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Introduction  

 

The present study is elaborated as part of the project ―Stimulation of economic exchange in the 

cross-border region Montana – Pirot‖ implemented by NALILG Branch Montana as Lead 

Partner and the Municipality of Pirot as Project Partner under Bulgaria-Serbia IPA Cross Border 

Programme.  

The overall objective of this project is to increase the competitive advantages of the economic 

sector in the region and to improve its positions in the EU markets through developing an 

economic synergy and co-operation between the business representatives from Bulgarian–

Serbian cross-border region and strengthening their competitiveness.  

The project is mainly related to improve the capacity of the region to deal with regional issues as 

partnership establishment, strengthening of institutional and business structures to respond to EU 

markets requirements and establishment of models for cooperation based on best practices and 

common needs. Through the development of economic and market analysis, the organization of 

business forums for shearing best practices and establishing business contacts, and the 

development of a strong institutional cooperation the project will support Bulgarian and Serbian 

enterprises from priority export sectors to enhance their competitiveness, their degree of 

internationalization and enter or expand their market positions.  

The project has 2 specific objectives:  

a) improvement of the partnership establishment in the cross-border region and creation of 

conditions for meeting the high standard required by the EU market;  

b) establishment of models for cooperation based on best practices and common needs.  

The main objective of the present study is to provide the companies from the region with 

practical information about the development of the world market for the identified key industries 

and products. In order to represent the full situation in the international markets the study will 

present information about the world imports for the key industries, the main exporters, main 

importing countries, Bulgaria‘s position and share in the world market and in the identified key 

markets. Finally the study will represent the prospects for future development of the export of the 

companies from the Municipality of Montana and possible target markets to which those 

companies should focus their efforts for international expansion.  

According to the results from the conducted survey among business representatives from 

Montana and Pirot and the study on the products and services offered by enterprises from 

Montana and Pirot that have export advantages or export potential the following three main 
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industries have been identified as such with higher potential for export for the Municipality of 

Montana:  

- Manufacturing of machinery; 

- Manufacturing of electrical and electronic equipment; 

- Manufacturing of food and beverages. 

 

Apart from these three main industries there are two more industries in which the companies 

from the Municipality of Montana are mainly operating and are also worth studying in prospect 

of the future development and growth of the economy in the Municipality. These two additional 

sectors are: 

- Manufacturing of bicycles and other cycles; 

- Manufacturing of apparel, clothing and shoes. 

The results from the implemented study will be used in the organization of business forums for 

sharing best practices and establishing business contacts and the development of a strong 

institutional cooperation.  

Finally the implementation of the present study and the rest of the activities planned under the 

project ―Stimulation of economic exchange in the cross-border region Montana – Pirot‖ will 

enhance the synergy and partnership between the companies in the region, their economic 

development, competitiveness in the international market, the meeting of the EU market 

requirements and the attraction of investments. The implementation of the project activities will 

further provide access to relevant and useful information for the companies in promoting and 

supporting their export, foreign markets where their goods have a competitive advantage will be 

identified, a specific set of promotional measures for successful positioning on the identified 

markets will be offered. 
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Size of the international market - value and volume of 

imports  

 

Representing and analyzing the size of the international market will give a broader 

perspective on the development of the market and the demand for the production of the identified 

key industries. This data will show if the world markets are growing or they are already 

saturated, whether the companies should expect a positive future demand or they should start 

focusing on diversification of their production and development of new products for which there 

will be higher future demand.  

Such statistical data and analysis will be presented for each one of the identified key 

industries in the Municipality of Montana covering a period of 5 years.  

 

Size of the international market for machinery  

 

After a slight decrease in 2009 both the import and the export of machinery in the world are 

registering a stable growth. For the last year the world imports have increased with 8.2% while 

the export increases with additional 7.9%. Noticing the negative balance in the international 

trade of machinery we can conclude that the demand is higher than the current production in the 

market and that it is even constantly growing. That is a positive trend for the Bulgarian 

companies and for those in the Municipality of Montana in particular as there is a growing 

demand for their production and they have the opportunity to gain important market shares in the 

international market as there is still unsatisfied demand.  

This high demand in the international market is mostly provoked by the slow but stable exiting 

of the crisis and the revival of the economy especially in the developed countries. After the 

revival of the markets many companies have acquired the necessary capital for investments in 

new equipment and production lines, they also have the need to expand their production which is 

further pushing them to buy more machines. Apart from the existing companies that are 

investing in new machines there are also new companies that are trying to benefit from the 

revival of the market and are working on innovations for which they need special equipment.  
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The revival of the market is also a factor for many banks to start granting more credits although 

still with a lot of precautions. The higher opportunity for loans is additionally helping the 

companies to acquire the needed funds to invest in equipment and machinery and is thus 

increasing the demand for such products.  

 

Figure 1 World import of machinery, euro, 2008 - 2012 

 
Source: International Trade Center 

 

Figure 2 World export of machinery, euro, 2008 - 2012 

 
Source: International Trade Center 
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Size of the international market for electrical and electronic equipment 

 

The trends in the world market of electrical and electronic equipment are similar to those in the 

market for machinery. After a slow decrease in both the world import and export of electrical 

and electronic equipment the market is rising steadily – 8.9% increase in the import for 2012 

compared to 2011, 9.3% increase in the export for 2012 compared to 2011. Again similar to the 

development of the machinery market there is a negative balance with the import exceeding the 

export with more than 143 million euro.  

The development of the world market for electrical and electronic equipment is also showing 

positive trends for the export of the Bulgarian companies in this sector and for the companies 

from Montana in particular. There is a growing unsatisfied demand in the worlds market for 

these types of products and the companies have the opportunity to find new international clients 

and to expand their market coverage.  

The growth of this market can also be explained by the revival of the world economy and the 

increased production and demand. Many of the products included in this product group are used 

as parts in other productions and their demand is therefore increasing. It is expected that this 

demand will grow even higher having in mind that there are still some negative effects from the 

economic and financial crisis that the market has not overtaken yet.  

Figure 3 World import of electrical and electronic equipment, euro, 2008 - 2012 

 
Source: International Trade Center 

0

200

400

600

800

1000

1200

1400

1600

1800

2000

2008 2009 2010 2011 2012

1375,045195 
1230,654335 

1605,237362 1665,83774 
1814,940783 

М
и

л
и

о
н

и
 

World 



BULGARIA - SERBIA IPA CROSS-BORDER 
PROGRAMME 

 

14 
 

 

Figure 4 World export of electrical and electronic equipment, euro, 2008 - 2012 

 
Source: International Trade Center 

The companies from this sector should not rely only on the growing demand for supporting their 

development. They should focus on innovating their products and following the trends in the 

industry. There are many international companies that have the possibility to invest in research 

and development activities and to introduce many innovations in the market and thus control the 

demand. As the Bulgarian companies are still lacking the necessary funds for developing 

significant innovations they should focus on their cost competitive advantages and gain market 

shares by offering cheaper products of good quality.  

 

Size of the international market for food and beverages 

 

According to the International Trade Center the product groups included in the food and 

beverages industry are as follows:  

- Meat and edible meat offal; 

- Fish, crustaceans, mollusks, aquatic invertebrates; 
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- Edible fruit, nuts, peel of citrus fruit, melons; 

- Animal, vegetable fats and oils, cleavage products; 

- Sugars and sugar confectionary; 

- Cocoa and cocoa preparation; 

- Cereal, flour, starch, milk preparations and products; 

- Vegetable, fruit, nut, etc. food preparations; 

- Beverages, spirits and vinegar; 

- Residues, wastes of food industry, animal fodder; 

- Milling products, malt, starches, inulin, wheat gluten; 

- Oil seed, oleic fruits, grain, seed, fruit, etc. nes.  

The world import for each one of these product groups is the following:  

 

Figure 5 World import of meat and edible meat offal, euro, 2008 - 2012 

 
Source: International Trade Center 
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Figure 6 World import of fish, crustaceans, mollusks, aquatic invertebrates, euro, 2008 - 2012 

 
Source: International Trade Center 

 

Figure 7 World import of dairy products, eggs, homey, edible animal products, euro, 2008 - 

2012 

 
Source: International Trade Center 
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Figure 8 World import of edible vegetables and certain roots and tubes, euro, 2008 - 2012 

 
Source: International Trade Center 

 

 

Figure 9 World import of edible fruit, nuts, peel of citrus fruit, melons, euro, 2008 - 2012 

 
Source: International Trade Center 
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Figure 10 World import of animal, vegetable fats and oils, cleavage products, euro, 2008 - 

2012 

 
Source: International Trade Center 

 

 

Figure 11 World import of sugars and sugar confectionary, euro, 2008 - 2012 

 
Source: International Trade Center 
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Figure 12 World import of cocoa and cocoa preparation, euro, 2008 - 2012 

 
Source: International Trade Center 

 

 

Figure 13 World import of cereal, flour, starch, milk preparations and products, euro, 2008 - 

2012 

 
Source: International Trade Center 
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Figure 14 World import of vegetable, fruit, nut, etc. food preparations, euro, 2008 - 2012 

 
Source: International Trade Center 

 

 

Figure 15 World import of beverages, spirits and vinegar, euro, 2008 - 2012 

 
Source: International Trade Center 
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Figure 16 World import of residues, wastes of food industry, animal fodder, euro, 2008 - 2012 

 
Source: International Trade Center 

 

 

Figure 17 World import of milling products, malt, starches, inulin, wheat gluten, euro, 2008 - 

2012 

 
Source: International Trade Center 
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Figure 18 World import of oil seed, oleic fruits, grain, seed, fruit, etc. nes, euro, 2008 - 2012 

 
Source: International Trade Center 

 

Figure 19 World export of meat and edible meat offal, euro, 2008 - 2012 

 
Source: International Trade Center 
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Figure 20 World export of fish, crustaceans, mollusks, aquatic invertebrates, euro, 2008 - 

2012 

 
Source: International Trade Center 

 

 

Figure 21 World export of dairy products, eggs, homey, edible animal products, euro, 2008 - 

2012 

 
Source: International Trade Center 
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Figure 22 World export of edible vegetables and certain roots and tubes, euro, 2008 - 2012 

 
Source: International Trade Center 

 

 

Figure 23 World export of edible fruit, nuts, peel of citrus fruit, melons, euro, 2008 - 2012 

 
Source: International Trade Center 
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Figure 24 World export of animal, vegetable fats and oils, cleavage products, euro, 2008 - 

2012 

 
Source: International Trade Center 

 

 

Figure 25 World export of sugars and sugar confectionary, euro, 2008 - 2012 

 
Source: International Trade Center 
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Figure 26 World export of cocoa and cocoa preparation, euro, 2008 - 2012 

 
Source: International Trade Center 

 

 

Figure 27 World export of cereal, flour, starch, milk preparations and products, euro, 2008 - 

2012 

 
Source: International Trade Center 
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Figure 28 World export of vegetable, fruit, nut, etc. food preparations, euro, 2008 - 2012 

 
Source: International Trade Center 

 

 

Figure 29 World export of beverages, spirits and vinegar, euro, 2008 - 2012 

 
Source: International Trade Center 
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Figure 30 World export of residues, wastes of food industry, animal fodder, euro, 2008 - 2012 

 
Source: International Trade Center 

 

 

Figure 31 World export of milling products, malt, starches, inulin, wheat gluten, euro, 2008 - 

2012 

 
Source: International Trade Center 
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Figure 32 World export of oil seed, oleic fruits, grain, seed, fruit, etc. nes, euro, 2008 - 2012 

 
Source: International Trade Center 

 

 

Figure 33 Total world export and import of food and beverages, euro, 2008 - 2012 

 
Source: International Trade Center 
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production in response of that demand. The highest growth in the export for 2012 compared to 

2011 is register by the product group ―Oil seed, oleic fruits, grain, seed, fruit, etc, nes‖ – 23%, 

followed by ―Residues, wastes of food industry, animal fodder‖ – 20%. The lowest growth in 

that same period is in the product group ―Edible vegetables and certain roots and tubers‖ – 0.4%. 

