SECTION 1

The Market and Agri-Food Landscape
The EU Single Market

The European Union (EU) is the world’s largest single market and one of the largest markets for plants
and plant products. All of the trade partners of the European Union have to comply with one single set of
requirements when exporting to the EU. The internal market of the European Union provides exporters
an access to more than 500 million consumers encompassing 27-member countriesi, which form a single
territory for customs purposes. This means that no customs duties are paid on goods moving between EU
Member States; all EU Member States apply a common customs tariff for goods imported from outside
the EU; goods that have been legally imported can circulate throughout the EU with no further customs
checks.
The free movement of goods, the ability to transport and sell goods anywhere in the EU has been a key
element in creation of the European Union internal market. To a certain extent various national laws were
replaced by a single set of European rules, thus reducing costs and simplifying the export system for
companies wishing to trade in the countries of the European Union. The EU goods market is already well
integrated and harmonized between 27 countries. However, in order to ensure effective market
operation, EU companies must comply with certain rules and adhere to principles of fair competition.
The EU Customs territory consists of the territories of the following countries:

i

The United Kingdom withdrew from the European Union and is a third country as of 1 February 2020. During the
transition period, which ends on 31 December 2020, Union law, with a few limited exceptions, continues to be
applicable to and in the United Kingdom.

The EU Agri-Food Market and Production
Agriculture and its food sector play a vital role in the EU, and the EU's Common Agricultural Policy shapes
the basis for its agriculture related activities, food security and rural development in the territory of the
Union. This Section provides an overview of the EU agricultural sector, covering information on the EU's
main partners, main agri-food products traded, specific characteristics of trade as well as background
information.

Overview of the EU agricultural sector
The EU continues to be one of the world’s largest agricultural commodity exporting and importing
countries (See Figure 1).
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An overview of the overall development of the EU-27 trade of agricultural products between 2002 and
2019 is summarized in Figure 2. As can be seen from the figure, in 2019, extra-EU trade in agricultural
products accounted for 8.0 % of the total extra EU-27 international trade in goods.

FIGURE 2

Between 2002 and 2018, EU trade in agricultural products more than doubled, equivalent to an average
annual growth of 5% (See Figure 3).

FIGURE 3

Europe is a mature and diverse market and is responsible for 45% of the global trade value of fresh fruit
and vegetables. Five of the global Top 10 importing countries are in Europe. In general, demand is large
and relatively stable with short-term needs and prices regular changes. Thus, 2018 was characterized by
an oversupply of many products, which included garlic, potatoes, strawberries, and blueberries.1
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In 2019, the EU-27 imported 153 million tonnes of agricultural products; while it exported 134 million
tonnes million tonnes (see Figure 4). Between 2002 and 2019, the average annual increase in prices for
imports (2.6 %) was higher than for exports (2.0 %).2

FIGURE 4

Main Trading Partners for Vegetable Products
In 2019, the United Kingdom (€9 555 million, 23 %) was the EU's largest export destination for vegetable
products, while the United States (€6 389 million, 10 %) was the largest origin of EU imports (see Figure
5).

URL: https://www.cbi.eu/market-information/fresh-fruit-vegetables/what-demand#
2 Eurostat. Statistics Explained. Extra-EU trade in agricultural goods. /
URL: https://ec.europa.eu/eurostat/statistics-explained/pdfscache/39669.pdf

FIGURE 5

Imports of Fresh Fruit and Vegetables
Europe has a large and mature market for fresh fruit and vegetables with generally stable demand. The
need for year-round availability and the interest in new exotic produce maintain Europe’s continuous
dependence on external suppliers. 3
In 2019, in imports, amongst the three main group of agricultural products, the largest group was
vegetable products (44 %) followed by foodstuffs (34 %) and animal products (22 %) (see Figure 6).4
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FIGURE 6

In 2019, in imports of vegetable products, the largest part was 'edible fruit and nuts; peel of citrus fruits
or melons' (30 %, €20 billion) (see Figure 7). 5
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FIGURE 7

In 2019, the value of total trade (imports plus exports) of vegetable products between the EU-27 and the
rest of the world was €105 billion (see Figure 8).6
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FIGURE 8

Import from Developing Countries
The total value of imports from developing countries increased by 38% in five years to 18.2 billion euros
in 2018, significantly larger than the volume of imports from developed, non-European countries, which
grew by 20% over the same period. Fresh fruit have a greater impact on the value of imports than fresh
vegetables. This is because Europe is much more self-sufficient in vegetables than in fruit.7
Although the cost of imports increased, many tropical products were sold at lower prices in 2018. This
was due to oversupply in the fresh fruit sector. However, over a five-year period, the total value of
imported fruit grew faster than volume at approximately 30% opposed to 24%. 8
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Europe’s largest suppliers among developing countries above € 170 million euros
In value each and above average five-year growth (>38%)

EU Production of Fresh Fruit and Vegetables
The EU supports the fruit and vegetable sector through its market-management scheme, which has four
main objectives:
• a more competitive and market-oriented sector;
• fewer crisis-related fluctuations in producers’ income;
• greater consumption of fruit and vegetables in the EU; and
• increased use of eco-friendly cultivation and production techniques.9

.
.
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In 2018, the EU produced around 37.4 million tonnes of fruit (excluding grapes and strawberries, olives,
berries and nuts), of which citrus fruit production accounted for an estimated 11.1 million tonnes. Overall
fruit production across the EU was about 4.5 million tonnes higher in 2018 than in 2017, which was driven
by the higher production of apples. 10
The main producers of fruit remained Spain and Italy; Spain accounted for a little under 30 % of total
EU fruit production and Italy a little over one fifth. Still, for particular fruit other Member States were key
producers.11
Poland accumulated over one quarter of EU apple production. Over one half of all EU oranges came from
Spain. 12
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11 Ibid.
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In terms of weight, the main fruits harvested in the EU are apples, oranges and peaches. The EU had a
harvested production of 13.8 million tonnes of apples in 2018, 6.5 million tonnes of oranges and 2.6
million tonnes of peaches.13

Imports of Selected Fruit and Vegetables in Graphs
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Import of Tomatoes in 2019 by Country

Import of Apples in 2019 by Country

Import of Grapes in 2019 by Country

SECTION 2

The Export Challenge – A Strategic Approach to
Exporting to EU Markets
Why Export?

When considering exporting for the first time (or indeed further developing existing export sales), it is
important for companies to have a clear understanding of the reasons for wanting to export and to be
able to answer the question “why exporting is strategically important to the business?”
Below is a list of typical business reasons that often drive and motivate companies to export…
Reasons Why Companies Begin Exporting






Organic growth – natural progression from establishing a successful business in the domestic
market.
Customer led – an existing relationship with an important customer opens up an opportunity in
another market.
Necessity – spare capacity due to lower than anticipated sales in the domestic market.
Opportunistic – availability of unsold inventory or service led to finding customers in other
markets on an ad-hoc basis.
Strategic Planning – the next step in a strategic business growth plan having already achieved and
delivered on specific objectives and milestones.

In the context of the agri-food industry, in particular fruit and vegetables in Turkmenistan, exporting
locally grown and cultivated agri-food products is part of Turkmenistan’s long-term plan for the sector.
Turkmenistan has a declared policy ambition to not only become self-sufficient in agri-food production,
and in the process reduce its dependency on food imports, but to develop and build a sustainable agrifood exporting industry.
As the Turkmen government is investing in and supporting the agri-food sector with considered policies
and planning, it is important that entrepreneurs and private sector companies not only align themselves
to this national ambition but also follow a strategic and structured approach to exporting that will deliver
on both the national and private sectors desire to succeed.
It is within this context that this Exporting Guide has been developed in order to provide insights and
support to enable Turkmen agri-food companies approach exporting to EU markets in a professional
manner and meet not just the required standards in EU markets for agri-food products but also EU
customer expectations.
Competing in well established, well invested and highly efficient agri-food markets in the EU will mean
that Turkmen exporters will need to be clear about their objectives, understand EU markets and
customers, develop a compelling value proposition, comply with all food safety and certification
regulations and produce and deliver their products efficiently.

This requires Turkmen agri-food exporters to plan carefully, invest time and resources in preparing to
export in order to comply with standards and meet customer expectations and to validate that their
export strategy will deliver an adequate return on investment.

Export Strategy
In considering exporting to EU markets, it is imperative to ensure that the business is ready and that the
export strategy is aligned to the overall business strategy, structure and capacity to deliver.
For example, for a business that is already struggling to meet demand for its produce in the local Turkmen
market, embarking on an export strategy may well exacerbate an already difficult situation by placing
more demand on its production capacity.
There is a danger if the business does not address underlying issues/weaknesses already present in the
domestic market before entering export markets, it will fall into the trap of ‘exporting’ not just its products
but also these underlying issues. This will potentially put the overall business at risk – not just its success
in export markets.
That is why it is highly recommended to take the time to document the business’s export growth strategy
and plan its entry into relevant EU markets. This process will challenge the business to bring clarity as to
the business rationale and objectives for exporting and ensure that it identifies and addresses any
potential weaknesses and/or inhibitors to delivering the export growth strategy.
Export Growth Action Plan
Once clarity about the strategy alignment and direction of export growth has been documented, it will be
important to capture how the export strategy will be implemented in the business with clear objectives
and milestones.
To achieve this, the business will need to develop an Export Growth Action Plan to capture the specific
actions and activities that must happen in the to ensure success in export markets. These actions are often
referred to as “Must Win Battles” that when implemented and delivered will drive the export business to
meet its objectives with specific time frames.
Essentially, the Export Growth Action Plan will become a living and breathing document for the
management team in the Turkmen export business to follow in order to achieve its ambitions to export
into EU markets.
Much of what is covered in the different sections of the Export Guide in terms of best practice in exporting
needs to be captured by the exporting company its Export Growth Action Plan.

Export Business Canvas
Below is a useful one page document that will serve as a simple guide to developing an export strategy
and plan.

Turkmen agri-food companies considering exporting to the EU should use it to begin the strategy and
planning process in the business. The outcome of completing the Export Business Canvas for the first time
often highlights the lack of knowledge, information and understanding of exporting to EU markets that
will need to be addressed. It will guide the business to specific actions that need to be taken in order to
put a strategy together.

The Export Business Canvas

Priority M arket(s)

Export Customer
Segments

Export Customer
Profiling

Route-to-M arket

Resources &
Activities

Value Proposition

Cost Structure

Export M arket Revenue

Guide to Completing the Export Canvas by Section
Priority Market(s)
 What export market(s) are we targeting?
 What selection criteria are we using to make this decision? (PESTEL? Agri-Food Sector?)
 What do we already know about our export market(s)? What market research and analysis have
we done?
 Do we know enough to make a decision?
Export Customer Segments
 For whom are we creating value?
 Who are the most important customers?

 Is our target segment:
o Mass Market
o Niche Market
o Segmented
o Diversified
Export Customer Profiling
 What do we know about our key customers in export markets? (needs/ requirements/ purchase
power)
 What are the buying criteria of our key customers?
 What service requirements do they have?
 What problems can we solve for them?
 How are they currently solving these problems?
Our Value Proposition
 What value will we deliver to customers in export markets?
 Is our value proposition exportable? Do we need to adapt or change our value proposition?
 Is the value proposition the same in all export markets?
 How will we compete in export markets?
 What’s unique about our product/service? (i.e. newness, performance, customisation, brand,
status, cost reduction, risk reduction, convenience, accessibility)
Route-to-Market
 How do our export customers want to be reached or sold to?
 How will we reach them? (direct selling, agent, distributor, license)
 What is the most cost-effective way for us to reach customers in export markets?
 What structures do we need to support our export customers and/or our export channel partners?
Resources & Activities
 What key resources do we need to grow our exports?
o How will we deliver our value proposition? (sales and marketing)
o How will we support our customers? (orders, after sales service, returns)
o How will we support our channel partners?
 Do we have the production capacity to grow?
 Can our key suppliers manage the growth we are forecasting?
 Do we have the people skills in place to resolve export market problems? (e.g. languages)
 Do we comply with EU standards and regulations?
Cost Structure
 Do we understand the financial impact on our business of export growth? (human resources,
funding, plant & equipment, inventory)
 Have we developed an export pricing model?
 Can we afford an agent or a distributor? What margin are we giving away?
 What will be the cash impact on our business from export growth? (raw material inventory,
finished goods inventory, shipping cost, order-to-cash cycle)
 What are the critical resources and activities we will need to fund in order to get started in export
markets?

Export Market Revenue
 Are we clear about the value our customers are willing to pay for? Will this be at a premium to
our domestic market?
 How and who do our customers currently pay for this value?
 What is our revenue model for export markets? Does it differ from our current model?
 What is the incremental growth in revenue and profit expected from export markets?
 How will we handle payments in foreign currency (i.e. € Euros)?

It is not unusual for companies to realise that they have limited knowledge or understanding of the export
market, the target customers, the competition or how to compete in the respective markets when starting
to complete the Export Business Canvas.
Please refer to Section 3 - Market Research – of this guide for help with how to find information and data
on EU markets.
S.W.O.T. Analysis Tool
Assessing current Strengths ; Weaknesses; Opportunities and Threats as part of the strategic planning
process will add further value to company’s self-awareness of its ability and capability to export.
This is a means for Turkmen agri-food exporters to analyse the export opportunities, as objectively as
possible, in the context of the existing situation versus what will be needed to develop exports. It is
important for the business to be honest and objective in its assessments and perhaps to involve other
people in the business, mentors or associates who will be objective.
A SWOT analysis compares the internal situation of the company with the external market/competitive
situation. The aim is to assess the competitive situation on the basis of the analysis of internal strengths
and weaknesses and identify the appropriate actions open to the company. For example, in the case of
“Opportunities” consider “favourable conditions” and in the case of “Threats” consider “adverse
conditions”.
Examine the strengths and weaknesses of the company, products/service or other key relevant areas…….
Examine the developments in the export market(s), the agri-food industry, competitors, customers and
the relevant environmental influences etc.
Below are sample questions that Turkmen agri-food producers should ask as part of the SWOT analysis:

Aspects

How Does it Look in your Case?

STRENGTHS:
What unique characteristics does your company
or agri-food products have?
To what extent do you distinguish yourself from
the competition in your target markets?
What do you know about your target market?
What do you know about your target customers’
needs and requirements?
How can you add value to your target customers?
What are the core competencies of your company
that will add value to your customers?
What special know-how or unique information
does this require?
Aspects
WEAKNESSES:
What is your market position compared to your
competitors? Premium versus Mass-market?
How do your customers perceive your company
and products?
Does your product comply with EU food safety
standards and regulations?
Do you have all the skills and capabilities necessary
to take advantage of the opportunities in
exporting?
Do you have the funds to implement your export
plan?
Which parts of the business require further
investment to be ready to export?
OPPORTUNITIES:
What trends in the export market point to
potential sales opportunities?
What social or political trends or opinions
influence the market for agri-food positively from
your perspective?

How Does it Look in your Case?

What laws or regulations can you take advantage
of?
What technological developments might be
beneficial?
What socio-demographic factors are changing in a
positive way?
Are your customer’s showing positive signs of
growth?
Are your customers/consumers open to buying
product from Turkmen suppliers?
THREATS:
Are there specific trends or developments that
might make the target EU markets unattractive or
difficult to do business in?
Economic/Political/Social/Technological?
Is the market influenced heavily by “fads”?
Are there market entry or exit barriers that impact
your competitiveness or ease of access to the
market or your customers?
How strong is the competition?
How will your competitors respond to your entry
into the market?

Determining Potential Accelerators & Inhibitors to Exporting
Identifying a starting point and articulating the issues and challenges facing Turkmen agri-food companies
when looking to export to EU markets, can be daunting and complex as there can be a multitude of
challenges facing the business at the same time.
A recommended approach to get started is to complete the exercise below referred to as “Accelerators
and Inhibitors” in order to agree amongst the management team what the priorities for the business need
to be to get started on its export journey.
The purpose of this exercise is to identify what it is that the exporter must truly be focused on in in the
business, to help it grow in export markets. And, also what it is that must eliminated from the business,
in order to have the same effect. It is a very simple, straightforward exercise, but it is the quality of the
thinking that is applied, to really flush out the accelerators and inhibitors, that will yield true value for the
business from this process.

The Exercise
Please consider the Top 3 Accelerators and Inhibitors for the business in order to start the process of
developing an export growth strategy.
An accelerator is something which if it were to be in place, would really help the business grow significantly
and at a greater rate than is currently the case in export markets. An inhibitor is something which, if it was
removed, would allow the business to grow more rapidly in export markets.
Accelerators
An example of an accelerator, would be a significant increase in funding available for the business.
However, whilst this might seem a very logical accelerator, it is only an accelerator, if the business has a
very clear plan around what it would do with the money. The money, of itself is not an accelerator.
Another accelerator might be the addition of a key skill (EU Languages) within the management team that
is currently missing by hiring someone who speaks the language of the EU markets being targeted.
The scope of what the business defines as accelerators could cover any of the following areas:
 The management team-structure, composition, roles, talent, skills i.e. someone in the business
who understands exporting processes/documentation for EU markets
 Other people skills and talent-gaps which if filled, would accelerate the growth of the business
 Culture within the organisation-increasing the productivity of the business, through alignment
across the organisation
 Company financing – funding growth in cash payment terms and/or capital investment in the
business to become more competitive
 Research & Development skills
 Ability to bring a product/service to market-covers the ability to launch in multiple markets,
understand what is required to be effective in executing effectively in the chosen markets
(including such issues as needing people on ground in local market)
 Quality of product – compliance with EU regulations
 Accreditation by a recognised International organisation in food safety standards and certification
 Investment in processing equipment to add value to agri-food products
 Market research to evaluate and validate the commercial opportunity for Turkmen agri-food
products in targeted EU markets.
 Partnering - availability of partners, attractiveness to partners, increasing mind share with
partners, ability to manage partners
Inhibitors
Inhibitors are the corollary of accelerators and reflect those areas which are holding the business back
from growing. The inhibitors are likely to come from one, two or more of the areas that have been
identified above as sources of acceleration. It is really important when considering inhibitors, as it is when
considering accelerators, to be clear that the root cause of what is inhibiting the business from exporting
is identified and not something that is actually a symptom. As an example, funding is only an inhibitor, if
it is stopping the business from doing something.

Some examples of inhibitors are:
 The management team - expertise in certain areas is lacking and it is holding the business back
from growth – technical expertise, marketing skills, language skills to do business in EU markets
 Culture within the organisation - the culture in the organisation doesn’t drive optimum
performance from the team as a whole and doesn’t support the ambition to grow
 Company financing - restricted working capital inhibiting ability to increase capacity
 Lack of accreditation or certification to meet EU standards
 Training or expertise needed to implement and comply with EU food safety standards and
regulations.
 Innovation - the quality of the innovation results in products that are not winners in their class
and you are struggling to identify and deliver on winning products.
 Access to raw materials/land to increase production in order to meet additional export demand

Globalisation and EU 27 Market
What is Globalisation?
Globalisation is a growing phenomenon in international trade whereby geographic boundaries or
distances no longer create a barrier to conducting business in multi-markets at the same time. Essentially,
geography and distance have become irrelevant and very small companies in small or less developed
countries can take advantage of this as well as large multi-national and “Global” companies from the more
developed or industrialised countries.
“Think of distances in terms of seconds rather than kilometres!”
In a relatively short period of time the world has seen a shift in economic power as countries such as
China, India and Brazil have grown in economic strength to respond to growing internal demand and to
avail of their competitive advantage with regard to low labour costs to increase their exports of goods and
services. This growth has been achieved against a backdrop of economic recession and crisis in the USA,
Japan and Europe – formerly the world’s powerhouses of economic growth and activity.
Global trends have changed completely the pattern and reasons for international growth. Due to the
increasing threats from global competition, exporters from countries with small domestic markets have
to think about how to grow internationally and more critically how to do so at an early stage of their
development and often in multiple markets.
For many companies in Turkmenistan, the domestic market may not offer enough growth opportunities
– sometimes a company’s long-term survival will depend on its ability to expand through exporting.
However, the need to export at an early stage of a company’s evolution can pose problems where there
is a lack of international management skills and know-how related to handling issues associated with new
market entry and the establishment of marketing channels.
Improved communications and technology, lower transportation costs, deregulation and the creation of
more accessible markets, mean that the risks are often lower and the opportunities greater than ever,

particularly, for Small and Medium Enterprises (SMEs) willing to invest resources in international
expansion.
If exporting companies can offer a cost-effective solution to a customer’s need then they can sell
anywhere. Whereas historically a customer would be concerned about buying from a supplier thousands
of kilometres away, today that is no longer the case. In recent years, the internet has dramatically lowered
barriers to exporting, making it possible to access customers across the globe in a short time.

What are the Key Drivers of Globalisation?
Today’s global markets are very complex and exporters from countries such as Turkmenistan will
recognise not only the threats their domestic business face from growing international competition (i.e.
dependence on imported agri-food products) but also the opportunities that changing market forces
bring. These opportunities have come about from a number of key market forces that have driven, and
continue to drive change.





The creation and enlargement of single market trading blocks.
Advancement in global communications and new technologies.
Improvements in transportation and logistics.
Deregulation and privatisation of industries.

Single Market Trading Blocks
The enlargement of trading blocks such as the EU 27 has created single market conditions eliminating
traditional country barriers to trade and transforming the definition of the “home” country. Of equal
importance in Europe has been the introduction of the “Euro” that has facilitated trade between and to
these markets. Similar trading blocks have been created in recent years such as:




ASEAN trading block in South East Asia involving Brunei Darussalam, Cambodia, Indonesia,
Lao, Malaysia, Philippines, Singapore, Thailand, Vietnam.
The South American Single market MERCOSUR involving Brazil, Peru and Argentina.
The North American trade block, NAFTA, involving Canada, the USA and Mexico.

The World Trade Organisation (WTO) has brokered the reduction of trade barriers between the trading
blocks and in the process has opened up markets globally. These enormous changes in international
trading conditions have resulted in an explosion in opportunities for all companies, including small and
medium sized enterprises.
Global Communications & New Technologies
Extraordinary improvements in information and communications technology (ICT) have meant that
companies can identify opportunities for growth and manage global activities in a way that was
unimaginable only a few years ago. The rapid and pervasive influence of the internet, mobile telephony
(Wi-Fi), smart phones & tablet computers have brought about the ability to enter new markets and
manage global customer bases at affordable costs for small as well as large companies.

