (72.9)

38 527 ( 0.9 % )

29.0

0.0

China (68.6)

24 079 ( 0.5 % )

4.0

0.0

Italy (68.1)

271 082 ( 4.5 % )

0.0

0.0

Kuwait (68)

14 704 ( 0.3 % )

15.0

0.0

• Frozen vegetables : Customs service data confirm
that Ukrainian exports of frozen vegetables to the
EU reached a record high in 2015, up by 20 % yearon-year, while exports of fresh traditional vegetables
were extremely low. This trend is due to the fact that
Ukrainian vegetables are relatively inexpensive raw
materials for freezing and the consumption of frozen
vegetables has been increasing rapidly in developed
countries of Western Europe.
 Developing exports of pulses
Although not considered traditionally part of the F & V
segment, pulses represent approximately half of exports
of vegetables in value. The products already exported by
Ukraine include dried peas, chickpeas, kidney beans and
broad beans. The main destination markets are India,
Pakistan, the United Kingdom and the Netherlands.
Foreign traders and investors have already established
processing facilities in Odessa for pulses and developed
agreements with farmers based on sheer trust.
The export potential is considered relatively high given the imperishability of the produce, ease of transportation by sea freight across the globe and the high demand
in the world market. The major importer, India, represents
one-third of world imports and its imports surged by 16 %
annually ( in value ) between 2011 and 2015.

Trends and opportunities in major importing
markets
Ukrainian F & V exports have been concentrated in a small
number of traditional importing markets (namely the Russian
Federation, Poland and a few other neighbouring countries ).
As agribusiness associations and national F & V processors
look for linkages in new export markets, marketing strategies will have to be developed based on buyers’ needs,
consumer lifestyles and consumption trends in these new
markets. The roadmap details below the trends in major importing markets and potential implications for F & V exports
of southern Ukraine.

Western Europe trends and market opportunities 55
F & V purchases are stagnant at around 15 % of the household budget. There is no growth in quantities or in prices.
If anything, consumption is going down in some markets :
e.g. in Germany -5% per year. F& V is one of the most important categories in European supermarkets. The Netherlands
and Belgium are major trade hubs for fresh produce from
developing countries destined for other European markets.
 Convenient food is being offered ready-to-eat or readyto-cook, or delivered to the door. There is a strong preference to use the limited time available for eating good food
rather than for preparing it. Consequently, retailers are offering a wider range of products ( e.g. by adding freshly
cut and more exotic types of F & V to their assortments ).
 Health and environmental awareness are long-time attributes in the F&V segment. While health claims are ‘natural’ for fresh and fresh-cut products, these attributes are far
more difficult to claim for processed food. A low but steady
trend is that the use of E-numbers, even those of natural
origin, like citric acid, are perceived as unhealthy. Despite
their growing attractiveness, the consumption of health
foods and organic products remains specific to rather
well-off consumer groups. Organic and special products are usually traded by specialized import companies.
 Strict food safety regulations impose compliance with
maximum residue limits and microbial contamination as
a precondition when entering the EU market. Within the
northwest European market, product requirements are
already higher than the official EU requirements. Also,
tracking and tracing is becoming more important, as well
as certification such as GLOBALG.A.P. and British Retail
Consortium. GLOBALG.A.P. has become a minimum
standard for most European supermarkets, especially in
the northwest European market.

55.– Centre for the Promotion of Imports from Developing Countries
( 2015 ). CBI Trade Statistics : Fresh Fruit and Vegetables in Europe. Available
from https : // www.cbi.eu / sites / default / files / trade-statistics-europe-freshfruit-vegetables-2015.pdf.
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 There is a specializing role for importers to establish
a unique market position. Wholesalers that supply large
retailers prefer to work directly with large producers and
quantities and handle the logistics with external suppliers.
Smaller importers search to secure niche channels, e.g.
by specializing in specific product types.

Figure 24 : European fresh vegetable trade map

Figure 25 : Top five importers of fresh vegetables ( left ) and fruits56 ( right ) in Western Europe 57 in 2015
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Source : International Trade Centre ( 2016 ).
56.– Fruits groups used for the analysis are based on the fruits produce basket exported by Ukraine in 2015.
57.– Western Europe comprises Germany, UK, Netherlands, France, Belgium, Sweden, Denmark, Ireland, Luxembourg and Finland.
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Table 23 : Top imports of fresh and processed vegetables and fruits in Western Europe in 2015

Top
vegetables
imported
in Western
Europe
Tomatoes
( HS 070200 )

Vegetables,
frozen
( HS 071080 )
Cucumbers,
gherkins
( HS 070700 )
Fresh or
chilled
vegetables
( HS 070999 )
Onions
( HS 070310 )

Average
imported
value
2013–2015
(US$
millions)

Annual
growth rate
2011–2015
(CAGR)
(%)

3 550

-0.8

1 410

1 100

910

780

Top fruits
imported
in Western
Europe

Average
imported
value
2013–2015
(US$
millions)

Annual
growth rate
2011–2015
(CAGR) (%)

2 750

-2.5

Grapes
( HS 080610 )

-4.0

Apples
( HS 080810 )

1.9

Peaches
( HS 080930 )

1.6

Strawberries
( HS 081010 )

-3.4

Melons
( HS 080719 )

2 150

1 010

980

820

Average
imported
value
2013–2015
(US$
millions)

Annual
growth
rate
2011–2015
(CAGR)
(%)

Jams, fruit jellies
( HS 200799 )

840

5.4

-4.6

Tomatoes,
whole / in pieces
prepared /
preserved
( HS 200210 )

810

-0.2

2.1

Tomatoes
preserved
( HS 200290 )

810

0.7

-4.8

Vegetable
mixtures,
preserved
( HS 200599 )

840

-2.3

-0.4

Juice fruit or
vegetables
( HS 200989 )

660

-1.6

Top processed
vegetables and
fruits imported
in Western
Europe

Implications for F & V exports of Ukraine to Western Europe
• Competition in Western markets is fierce and requires defining
a clear market entry strategy : either focusing on large importers
/ distributors to supply bulk production, or identifying specialist
importers to supply smaller quantities of special products.
• Compliance with food safety regulations and GLOBALG.A.P. are
preconditions to export to Western Europe.
• These trends require further specialization and integration of
exporters with the supply chain in the target markets.

Given the above circumstances, Western European markets
seem quite difficult to reach in the short term. Countries like the
Netherlands, Belgium and the United Kingdom could be potential
primary targets based on previous F & V trading relationships and
their long experience in importing from developing countries.

Eastern Europe trends and market opportunities
 Consumption in Eastern Europe is relatively high, with
potential for new products, which are increasingly competing with local produce.
 Market growth in the next few years will be achieved
mainly by the new EU Member countries in the Eastern
part of Europe.
 Consumers in Eastern Europe are very price-conscious
and have lower average purchasing power compared
with Western Europe.

 Compared with Western Europe, product quality requirements are to some extent lower ( class I and class II ) ;
supermarket market share is also lower but expanding.
Food safety regulations placing strong emphasis on food
safety will be implemented in new EU Member states as
well. For the time being, retailers do not necessarily request GLOBALG.A.P.
 A good way to enter is through importers in Western
Europe that are extending their business to Central and
Eastern Europe.
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Figure 26 : Top five importers of fresh vegetables ( left ) and fruits ( right ) in Eastern Europe in 2015 ( US $ , left axis )
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Source : International Trade Centre ( 2016 ).

Table 24 : Top imports of fresh and processed vegetables and fruits in Eastern Europe in 2015

Average
imported
value
2013–2015
(US$
millions)

Annual
growth
rate
2011–2015
(CAGR)
(%)

Tomatoes
( HS 070200 )

750

-0.4

Cucumbers,
gherkins
( HS 070700 )

220

2.1

Top vegetables
imported in
Eastern Europe

Average
imported
value
2013–2015
(US$
millions)

Annual
growth rate
2011–2015
(CAGR)
(%)

Grapes
( HS 080610 )

460

-5.4

Apples
( HS 080810 )

290

Top fruits
imported
in Eastern
Europe

Average
imported
value
2013–2015
(US$
millions)

Annual
growth
rate
2011–2015
(CAGR)
(%)

Tomatoes, preserved
( HS 200290 )

180

3.7

-0.8

Apple juice
( HS 200979 )

180

-12.7

140

-3.6

Top processed
vegetables and fruits
imported in Eastern
Europe

Fresh or chilled
vegetables n.e.s.
( HS 070999 )

140

4.5

Peaches
( HS 080930 )

310

2.4

Juice of fruit or
vegetables
( HS 200989 )

Vegetable
mixtures, dried
( HS 071290 )

120

3.5

Pears
( HS 080830 )

170

6.5

Jams, fruit jellies
( HS 200799 )

130

0.8

8.3

Strawberries
( HS 081010 )

1.0

Vegetable mixtures,
preserved
( HS 200599 )

100

-0.1

Lettuce, fresh or
chilled n.e.s.
( HS 070519 )

110

170

Implications for F & V exports of Ukraine to Eastern Europe
• In the long run, market growth in Eastern Europe, including
higher-quality and sustainable produce, is expected to be substantial. The increase in customer demands for quality increases
the importance of a quality supply chain.
• The main capitals of Eastern Europe and logistics centres can be
reached by refrigerated transportation within 12 hours.
• For the time being, compliance with food safety regulations is
easier than for other parts of Europe.