The similar trend is observed in the world import for this sector, the highest growth in the import 

is registered in the product group ―Oil seed, oleic fruits, grain, seed, fruit, etc, nes‖ – 18.98%, 

closely followed by ―Residues, wastes of food industry, animal fodder‖ – 18.96%. Only one 

product group is manifesting a decrease in the world import, that is the product group ―Cocoa 

and cocoa preparations‖ with a decrease of almost 5%. 

The highest deficit in the trade balance is registered in the product group ―Edible fruit, nuts, peel 

of citrus fruit, melons‖ (- 5 083 005 thousand euro), followed by ―Oil seed, oleic fruits, grain, 

seed, fruit, etc, nes‖ (-3 885 638 thousand euro). On the other hand the highest positive trade 

balance is in group ―Meat and edible meat offal‖ (2 839 062 thousand euro). 

There are two main factors influencing the import and export of food and beverages – the effects 

of the economic and financial crisis on the consumers‘ income and their ability to purchase the 

necessary food products; and the growth in the world population and hence the growing need for 

basic alimental products.  

As it was already stated the world economy is slowly reviving with which the consumers‘ 

income are also slowly rising and are allowing them to spend more money not only on basic 

products but also on more quantity and diversity of products. This trend is mostly observed in the 

developed countries while for the developing and third world countries the main reason for 

higher demand for food and beverages is mainly the growth in the population. Although over the 

past 30 years the worldwide population growth rate fell from more than 2.0 percent to 1.5 

percent a year, and experts expect this trend to continue in absolute numbers the world‘s 

population is growing faster than ever before—by about 230,000 people a day in mid-1995. This 

is happening because of the larger than ever population base. In 1995 there were about 5.7 billion 

people on earth, almost twice as many as in 1970. The next 35 years are projected to add another 

2.5 billion people—90 percent of them in developing countries. The share of developing 

countries in the world population is expected to increase from 84 percent to 88 percent.  

During the 20th century alone, the population in the world has grown from 1.65 billion to 6 

billion. Because of declining growth rates, it will now take over 200 years to double again. The 

annual growth rate is currently declining and is projected to continue to decline in the coming 

years. Currently, it is estimated that it will become less than 1% by 2020 and less than 0.5% by 

2050.  
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Table 1 World population by region  

Region  2013 

Population  

% of 

World 

Pop.  

Area (km²)  Density 

(p/km²)  

Change/Yr 

(curr.)  

2050 Pop. 

(proj.)  

% of 

World 

Pop.  

Change 

2013-

2050  

Asia  4,298,723,288  60.0%  31,915,446  135  1.03%  5,164,061,493  54.1%  20%  

Africa  1,110,635,062  15.5%  30,955,880  36  2.46%  2,393,174,892  25.1%  115%  

Europe  742,452,170  10.4%  23,048,931  32  0.08%  709,067,211  7.4%  -4%  

Latin 

America 

and 

Caribbean  

616,644,503  8.6%  20,546,598  30  1.11%  781,566,037  8.2%  27%  

Northern 

America  

355,360,791  5.0%  21,775,893  16  0.83%  446,200,868  4.7%  26%  

Oceania  38,303,620  0.5%  8,563,295  4  1.42%  56,874,390  0.6%  48%  

WORLD  7,162,119,434  100.00%  136,806,988  52  1.15%  9,550,944,891  100%  33% 

 

The population in all regions except for Europe is expected to grow by more than 20% in the 

next 40 years. The negative trend for Europe is mostly due to the aging population and the 

smaller families in the continent. In that sense a good strategy for the Bulgarian companies in 

this sector would be to and gain market positions in the Asian and African markets in which 

despite of the significant differences in the markets there is an extremely high growth of the 

demand for the production of the food and beverages sector.  
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Size of the international market for bicycles and other cycles 

 

Figure 34 World import of bicycles and other cycles, euro, 2008 - 2012 

 
Source: International Trade Center 

 

Figure 35 World export of bicycles and other cycles, euro, 2008 - 2012 

 
Source: International Trade Center 
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Similar to the other sectors there is a stable growth in the world import and export of bicycles 

and other cycles. Nevertheless this is the first sector in which the export is exceeding the import 

with 630 717 thousand euro.  

As recently as 1965, the world production of cars and bikes was essentially the same, with each 

at nearly 20 million, but as of 2003 the bike production had climbed to over 100 million per year 

compared with 42 million cars. Bicycle production was 105 million units globally in 2004, a 

1.5% increase over 2003. The bicycle production was up 3.2 percent in 2007 to 130 million 

units, a continuation of the upward trend that has characterized the production for most of this 

decade and in 2012 the value of its export reaches 7 million euro.  

Cycling is potentially an important mode of sustainable transport: it is non-polluting, 

inexpensive, and good for users' health and the quality of urban life. But the amount of cycling in 

most cities worldwide remains well below its potential. 

The share of all trips made by bike varies greatly among countries. Chinese cities still register 

some of the highest cycling rates in the world, despite growing consumer interest in private 

automobiles. In the most cycled cities, such as Tianjin, Xi'an, and Shijiazhuang, the bicycle 

accounts for more than half of all trips.4 In the west, the Netherlands, Denmark, and Germany 

have the highest rates of cycling, ranging from 10 to 27 percent of all trips.5 This compares with 

about 1 percent of trips in the United Kingdom, the United States, and Australia. 

Electric bikes, which use an electric motor to assist pedaling, are a burgeoning market segment, 

with most production again taking place in China. Sales of electric bikes in Germany nearly 

tripled in 2007. For aging populations and for riders tackling hilly terrain or facing hot 

temperatures, electric bikes make cycling a viable transport option. Yet battery disposal poses a 

potentially significant environmental downside to e-bikes.  

Increases in global commodity prices could soon affect bicycle production. Price hikes for steel, 

butyl, rubber, titanium, and other materials are driving up production costs, and materials 

shortages have left tens of thousands of partially completed bikes in warehouses.  

At the same time, the spike in gas prices in the first half of 2008 began to stimulate cycling, 

especially among commuters. Dealers began to stock bikes and accessories in anticipation of 

increased demand. In some U.S. cities, including Toledo in Ohio and Charlotte in North 

Carolina, rising gas prices led officials to resurrect or start police bicycle patrols. The Trek 

Bicycle Corporation reports increased sales of police bikes for the past three years. 

The Netherlands, Denmark, Germany, and other European nations reached high cycling rates 

through policies that give priority to cycling, walking, and public transportation over private 

automobiles. Bikeways that are separated from traffic, stoplights timed to the speed of bikes, 

shortcuts allowing cyclists to make right-hand turns before intersections, traffic calming in 
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residential neighborhoods, ample bicycle parking, and coordination with public transport have all 

made cycling safe, fast, and convenient in strong biking cities.  

Placing importance on cycling in transportation and land use policy leads to an increase in 

cycling safety. Bicycle injuries per kilometer traveled are about 30 times higher in the United 

States than in the Netherlands, and cycling deaths are eight times higher there. The sense of 

safety in the Netherlands has helped increase ridership even among the elderly: 24 percent of all 

trips made by elderly Dutch people are bike trips.  

Some cities are also increasing accessibility to cycling by establishing public bicycle rental 

programs. Similar to car-sharing programs, these schemes make bikes available to subscribers at 

strategic locations citywide. Patrons pay on the order of $50 per year to subscribe, as well as a 

per-hour charge, although in many programs the first half-hour is free. Users get access to a bike 

with an electronic card, use the bike as needed, and return it to the same or another parking rack 

when finished. In many cities, the program is paid for through on-bike advertising or through 

concessions to communications companies, who fund the programs in exchange for the right to 

erect new billboards and sell advertising on them.  

Copenhagen, Berlin, and other European cities have featured public bike programs like this for 

many years, and Paris took the concept to a new level in 2007-08 by making 20,600 bikes 

available at more than 1,450 rental stations-four times as many stations as subway stops-some of 

which are located about 300 yards apart. Bikes are now essentially an extension of the public 

transportation system in Paris. Barcelona and Lyon have also started major programs in the last 

two years, and new initiatives are planned for Rome, London, Moscow, Geneva, Beijing, Tel 

Aviv, and Sydney, as well as in a few U.S. cities, including Washington, DC, and San Francisco. 

 

Size of the international market for apparel, clothing and shoes 

 

The sector apparel, clothing and shoes contains the following product groups according to the 

statistics of the International Trade Center: 

- Manufacturing of leather, animal gut, harness, travel goods; 

- Manufacturing of articles of apparel, accessories, knit or crochet; 

- Manufacturing of articles of apparel, accessories, not knit or crochet; 

- Manufacturing of footwear, gaiters and the like, parts thereof. 
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Figure 36 World export of articles of leather, animal gut, harness, travel goods, euro, 2008 – 

2012 

 
Source: International Trade Center 

 

Figure 37 World export of articles of apparel, accessories, knit or crochet, euro, 2008 – 2012 

 
Source: International Trade Center 
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Figure 38 World export of articles of apparel, accessories, not knit or crochet, euro, 2008 – 

2012 

 
Source: International Trade Center 

 

Figure 39 World export of footwear, gaiters and the like, parts thereof, euro, 2008 – 2012 

 
Source: International Trade Center 
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Figure 40 World import of articles of leather, animal gut, harness, travel goods, euro, 2008 – 

2012 

 
Source: International Trade Center 

 

Figure 41 World import of articles of apparel, accessories, knit or crochet, euro, 2008 – 2012 

 

Source: International Trade Center 
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Figure 42 World import of articles of apparel, accessories, not knit or crochet, euro, 2008 – 

2012 

 
Source: International Trade Center 

 

Figure 43 World import of footwear, gaiters and the like, parts thereof, euro, 2008 – 2012 

 
Source: International Trade Center 
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Figure 44 Total world export and import of apparel, clothing and shoes, euro, 2008 - 2012 

 
Source: International Trade Center 
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This growing trend on the market is provoked mainly by two factors – the revival of the 

international economy and market and the development of the internet trade and the e-banking. 

The possibility to buy all types of products and mainly clothes via internet is tempting many 
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trade will allow them to reach bigger group of consumers from the national and international 

market with ease. The e-commerce helps businesses to reach through their target audience 

beyond the boundaries; it makes their services or products available to potential users 24x7/365 

days. It helps them to be in touch with the customers all the time and at any time they wish. This 

is also a good way of receiving direct feedback from each customer and better knowing their 

needs.  
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E-commerce applications are also SEO friendly. SEO has become important in this neck to neck 

competition of internet marketing. E-commerce website development provides great exposure to 

the business through its SEO friendliness and makes it more visible in different search engines.  

That type of trade also helps to get effective marketing at affordable rates which reduces the 

overall budget that one may spend for publicity and advertisement. Furthermore it allows 

customization; one can easily change or modify the contents with very less efforts which is a 

highly scalable and secure process for expanding a business online.  

Finally the introduction of e-commerce helps to boost up the business revenues. It is user 

friendly and thus allows more users or potential buyers for the company‘s website, which in turn 

increases sales volume leading to high performance with fewer attempts.   
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Share of products from Bulgaria 

 

Figure 45 Share of products from Bulgaria, 2008 - 2012 

 
Source: International Trade Center 

 

The share of the Bulgarian export in the world export of the five key industries is not very high 

but for the studied period 2008 – 2012 this share is stable and even growing for the export of 

bicycles and other cycles. This is also the product group in which the country has the highest 

share in the world export – 1.2% for 2012. An important contribution for this relatively high 

share is accounted for by the company Cross OOD which is operating in the Municipality of 

Montana and is exporting about 98% of its annual production to Germany, Holland, Austria, 

Switzerland, France, Denmark, Sweden etc. 
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Figure 46 Share of products from Bulgaria by product group in the food and beverage 

industry, 2008 - 2012 

 
Source: International Trade Center 
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Looking closely in the product groups included in the food and beverage industry we can see that 

the country has the highest share in the world export of ―Oil seed, oleic fruits, grain, seed, fruit, 

etc, nes‖ – 0.8% for 2012, followed by ―Milling products, malt, starches, inulin, wheat gluten‖ 

with 0.5% for 2012. All of the groups included in this sector mark steady percent without drastic 

changes proving the stable position of the Bulgarian export but at the same time showing that it 

is not gaining higher competitiveness in order to obtain more shares in the international market. 