Achieving a market presence, supporting a distribution network in multiple markets and offering
customers after-sales support services are now within the reach of most companies through the
application of information technology.
Transportation and Logistics
A quiet revolution has taken place in the freight industry, due to the trend towards containerisation and
the emergence of trans-global freight integrators such as TNT, FedEx, UPS and DHL. As a consequence,
transportation costs have dropped significantly over the past number of decades. This has increased the
economic benefit of producing goods far from the markets where they are sold.
Due to the lower market entry costs, there is an increasing number of marketing channel options and
entry to many different countries, both adjacent to and distant from the exporter, is economically feasible
- 95% of the world’s cargo volume still moves by ship.
Over the past 25 years, scale efficiencies have driven unit transport costs down considerably, for example,
container freight costs on the strategically important Europe-USA route have decreased by nearly twothirds when adjusted for inflation.
While sea freight still takes the lion’s share of the world’s cargo, air freight is critical to high value product
exporters. Companies such as DHL and FedEx have created a new breed of air-freight services with
guaranteed international delivery times increasing customer satisfaction.
In addition to these improvements in the physical movement of goods, logistics information systems have
been developed to communicate shipment status in real-time over the internet, thus improving shipment
efficiency, reducing customs clearance time and eliminating paperwork.
Improved communications and transportation mean that companies can spread their processes and
activities around the world, performing each step in the most advantageous location. Companies can carry
out design and marketing processes in Europe, locate their call centre in India, manufacture in China and
supply a network of agents and distributors across the globe!
Potential Impact of COVID19 on Global Supply Chains
However, the global pandemic caused by COVID19, has challenged many companies to review their supply
chain strategies, in particular single supply chains that are distant from the markets being served. For
instance, low cost economies such as a China will be challenged to hold onto business given the supply
chain breakdown that occurred as a result of the pandemic. There is a shortage of shipping containers
causing significant supply chain delays to key global markets from China.
Many companies, and indeed countries, are reviewing and re-imaging their supplies to include source
markets closer to the “home” market…this may represent opportunities for Turkmen agri-food products
(tomatoes; grapes; melons; apples and paprika) in Eastern EU markets that may be closer than some of
the existing source markets. Validating this through market research will be an important first step for
Turkmen agri-food producers.
See Appendix 1 - List of some of the Key Players Influencing Globalisation

Globalisation Summary
In recent year’s globalisation, changes in international trade and new technology have had rapid and
significant influences on how companies do business in international markets.
This is evident across EU agri-food markets as common food safety standards and regulations have been
implemented across the EU 27, continued investment is taking place to improve the efficiency and
innovation of EU agri-food producers and European retailers are expanding their reach into all 27 EU
markets.

International Trade & Competition
In recent years there has been a rapid increase in international competition in almost all industries and
markets including the EU 27.
 Differences in capability between industrialised nations are diminishing.
 Developing nations have low labour costs, and sometimes subsidised manufacturing industry.
 New entrants benefit from the experience of others and can adopt the latest techniques without
having to scrap an existing method.
 Trade barriers are disappearing, resulting in products/services from overseas being more readily
available.
 Communications have improved, so that products/services can now be provided from an
international base and transported relatively quickly and cheaply.
 Customers have access to information more easily (Internet) and are more aware of what
products are available and more discerning in what they choose to buy.
 The impact of Brexit and the EU 27’s future relationship with the UK as a trading partner is yet to
play out…opportunities for may arise for non-EU countries fill gaps in agri-food supply.
 The global pandemic, COVID19, has changed how we work and how consumers shop forever –
food producers, wholesalers and retailers will have to respond to this changing behaviour to offer
consumers different ways to shop for food (internet shopping/home delivery/collection points
etc.). The food supply chain will have to take this into account and provide solutions not just for
long-life products but also for fresh, frozen and chilled products.

The EU 27 Marketplace
All exporters should build their knowledge base of their target export markets starting with understanding
the Macro Economic drivers that indicate whether a market is growing or in decline. There are periods of
time when the macro economic performance of individual countries (markets) make it less attractive as
an export target and it may be better to wait for the economy to improve behaviour selecting it as an
target export market.
For example, if the Consumer Price Index showed a consistent deflationary trend within an economy it
might be very difficult to compete in that market against local suppliers and to return a profit as an
exporter.

Below are some of the key economic indicators that Turkmen agri-food exporters should assess in order
to build up their knowledge of local macro-economic conditions in target EU markets.
Key Economic Indicators
When considering and analysing EU markets for their export potential or attractiveness, a review of some
of the key economic indicators of the markets is essential to provide the exporter with some insights into
recent economic performance that will assist in the exporting decision making process.
There are many different economic indicators and measurements available for the EU 27 an economic
block and also for each of the 27 individual markets/economies. For the purpose of this Export Guide we
will take a look at a few key indicators that are available for all 27 EU member countries.


Gross Domestic Product (GDP): is commonly used as an indicator of the economic health of a
country. GDP measures the monetary value of all the finished goods and services produced within
a country's borders in a specific time period, though GDP is usually calculated on an annual basis.
It includes all of private and public consumption, government outlays, investments and exports
less imports that occur within a defined territory.



Gross Domestic Product per Capita: A measure of the total output of a country that takes the
gross domestic product (GDP) and divides it by the number of people in the country. The per
capita GDP is especially useful when comparing one country to another because it shows the
relative performance of the countries. A rise in per capita GDP signals growth in the economy and
tends to translate as an increase in productivity.



Gross National Income: The sum of a nation’s gross domestic product (GDP) plus net income
received from overseas. Gross national income (GNI) is defined as the sum of value added by all
producers who are residents in a nation, plus any product taxes (minus subsidies) not included in
output, plus income received from abroad such as employee compensation and property income.
GNI measures income received by a country both domestically and from overseas. In this respect,
GNI is quite similar to Gross National Product (GNP), which measures output from the citizens and
companies of a particular nation, regardless of whether they are located within its boundaries or
overseas.



Exports as % of GDP: The ratio of exports to GDP expressed as a percentage. The index shows the
overall degree of reliance of domestic producers on foreign markets. It is similar to the trade
dependence index, but may provide a better indicator of vulnerability to certain types of external
shocks (e.g., falls in export prices or changes in exchange rates).



Imports as % of GDP: The ratio of total imports to domestic demand, as a percentage. The import
penetration rate shows to what degree domestic demand (the difference between GDP and net
exports) is satisfied by imports. Calculated at the sectorial level it is termed the self-sufficiency
ratio. The index may be used as the basis of specific policy objectives targeting self-sufficiency. It
may provide an indication of the degree of vulnerability to certain types of external shocks.



Consumer Price Index (CPI – Inflation): A measure that examines the weighted average of prices
of a basket of consumer goods and services, such as transportation, food and medical care. The

CPI is calculated by taking price changes for each item in the predetermined basket of goods and
averaging them; the goods are weighted according to their importance. Changes in CPI are used
to assess price changes associated with the cost of living. Sometimes referred to as "headline
inflation."


Agriculture, Value added as % of GDP: Measures the net output of the agriculture sector after
adding up all outputs and subtracting intermediate inputs. It is a reflection of the importance of
the sector to the local economy. It includes forestry, hunting and fishing as well as cultivation of
crops and livestock production.

For access to EU27 Key economic indicators please use the hyper link below.
https://ec.europa.eu/eurostat/cache/infographs/economy/desktop/index.html
Eurostats tracks the key economic indicators for all 27 EU members as well as some of the EUs trading
partners.

Further Analysis of EU Markets
After reviewing some of the key economic indicators of the target EU export markets, a further step to
gain insights into the macro business environment is to learn about the political, economic, legal and
environmental factors impacting the local market economy. These need to be understood before
beginning to look at the more specific issues such as competition, customer demand, pricing, logistics etc.,
The objective is to make sure the exporter is are aware of any potential policies, governmental and/or
legal issues that may impact their decision to do business a given market.
Political Economy
A country’s political economy refers to its political, economic and legal systems.
A country’s political system has major implications for the practice of international business and the
associated risks and must form part of the exporter’s analysis and assessment of a potential export
market. Examples of different political systems include…
•
•

•
•

Collectivism – refers to a philosophy that stresses the primacy of collective goals over individual
goals. Examples of collectivism are the former Soviet Union, Cuba, China.
Individualism – is a political philosophy that suggests individuals should have the freedom over
their economic and political pursuits. Examples of countries adhering to this philosophy are USA,
Germany, UK, Australia
Democracy – is a political system in which government is by the people, exercised either directly
or through elected representatives. Examples of democracy are USA, UK, France, Germany
Totalitarianism – is a form of government in which one person or political party exercises absolute
control over all spheres of human life, and opposing political parties are prohibited. Examples of
totalitarian governments are Korea, China and Columbia.

However, all current 27 member states of the EU operate in a democratic political system.

Economic Development
A country’s level of economic development affects its attractiveness as a possible market or production
location, in addition to the key economic indicators of growth and economic well-being, exporters should
also consider the following:
•

•
•
•

Innovation (new products, new processes, new organisations, new strategies) is seen as an engine
of long-run economic growth.
• Entrepreneurs first commercialise innovative new products/processes
• Level of investment in the agri-food sector
Economic freedom associated with a market economy is often seen as creating greater incentives
for innovation and entrepreneurship than either a planned or mixed economy.
Geography can influence economic policy and development. (i.e. located close to or within large
urban populations)
Education levels also influence economic development.(i.e. literacy levels, % of people attending
3rd level institutions)

Legal Systems
A country’s legal system refers to the rules and, or laws, that regulate behaviour, along with the processes
by which the laws of a country are enforced and through which redress for grievances is obtained.
A country’s legal system is important because:
 Laws regulate business practice.
 Laws define the manner in which business is transactions are to be executed.
 Laws set down the rights and obligations of those involved in business.
There are three main types of legal system that exporters will encounter:
1. Common law which is based on tradition, precedent and custom.
2. Civil Law which is based on a very detailed set of laws organised into codes.
3. Theocratic Law which is based on religious teachings and beliefs.
EU laws and regulations supersede many local laws in most EU Markets.
Differences in Contract Law
A contract document specifies the conditions under which an exchange is to occur and details the rights
and obligations of all parties involved. In a common law state, contracts are very detailed with all
contingencies spelt out. In a civil law state, contracts are shorter and much less specific.
EU laws govern most business contracts across the EU member states – however, it always important
to ensure that exporters are informed with regard to any specific clauses where local contract law might
supersede EU contract law.
Intellectual Property:

Intellectual property rights refer to things such as computer software, a screenplay, unique manufacturing
process, engineering process, or perhaps a chemical formula, that is the product of intellectual activity.
Intellectual property rights include:
 Patents – documents giving the inventor or owner of a new product/process/design the exclusive
rights to the manufacture, use or sale of that invention (design).
 Copyrights – are the exclusive legal rights of authors, composers, playwrights, artists and
publishers to publish and dispose of their work as they see fit.
 Trademarks – are designs, names and logos often officially registered, by which merchants or
manufacturers designate and differentiate their products.

Product Safety & Liability
An unavoidable challenge of operating in EU markets is the need to ensure that Turkmen agri-food
exporters, its products and its employees comply with either EU (and/or international) food safety or
local safety laws and that Turkmen company is sufficiently insured against product liability.
EU food safety regulations set certain safety standards to which a product must adhere/comply.
Companies must decide whether to adhere to the standards of the home country or the standards of the
host country, if there are no recognised international standards in operation.
Product liability involves holding a firm and its officers responsible when a product causes injury, death or
damage. Liability laws are clearly set out by EU legislation and apply in all 27 member states.
P.E.S.T.E.L Analysis Framework
The P.E.S.T.E.L. market analysis model is used by many international marketers and exporters as a
framework to quickly understand the various dynamics of export markets in order to evaluate the
suitability of the market with the company’s own strengths and business objectives.
Political
• Government
involvement in the
economy.
• Tax policy
• Labour laws
• Trade restrictions
• Tariffs
• Political stability
• Public owned services
(Energy/Natural
resources)
• Government policy on
health/education and
infrastructure
• Regulatory environment
and compliance

Economical
• Economic growth
• Openness of the
Economy
• Imports v Exports
• Competition –
International or local
• Interest rates
• Exchange rates
• Inflation rate
• Unemployment v
Employment

Social
• Health consciousness
• Attitude to Safety
• Business culture and
practices
• Consumer attitudes &
opinions
• Lifestyle trends
• Ethical issues
• Ethnic/religious factors
• Social norms
• Demographics
• Age distribution
• Career attitudes

Technological
• Research &
Development activity
(R&D)
• Automation
• Technology incentives
• Rate of technological
change
• Innovation
• Information &
communications

Environmental
•
•
•
•
•
•

Weather
Climate Change
Waste disposal
Packaging materials
Pollution
Energy cost

Legal
• Corporate law
• Consumer law &
protection
• Employment law
• Antitrust Law
• Health & Safety
• Intellectual property
issues

The table below is a sample PESTEL analysis for the EU single market. The framework can be applied to an
individual country or indeed a specific industry or sector within a market. The objective is to broaden the
exporters understanding of some of the macro factors that might impact on the ability to do business in
a country or industry.
P.E.S.T.E.L. – Sample PESTEL analysis for the EU Single Market

Political

Economical

Social

Technological

Environmental

Legal

• Union of 27 countries
• UK recently left the
union
• Influencer in maintain
peace across Europe
• Major political power on
the global market
• The EU operates a
democratic political
system
• European Parliament
based in Strasbourg
with elected members
from all 27 states
• European Commission
based in Brussels is the
EU’s executive body.

• EU single market with ~
500 million consumers
• 21 million SMEs – the
EU has been very
effective in removing
internal tariffs and
administrative barriers
to trade
• Free movement of
goods, services, capital
and labour in all 27
countries.
• The € (Euro) is the
official currency for 19
of the 27 member states
and is now one of the
most widely used
currencies in the world.
• The EU has free trade
agreements with many
countries

• EU works to preserve
the rich and varied
cultures in Europe
• EU citizens can travel,
work and live anywhere
within the EU.
• Most students in the EU
learn a foreign language
in school
• The EU is rich and
diverse in sports –
football is the most
popular.
• Examples of social
challenges include in the
EU include rate of
female employment;
ageing population;
youth unemployment;
income and wealth
inequality

• The EU is home to some
of the most
technologically
advanced countries in
the world – Germany;
Sweden; France Finland.
• The EU is a scientific
powerhouse
contributing to
advancements in
science and technology.
• EU suffers from a lack of
an IT skilled workforce.
• EU needs to invest more
in the Artificial
Intelligence revolution
to catch up with the
USA and China.

• The EU is home to some
of the world’s most
beautiful and reknowned cities
• Some of the most
visited countries in the
world are in the EU
• Tourism plays an
important role the EU –
accounting for approx
11 million jobs.
• EU faces big
environmental
challenges – air
pollution; climate
change; loss of
biodiversity; forest
degradation.
• EU is leading in the
global charge to battle
climate change by
introducing new
legislation and carbon
reduction targets across
all 27 member states.

• The EU has its own legal
system
• It is separate from
international and highly
respected
• EU law overrules the
national law of each
member state.
• The uniform application
of EU law means laws
are consistent in their
interpretation and
application.
• EU standards and
regulations apply in all
27 countries and are
applied consistently.

Risks and Benefits of Exporting to EU Markets
As in in any business venture whether in the domestic market or international markets, there are inherent
risks that Turkmen agri-food exporters must be aware of and seek to mitigate as part of the exporting
strategy and planning process.
Risks
There are four primary risks that exporters need to understand and address, if relevant to their business.
• Political Risk – the likelihood that political forces will cause drastic changes in a country’s business
environment that adversely affect the profit and other goals of the exporter’s business. For
example , a local referendum that decides to take a country out of the EU – i.e. BREXIT resulting
in the UK leaving the EU.
• Economic Risk – the likelihood that economic mismanagement will cause changes in a country’s
business environment that adversely affecting the profit and other goals of your business. For
example – an increase import tariffs on agri-food products from outside the EU27.
• Legal Risk – the likelihood that a trading partner will opportunistically break a contract or
expropriate property rights. For example, a distribution partner may enforce contractual penalties
in the event that product is not delivered on time or in full.

•

Practical Risk – investment in time, people and cash to pursue export opportunities may put the
domestic business at risk. For example, the business owner has to invest all of his/her time into
developing the export side of business and can’t support existing customers in Turkmenistan.

Overall Risk Assessment
• The overall attractiveness of an EU country as a potential market for Turkmen agri-food producers
depends on balancing the benefits, costs and risks associated with doing business in that country.
• Generally, the costs and risks are lower in economically developed and politically stable markets
such as EU member states.
• However, the potential for growth may be limited by the intense competition from local
producers, producers in other EU member states and international exporters.
• Compliance with evolving EU food safety standards and regulations represents a risk for Turkmen
agri-food producers as well as meeting specific EU customer expectations.

SECTION 3

Market Research

Introduction to Market Research
“Knowledge is Power”…….without it we cannot make the right decisions when it strategizing and planning
our business growth. It is a fundamental requirement when considering growth in export markets. This is
a step in the strategic planning process should not be avoided, skipped over or only partially completed.
Companies who “skip” over, and or , only make a token effort to conduct market research often pay the
price down the road when they realise that they may have overestimated the size of the opportunity but
have already committed cash to gearing up for the anticipated sales from a new export market. Others
may have realised too late, that they could not compete with either the local or international competition
and found that they could not make money in an export market.
Either case can prove very costly, particularly to small or medium size companies that can ill afford the
losses incurred. In some cases, they discover that what used to be a perfectly viable and profitable
domestic business is now in trouble due to the financial pressure caused by avoidable mistakes and/or
over eagerness to jump into export markets.
Research is not a “silver bullet” and won’t necessarily help Turkmen agri-food exporters avoid all possible
pitfalls or risks associated with export markets; however, it will contribute significantly to both
understanding the dynamics of EU markets and in identifying those most suited to the objectives and
strengths of the exporter.

Once the research has been completed the next step will be to use the research information and
knowledge gained to validate whether export opportunities in EU agri-food markets match the companies
capabilities and competencies to ensure that the selected market(s) will deliver a return on investment
for the business.
There are different types of market research often referred to as Primary or Secondary (Desk) research
and these have explained in more detail below.
With regard to market research there are essentially two types of information or data, that exporters
require in order to support the decision making process and the creation of an appropriate export
marketing strategy and plan – grounded in fact and value adding information/data.
Primary Information/Data
Primary information comes directly from the source, that is, for example potential customers in EU
markets. Accessing sources of primary research is often difficult and time consuming. Typically it is
information that comes directly from the customer or industry experts in the relevant export market. The
ideal way to access this information is for Turkmen exporters to engage directly with potential customers
in EU markets or hire someone else to gather the data/information via surveys, focus groups and other
methods.
When conducting primary market research, there are two types of information that can be gathered:
exploratory or specific. Exploratory research is open-ended, helps define a specific problem, and usually
involves detailed, unstructured interviews in which lengthy answers are solicited from a small group of
respondents. Specific research, on the other hand, is precise in scope and is used to solve a problem that
exploratory research has identified. Interviews are structured and formal in approach.
Of the two, specificis the more expensive.
Secondary Information/Data
Market research has already been compiled and reported on by a third party. Examples of secondary
information include reports and studies by government agencies, trade associations or other businesses
within the agri-food industry.
Secondary research uses outside information assembled by government agencies, industry and trade
associations, labour unions, media sources, chambers of commerce, and so on. It's usually published in
pamphlets, newsletters, trade publications, magazines, and newspapers. Secondary sources include the
following:




Public sources. These are usually free, often offer a lot of good information, and include
government departments, business departments of public libraries, and the internet.
Commercial sources. These are valuable, but usually involve cost factors such as subscription and
association fees. Commercial sources include research and trade associations, banks and other
financial institutions, and publicly traded corporations.
Educational institutions. These are frequently overlooked as valuable information sources even
though more research is conducted in colleges, universities, and technical institutes than virtually
any sector of the business community.

Role & Importance of Market Research
In today’s highly competitive business environment, where barriers to accessing millions of customers on
a global scale are reducing or disappearing at a rapid rate; the cost of entry to EU markets and of providing
customer support is reducing; and the cost of shipping is becoming more and more competitive –
exporters need to clearly understand, analyse and validate the opportunities in EU markets before
committing to exporting.
Having a great quality agri-food product, or a strong and respected business in Turkmenistan, counts for
nothing, if Turkmen producers do not understand and use knowledge of the export market to add value
to their EU customer’s business. Strategies and business practices that work well in the domestic Turkmen
market may not work, be affordable or even permitted in EU markets……the only way to build knowledge
and exporting expertise is to invest time and some resources in finding out.
As EU customers, and consumers, become more and more discerning in their buying attitudes and habits,
due in part to ease of access to information via the internet and to increasing quality and service
standards, meeting EU customer expectations will be become critical to succeeding in exporting to the
EU. EU customer expectations re product quality, presentation, price, logistical compliance etc., may vary
significantly from Turkmen customers and also, from one EU market to the next.
Taking the time to fully understand and appreciate potential customers’ expectations in each of the target
EU export markets will be critical to building relationships, sales and customer service.
Meeting Customer Expectations: 4 Things Your EU Customer will expect:
1. You know YOUR PRODUCT (service)
2. You know THEIR MARKET
3. You understand THEIR NEEDS
4. You will ADD VALUE to THEIR business.
Achieving EU food safety standards and compliance with EU regulations MAY not be enough to actually
compete and win business in the agri-food sector in EU markets.
Turkmen agri-food companies will need a much deeper understanding of EU agri-food market dynamics
and of customer expectations in order to increase the chances of competing for business in EU markets.
Research conducted by a an international research company, Forrester – suggests that greater than 74%
of buying decisions are made in the business-to-business (B2B) environment BEFORE the two parties
actually meet. This is down to interested parties researching to find out as much as they can about
potential suppliers or customers before “sitting down” to negotiate business together.

Defining the Market & Customers
An important first step in researching EU export markets for Turkmen agri-food producers (or
entrepreneurs) is to define the what the company is hoping to achieve by exporting to EU markets and
what type of potential customers it is hoping to serve.

In a nut shell, this involves brainstorming, perhaps with all the management team and recording any
information/data that is already known about the target EU market(s) and potential customers. This
worthwhile exercise, will help, not only define the criteria that agri-food producers are looking for but,
more importantly, help identify what the company does not know about the target markets and potential
customers.
Essentially some critical knowledge gaps will be identified that the company will need to address to before
it can begin assessing the viability of doing business in the target EU markets.
What information or data should Turkmen agri-food producers look for in an EU market?
 The total size in value and volume terms of agri-food products and the specific category relevant
to their business (i.e. the market for apples or tomatoes in Poland)
 What is the value/volume of imports into the target EU market for product category and which
countries currently supply the market?
 Is consumption of the product(tomatoes; apples; grapes) growing or declining the target EU
market?
 How competitive is the local market?
 What is the business culture of the EU market like?