• Given the above circumstances, Eastern European markets
seem to be highly attractive in the short term for fresh F & V.
Countries like Poland and Austria are already importing from
Ukraine. Romania and the Czech Republic could be potential
targets to increase market share given the relative low export
value in recent years.
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Asian market trends and market opportunities
Asia is the growing market for F&V in terms of quantity. This is
due to urbanization and growing middle class incomes. Notably,
import volumes are increasing in China, Thailand and Viet
Nam (Viet Nam +30% per year). Two aspects are noteworthy:
1. Food retailer chains are expanding in South-East Asia
but are not ( yet ) very dominant in F & V sales. In China
it is less than 5% but growing. The exception is Thailand,
where retail concentration is 40%. This means that there
is less need to comply with (expensive and troublesome)
certification demanded by Western global retailers. This
does not reduce the need to sell food-safe products.
Especially in China, after the scandals with baby milk
powder, consumers are becoming very health-conscious.
2. Adoption of Western lifestyles is growing in the cities. This
includes smaller families, women working and less time

for food preparation. Therefore, (semi-) processed foods
with ‘convenience’ attributes are a fast-growing segment.
3. Between 2011 and 2015, imports of fresh F & V in the
combined region ‘Africa–Middle East’ increased annually by 9.5 % ( CAGR ) and 14.5 % respectively.
4. High export potential for pulses in India: The demand for
pulses has seen steady growth; between 2008 and 2015
the volume imported by India doubled, reaching 5.4 million
tons. India is by far the largest importer of pulses over the
past decade, as it accounted for 32.7% of world imports
(in value) in 2015. The high demand for pulses is due to
its vegetarian population, the increased purchasing power
of its poorest population and unfavourable local weather
conditions. This is clearly a county that is worth exploring
further because it is one of the world’s most populated
countries, its economy is booming and greater demand
may be foreseen in both the near and the long term.

Figure 27 : Total imports of main destination markets for the fresh vegetables ( left ) and fruits ( right ) in Asia58 ( US $ , left axes )
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Source : International Trade Centre ( 2016 ).

Table 25 : Top imports of fresh and processed fruits and vegetables in Asia
Top
vegetables
imported
in Asia
Lentils,
dried
( HS
071340 )
Peas, dried
( HS
071310 )
Onions,
fresh ( HS
070310 )
Garlic, fresh
( HS
070320 )
Chickpeas,
dried ( HS
071320 )

Average
imported value
2013–2015
(US$ millions)

1 520

1 600

1 230

900

760

Annual
growth rate
2011–2015
(CAGR) (%)

Top fruits
imported
in Asia

Average
imported value
2013–2015
(US$ millions)

Annual
growth rate
2011–2015
(CAGR) (%)

Top processed
vegetables and
fruits imported
in Asia

Average
imported value
2013–2015
(US$ millions)

Annual
growth rate
2011–2015
(CAGR) (%)

9.1

Vegetable
mixtures,
preserved
( HS 200599 )

790

3.8

750

6.6

29.3

Apples
( HS
080810 )

6.2

Grapes
( HS0
80610 )

2 130

16.2

Tomatoes,
preserved
( HS 200290 )

9.0

Cashew
nuts
( HS
080131 )

1 520

-4.1

Mixtures of juices
( HS 200990 )

620

15.8

10.6

Fresh
cherries
( HS
080920 )

20.0

Juice of fruit or
vegetables
( HS 200989 )

630

10.1

10.0

Kiwifruit
( HS
081050 )

7.9

Jams and fruit
jellies ( HS
200799 )

350

3.0

2 340

1 090

730

58.– The countries presented in the graphs are the main destination markets of Ukraine in Asia in recent years.
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Implications for F & V exports of Ukraine to Asia
• The distance and logistics to export to Asian countries, especially towards existing trading partners such as India, Pakistan
or the Islamic Republic of Iran, reduce export opportunities for
dried produce and processed F & V.
• Current exports of Ukrainian F & V to Asia are concentrated on
walnuts, mainly exported to Iraq and the Islamic Republic of
Iran, followed by dried peas and chickpeas to India and Pakistan.

Figure 28: Ukrainian fruit and vegetable exports to Asia

Walnuts
Dried vegetables:
peas, chickpeas

44,7%
26,2%

The impressive rising demand for pulses in India is an opportunity
for southern Ukrainian producers to grow their production and gain
market share in this highly attractive market.
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Figure 29 : Total imports of main importing markets of fresh vegetables ( left ) and fruits ( right )
in Africa and the Middle East in 2015 ( US $ thousands, left axes )
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Source : International Trade Centre ( 2016 ).

Middle East and North African market trends and market
opportunities
 The population in the Middle East and North Africa region is growing, and this translates into growing demand
in terms of volume. However, markets are very price-sensitive. Even so, the crash in oil prices has not reduced
demand, demonstrating that F & V is income inelastic.
 Food safety in Arab markets is not an issue yet ;
Spinney’s in Dubai is the first supermarket to request
GLOBALG.A.P certification from suppliers.

 One interesting aspect of the Middle East and North
Africa market is that household sizes are much bigger
than Western families. This allows producers to sell largeportion packs.
 Between 2011 and 2015, imports of fresh F&V in the combined region ‘Africa–Middle East’ increased annually by
5.9 % and 10.4 % respectively.
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Table 26 : Top imports of fresh and processed fruits and vegetables in Africa and the Middle East in 2015

Top vegetables
imported in
the region

Lentils, dried
( HS 071340 )
Fresh or chilled
vegetables
( HS 070999 )
Onions, fresh
( HS 070310 )

Average
Annual
imported value growth rate
2013–2015
2011–2015
(US$ millions) (CAGR) (%)

770

560

510

18.7

Top fruits
imported in
the region

Average
imported
value 2013–
2015 (US$
millions)

Apples
( HS 080810 )

Top processed
vegetables
and fruits
imported in
the region

Average
imported
value 2013–
2015 (US$
millions)

Annual
growth rate
2011–2015
(CAGR) (%)

-4.9

Tomatoes,
preserved
( HS 200290 )

970

3.9

-0.3

Mixtures of
juices ( HS
200990 )

630

15.2

-0.6

Juice of fruit or
vegetables
( HS 200989 )

300

18.1

250

21.1

190

1.1

Annual
growth rate
2011–2015
(CAGR) (%)

1 210

101.2

Grapes
( HS 080610 )

0.2

Walnuts in shell
( HS 080231 )

170

15.9

Vegetable
mixtures
( HS 200599 )

150

-17.2

Jams, fruit
jellies

Tomatoes, fresh
or chilled
( HS 070200 )

430

5.0

Walnuts shelled
or peeled
( HS 080232 )

Potatoes, seed,
fresh
( HS 070110 )

410

-6.1

Peaches
( HS 080930 )

260

190

Implications for F & V exports of Ukraine to Middle East and Africa
• The distance and logistics to export to Middle Eastern and
African countries, especially for Mediterranean countries, present export opportunities for fresh F & V, although dried produce
are for now mostly exported by Ukraine to this region.
• Processed F & V exported by Ukraine to the region represented
around US $ 1 million in recent years, mostly concentrated in
exports of preserved fruits, preserved vegetables and fruit juices.
• Current exports of Ukrainian F & V to Middle Eastern and African
countries are concentrated on walnuts, mainly exported to the

Islamic Republic of Iran and Iraq, followed by dried peas and
chickpeas to Israel, UAE and Egypt.
The relatively short distance to Mediterranean countries could
present interesting export opportunities in countries where the
population is growing fast. Gulf countries, especially the United
Arab Emirates and Saudi Arabia, also present impressive increasing
demand for fresh F & V. Export potential for processed F & V is also
high, especially for fruit juices and prepared tomatoes.