The product groups for which the country rank highest are such products in which the country 

has long years of experience and abundant natural resources. Building on the basis of these 

natural resources the companies exporting these products have the potential to expand even more 

but it should be noticed that such expansion is indispensable without the adequate government 

support in the agriculture.  

 

Figure 47 Share of products from Bulgaria by product group in the apparel, clothing and 

shoes industry, 2008 - 2012 

 
Source: International Trade Center 

The share of the Bulgarian export in the world export of the product groups included in sector 

Apparel, clothing and shoes is the only share marking a relative decrease. For 2012 compared to 

2008 all product groups except ―Footwear, gaiters and the like, parts thereof‖ register a decrease 

in the share of the world export of 0.1% - 0.2%. Considering the fact that many Bulgarian 

companies from this sector have been working extensively with Greece partners for the 

production by order this decline can be contributed to some extend to the severe crisis in Greece 

and the bankruptcy of many companies in the country.  

 

0,0%

0,1%

0,2%

0,3%

0,4%

0,5%

0,6%

0,7%

2008 2009 2010 2011 2012

Articles of leather,

animal gut, harness,

travel goods

Articles of apparel,

accessories, knit or

crochet

Articles of apparel,

accessories, not knit or

crochet

Footwear, gaiters and

the like, parts thereof



BULGARIA - SERBIA IPA CROSS-BORDER 
PROGRAMME 

 

44 
 

 

Share of the Bulgarian export in the total international 

import 

 

In late 2008-early 2009, the Bulgarian export decreased with rates similar to those of the other 

EU countries, which was mainly due to contracted world demand. In 2010 the share of Bulgarian 

exports was restored to its pre-crisis values and for the last two years it is keeping its positive 

development. 

The fast contraction of the current account deficit is indicative of the high flexibility of the 

economy. The current account adjustment resulted in a low deficit of 1% of GDP. Increased 

exports of goods and improving cost competitiveness are the main reasons for a better external 

position, as well as the structure of exports dominated by basic metals, food and oil products.  

The share in EU trade did not dampen in 2009 and Bulgaria continued to gain market share in the 

next years. The Bulgarian export improved in 2010 as nominal merchandise export was 33% 

higher compared to 2009. It reflected both increase of external demand as well as higher 

international commodity prices such as: metals, textiles and food. 

Figure 48 Bulgaria’s share in World and EU trade  

 
Source: MF staff calculations based on WTO and BNB data 
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In 2010 the Bulgarian export registered steady and high growth rates. The sector ―Raw 

materials‖ accounted for the largest positive contribution to the dynamics of the export in 2010, 

increasing by 37% y-o-y in nominal terms, where ferrous and non-ferrous metallurgy export 

expanded the most. The investment goods were the second best performing sector, increasing by 

41% due to the continuing recovery in our main trading partners. ―Mineral fuels, oils and 

electricity‖ also posted a high growth of 41% in 2010 with a major contribution from the sub-

sector ―Petroleum products‖. 

Although the export of consumer goods increased less impressively by 20%, it pertained as the 

best performing grouping of exported goods in the past few years. The consumer goods export 

registered the smallest decrease during the crisis. In nominal values in 2010, compared to 2008, 

the export of this group of goods increased by 15.8%. Bulgaria has traditions in agriculture and 

food processing and has a still uncovered potential for production and export of bio food and 

fuels. 

Figure 49 Bulgaria’s merchandise export composition  

 
Source: MF staff calculations based on WTO and BNB data 

In 2010, the Bulgarian export growth rates are significantly higher than the average for EU 

countries. Thus, the country gains higher market share compared to most of the other EU 

countries. 
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Figure 50 Nominal growth of the export  

 
Source: Eurostat 

In 2010 there is a shift of the geographical structure of the export towards third markets. Some 

new markets, mostly Asian were entered by the Bulgarian companies in 2010. For example the 

export to China have nearly doubled in 2010 and the export to Turkey increased by 56.6% 

compared to 2009. In 2010 these countries have been reemerging from the financial crisis faster 

compared to EU and therefore their markets absorption grew faster. Nevertheless, in 2010 EU 

absorbed about 61% of the Bulgarian export and this share, although declining from nearly 65% 

in 2009, makes EU the largest and most important trading partner for Bulgaria. 

Currently Bulgaria is among the top performing countries from the new EU members in terms of 

export. The increase of the Bulgarian export remains second only to Lithuania. 

Figure 51 Growth in the export (Q1 2009 – 2010)  

 

Source: Eurostat 
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Bulgaria‘s terms of trade (ToT) have improved in 2010, implying that the country can receive 

more imports for a unit of its exported goods or services. There is a slight shift of Bulgarian 

export structure towards higher technology products but the main reasons for favorable ToT 

developments are in increasing world prices of intermediate consumption goods like metals, 

which account for a large portion of Bulgarian exports. 

Figure 52 Terms of trade (annual rate of change)  

 
Source: NSI 

Since the last quarter of 2008 the level of REER deflated by export prices of goods and services 

has declined significantly. In this period the Bulgarian economy was affected by the global 

financial and economic crisis. The insufficient external demand and accordingly low commodity 

prices contributed to the decline in the export prices. The external demand has increased after the 

second half of 2009, and the Bulgarian export of goods registered double digit growth rates in 

nominal and real terms in 2010, this positive trend continues in the next two years. 

Figure 53 REER deflated by export prices (annual rate of change) 

 
Source: MF staff calculation based on Eurostat data 
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REER deflated by export prices is a useful indicator for assessing changes in a country‘s external 

competitiveness. However the export price index is influenced by the structure of the exported 

goods and services, which, in the case of Bulgaria is the high share of raw materials and oil 

products. 

Overall, the Bulgarian export ranked 65th in the world for 2012, which is an increase of 4 places 

in the rankings as compared to 2011. Although Bulgaria does not have leading economic sectors 

that would rocket her to a world leader position of a whole sector, the country performs better in 

terms of export of niche products. 

For example, Bulgaria is a world leader in the export of cereal grains that are processed in 

different ways (rolled or flaked). Here the country has a 20.5% global market share and exports 

were estimated at USD 32.5 million for 2012. 

Bulgaria is second in the world in the export of sunflower seeds, provisionally preserved 

cherries, duck and goose meat and coriander seeds. 

According to an analysis of the Bulgarian Industrial Association (BIA), prepared based on data 

of the World Trade Organization, Bulgaria is globally in the third place in the world for the 

export of raw anode copper, soda and toilet seats and covers. In 2012, Bulgaria exported lids and 

seats for toilets totaling to USD 31.03 million. 

Native wheat is the 12th most sought after by importers in the world (exports are worth USD 627 

million and Bulgaria has a 1.4% global market share). The country's total export of cereals is 

over USD 1 billion. Bulgarian refined copper cathode is ranked 13th in the world (with a share of 

2.5% and export value of USD 1.6 billion). 

The export of Bulgarian cigarettes rank 18th in the world, with a market share of 1.4%. It turns 

out that 84% of the Bulgarian cigarettes for export depart to Iraq. Second in interest in Bulgarian 

cigarettes ranks Montenegro. With a 1.3% market share, the Bulgarian electricity exports rank 

17th in the world. 
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Top importing countries  

 

Table 2 Top importing countries of the Bulgarian production, thousand euro, 2008 - 2012 

Importers Exported 

value in 2008 

Exported value in 

2009 

Exported value in 

2010 

Exported value in 

2011 

Exported value in 

2012 

World 15282366.13 11832900.93 15519393.97 20221501.35 20759743.18 

Germany 1390466.74 1324998.63 1651539.35 2412382.93 2123234.05 

Turkey 1345593.26 862436.56 1319545.04 1723284.93 1952378.22 

Italy 1282626.04 1097528.29 1504332.57 1720339.85 1761010.52 

Romania 1108622.38 1011704.81 1434872.6 1932234.98 1668170.57 

Greece 1515992.71 1115876.52 1231243.87 1425007.73 1491458.98 

France 626288.93 525594.56 625609.6 857100.65 823648.18 

Belgium 901958.63 666287.78 584746.19 1033736.76 763892.38 

Gibraltar 122226.94 76590.2 339671.92 624500.27 730995.62 

China 110165.12 115031.22 188264.48 292148.69 594045.04 

Russian 

Federation 

414734.39 300232.29 441557.83 525706.83 561334.12 

Spain 342551.73 376841.85 414102.18 543673.06 538618.65 

Serbia 710665.25 428670.65 583195.61 522079.69 480494.94 

United 

Kingdom 

320780.38 230664.74 301914.95 378069.12 397361.2 

Macedonia 344437.09 243260.2 329744.87 448106.12 392021.73 

Austria 314496.3 230382.95 292547.43 389652.69 379611.19 

Netherlands 217220.14 185834.22 234577.15 359519.19 378461.97 

United States 

of America 

238349.9 187291.24 212497.71 262826.49 370696.54 

Poland 291832.55 184466.83 266352.44 360970.9 362653.52 

Georgia 132407.47 97232.23 143464.74 229261.86 284725.5 

Area Nes 21008.78 68047.43 137486.83 169875.08 266665.25 

Czech 

Republic 

135815.94 94379.86 145674.27 217579.21 253743.08 

Ukraine 177399.21 96629.21 197614.67 283360.15 245177.55 

Hungary 143194.94 135867.57 197184.67 255323.09 239599.38 

Source: International Trade Center 
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Figure 54 Share of the top 10 importing countries, %, 2008 - 2012 

 
Source: International Trade Center 

The great majority of the main countries to which the Bulgarian companies are exporting their 

production are EU member states or geographically close countries (Turkey, Russia). The 

country with the highest share of imports is Germany which is a main trade partner of Bulgaria 

for decades; other important markets with high shares are Turkey and Italy. Despite of its leading 

position in 2008 (9.9%) the share of the Greek import is decreasing fast in the next 4 years, 

reaching 7.2% in 2012. This is mainly due to the severe economic and political crisis in the 

country and the problems related to it in terms of demand, production, investments, purchasing 

power parity etc.  

After the accession of Romania and Bulgarian in the EU in 2007 the import of Romania is 

steadily growing from 7.3% in 2008 to 9.6% in 2011 with some decrease in the last year to 8%.  

The highest increase in the share of the imports is registered by Gibraltar (from 0.8% in 2008 to 

3.5% in 2012) and China (from 0.7% in 2008 to 2.9% in 2012). This growth makes Turkey, 

Gibraltar and China the top three importers of the Bulgarian production outside of the EU.  
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GERMANY 

Germany is leading external trade partner for Bulgaria, main supplier of investment goods, high 

technology equipment and motor vehicles.  

On 5th November 1992 the Partnership and Cooperation Agreement in Europe between Bulgaria 

and Germany enters into force, serving as legal basis of the relationship between two countries. 

On 1st January 2007, as EU member, Germany is applying the Association agreement of 

Bulgaria to the EU, into force since 1st February 1993, in the economic relationship. Trade and 

significant part of the rest of economic relationship are regulated by the Agreement for trade, 

commercial and economic cooperation between Bulgaria and the European Community, signed 

on 8th May 1990. In 2011 the trade turnover with Germany is amounting for 9 976 million EUR. 