What type of customers are you looking for?
 A few large customers or many small customers?
 Mass market or niche? Large geographic reach?
 Specialised with product knowledge or generalists?
 Customers with Big buying power?
 End-consumers or intermediaries?
 Manufacturers using agri-food products in their production process (ingredients)?
 Foodservice companies using agri-food products in meal preparation (Hotels; Restaurants; Cafes
– HORECA sector)?
 Supermarket retailers buying fresh/frozen fruit and vegetables in raw, prepacked processed
formats?
 What is the infra structure of the market? How do customers currently by agri-food products for
use in their business?
o Directly from the producers or suppliers?
o Through agents or distributors?
o Through specialist buying or sourcing organisations?

When considering marketing research there are four general categories that Turkmen agri-food
companies will need to ask and answer questions through market research in order to fully assess and
validate the export opportunity in any EU market.

1.
2.
3.
4.

Market Intelligence
Customer Insights
Competitor Insights
Product Intelligence

Let’s explore these in more detail…
1. Market Intelligence
 How will you gather intelligence about the target EU market? (e.g. market size, growth
rate, regulations, business culture). Who in the business will take responsibility for
conducting or leading the research?
 What information is required to understand the dynamics of the export market? What is
the current structure of the market? Is the market broken down into specific market
segments that fit the profile for Turkmen agri-food products?
 How will market drivers be identified?
 What steps will be taken to ensure that Turkmen agri-food producers are up to date on
emerging innovation or use of technologies in the target EU market?
 What steps will be undertaken to understand the cultural differences in the EU markets
being targeted? How might this impact the approach to do doing business? Will this
change the way that Turkmen producers need to sell in these markets?
 What cost factors are important and how do they compare in the target EU markets? (e.g.
delivery costs)
 What barriers to entry exist? (e.g. political, market access, cultural, commercial, legal,
distance, compliance)
 Are market conditions stable from a political, economic and regulatory perspective?
2. Customer Insights
 Why, how and when do customers buy the agri-foods that Turkmenistan produces? What
research has been done to understand the buyer's journey? How will Turkmen producers
influence them to change suppliers?
 What is the unique value proposition that Turkmen agri-food producers will deliver to EU
customers?
 What understanding do Turkmen producers have of the customer's business challenges
and priorities?
 Who within the customer organisation is buying? Is it a technical, operational or executive
decision maker or a combination of these? Who will sign the contract?





Who is influencing and advising the customer? What other sources influence the customer
when it comes to making decisions about purchasing agri-food products from new
markets?
What research will be done to understand the markets the customers are selling into?
What publications and sources of information do EU customers subscribe to find out about
potential new suppliers or new products?

3. Competitor Insights
 What type of competitor benchmarking will Turkmen producers conduct in each of the
target EU markets or customer segments?
 Who are the local and international competitors? What is known about these competitors’
strategy and market focus?
 What is the value proposition of existing competitors in the EU markets?
 What insights are known around the nature of competition? (e.g. number of competitors,
relative market share)
 What investments have competitors made in recent times?
 How does their capability in the market compare to Turkmen agri-food producers?
 How do competitors sell in EU markets? What routes to market do they take?
 On what basis will Turkmen agri-food producers compete in EU markets?
4. Product Intelligence
 How does the Turkman product (ie tomatoes/melons/grapes) benchmark itself in terms of
the competition?
 What product and pricing intelligence will be gathered? How price sensitive is the market
or sector?
 How is the product sold and marketed relative to the competition?
 What is the value proposition that Turkmen producers will deliver and how does it
compare against the main competitors?
 Has the Turkmen value proposition been validated? How many potential customers have
been approached?
 What is unique about Turkmen products in value terms rather than in terms of product &
features?
 Are Turkmen products market ready or will some localisation be necessary?
(e.g.
language, product features, compatibility, specification)
 Does the Turkmen agri-food producer comply with EU food safety and product labelling
standards?
Potential Sources of Information & Data on EU markets
Having defined and identified the knowledge and information gaps with regard to EU export markets and
potential customers, it’s time to set-about sourcing the information needed to fill the gaps.
Generally, speaking it is best to begin with focussing on sourcing the secondary data & information that
is needed in order to build a picture of the EU export markets attributes and dynamics.
Below are two easily accessible sources of economic and trade related data that Turkmen agri-food
producers should familiarise themselves with as part of the export strategy and planning process.



EuroStats – is a free source of data for all 27 EU markets ranging from economic data to
production, imports and exports for a number of product categories including the agri-food
sector. It is worthwhile spending time investigating the agri-food categories relevant to Turkmen
agri-food producers .
o https://ec.europa.eu/eurostat



The International Trade Centre – again this is a free service tracking international trade between
more than 269 countries globally. Using the relevant international tariff codes it is possible to
track exports to and from countries and imports into countries from around the globe. In certain
markets more detailed information is available on which companies are exporting /importing
products into countries globally.
o www.intracen.org



The European Union Official Website (https://ec.europa.eu/info/index_en) – provides a wide
range of information about the EU and doing business in the EU. However, the link below to
individual factsheets that present the annual economic and agricultural data for each member
state should be of interest to Turkmen agri-food producers.
o https://ec.europa.eu/info/food-farming-fisheries/farming/facts-andfigures/performance-agricultural-policy/agriculture-country/eu-countryfactsheets_enhttps://ec.europa.eu/info/food-farming-fisheries/farming/facts-andfigures/performance-agricultural-policy/agriculture-country/eu-country-factsheets_en

How to find necessary information an example…
The European Commission’s Trade Helpdesk website (https://trade.ec.europa.eu/tradehelp/ ) takes a
systematic approach to provide product-specific information regarding import requirements, import
duties, rules of origin and trade statistics.
Exporters from outside the EU countries who want to export their products to the EU can obtain productspecific information by entering the nomenclature code related to their product based on the
international Harmonized System.

For example, to find EU import requirements for vegetable products use the “Find my product code”
function on the “I want to export to the EU” web page, open the Group List. In section II “Vegetable
products” select group 08 “Edible fruit and nuts; peel of citrus fruit or melons”; group 0807 “Melons
(including watermelons) and papaws (papayas), fresh”; group 0807110000-190000 “Melons (including
watermelons)”:

On the “I want to Export to the EU” web page, enter the 10-digit product tariff number (0807110000),
country of origin (Turkmenistan), country of destination (Netherlands) and select the "View Rates and
Requirements" function:

Below are some examples of other useful websites to discover more trade or economic data on individual
countries or industry sectors:
 United Nations – www.un.org
 UN Conference on Trade & Development – www.unctad.org
 World Trade Organisation – www.wto.org
 International Monetary Fund – www.imf.org
 The World Bank – www.worldbank.org
 Organisation of Economic Cooperation & Development – www.oecd.org

Another great resource for information and advice about importing goods into the EU is the Centre for
Promotions of Imports (CBI) for developing countries. The CBI contributes to sustainable and inclusive
economic development in developing countries through the expansion of exports from these countries to
Europe. CBI was established in 1971.
https://www.cbi.eu/about
Other potential sources of information or knowledge about exporting to EU markets might include…
Customers & Suppliers
A highly valuable and often knowledgeable source of information about export markets are existing
customers and suppliers . They may have contacts or information to share because they may import goods
from other countries and know the industry and market well from years of experience. They may also
travel to foreign markets to source goods and services and have built up a network of contacts and
knowledge.
It could be beneficial to engage them and discuss export plans and objectives……they could make
introductions to a great agent/distributor or directly to a customer in an EU market.
Networking
Building and expanding the company’s network of business contacts will produce great resources in terms
of people who may be able to help the company make contacts or point to sources of important
information for EU markets.
Join your local business chambers and associations to build the network and the company’s profile….as
the company expands into EU markets create a profile on the business social media site LinkedIn that will
enable the company to connect with business people from EU markets.
Note: If Germany/Austria are target markets – Turkmen companies should also set-up profiles om the
German language social media site Xing.
Watch out for and attend events that are of importance or interest to the business such as seminars or
workshops, lectures on EU business……these events also provide opportunities for networking and
growing the company’s contacts.
Local Turkmen Sources
There are a number of local sources of information and advice that Turkmen agri-food exporters should
avail of when thinking or planning to export.
These organisations or agencies can assist at different stages or levels of the exporting journey for
example:
 TSTB – Union of Industrialists and Entrepreneurs of Turkmenistan: a public organization, which
activity is directed at support of a small-scale and medium-scale business in Turkmenistan,




assistance in the development of a private sector of the national economy, the formation of a
modern enterprise infrastructure. https://www.tstb.gov.tm/
Turkmenistan Chambers of Commerce and Industry: providing a range of services to support
Turkmen companies in their exporting activities. http://www.cci.gov.tm/index.php/en/
EBRD Turkmenistan: In Turkmenistan we focus on expanding private sector operations in the
corporate and financial institutions sectors, targeted policy dialogue and fostering coordination
among IFIs and donor organisations. http://www.ebrd.com/turkmenistan.html

International Chambers of Commerce
There is a global network of Chambers of Commerce located in many towns and cities across the world.
Making contact with the Chambers in the target EU market can be a valuable resource to learn about local
business customs/practices, in finding an agent or distributor for Turkmen products or introducing
potential customers in the locality.
Trade Shows and Market Visits
From huge international to local trade exhibitions, trade shows offer a very useful means of learning about
EU export markets. Some of the largest international food & drink trade shows are hosted in EU countries
such as SIAL in France and ANUGA in Germany. With so many companies from the agri-food industry or
similar industries all gathered together in one place, it is possible to find potential customers, competitors
(both local & international), potential agents and distributors all wanting to discuss about their needs and
business……..In addition, there are often seminars or workshops run by the event organisers with guest
speakers that may be of interest to Turkmen agri-food companies – occasionally admittance is free!
Market Visits
Taking the time out to visit the target EU markets will pay dividends, particularly if well
planned……Chambers of Commerce organise trade missions to export markets from time to time. A ”Go
See” strategy is generally a good one……visit prospective customers, retail stores, look at competitors
pricing/presentation/promotion , have a look at the general economic activity and “mood” of the
country…is there a lot of construction, infra-structural projects – things that indicate if an economy is
doing well. Information and signals can be picked up that will assist in deciding whether there is an
opportunity for Turkmen agri-food products . Not visiting the target EU markets may mean missing some
important business or cultural insight that may determine the success of Turkmen products in any given
EU market.
Market Studies/Surveys
Having collated all the available and relevant secondary data and information on target EU markets, it
may still feel that there is more detailed or customer specific information required before making a final
decision with respect to exporting to an EU market.
If this is the case it may require investment in purchasing existing market research reports/studies that
are more specific to the agri-food industry or food product categories. Such reports can be costly and are
usually compiled by recognised international research companies that periodically publish reports on
markets and industry sectors. It is important to select a company that has a track record of producing

reports for the agri-food industry. Examples of some international research companies include; Mintel,
AC Nielsen, Euromonitor, Datamonitor, GfK, Forrester Research.
Alternatively, it may be necessary to conduct research either directly or through a specialised market
research company. This type of research typically involves group/individual interviews with prospective
customers (end-users) to ascertain there reaction specific products and their purchase intentions.
Generally, speaking it is better to use a local research company in the market because of their local
knowledge and experience – should this route be necessary, try to select a research company with
experience in the agri-food sector.

Other Useful Sources of Information
There are numerous additional sources of information from market to product specific depending on the
EU market being targeted.
 Trade publications/magazines & journals
 Local Newspapers – Business Section
o On-line newspapers
 Competitor materials
o Annual reports
o Corporate Brochures
o Promotional Materials
o Websites
 Google Alerts
o Key words – (Watch out for ”Free” Webinars relevant to your business/industry)
o Competitor company name

SECTION 4

Route to Market

Route to Market Strategy
Many businesses, large and small alike, have high levels of expertise in the products they produce and in
the applications or uses of these products. As a consequence, in preparing to embark on market expansion
activities, exporters often tend to describe their target customer groups in generic terms, such as “small
bakers”, “tea-drinkers” or “ready meal manufacturers”.
These are certainly valid end-user descriptions but in the context of embarking on an export drive they
are wholly inadequate. Before beginning the search for sales channels, exporters must develop a very
solid understanding of both the target market’s channel structures and the specific intermediaries that
will buy their products.
For Turkmen agri-food producers, as already mentioned, it will mean determining which market segment
and what type of customers are the ultimate target in the relevant EU market(s).




Food & Drink Manufacturers & Processors – that use agri-foods as an ingredient or additive in
their products.
Food Service – hotels, restaurants, cafes and pubs that use agri-food products in the preparation
of meals, sandwiches etc.,
Food Retailer – that purchase raw agri-foods and processed agri-foods (fresh, frozen, chilled) for
sale in supermarkets, convenience or independent retail stores etc., This segment also includes
food wholesalers and online retailers selling direct to consumers.

This means finding out about who the potential customers are, who the key decision maker is in customers
business, the number of potential customers in the market and from whom and how they typically buy
agri-food products is critical BEFORE deciding the route to market (i.e. how to sell to these market
segments and customers).
Gaining in-depth knowledge of the target customer base, their buying preferences in terms of channels,
knowing the competitors, their products and their relative strengths and weaknesses; these are all within
the remit of the exporter. Failure to go through the process of customer and competitor analysis at an
early stage leaves the route to market strategy to chance and invariably leads to poor decisions that can
prove costly to the exporter.
Route to Market Options:
Routes to market can be broadly defined as any intermediary that facilitates the sale of a company’s
products or services. Exporters need to keep an open mind in this respect and allow for the possibility of

creating a sales channel where customers indicate that their preference is not currently available. This
highlights the importance of conducting in-depth market analysis before determining the market entry
strategy.
There are many potential routes to market to entry into EU markets, however, the most relevant to the
agri-food sector tend to include, but are not limited to, the following:






Direct Sales by the Turkmen exporter
Agents
Distributors
Broker/Importer
On-line store via Internet

Let’s consider some of these potential routes to market for Turkmen agri-food producers.
Direct Selling:
In the context of agri-food products, the direct selling option tends to work best when there is a limited
number of potential customers, a high degree of geographical concentration and high volumes being
purchased.
Whilst some agri-food exporters, through necessity, lack of resources for example, may need to start out
selling directly either themselves (owner/managers) or by existing sales representatives, this model is
often not sustainable either for financial or practical reasons, in the long-term. Ultimately, to grow and
sustain exporting an export sales person will be required, if selling direct is the right model.
Partner:
For some agri-food exporters, particularly where additional financial investment is needed, finding – a
local warehouse facility for instance - a suitable partner with local expertise and knowledge may be
necessary to build a successful business in export markets. Such situations arise where there is a necessity
for a local presence and technical expertise that is not available from agents or distributors - for example
if pre-mixing or preparation is required locally to supply ‘fresh” ingredients to a food processor or breaking
down bulk product into smaller pack sizes for local distribution or to meet customer requirements.
Having a partner can help share the financial burden of setting up the business locally and have local
knowledge and expertise available that can fast track the growth of the business.
E-Commerce:
Exporting directly into EU markets using an e-commerce website is in principle (and in theory) an option
for Turkmen agri-food producers, however, in practice it may be more work (and indeed investment ) than
it is worth – particularly as many Turkmen producers have limited knowledge or experience in exporting
. Turkmen producers would have to ensure that the following “mission critical” issues would be in place
prior to setting up an e-commerce site to ship into the EU (or other international markets) – accreditation
and compliance with EU standards and regulations; packing that would sustain the freshness and security
of the product; packaging declarations in the languages of the destination countries; ability to handle and

process individual customer orders; preparation of all necessary export documentation; ability to handle
online payments in Euros; multi-lingual customer service & support – to mention but a few.
For Turkmen agri-food producers selling into EU markets via an e-commerce website, may not be the best
place to start.

Food Broker (Importer)
In some EU countries there are specialised food brokers (importers) who source food products from
outside the EU on behalf of their customers. These food brokers often source speciality products such as
organic foods or ingredients (spices for example) not commonly available in the EU. Their customers may
include large food retail groups or food manufacturers/processors. The food broker handles the entire
transaction from finding suitable suppliers to contracts, logistics, importation into the EU and storage.
Depending on the product food brokers may be an interesting option for Turkmen agri-food producers as
the food brokers often purchase in large volumes and manage all of the logistics and documentation
required to import goods from non-EU countries.
Agents & Distributors:
Agency and distributor relationships provide the most common route to market in many international
markets. In appointing an agent or distributor, the supplier is effectively sub-contracting the selling
function of its business. The supplier (exporter) may want to do this for a variety of reasons such as taking
advantage of an agent’s or distributor’s local knowledge and established trade connections, or as a more
cost effective alternative to establishing its own selling operations.
The different attributes of an agent and distributor will be key to deciding which type of partner to choose.
It may be the case that one type of relationship works well in one country and not in another, so it is quite
likely that suppliers (exporters) will have a mixture of channel partners if they are exporting to a number
of different markets.
There are a number of factors to take into account when choosing a route to market in international
markets and it can be daunting for the exporter to make a choice between an agent and distributor, when
other cultural factors such as language and distance from market are added to the equation. Nonetheless,
it is important for the exporter to understand the differences, in both practical and legal terms, between
appointing an agent and a distributor.
There is no one best solution in the choice between agent and distributor and the decision will depend on
the circumstances and objectives of the exporter as well as market factors, such as the ability of the
channel partner to exploit the market potential. Therefore, it is critical to examine the differences
between an agent and distributor not only from a legal perspective but also a range of additional factors
including;





The product range or services to be marketed.
Market dynamics (size, level of competition, target sales, market coverage).
Financial factors (purchases, pricing, payment, credit risk).
Customer-facing activities (target market/marketing perspective).



Cultural fit with the exporter.

Agent Supplier Relationships
An agent generates sales between a principal (supplier) and its customers and is rewarded by earning a
commission – usually tied to the value or volume of goods or service sold. Title, possession or risk in goods
does not ordinarily pass to the agent at any stage. This reduced risk is one of the reasons an agent would
normally receive less remuneration (consisting of commission) than a distributor that can set its own
margins.
In an agency agreement the supplier retains control over key areas such as marketing strategies, product
price lists, and the customer base. The contract for sale of the supplier’s goods/service is between the
supplier and its customer, with the agent acting primarily as a facilitator.
The agency agreement (contract) will set out how much commission is due to the agent, the amount of
commission being linked directly to the value or volume of sales; if no sales are generated then no
commission is paid. Commission normally comes due once the contract between the supplier and its
customer has been concluded (i.e. when the customer has paid for the goods or services).
An important part of the agency agreement is defining the “territory” (whether geographic or not) that
the agent is confined to. The “territory” could be a specific group of customers in a particular area or
simply a defined geographic region. The bargaining position of the parties will be key here, as an
experienced agent may seek exclusivity for a substantial territory.
Duties of the Agent: A supplier would typically want to oblige an agent to:
a) Make proper efforts to negotiate and , where appropriate, conclude the transactions it is
instructed to take care of;
b) Comply with reasonable instructions given by the supplier;
c) Act only within the limits of its authority;
d) Use diligence and care;
e) Have no conflict of interest with the supplier;
f) Keep the supplier’s information confidential;
g) Account to the supplier for property and money of the supplier which is under its control;
h) Keep the supplier informed of all marketing and promotional activities;
i) Provide a forecast of likely orders for the proceeding period in question;
j) Satisfy itself of the financial stability of intending purchasers of the goods/services;
k) Keep separate and proper books of account showing all enquiries;
l) Promptly pass on any complaints or claims arising in relation to the goods/services;
m) Assist the supplier in clearing imported goods through Customs & Excise;
n) Meet the minimum sales target set by the supplier;
o) Refrain from marketing or selling competitive goods in the territory;
p) Indemnify the supplier for any breach of its obligations.

Duties of the Supplier (Exporter): A supplier’s duties to the agent would typically include the following:
a) To act dutifully and in good faith;

b) To provide its agent with the documentation and information necessary for the
performance of the agency contact;
c) To send a representative to the agent where necessary, to accelerate promotion and
sales of goods or services;
d) To provide training and support to the agent relating to the demonstration of the goods
and the provision of after sales service;
e) To notify the agent once he anticipates that the volume of commercial transactions will
be significantly lower than which the agent could normally have expected (example,
where a particular product line is being withdrawn, or sales forecasts will not be met);
f) To inform the agent within a reasonable period of his acceptance or refusal of an order
or contract which the agent has procured for him

For any Turkmen agri-food producer choosing to work with agent in an EU country it is important to
understand that under EU law an agent has the same rights as an employee in an EU country. Typically
this becomes an issue if the Turkmen producer wishes to dismiss or end the agency agreement after a
number of years – under EU law the agent will be entitled to compensation.
Therefore it is imperative to have a written agency agreement in place with clear and binding
commercial objectives for the agent so that these can be used as evidence of non-performance should
the producer wish to end the relationship.

Distributor Supplier Relationships
Under a distributorship agreement, the supplier or manufacturer sells its goods/services to the distributor
that then sells the goods/services onto its own customers adding a margin to cover its own costs and
profit. In purchasing and reselling the goods/services, the distributor, contracts both with the supplier and
with its own customer and the title (ownership) to the goods/services in question normally passes through
the distributor.
Contrast this with the agency position considered before where the contract for the sale of goods remains
between the supplier and the customer, the agent generally having no contractual liability to the
customer.
There are different types of distributorship relationships and it is important for the supplier (exporter) to
be aware of the legal effect of the terms used to describe the distributor’s appointment.
The following is a brief outline of the most common forms of distributorship:

I.

Exclusive Distributorship: An exclusive distributorship is an arrangement whereby the supplier
agrees to sell the contract goods/services only to the distributor within a certain defined territory
and agrees not to appoint other distributors or sell the goods/services directly to other customers
within that territory. The supplier may make exclusivity dependent on meeting sales targets
within a specified period.

II.

III.
IV.

Sole Distributorship: The term “sole distributorship” is generally used to describe an agreement
whereby a supplier appoints a distributor as his sole or only distributor within a territory, but the
supplier reserves the right to supply the goods/services directly to customers in that territory.
Non-Exclusive Distributorship: A non-exclusive distributorship agreement gives the supplier
complete freedom both to sell directly and to appoint other distributors within a territory.
Selective Distributorship: In appointing a distributor as part of a selective distribution system, the
supplier agrees to appoint distributors only if they meet certain specified criteria. This effectively
limits the number of distributors that will be appointed within a territory.

