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Editorial.

Have you been
to Eastern Eu-
rope yet?
If you have, you
are something
of an exception.
Because for
many business
people, this part
of Europe is still unknown territory. And
yet we keep hearing success stories
from this part of the continent. Why?
There are many reasons for this: the
good price-performance ratio makes
products an attractive proposition and
the transportation distances are short
and therefore commercially sustaina-
ble. This in turn makes it easier for im-
porters to build up and maintain serious
business relations. And not only that!
Many business partners, especially
those in the younger age range, speak
fluent English, ltalian or German. The
SIPPO team has been operating for al-
most 17 years in a wide cross section of
Eastern and Southern European coun-
tries. The latest addition in 2008 was
the Ukraine. In the months to come we
shall be organising several procure-
ment trips to the Ukraine and Egypt. An
ideal opportunity for you to see the var-
ious locations yourself and make new
business contacts. Read more about
this on page 4.

Rita Stupf
Head of Development Services
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In recent years, the countries of the Western Balkans have managed to get off pretty
lightly. But now in 2009, the full force of the world economic crisis is hitting them
for the first time. Falling demand in traditional export markets in Western Europe is
weakening the real economy. Any recovery is only likely to be slow and gradual. The
driving forces behind that will be higher net export figures and an improved level
of competitiveness of the companies concerned. All this underscores the special im-
portance of SIPPO’s activities aimed at increasing the capacity for export of regional
companies.

Credit squeezes, falling industrial produc-
tion and foreign trade, rising unemployment
figures: the current year has witnessed the
emergence of a serious recession in all
Western Balkan countries. But there are re-
gional differences. According to forecasts
of the Vienna Institute for International Eco-
nomic Studies, GDP growth in Albania will
only be slightly less. On the other hand,
Macedonia, Bosnia and Herzegovina, Montenegro and Serbia are expected to experience
a significant drop in GDP coupled with the threat of recession.
The countries of this region must cope with an additional burden. Their national indebted-
ness was already high before the financial crisis hit. As a result, they are now faced with
an increased level of refinancing risk coupled with limited room for action on the financial
policy front as they seek to kick-start their economies.
Any economic recovery is only likely to be
slow and gradual. And it may well be the
case that post-recovery foreign invest-
ment won’t reach the same level as before
the crisis. More competitiveness for the
companies, rising net export figures: those
are the recipes for future growth. Which
goes to illustrate the inestimable value of
SIPPQO’s support as it seeks to strengthen
the capacity for export of regional compa-
nies.

Romain Darbellay
Resident Country
Director a. i., Swiss
Cooperation Office
Macedonia
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Background information on Serbia

Serbia occupies a central position on the
Balkan peninsula, has a population of 7.5
million and an area of 88,361 sq km. Where-
as the appeal of various CEE states (i.e.
Central and Eastern Europe) has suffered a
decline because of increased wage and in-
vestment costs, Serbia still boasts an attrac-

tive investment climate.

Serbia is signatory to a Free Trade Agree-
ment (CEFTA) with the other countries of the
region. In addition, the country is the only
non-CIS state to sign a Free Trade Agree-
ment with the Russian Federation. A mod-
erate continental climate and favourable
soil conditions ensure that fruits such as
raspberries and plums feature strongly in the
country’s agricultural export strategy. Other
important export sectors are the metal and
chemical industries.
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The Albanian fisheries and seafood industry enjoys an excellent infrastructure devoted to
the processing of fish and seafood caught in the wild and, increasingly, from aquaculture
sources as well. The products are deep-frozen, marinated, packed in tins and prepared
naturally for despatch as fresh fish. South East Europe and ltaly are the most important
trading partners of the dynamically growing Albanian fisheries industry.

April 2009 was a key date for five Albanian fish sector companies as they appeared for
the first time at the European Seafood Exposition in Brussels. The reward was contracts
worth over two million Euro signed with Central European companies. This is a sure indi-
cation that Albanian products meet the high quality standards of the international fish and
seafood market.

Following the successful conclusion of negotiations in June, Switzerland will also this year
be signing a Free Trade Agreement with Albania. This will focus particularly on fish and
seafood. From the date of ratification of the agreement they will be eligible for import into
Switzerland free of customs duty. Currently, though, Albanian fish products are hard to
find on the shelves of Central and Northern European retailers but that could change soon
when the arrangements easing entry to these markets are introduced.