The export of Bulgaria for Germany accounts for 2 412 million EUR and the import from 

Germany - 2 564 million EUR. In 2012 the trade turnover with Germany is 4 952 million euro. 

The export from Bulgaria to Germany is 2 123 million euro and the import from Germany is 2 

835 million euro.  

Among the leading goods in exports of Bulgaria to Germany are refined copper; number of 

textile products, refrigerators, freezers and other equipment for cooling or freezing, wires, cables 

and other insulated electric conductors, electric apparatus for telephony, devices for video 

recording or playback, and more. 

Germany remains also a leading foreign investor in Bulgaria. According the data of BAI for the 

period 1996 – 2012 the German investment account for the total value of 2702,2 million EUR, 

putting Germany to 5th position in the rank list of the leading foreign investors. Only in 2010 the 

German investment in the Bulgarian manufacturing industry amount to 68,9 million EUR. 

The German companies are mostly interested and there is perspective for future investments in 

the field of transport infrastructure and energetics. 

 

Table 3 Main economic indicators for Germany and bilateral trade relations with Bulgaria 

GDP (per capita, 2009) $ 35 700  

Growth in the GDP (%, 2010 ) 3,5% 

Inflation (%, 2009 ) 1.1% 

Amount of the export ( 2010 ) $ 1,337 trillion 

Rang as a world exporter (2010) 3 

Major trade partners for export (2009 )  France 10,1%, USA 6,7%, United Kingdom 

6,6%, The Netherlands - 6,6%, Italy 6.3%, 

Austria 5.7%, Belgium 5.2%, China 4,7%, 

Switzerland 4,5% 
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Main export positions (2009) machinery, vehicles, chemicals, metals and 

products, food, textiles 

Major trade partners for  import (2009)  The Netherlands 13%, France 8,2%, 

Belgium7.2%, China 6,8%, Italy 5.6%, 

United Kingdom 4,7%, Austria 4.4%, USA 

4,2%, Switzerland 4.1% (2009 ) 

Main import positions (2009) machinery, vehicles, chemicals, food, 

textiles, metals 

Of exports of Bulgaria (million euro, 

2010) 

1 658 

  

Export share (%) in the total export of 

Bulgaria, calculated in euro, 2010) 

10.64% 

Main positions in the Bulgarian‘s export 

for 2010 

Textile and clothing, electronics, metals and 

related products, etc. 

Amount of the import of Bulgaria (billion 

euro, 2010) 

2 235 

  

Import share (%) in the total import of 

Bulgaria, calculated in euro, 2010) 

11.67% 

Main positions in the Bulgarian‘s import 

for 2010 

Machinery, textile and clothing, electronics, 

transportation vehicles and equipment, 

chemicals and pharmaceuticals, etc. 

Source: ITC and MEET 

 

TURKEY 

Turkey is natural regional trade partner, a State with big population and growing economy, trade 

factor in the region. 

In the near economic past in the field of the contractual legal basis may be outline the Agreement 

for cooperation in the field trade and economy, industry and technology, Agreement for mutual 

protection and investment promotion, Agreement for cooperation and mutual assistance in 

custom matters, Agreements for cooperation in the field of energy and infrastructure, tourism. 

The 1992 Agreement for friendship, good neighbourhood, safety and security is one of the most 

important parts of the contemporary contractual legal basis in our bilateral relations. The 

Declaration for North Sea Economic Cooperation from same year and the Yalta declaration of 

1998 are underlining the ambitions for development of the trade relationship between the two 

countries. In the last 2 years were signed memoranda and principle agreements in the field of 

energy. 

The trade and economic relations between the Republic of Bulgaria and the Republic of Turkey 

are marking stable ascending development trade in the last several years, notwithstanding the 
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economic crisis and the marked fall. Turkey is holding sixth place in the trade turnover of 

Bulgaria (after Germany, Russia, Italy, Greece and Rumania), where for the 2010 our export for 

Turkey is at the amount of 1,32 billion EUR and the import is equal to 1,03 billion EUR. The 

growth of our export for the Republic of Turkey is at the amount of 53% on annual basis, due 

mainly to the improving state of the Turkish economy. 

In 2011 the trade turnover with Turkey amounts to 3 936,2 million USD. The export of Bulgaria 

for Turkey is at the amount of 2 391,5 million USD and the import from Turkey is at the amount 

of 1 544,7 million USD.  

In 2012 the trade turnover with Turkey amounts to 4034.7 million USD. The export of Bulgaria 

for Turkey is at the amount of 2508.3 million USD and the import from Turkey is at the amount 

of 1526.4 million USD.  

According to data of the BNB, the accumulated total volume of Turkish investments in Bulgaria 

for the period 1992 – 2012 amounts to 490,2 million USD, ranking Turkey on 24 position among 

the foreign investors in the country. The largest Turkish investment in Bulgaria is the glass 

factory ―Trakia Glass Bulgaria‖ in Targoviste of the company ―Sisedjam‖ and the first Bulgarian 

investor on the Turkish market is the company ―Prista Oil‖ – Ruse that build a factory for motor 

oils in Izmir at the amount of 6 million USD. Possibilities for further bilateral cooperation are 

offering the tourism, energy, the participation of Turkish companies in big infrastructure and 

construction projects, as well as the perspective of the creation of mixed companies in various 

sectors. 

Turkey is among the main external trade partners of our country, holding 5th position among the 

export destinations and 6th positions among the importers. Among the countries of the Balkan 

region Turkey is the second in importance trade partner after Rumania. 

 

Table 4 Main economic indicators for Turkey and bilateral trade relations with Bulgaria 

GDP (per capita, 2009) $ 12,300 

Growth in the GDP (%, 2010 ) 8,2 % 

Inflation (%, 2009 ) 8,7% 

Amount of the import ( 2010 ) $ 185 billion 

Amount of the export ( 2010 ) $ 114 billion 

Major trade partners for export  Germany, France, Italy, United Kingdom, Iraq 

Export from Bulgaria (2010) $ 1,75 billion 

Export share (%) in the total export of 

Bulgaria 

5,83% 

Main positions of the export Copper and copper products, iron and steel, 

mineral fuels and distillation products, tobacco, 
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lumber, electrical and electronic equipment 

Import to Bulgaria (2010 ) $ 1,37 billion 

Import share (%) in the total import of 

Bulgaria 

5,41% 

Main positions of the import Ores and primary earth materials, plastics and 

plastic products, electrical and electronic 

equipment, aluminum products, machinery, 

food 

Source: ITC and MEET 

 

ITALY  

Italy. The trade economic relations between the Republic of Bulgaria and Italy are based on 

official agreements and contracts of over five decades, being the most recent ones the Agreement 

for cooperation between the BCC and the Italian confederation of the manufacturers 

(CONFINDUSTRIA) of 1998; Agreement for cooperation between the BCIC and the Italian 

Institute for Foreign Trade (ICE) Rome, and the Chambers of commerce in Vicenze, Triest, 

Udine, Gorizia and the Association of the Young Entrepreneurs (ACCO – 44); Memoranda for 

cooperation between BSMEPA and the Italian Institute for Foreign Trade of 2007 and similar 

document between the Bulgarian agency for investments and the Italian Institute for Foreign 

Trade. 

Italia remains one of the leading external trade partners for Bulgaria, main destination of the 

Bulgarian consumer goods on the EU market. For 2010, after Russia and Germany, Italy is 

holding third position among the external trade partners of Bulgaria and data are indicating a 

growth of 38,2% in the export for Italy relative to 2009, a growth of 8,9% in the import and 

growth of 18,4% in the trade turnover. In 2011 the trade turnover with Italy accounts for 3 387.8 

million EUR. The export from Bulgaria for Italy is at the amount of 1 720.7 million euro (growth 

of 13,9% relative to 2010), and the import from Italy is at the amount of 1 667.1 million EUR 

(growth of 15.7% relative to 2010). In 2012 the trade turnover with Italy is 3 449.2 million euro. 

The export from Bulgaria to Italy is 1 763.8 million euro (increase of 2.5% compared to 2011) 

and the import from Italy is 1 685.4 million euro (increase of 1.1% compared to 2011). 

Italy is among the seven most developed industries in the world and fourth strong economy in 

Europe. The major part of raw materials and 75% of the energy sources are imported. Italy is 

facing one of the most serious challenges of the economic and financial crisis. Due to the high 

level of dependence of the Italian economy of the leading industrial powers and to the highest 

extent of dependence of the import of main raw materials and products, in short-term and in 

long-term plan there is a negative impact of these factors on its growth. However, in the 

conditions of global crisis the government managed to maintain as a whole the stability of the 
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financial system in the country and it didn‘t allow any big companies to bankrupt. The current 

expert government is developing a plan for savings and strengthening of the public finances, 

which is to stabilize the positions of the Italian economy. 

For the period 1996 – 2012 the Italian investments in Bulgaria are accounting for 1.74 billion 

EUR, where Italy is on 11th position in the ranking of the leading investors in the country. In 

2012 the investments from Italy are 51 million EUR (preliminary data from BNB). The sectors, 

the Italian investors are most interested are energy, tourism, bank and insurance services, 

transport, agriculture. The light industry in which even the smaller companies are interested to 

invest in, is often in the lower technology sectors. 

But Italy is one of the most important trade partners between the EU, where a big share of the 

consumer goods and the Bulgarian companies are supplying wide range of high technology 

goods and vehicles. The Bulgarian export for Italy includes a number of products with high level 

of processing, where there are possibilities to increase the Bulgarian export of goods in this field, 

including electrical equipment and spare parts. 

 

Table 5 Main economic indicators for Italy and bilateral trade relations with Bulgaria 

GDP (per capita, 2009) $ 30,500 

Growth in the GDP (%, 2010 ) 1,3 % 

Inflation (%, 2009 ) 1,4% 

Amount of the export ( 2010 ) $ 458,4 billion 

Rang as a world exporter (2010) 8 

Major trade partners for export (2009 )  Germany 12,6%, France 11,6%, USA 5,9%, 

Spain 5.7%, United Kingdom 5,1%, 

Switzerland 4,7% (2009) 

Main export positions (2009) engineering products, textile and clothing, 

production of machinery, motor vehicles, 

transport equipment, chemicals, food, 

beverages and tobacco, minerals and 

nonferrous metals 

Major trade partners for  import (2009)  Germany 16,7%, France 8,9%, China 6,5%, 

The Netherlands 5.7%, Spain 4.4%, Russia - 

4,1%, Belgium 4% (2009) 

Main import positions (2009) engineering products, chemicals, transport 

equipment, energy products, minerals and 

nonferrous metals, textile and clothing, food, 

beverages and tobacco 

Of exports of Bulgaria (million euro, 2010) 1.509,9  

Export share (%) in the total export of 

Bulgaria, calculated in euro, 2010) 

9,69 % 
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Main positions in the Bulgarian‘s export for 

2010 

textile and clothing, leather and fur , 

footwear, chemicals, machine building and 

metallurgical industries 

Amount of the import of Bulgaria (billion 

euro, 2010) 

1.417,6  

Import share (%) in the total import of 

Bulgaria, calculated in euro, 2010) 

7,4 % 

Main positions in the Bulgarian‘s import for 

2010 

finished products - energetic, technological 

and electrical machinery, textile products, 

footwear, leather and fur products, chemical 

products, vehicles, furniture and lighting 

Source: ITC and MEET 

 

ROMANIA 

The trends in the bilateral trade between Bulgaria and Romania in 2010 compared to 2009 

increased by 43% in trade and the country's export to Romania and 42% increase in the import 

from Romania. During this period there is account surplus for Bulgaria for the second time in 10 

years. In 2011 the trade turnover with Romania is 3544.7 million euro. The export from Bulgaria 

to Romania is 1932.7 million euro and the import from Romania is 1612.0 million euro. The 

trends in the bilateral trade for 2011 compared to 2010 are as follows – trade turnover: increase 

of 36%; export: increase of 20%; import: increase of 28%; trade balance: positive for Bulgaria 

for the third time in 10 years (320.7 million euro). In 2012 the trade turnover with Romania is 

3334.7 million euro. The export from Bulgaria to Romania is 1670,9 million euro and the import 

from Romania is 1663,8 million euro. The trends in the bilateral trade for 2012 compared to 

2011 are as follows – trade turnover: increase of 6.1%; export: decrease of 13.6%; import: 

increase of 3%; trade balance: positive for Bulgaria for the fourth time in 10 years (7.1 million 

euro). 