Duties of the Distributor: A supplier would typically want to oblige a distributor to:

a) Use its best or reasonable endeavours to market, promote and extend sales of the goods in
the territory;
b) Maintain an adequate inventory of goods to meet anticipated customer demand;
c) Keep up to date books of accounts and records;
d) Refrain from making representations or warranties in respect of the goods/services that
exceed the suppliers;
e) Provide rolling forecasts of likely sales;
f) Meet minimum purchasing or sales targets;
g) Refrain from actively selling the goods/services outside the territory;
h) Indemnify the supplier for any breach of its obligations;
i) Refrain from marketing or selling competing goods (if sole or exclusive)
Duties of the Supplier: A supplier‘s duties to a distributor would typically include the following;
a) To supply the distributor (not necessarily free of charge) with such amounts of samples of the
goods and of advertising material to promote sales of goods within the territory.
b) To give the distributor such technical, marketing and advertising support and advice both by
correspondence and meetings as is considered necessary;
c) To use reasonable efforts to protect the rights afforded to the distributor pursuant to the
agreement.
Comparative Characteristics of Agents & Distributors
The choice between an agent and distributor will be determined by the level of control that is required by
the supplier (exporter), the product offering, financial factors, marketing factors and the market dynamics
(size, competition, sales required and coverage needed).
Below are some of the control factors that influence a suppliers’ choice of an agent versus a distributor.
a. The Goods/Services – where the supplier wishes to retain title (ownership) to the goods/services
until they reach the customer, an agent is the correct choice.
b. The Customers – a distributor has a direct relationship with the customer base; essentially they
are his customers rather than the suppliers. A distributor’s superior knowledge, can often dictate
the product and marketing strategies for his territory. Crucially if the distributorship is terminated,
the supplier will not have any direct link with the distributor’s customers and there is a risk that

the distributor will supply them with a competing product. An agent however has a less central
role in the customer relationship since the supplier retains direct contact with each customer.
This type of relationship would appear to be more relevant where customer contact is essential.
c. The Price – where the supplier wants to retain the right to control the price of the goods/services,
the appointment of an agent rather than a distributor is probably the better course of action. In
most jurisdictions, the supplier will be prohibited from setting the resale price for a distributor,
though it can make a recommendation. An agent would not normally set prices (though he may
be given discretion to negotiate within certain bands).
d. The Financial Risk – in a distribution agreement, sometimes a supplier is used as a source of
interest free credit, as a distributor may purchase from the supplier on longer credit terms than
those it provides to its customers. This can leave the supplier exposed to taking the credit risk for
all of the distributor’s customers. If the supplier were to use an agent however, it can separately
assess the credit risk of each individual customer before deciding to do business – however, the
supplier must now carry the risk for getting paid from each individual customer.
e. The Market – if the goods/services require on-site technical support and after sales service, an
agency agreement seems less suitable as in most cases, the commission will not be sufficient to
fund the investment required. Where this option is not feasible the supplier must find a local
operator who will undertake the investment to provide a full service local operation; in this case
a distributor would be more preferable.
f. Termination – In the EU for example, an advantage of appointing a distributor over an agent is
that the Commercial Agents Directive does not apply to distributorships (and therefore there is
no requirement to pay compensation or an indemnity to a distributor at the end of the
agreement). However, a distributorship agreement is subject to certain EU Competition Law rules.

Financial and Marketing Factors that Influence the Choice of Agent V Distributor
Financial Factors
Decision Criteria
Agent
Facilitation
of May assist in facilitating imports
Imports
Purchases

Payment

Pricing
Risk Burden

Distributor
Imports the product (reduces cost
& resource burden for the
exporter)

Not financially involved in sale - Buys for own account. i.e. the
agent does not purchase the distributor
purchases
the
product from supplier
goods/services from the supplier
and then sells on to customers
Agent works for supplier and is Applies a mark-up to supplier's
paid by supplier in an agreed way - price to cover additional in-market
normally
sales
commission. costs of ownership (stock holding),
Payment is usually made following selling,
distribution
and
delivery of the goods and after the administration expenses. Receives
supplier has been paid.
payment from intermediaries and
direct from customers.
Must sell to agreed supplier pricing Applies a mark-up and controls
policy.
selling price.
Will not take on customer credit Will assume customer credit risk.
risk for supplier

Customer Focused Activities
Decision Criteria

Agent

Distributor

Channel
Relationship

Acts as a representative of the
exporter - tends to be smaller
organisation than a distributor,
with close customer relations;
fewer customers ; often have a
limited sales team; limited
financial
resources.
Lower
volumes than distributor but
higher margins achievable for
exporter.
Customers may be associated
specifically with the exporter due
to product interest/demand but
many agents also have their
customer base.
Not normally responsible for after
sales service

A customer of the exporter usually tends to be a larger
organisation than agent & may
wield stronger bargaining power
than desired. Handles a range of
product lines for multiple
suppliers; usually sells through
multiple channels to achieve high
market coverage. Higher volumes
and lower margins for exporter.
Distributor
has
a
strong
relationship with customers in the
retail/wholesale field for example.

Customer
Relationship

After Sales Service

Distribution

Supplier responsible & covers
distribution costs

Promotion

Unlikely to carry out promotional
activities
Source: Euroman Consulting

Responsible for after sales service
and in some cases warranty &
guarantee issues.
Responsible for distribution in the
territory
Assists in carrying out & funding
promotional activities

Agent/Distributor Agreement Checklist
The following is a recommended checklist of matters for inclusion in an agent or a distributor agreement:
м Parties – state legal entities of parties involved
 Territory – define geographic or customer related territory
м
 Products involved – description, catalogue
м
 New Products – policy for new products
м
 Period of Agreement – depends on the product, usually three years with right of renewal. A
м termination clause should be included – so many months’ notice by either party and anytime by
mutual agreement – always in writing.
м Probationary period – one year with review of performance after six months
 Prices – refer to the price list
м
 Discounts – promotional discounts and responsibilities. The agreement should include the
м
principles to work on and the detail
 Commission payable – rate and timing.
м
 Method of payment and the timing
м
 Minimum order requirements

м

 Production scheduling and lead-times
м
 Exporter to sell through distributor in territory exclusivity
м
 Exporter to refer enquiries to distributor
м
 Distributor not to re-sell out of territory
м
 Restraint of trade following termination of agreement
м
 Spares and Stock – distributor to hold stock/spares but not an agent
м
 Communication costs – each party to cover their own costs
м
 Performance measures – sales targets value or volume?
м
 Training and technical support
м
 Samples – who pays? How much free of charge?
м
 Advertising and promotion – Co-op or Shared costs?
м
 Ownership of brand
м Distributor to protect trademarks, patents, etc.,
м Exchange of information
м Procedures for defective goods and returns
м Distributor to keep books of accounts
м
 Relationship management – contact list, official addresses
м
 Confidentiality
м Early termination for breach of agreement
м Transfer of rights – distribution rights cannot be transferred without permission
м Country in which legal action/arbitration to take precedence
м Arbitration - a last resort

м

Finding the Right EU Channel (Route to Market) Partner
For many exporters, the search and selection process for a channel partner is frustrating and resourceintensive.
However, there are two guiding principles that can make the process slightly less painful
1: Ensure that an ideal channel profile is developed based on a few key selection criteria
2: Cast the net wide enough to research a large number of potential candidates.
Profiling will facilitate the screening of potential channel partners whilst creating a large data base of
potential candidates and will ensure that the exercise will not have to be repeated, if you fail to engage
your first choice partner.
Only potential channel partners satisfying all of the required selection criteria and conditions should be
profiled in detail. The profiling stage demands research on all aspects of the channel’s business including
financials, margins, customers, penetration by segment and by region, competing and complimentary
principles and most importantly, how they sell and market their wares and support their customers. Some
of this information will be in the public domain but an interview at the channel’s place of business is
imperative in order to compile a high-quality profile.
After the data-gathering to profile short listed channel candidates, personal relationships begin to be
formed between key individuals in the principle (Turkman producer) and the channel partners, who will
have to do business on day-to-day basis. Chemistry and trust should not be underestimated in this

process. Neither should cultural factors be overlooked at the beginning of the relationship, as the lack of
cultural understanding can ultimately lead to a breakdown in the relationship over the long-term.
Sample Channel Partner Selection Criteria:
Financial & Company Strengths:
 Ability to finance initial sales and subsequent growth.
 Ability to raise additional funding.
 Ability to provide adequate promotion & advertising funds.
 Product/service and market expertise.
 Ability to maintain inventory.
 Quality of management team.
 Reputation among current and past customers.
 Ability to formulate and implement 2-3 years marketing plans.
Product Factors:
 Familiarity with agri-food products.
 Complementarity of food product lines.
 Quality and sophistication of product lines.
 Condition of physical facilities.
Marketing Factors:
 Experience with target customers.
 Geographic coverage.
 Customer service.
 On-time deliveries.
 Sales force.
 Market share.
 Participation at relevant trade fairs.
 Member of trade associations.
Commitment Factors:
 Volatility of product mix.
 % of business accounted for by a single customer.
 Willingness to keep sufficient inventory.
 Willingness to commit to advertising investment.
 Commitment to achieving minimum sales targets.
 Undivided attention to product.
 Willing to invest in sales training.
 Willing to drop competing product lines.
Facilitating Factors:
 Connections with influential people.
 Working experience with other exporters.
 Track record with past suppliers.
 Knowledge of supplier’s sector.



Proficiency in languages.

Turkmen agri-food producers should invest time creating their own ideal channel partner criteria based
on what is important to them in the business relationship with a potential channel partner (agent or
distributor). The level of detail of the channel partner profile should reflect the importance of the export
market and/or commercial opportunity and the risk involved for the Turkmen producer.
CBI
The Centre for Promotions of Imports (CBI) for developing countries was mentioned in the “Market
Research” section of this guide as a great resource for companies with ambitions to export into the EU.
Below is a link to the CBIs “Tips for Finding” buyers in the EU for processed-fruit-vegetables and edible
nuts. It will provide useful insights for Turkmen producers with respect to a process to follow to find
potential buyers for agri-food products in the EU.
https://www.cbi.eu/market-information/processed-fruit-vegetables-edible-nuts/finding-buyers

Once a suitable channel partner (agent/distributor or business partner) has been selected consideration
needs to be given to how you the exporter will support and manage the Channel Partner Relationship to
ensure success in EU export markets.
Too often exporters underestimate the time and resources it takes to ensure that the channel partner
relationship is a success – exporters can be ambiguous about the investment of time and resources they
are willing to commit to the relationship.
It is critical that both parties are clear about what success means to both of them and that there is a
written agreement detailing the expectations of both parties and defining success for both parties.
Do not enter a business relationship with any third party (agent/distributor/business partner) without a
written agreement that clearly defines the duties of both parties, the measurements of success and how
both parties intend to work together to deliver success.

SECTION 5

Selling and Marketing in EU Markets

Customer Value Proposition
Value Proposition Definition
A value proposition is a promise of value to be delivered, communicated, and acknowledged. It is also a
belief from the customer about how value (benefit) will be delivered, experienced and acquired.
Creating a value proposition is a part of business strategy.
"Strategy is based on a differentiated customer value proposition. Satisfying customers is the source of
sustainable value creation."
Kaplan and Norton
Entering into EU exports without a clearly defined and well-articulated value proposition will put Turkmen
agri-food producers at a significant disadvantage compared to local EU or other international competitors.
Having a competitive price or meeting minimum quality standards may not always be enough to compete
in sophisticated or evolved EU markets
Developing a value proposition is based on a review and analysis of the benefits, costs and value that
an organisation can deliver to its customers, prospective customers, and groups within and outside the
organization.
It is also a positioning of value, where…
Value = Benefits - Cost (cost includes economic risk).

Introducing the Strategyzer – Value Proposition Canvas
Articulating and communicating a well thought out and defined value proposition as part of the export
sales and marketing process is seen as very important step in successful international business due to the
intensity of the competition. This will be no different for Turkmen agri-food producers when considering
enter EU export markets – the competition will be no less intense.
The Value Proposition Canvas, developed by Strategyzer, is a widely used tool by small and large
companies globally to determine and articulate how they create value for their customers.

Before starting to complete a Value Proposition Canvas please take a few minutes to watch the video in
the link below.
https://www.youtube.com/watch?v=ReM1uqmVfP0
Customer Segment – for example European Food Retailers who need to purchase agri-food products
 Customer Jobs – describe what customers (buyers) are trying to get jobs done in their work and in
their lives
 Customer Pains - describe the bad outcomes, risks, and obstacles related to customer jobs
o Undesired outcomes, problems, and characteristics
o Obstacles
o Risks (undesired potential outcomes
 Customer Gains - describe the outcomes customers want to achieve or the concrete benefits they
are seeking
Value Proposition Segment – what/how will Turkmen agri-food producers create value for a European
Retailer
 Products – describe the products or services that Turkmen producers have to offer European
retailers
 Pain Relievers - How will Turkmen agri-food products/services eliminate or reduce things that
annoy European retail customers before, during or after trying to complete a job.

 Gain Creators - Outline the outcomes and benefits European retail customers would get or
experience if they purchased Turkmen agri-food products
Typical Challenges faced by agri-food producers in Export Sales
Companies in export markets across a broad range of industries, typically face similar challenges, such
as…

•
•
•
•
•
•

Finding a unique proposition/differentiation
Getting brand awareness in a new market
Currency fluctuations
Getting product known in new markets
Identifying the right customers
Market Research
Identifying the right channels

Some of them we have addressed already – however, finding a unique proposition that differentiates you
from your competition can be hugely challenging when faced with potentially more intensive competition
or entering a new market from a position of being ‘unknown’.

Competing in EU Exports Markets
What’s Different about export markets?
In this section we examine the question – why should an EU customer buy from a Turkmen producer
rather than the competition? We often ask export companies how they differ from the competition.
Sometimes it is like talking to someone with an addiction who is in denial – deep down they know they
should be doing something about it, but it never gets the true attention it needs until there is a crisis.
Being able to beat the competition lies at the heart of any exporters strategy. It is about creating and
sustaining superior value based on a set of unique activities, which export customers really value. Creating
a strategy that beats the competition is not simply a sales or marketing question – it is a central strategic
issue, located firmly at the door of the exporting company’s leadership team and it grows in importance
in export markets.
Recognise that, for any business customer, there are inevitable risks involved in buying from a new
supplier. So why would a European retailer, for instance, consider buying agri-food products from
Turkmenistan? Unless Turkmen producers can offer value that is at least as good as, if not superior to
incumbent suppliers, there is no motivation for the buyer to purchase from Turkmenistan? Can Turkmen
agri-food producers provide superior value to EU customers? Can they identify unique value that cannot
be sourced elsewhere?
Great companies do things for their customers that their rivals either cannot or will not do. If Turmen
exporters perform the same activities in the same way as competitors, then there is usually only one thing
that can act as a differentiator – price. There can only be a few winners at the price game, so don’t be
surprised if the results aren’t what some exporters had hoped for.

Price is obviously an important part of competing in agri-food markets – particularly high - volume
commodity products such as cereals for example – but quality, service, taste, origin etc., may also play a
role in the buyer’s decision-making process.
Competing in the agri-food sector in the EU is tough – there are many large agri-food producers and
companies in the EU not to mention the large global producers already present in most EU markets. It
used to be that the exporter set a direction for their business, developed a strategy and then implemented
it. But now the timescales are shorter. There are competitors, many of whom will undercut the price, who
may easily copy others value propositions and have greater scale or local knowledge. It is not possible to
be all things to all customers.

Therefore, each exporter needs a strategy (a way) to beat the competition that is why it is important to
have a great value proposition and a clear understanding of how to compete in EU markets.
Understand how the agri-food industry operates and competes in EU Markets





Who are the Top 3 agri-food competitors in the target EU market? What makes them unique?
How could Turkman agri-food producers differentiate themselves from these competitors?
What evidence have Turkmen producers gathered that EU customers might value these
differences?
How easy is it for competitors to match them?

What it takes to Compete Tool
Use this tool to assess what minimum resources (good quality land; greenhouses; labour etc.,) and basic
competencies are required to compete in the EU agri-food sector. Then ask the question “what do
Turkmen producers have that is better or unique compared to these EU producers?”

Pricing for EU Export Markets
Pricing is an issue that all exporters need to address very early on in the process of deciding to export and
one that may require a lot of attention depending on the policy that is chosen. It is not sufficient to assume
that Turkmen producers can charge the same or similar prices in export markets as they do in
Turkmenistan.
The output of the market research, competitive analysis and the ultimate route to market chosen will
have significant input into to the export pricing strategy. Things that are important to consider include:








The magnitude of the opportunity (volume)
Any investment required to meet demand/customer needs
Cost of logistics (shipping/handling/warehousing)
Import tariffs/duties/taxes
Insurance costs (product and public liability)
Standards/Compliance costs
Intermediary costs/commissions/margins (agents/distributors/partners)





Competitive environment (what customers are already paying/competitor pricing)
Currency exposure/fluctuation
Marketing
and
promotional
costs
(multi-lingual
literature/website/translation
costs/discounts/building awareness)

Having taken all of the above into consideration, Turkmen producers will be able to determine the final
price that they can charge for their agri-food products to EU customers and ensure that there is a profit
in the process.
Building an Export Pricing Model
Developing an export price model based on selling a single unit or delivering a complete service to EU
customers is a useful way to determine whether Turkmen products will be able to be competitive in the
local EU export and still make money.
Building a pricing model should include commercial, financial and operational people in the business to
ensure that any potential ‘hidden’ costs are not excluded that are not always immediately apparent if only
one person in the business contributes to developing the price model.
In some cases, the simplest pricing model is ex-works where the EU customer arranges and pays all costs
associated with collecting the goods from the Turkmen producers place of business and all costs
associated with shipping the goods to their home market. The internal logistics can be arranged locally or
with an international logistics company. Due to the COVID19 global pandemic, no foreign trucks are
permitted to enter Turkmenistan, therefore goods have to be delivered to and collected from an agreed
exit point at the Turkmen border.

Cash flow implications based on payment terms order to cash cycle and potential exposure to currency
exchange rates are some of the ‘hidden’ costs that are often excluded from export pricing models. From
an operational perspective increased variable costs such as storage of raw materials, packaging and
finished goods to meet export customer demand alongside increased costs of production and picking and
packing may need to be captured.

Exporters also need to take account of the additional administration and paperwork required to prepare
export orders for shipment not to mention the skills required to understand the logistics/rules of
exporting and the language skills to support customers and/or intermediaries.
It is well worth the investment of time and management resources to develop a comprehensive export
price model.

Common Export Shipping/Pricing Terms
FOB - Free on board (FOB) is a trade term that indicates whether the seller or the buyer has liability for
goods that are damaged or destroyed during shipment between the two parties. "FOB shipping point" (or
origin) means that the buyer is at risk while the goods are shipped, and "FOB destination" states that the
seller retains the risk of loss until the goods reach the buyer.

CIF
–
Cost
Insurance
And
Freight (named
port
of
destination):
Seller must pay the costs and freight includes insurance to bring the goods to the port of destination.
However, risk is transferred to the buyer once the goods are loaded on the ship.
Ex-Factory - Ex-factory price means, the selling cost of goods from the Seller's factory. All other expenses
from the factory (premises) of the seller to the buyer's premises have to be borne by the buyer. So the
responsibility of getting goods from the seller’s factory is with the buyer. Here the buyer appoints a
shipping and freight forwarding company to collect goods from the seller’s factory to the buyers place
including insurance of goods.
Delivered Price – A price for which a seller agrees to deliver merchandise to a purchaser at a designated
place and which usually includes the f.o.b. price at the shipping point plus lawful transportation charges
actually incurred in delivery.

Selling in International Markets
Selling – What’s changed?
“Seek first to understand, then to be understood”
Steven Covey – ‘The Seven Habits of Highly Successful People’
In today’s highly technology driven and open access to information world, the profession of selling has
changed dramatically. With buyers having instant access to comprehensive information on market trends,
new product developments, existing and new suppliers all at the ‘click of mouse’ – sellers actually need
to be better prepared for selling than ever before.

According to research carried out by Forrester in the USA, more than 74% of buying decisions in the B2B
(business-to-business sales environment) are now made BEFORE the two parties meet for the first
time…and this growing. This has a profound impact on the sales process as the ‘seller’ is effectively
entering the sales cycle at a much later stage than in the past.
Previously, a salesperson would have to spend time introducing their company, their products/services
and themselves as individuals – in today’s world buyers have all of this information (and much more) to
hand before agreeing to meet the seller (exporter).
In addition, EU (International) buyers expect that sellers take the time to learn more about the buyer’s
business and the buyer, before they meet…this means that the focus of the sales process has switched to
better understanding the needs of the customer (buyer) and demonstrating how the seller can meet these
needs and provide better solutions (value) than the competition.
International buyers tend be highly professional people who are time poor and under immense pressure
to ensure they procure products/services at competitive prices and add significant tangible value to their
organisations. This is particularly evident in highly developed economies like the EU. Getting the attention
from and time with EU buyers is a tough task…therefore it is important that Turkmen agri-food producers
are well prepared and well informed before attempting to engage with prospective EU customers.

The global pandemic caused by CIVD19 has added even more importance to the need to research and
understand customer needs as part of the sales process, as it is not possible (in most instances) to travel
to meet the customer. Salespeople are now being challenged to deliver their value proposition and to
negotiate with customers using video conferencing/meeting technology such as Zoom or Microsoft
Teams.
Selling and negotiating on these virtual platforms is a new skill that salespeople need to acquire in order
to succeed in closing sales and making deals in EU and international markets.
Sales Process
Exporters need to understand the nuances of selling in EU (International) markets, including the
importance of culture, and to have a process by which they can best extract and understand the needs of
their international customers to best match the solutions they provide. The first-time exporter may have
to learn and practice these skills themselves or acquire them for the business – hire an experienced export
salesperson.
There are a number of sales processes to choose from the one, below is a proven process used by millions
of sales professionals across the globe and created by Integrity Solutions LLC – a performance
improvement organisation that trains salespeople and sales organisations.