Summary of market and product
diversification opportunities
Box 9 below summarizes the recommendations provided
in the roadmap concerning key potential F & V produce and
market opportunities.59
The produce located in the ‘market penetration’ box is
already being produced but the traded volume could be
expanded. The market strategy is to gain market share in existing distribution channels based on promotional activities.
The produce in the ‘market development or market extension’ box is already sold successfully in various markets.

The market strategy is to expand the exports to new importing markets.
The produce in the ‘product development and diversification’ boxes is not produced yet or only in low volumes.
Product development can involve the modification of an
existing product ( i.e. vegetable chips, organic certification
or fresh-cut ). By modifying the product one would probably
change its outlook or presentation, or increase the product’s
performance or quality. By doing so, it can appeal more to
the existing market.

59.– The table is based on the Ansoff matrix.

[ FUTURE PERSPECTIVE ]

90

Box 9 : Market and product diversification opportunities for fresh,
semi-processed and processed vegetables
Existing products
New products

Existing markets

New markets

Market penetration

Market development

Product development

Diversification

Existing Markets
Local
(Ukraine)

Regional
(Western, Northern
and Eastern
Europe)

New markets
International
(India, Iraq,
Egypt, GCC )

Local
(Ukraine)

Market Penetration
Green house:

Existing
products

Greenhouse
Tomatoes

International
(MENA, Asia,
Africa)

Market Development

Bell Peppers
Cucumbers
Onions
Carrots

Tomatoes prepared
Tomatoes paste
Dried peas, chickpeas and kidney beans
Frozen vegetables and peas

Product Diversification/Development

Full Diversification

Organic fresh vegetables
Fresh Cut
Traditional Veg.

New
products

Cauliflowers
Garlic
Vegetables Chips
Pickles
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Box 10 : Market and product diversification opportunities for fresh,
semi-processed and processed fruits
Existing products
New products

Existing markets

New markets

Market penetration

Market development

Product development

Diversification

Existing Markets

New markets

Regional
(Western, Northern and
Eastern Europe)

Local
(Ukraine)

International
(EU, MENA)

Market Penetration

Market Development
Watermelons

Stone Fruits
Grapes

Sweet cherries

Apples and pears

Blueberries

Existing
products

Apples

Frozen sour cherries
& berries

Frozen sour cherries &
berries

Apple juice
concentrate

Apple juice concentrate
Jams

Jams

Preserved Fruits

Preserved Fruits

Product Diversification/Development

New
products

International
(MENA, Asia, Africa)

Fresh Cut
Traditional Fruits

Full Diversification

Grape Juice

New juices from
berries

STRUCTURAL IMPROVEMENTS TO THE VALUE CHAIN
Unlocking the latent potential of the sector will require transformations throughout the value chain. These adjustments
will allow the sector to offer competitive levels of quality and
type of produce. To this end, options for value retention, addition and creation have been identified.

A number of structural improvements to the value chain were
suggested by the value chain stakeholders and are grouped
according to the following four value options :





Retain more value in the country
Add value by improving existing products
Create value by developing new products
Contribution to development.
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Box 10 : Value options for the F&V sector
Improve efficiency : Acquire value by improving efficiency within the national components of the value chain ( and thereby enhance the
sector’s competitiveness )
Value option
Foster smallholders’ cooperation and
strengthen the development of agribusiness
associations

How to implement
• Encourage smallholders to cooperate and act collectively to :
a. Improve their access to markets
b. Diminish the importance of middleman in business transactions
c. Improve their capacities to collectively satisfy buyer requirements
d. Secure sustainable business relationships.

Time frame
Short term

Value retention : Minimize postharvest losses, lower production input costs through collective bargaining, create local services and develop
a high level of integration among supply chain actors
Value option
Minimize postharvest losses

Reduce input prices
Develop backward linkages between national
retailers / food processors and agribusiness
associations

How to implement
• Enhance access to storage facilities for producers
• Build stronger linkages between private smallholders across the value chain, to structure the sector and
alleviate difficulties in postharvest treatment
• Develop input services and wholesale input buying for agribusiness associations
• Develop equipment lending services for production and harvesting
• Encourage small national retailers and processors to engage in import substitution activities by
supplying from local agribusiness associations
• Processors provide high-quality inputs to agribusiness associations

Time frame
Short term
Short term
Short term
Medium term

Value addition : Develop the production of higher value added products and differentiated products
Value option
Improve quality of fresh F & V

Adopt internationally recognized quality
standards for processed products
Develop production of off-season vegetables
Improve traceability of fresh F & V
Differentiate products from the competition

How to implement
• Enhance producers’ access to cold storage facilities and packing centres to ensure high-quality washing
and grading
• Enhance the capacities of storage services to upgrade their facilities and storage equipment
• Facilitate the compliance of the sector with HACCP standards
• Encourage the implementation of GLOBALG.A.P. certification
• Enhance farming techniques
• Attract investment to build modern greenhouses
• Improve the packaging of established products to fulfil national retailers’ and exporters’ requirements
• Develop local brands to improve the visibility of agribusiness associations and differentiate fresh
production from other regions

Time frame
Short term

Short term
Short term /
medium term
Medium term
Medium term

Value creation : Develop market linkages between agribusiness associations and local retailers, food processors and foreign markets
Value option
Expand the quantity and variety of fresh
F & V supplied to national retailers and food
processors

Expand the quantity of specific fresh and
semi-processed fresh F & V supplied to foreign markets

Produce new types of semi-processed and
processed products and vegetables

How to implement
• Foster direct vertical linkages and coordination between agribusiness associations and local food
retailers
• Develop pilot projects to demonstrate that vertical linkages between agribusiness associations and local
retailers, food processors and exporters are mutually beneficial :
a. On one side, buyers receive security regarding the quality and the volume of their raw input supply.
b. On the other side, small-scale farmers and households ( through the agribusiness associations ) also
gain the advantage of having a reliable and secure opportunity to sell their products.
• Develop the production of high-quality fresh F & V for export markets :
a. Specific fresh vegetables : onions, carrots, greenhouse off-season fresh vegetables
b. Specific fresh fruits : watermelons, sweet cherries, blueberries and apples
• Develop the production of high-quality semi-processed F & V for export markets :
a. Frozen F & V
b. Dried vegetables & pulses
• Develop new ready-to-eat / fresh-cut F & V for local retailers and institutional buyers
• Expand the range of F & V grown which can be dehydrated, frozen or processed into innovative
convenience foods

Time frame
Short term

Short term

Medium term

Value distribution : Economic and social development opportunities
Value option
How to implement
Promote the integration of women and young • Encourage woman and young smallholders to cooperate and create their own agribusiness associations.
smallholders into agribusiness associations

Time frame
Short term

The major structural improvements of the value chain are
explained below and represented on the future value chain
map ( see figure 34 ).
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FOSTER SMALLHOLDERS’ COOPERATION AND STRENGTHEN
THE DEVELOPMENT OF AGRIBUSINESS ASSOCIATIONS
( References A and B in the future value chain map )
Small and medium-sized producers in southern regions
often face problems accessing markets directly due to a
lack of product quality, logistics facilities ( cold storage,
roads, transport, etc. ) and entrepreneurship. They rely entirely on middlemen to sell their production or sell it themselves at the wholesale market. In such circumstances the
creation of ( formal or informal ) small and medium-sized
producers’ organizations increases producers’ capacity to
be more viable market players, to negotiate better prices
and find better market channels. Also, local organizational
initiatives that are supported by a local processor who can
propose acceptable methods of cooperation are 50 % more
likely to succeed.60
The benefit of farmers’ associations can be :
1. Improved bargaining power through the use of collective action to enhance access and reduce the cost of
production inputs, including equipment, buildings and
credit ; and / or
60.– Borodina, Olena ( 2013 ). Processor Driven Integration of Small-scale
Farmers into Value Chains in Ukraine. FAO.

2. Improve direct access to sales channels and gain additional profit by reducing intermediaries.
However, cooperatives in Ukraine have a bad reputation because of mismanagement and historical experiences from
Soviet times when collective farms were very inefficient. An
additional problem is smallholders’ lack of trust in collective action. For this reason, there are unfortunately only a
few cases of successful agribusiness associations in the
F & V sector in southern Ukraine. Such cooperation initiatives
linked to value chain development have only been created
within the framework of foreign technical support and are
not widespread in agribusiness practice. Nevertheless, the
example of the agricultural company ‘Spring 2011’ detailed
in box 12 is a business model that can inspire smallholders
in southern Ukraine and that can be easily replicated with
minimum support. Box 1161 presents the various advantages
and disadvantages of the possible forms of organization of
agricultural producers.