SECO Info.

GLOBALGAP in Serbia.

The most important traders insist that the agricultural products they deal in are grown
in compliance with the GAP standards (Good Agricultural Practices). The best known
standard is GLOBALGAP. In the course of time, this has become one of the basic premis-
es underpinning the export of agricultural products.

At the same time, GLOBALGAP has some latitude for individual adjustments. Good ag-
ricultural practice is strongly dependent on the use to which land is put — which differs
from country to country. Local co-determination is a key feature of the process for for-
mulating such practices. This gives the various players in the value-added chain the op-
portunity to play a committed and influential part in shaping their country’s version of the
global standard. This also gives them a tool ideally adapted to their own local conditions.
It also promotes production and eases the path to new markets. The SECO has taken
up a leading role in the active co-ordination of donors to enable individual adjustments in
Serbia. Two GLOBALGAP conferences brought together all the participating players — one
in September 2007 in Belgrade and the other in May 2008 in Novi Sad. The participants
— the Ministry of Agriculture, producers, purchasers, certification bodies, scientists and
donors - all confirmed their support for the coordinated promotion of GLOBALGAP in
Serbia. At the moment, a second phase is at preparation stage. Its purpose is implemen-
tation across the board.
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In many developing countries, the clothing industry is nationally significant and an impor-
tant arm of the economy. At the same time, there has been an upsurge in enquiries in this
field from Switzerland and Europe. This is why, since 2005, the main thrust of the SIPPO
clothing project has been support for clothing manufacturers in Albania, Macedonia and
Serbia. These production locations have quite clear advantages for European importers:
smaller minimum order sizes, more flexible production, faster delivery times and not least
better controls.

SIPPO gives interested importers, purchasers and producers the opportunity to get in
touch directly with over 80 selected and checked clothing manufacturers.

Each year, new businesses are evaluated and included in the programme. Various market-
ing tools such as sector analyses, electronic B2B platforms, direct contact brokering as
well as personal contacts at the stand at the CPD Trade Fair in Disseldorf all deliver op-
portunities for presenting manufacturers to European customers. The net result of these
targeted activities plus the great potential in the countries receiving support is that over
60 new, long-term business relationships have been arranged. Since the beginning of the
project, the order volume of the companies receiving support has exceeded the 10 million
barrier. And created a total of 495 new jobs.

Organic explosion in the Ukraine.

Organic growing methods, organic production — in the Ukraine, too, many companies
are interested in these concepts. When organic growing first exploded into being in
this Eastern European country, Switzerland was there playing an important role. An
SDC project (SDC - Swiss Agency for Development and Co-operation) to grow organic
wheat for the Swiss market was the first step. Two years ago, SECO and the Research
Institute of Organic Agriculture launched a further organic project. Its objective was
the development of a national certification body in the Ukraine. This is because more
and more companies wish to sell their products on the European market and no longer
simply within their own region. In 2009, SIPPO supported three of these companies
at BioFach, the leading world trade fair for organic products. The emphasis here was
on cereal products and on plants gathered in the wild (berries, medicinal plants and
spices). In June 2009, SIPPO evaluated and advised ten more companies. A trade mis-
sion is being prepared for the essential oils and wild plants sectors for October. Plans
are underway for the Ukraine to be more strongly represented at BioFach 2010.

If the number of participating companies grows to the “critical size” of 10 to 15, there
will no longer be anything preventing the Ukraine from having its own country stand.

Tips for success for Macedonia

Macedonia lies at the gateway to South
East Europe. This makes the country an
ideal channel and distribution centre for
products destined for the European mar-
kets. The Free Trade Agreements signed
by Macedonia open the way to a market
free of customs duty with 650 million cus-
tomers (EU, EFTA and CEFTA countries,

Turkey and the Ukraine).

Macedonians adopt a rather restrained
communication style with people they do
not know well. Negative answers are cir-
cumvented by complicated explanations.
In negotiations, Macedonians avoid con-
frontations. Business decisions are strongly

coloured by personal feelings.

This is why it is advisable to invest time in
building up relations. The business world is
a strictly hierarchical structure. The power
to make decisions lies solely and exclusive-
ly at the highest level in a company.
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