This sales process is called AIDINC©.
Approach - Create rapport with your customer. Take the time to learn a little about them.
Interview - Ask open-ended questions to learn about their needs and their ‘pain’. Listen! Allow your
customer time to speak.
Demonstrate - Repeat the needs that your customer has identified. Explain or tell them how your
product/service can meet their needs or solve their pain.
Validate – Offer proof or evidence that illustrates how your company can solve their pain and meet their
needs. Build trust with your customer.
Negotiate – Find what, if any, concerns or objections remain. Discuss possible solutions and ask for your
customers input.
Close – Ask trial questions to ensure that your customer is happy with your solutions. If there are no
further concerns, then ask for a decision (for the order).
AIDINC© Sales Process

AIDINC registered trademark and copyright Integrity Solutions LLC

Meeting Preparation
EU customers (buyers) will expect Turkmen producers to come to a sales meeting both well informed and
well prepared. Spend time researching information/data about the customer’s organisation and about
the person who is being met.
Checkout the company website and Google for any information about the company and look up the profile
of the customer (buyer) are meeting on LinkedIn.

Prepare a Pre Meeting Plan in advance of each meeting:
•
•
•
•
•
•

Buyers Name/Title/Company
Specific Objectives (what outcome(s) are you looking for?)
Needs customer might have (what have you learned about this customer?)
Approach (How will you open the meeting?)
Interview Questions (what questions can you ask to better understand the buyer’s
needs?)
Demonstrate Features & Benefits (based on Likely Customer needs)

•
•

Validation (Yourself/Your Company/Your Product/Service)
Anticipate objections/concerns

Meeting Follow-up
As previously mentioned, EU (International) buyers are time poor and it is not always easy to get meetings
with them. Therefore, it is absolutely critical for Turkmen producers to follow-up on any commitments
that they have made to customers during the meeting (i.e. additional information; samples; price proposal
etc.,) as a matter of urgency.
Even if the meeting was not successful, it is best practice to send a short email thanking them for their
time and interest in the Turkmen company…”you never know where and when the same buyer might turnup again!”
Post Meeting Planning (complete immediately after each meeting)
•
•
•
•
•
•
•

Customers Name/Title/Company – note any other people buyer may have mentioned
involved in the buying /accreditation/audit processes….
What needs did the buyer share with you?
Estimate the buyers degree of interest (scale 1 to 10)
Note any actions the buyer agreed to take (information/data etc.,)
Note any remaining or unresolved concerns
General Comments/notes
Next Steps – Follow-up actions and dates you have committed to…

What’s Different About EU Export Markets?
In setting up any business there are a number of things that need to be taken into account from customer
demand, product/service design, cost, packaging, sales, marketing to logistics, pricing, people etc.
Clearly these all remain relevant when looking into the possibility of exporting Turkmen agri-food produce,
although, some things may need to be changed. However, there are additional issues that need to be
addressed when exporting that may relate to EU customers’ needs, the culture of the market, legal or
regulatory compliance etc.
Differences between Domestic and International (EU) Marketing



Domestic Marketing: concerned with marketing practices within the marketer’s home country.
International Marketing: understand how & why a product/service succeeds or fails in a foreign
country and how marketing efforts influence the results.

The key to a successful international business is analysing and understanding the differences between
marketing and promoting products in Turkmenistan and EU exports markets….and adapting the export
strategy or approach to reflect and fulfil the changes and requirements in the destination market(s).
“Think Global….Act Local”

This well-established marketing philosophy captures the concept that markets and customers are
intrinsically different….the practice of marketing should be adapted and adjusted to local conditions in a
given market (country).
Every market has a different set of customers….even within a market there are different sub-sets of
customers, distribution channels, competitors, media…..for each market there may need to be a unique
marketing plan!
The challenge for Turmen agri-food exporters is to understand the differences, adapt and formulate a
comprehensive export marketing plan that will add value for customers in the target EU markets.
What To Look Out For In Exporting to EU Markets
Culture
A Definition of Culture
“The collective programming of the mind which distinguishes the members of one group or category of
people from another”
Renowned researcher, Geert Hofstede called it “Software of the mind” that distinguishes members of one
group from those of another.
Source: Geert Hofstede. 1990. Cultures and Organisations: Software of the Mind
Fundamental to succeeding in the EU marketing environment is embracing and gaining an insight into the
culture of the export markets. Culture is not just another “soft topic”……..





It is about business results and directly affects the bottom line.
It includes the ability to look both at business and cultural aspects of a situation.
It requires knowledge about culture and the tools to work effectively across cultures.
Being culturally intelligent is good for your company and for your country.

Why is Culture Important?
“The test of a first-rate intelligence is the ability to hold two opposing ideas in the mind at the same time,
and still retain the ability to function” - F.Scott Fitzgerald
Geert Hofstede ™ Cultural Dimensions
Compare Your Home Country With Your Host Country:
For those who work in international business, it is sometimes amazing how different people in other
cultures behave. We tend to have a human instinct that “deep inside” all people are the same – but they
are not. Therefore, if we go into another country and make decisions based on how we operate in our
home country – the chances are we’ll make some very bad decisions.
Geert Hoftede’s research gives us insights into other cultures so that we can be more effective when
interacting with people in other countries. If understood and applied properly, this information should

reduce the level of frustration, anxiety and concern. But most important it will give exporters the “edge
of understanding” that will lead to more successful results.
One example of cultural differences in business is between the Middle Eastern countries and the Western
countries, especially the USA. When negotiating in Western countries, the objective is to work toward a
target of mutual understanding and agreement and “shake hands” when that agreement is reached – a
cultural sign of the end of negotiations and the start of “working together”.
In Middle Eastern countries much negotiation takes place leading into the “agreement”, signified by
shaking hands. However, the deal is not complete in the Middle Eastern culture. In fact, it is a cultural sign
that ‘serious’ negotiations are just beginning.
Imagine the problems this creates when each party in a negotiation is operating under diametrically
opposed ‘rules and conventions’.
This is just one example why it is critical to understand other cultures that Turkmen producers may be
doing business with – whether on vacation in another country or negotiating a multi-million Euro deal for
the company.
It also helpful to show respect for another country’s culture by learning some simple phrases in their
language such as ‘hello’, ‘thank you’, ‘welcome’ etc.,
Language is particularly important. When translating corporate brochures, product literature,
specifications and operating manuals into foreign languages…..always use the services of professional
translators with some knowledge of your product or industry. This also applies to translating into
foreign languages on the company website.

Understanding culture includes business practices and customs in other countries – here are some
examples:








Hierarchy is important in German business - always address business people formally i.e. Herr
Schmidt. Use of first names is not common and frowned upon until you get to know the person
over time. Use of first names from the first meeting is more common in English speaking markets.
Attending and starting meetings on time is critical in Northern Europe…it is considered highly
disrespectful to turn up late or delay the start of a meeting.
In some EU countries (Spain and Greece) be prepared to dine late in the evening if invited out by
a business associate.
Don’t forget the importance of time zones when operating in EU markets and respect the time at
which you have to communicate with your customers or business associates in markets.
You will also need to consider the importance of time zones when providing support to your
customers in EU markets….do you need to provide cover outside of normal working hours in
Turkmenistan?
Negotiations are usually an extremely long and arduous task, so do not be in a rush to close a deal
in Spain.
Dining is usually associated with establishing business relationships in Spain. Dinner usually served
after 9pm, so you may want to take full advantage of the siesta and get in a nap.

For more information about the importance of culture in International business please visit Geert
Hofstede’s website - https://www.hofstede-insights.com/product/compare-countries/.
Marketing
Prior to entering EU export markets or expanding into new EU markets, it is important to review a number
of key constituents of the marketing strategy to ensure that they fit or meet local market conditions.
Company/Brand Name/Logo (Trade Marks)
To avoid legal challenges or potentially embarrassing cultural issues, it is important to check that if the
Turkmen producer intends to trade in EU markets under a company name or brand that…
 Company name
 Brand name
 Logo or trade mark
…are all registered in the relevant EU export markets.
Additionally, check that they do not have a different meaning in the local language or cause offence to
local culture.
Packaging Presentation/Customer Compliance
In entering EU markets it is critical to ensure that Turkmen producers learn about how their products are
packaged and presented in the export market. They will need to be aware of the different packing types
and formats, what materials are permissible and what restrictions apply, if any, regarding the size, volume
, weight etc., this is particularly relevant to consumer retail packs.
In addition, exporters need to be appraised of any potential customer compliance requirements that will
become imperative to doing business with certain customers in their market. For example, many retailers
specify how pallets/outer cartons are to be labelled and apply strict height and weight dimensions to
building pallets for delivery into their central warehouses.
Customers may also stipulate the day and time of deliveries…..late deliveries may incur financial penalties.
Many large retail or wholesale organisations, food ingredient manufacturers provide their suppliers with
compliance manuals that specify how to do business with them….Turkmen producers will need to be
aware of these if they apply to their products.
Pricing/Promotions
In entering EU markets, price positioning and structure become increasingly important, as there are
number of variables to take into account that do not necessarily impact in local Turkmen. For example;






Currency risk and fluctuation
Competitiveness versus local or international products
Differences in local sales or value added taxes
Allowing for intermediaries margin or commissions
Additional costs of doing business in export markets – selling/marketing/logistics



Customer promotions and discounts – frequency and value

Company Website & Literature (Multi-Lingual):
A minimum expectation from EU customers and intermediaries is that Turkmen producers will have an
easily accessible and professional website preferably in their native language – if not at least in English as
one of the primary accepted international business languages. Any other company documents should also
be in their native language. From a cost and printing perspective, depending on the number of export
markets being targeted, it may be worthwhile printing a multi-language version or combining languages
together. ‘Soft’ or electronic versions (pdf files) are becoming the norm in many B2B sectors.








Corporate brochure (company history/background)
Product information
Specifications/Technical information
After Sales Service/Support policy
Returns policy
Payment and credit terms
Product Guarantee

It is always recommended to use the services of a professional translation company, preferably, one that
is experienced in agri-food industry (familiar with terms/terminology) when publishing information about
products in other languages. These translations can also be used to publish relevant content on the
company website.
It is important that there are no “translation” errors in the company documents that might be prove
embarrassing or costly in the event that they are misunderstood by EU customers.
Communication Strategy
Time and resources should be invested in learning about and understanding the alternative ways of
communicating with EU customers. Often the most cost effective and efficient communication strategies
may differ from one market to the next.
A market visit or attendance at trade exhibitions, (searching competitor products on the Internet…)
represents great opportunities to learn about marketing for Turkmen agri-food products in export
markets.
The aforementioned, CBI website provides information about and links to the different agri-food
tradeshows in EU countries.
Observe how local and international competitors communicate, talk to potential customers about their
expectations and where relevant visit the “point of sale” (retail if applicable) where consumers purchase
agri-foods products in the EU (supermarkets; specialist stores; market stalls etc.,)
In today’s world, a digital marketing strategy will be required to make potential customers aware of both
Turkmen companies and their agri-food products. Digital marketing technology (social media) offers a
wide range of low cost and highly targeted ways of communicating with customers in EU markets. It is

important to understand how evolved social media is in EU export markets – some markets are very
advanced while others are just starting to explore the social media potential.
Legal/Regulatory
Regulatory Compliance
Rules and regulations with regard to product and packaging standards are constantly changing and
evolving – in most cases they are standardised across all EU markets. Researching the regulations that
apply to the agri-food industry or the specific product category in advance before considering entry to EU
markets is an imperative.
To export agri-food products into the EU ,Turkmen agri-food producers will need to be accredited and
certified by a recognised International standards organisation for the agri-food industry and have the
necessary certificates to prove it. For many Turkmen agri-food producers considering exporting to the EU,
investing in upgrading facilities, processes and procedures to comply with EU standards and regulations
will be the first necessary investment before they can contemplate which EU markets to target for
exporting. Indeed as these standards often align with international standards, compliance will be
necessary to export to many international markets.
In addition, some customers may require that the premises of Turkmen producers are inspected by their
own quality assurance team before shipments can begin – this is particularly relevant when suppling
“private label” agri-food products to EU retailers.
Notwithstanding, the minimum standards required to ship products across borders, for the agri-food
industry, EU customers may also impose certain compliance requirements when it comes to doing
business with them. For example, if you are bidding to win a contract to supply product to EU retailers
under their private label, they may, not only, insist on inspecting the facilities to ensure that they comply
with their internal quality standards, they may also impose service or logistical requirements that Turkmen
producers must comply with in order to do business with them. They often produce their own manuals
and guidelines that need to be reviewed in detail to ensure compliance and avoidance penalties or losing
the contract.
Another useful resource to find out about private voluntary standards that exporters can certify their
production against, and thus create additional value for Turkmen agri-food products, is the International
Trade Centre’s (ITC) Standards Map. Using the Standards Map it is possible to select a product and obtain
the list of private voluntary standards the production of the product can be certified against. An example
of a private voluntary standard is Fairtrade International.
Many countries impose restrictions that are linked to the environment and/or protecting the local
environment. For example, in many EU countries the producer is responsible for the cost of disposing of
waste material irrespective of the country of origin – this is a cost that Turkmen producers, in some
circumstances need to be aware of.
Taxes/Insurance
Sales taxes and value added taxes differ from one EU market to the next and will impact the retail or enduser pricing strategy as well as impacting the potential margin. Some countries impose tariffs on certain
product categories in order to protect home grown/manufactured products and maintain their local

competitiveness – high EU import tariffs may make some Turkmen agri-food products uncompetitive
when compared to local producers or providers.
An important consideration when exporting agri-food products is insurance of the goods in transit and up
to the point that the sales is completed. Depending on the terms and conditions of sale agreed with the
export customers, the level of insurance required will change…for example, a sale concluded on an exworks basis will not require the exporter to incur the cost of shipping insurance whilst a sale concluded
on a delivered basis to the customer’s door will require the exporter to insure the product during shipping.
In addition, depending on the product and its use in the EU market, the exporter may also need to insure
the product/company against product liability and public liability in the specified EU markets. For example,
if a Turkmen agri-food product is used as an ingredient in the manufacture of a food product in the EU,
the supplier (Turkmen producer) may be required to indemnify the customer (EU manufacturer) against
any claims due to quality or non-conformance issues caused by the ingredient.

Contracts
Conducting business in EU markets will inevitably lead to contractual agreements, either directly with EU
customers or intermediaries or with agents or potentially local employees. In some cases such contracts
to supply EU customers will require the Turkmen producer to enter into a standard agreement (contract)
to supply the organisation that will highlight who is responsible for activities such as shipping, deliveries
and the various insurances required.
It is always best practice to have a written agreement in place where the responsibilities of both parties
are clear from the outset and there are clear and balanced procedures for dealing with disputes or other
commercial issues that may arise during the term of the contract.
In most contractual agreements, it is likely that EU law will apply when it comes to disputes and breaches
of contracts.
Always seek appropriate legal advice with regard to commercial contracts to supply products to EU
export markets.

SECTION 6

Success Factors in Exporting to EU Markets

Assessing Your Business Readiness
The previous sections in this Export Guide for Turkmen agri-food producers have described the necessary
steps in preparing the business to export to EU markets. It has provided insights and guidance with respect
to strategy and planning; the importance of market research; choosing the optimum route to market;
selling and marketing in EU markets and understanding the business culture in the target markets. More
importantly, this Export Guide is challenging Turkmen agri-food producers to develop and articulate a
clear value proposition that will meet the needs of potential customers in EU markets – this will be critical
to success in highly competitive EU markets.
This section of the Export Guide will focus on helping Turkmen producers “self-assess” their readiness to
export to EU markets. By asking a series of questions across different disciplines within the business that
Turkmen producers will need to address, this part of the export guide will help Turkmen producers
“connect the dots” between where they are now and where they need to be in order to export
successfully to EU markets.
Are You Ready To Export?
This fundamental series of practical questions are designed to guide Turkmen producers to check that all
areas of the business that need to be aligned to the export growth strategy and objectives are in fact
aligned and to identify any gaps or areas in the business that need attention before the business can fully
commit to exporting… ”connecting the dots” between where the business is now and where it needs to
be.
Too often companies/entrepreneurs get caught up in the excitement and enthusiasm for new
opportunities in export markets that they plough ahead and make commitments that the business is not
(yet) capable of living up to. The resulting “chaos” can lead to failure to take advantage of genuine growth
opportunities and disappointed customers and/or intermediaries in export markets. In some cases, this
may impede the company’s ability to do business in export markets and culminates in financial losses as
well as waste of the company’s time and management resources already invested in the exporting plans.
The areas of the business referred to below are not exhaustive and many apply to all businesses with
export ambitions, not just the agri-food sector.

Customer Service & Support
Being able to provide the right level of service to support EU customers is at least as important, if not
more important, than selling to them in the first instance. EU customers’ buying decisions with regard to
overseas suppliers can be heavily influenced by the supplier’s ability to meet their service/support
expectations. In a global and highly competitive market, the customer service level and support could be
a deal breaker for the export customer.
It is imperative that as the exporter, Turkmen producer’s fully understand EU customers’ service
requirements/expectations and put solutions in place to, at a minimum, that meet those expectations or
ideally, exceed them.
Some of the things that need to be considered, depending on the market, customer type and route to
market are:
 What are the service expectations of EU customers?
 Do you need to provide 24/7/365 days support to EU customers?
 What is are the delivery lead-times for EU customers compared to the domestic market?
 What service level policies do you have as a business? Can you live up to them in the export
market? Do you need to improve them?
 What is the minimum shelf-life required for your agri-food products?
 Are your product specifications available in the relevant EU languages?
 Can you create a competitive advantage by exceeding EU customers’ expectations/requirements?
(i.e. shorter lead-times? faster delivery? longer shelf-life?)
Production/Processing Capacity
Much time and resource will be spent in chasing the EU market opportunity and understanding the
market/customer requirements…sometimes to the detriment of being able to physically manufacture or
grow the product. In a food production or processing environment it is critical to make sure that Turkmen
producers have the spare capacity to meet the demands of export growth….and in a timely manner.
Questions to consider with regard to capacity of the business to handle the additional sales from export
markets include:










Does the production or processing facility comply with all EU food safety standards and
regulations? If not, how long will it take to upgrade the facilities and train the workforce?
Do you have the production capacity to handle increased sales from export markets?
How long will it take you to adjust or add capacity?
Can you add a second production shift?
Can you handle or store the additional materials required?
Can your systems cope with the increased demand or activity?
How long will you need to train people to respond and deliver export orders?
Will you need to source additional manpower?
Is there additional processing requirements to meet EU customer orders?

Product & Packaging
Entry to a new export market may require some physical changes to Turkmen products or packaging in
order to comply with local EU market conditions or customer requirements. This can cause delays to the
anticipated launch plans as it may require adjustments in manufacturing, quality and product
development areas of the business before the business can respond to demand.


Product:
o Is your product export ready?
o Do you have to change the specification or quality? Add or subtract ingredients or
contents?
o Plan for additional new products to capture exporting opportunities?



Packaging:
o Do you have to change packaging format? Volume; Quantity per delivery; Size or Shape
of the product.
o Does your packaging presentation meet market expectations/requirements? (colour/
languages/label and consumer information)
o Compliance with EU standards and regulations.

Logistics & Operations
Exporting can quickly add cost to different parts of the business that if left unaddressed can make the
expansion into export markets less profitable than anticipated….or even totally unprofitable. These are
sometimes referred to as “hidden costs” as they are often not immediately visible to the exporter when
setting up for export demand.
Giving time and resource to discuss possible “hidden costs” and plans to mitigate them or even avoid
them, will include addressing:


Logistics/Operations:
o Warehousing capacity for additional raw materials/finished goods.
o Stock holding policy and manufacturing policy – hold stock or make-to-order?
o Location of finished goods storage ....in market?
o Reverse logistics (customer returns) from export markets.
o Cost effective and efficient (reliable) transportation and shipping



Lead-times & Order fulfilment:
o Can you respond to international customer lead-times?
o What if they are the same as in your domestic market?
o What will be your new pick/pack and ship times?
o Do you need to invest in systems to manage and track orders and material stocks?
o Traceability? Can you trace the product (and all ingredients) back to the farm or location
it was produced?

Procurement & Suppliers
Another very important piece of the jigsaw puzzle…….can Turkmen producers access the raw materials
needed to increase production in alignment with the export growth plans?
Dialogue with existing raw material and service suppliers will be critical to the business’ ability to respond
to export sales growth. In some instances the exporter may have to find new suppliers who for example;
have the capacity to grow in parallel with the producers business; or can meet the new quality standards
for compliance; or the exporter may need to find alternate suppliers as potential back-up so that that the
risk is spread over a number of suppliers. All of this will require time and management resource to put in
place to meet the growth from export sales and puts huge importance on communication with all the
relevant stakeholders in the business.







Are your Suppliers ready to grow with you? Other growers in the event that you do not produce
all the products or ingredients? Your packaging suppliers?
Can they meet the additional demand you will place on them? Will they need time to adjust or
invest in their business?
Will lead-times from your suppliers to you change?
Can they maintain or meet new quality demands?
Can you get volume discounts reflecting your growth and importance to them?
Will you need to find additional/backup suppliers to ensure that you can meet commitments to
export markets?

Capability & Skills
Any business that begins operating in EU markets will need to review its existing skill base and
management experience to ensure that the necessary skills are either already available in the organisation
or are accessible to the business. For the first time agri-food exporter, this often means that the owner or
entrepreneur takes on the responsibility to “up-skill” and learns the necessary new skills, procedures and
processes to get the business off the ground in export markets.
For some businesses the owner takes on multiple roles from selling; new business development; order
taking; managing customer and/or intermediary relationships; to making the product; shipping the orders
and invoicing the customers. This situation is not uncommon and lasts as long as it takes the business to
be able to financially support additional staff in specified roles.
If for example, a Turkmen agri-food producer chooses to work through an agent, a broker or a distributor,
the channel partner may be in a position to fill the capability and skills gap with regard to export markets.
Another option may be to outsource the skills required, if the business can support the additional cost.
Nonetheless, planning to put the skills in place that will be required to operate the business in export
markets is an essential and necessary step.

Manpower:
 If needed, can you access additional/suitably qualified manpower to support growth
opportunities? Labourers? Operatives?
 Are there flexible operating options? Will you need new agreements with your existing
workforce?

Capability/Skills:
 Have you got the right skills and capability in your company?
o Languages.
o Shipping administration.
o Product/Packaging
o Quality Assurance.
o Sales and marketing.
o Customer service/Technical support.