61.– Information synthesized from : Borodina, Olena ( 2013 ). Processor
Driven Integration of Small-scale Farmers into Value Chains in Ukraine. FAO.

Box 11 : Advantages and disadvantages of the possible forms of organization
of agricultural producers
Organization type Characteristics
• Legally registered organizations that
operate under the Cooperative Law
of Ukraine
(e.g. agricultural • Legal membership relationships
service • Facilitate bulk input purchases for
cooperatives)
members

Formal
organizations

Informal • Households with a commercial focus
organizations
specialized in the production of a par(e.g. marketing
groups)

ticular product work together in small
informal groups (five to ten members)

• Coordination bodies for producers
• To function properly, business associations require members to enter
into legal contracts that set out strict
Formal business
obligations of each party
associations

Advantages

Disadvantages

• Operate as business entities and facilitate wholesale
input buying
• Sell inputs to members at wholesale prices, which
reduces per unit costs and thus reduces the costs of
inputs for members
• Have equipment and can thus provide members with
machinery services

• Cooperatives cannot make a profit,
which impedes
direct sales

• Form relatively large produce lots which can be sold to
wholesaler or traders, or supply other regions of Ukraine.
• Get higher prices for wholesale lots
• Share the transportation costs

• Ensure quality
consistency
• No long-term business partnership

• Members are contractually bound to sell a stated quantity and quality at a negotiated price
• Contractual production and marketing obligations
provide members with documented cash flow
• Access to trade credits from input suppliers
• Improve product traceability

• Strict contractual
requirements
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The key success criteria identified for successful cooperatives or agribusiness associations are :
1. Filter potential members
2. Strict coordination of the required quality and quantity
of products
3. Ability of cooperative leaders to build trust between
members and management
4. Efficient private contract enforcement mechanism.

Box 12 : Successful agribusiness association
Agricultural company ‘Spring 2011’ is registered as a trading and
service company; de facto it is a cooperative. ‘Spring 2011’ provides
trading services through sale commissions ( accounting, refunds,
etc. ) and service contracting ( packaging, machinery, etc. ).
In this cooperative there are 10 farms that are registered as a private
company or limited liability company. All farms have concluded a
contract with ‘Spring 2011’ for the provision of services : seasonal
workers, machinery, packaging and cooling. In a separate contract,
‘Spring 2011’ receives products from the farms in order to sell them

and take a commission. Furthermore, ‘Spring 2011’ buys inputs
in bulk ( seedlings, pesticides, materials and equipment, etc. ) and
resells to the farms at discounted prices.
Today ‘Spring 2011’ manages its own refrigerated storage and exports to Belarus. Depending on the quality, the company manages
to sell its strawberries at 25–35 UAH / kg. In comparison, in Kherson,
when the season is in full swing the prices on the wholesale market
rarely rise to 20–25 UAH / kg.

Source : Fruit-Inform ( 2016 ).

FOOD PROCESSORS AND LOCAL RETAILERS AS DRIVERS
OF VALUE CHAIN INTEGRATION
( References E and F in the future value chain map )
The successful development and integration of agribusiness associations is entirely dependent on guaranteed access for smallholders to sales channels. In other words, the
integration of agribusiness associations in the value chain
depends on the establishment of effective market linkages
where both suppliers and buyers benefit from this new relationship and are willing to allow flexible terms of cooperation
to build trust and reciprocity.
Given the fierce competition in the food retailing market
and food processing, local retailers and food processors
need to establish reliable business relationships with their
suppliers in order to warrant a steady supply of higherquality products and fixed prices. These actors have relied
on imports to satisfy consumer needs for high-quality and
branded products. The current economic situation and exchange rate is now pushing local retailers and food processors in Ukraine to develop new alliances with suppliers in the
domestic market. Therefore there is a timely opportunity for

agribusiness associations to develop functioning linkages
with local food retailers and processors. Tightening the relationship will be advantageous for both suppliers and buyers.
The key success criteria identified to strengthen the linkages
between agribusiness associations and food retailers and
processors are :
1. Build trust: processors or retailers must provide collateral to convince smallholders, for instance to develop
joint investment in a storage facility.
2. Provide necessary inputs : high-quality seeds, irrigation equipment.
3. Provide training opportunities and extension services.
4. Establish small groups of farmers and a clear communication channel with one group leader, and develop
joint planning.
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DEVELOPING COLD STORAGE SERVICES
( References C and D in the future value chain map )
Postharvest and storage machinery and equipment is
needed by all stakeholders throughout the value chain, from
producers to processors and exporters, in order to avoid
spoilage and loss. All crops are vulnerable after the harvest, especially F & V, which require specialized postharvest
treatment, suitable temperatures and relative humidity for
their storage. Due to technology improvements and logistics
strategies, cold storage of perishable items has become an
important stage in the value chain.
Prices drop after the harvest, which is not favourable
for the grower. Access to safe cold stores increases their
bargaining period and bargaining power. However, only a
few farmers are willing to pay a storage fee for this benefit.
For food retailers and processors, cold storage ensures the
increased availability and improved quality of high-value
perishable F & V. Timely placement of products in cold storage helps preserve quality and improve shelf life. Another

important aspect of cold storage is that it also reduces food
contamination caused by microbial activity.
Following are some of the major factors which contribute
towards the success of the cold storage :
 Cold storage has to provide refrigerated storage and
preservation facilities for several types of F & V ;
 Advanced insulation technology and energy-efficient
construction reduce operating costs related to electricity / fuel ;
 Compartmentalization, which allows the storing of different commodities at their respective temperatures.
Box 13 provides a clear example of how a farmers’ association and a private service supplier have developed a beneficial business relationship, improving the farmers’ capacity
to sell during the off season and benefit from higher prices.

Box 13 : Cold storage facilities and value addition in Tajikistan
The cold storage facility is owned jointly by an entrepreneur ( 70 % )
and by a farmers’ association ( 30 % ). The storage is accessible to
all farmers willing to pay but farmers from the association a ) have
priority in case of lack of space, and b ) enjoy a 10 % discount on
the fee.
The storage entrepreneur made a calendar of available crops by
month. This resulted in the storage calendar below. The peak requirement of 2,000 tons and greater utilization of 80 % is realized during
seven months of the year. From May until August meanwhile, the
requirement for storage is minimal, close to zero.

To increase value added, the entrepreneur decided to dry onions in
a drying tunnel, pack them in 25 kg bags, and sell them to retailers.
The storage facility therefore had three sources of income :
• A storage fee for produce held on behalf of farmers
• A drying fee for produce dried in the tunnel on behalf of farmers
• A sales commission for produce sold on behalf of farmers.
The investment in cold storage was expanded with a drying facility
for onions and other field crops. Funds of €1.2 million were raised
by the entrepreneur, the farmers’ association and a loan from an
international financing institution ( five years at 9 % ). Farmers benefited significantly from better prices and lower postharvest losses.
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Figure 31 : Storage calendar, 2010–2011 ( tons )

DEVELOPING MODERN GREENHOUSE PRODUCTION
( Reference H in the future value chain map )
Greenhouses are defined as ‘all permanent structures, with or without heating, covered by glass or plastic
or other material that lets daylight through, in which crops,
transplants or ornamentals are cultivated’ ( European
Commission, 2013 ). Greenhouse horticulture is a system
of growing crops in a protected transparent structure where
temperature, light, water supply, soil fertility and use of
energy are regulated while protecting crops from extreme
weather conditions, diseases and pests ( Technavio, 2015 ).
With modern greenhouse production, the farmer is better
able to meet retailers’ demands for consistent high-quality,
year-round delivery at fixed intervals regardless of the influence of the weather. Greenhouses allow the farmer to
control all growing parameters. This controlled production
comes with a significant cost : growing tomatoes in a greenhouse is three to five times more expensive per hectare.
However, greenhouse crops usually do not need storage
because the farmers make long-term offtake contracts with
distributors and retailers.

Picture : http : // www.vek.nl / 2015 / 07 / 17 / ukrainian-green-house-sector-study
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Box 14 : Advantages and disadvantages of modern greenhouse production
Advantages

Disadvantages

•
•
•
•
•
•
•
•
•

• Construction costs
• Costs to install necessary infrastructure such as
water supply
• Cost of energy required to heat the greenhouse
during winter
• Environmental impacts

Allows growers to have tighter control on water quality and pest management
Enables farmers to supply winter markets when fresh food prices are at a premium
Avoids or offsets weather-related problems (cold spells or heavy rain)
Allows farmers to perfect crop timing to match times of highest prices
Avoids some open-field issues (weeds and insect pests)
Enables higher quality of products for international markets
Higher and healthier yields
It requires a small piece of land
Improves food safety

Source : Nudge Sustainability Hub ( 2016 ) and Agriculture and Technology ( 2015 ).