Leading goods in exports of Bulgaria to Romania are rods of iron or non-alloy steel; petroleum 

oils and oils obtained from bituminous minerals; sunflower seeds; devices for video recording or 

playback, and more. 

According to preliminary data, the total Romanian investment in Bulgaria in 2009 was 33.5 

million euros and occupies a place among investor countries. According to the Ministry of 

Foreign Affairs of Romania 2009, Bulgaria has registered 36 companies and agencies with 

Romanian participation, of which 9 are with 100% Romanian capital. In Romania, upon data of 

the Romanian Ministry of Economy, Trade and business environment there are more than 1014 

companies with Bulgarian participation, the latest investment - factory "Monbat" (13 million 

euros), the size of the Bulgarian investment in Romania exceeds 50 million euros. 
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Table 6 Main economic indicators for Romania and bilateral trade relations with Bulgaria 

GDP (per capita, 2009) $ 11,600 

Growth in the GDP (%, 2010 ) -1.3% 

Inflation (%, 2009 ) 6% 

Amount of the export ( 2010 ) $ 51,91 billion 

Rang as a world exporter (2010) 51 

Major trade partners for export (2009 )  Germany 18,8%, Italy - 15,4%, France 8,2%, 

Turkey 5%, Hungary 4,3% (2009 ) 

Main export positions (2009) machinery and equipment, textile and 

footwear, metals and metal products, 

minerals and fuels, chemicals, agricultural 

products 

Major trade partners for  import (2009)  Germany 17,3%, Italy- 11,7%, Hungary 

8,5%, France 6.1%, China4,9%, Austria 

4.8% (2009) 

Main import positions (2009) machinery and equipment, fuels and 

minerals, chemicals, textile, metals, 

agricultural products 

Of exports of Bulgaria (million euro, 2010) 1.441.244  

Export share (%) in the total export of 

Bulgaria, calculated in euro, 2010) 

9.25 % 

Main positions in the Bulgarian‘s export for 

2010 

bars of iron or non-alloy steel, petroleum oils 

and oils obtained from bituminous minerals, 

rape seed, sugar cane, sunflower seeds, 

wheat, tractors, meat and edible offal; 

medications; corn. 

Amount of the import of Bulgaria (billion 

euro, 2010) 

1.336.488  

Import share (%) in the total import of 

Bulgaria, calculated in euro, 2010) 

6.97 % 

Main positions in the Bulgarian‘s import for 

2010 

petroleum oils and oils obtained from 

bituminous minerals, petroleum gases and 

other gaseous hydrocarbons, waste and 

scrap, waste and scrap of iron or steel; meat 

and edible offal, pneumatic tires, of rubber, 

oil cake, medications, cars and other motor 

vehicles; cane. 

Source: ITC and MEET 
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GREECE 

The trade and economic relations between Bulgaria and Greece are developed on the basis of 

bilateral agreements and that with the EU, directly related to the Republic of Greece as EU 

member state. Greece is traditionally entering in the first five of our trade partners from the EU 

and takes the leading place among the SEE countries. BTCC is maintaining constant business 

contacts with the commerce chambers of the Republic of Greece, the Greek unions and 

associations. A number of agreements for cooperation have been signed between the BTCC and 

the Commerce chambers of Athens, Seres, Drama, Thessalonica, Kavala, the Greek Association 

for Promoting the Export, the Federation of the Greek Industrials, the Small-size Business Trade 

Chamber. Regional chambers of the Republic of Bulgaria on their turn are concluding 

cooperation agreements for the realization of joint projects, organization of business visits and 

meetings. 

In 2011 the trade turnover with Greece amounts to 2 731.9 million EUR. The export from 

Bulgaria to Greece is at the amount of 1 425.4 million EUR and the import from Greece is at the 

amount of 1 306.5 million EUR. 

In 2012 the trade turnover with Greece amounts to 3 035.9 million EUR. The export from 

Bulgaria to Greece is at the amount of 1 493.9 million EUR and the import from Greece is at the 

amount of 1 542.0 million EUR. 

For the period 1996-2012 the investments from Greece amount to 3.576 billion EUR, 

representing around 8,59 % of the total amount of the investments for the period (41,6 billion 

EUR), and the country ranks 3rd place of total of 182 countries. In 2010 112,5 million EUR have 

been attracted from Greece, amounting to approximately 1.3% of the total sum (3212 million 

EUR). 

According to preliminary data of BNB for 2010 we are reporting PFI at the amount of 1.36 

billion EUR (two-fold decrease relative to 2009). In 2008 the foreign investment for 3.28 billion 

EUR. For 2012 the net payments to Greece are greater than the incoming direct investments with 

89.8 million EUR (according to data from BNB). 

In Bulgaria are registered 4139 companies with from 5 to 100% Greek participation until the end 

of 2007. In term of this indicator Greece ranks third after Turkey with 6290 companies and 

Russia with 4920 companies and before UK with 3902, Macedonia - 2724, Syria - 2606, 

Germany - 2330, Italy - 2161 and China - 1842. Greece is the biggest foreign investor in Albania 

and Macedonia and the third in Rumania. 
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Promoting the investment activity in the Balkan regions is a priority of the economic policy of 

Greece. 

Table 7 Trade turnover between Greece and Bulgaria, mln. Euro 

Year Export Import Balance Total turnover 

2006 1 072.60 967.05 105.55 2 039.65 

2007 1 220.19 1 355.50 -135.31 2 575.69 

2008 1 508.61 1 361.58 147.03 2 870.19 

2009 1 111.499 1 028.499 83 2 139.998 

2010 1 236.711 1 141.925 94.786 2 378.636 

2011 1 423.559 1 313.059 110.500 2 736.618 

2012 1 493.852 1 542.034 -48.182 3 035.887 

Source: ITC and MEET 

 

FRANCE 

France is having great importance for the external economic relations of Bulgaria. Our 

collaboration is gaining yet bigger priority of our accession to the NATO in 2004 and to the 

European Union on 1st January 2007. The relations between both countries in the frame of the 

European Union are developed with the application of the European institutions reforms, as we 

as the Common European policy in the field of energy and the common foreign and security 

policy. Our countries are working together for an efficient Union in economic, social and 

political aspect, capable to meet the expectations and the citizens‘ needs. 

In 2011 the turnover with France is accounting for 1 615.7 million EUR. The export from 

Bulgaria for France is at the amount of 857.3 million EUR and the import from France is 

accounting for 758.4 million EUR. 

In 2012 the turnover with France is accounting for 1 571.1 million EUR. The export from 

Bulgaria for France is at the amount of 824.9 million EUR and the import from France is 

accounting for 746.1 million EUR. In 2011 compared to 2010 there is a decrease in the turnover 

of 2.7% and positive balance of 78.8 million EUR. 

With view to enlarging the French investment presence in Bulgaria a Bulgarian - French Trade 

Chamber was established /successor of Business Club France – Bulgaria/, facilitating direct 

business contacts between the Bulgarian and French companies. 

Potential for investments in Bulgaria for the French companies have the following sectors: 

energy, water and waste management, infrastructure sites construction, industrial sub-supplies in 
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the field of machine-building, food industry, wine industry, pharmaceuticals, informatics. 

Biggest is the share of the French investments in the industry – 58%. 

The French agency for international development of the companies /Ubifrance/ with 

representative office in Sofia aims at helping the French companies to find Bulgarian partners in 

fields of mutual interest. 

 

Table 8 Trade turnover between Greece and Bulgaria, mln. euro 

Year Export Import Balance Total turnover 

2005 435.5 687.3 - 251.9 1.122.0 

2006 494.5 755.8 -261.2 1.250.0 

2007 537.4 757.1 -219.7 10294.0 

2008 622.0 841.5 -219.5 1.463.0 

2009 487.7 547.5 -59.8 1.035.0 

2010 628.4 629.4 -1.0 1.257.8 

2011 857.3 758.4 98.9 1615.7 

2012 824.9 746.1 1571.1 78.8 

Source: ITC and MEET 

BELGIUM 

Leading products in the export to Belgium in 2012 are unrefined copper - (43%) of the total 

export to Belgium, ores of precious metals and concentrates (14.04%), scrap of precious metals 

(5.8%), other machinery grading, leveling (4.4%), raw tobacco (4%), rape seed (2%). 

Leading products in the import from Belgium in 2012 were tractors (7.7%), medicaments 

(5.6%), passenger cars (4.9 %), meat of swine, fresh, chilled or frozen (3.7%), diodes, transistors 

and similar semiconductor devices (3.4%), motor vehicles for the transport of goods (3%). 

 

Table 9 Leading commodities in the trade between Bulgaria and Belgium in 2012 

Leading export goods % Leading import goods % 

Unrefined copper 43.91 Tractors 7.70 

Precious-metal ores and 

concentrates 

14.04 Medicaments 5.63 

Waste and scrap of precious 

metals 

5.80 Motor cars and other motor 

vehicles 

4.94 

Other machinery for grading, 4.41 Meat of swine, fresh, chilled or 3.75 
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Leading export goods % Leading import goods % 

leveling frozen 

Unmanufactured tobacco, 

tobacco refuse 

3.98 Diodes, transistors and similar 

semiconductor devices 

3.44 

Rapeseed or Rapid whether or 

not broken 

2.04 Motor vehicles for the transport 

of goods 

3.01 

Source: ITC and MEET 

 

In 2009, the trade with Belgium decreased by 29.8% compared to the same period in 2008 and 

amounted to 948.7 million euro. The export fell by 26% and the import by 37.2%. The export 

amounted to 663.7 million euro, while the import was 285 million euro. 

In 2010, the trade with Belgium has increased by 0.30 % compared to the same period in 2009 

and amounted to 951.6 million euro. The export decreased by 11.51%, while the import grew by 

27.82%. The export amounted to 587.3 million euro, while the import was 364.3 million euro. 

In 2011, the trade with Belgium has increased by 50.37% compared to the same period in 2010 

and amounted to 1 431.0 million euro. The export grew by 76.05% and the import by 8.97%. The 

export amounted to 1 034.0 million euro, while the import amounted to 397.0 million euro. 

In 2012 compared to 2011, there was a decline in the export to Belgium 23.4 % and increase in 

the import of 12% and a decline in the trade with 13.3%. 

Belgium is one of the few EU countries that have effective mechanisms in place to insure export 

credits and investments in Bulgaria. Belgian state-owned insurance agency "Dyukroar" ranks 

Bulgaria first in preferential group in terms of investment, allowing unlimited insurance for 

approved projects. This support of the Belgian State undoubtedly creates a very favorable 

climate for Belgian investors in Bulgaria. 

The attracted investments from Belgium for the period 2005-2012 amounted to 947 million euro 

(according to BNB). In 2010, the Belgium attracted investments amounted to 226.3 million euro. 