Can you Afford to Grow?
Making sure Turkmen producers are financially stable and can afford to take on the financial risk
associated with expansion into export markets will be critical to survival in the growth phase.
Access to any necessary funds required to expand will need to be planned and negotiated in advance in
respect of an overdraft or term loan or by attracting investors to the business willing to put in capital in
return for a share in the business.
Time spent with the accountant to work out any funding requirement based on projected revenue and
costs associated with growing the business in export markets…..will be time well spent! Understanding
the potential financial risks involved is important as well as, the potential financial rewards, will be critical
at this time.
Perhaps, in some cases it may be necessary to delay or postpone entry into EU markets until the “timing”
is better suited to the business circumstances or until the business can access the necessary funds to
support the export growth initiatives.
Finance & Funding
Before committing to EU markets Turkmen producers may require funds to invest in the business…for
example
 Capital investment:
o Plant & machinery to increase production capacity.
o Warehousing facilities.
o New packaging lines.
 Raw materials & finished goods:
o Increased stocks of raw materials to produce for export customers.
o Increased stocks of finished goods to respond to export orders.



Cash-flow impact:
o Cash tied-up in inventory in transit to EU markets.
o Order to cash cycle – how many days between receiving/confirming an order, committing
cash & resources to producing and delivering the order and collecting payment from the
EU market.

Pricing & Payment Terms
Whether selling at retail prices or wholesale prices, making sure the pricing structure for EU markets is
correct and sufficient to provide Turkmen producers with an adequate profit margin to sustain the export
business going forward is critical.
There are many forms of payment options to consider in international business and depending on the
market or the products (commodities) the exporter may have greater or lesser control over the terms.
When embarking on a relationship with a new distributor, for example, the exporter may want to
negotiate pro-forma terms (payment in advance) for a period of time before moving on to credit terms.
This might be particularly important if the volumes and values are very high from the start of the
relationship. Alternatively, the exporter might consider part pro-forma payment and part credit terms if
they trust the distributor.
In many instances selling agri-food products into the EU, in order to compete, Turkmen producers may
not have a lot of influence over the price and or the payment terms – they may have to accept the
customers terms in order to win business. For example, EU retailers may set the credit terms and the price
they are willing to pay as a “take it or leave” proposition to Turkmen exporters – because there is so much
competition they always have alternative sources of supply.
Some of the things to consider in relation to pricing and payment terms are:




Pricing & Margins:
o Determinants of an export price:
 Costs – shipping/insurance.
 Market conditions/customer behaviour.
 Competition.
 Route to market – intermediaries.
 Currency issues.
 Legal/political issues – tariffs/price ceilings.
 Marketing investment.
 Increased scale.
 Margin generation.
Payment Terms:
o Pro-forma payment.
o Letters of credit/Payment on Collection of documents (i.e. at sight of bill of lading).
o Credit terms 30/45/60/90 days etc.,
o Customer conditions/requirements.

Development Costs
Another potential source of additional costs with respect to expansion into EU markets can be described
as “development costs”.
Will you have to commit funds to any of the following activities before you can begin exporting?






Market research/feasibility study to establish/confirm the demand for or suitability of your
product in the EU market.
New packaging design and development (multi-lingual).
Investment in a multi-lingual website
Changes in the product specification or formula to meet local/international standards.
Added costs to meet Health & Safety regulations in the EU market.

Logistics
Turkmen agri-food producers also need to consider the potential the logistical cost implications that
exporting might impose on their business?






Freight – will you be paying additional shipping costs to deliver your product to market? Can you
sell ex-factory?
Local storage costs – will you have to cover local storage costs in the export market before you
can deliver to your customer? For instance, internal transport in Turkmenistan from the producers
location to the point of exit?
Freight Insurance.
Do your customers have specific compliance demands that will add cost to your logistics
operations? For example, weight restrictions on a pallet? Special labelling on pallets or cartons?
Will you incur penalties if you are non-compliant?

Marketing & Selling
This is one area of the business that can rapidly rack up additional and sometimes, unanticipated cost for
export businesses unless it is closely monitored.
Whilst the export manager is singularly focused on the exporting opportunity and chasing down all
possible avenues and contacts, there could be some large and recurring bills being built up in his or her
wake.
Unless these are planned, budgeted and controlled the exporter could find that it is a struggle to pay for
them and incur unwanted negative impacts on the cash-flow. Often visibility of these costs is delayed, as
they may come in the form of credit card bills built up over a period of weeks or months – whilst the
export manager is travelling in the EU to find new business or set up new distributors.

It will be important for Turkmen producers, where appropriate, to prepare a budget to capture the
potential additional costs associated with selling and or marketing products in EU markets.
For example (many of these will be foreign currency transactions)
 Travel & subsistence costs
 Customer entertainment
 Trade shows
 Promotions and discounts
 Advertising
 Multi-lingual brochures/manuals/website

Other Important Practical Considerations
The decision to enter international markets is both a strategic and “life changing” one for Turkmen agrifood producers……get it right and the opportunity to develop a successful and sustainable export business
will be achievable…get it wrong and the consequences could impact the domestic business.
Taking the decision and understanding the risk, involves much more than just the Turkmen producers
personal motivation and commitment, although they count for a lot, it also involves careful consideration
and planning, not to mention a bit of luck from time to time!
In summary here are a few fundamental questions that Turkmen producers should ask themselves and
reflect on to make sure that exporting to EU markets is the right next step for their business and to
confidently answer the YES to the question “Are You Ready to Export?”:








Who’ll look after your existing business in Turkmenistan?
Can you cope with managing the growth opportunity?
Is your business fully compliant with all EU standards and regulations?
Can you afford to expand right now?
Do you know enough to make a decision?
Can you create value for EU customers?
Will it be worthwhile…can you make money?

Below is a short case study outlining the export journey and success of a Turkmen agri-food producer
exporting to EU markets

Success Story
Finding a Route to European Market
Company
ES Ter Onum, fruit and vegetables distribution company based in Ashgabat, Turkmenistan, is the largest
distributor of fruit and vegetables in Turkmenistan. With more than 300 product growers as suppliers, at
its disposal - 11 vehicles - rented warehouses, where agricultural products are stored, sorted and
packaged, and fifteen agents - in reserve, the company supplies fruits and vegetables to about 1000
customers all year round. Among them are Turkmenistan Airlines, hotels, shopping and entertainment
centers, restaurants, large supermarkets and trade markets of the capital, a network of trade enterprises
and catering.
The analytical department of the company promptly provides all the information for the formation of
vegetables or fruits intended for sale during the day, week, and month. Flexible response to seasonal
needs, market conditions and customer preferences allows efficient operation of the productionprocurement-storage-sale chain and maintains an optimal price-profit ratio.
The company has developed quality standards for each type of agricultural product. Unattractive,
mechanically damaged fruits and vegetables are removed from the sets intended for sale. They have a
different purpose. The entrepreneurs have purchased modern equipment, and in the near future, a
workshop for the production of dried products will open. The company also plans to master the
production of herbal preparations and spices. Ter Onum implemented Quality Management System ISO
9001 and recently started implementation of Food Safety Management System according to ISO 22000.
Having found success in the domestic market, the company began receiving inquiries about exporting
Turkmen products abroad. In 2018, the company completed its first export.

The Challenge
As a distributor of fresh products, ES “Ter Onum” was promoting local products in various places, events
and to various clients. As a direct result of its marketing campaign, a customer from Austria expressed
interest in Turkmen melons and requested ES “Ter Onum” to grow some for him. The customer selected
the target markets of Germany, Holland and Austria.
Most of the EU markets, nowadays, require GLOBALG.A.P. certification for agricultural products, which
was a challenge for the company.

Solution
Melons of the required quality specification were exported to Austria through researching and
establishing an agreement with a partner based in Austria.

Lessons Learnt
In the very first step, the customer provided its requirements to grow in accordance with EU standards
and all further actions were taken on basis of those requirements. Specific locations, pre-selected farmers
and the required type of melon were selected for growing. Fertilizers and other additives were used
according to the provided requirements. ES “Ter Onum”'s own professional agronomist strictly managed
and controlled all steps of the growing process in accordance with the customer's requirements. Melons
were sorted out as small, medium and large sizes. The physical and chemical properties of each melon
were inspected by the relevant governmental bodies of Turkmenistan. At the same time tests were
performed by the customer in Austria. After obtaining a positive result, the products were shipped to
Austria.

SECTION 7

EU Regulatory Compliance – Doing Business
in the EU

Customs and Labelling Requirements
To clear customs, the exporter must fill out the required forms and pay all fees to obtain final authorization
from customs in the country of import.
All European Union countries share some common features of import requirements for different types of
goods.

EU Customs Code
EU Customs Code is the set of customs related rules outlined for trade with non-EU countries. Provided
rules ensure uniformity and transparency of customs practices in all EU Member States.

Registration as an Economic Operator
All economic operators (both companies and individuals) engaging in activities covered by EU customs
legislation receive the Economic Operator Registration and Identification (EORI) number from an EU
country customs authority. Importers established outside the territory of the EU will receive the EORI
number the first time they lodge:
 A customs declaration
 An entry summary declaration (ENS)
 An exit summary declaration (EXS)
Operators in all communications with any EU customs authorities should use the assigned EORI number,
where an EU-based identifier is a requirement, for example in customs declarations.
 EORI
Guidelines
https://ec.europa.eu/taxation_customs/sites/taxation/files/resources/documents/customs/cust
oms_code/guidance_dih_en.pdf
Entry Summary Declarations (ENS)

All advance cargo information about consignments entering the territory of the EU are contained in the
entry summary declaration (ENS). The carrier of the goods (in some cases it can be the importer-consignee
or a representative of the carrier or importer) must lodge the ENS at the first customs office of entry to
the EU, even if the goods are not imported to the countries of the EU. The ENS should be lodged before
the indicated deadline, which depends on the mode of transport carrying the goods:
 Container maritime cargo: at least 24 hours before loading commences in the foreign port
 Bulk maritime cargo: at least 24 hours before loading commences in the foreign port
 Short sea shipping: at least 2 hours before arrival
 Short haul flights, when less than 4 hours: at least by the actual time of take-off of the airport
 Long haul flights, when 4 hours or more: at least 4 hours before arrival at the first airport in the
customs territory of the EU
 Road traffic: at least 1 hour before arrival.

Customs Procedures
Upon arrival at the customs office of entry to the EU, goods are placed in temporary storage for no longer
than 90 days. From this moment, the goods are subject to customs supervision until they are assigned the
procedure approved by the customs authorities or re-exported:
1. Release for free circulation
Goods are released for free circulation when all import requirements have been met: all applicable
tariff duties, VAT and excise duties have been paid; all applicable and certificates have been
presented.
2. Transit (external)

When moving goods to another EU Member State customs clearance procedures are transferred to
the customs office of the recipient country. Goods may be moved within the customs territory of the
EU without being subject to import duties, other import related charges of the goods, for example
internal taxes, and commercial policy measures.
3. Storage in a customs warehouse: Imported goods may be stored in appropriate storage facility or any
other location authorized by the customs authorities and under customs supervision without being
subject to import duties, as well as other charges related to import of the goods and commercial policy
measures.
Storage in a free zone: Free zones are special zones in the customs territory of the EU, where goods
are allowed to be imported without import duties, other charges, for example internal taxes, and
commercial policy measures, until they are assigned another approved customs procedure or reexported. As part of this, goods may also undergo simple operations such as processing and repacking.
4. Processing: Goods can be imported into the EU, without being subject to duties, taxes and formalities,
to be processed under customs control and then re-exported. If the finished products are
subsequently not exported, they become subject to applicable duties and formalities.
5. Temporary admission for non-Union goods. Goods can enter the EU without payment of import duties
if such goods are intended for re-export without being changes. The maximum term for temporary
import is 2 years.

Customs Declaration - Single Administrative Document (SAD).
The Single Administrative Document (SAD) customs declaration is used for goods placed under customsapproved treatment or use. The SAD can be provided to the customs authorities by the importer or his
representative electronically (each EU member state has its own system) or by delivery to the appropriate
premises of the customs office. The SAD declaration ensures the placement of any product whatever the
mode of transport used and under any customs procedure.
Value for Customs Purposes
Most customs duties and VAT are expressed as a percentage of the value of imported goods. Value of
merchandise for customs purposes is determined by customs authorities based on its commercial value
at the point of entry into the EU: the total purchase value plus the cost of delivery up to the point where
the goods enter the customs territory. This value does not always correspond to the price specified in the
sales contract, and may be subject to specific adjustments.
Documents for customs clearance
Commercial invoice
The commercial invoice is a record or evidence of the transaction between the exporter and the importer.
Once the goods are in stock, the exporter issues a commercial invoice to the importer in order to charge

him for the goods. The commercial invoice contains basic information about the transaction and is
required for customs clearance.
The commercial invoice is similar to an ordinary sales invoice. No specific form is required. The exporter
prepares the commercial invoice according to standard business practice and submits it in the original
along with at least one copy. The invoice does not need to be signed in general. However, in practice the
original and copies of the invoice are often signed. The invoice can be prepared in any language, however,
it is recommended to translate it into English.
Customs Value Declaration
The Customs Value Declaration must be submitted to the customs authorities where the value of
imported goods exceeds EUR 20 000. The Customs Value Declaration must be prepared in accordance
with the form DV 1, whose specimen is laid down in Annex 8 to Regulation (EU) 2016/341 (OJ L-69
15/03/2016) (CELEX 32016R0341) known as UCC Transitional Delegated Act. This form must be submitted
with the Single Administrative Document (SAD).
The main purpose of this requirement is to determine the value of the transaction in order to fix the
customs value (taxable value) to apply the tariff duties.
The customs value corresponds to the value of the goods including all expenses (for example, commercial
price, transportation, insurance) incurred until the first point of entry in the EU. The Customs value is
usually determined based on the value of the transaction (the price paid or payable for the imported
goods). In some cases, the value of the transaction for the imported goods may be subject to an
adjustment, which involves additions or deductions (for example, when commissions or royalties may
need to be added to the price; when the internal transport (from the entry point to the final destination
in the Community Customs Territory) must be deducted).
The customs authorities shall waive the requirement of all or part of the customs value declaration where:
•
the customs value of the imported goods in a consignment does not exceed EUR 20 000, provided
that they do not constitute split or multiple consignments from the same consignor to the same
consignee, or
•
the importations involved are of a non-commercial nature; or
•
the submission of the particulars in question is not necessary for the application of the Customs
Tariff of the European Communities or where the customs duties provided for in the Tariff are not
chargeable pursuant to specific customs provisions.

Freight Documents. Transport documentation.
Depending on the means of transport used, the following documents must be filled in and submitted to
the customs authorities of the importing EU Member State upon importation in order for the goods to be
cleared:
•
Bill of Lading
•
FIATA Bill of Lading
•
Road Waybill (CMR)
•
Air Waybill (AWB)
•
Rail Waybill (CIM)

•
•

ATA Carnet
TIR Carnet

Bill of Lading
The Bill of Lading (B/L) is a document issued by the shipping company to the operating shipper, which
acknowledges that the goods have been received on board. In this way the Bill of Lading serves as proof
of receipt of the goods by the carrier obliging him to deliver the goods to the consignee. It contains the
details of the goods, the vessel and the port of destination. It evidences the contract of carriage and
conveys title to the goods, meaning that the bearer of the Bill of Lading is the owner of the goods.
The Bill of Lading may be a negotiable document. A number of different types of bills of lading can be
used. 'Clean Bills of Lading' state that the goods have been received in an apparent good order and
condition. 'Unclean or Dirty Bills of Lading' indicate that the goods are damaged or in bad order, in this
case, the financing bank may refuse to accept the consignor's documents.

FIATA Bill of Lading
The FIATA Bill of Lading is a document designed to be used as a multimodal or combined transport
document with negotiable status, which has been developed by the International Federation of Freight
Forwarders Associations (FIATA).
Road Waybill (CMR)
The road waybill is a document containing the details of the international transportation of goods by road,
set out by the Convention for the Contract of the International Carriage of Goods by Road 1956 (the CMR
Convention). It enables the consignor to have the goods at his disposal during transportation. It must be
issued in quadruplicate and signed by the consignor and the carrier. The first copy is intended for the
consignor; the second remains in the possession of the carrier; the third accompanies the goods and is
delivered to the consignee and the forth one must be signed and stamped by the consignee and then
returned to the consignor. Usually, a CMR is issued for each vehicle.
The CMR note is not a document of title and is non-negotiable.
Air Waybill (AWB)
The air waybill is a document, which serves as a proof of the transport contract between the consignor
and the carrier's company. It is issued by the carrier's agent and falls under the provisions of the Warsaw
Convention (Convention for the Unification of Certain Rules relating to International Carriage by Air, 12
October 1929). A single air waybill may be used for multiple shipments of goods; it contains three originals
and several extra copies. One original is kept by each of the parties involved in the transport (the
consignor, the consignee and the carrier). The copies may be required at the airport of
departure/destination, for the delivery and in some cases, for further freight carriers. The air waybill is a
freight bill, which evidences a contract of carriage and proves receipt of goods.

A specific type of Air Waybill is the one used by all carriers belonging to the International Air Transport
Association (IATA); a bill called the IATA Standard Air Waybill. It embodies standard conditions associated
to those set out in the Warsaw Convention.
Rail Waybill (CIM)
The rail waybill (CIM) is a document required for the transportation of goods by rail. It is regulated by
the Convention concerning International Carriage by Rail 1980 (COTIF-CIM). The CIM is issued by the
carrier in five copies, the original accompanies the goods, the duplicate of the original is kept by the
consignor and the three remaining copies by the carrier for internal purposes. It is considered the rail
transport contract.
ATA Carnet
ATA (Admission Temporaire/Temporary Admission) carnets are international customs documents issued
by the chambers of commerce in the majority of the industrialized world to allow the temporary
importation of goods, free of customs duties and taxes. ATA carnets can be issued for the following
categories of goods: commercial samples, professional equipment and goods for presentation or use at
trade fairs, shows, exhibitions and the like. Further information may be obtained in the International
Chamber of Commerce website: http://www.iccwbo.org/ata/id2924/index.html
TIR Carnet
TIR carnets are customs transit documents used for the international transport of goods, a part of which
has to be made by road. They allow the transport of goods under a procedure called the TIR procedure,
laid down in the 1975 TIR Convention, signed under the auspices of the United Nations Economic
Commission for Europe (UNECE): http://www.unece.org/trans/bcf/tir/welcome.html.
The TIR system requires the goods to travel in secure vehicles or containers, all duties and taxes at risk
throughout the journey to be covered by an internationally valid guarantee, the goods to be accompanied
by a TIR carnet, and customs control measures in the country of departure to be accepted by the countries
of transit and destination.
Freight Insurance
The insurance is an agreement by which the insured is indemnified in the event of damages caused by a
risk covered in the policy. Insurance is all-important in the transport of goods because of their exposure
to more common risks during handling, storing, loading or transporting cargo, but also to other rare risks,
such as riots, strikes or terrorism.
There is a difference between the goods transport insurance and the carrier's responsibility insurance.
The covered risks, fixed compensation and indemnity of the contract of transport insurance are left to the
holder's choice. Nevertheless, the hauler's responsibility insurance is determined by different regulations.
Depending on the means of transport, indemnity is limited by the weight and value of the goods and is
only given in case the transporter has been unable to evade responsibility.
The insurance invoice is required for customs clearance only when the relevant data do not appear in the
commercial invoice indicating the premium paid to insure the merchandise.

The standard extent of the transporter's responsibility is laid down in the following international
conventions:
1. Road freight
International transport of goods by road is governed by the Convention for the Contract of the
International Carriage of Goods by Road (CMR Convention) signed in Geneva in 1956.
Under this Convention, the road hauler is not responsible for losses of or damages to the goods if he
proves that they arise from:
 the merchandise's own defect(s);
 force majeure;
 a fault by the loader or consignee.
There is no European Union's regulation regarding indemnifications for road freight.
2. The rail carrier
International transport of goods by rail is regulated by the Convention concerning Intercarriage by
Rail (CIM Convention), signed in Bern in 1980.
The rail carrier is not responsible for losses of or damages to the goods if he proves that they arise from:
 the merchandise's own defect(s);
 force majeure;
 a fault by the loader or consignee.
Regarding compensation, currently there is no European Union regulation. Indemnification is normally
limited to a maximum amount per gross kilo lost or damaged. What can be concluded from this system is
that, in the majority of the cases, the company is unlikely to receive anything approaching the value of its
goods.
3. The shipping company
The 1968 International Convention on Bill of Lading, better known as 'The Hague Rules' or the 'Brussels
Convention' dictates the marine carrier's responsibilities when transporting international goods.
The shipping company is not responsible for losses of, or damage to, the goods if it proves that they arise
from:
 the merchandise's own defects and loss in weight during transport;
 a nautical mistake by the crew;
 a fire;
 if the ship is not seaworthy;
 force majeure;
 strikes or a lock-out;
 a mistake by the loader;
 hidden defects on board ship, which went unnoticed during rigorous inspection;
 an attempt to save lives or goods at sea.
As far as compensation is concerned, there is currently no harmonisation at European Union level. It is
normally limited to a certain sum per kilogram of lost or damaged goods. This system causes the same
problems as with rail accidents, being the exporter likely to lose much of the value of the goods.
4. The air carrier
The 1929 Warsaw Convention as well as the Montreal draft Treaty of 1975 determines that the air carrier
is not responsible for damages or loss of goods if it is proved that:
 the carrier and associates took all the measures necessary to avoid the damage or that it was
impossible for them to be taken (force majeure);




the losses arise from a pilotage or navigation mistake;
the injured party was the cause of the damage or contributed to it.
Concerning the injured party's indemnification, there is no European Union standard. Compensation is
normally limited to a set amount per gross kilogram of damaged or lost goods.
The air carrier can state specific reservations at the time of receiving the cargo. These reservations will be
written on the air consignment note (ACN) (air transport contract) and will be used as evidence. However,
airlines will normally refuse dubious packages or those not corresponding to the ACN.

Packing List
The packing list (P/L) is a commercial document accompanying the commercial invoice and the transport
documents. It provides information on the imported items and the packaging details of each shipment
(weight, dimensions, handling issues, etc.)
It is required for customs clearance as an inventory of the incoming cargo.
The generally included data are:
 Information on the exporter, the importer and the transport company
 Date of issue
 Number of the freight invoice
 Type of packaging (drum, crate, carton, box, barrel, bag, etc.)
 Number of packages
 Content of each package (description of the goods and number of items per package)
 Marks and numbers
 Net weight, gross weight and measurement of the packages
No specific form is required. The packing list is to be prepared by the exporter according to standard
business practice and the original along with at least one copy must be submitted. Generally there is no
need to be signed. However, in practice, the original and the copy of the packing list are often signed. The
packing list may be prepared in any language. However, a translation into English is recommended.