According to an Organisation for Economic Co-operation
and Development report on agricultural investment policies,
greenhouses have expanded over the last decades but their
quality remains low. They have allowed the year-round production of staple F & V such as tomatoes and cucumbers.
Showing slow but steady growth, the greenhouse sector has
been supported by Dutch investors, world leaders in greenhouse technology. However, the quality of greenhouse infrastructure remains poor : in 2011, only 60 ha of greenhouses
could be considered modern ( DLV Plant and Streljok, 2011 ).
The largest challenge faced by greenhouse growers is energy inefficiency, as energy costs may comprise about
25 %–35 % of the prime cost for a modern greenhouse and
as much as 60 % of expenditures for obsolete Soviet-type
greenhouses62 (AgriEvent, 2016). In order to satisfy the huge
domestic demand for cucumbers and tomatoes, investment
in energy-efficient technologies would be needed.
62.– VEK Adviesgroep ( 2015 ). Ukrainian greenhouse sector study.
Available from http : // www.vek.nl / 2015 / 07 / 17 / ukrainian-green-housesector-study / .

Production in modern greenhouses results in ( much ) higher
yields per hectare, because modern greenhouse varieties for
tomatoes, cucumbers and paprika can be harvested continuously. While field tomatoes yield 80-100 tons per hectare
in four months, greenhouse tomatoes yield up to 800 tons in
12 month cycles, thus 10 times more per hectare per year.
In order to sell such quantities, farmers guarantee themselves a market by signing long-term delivery contracts with
distributors and retailers. Unfortunately for the growers, retailers do not want to make long-term price agreements ;
they let prices float. As a result, greenhouse crops compete
with field crops. Greenhouses win the competition when
they grow varieties that are difficult in open-field conditions,
like vine tomato, and by timing the harvest during periods
when open-field crops cannot deliver.
In field agriculture, margins must average more than
60 % in order to sustain the fluctuations between good harvests and bad harvests. In greenhouses, where everything
can be controlled, the margins are 35 % on average, similar
to the processing industry. This margin is sustainable and
reflects the fact that the risks are ‘under control’.

Figure 32 : Vine tomato grown in substrate
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Figure 33 : Vine tomato in open field

Box 15 : Greenhouses and funding in the Netherlands
In the Netherlands, investment in a 1-hectare modern greenhouse
with glass roof costs about €1.4 million. This includes land,
greenhouse, all equipment and grading / packing / storage facilities,
working capital, initial costs for permits and interest during construction. While these costs are for 1 hectare, the optimal size for a
self-owned grading, packing and storage facility is a 5-hectare farm.

€1.4 million is a significant investment and very few farmers have
such funding capacities ready to be invested. In the Netherlands,
where cooperative banking has existed for over 100 years, farmers can borrow 70 %–90 % at a low interest rate of 2 %–5 % per
year. Without this facility, the greenhouse sector would not have
developed.

LEVERAGING INVESTMENT
Developing the opportunity areas identified within the sector
value chain will require significant investment. Both domestic
and potentially foreign investments are indeed seen as essential to accompany the ambitions of the F & V sector. This
is particularly important for cold storage and food processing in southern Ukraine, a sector that lacks adequate investment to modernize its equipment and upgrade the skill sets
of agrifood chain personnel.
Given its overall large agricultural potential, Ukraine
attracts a rising number of investors, both foreign and
domestic. Indeed, private investment has increased over

the last decade. Large multinational agrifood companies
are already investing in the agro sector and plan to invest
heavily in the coming years. Large development organizations such as the International Finance Corporation have
been providing grants for the development of storage capacities and upgrading of food processing factories with
positive results for the sector. Despite the current political
turmoil and policy issues which limit investment attraction,
the F & V sector presents real opportunities for savvy entrepreneurs or interested investors willing to develop these
opportunities.

To achieve the vision and strategic objectives that have been discussed above, a robust, actionable
and realistic strategic Plan of Action is required. This is provided in the section below, and effectively
constitutes the heart of this strategy.
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Figure 34 : Future value chain diagram
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STRUCTURE OF THE PLAN
OF ACTION
The Plan of Action of the roadmap is articulated around
three strategic objectives. Each strategic objective is composed of operational objectives to answer specific constraints affecting the sector. Below is the structure followed
by the Plan of Action.
1. Foster competitiveness by supporting entrepreneurship and encouraging cooperation among SMEs.
1.1. Strengthen the business, marketing and export
management skills of managers of SME farms and
processing units.
1.2. Develop new agribusiness associations and
strengthen the services portfolio of existing ones.
1.3. Improve product quality and traceability by developing postharvest handling and packaging services
for SMEs.

2. Integrate SMEs into local and global value chains.
2.1. Develop linkages between agribusiness associations and national food processors.
2.2. Develop linkages between agribusiness associations and national retailers.
2.3. Develop linkages between agribusiness associations, F & V processors and exporters to develop
exports.
3. Improve trade support services to SMEs.
3.1. Improve advisory services on market requirements
and certification.
3.2. Improve agribusiness associations’ and processors’
access to market information.
3.3. Develop trade promotion efforts in domestic and
international markets.
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VALUE CHAIN
DEVELOPMENT ROADMAP :
PRIORITY PLAN
OF ACTION

Photo: veggies and fr from Lisa.

•
•
•
•

Train agribusiness leaders on negotiation skills to strengthen their ability to negotiate with suppliers and buyers.
Establish communication strategies to promote the adoption of improved production techniques and new varieties.
Establish and disseminate the list of products to be produced according to buyers’ requirements ( quality, variety, delivery time ) and compliance rules.
Organize field demonstration workshops in collaboration with input suppliers and buyers.

• Disseminate information about agribusiness association success stories in Ukraine to farmers.
• Organize meetings with farmers to explain the benefits of cooperation, which include :
–– Reduce input prices through large orders and joint negotiation with inputs suppliers ;
–– Increase sales price through production consolidation to supply the large quantities required by retailers.
• Provide legal counsel and technical assistance to interested groups of farmers to create agribusiness associations, change the status of cooperatives or create
legal private entities.
1.2.2 Strengthen the capacities of existing agribusiness associations to provide technical guidance on production techniques and dissemination of
improved varieties as per market requirements.

1.2.1 Promote the establishment of informal and formal agribusiness associations.

1.2 Develop new agribusiness associations and strengthen the services portfolio of existing ones.

• Build partnerships between local agribusiness associations, universities and technical and vocational education and training institutions to replicate training
programmes ( detailed in 1.1.1 and 1.1.2 ) and to develop new curricula on agribusiness and agronomics.
• Create internship programmes focusing on food processing and innovation to improve hands-on skills of students and bring innovative ideas to SMEs.
• Build partnerships and student exchange programmes between Ukrainian and foreign universities in relevant disciplines ( e.g. agronomics, agro-processing,
agribusiness management, etc. ) to increase knowledge on innovative agribusiness topics.

• Conduct a needs assessment of the qualifications and skills that are critical for the development of the agro-processing sector. The focus will be on evaluating
export management skills of managers and the technical knowledge of agro engineers concerning food preservation techniques, food packaging and the
maintenance and repair of processing machinery. This activity is linked to operational objective 2.1 and will have to be implemented in parallel.
• Pilot an export management coaching programme where international experts will work directly with SMEs to provide guidance in upgrading their production
capacities in order to become export-ready.
1.1.3 Improve farmers’ and processors’ access to knowledge by building partnerships with technical and vocational education and training institutions and universities.

• Identify a group of experienced facilitators to provide the trainings with the support of international experts on SME competitiveness. Training of trainers should be
completed in collaboration with local technical and vocational education and training initiatives.
• Pilot business coaching programme for trainers to work directly with SMEs and develop business plans.
• Assess the pilot programme and draw conclusions to extend the programme with the support of technical and vocational education and training.
1.1.2 Improve production and export management skills of SME managers in food processing through a pilot export management coaching programme.
The training should focus on applied export management, new production technologies and export marketing topics. The objective is to instil an export-oriented
mindset in the sector.

Operational objective

Implementation period
1 2 3 4 5

1.1 Strengthen the business, marketing and export management skills of managers of SME farms and processing units.

1.1.1 Improve business and entrepreneurship skills of farmers through a training of trainers programme.
The training should focus on applied management, production and marketing, budget and planning, business plan preparation, and opportunity recognition topics.
The objective is to instil an entrepreneurship mindset in the sector.