In 2010, the Belgium attracted investments amounted to 124.2 million euro and in 2011 they 

were 51.3 million euro. In 2012 the attracted investments from the country are 27.9 million euro. 
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Table 10 Trade turnover between Greece and Bulgaria, mln. euro 

Year Export Import Balance Total turnover 

2005 564.2 181.2 383.0 745.4 

2006 787.3 267.7 519.6 1054.9 

2007 835.6 390.3 445.3 1225.9 

2008 897.3 454.0 443.3 1351.3 

2009 663.7 285.0 378.7 948.7 

2010 587.3 364.3 223.0 951.6 

2011 1034 397 .0 637 1431 

2012 765.1 445.8 319.3 1210.9 

Source: ITC and MEET 

 

CHINA 

The global financial and economic crisis in 2009 stopped the trend in the Bulgarian exports to 

China and trade in general. In 2009 the trade turnover between the two countries decreased by 

40%. In 2010, again reported an increase in trade between the two countries by 18% and, should 

take account of the lower base of comparison in 2009. The increase is mainly due to increase in 

Bulgarian exports by 84%. Significant increase in Bulgarian exports due to increased exports of 

refined copper and copper alloys. Imports also increased by 4%. The trend of increasing bilateral 

trade continued in the first quarter of 2011 the trade turnover grew by 38.3% over the same 

period of 2010 exports grew by 38.7% and imports by 38.1%. 

In 2011 the trade turnover with China is 1345.8 million dollars (+49 % compared to 2010). The 

export from Bulgaria to China is 402.6 million dollars (+61 %) and the import from China is 

943.2 million dollars (+44 %). Again leading part in the export from Bulgaria to China occupies 

the refined copper and copper alloys. 

 

Table 11 Main economic indicators for China and bilateral trade relations with Bulgaria 

GDP (per capita, 2009) $ 7 700 (PPP) 

Growth in the GDP (%, 2010 ) 10,3 % 

Inflation (%, 2009 ) 3,2% 

Amount of the import ( 2010 ) $ 1 396 billion 

Amount of the export ( 2010 ) $ 1 578 billion 

Major trade partners for export  USA, Hong Kong, Japan, Korea, Germany, the 

Netherlands, India, United Kingdom 

Export from Bulgaria (2010) $ 250 million 
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Export share (%) in the total export of 

Bulgaria 

1,2 % 

Main positions of the export Refined copper and copper alloys, waste and scrap, 

raw lead, waste aluminum, panels, consoles, 

control panels and power distribution 

Import to Bulgaria (2010 ) $ 653 million 

Import share (%) in the total import of 

Bulgaria 

2,57 % 

Main positions of the import electrical apparatus for line telephony, parts for 

vehicles, machines, air conditioning, toys, electric 

heaters, immersion heaters and stoves. 

Source: ITC and MEET 

 

Among the main products exported to China are included copper and copper alloys, panels, 

consoles, desks, cabinets with two or more apparatus for electric control or distribution, parts of 

telephone sets and parts for television cameras and broadcasting equipment for radio and others. 

According to BNB data for the period 1996 - 2010, the investments attracted of China are 17.6 

million euros. Investments are focused mainly on telecommunications, renewable energy, 

automotive. 

 

RUSSIA 

Russia is traditional and one of the most important external-economic partners of Bulgaria. After 

Bulgaria joined the EU the relations between the two countries received new, even higher 

dynamic. This is confirmed by the registered growth in 2007 relative to 2006 of the Bulgarian 

export for Russia - 96%, of the Russian investments in Bulgaria – 73.8%, of the tourist flow from 

Russia – 14%, as well as of the signed agreement on the energy projects. 

In 2009 the Russian federation realizes 8.7% of the external trade turnover of Bulgaria, including 

2.5% of the export and 13.1% of the import. In average for 2000 – 2008 it is observed that from 

Bulgaria to Russia are exporting a total of 640 companies, 41 of which constitute 75% of the 

export and in Bulgaria from Russia are importing 844 companies, out of which 2 constitute 75% 

of the import (due to the energy resources). Bulgaria holds about 1% of the external trade 

turnover of Russia. Bulgaria is holding approximately 1% of the external trade turnover of 

Russia. In 2011 according to ITC data the trade turnover with the Russian Federation is at the 

amount of 6492.2 million USD. The export from Bulgaria to the Russian Federation is 754.1 

million USD and the import from the Russian Federation is at the amount of 5 618.3 million 

USD. In 2011 2.6% of the export of Bulgaria bellows to Russia (10th place) and 17.7% of our 
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import (1st place). In 2012 the trade turnover with the Russian Federation is at the amount of 

7529.2 million USD. The export from Bulgaria to the Russian Federation is 721.7 million USD 

and the import from the Russian Federation is at the amount of 6 807,5 million USD. In 2012 

2.7% of the export of Bulgaria bellows to Russia and 18.6% of our import (1st place). 

The Bulgarian export for Russia is diversified to a high extent, the share of pharmaceuticals, 

fitting articles, car and trucks parts, cooling equipment, batteries, aircrafts, fittings, cosmetics 

constitutes around the half of the Bulgarian export. The increase in supply volumes of these and 

other positions will allow reducing the large negative balance in the bilateral trade turnover, as a 

result of the import of energy and fuels. 

 

Table 12 Trade turnover between Russia and Bulgaria, mln. USD 

Year Export Import Balance Total turnover 

2008 614.4 5369.0 - 4754.6 5983.4 

2009 407.5 3125.5 - 2718.0 3533.0 

2010 584.7 4150.6 - 3565.9 4735.3 

2011 754.1 5738.1 - 4984.0 6492.2 

2012 721.7 6807.5 - 6085.8 7529.2 

Source: ITC and MEET 
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Value and volume of imports of specific foreign markets for 

a specific product group 

 

Value and volume of the imports of machinery 

 

Table 13 Top importing countries of machinery from Bulgaria, thousand euros, 2008 - 

2012 

Importers Exported 

value in 2008 

Exported 

value in 2009 

Exported 

value in 2010 

Exported 

value in 2011 

Exported 

value in 2012 

World 1155937.17 840152.52 1037475.9 1367994.52 1437303.13 

Germany 208945.35 162401.48 184916.31 250193.26 274127.44 

Romania 47974.74 62402.93 91177.92 139165.06 131929.92 

Russia 151841.5 57306.23 85381.5 117188.3 126317.54 

Italy 96246.48 70605.1 109992.77 116656.29 109275.11 

France 91159.95 59751.33 69952.48 95152.67 104033.61 

Source: ITC 

Figure 55 Machinery - main importing countries, share and value of the import, thousand 

euros, 2012 

 
Source: ITC 
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The top importing countries of machinery from Bulgaria are countries from the EU (France, 

Germany, Italy, Romania) and Russia. All of these countries are major producers of machinery 

themselves and the relations they have with our producers are mainly on the basis of contracting 

for the production of parts or other elements for machines. All of the top importers are countries 

that are geographically, administratively or culturally close to Bulgaria which is facilitating and 

further benefiting the future trade relations between those countries.  

After decreases in the export to all of the top markets except for Romania in 2009 the value 

of the export to each market is growing at a stable paste. In 2012 the value of the export to all top 

markets is already surpassing the levels from 2008. The highest increase in the import is 

registered by Romania with an average percent of over 30% increase from 2008 to 2012. For the 

rest of the top markets the average increase in the import for that period is between 6% and 9%. 

This high increase in the Romanian import can be contributed to the accession of the two 

countries in the EU, the facilitated conditions for trade and transport as well as the fast economic 

development and growth of Romania.  

It is important to notice that these five countries are forming more than 50% of the total 

import of the Bulgarian production of machinery with Germany having the highest share of 

19.1%. This shows that the export of the country is relying extensively on the demand on those 

five markets and can be severely influenced by fluctuations and economic changes on them. In 

that sense the Bulgarian companies exporting machinery should try and diversify their markets in 

order to minimize the risks from market changes.  

Looking at the subgroups of products included in the sector ―Machinery‖ the following tables 

will represent the top five products exported to each of the top markets for the Bulgarian export 

of machinery for the period 2008 – 2012.  

Table 14 Top five products from the Machinery sector imported by Germany from 

Bulgaria, thousand euros, 2008 - 2012 

Product label Bulgaria's exports to Germany 

Value in 

2008 

Value in 

2009 

Value in 

2010 

Value in 

2011 

Value in 

2012 

Refrigerator, freezer, etc. 63913.3 65064.56 66651.74 58385.23 69223.3 

Pumps for liquids; liquid elevators 1469.41 2149.67 13221.76 51043.37 46213.14 

Tap, cock, valve for pipe, tank for the 

like, incl pressure reducing valve 

32928.56 28732.35 30591.45 33658.68 38651.43 

Machinery parts & acces (machinery 

of hd 84.56 to 84.65) 

16255.96 6297.73 9127.28 11510.33 13406.59 

Machinery part (hd 84.25 to 84.30) 8376.74 7553.97 7240.07 12170.14 10544.41 

Source: ITC 
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Table 15 Top five products from the Machinery sector imported by Romania from 

Bulgaria, thousand euros, 2008 - 2012 

Product label Bulgaria's exports to Romania 

Value in 

2008 

Value in 

2009 

Value in 

2010 

Value in 

2011 

Value in 

2012 

Harvesting/threshing machinery, hay 

mower, etc. 

4092.2 20955.38 28887.24 25532.81 34967.38 

Agricultural, hortic, forest machinery 

for soil prep/cultivation 

3066.6 9752.41 11365.42 15940.87 17754.67 

Self-propelld bulldozer, angledozer, 

grader, excavator, etc. 

850.93 1462.75 4635.18 13281.54 17559.5 

Part for use solely/principally with the 

motor engines 

2787.26 2057.18 6396.63 6263.48 8263.84 

Ball or roller bearings 4151.33 3535.7 4166.02 8484.13 5208.83 

Source: ITC 

Table 16 Top five products from the Machinery sector imported by Russia from Bulgaria, 

thousand euros, 2008 - 2012 

Product label Bulgaria's exports to Russian Federation 

Value in 

2008 

Value in 

2009 

Value in 

2010 

Value in 

2011 

Value in 

2012 

Pulley tackle & hoists other than skip 

hoists; winches & capstans; jacks 

11808.31 4148.77 10348.02 15411.73 21532.03 

Tap, cock, valve for pipe, tank for the 

like, incl pressure reducing valve 

35627.46 12992.69 19155.24 16513.8 20093.55 

Refrigerator, freezer, etc. 8908.9 9321.47 12396.38 19711.59 16311.53 

Machinery part (hd 84.25 to 84.30) 13425.89 5917.7 9614.52 12029.42 13276.73 

Engines and motors, nes 1922.06 2306.7 2544.64 6043.79 5299.81 

Source: ITC 

Table 17 Top five products from the Machinery sector imported by Italy from Bulgaria, 

thousand euros, 2008 - 2012 

Product label Bulgaria's exports to Italy 

Value in 

2008 

Value in 

2009 

Value in 

2010 

Value in 

2011 

Value in 

2012 

Ball or roller bearings 17554.78 18510.28 47615.49 47247.51 44063.99 

Tap, cock, valve for pipe, tank for the 

like, incl. pressure reducing valve 

21182.1 15570.44 18196.58 15686.71 15126.54 

Engines and motors, nes 13925.43 6489.18 8798.94 10278.32 9091.16 

Refrigerator, freezer, etc. 5136.15 4537.4 5014.73 5183.67 5917.19 

Pumps for liquids; liquid elevators 5244.21 4353.13 5630.75 5538.34 5469.31 

Source: ITC 
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Table 18 Top five products from the Machinery sector imported by France from Bulgaria, 

thousand euros, 2008 - 2012 

Product label Bulgaria's exports to France  

Value in 

2008 

Value in 

2009 

Value in 

2010 

Value in 

2011 

Value in 

2012 

Machine-tool for working 

stone/ceramic 

0 5.74 19.58 0 1.56 

  

Industrial/laboratory furnaces & 

ovens, incl. incinerators, non-electric 

203.22 40.87 8.28 69.64 17.11 

  

Refrigerator, freezer, etc. 13587.64 14732.22 14677.45 15068.54 19043.08  

Calculatg mach; accountg mach, cash 

register, ticket-issuing 

0 0.72 0 0.72 0.78  

Machinery for wrkg rbr/plas/ for the 

mfr of prod from these material 

0 16.49 0 176.62 104.97 

  

Source: ITC 

As we can see from the presented top imported products from the Machinery sector, the great 

majority of the products are parts and elements for machines or other machines with low value 

added. This is mainly due to the lack of sufficient funds for the Bulgarian companies to invest in 

the production of machinery with high values added, in the research and development of 

innovations and enhancements of such machines and in their sustainable positioning on the 

international markets.  