Customs Import Declaration (SAD)

All goods imported into the EU must be declared to the customs authorities of the respective Member
State using the Single Administrative Document (SAD), which is the standard import declaration form for
all EU Member States, laid down in the Union Customs Code (UCC) adopted in Regulation (EU) No
952/2013 of the European Parliament and the Council (OJ L-269 10/10/2013) (CELEX 32013R0952) and
the UCC Transitional Delegated Act adopted in Commission Delegated Regulation No 2016/341 (OJ L-69
15/03/2016) (CELEX 32016R0341).
The declaration must be drawn up in one of the official languages of the EU, which is acceptable to the
customs authorities of the Member State where customs clearance takes place.
The SAD may be provided either by using an authorized computer system connected to the system of the
Customs authorities, or by lodging it with the designated Customs Office premises.

The following basic information must be indicated in the declaration:









Identifying data of the parties involved in the operation (importer, exporter, representative, etc.)
Custom approved treatment (release for free circulation, release for consumption, temporary
importation, transit, etc.)
Identifying data of the goods (Taric code, weight, units), location and packaging
Information referred to the means of transport
Data about country of origin, country of export and destination
Commercial and financial information (Incoterms, invoice value, invoice currency, exchange rate,
insurance etc.)
List of documents associated to the SAD (Import licenses, inspection certificates, document of
origin, transport document, commercial invoice etc.)
Declaration and method of payment of import taxes (tariff duties, VAT, Excises, etc)

The SAD set consists of eight copies; the operator completes all or part of the sheets depending on the
type of operation.
In the case of importation, generally three copies shall be used: one is to be retained by the authorities of
the Member State in which arrival formalities are completed, other is used for statistical purposes by the
Member State of destination and the last one is returned to the consignee after being stamped by the
customs authority.
Documents associated to the SAD
According to the operation and the nature of the imported goods, additional documents shall be declared
with the SAD and shall be presented together with it. The most important documents are:
Documentary proof of origin, normally used to apply a tariff preferential treatment
Certificate confirming the special nature of the product
Transport Document
Commercial Invoice
Customs Value Declaration
Inspections Certificates (Health, Veterinary, Plant Health certificates)
Import Licenses
Community Surveillance Document
Cites Certificate
Documents to support a claim of a tariff quota
Documents required for Excise purposes
Evidence to support a claim to VAT relief
Internal taxes
Value Added Tax
A percentage of Value Added Tax (VAT) revenue, calculated on a unified basis, is allocated to finance the
EU budget. VAT is imposed on the added value at each stage of the production chain of any product or
service, levied on final consumption and collected fractionally:
 on all commercial activities, namely: supplies of goods and services, imports and intra-Community
transactions (goods brought into a EU country from another EU country)




at each stage of the production and distribution of a good or service by charging a percentage on
the price of every transaction. However, VAT is ultimately borne by the final consumer
through a scheme where certain taxable persons (those VAT-registered) charge VAT on their sales
(output tax) and reclaim the VAT charged on their purchases of goods or services used in their
business activity (input tax). The difference between output tax and input tax is the VAT finally
collected

Taxable Transactions
The main activities subject to VAT are:
1. Supply of goods for commercial purposes, within the territory of a EU country, made by a taxable
person.
2. Supply of services: VAT is chargeable in the EU country where the recipient of the service is
established.
3. Intra-Community transactions: purchases among traders resident in different EU countries
are not considered imports and exports, but intra-Community transactions. Intra-Community
acquisitions and supplies of goods made between VAT-registered traders will be charged in the
EU country to which the goods are dispatched.
4. Imports: VAT is levied on the importing of goods and usually charged when customs clearance
procedures take place in order to be released for circulation. However, when the goods are
imported into one EU country but are intended for use or consumption in another, they can be
placed under a VAT suspensive arrangement. Under this arrangement, VAT will be charged in the
EU country of destination and not in the EU country of entrance in the EU.

Payment of VAT (Imports)
Import VAT payments are dealt with in the same way as customs duties.
Taxable persons must fill in and submit to customs the Single Administrative Document, which must
include the goods value, place of origin, consignee, destination, price, weight, etc.
Information on VAT, excises and customs duties must be filled in box no. 47 of the form.

Suspensive Arrangements and Free Zones
Imported goods can be placed under one of the customs arrangements listed below. VAT will not be
chargeable until the goods are removed for home use.
 Goods placed in temporary storage
 Goods under inward processing relief (duty suspension system)
 Goods placed in customs warehousing or free zones
 Temporary importation
 Transit procedures
 Free Zones in which goods are free of VAT, and import duties and charges
Taxable Amount
The taxable amount is the total sum actually paid or payable by the purchaser, the customer or a third
party. At large, the taxable amount is the invoiced price, including:
 taxes, duties, levies and charges, excluding the VAT itself



incidental expenses such as commission, packing, transport and insurance costs charged by the
supplier to the purchaser or customer.

When importing goods, the taxable amount will also include incidental expenses incurred in up to the
place of destination:
"Taxable amount = Value for customs purposes + Customs duties and any other taxes due by reason of
importation + supplementary costs up to the place of destination."
Taxable
Value for customs Customs duties and any other Supplementary costs up to the
=
+
+
amount
purposes
taxes due because of import
place of destination
Minimum VAT rates
Taxable transactions are subject to the rates and regulations approved by the EU country to which the
goods or services are supplied. Each EU country can fix rates according to the following limits:
 the standard rate may not be less than 15%
 EU countries may also apply either one or two reduced rates, which should not be less than 5%,
and shall only be applied to very specific supplies of goods
 the Directive allows the application of a reduced rate not lower than 12% (the "parking rate") for
some goods or services
 it also allows certain EU countries to maintain of reduced rates lower than the 5% minimum (super
reduced rates)

Goods subject to reduced VAT rates
Annex III to the Directive on VAT allows EU countries to apply reduced rates to foodstuffs (including
beverages but excluding alcoholic ones) for human and animal consumption; live animals, seeds, plants
and ingredients normally intended for use in preparation of foodstuffs; products normally intended for
supplement or substitute foodstuffs; water supplies; supplies of goods and services of a kind normally
intended for use in agricultural production but excluding capital goods such as machinery or buildings.
Import Duties
A trade tariff is a tax or duty levied on goods when crossing the political borders of states (or customs
unions). Import duties are the most common and include tax on goods imported from another country.
The EU's Binding Tariff Information (BTI) system helps to identify the right tariff classification for the goods
that are being exported. To obtain Binding Tariff Information, you must apply to the customs authorities
of the EU country you wish to export to using the BTI application form. The BTI is valid throughout the EU,
regardless of which EU country issued it. Having a BTI gives you legal certainty about the tariff classification
of the product you wish to export. This is the basis for determining customs duties and whether or not
you need an import certificate.
A BTI is generally valid for three years, although under certain circumstances it may be cancelled (for
example if the classification rules change). If your BTI is cancelled, you can ask the customs authorities to

allow you to continue using your BTI for a 'grace period', provided you meet the legal requirements (the
authorities will tell you what these are).

More information on tariff quotas, antidumping duties and standard import values can be obtained
through the Import Tariffs section at the Trade Helpdesk, where you will also find reference to the
legislation applicable to that information.
Trade Helpdesk information is based on harmonised regulations. That means that they apply to all
Member States of the European Union. This means that when you browse the Trade Helpdesk to find the
import tariff for your product, you are not required to specify a country of destination. The customs union
means that all import tariff information applies to all countries of the European Union. However, if you
are looking for the value added tax (VAT) on a product in the requirements and taxes section of the Trade
Helpdesk, you are required to specify your country of destination as VAT rates vary from one EU country
to another.
The Erga Omnes duty
When you browse the Trade Helpdesk to check the import tariff you have to pay to export your product
to the EU, you often see the erga omnes tariff mentioned.
Erga omnes is the legal term for obligations or rights 'towards all.' For instance, if a product's customs
duty is erga omnes, it is applicable to imports from all countries.
However, developing countries have advantageous conditions to enter the EU market. You may not have
to pay the full tariff (or any at all). Next to the erga omnes tariff, you can find the preferential agreement
that your country has and its reduced tariff.
Commercial Quality and Labelling Regulations
Imports into countries of the European Union of fresh fruit and vegetables must comply with the EUharmonized marketing standards. Fruits and vegetables which are intended to be sold fresh to the
consumer, may only be marketed if they are sound, fair and of marketable quality and if the country of
origin is indicated. The control is done by competent authorities of the EU Member States.
Tips:
Commission Implementing Regulation (EU) No 1308/2013 (OJ L-347 20/12/2013) (CELEX 32013R1308)
http://eur-lex.europa.eu/LexUriServ/LexUriServ.do?uri=CELEX:32013R1308:EN:NOT
EU
general
marketing
standards
Annex
I
Part
A
https://webgate.ec.europa.eu/reqs/public/v1/requirement/auxi/eu/eu_mktfrveg_annex1a_r543_2011.
pdf/ of Commission Implementing Regulation (EC) No 543/2011 (OJ L-157 15/06/2011)
Products imported on the territory of the European Union must comply with EU labeling requirements,
which include health safety, consumer protection, information about the product - content, composition,
safe use, special precautions, etc. Packaging within the EU must comply with the environmental
protection requirements and health safety requirements.

Tips:
Read the general requirements for packaging and packaging waste (Directive 94/62 /EC);
Read about package size requirements (Directive 2007/45 / EC);
See the special rules for materials and products intended for food contact (Regulation (EC) No 1935/2004)

Food Safety Regulations
Countries of the European Union are very demanding in terms of food safety, for which reason producers
exporting plants and plant products (including fruit and vegetables and packaging products made of wood)
have to comply with EU legislation on plant health in order to exclude all potential hazards. To avoid health
and environmental risks, the phytosanitary requirements were laid down to prevent the EU introduction
and spread of organisms harmful to plants and plant products. The requirements mainly imply that food
products have to comply with the maximum residue levels (MRLs) for pesticides (herbicides, insecticides,
fungicides, etc.). Commodities containing more pesticides than allowed are prohibited for import into the
European Union. A plant health certificate must accompany all plants or plant products that are imported
into the EU.
Note: Wood used to package or wedge food or non-food products (wood packaging material) have to also
comply with the phytosanitary requirements.
Tips:
For the EU phytosanitary measures for packaging made of wood and other plant products, please consult
the EU Council Directive 2000/29/EC
http://eur-lex.europa.eu/LexUriServ/LexUriServ.do?uri=CELEX:32000L0029:EN:NOT
The EU Commission Directive 2004/102/EC establish that wood packages of any type shall be prepared by
an approved treatment specified in Annex I to FAO International Standard for Phytosanitary Measures No.
15 and shall bear the corresponding mark as specified in Annex II.
Exports of fruit and vegetables to the countries of the European Union must:
 Be accompanied by a phytosanitary certificate issued by the relevant competent authorities of
the exporting country
 Go through customs and phytosanitary inspections at the Border Inspection Post at the point of
entry into the EU
 Be imported into the European Union by an importer, who is registered with a Member State’s
official register
 Be announced prior to arrival at the customs office at the point of entry.
Marketing standards for agricultural products
When imported into the EU fresh fruits and vegetables undergo documental and/or physical check
performed by competent authorities of the EU Member States in accordance with the following EU
general marketing standards:
 Minimum quality requirements;
 Minimum maturity requirements;
 Tolerance;



Marking of origin of produce.

Tips:
The EU general marketing standards are laid down in Annex I Part A of Commission Implementing
Regulation (EC) No 543/2011 (OJ L-157 15/06/2011):
https://webgate.ec.europa.eu/reqs/public/v1/requirement/auxi/eu/eu_mktfrveg_annex1a_r543_2011.
pdf/
For the common marketing system for the agricultural products, please consult the EU Council Regulations
No 1308/2013 https://eur-lex.europa.eu/legal-content/EN/ALL/?uri=CELEX:32013R1308
Annex I Part B of the Commission Implementing Regulation (EC) No 543/2011 (OJ L-157 15/06/2011)
outlines specific marketing standards for the following fruits and vegetables:
 Apples
 Citrus fruit
 Kiwifruit
 Lettuces, curled leaved and broad-leaved endives
 Peaches and nectarines
 Pears
 Strawberries
 Sweet pepper
 Table grapes
 Tomatoes
Packaging
General requirements for packaging marketed within the European Union countries aim at protecting the
environment, as well as to prevent any risk to the health of consumers. Following are the examples:




Recycling materials, packaging waste prevention,
Size, nominal quantities and capacities,
Composition and constituents of materials, which are intended to come into contact with food

Tips:
See the following regulations affecting the requirements to the packaging materials:
 General requirements related to packaging and packaging waste, the European Parliament and
the Council Directive 94/62/EC
http://eur-lex.europa.eu/LexUriServ/LexUriServ.do?uri=CELEX:31994L0062:EN:NOT
 Specific provisions related to package sizing, the EU Council Directives 75/106/EEC and
80/232/EEC
http://eur-lex.europa.eu/LexUriServ/LexUriServ.do?uri=CELEX:31975L0106:EN:NOT
http://eur-lex.europa.eu/LexUriServ/LexUriServ.do?uri=CELEX:31980L0232:EN:NOT
 Specific rules on nominal quantities for prepacked products, the European Parliament and the EU
Council Directive 2007/45/EC
http://eur-lex.europa.eu/LexUriServ/LexUriServ.do?uri=CELEX:32007L0045:EN:NOT



Special rules for materials and articles, which are intended to come into contact with foodstuffs,
the Regulation of the European Parliament and the EU Council № 1935/2004

Standards and Food Safety
Certification/Accreditation
Voluntary Certification
Product certification is a set of measures aimed at identifying the compliance of product quality indicators
with certain standards. The standards can be based on food safety, environmental or social issues. Thus,
certification is a confirmation of product quality in a certain area of focus. When certified, producers get
new opportunities for their product to enter new markets.
As protecting consumers from hazards is a top priority in all food sectors in the countries of the European
Union, all traders and retailers in the EU require producers to follow procedures based on Hazard Analysis
and Critical Control Points (HACCP).

Food Safety and Good Practice Certification
In the recent years, there has been an increased focus on private retail standards (PRS) by European
supermarket chains. Farmers and food producers are increasingly demanded to be certified against a food
safety standard. In addition, each individual retailer will ask for extra quality requirements on its suppliers
to differentiate its products from that of its competitors.
This part of the Guidebook describes different types of voluntary standards for food safety and good
production practices, such as GLOBALG.A.P, and good manufacturing practices, such as BRC and IFS.
European supermarket chains are increasingly demanding that their suppliers be certified against a private
food safety standard such as GLOBALGAP, BRC and IFS. These chains account for over 60 percent of fresh
produce retail sales in many European countries. In addition, each individual retail company may impose
even stronger quality requirements on its suppliers so as to differentiate its products from that of its
competitors.

Good Agricultural Practices (GAP)
What are good agricultural practices (GAP)?
Good Agricultural Practices, or GAPs, are voluntary practices that address minimization of food safety
related risks and intended to verify that fruits and vegetables are produced, packed, handled, and stored
to ensure safety and quality of products.

The benefits of implementing GAPs on a farm are numerous. GAPs improve food safety, worker and
consumer conditions, environment conditions, including rational handling of agro-chemicals, no
contamination of water and soils, animal safety, including good animal care and adequate feeding. In
general, GAPs facilitate access to new markets, especially the European Union market.
More information on GAP:
FAO GAP: www.fao.org/prods/GAP/index_en.htm

GLOBALG. A.P.
GLOBALG.A.P. is the internationally recognized standard for farm production essential for exporting fresh
products to the EU market. The GLOBALG.A.P. Fruit and Vegetables Standard covers the process of the
certified product from pre-harvest activities, such as seed planting and plant protection product
application, to post-harvest produce handling, packing, and storing. GLOBALG.A.P certification focuses on
food safety and traceability, environment, health, safety and welfare of workers, animal welfare. The
standard includes Integrated Crop Management (ICM), Integrated Pest Control (IPC), Quality
Management System (QMS), and Hazard Analysis and Critical Control Points (HACCP). Nowadays, the
Standard is a minimum requirement for most European supermarkets. GLOBALGAP Certificate is the
certificate that manufacturers want to do business in international markets. This document is required as
a prerequisite for exporting companies that send fresh fruits and vegetables to the countries of the
European Union.
Availability of the certificate "GLOBALG.A.P." for many foreign companies, it is one of the important
conditions for trading in agricultural products. International retail chains and supermarkets are interested
in purchasing products, the quality of which is confirmed by international standards.
In the face of tough competition in the global and regional markets of agricultural products, the presence
of the certificate "GLOBALG.A.P." confirms the compliance of the grown products with all quality
requirements, which undoubtedly contributes to an increase in consumer loyalty and sales growth.
A manufacturer who has implemented the GLOBALG.A.P. System demonstrates openness and
responsibility for its products, which always has a positive effect on improving its image and promotes
product sales.
How to get certified?
1. As a first step, it is recommended to check the GLOBALG.A.P. general regulations and control
points of the fruit and vegetables sector.
2. Compare offers from the certification bodies, register with the one you choose, and get your
GLOBALG.A.P. Number (GGN).
3. Using the checklist carry out a self-assessment and work on and correct all the points you do not
comply with. You may want to contact a licensed A GLOBALG.A.P. Farm Assurer, who is a trained
and approved consultant, and who can provide you with valuable assistance during your audit
preparations.

4. Arrange an appointment with your GLOBALG.A.P. approved certification body. An inspector will
then conduct the first on-site inspection. Auditing activities are carried out by certification bodies
in accordance with GLOBALGAP milestones and criteria. In these studies, verified control points
are verified and the manufacturer's compliance level is determined.
5. Once you successfully comply with the standard’s requirements, you will receive a GLOBALG.A.P.
Integrated Farm Assurance Standard certificate for your fruit and vegetables produce, which will
be valid for one year.
Farmers who want to obtain GLOBALGAP certification must consider certain costs. They usually have to
pay for registration, inspection and certification. Both individual manufacturers and groups of
manufacturers can apply for certification, the cost of which depends on the selected certification agency
and the time spent on verification.
In addition to the certification fees charged by the certification body, the manufacturer must also pay the
manufacturer's annual registration fee to maintain certification.
Tips:
Get the GLOBALG.A.P. general regulations and control points from the GLOBALG.A.P. Documents Center
www.globalgap.org/uk_en/documents
Find a full list of GLOBALG.A.P. approved certification bodies
www.globalgap.org/uk_en/what-we-do/the-gg-system/certification/Approved-CBs/index.html
Find a full list of GLOBALG.A.P. licensed Farm Assurers www.globalgap.org/uk_en/what-we-do/the-ggsystem/gg-farm-assurers/Farm-Assurer-List/index.html
More information on GLOBALG.A.P.
www.globalgap.org
e-mail: info@globalgap.org Tel. +49 221 57776 -0
GLOBALG.A.P. c/o
FoodPLUS GmbH
Spichernstr. 55
50672 Cologne, Germany

Good Manufacturing Practice Certification
A Good Manufacturing Practice (GMP) system is a system that ensures that products are manufactured
and controlled in accordance with quality standards. This system is designed to minimize the risks
associated with products. The GMP standard is mainly applicable to enterprises that process agricultural
products to produce foods. This chapter describes different types of voluntary standards for good
manufacturing practices.

British Retail Consortium Global Standards (BRCGS)
In addition to GLOBALG.A.P., almost all buyers in the north-western countries of the European Union may
require other food safety management certification. One of the most demanded is the British Retail
Consortium Global Standards (BRCGS), which provides a framework to manage product safety, integrity,

legality and quality, and the operational controls for these criteria in the food and food ingredient
manufacturing, processing and packing industry.
The BRC Global Food Standard is based on the following assessments:







strategy for food safety - HACCP food safety system;
Quality Management System;
requirements for equipment and enterprise;
product management;
process management;
staff.

The BRC Top Level Quality Certificate in the global food market is considered the benchmark for good
manufacturing practice and food safety. The obtained certificate contributes to the improvement of the
quality and safety of products and the growth of the company's reputation, because more and more large
customers of retail chains both highly value this standard as a guarantee of high product quality,
harmlessness and reliability for consumers.
The standard is of interest to enterprises that plan to work with European retail chains, it can be applied
throughout the entire food chain, with the exception of primary production.
What are the main benefits of BRCGS?






Increased customer confidence, opening new
market opportunities.
Product safety, quality, integrity and legality are all covered
comprehensively, with clearly defined risk-based requirements.
Globally recognized
Production optimization
Effective management of internal processes

The application of the BRCGS requires certification by a third party. Certified products are differentiated
in the market as they carry the BRCGS logo.
How to get certified?
1. Get your free copy of the relevant Standard from brcgsbookshop.com. Attend a
BRCGS Product Safety Management training course - brcgs.com/training.
2. Find out what is missing using our online gap analysis tools. Put your team together. External
consultants can offer additional support, if needed.
3. Confirm the site is capable of meeting BRCGS requirements. That means having the necessary
risk assessments completed so that the correct control points and procedures are put in place.
Undertake internal audits.
4. Choose a suitable certification body. An optional pre-assessment visit may be arranged to identify
any areas for improvement.
5. Make sure you are fully prepared for the audit and that staff are available. Arrange for the
audit to be conducted. Following the audit, carry out any corrective actions, with relevant

root cause analyses, and plan preventive actions. The certification body will provide the audit
report and confirm whether the certification has been achieved.
Once the audit report is uploaded on the BRCGS Directory claim free license to all technical
content through BRCGS Participate and unlimited licences to our BRCGS Professional programme.
6. Ensure you continue to meet the requirements. Continual development. Arrange new audit
before annual expiry.
Tips:
Read more about BRCGS www.brcgs.com/media/1006/brcgs-combined-qsg-digital-24-may-2019.pdf

More information on the BRCGS standards:
https://www.brcgs.com/brcgs/food-safety/
Email: virender.kumar@brcgs.com
Tel: +91 9599077172

International Featured Standard (IFS) Food Certification
Buyers of the European Union sometimes require suppliers to comply with the IFS food standard. IFS
stands for International Featured Standard. The IFS Food Standard is a recognized food safety standard
for auditing food manufacturers, which is focused on safety and quality of food products and
manufacturing processes. It concerns food processing companies and companies that pack loose food
products.
IFS Food certification can offer a number of benefits to companies in terms of quality, food safety and
customer satisfaction, and a competitive advantage in the market place. Firms with an International Food
Safety Certificate (IFS Certificate) open up new market opportunities, gain consumer confidence, enhance
brand image, ensure transparency, and quality in the supply chain process. The IFS logo can be used on
the certified product.
The Standard is based on the ISO 9001 and HACCP principles, focused on ensuring the safety of food
products and packaging used in food production, and provides three possible levels of certification.
In the European Union, IFS Food Standard is one of the most important standards for many leading retail
chains. For example, all members of the German Retail Society or the Federation of Trade and Distribution
Companies of France must have an IFS certificate, regardless of the country of origin. The Standard is also
widely used in Austria, Poland, Sweden, Italy and other countries.
How to get certified?
1.
2.
3.
4.
5.
6.
7.
8.