Operational objective

Strategic objective 1 : Foster competitiveness by supporting entrepreneurship and encouraging cooperation among SMEs.
Operational objectives / activities

Lead : ITC

Lead : Canada
Support : ITC

Lead implementer
and supporting
implementers

One training workshop on
negotiation
Three field demonstration
workshops organized

One annual meeting on agribusiness association carried
out in each region

Lead : ITC

Lead : ITC

One partnership between
Lead : ITC
agribusiness association and
Kherson university
Five selected interns in five
food processing companies
One partnership between
Mykolaiv university and an EU
university

Five processors coached

• Ten trainers trained
• Forty farmers coached

Pilot :

Indicative targets
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Implementation period
1 2 3 4 5

1.3 Improve product quality and traceability by developing postharvest handling and packaging services for SMEs.

• Develop an annual storage development plan for each agribusiness association for specific produce. The plan will also consider the rental of affordable
warehouses under cost-sharing schemes or partnership agreements with private storage suppliers.
• Pilot a joint agreement between an agribusiness association and a storage service provider under negotiated storage fees and real-time information about storage
capacities.
• Pilot the establishment of a storage facility directly managed by an agribusiness association in case of market failure. This will require assigning clear
responsibilities to oversee storage management and product handling.

• Build farmers’ capacity on postharvest management techniques, focusing on postharvest treatment ( pre-sorting, packaging for transportation ) and specific
storage treatments ( e.g. pre-cooling, controlled atmosphere, storage systems ).
• Reinforce warehouse management skills of agribusiness associations and storage providers. The training should include the use of cleaning and grading
machinery to reduce impurities, and packaging material. Exporters and processors should also take part in these trainings.
1.3.3 Develop cooperation between agribusiness associations and private storage service providers.

• Map and assess the state of existing storage facilities and storage fees in the three regions. The assessment should identify and evaluate additional services such
as sorting, grading, cleaning and packaging and estimate the required investment for potential upgrading.
• Disseminate the results of the assessment across the value chain ( i.e. farmers, processors and exporters ).
1.3.2 Provide technical assistance on postharvest management techniques and packaging to producers, agribusiness associations and storage
providers.

1.3.1 Assess existing storage infrastructure and identify upgrading needs.

Operational objective

• Regroup existing successful F & V agribusiness associations to create independent sector associations at the regional level. The role of these sector associations
would be to :
–– Promote public–private partnership agreements to upgrade wholesale markets by developing new refrigerated storage facilities ( highly needed in Kopani ) ;
–– Promote legal reform of cooperative status to be able to engage in commercial activities and distribute benefits.
This activity aims to raise political interest and improve the support services of local institutions as well as access to finance.

• Develop local and national branding communication strategies and logos for the agribusiness associations for specific fresh products.
• Agribusiness associations should carefully control the development and brand image to win target markets’ attention.
These activities should be carried out after the development of the packaging services detailed in 1.3.2.
1.2.4 Reinforce sector advocacy capacities by creating regional F & V sector associations.

1.2.3 Create local brands for the agribusiness associations to use in domestic and international markets.

Strategic objective 1 : Foster competitiveness by supporting entrepreneurship and encouraging cooperation among SMEs.
Operational objectives / activities

To be defined

One regional association
created

One pilot agreement between
an agribusiness association
and storage provider
One pilot with storage facility
managed by an agribusiness
association

One training workshop on
postharvest techniques per
region

Lead : ITC

To be defined

One mapping of storage infra- Lead : ITC
structure established

Lead : Canada
Support : ITC

Lead implementer
and supporting
implementers

One local brand logo created
and guidelines

Indicative targets
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2.1 Develop linkages between agribusiness associations and national food processors

2.2 Develop linkages between agribusiness associations and national retailers.

2.3 Develop linkages between agribusiness associations, F & V processors and exporters to develop exports.
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• Organize field visits in high-potential markets with export-ready agribusiness associations and processors.
• Organize business matchmaking meetings.

• Identify a limited group of export-ready agribusiness associations and processors (potential entities involved in activity 1.1.2).
• Provide individual coaching to business leaders on international business negotiations, international logistics and trade finance.
2.3.3 Match agribusiness associations with potential importers.

• Frozen F & V, dried vegetables and pulses.
• Specific fresh vegetables : onions, carrots, greenhouse fresh vegetables for off season.
• Specific fresh fruits : watermelons, sweet cherries, blueberries and apples.
2.3.2 Provide business advisory services to support the development of market linkages with potential importers.

2.3.1 Conduct advanced market analysis to identify export opportunities and define export market strategies for specific products.
The market studies will identify market characteristics ( trends, buyers’ requirements, logistics, price, list of potential buyers, modes of payment ) in attractive importing markets in
the EU and the Middle East. The market studies will be carried out for the following list of products with high export potential :

Operational objective

• Initiate contact and generate interest with potential food retailers.
• Negotiate clear orders in term of requirements ( varieties, quality, quantity, time to delivery and price ) and establish proper order mechanisms and roles.
• Set up a reciprocity mechanism where the food retailers provide a financial engagement prior to the delivery of products in order to build trust, prices are guaranteed for
producers and delivery requirements are fulfilled for food retailers.
2.2.3 Pilot with selected agribusiness associations and interested food retailers new formal business agreements schemes.
Establish a more formalized and structured process for business agreements.
Hold regular business meetings to develop sustainable and trusted business relationships.
Set up an agronomic team within the agribusiness association for effective follow-up of the production, postharvest treatment and logistics.

• Map the national food retailers active in the southern regions according to their size, business turnover and F & V supply management. Categorize their requirements and
willingness to develop linkages with agribusiness associations.
• Identify specific products with the highest potential to develop market linkages with local and national food retailers.
It is important to note that the higher the level of specificity of the product, the more likely the interest of the buyers and sellers to fulfil their engagement.
2.2.2 Organize regular business-to-business meetings between national food retailers and F&V agribusiness associations to develop regular and standardized orders.

2.2.1 Conduct a market study to categorize the needs of national retailers for fresh F & V ; identify market opportunities and potential areas for cooperation.

Operational objective

• Establish a formalized and structured process for business agreements.
• Hold regular business meetings to develop sustainable and trusted business relationships.
• Set up an agronomic team within the agribusiness association for effective follow-up of the production, postharvest treatment and logistics.

• Initiate contacts and generate interest with potential food processors.
• Negotiate clear orders in term of requirements ( varieties, quality, quantity, time to delivery and price ) and establish proper order mechanisms, responsibilities and roles.
• Set up a reciprocity mechanism where the food processor provides a financial engagement prior to the delivery of products in order to build trust.
2.1.3 Pilot new formal business agreement schemes with selected agribusiness associations and interested food retailers.

• Map food processors active in the southern regions according to their size, business turnover, idle production capacities and F & V supply management. Categorize their
requirements and willingness to develop linkages with agribusiness associations.
• Identify specific products with the highest potential to develop market linkages with food processors.
It is important to note that higher the level of specificity of the product, the more likely the interest of buyers and sellers to fulfil their engagement.
2.1.2 Organize regular business-to-business meetings between national food processors and F&V agribusiness associations to develop regular and standardized orders.

2.1.1 Conduct a market study to categorize the needs of food processors of F & V, and identify market opportunities and areas of potential cooperation.

Operational objective

Strategic objective 2 : Integrate SMEs into local and global value chains.
Operational objectives / activities
Implementation
period
1 2 3 4
5

Lead implementer
and supporting
implementers

Lead : ITC

New contract forms
adopted

Lead : ITC

New contract forms
adopted

One field visit per year

Coach five business
leaders of processing
companies

Lead : ITC

Lead : ITC

Market study identifying ITC project
business opportunities
between agribusiness association and
retailers

Lead : ITC
Support : Canada

Five business-tobusiness meetings
organized, generating
business deals

Market study identifying ITC project
business opportunities
between agribusiness association and
retailers

Lead : ITC
Support : Canada

Five business-tobusiness meetings
organized generating
business deals

Market study identifying ITC project
business opportunities
between agribusiness
association and processors

Indicative targets
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3.1 Improve advisory services on market requirements and certification.

3.2 Improve agribusiness associations’ and processors’ access to market information.

3.3 Develop trade promotion efforts in domestic and international markets.
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• Promote products through a stand in international trade fairs such as SIAL in Paris, Fruit Logistica in Germany and GULFOOD in Dubai, among others.
• Initiate contact with potential international buyers.
• Organize trade missions to target markets with a selected group of export-ready exporters.

3.3.3 Ensure greater participation in international trade fairs, particularly targeting fairs in non-traditional markets, to enable local agribusiness
associations, food processors and exporters to meet international buyers.