Furthermore most of the products that the country is exporting are products in which 

manufacture the Bulgarian companies have long years of experience and have been able to 

develop competitive advantages, brand name, reputation on the market and relations with 

consumers, partners and suppliers.  
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Value and volume of the imports of electrical and electronic equipment 

 

Table 19 Top importing countries of electrical and electronic equipment from Bulgaria, 

thousand euros, 2008 - 2012 

Importers Exported value 

in 2008 

Exported 

value in 2009 

Exported 

value in 2010 

Exported 

value in 2011 

Exported value in 

2012 

World 909860.29 921193.36 1151178.33 1501487.7 1440052.56 

Germany 170614.9 173562.87 192684.28 254868.62 235259.85 

France 80767.36 91249.28 119657.75 164434.38 167119.68 

Italy 90932.27 109282.02 126698.26 192072.25 130898.11 

Turkey 23437.87 27827.45 48522.19 60577.88 78738.23 

Greece 20527.59 14226.71 22061.36 29394 64562.64 

Source: ITC 

Figure 56 Electric and electronic equipment - main importing countries, share and value 

of the import, thousand euros, 2012 

 
Source: ITC 

The main importing countries of the Bulgarian production of electric and electronic 

equipment are again mostly countries from the EU and Turkey. These are countries with which 

the country has developed long-term trade relations and which are also among the main 

importers of other top exported products from Bulgaria. Again these are markets that are 

administratively, culturally, geographically and economically close to the Bulgarian market 
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which is further facilitating and promoting the trade relations between them and is motivating the 

Bulgarian companies to focus their export efforts especially to these countries.  

The greatest increase in the import of the Bulgarian production of electric and electronic 

equipment is registered by Greece with average increase of the volumes of the import of 44% for 

the period 2008 – 2012 and the highest percent of that increase being in 2012 compared to 2011 

when the value of the import reaches 64 562 thousand euro (120% increase compared to 2011). 

The rest of the countries included in the top five list of importers the average increase in the 

value of the import is also very high – 37% for Turkey, 21 % for France, 14% for Italy and 9% 

for Germany. Despite the fact that the average increase of the value of the German import is the 

lowest in this group the country is still the leader in this ranking with total import of 235 259 

thousand euro for 2012.   

Looking at the shares of the top five importing countries we see that similarly to the situation 

in the import of machinery the top importers are forming 47% of the total import of the 

Bulgarian production in this sector. This is again showing that the Bulgarian companies have not 

diversified their markets and are relying on specific consumers which can make them face 

different risks in a future especially if they are producing highly specified products for these 

consumers.  

The top products imported by each one of the biggest importing countries are the following:  

 

Table 20 Top five products from the Electric and electronic equipment sector imported by 

Germany from Bulgaria, thousand euros, 2008 - 2012 

Product label Bulgaria's exports to Germany 

Value in 

2008 

Value in 

2009 

Value in 

2010 

Value in 

2011 

Value in 

2012 

Insulated wire/cable 49875.05 35129.03 52103.07 66246.17 56003.33 

Board & panels, equipped with 

two/more switches, fuses 

6913.44 12931.03 22272.98 31516.29 33373.4 

Electrical app for switchg (ex 

fuse,switche,etc) not exceedg 1000 volt 

17449.44 14124.18 17502.24 23848.48 30141.88 

Electric accumulator 20399.81 15577.61 20475.38 27629.97 17043.98 

Electric transformer, static converter 

(for example rectifiers) 

4567.27 3996.04 7761.95 8692.34 16200.34 

Source: ITC 
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Table 21 Top five products from the Electric and electronic equipment sector imported by 

France from Bulgaria, thousand euros, 2008 - 2012 

Product label Bulgaria's exports to France  

Value in 

2008 

Value in 

2009 

Value in 

2010 

Value in 

2011 

Value in 

2012 

Electrical app for switchg (ex 

fuse,switche,etc) not exceedg 1000 volt 

22567.91 21663.81 30039.45 50638.44 51988.04 

Insulated wire/cable 9495.45 23954.02 31335.49 32998.16 24121.28 

Electric accumulator 10907.09 8024.35 9657.45 22067.22 17816.87 

Board & panels, equipped with 

two/more switches, fuses 

1118.03 9094.17 10778.78 11448.59 12617.37 

Television receivers (incl video 

monitors & video projectors) 

6426.81 1031.81 1296.8 66.05 12366.22 

Source: ITC 

Table 22 Top five products from the Electric and electronic equipment sector imported by 

Italy from Bulgaria, thousand euros, 2008 - 2012 

Product label Bulgaria's exports to Italy 

Value in 

2008 

Value in 

2009 

Value in 

2010 

Value in 

2011 

Value in 

2012 

Television receivers (incl video 

monitors & video projectors) 

6025.81 40882.52 24896.69 60299.31 30413.25 

Part suitable for use solely/princ with 

boards, panels, fuses, switche 

441.78 2468.75 15673.02 27034.78 26656.88 

Electric accumulator 12456.7 9618.32 9646.15 13736.73 15187.18 

Electrical app for switchg (ex 

fuse,switche,etc) not exceedg 1000 volt 

3962.38 2578.46 8563.98 8294.59 12205.27 

Parts suitable for use solely/princ with 

machines of hd no 85.01/85.02 

8573.84 6633.3 6625.56 7277.24 5309.14 

Source: ITC 

Table 23 Top five products from the Electric and electronic equipment sector imported by 

Turkey from Bulgaria, thousand euros, 2008 - 2012 

Product label Bulgaria's exports to Turkey  

Value in 

2008 

Value in 

2009 

Value in 

2010 

Value in 

2011 

Value in 

2012 

Insulated wire/cable 18338.42 21185.55 37503.18 45761.33 57204.65 

Electric accumulator 515.86 2132.47 4504.9 5422.03 5948.29 

Electric generating sets and rotary 

converters 

0 10.76 21.09 1.44 5586.73 

Electrical app for switchg (ex 

fuse,switche,etc) not exceedg 1000 volt 

1194.15 752.17 809.56 1102.07 1946.22 
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Product label Bulgaria's exports to Turkey  

Value in 

2008 

Value in 

2009 

Value in 

2010 

Value in 

2011 

Value in 

2012 

Electric transformer,static converter 

(for example rectifiers) 

494.11 466.79 873.57 2055.52 1378.6 

Source: ITC 

Table 24 Top five products from the Electric and electronic equipment sector imported by 

Greece from Bulgaria, thousand euros, 2008 - 2012 

Product label Bulgaria's exports to Greece 

Value in 

2008 

Value in 

2009 

Value in 

2010 

Value in 

2011 

Value in 

2012 

Electric transformer, static converter 

(for example rectifiers) 

3793.15 2050.72 666.47 5081 23526.45 

Board & panels, equipped with 

two/more switches, fuses 

30.58 29.4 173.21 682.78 10278.49 

Electric accumulator 3273.89 1601.14 1608.57 3516.57 6950.56 

Diodes/transistors & sim 

semiconductor devices; etc. 

2321.02 1204.62 3538.7 3558.93 4240.78 

Electric instantaneous water heater, 

space htg; hair dryer 

2497.73 1614.77 1753.91 1871 3960.08 

Source: ITC 

The main imported products are products with not very high value added, which are mostly 

used for the production and assembling of other machines and equipment. These are products in 

which the Bulgarian companies have specialized their production and focused their expert 

potential for many years and therefore have been able to build their reputation in the 

international markets. 

It is important to notice that the import of electric accumulators is present in the top five 

products of all of the top international markets and the values of this import are sustainably 

growing for each one of the markets. An important contribution for that positive development of 

the export of this product group has the successful and sustainable growth of the company 

Monbat AD which is operating on the territory of the Municipality of Montana. The company 

produces over 1 million lead-acid batteries per year, with sales in Greece, Macedonia, Hungary, 

Belarus, Romania, Russia, Ukraine, Serbia, Turkey, England, Norway, Sweden, Czech Republic, 

South America and the Middle East. 
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Value and volume of the imports of food and beverages 

 

Table 25 Top importing countries of Food and beverages from Bulgaria, thousand euros, 

2008 - 2012 

Importers Exported value 

in 2008 

Exported 

value in 2009 

Exported 

value in 2010 

Exported 

value in 2011 

Exported value 

in 2012 

Greece 149766.53 154458.85 186367.45 222650.88 286258.04 

Romania 220052.92 230545.71 415492.36 434976.08 279932.66 

Germany 66321.31 89293.21 123213.78 151808.33 123889.24 

Serbia 7722.92 12507.97 12061.27 16152.67 21273.1 

Italy 27183.43 34608.45 36324.62 35533.98 41901.61 

Source: ITC 

Figure 57 Food and beverages - main importing countries, share and value of the import, 

thousand euros, 2012 

 
Source: ITC 

For this sector again the top importing countries are members of the EU or countries that are 

close to the Bulgarian market at most of the CAGE levels – Serbia. Many of these countries as 

Italy, Greece and Germany are one of the main producers of food and beverages on the continent 

and are aging using the Bulgarian production as element of their final product.  
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Despite of the registered decrease in the values of the import of Romania and Germany for 

that last year the average percent show a stable increase of the import of each one of the top 

importing countries. The highest increase in the values of the import for the period 2008 – 2012 

is marked by Serbia (31%), followed by Germany (19%) and Greece (18%). This positive 

development is indicating that the Bulgarian production of the sector has stable positions in the 

international market and is managing to gain even more market shares in its top importing 

markets. That is proving the quality and the competitive advantages of the Bulgarian products 

and is showing that the companies for the sector are constantly working on their growth 

strategies and have been able to achieve significant consumer loyalty.  

In this sector the top five importing countries are forming one of the highest shares in the 

total Bulgarian export – 75%, with Greece leading in this ranking with 22% followed by 

Romania with 19%. Here again the Bulgarian producers are relying extensively on few markets 

and consumers which can result in severe problems for them in case of negative market or 

economic fluctuations on these markets. In order to diversify the risks related to international 

relations and export the companies from the food and beverages sector should search for market 

opportunities in other mainly EU markets and try and gain consumers and market shares on them 

too.  