Preparation of the IFS system and its documentation for certification
Filing an application for IFS certification
Preliminary check and assessment of the IFS system
Conclusion of an agreement for certification of the IFS system
Preparation of the IFS system for final inspection
Development of a program for the final verification of the IFS system by the certification body
Holding a preliminary meeting on organization of the IFS certification check at the enterprise
Audit of the IFS system by the certification body

9. Registration and issuance of the IFS system certificate by the certification body (if the decision is
positive).
Tips:
Read more about IFS Food Standard
www.ifs-certification.com/images/standards/ifs_food7/documents/Fact_Sheet_IFS_Food_V7_EN.pdf
More information on the IFS Food Standard:
IFS Management GmbH Follow IFS
Am Weidendamm 1A | DE 10117 Berlin
Phone: +49 (0)30 726 10 53 74
E-mail: info@ifs-certification.com
www.ifs-certification.com

ISO 22000
The ISO 22000 standard is an international standard that has been developed for any food industry,
including those operating in related industries such as the manufacture of equipment, packaging
materials, cleaning agents, food additives and ingredients.
The standard incorporates the HACCP principles and demonstrates that an enterprise is capable of
providing products and services that are safe and compliant with regulatory requirements. Helps
businesses improve risk management. It also shows a commitment to the food safety principles of the
United Nations Codex Alimentarius.
The ISO logo cannot be used on products.
How to get certified?
ISO does not perform certification and do not issue certificates. External certification bodies perform
auditing and certification.
To get certified, the first step is to find a certification body. Find and evaluate multiple certification bodies
based on qualifications criteria, not just price. Make sure that the chosen certification body is accredited.
International accreditation is optional. However, it provides confirmation of the competence of the
certification body and its compliance with international standards that set requirements for certification
bodies. Make sure your business is ready for certification. You can order a pre-assessment service from a
certification body (this is voluntary step).
Tips:
Read
more
about
Food
safety
management
https://www.iso.org/files/live/sites/isoorg/files/store/en/PUB100430.pdf
More information on the ISO 22000 Standard:
International Organization for Standardization
ISO Central Secretariat

ISO

22000:2018

Chemin de Blandonnet 8
CP 401 - 1214 Vernier, Geneva, Switzerland
E-mail: central@iso.org
Tel.: +41 22 749 01 11
www.iso.org
Products from organic production
Organic production is a voluntary scheme, which may apply for agricultural products. Compliance with
Organic standards allows your product to enter new markets and export goods to countries with strict
regulations on food products and organic products are widely demanded. If the products are grown
according to the requirements of organic farming, the world's leading companies, including
manufacturers of organic and natural cosmetics, food products, processing plants, etc., will want to work
with you.
The objectives of implementing organic farming standards are to:







Integrate environmental conservation into agriculture
Promote quality of goods
Eliminate use of various synthetic fertilizers and pesticides.
Strengthen the agroecosystem, which will allow growing products that are more resistant to
external adverse factors.
Consider the biological characteristics of the soil, including biological cycles.
Prevent destruction of the fertile layer by using new standards of land cultivation.

Any farm that wishes to produce organic food has to undergo a process known as 'conversion'. During the
conversion period, a producer needs to use only organic production methods, but it is not always that the
resulting product can be sold as organic. All plants grown during the conversion period must come from
organic seeds. The length of this conversion period depends on the type of organic product being
produced.
The conversion period can be a difficult time for organic farms. This is because organic methods often
result in lower yields, while food produced during the conversion period may not have the same premium
price. However, once the farm gets organic certification, selling organic products might improve income
of producers.
How to get certified?
If you wish to become an organic farmer, you must be certificated through a control body.
The EU appointed ‘control bodies or authorities’ are designated to inspect operators in the organics food
chain. After producers, distributors and marketers of organic products have been inspected and checked,
they will be awarded a certificate to confirm that their products meet organic standards. All operators are
checked at least once a year to make sure that they are continuing to follow the rules.

Imported organic food is also subject to control procedures to guarantee that they have also been
produced and shipped in accordance with organic principles. You, or importer that you are collaborating
with, must apply for an import authorization from EU organic control bodies.
Products following EU organic farming rules can use the EU organic farming logo after going through a
strict and mandatory certification process. After being audited by an accredited certifier, your firm may
put the EU organic logo on your products, as well as the logo of the standard holder.

Tips:
For organic production methods and requirements, please check the Council Regulation (EC) No 834/2007
on Organic Farming
http://eur-lex.europa.eu/LexUriServ/LexUriServ.do?uri=CELEX:32007R0834:EN:NOT
Find more information on organic production at DG Agriculture and Rural Development website
https://ec.europa.eu/agriculture/organic/index_en
Find the list of control bodies and control authorities in the organic sector on the European Commission
website https://ec.europa.eu/agriculture/ofis_public/r8/ctrl_r8.cfm?targetUrl=home&lang=en
Find
the
list
of
control
bodies
and
authorities
for
equivalency
https://ec.europa.eu/agriculture/ofis_public/rCBE/ctrl_rcbe.cfm?targetUrl=home&lang=en

SECTION 8

INTERNAL PROCEDURES AND REQUIREMENTS
FOR EXPORTING FROM TURKMENISTAN

Permission for exporting agricultural and food products from Turkmenistan is under specific governmental
controls compared to non-food products. Three government organizations play a major role in granting
export permits.
The Union of Industrialists and Entrepreneurs of Turkmenistan (UIET), Ministry of Trade and Foreign
Economic Relations of Turkmenistan and the governing body of these two organizations the Cabinet of
Ministers of Turkmenistan (trade cluster).

The availability and importance of the agri-food product to be exported in the daily market basket
(commodity bundle) will determine the terms by which and whether an exporting permit will be granted.
The market basket is usually defined by trade cluster organizations according to policies of food security
for Turkmenistan and will include important daily consumed foods such as eggs, flour, oil, meat, poultry,
tea, tomatoes, potatoes, onions etc.
Ministry of Trade and UIET monitors the market for and consumption of these daily consumed products.
Factors such as the consumption of a given product, the level of imports, the overall monthly availability,
the price of the product over a year and total production, will all be considered before clearance can be
given for an export permit.
ROLES OF STATE AGENCIES
Union of Industrialists and Entrepreneurs of Turkmenistan – the Union is responsible for gathering and
analyzing information about the private producers of agricultural products, about their production
activities and about their sales activities. Based on the data provided by the Union about total production
capacities, planned production capacities, locations and relevant information government bodies, a
decision will be made regarding the amount of agri-food product available for export quotas. Therefore,
it is necessary to register with the Union so that the correct data about agricultural and food production
can be gathered for the benefit of export permits.
Ministry of Trade – is responsible for monitoring trade policies, food consumption, prices and supply of
agricultural and food products to the markets. Based on the information on, per capita consumption of
specific food products, current and expected prices, import amounts of the products concerned, the
Ministry of Trade will give its decision on the amount of the product to be exported and amount to be
sold on local markets at a set price.
Ministry of Agriculture – is responsible for planning and monitoring production of important agricultural
products, monitoring effective use of state and private lands and resources to guarantee food security,
where necessary making adjustments to production plans according to state policies.
DOCUMENTATION REQUIRED
All producers of agricultural products for export must be registered with UIET. The Union is the body that
is responsible for data gathering about producers and forwarding export permission requests to Cabinet
of Ministers. Based on the data compiled by UIET on the planned approximate total harvest amount and
production capacities for the coming months and based on research of consumption and current markets,
the Cabinet of Ministers and Ministry of trade will decide what amount of a product shall be made
available for export markets and what percentage by weight shall be distributed to local markets at a set
price.
Based on the information and the documentation outlined below, the UIET will determine the production
capacity of a producer and export eligibility of a product:
-

Production land area and ownership type: private land with a certain rental period, rental land
from municipalities, private land;

-

Production facility type and production capacity: greenhouses, production facilities, arable
land, fruit garden size;

-

Certificate of origin provided by State Sanitation and Disease Control Service and Chamber of
Commerce and Industry of Turkmenistan;

-

Certificate of safety provided by “Turkmenstandartlary” state service for the production
facility and production site;

-

Certificate of standards provided by “Turkmenstandartlary” for each product type.

Once the production capacity, ownership rights and harvesting periods are determined based on a
monthly written request by a producer, the UIET will forward export permit requests to the Trade ministry
and Cabinet of Ministers.
If granted, the exporting permit specifying the amount to be exported and names of producers will be
forwarded to the state customs service of Turkmenistan.
After the monthly permit for the specified amount is granted, either the producer of the product himself
or a reseller based on a sales agreement with a producer in local currency, will start clearance procedures
and providing certificates of origin, certificates of standards and certificates of safety to Customs services.

CERTIFICATION
Certificate of Origin (ST1) – certificate of origin will be provided by the Chamber of Commerce and
Industry of Turkmenistan based on all other certificates and production related documentation.
Certificate of Safety – State Sanitary epidemiological service, Ministry of Agriculture. Certificates are
provided within 10 working days after submission of documentation (1-3 days).
Certificate of Standards - “Turkmenstandartlary” state service. Predefined TDS code with an acceptable
range of all of the properties of a product will be given. If TDS for a product is absent in the system, based
on laboratory tests and academic information a new TDS will be created. In most of the cases the TDS
code is based on Russia’s GOST codes. After submission of documentation, the TDS code certificate will
be provided within 10 working days (1-3 days).
CLEARANCE
Customs procedures requires a certificate of origin, export permission letter if necessary (if export permit
is not given to the customs service by state agencies), adherence of a product to a defined TDS code as
written in certificate, if the exporter is not the producer itself, then a sales agreement between the
exporter and the producer is required. Fees to be paid are dependent on the product type and can be
found on www.customs.gov.tm

FINANCIAL REQUIREMENTS
The State Committee for statistics of Turkmenistan will set a price for a given product that does not
fluctuate often and is independent of current prices in various countries. The price set by this committee
will define the amount of taxes to be paid from each producer and amount of money that shall be
deposited in the exporters’ account in Turkmenistan within 180 days.
After the export sale has been concluded, entrepreneurs compared to individual enterprise and economic
society, can receive payments in the form of cash in amounts of up to 10 000 USD without the need to
deposit the sales income into a bank account. Only the amount to be paid in taxes needs to be deposited
(2% from contract value etc.).
Payment for individual sales exceeding $10 000 USD should only be made by transferring the amount into
a banking account of a seller in Turkmenistan within 180 days. If the monies are not transferred with this
180 day period the account of the seller will be frozen.
Individual enterprise and economic societies unlike individual entrepreneurs must receive payments only
in non-cash transaction regardless of the sales amount.
Please see Appendix 2 for sample copies of the required Certificates for Exporting agri-food products from
Turkmenistan.

International Organisations and Projects based in Turkmenistan
European Union funded ITC Project “Ready4Trade Central Asia”
With the project Ready4Trade Central Asia, the European Union and the International Trade Centre are
joining forces to contribute to the overall sustainable and inclusive economic development of Central
Asia by boosting intra-regional and international trade in the region. Beneficiaries of the Ready4Trade
Central Asia project include governments, small and medium sized enterprises, in particular women led
enterprises, and Business Support Organizations. The project operates in 5 countries: Kazakhstan,
Kyrgyzstan, Tajikistan, Turkmenistan and Uzbekistan. Ready4Trade was launched in January 2020 and is
projected to last for 4 years.
To help spur economic growth, the Ready4Trade Central Asia project will target these 4 main objectives
in Turkmenistan:


Address regulatory and procedural obstacles to international trade – Establishing of the
national trade facilitation portal: a digital solution to improve compliance with cross-border
requirements for SMEs. The TFP will include practical steps required for import, export and
transit, easy access to agreements, laws, regulations, administrative documents, forms and
documents, useful information on international trade statistics, as well as information on
markets and products with high export and import potential.





Improve SMEs capacities to comply with cross-border requirements – This component aims to
build the capacity and awareness of SMEs in Turkmenistan in terms of compliance with
procedural formalities, technical regulations, quality standards and other requirements related
to cross-border trade. Developing the export potential of SMEs will directly contribute to market
diversification, job creation and overall economic growth in Turkmenistan. This component is
delivered through two sub-components: training program on cross-border management for
SMEs and on-the job coaching services to SMEs.
Improve readiness of Central Asian countries, in particular women-led companies, to conduct
cross-border e-commerce – This component aims to support beneficiary countries in promoting
e-commerce and engaging SMEs in digital commerce at country, regional and international
levels. Particular attention in the implementation of this component will be paid to women-led
companies. In Turkmenistan it will be implemented by addressing the regulatory and policy
conduciveness for digital trade, increasing awareness among main stakeholders of the
requirements and major barriers to successful development of e-commerce as well as building
the capacities of SMEs in e-commerce essentials.



Increase opportunities for women-led enterprises to participate in international trade – This
component aims to achieve three main objectives: to raise the awareness of border control
officials about gender issues faced by women at the border; exploring the possibility of
collecting gender-disaggregated data on trade; increasing the confidence and knowledge of
women to participate in trade activities.

Project contact information in Turkmenistan:
Rustam Alymov, National Project Manager
Email: ralymov@intracen.org
Tel: 469181
Web: www.intracen.org/ready4trade/
EBRD Advice for Small Businesses in Turkmenistan

In Turkmenistan, the EBRD helps small and medium-sized businesses grow, succeed, then grow
again, becoming genuine catalysts for their local economies, then their region.
Through the Advice for Small Businesses Programme we connect our clients to local consultants
and international advisers who can help transform a huge range of businesses. From the smallest
looking to grow to those going global, our expert network of doers, thinkers and advisers help our
clients to step up and start thinking big.

Whether it’s a new website, a quality management system, a marketing strategy or even a
completely new governance structure, we work with beneficiary enterprises to define the best
project to fit their needs.

Over the years the EBRD has developed an export promotion programme to assist SMEs seeking to
export. Although SMEs may have the potential to produce goods which can become competitive on
world markets, their export readiness often remains low. The export promotion special initiative
seeks to identify those companies with above-average growth and/or export potential, to determine
areas where improvement is necessary and to provide advisory services accordingly.
A further goal of this special initiative is to build the capacity of local consultants, through trainings,
workshops, seminars and awareness raising events, to enable SMEs to increase exports.

Activities of Advice for Small Businesses in Turkmenistan are currently funded by the European
Union. Since starting work in Turkmenistan in 2008, we’ve helped over 290 enterprises access
advice, thanks to funding from the European Union, the and Ireland.

Our contacts in Turkmenistan
European Bank for Reconstruction and Development
Advice for Small Businesses
SME Finance & Development Group
“Berkarar” Business Center,
13th floor, Suite M3
82, 1972 street (Ataturk)
744000 Ashgabat,
Turkmenistan
Tel.: +993 12 46 88 20
Fax: +993 12 46 88 26
Email: knowhowturkmenistan@ebrd.com

USAID’s Future Growth Initiative
The USAID/Central Asia’s Future Growth Initiative is designed to spur productive economic activity across
Central Asia, including Kazakhstan, Kyrgyzstan, Tajikistan, Turkmenistan, and Uzbekistan by increasing the

competitiveness of high-growth industries, and providing jobs and incomes for Central Asia’s growing
workforce, propelling the region toward self-reliance.
TARGET SECTORS:
Information and Communications Technology (ICT)
Food Processing and Beverages
Light Manufacturing (Carpets, Leather and Handicrafts)
The Future Growth Initiative will transform market systems in ways that help high-potential firms, leading
organizations and sectors grow, foster market linkages to match demand for workforce skills with training
offered to youth and women, link entrepreneurs to high-growth markets, and build more business- and
worker-friendly policy environments and institutions to sustain private sector– driven growth. When
appropriate, USAID will work to address legal and regulatory constraints, if they are determined to be
significant inhibitors to growth.
PERFORMANCE PERIOD:
October 2019- September 2024
MAJOR AREAS OF FOCUS:
Component 1: Enterprises – Fostering competitive industries through expansion to new target markets
(regionally or globally) to increase sales and exports, while attracting local and international investment.
Component 2: Employment – Developing a capable workforce and entrepreneurship through targeted
trainings to create new jobs or improve current ones.
Component 3: Enabling Environment – Creating conditions for jobs and investment by supporting policy
change through public-private dialogue, analysis and application of global standards.
Contacts
Kazakhstan (regional office)
Cholpon Kokumova
Deputy Chief of Party/Enterprises Lead cholpon.kokumova@thepalladiumgroup.com
Turkmenistan
Vepa Malikgulyyev
Country Manager
vepa.malikgulyyev@thepalladiumgroup.com
USAID’s Central Asia—Competitiveness, Trade, and Jobs Activity (CTJ)
The USAID Competitiveness, Trade and Jobs activity is helping Central Asian countries increase exportdriven growth by supporting a more diverse and competitive private sector and helping firms increase
trade and employment. The program aims to facilitate exports and employment in horticulture and
strengthen transport and logistics services across the five Central Asian economies. By incentivizing firms
to become more regionally competitive and by addressing cross-border impediments to trade, USAID
helps to develop a more diverse and competitive private sector and generate export-driven growth.
This program is implemented in Turkmenistan, Tajikistan, Uzbekistan, Kyrgyzstan and Kazakhstan.
Duration: October 2016- September 2021

For more information on support available, contact the USAID Competitiveness, Trade, and Jobs activity
in Turkmenistan at +99365 687965 or e-mail ctjexportsupport@dai.com.
International certification bodies represented in Turkmenistan
HIL-TM Center
HIL-TM Center of the Individual Enterprise “Halkara Standart Hyzmatlary” was established and opened in
Turkmenistan at the beginning of 2020. The center is the official partner of the accredited certification
body "CERT International" in Turkmenistan specializing in ISO 9001, ISO 22000 consulting, auditing and
certification services.
More information about HIL-TM Center in Turkmenistan:
E-mail: gulistan.g@hil-tm.com
Tel: +993 65817916

Subsidiary SGS Turkmen Ltd.
SGS is the world’s leading inspection, verification, testing and certification company. In Turkmenistan SGS
is represented by Subsidiary SGS Turkmen Ltd.
More information about auditing and certification services of the Subsidiary:
82, Ataturk (1972) Street, Berkarar Business Center
Ashgabat, 744017
Turkmenistan
t: +993 12 468 324
t: +993 12 468 325

Turkmen Companies producing organic nutrients
Nourivit Technologies GmgH
The company Nourivit Technologies GmbH was founded as a spin-off company of a successful research
program from the University of Natural Resources and Life Science (BOKU) funded by the Austrian
Research Promotion Agency (FFG) within the framework “Research Studios Austria”.
Nourivit Technologies is focusing on the developing, manufacturing and distribution of innovative, highly
efficient, environmentally friendly and safe products for an integral application in agriculture on a
biological basis.
The goal of products is to contribute to both the preventive protection of the plant as well as the
promotion of growth and increased yields. We succeeded in developing an integral biological solution for
healthy plant growth technology with the implementation of microorganisms.

As a result, Nourivit products have the following qualities:


Organic and mineral additives for plants and soil significantly increase plant productivity,
strengthen the root system, increase health, immunity and resistance to pests, diseases and
drought, accelerate the growth and ripening of crops, enrich and heal the soil, accelerating the
formation of humus, and also reduce the need use of other fertilizers and additives.



The use of Nourivit products in animal husbandry and poultry farming when processing beddings
and burns has a positive effect on the hygiene of the stables premises, significantly reduces
unpleasant odors, and eliminates flies. Animal feed additives contain live bacteria, as well as
extracts from medicinal plants, which improves appetite and digestion, increases the digestibility
of food, which leads to weight gain without increasing feed portions. The herbal extracts have a
calming and probiotic effect, protecting against stress, increasing immunity and disease
resistance, while reducing the cost of vaccinations and antibiotics.



A new product from Nourivit – “Valibiotics” winning multiple awards. This innovative product is
the world's first safe and effective alternative to fungicides, which are chemical poisons. In
contrast, Valibiotics are a combination of natural microorganisms and calcium cations that are
easily absorbed by plants. It enhances plant immunity, significantly improving plant resistance to
fungal diseases and pests. Valibiotics products are toxicologically safe, they do not leave chemical
residues, do not pollute soil and groundwater, and do not harm consumers and the environment.

Nourivit products underwent several successful tests in Turkmenistan. For example, in Serdar town,
Balkan region, when processing wheats (2019-2020), namely, seed treatment before planting + 3
sprayings during the first month, we managed to increase the yield from an average of 20 centners per
hectare to 50-55 centners. Nourivit has also been successfully tested on such crops as soybeans,
strawberries, mung beans, cabbage, sorrel, cotton, tomatoes, bell peppers, etc.
Nourivit additives are certified according to EU standards and are suitable for Organic and Eco Farming
Contact information:
Nourivit Technologies GmbH,
Kaiser Franz Ring 13, 2500 Baden, Austria.
Phone: +43 2254 72039
Email: info@nourivit.com
Web: www.nourivit.com
Representative in Turkmenistan:
Timur Geldiyev
Mobile: +993 65 81-77-60
Email: timur.geldyev@gmail.com
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SUPPORT TO FURTHER SUSTAINABLE AGRICULTURE AND RURAL DEVELOPMENT IN TURKMENISTAN - SARD III
www.sard3tm.org
93/1 AtaTurk Str, Ashgabat
Turkmenistan
Tel: (+993 12) 48 34 81/ 48 34 62
E-mail: info@sard3tm.org
The Project was launched by the European Union in September 2016 to support the Government of
Turkmenistan in achieving national policy objectives for sustainable agriculture and rural
development, as well as strengthening supporting institutions for the agro-food sector.
Timeframe
September 2016 – December 2020
Find out more
SARD III Activities Webpage www.sard3tm.org
SARD III Publications Webpage http://sard3tm.org/downloads
EU Technical Assistance Projects in Turkmenistan - EUTAP http://eutap.tm/ru/
EUTAP Info Centre News Webpage – SARD III http://eutap.tm/agriculture/
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