• Organize field visits to wholesale markets in Europe ( Ringis in Paris, Merca Madrid, Groothandelsmarkt in Rotterdam ) and successful agribusiness associations.
• Organize visits of international trade fairs such as Fruit Logistica, Anuga Food Fair in Germany and GULFOOD to Dubai. among others.

• Organize a group training workshop on marketing and branding.
• Develop marketing materials available in various languages ( website, brochures, business cards ).
3.3.2 Increase awareness about international trade promotion practices.

3.3.1 Increase the capacities of agribusiness business associations and processors to develop their own marketing material.

Operational objective

• Assist private market information providers to upgrade their market information system through upgraded web and smartphone applications.
• Pilot an online marketplace for F & V to facilitate business matchmaking between value chain actors.

3.2.3 Support the development of advanced trade intelligence dissemination technologies and an online marketplace.

• Develop collective subscription schemes to market briefs about domestic prices in wholesale markets provided by private specialized companies, through
agribusiness associations.
• Organize local workshops and meetings with market specialists on particularly attractive markets and products.

• Build awareness on market analysis techniques through e-learning programmes.
• Train market analysts to provide support services to agribusiness associations and processors and to develop market profiles for high potential markets in
collaboration with national market information providers.
3.2.2 Develop partnerships with private market information providers to disseminate market information and business opportunities.

3.2.1 Enhance the capacities of agribusiness associations and processors to carry out market analysis and identify market opportunities.

Operational objective

• Identify a limited group of export-ready agribusiness associations and processors.
• Assist agribusiness associations and processors to adapt and align their production to market requirements.
• Provide technical guidance and financial support to obtain HACCP and GLOBALG.A.P. certifications.

• Conduct trainings in the areas of market requirements, quality and packaging, in collaboration with trained local specialized agencies and service providers.
• Provide agribusiness associations and advisory services providers with information on quality issues, certification process, eligibility criteria and cost analysis.
• Assist local laboratories and certifying agencies in disseminating information about their services and information about market requirements.
3.1.3 Increase the number of certified processors and agribusiness associations compliant with international standards.

• Map the local capacity to provide advisory services on market requirements and certification.
• Identify a limited group of local experts who can further provide adequate services to local enterprises.
• Train trainers to develop expertise within agribusiness associations and local support service providers on quality management and certification for HACCP, ISO
22000, GLOBALG.A.P., organics and other standards.
3.1.2 Develop awareness of producers and processors on quality issues, foreign market access requirements and traceability systems through
capacity-building programmes.

3.1.1 Strengthen the technical expertise of local private and public support services on market requirements, certification systems and quality
management.

Operational objective

Strategic objective 3 : Improve trade support services to SMEs.
Operational objectives / activities
Implementation
period
1 2 3 4 5

Lead : ITC

One field visit organized for 10
SMEs to Europe
One field visit organized for 10
SMES to Gulf countries
One stand installed in SIAL in
Paris, Fruit Logistica in Germany,
GULFOOD

Lead : ITC

Lead : Canada
Support : ITC

Lead : Canada
Support : ITC

Lead : Food and Agriculture
Organization of the United
Nations
Support : ITC

Lead : ITC

Lead : ITC

Lead : ITC

Lead : ITC

Lead implementer
and supporting
implementers

Marketing material created for two
agribusiness associations

One private market information supplier identified and contracted by
two agribusiness associations
One workshop on market opportunities organized per year
One pilot online marketplace created

One e-learning programme created
and followed by 50 persons
Ten market analysts trained

Five processors certified
Two agribusiness associations
certified

Two training workshops organized
per region before planting season

Mapping of advisory services on
market requirements and certification done
One group of trainers created

Indicative targets
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APPENDIX : LIST OF PARTICIPANTS
IN THE PUBLIC / PRIVATE
CONSULTATIONS
List of participants in Kherson
Name of institution

Name

Департамент внешнеэкономической
деятельности, туризма и курортов
ХОГА, Специалист отдела
международного сотрудничества и
протокола
ГП ‘Херсонстандартметрология’

Бабанакова Оксана
Евгеньевна

26

Государственная фитосанитарная Котляр Анатолий
инспекция в херсонской области
Алексеевич

Барабаш Галина Васильевна

27

ЧП

Бжезицкий Игорь
Владимирович
Биличенко Юрий Васильевич

28

ФХ ‘Терни-ЛВЛ’

4

Агропромышленный кластер
‘Ea.F.Tech+’
ТОВ ‘Роздольное’

29

5

ПАТ ‘Кам’янський’

Бродяной Виктор

30

Департамент внутренней и
информационной политики
ФХ

6

ФХ Ольхон-ОЛЛ

Вакулич Антон Юрьевич

31

ФХ ‘Зоря Каховщини’

7

ФХ ‘Профит’

Ващенко Иван Сергеевич

32

8

ФХ ‘Профит’

Ващенко Сергей Иванович

33

9

ТОВ Лекарственные травы

34

10

ФХ ‘Нита плюс’

Величко Артем
Владимирович
Герич Николай Николаевич

35

Агропромышленный кластер
‘Ea.F.Tech+’
Кластер ‘Eastern Food Technologies Plus’
Херсонское региональное
отделение УСПП
ЧП Пивденний сияч

11

ПАТ ‘Кам’янський’

36

ЧП ‘Ольвия и К’

12

Васильевсяка сельськая рада

Голубничий Александр
Андреевич
Горбенко Анатолий Иванович

37

13

ФХ ‘Гриб’

Гриб Юрий Владимирович

38

14

Гула Юлия Сегреевна

39

15

Государственная фитосанитарная
инспекция в херсонской области
ФХ ‘’Трилан’’

Дорош Роман Викторович

40

16

ФХ ‘Саперави’

Жданюк Игорь Петрович

41

17

ФХ ‘Саперави’

Жданюк Евгений Игорьевич

42

18

Сок Господарочка

Завгородня Ирина
Анатольевна

43

19

ФХ ‘ САВАНА’

Ильницкая М.Н.

44

Сельськохозяйственный
обсуживающий кооператив
‘АгроПродукт Херсонщини’
Департамент агропромышленного Степанова Маргарита
развития ХОГА
Михайловна
ФГ ‘Травень’
Стукан Сергей
Николаевич
Херсонская торговоСырчина Анна
промышленная палата
Борисовна
UHBDP
Терновський
Владимир
Александрович
Херсонская торговоУдод Валентина
промышленная палата
Иосифовна
Департамент
Ужвий Татьяна
внешнеэкономической
Александровна
деятельности, туризма и курортов
ХОГА
Украинский Национальный
Хоменко Анатолий
Комитет Международной Торговой Семенович
палаты

1

2
3

Name of institution

Name

Краснолуцький
Виталий
Александрович
Кудрицький Николай
Анатольевич
Лысенко И.Г.
Лиховитер Тарас
Викторович
Лубнина Елена
Андреевна
Матковская Наталья
Михайловна
Молош Алина
Олеговна
Петренко Вячеслав
Владимирович
Полищук Дмитрий
Викторович
Синаевский
Александр Сергеевич
Синюк Александр
Дмитриевич
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Name of institution

Name

Name of institution

Name

ФХ Алтанал

46

Каховская РДА

22

ЧП Наш продукт

Ильницький Сергей
Владимирович
Касьяненко Александр
Иванович
Киртока Игор Владимирович

45

21

Фермерстве Господарского ‘
САВАНА’
ЧП Наш продукт

47

Сок Господарочка

23

Агропромышленный кластер
‘Ea.F.Tech+’
ФХ ‘Олимп-Агро’
‘Агрофьюжн’

Козонак Дмитрий Николаевич

48

ФХ Лукоморье

Комаров Андрей Леонидович
Копылов Валерий
Александрович

49
50

Червоний Александр
Васильевич
Шарапов Юрий
Терентьевич
Шарко Сергий
Станиславович
Шорников Сергей
Петрович
Беляева Ирина
Бугаенко Александр
Владимирович

20

24
25

List of participants in Mykolaiv
Name of institution

Name

Name of institution

Name

1

ООО «Телус»

Тюрин Андрей
Владиславович

31

ООО «Ритейл-К»

2

Лоць Игор Степанович

32

ЧП Шепель

Ефимов Дмитрий
Александрович

33

Яворский Г.М. ( авто
перевозки / холодильники )

Яворский Геннадий
Михайлович

4

Государственное агентство
водных ресурсов Украины,
Юго-Бугское бассейновое
управление водными ресурсами
Государственное агентство
водных ресурсов Украины,
Юго-Бугское бассейновое
управление водными ресурсами
ФХ «Владам»

Бриенкова
Елизавета
Александровна
Шепель Елизавета
Александровна

34

УкрСибБанк

5

ТДВ «Зоря Ингула» ( Баштанський район )

35

УкрСибБанк

6

СКП “Господар ( Первомайський рн. )

36

РТПП Николаевской обл.

7

37

РТПП Николаевской обл.

Савченко Юлия
Юльевна
Берсан Любовь
Сергеевна
Жирнова Галина
Николаевна
Полищук Сергей

8

ФОП Кацан Владимир Анатольевич
( Кривоозерський рн. )
ФГ “Фаворит” ( Очаковський рн. )

38

РТПП Николаевской обл.

9

ФГ “Мельник” ( Жовтневий рн. )

39

РТПП Николаевской обл.

10

ФГ “Чернохатов” ( Жовтневий рн. )

40

11

ТОВ “С-Росток” ( Николаевский рн. )

Мельник Адам
Мефодийевич
Кравцов Сергей
Андреевич
Бабич Василь
Васильевич
Кацан Владимир
Анатольевич
Яровенко Александр
Петрович
Мельник Владимир
Федорович
Чернохатов Леонид
Владимирович
Власенко Александра
Николаевна

12

ФГ “Владам” ( Жовтневого рн. )

Мельник Адам
Мефодиевич

42

13

ФГ “Мелихов” ( Казанковський рн. )

Римар Денис
Анатольевич

43

14

ФГ “Роботько” ( Веселиновський рн. )

44

15
16

ПП Задорожний Владимир Владимиров
( Вознесенський рн. )
ФХ Батькивщина

17

ФХ Огиенко

18

ПП Малицький

Роботько Юрий
Павлович
Усманов Сергей
Рыжанович
Огиенко Алена
Владимировна
Огиенко Николай
Николаевич
Малицький Владислав
Иванович

Начальник отдела международных
экномических связей
Региональный Фонд поддержки
предпринимательства
Николаевской области
Николавеская областная
ассоциация фермеров и частных
землевладельцев
Николавеская областная
ассоциация фермеров и частных
землевладельцев
Департамент АПК

19

ФХ Плато

Васильев Евгений
Иванович

49

3

41

45
46
47
48

Астахова Татьяна
Эдуардовна
Ворона Н.П.
Савицкий Александр
Владимирович
Евсеев Владимир
Борисович
Шелех Петр
Валентинович
Борецкий Тимофей
Иванович

Гуров Григорий
Вавилович
Департамент ДПОПР
Пискун Елена
Витальевна
Департамент ДПОПР
Потриваев Игорь
Иванович
Департамент АПК
Твердовит Иван
Петрович
Николаевский региональный центр Фомина Светлана
стандартизации, метродологии и
Владимировна
сертификации
Николаевский региональный центр Тищенко Виктория
стандартизации, метродологии и
Викторовна
сертификации
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Name of institution

Name

20

ФХ Чорноока-Агро

21

ФХ Чорноока-Агро

22

АСА

23

АСА

24

ЧП “Дашко Ю.М.” ( Новобузький рн. )

25

ФХ “Прогрес” ( Братський рн. )

26

ЧАО Фрост

27
28

ФГ «ООО «Органик Системс», ( Жовтневий
рн. )
ТзТД “Зоря Ингула”

Васильковец Наталья
Афанасьевна
Васильковец
Александр Петрович
Недельковский Игорь
Анатольевич
Ангелов Сергей
Станиславович
Дашко Юрий
Михайлович
Нарбут Павел
Валентинович
Чумак Галина
Ивановна
Нечай Сергей
Владимирович
Кравцов Сергей
Андреевич

29

( Баштанський рн. )

30

ООО «Сандора»

Горбанев Вадим
Геннадьевич

Name of institution

Name

50

Директор НАУ парка

Карпенко Н.Д.

51

Аграрный Университет

56

Новиков Александр
Евгеньевич
Николавеская государственная с / х Остриков Вадим
исследовательская станция
Владимирович
Николаевская таможня
Криль Роман
Владимирович
Николаевская таможня
Ермаков Юрий
Викторович
Государственная фитосанитарная Тронько Елена
инспекция Николаевской области
Владимировна
ООО А-Продукт
Шавкунов Андрей

57

ЧП Гуров

58

Фонд Ласка

59

Фонд Ласка

52
53
54
55

60
61
62

Гуров Иван
Сергеевич
Горобець Надежда
Михайловна
Дракова Алла
Петровна
Огиенко Алена
ладимировна
Капуста Зульфия
Мукаддасовна
Калинина Светлана
Валерьевна

List of participants in Odessa
Name of institution

Name

Name of institution

Name

Ганкина Анна
Васильевна
Семенов Сергей

21

СФХ «ОМЕГА» ( Татарбунары )

22

ФХ «Анжелика Беляк»
( Татарбунары )

Бондарчук Геннадий
Александрович
Гросуль Василий
Андреевич

Ильченко Сергей

23

«Каравай-К» ( Овидополь )

Кулиш Александр
Федорович

Белоус Ирина
Владимировна

24

ФХ «Макитра» ( Ивановка )

Павлов Александр
Иванович
Лаврук Алексей
Юрьевич

25

ФХ «Иготет» ( Ивановка )

26

ФХ «Оникс» ( Ивановка )

Ворбанец
Владислав
Васильевич
Козак Петро
Петрович
Кисляк Владимир
Иванович

Литвиненко Татьяна
Валерьевна

27

ФХ «Марс» ( БелгородДнестровский )

Топор Виктор
Александрович

Санькова Викторяи
Владимировна

28

ФХ «Иванушка» ( БелгородДнестровский )

Кашульский
Григорий Ильич

9

Департамент «Агентство по вопросам
инвестиций и развития» ОГА
Департамент «Агентство по вопросам
инвестиций и развития» ОГА, Начальник
управления привлечения, сопрводжения и
мониторинга инвестиций
Департамент «Агентство по вопросам
инвестиций и развития» ОГА,
заведущий сектором инвецстиций в
агропромышленный и перерабатывающий
комплекс
Национальный научный центр «Институт
виноградства и виноделия им. В. Е.
Таирова», Начальник Сектора экономики
Одесская национальная академия пищевых
технологий
ГП «Одесский региональный центр
стандартизации, метрологии и
сертификации», заместитель ген.директора
ГП «Одесский региональный центр
стандартизации, метрологии и
сертификации», Начальник отдела
подтверждения соотвествия систем
менеджмента качеству
ГП «Одесский региональный центр
стандартизации, метрологии и
сертификации», Начальник сектора отдела
сертификации пищевых продуктов и
продовольственного сырья
Рынок «Початок»

Воропаев Александр

29

СФХ ( Арцизский район )

10

ФОП «Далакова П.Д.» ( Татарбунары )

Далаков Петр
Дмитриевич

30

11

Всеукраинская общественная организация
«Рада Женщинц-фермеров Украины»

Клебанова Людмила
Геннадьевна

31

Одесская филия государственного
предприятия «Институт охраны
грунтов Украины»
«Одессастандарметрология»

Коврик Ирина
Дмитриевна
Колиджанов
Григорий
Вахтангович
Опацкий Александр
Евгеньевич

1
2

3

4
5
6
7

8
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Name of institution

Name

Name of institution

Name

Стратиенко Ольга
Борисовна
Таксис Людмила
Ивановна
Ященко Яна
Владимировна
Дидык Анна
Викторовна
Себова Марина
Степановна
Мельник Евгений

32

Ассоциация фермеров

Жук Николай

33

Оптовая торговля

Федоренко Роман

34

ФХ «Берекей»

35

Байрактар Дмитрий
Петрович
Евстифеев Николай

36

Згирин Алексей

37

Сергей Потапов

38

Афанасьев Михаил
Григорьевич
Кашульский
Александр

19

Всеукраинская общественная организация
«Рада Женщинц-фермеров Украины»
Всеукраинская общественная организация
«Рада Женщинц-фермеров Украины»
Всеукраинская общественная организация
«Рада Женщинц-фермеров Украины»
Всеукраинская общественная организация
«Рада Женщинц-фермеров Украины»
Всеукраинская общественная организация
«Рада Женщинц-фермеров Украины»
Общественная организация «Центр
развития села»
Менеджер Проекта по развитию
плодоовощного рынка ( Value Chaine Developer ), ответственный в 4х южных областях
ЛКХ ( Роздельная )

39

20

ФХ «Украина 2000» ( Роздельная )

Кожухар Вадим
Анатольевич
Поштаренко Виктор
Викторович

12
13
14
15
16
17
18

40

Борисова Лилия
Ивановна
Иванов Александр

41

Поротальев Г.Ф.
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