 

Table 26 Top five products from the Food and beverage sector imported by Greece from 

Bulgaria, thousand euros, 2008 - 2012 

Product label Bulgaria's exports to Greece 

Value in 

2008 

Value in 

2009 

Value in 

2010 

Value in 

2011 

Value in 

2012 

Meat and edible meat offal 22529.85 20968.28 21857.28 26008.82 55575.67 

Dairy products, eggs, honey, edible 

animal product nes 35581.93 30265.37 33634.63 37455.97 49541.85 

Animal, vegetable fats and oils, 

cleavage products, etc. 17921.8 24072.33 33074.34 48613.79 56449.64 

Sugars and sugar confectionery 22618.21 24610.11 21034.92 24453.72 36489.83 

Milling products, malt, starches, 

inulin, wheat gluten 4014.72 5710.47 13857.35 13081.95 19744.43 

Source: ITC 
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Table 27 Top five products from the Food and beverage sector imported by Romania from 

Bulgaria, thousand euros, 2008 - 2012 

Product label Bulgaria's exports to Romania 

Value in 

2008 

Value in 

2009 

Value in 

2010 

Value in 

2011 

Value in 

2012 

Sugars and sugar confectionery 42808.01 41945.17 85561.48 86010.17 42263.17 

Oil seed, oleic fruits, grain, seed, fruit, 

etc, nes 56170.68 36375.95 133895.41 142650.04 51764.88 

 Cocoa and cocoa preparations 5553.45 13857.44 12040.18 11994.24 18972.32 

Milling products, malt, starches, 

inulin, wheat gluten 5553.45 13857.44 12040.18 11994.24 18972.32 

Vegetable, fruit, nut, etc food 

preparations 13735.81 18933.34 25631.69 21555.31 18050.92 

Source: ITC 

Table 28 Top five products from the Food and beverage sector imported by Germany from 

Bulgaria, thousand euros, 2008 - 2012 

Product label Bulgaria's exports to Germany 

Value in 

2008 

Value in 

2009 

Value in 

2010 

Value in 

2011 

Value in 

2012 

Vegetable, fruit, nut, etc food 

preparations 22010.59 26746.16 34011.92 31095.57 26548.03 

Oil seed, oleic fruits, grain, seed, fruit, 

etc, nes 19434.71 34587.67 49988.43 83649.52 56137.84 

Edible fruit, nuts, peel of citrus fruit, 

melons 6189.61 5314.67 7990.14 6935.49 8358.71 

Edible vegetables and certain roots 

and tubers 11093.31 9843.47 11735.94 12419.27 9570.91 

Dairy products, eggs, honey, edible 

animal product nes 7593.09 12801.24 19487.35 17708.48 23273.75 

Source: ITC 

Table 29 Top five products from the Food and beverage sector imported by Serbia from 

Bulgaria, thousand euros, 2008 - 2012 

Product label Bulgaria's exports to Serbia 

Value in 

2008 

Value in 

2009 

Value in 

2010 

Value in 

2011 

Value in 

2012 

Cocoa and cocoa preparations 1108.52 1142.24 869.8 2052.65 1763.49 

Cereal, flour, starch, milk 

preparations and products 5388.98 4994.87 5537.37 7936.33 9261.45 

Fish, crustaceans, molluscs, aquatic 

invertebrates nes 0 226.58 1032.47 1340.43 1211.43 
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Product label Bulgaria's exports to Serbia 

Value in 

2008 

Value in 

2009 

Value in 

2010 

Value in 

2011 

Value in 

2012 

Sugars and sugar confectionery 1225.42 6144.28 4621.63 4823.26 9036.73 

Source: ITC 

Table 30 Top five products from the Food and beverage sector imported by Italy from 

Bulgaria, thousand euros, 2008 - 2012 

Product label Bulgaria's exports to Italy 

Value in 

2008 

Value in 

2009 

Value in 

2010 

Value in 

2011 

Value in 

2012 

Edible vegetables and certain roots 

and tubers 9479.81 16694.75 13499.64 12583.68 14668.56 

Edible fruit, nuts, peel of citrus fruit, 

melons 9110.08 7099.37 11885.05 13270.77 14960.14 

Sugars and sugar confectionery 1190.75 1298.55 2414.36 5531.88 8023.58 

Meat and edible meat offal 7402.79 9515.78 8525.57 4147.65 4249.33 

Source: ITC 

This is yet another sector in which the top exported goods to the top importing markets are 

products with low value added that are used in the production of other final products. Taking into 

account the beneficial natural conditions and resources for the development of sustainable 

agriculture and the long years of experience that the companies from that sector have with the 

necessary and adequate government support most of these companies could produce end 

products with higher value and hence increase their market presence, earnings and expansion.  

The country also has a good potential for the development of bio agriculture and bio products 

which could also be a focus for the increase of the production, its quality, price and variety. This 

on other hand can further benefit the competitive advantages of the Bulgarian production and 

help the companies from the sector in their future development and growth.  
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Value and volume of the imports of bicycles and other cycles 

 

Table 31 Top importing countries of Bicycles and other cycles from Bulgaria, thousand 

euros, 2008 - 2012 

Importers Exported 

value in 2008 

Exported value 

in 2009 

Exported value 

in 2010 

Exported 

value in 2011 

Exported 

value in 2012 

World 34216.5 34253.53 44685.27 59058.67 85845.85 

Germany 7595.81 8631.68 14331.79 24074.63 37629.73 

France 8209.54 10388.42 8893.83 7992.33 15977.96 

Belgium 2794.06 2399.92 2872.98 4291.96 5782.67 

Greece 3161.07 2570.57 3440.05 4421.2 4849.6 

Netherlands 3350.01 1713.72 2796.17 2591.84 3638.95 

Source: ITC 

Figure 58 Bicycles and other cycles - main importing countries, share and value of the 

import, thousand euros, 2012 

 

 

Source: ITC 
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The five top importing markets of bicycles and other cycles are again countries from the EU 

and countries in which the production of bicycles and the use and demand for them are extremely 

high. With Germany and France being one of the biggest producers of bicycles in the EU market 

it is logical that they have the highest shares in the import of these products – 44% and 19% 

respectively. On the other hand countries like Netherlands and Belgium are among the countries 

in the EU that most extensively use bicycles and means for transportation.  

The fact that in this sector, too, the main importing countries are forming an extremely high 

percent of the total import is again showing the great dependence of the Bulgarian producers on 

several big markets and clients. The companies from the sector should not focus that much on 

producing for one or few customers, they should try to use the gained experience so far from 

their operations in the international market and find new customers from other countries and gain 

new market shares.  

In terms of growth of the volume of the import the highest average percent for the period 

2008 – 2012 in registered by Germany (51%) followed by France (25%) and Belgium (22%). 

After two years of decrease in the value of the French import there is a significant increase in 

2012 of almost 100% compared to 2011. These stable increases in the import are due both to the 

good development and enhancement of the Bulgarian production and to the positive trends in the 

international market for use of more sustainable and eco-friendly means of transportation.  

An important contribution for the development and growth of the Bulgarian export of 

bicycles is accounted for by the company Cross OOD which is operating in the Municipality of 

Montana and is exporting about 98% of its annual production to Germany, Holland, Austria, 

Switzerland, France, Denmark, Sweden etc. 

 

Value and volume of the imports of apparel, clothing and shoes 

 

Table 32 Top importing countries of Apparel, clothing and shoes from Bulgaria, thousand 

euros, 2008 - 2012 

Importers Exported 

value in 2008 

Exported value 

in 2009 

Exported value 

in 2010 

Exported 

value in 2011 

Exported 

value in 2012 

Italy 414788.08 360224.55 423497.56 489891.39 451018.64 

Germany 319874.39 282348.7 322995.8 371259.98 366517.97 

France 163901.28 129366.21 138425.16 168185 149715.69 

Greece 250349.19 213549.81 190578.69 185869.07 153961.13 

Italy 414788.08 360224.55 423497.56 489891.39 451018.64 

Source: ITC 
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Figure 59 Apparel, clothing and shoes - main importing countries, share and value of the 

import, thousand euros, 2012 

 

 
Source: ITC 

The sector Apparel, clothing and shoes is one more of the sectors whose main importing 

countries are EU member-states with highly developed apparel, clothing and shoes industry. The 

Bulgarian production is again used in the production of final products with higher price and 

under the brands of famous Italian, French or other producers. Once again the top importing 

countries are forming a very high share of the total import reaching 81% for 2012 with Italy 

ranking first with 48% followed by Germany with 15%. In that sense this is another sector for 

which a diversification strategy is recommendatory. The companies from the sector have good 

experience and know-how from their work with big international companies which they can use 

for the production of products under their own brand and their consequent distribution in the 

market.  

Concerning the growth of the values of the import for the period 2008 – 2009 this is the only 

sector in which there is a negative trend in the import of some countries and slow growth in 

others. The highest average decrease in the import is registered by Greece (-11%) with the 

highest percent of that decrease being in 2012 (-17.2% compared to 2011). This negative 

development can mostly be due to the unfavorable economic and financial environment in the 

country at the moment and the problems that the Greek companies and consumers are facing as a 

result of it. France is also marking a negative trend in the import with average decrease of (-1%). 

A positive trend for growth is registered by Germany with average growth of the value of the 
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imports of 4% despite the slight decrease in 2012 of -1.3% compared to 2011. These fluctuations 

in the import of the top importing countries are another factor for stimulating the Bulgarian 

companies from this sector to find new international markets and diversify their pool of 

customers.  

Table 33 Top five products from the Apparel, clothing and shoes sector imported by Italy 

from Bulgaria, thousand euros, 2008 - 2012 

Product label Bulgaria's exports to Italy 

Value in 

2008 

Value in 

2009 

Value in 

2010 

Value in 

2011 

Value in 

2012 

Articles of leather, animal gut, 

harness, travel goods 29156.48 18415.6 23486.18 29978.4 31611.46 

Articles of apparel, accessories, knit 

or crochet 90593.8 83421.4 100685.5 117588 118211.5 

Articles of apparel, accessories, not 

knit or crochet 167610.83 148879 164779.8 177941 161463.8 

Footwear, gaiters and the like, parts 

thereof 127426.97 109509 134546.1 164383 139731.9 

Source: ITC 

Table 34 Top five products from the Apparel, clothing and shoes sector imported by 

Germany from Bulgaria, thousand euros, 2008 - 2012 

Product label Bulgaria's exports to Germany 

Value in 

2008 

Value in 

2009 

Value in 

2010 

Value in 

2011 

Value in 

2012 

Articles of leather, animal gut, 

harness, travel goods 

2727.45 849.69 1979.84 2125.88 1033.37 

Articles of apparel, accessories, knit 

or crochet 

67409.44 78227.91 99598.82 109920.39 105472.87 

Articles of apparel, accessories, not 

knit or crochet 

248855.99 202260.08 219264.1 256293.05 256673.69 

Footwear, gaiters and the like, parts 

thereof 

881.51 1011.02 2153.04 2920.66 3338.04 

Source: ITC 
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Table 35 Top five products from the Apparel, clothing and shoes sector imported by 

France from Bulgaria, thousand euros, 2008 - 2012 

Product label Bulgaria's exports to France 

Value in 

2008 

Value in 

2009 

Value in 

2010 

Value in 

2011 

Value in 

2012 

Articles of leather, animal gut, 

harness, travel goods 741.5 2444.38 2830.06 4561.92 4302.21 

Articles of apparel, accessories, knit 

or crochet 41657.35 37330.3 39565.86 49278.6 40437.47 

Articles of apparel, accessories, not 

knit or crochet 111167.61 81288.2 89204.11 107046 98607.84 

Footwear, gaiters and the like, parts 

thereof 10334.82 8303.28 6825.13 7298.06 6368.17 

Source: ITC 

Table 36 Top five products from the Apparel, clothing and shoes sector imported by 

France from Bulgaria, thousand euros, 2008 - 2012 

Product label Bulgaria's exports to France 

Value in 

2008 

Value in 

2009 

Value in 

2010 

Value in 

2011 

Value in 

2012 

Articles of leather, animal gut, 

harness, travel goods 1835.07 1115.71 544.47 216.11 114.3 

Articles of apparel, accessories, knit 

or crochet 174117.16 152422 132791.4 128468 110125 

Articles of apparel, accessories, not 

knit or crochet 71074.82 56933.4 53137.8 52137.5 38020.06 

Footwear, gaiters and the like, parts 

thereof 5157.21 4193.94 4649.49 5263.36 5816.1 

Source: ITC 

Great majority of the Bulgarian companies are producing by order for big companies and 

brands form the top importing markets. Such contracts are beneficial for the Bulgarian 

companies as they have the opportunity to gain access to valuable design and production 

information of the big companies and use those practices in their operations. These best practices 

can further be used for the enhancement of the production process and for the export of products 

under the proper brand of the companies. The only disadvantage of these contractual relations is 

the fact that the Bulgarian companies are not selling their production under their own brand 

which does not make them visible and popular on the international markets. 
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Top competitors of the Bulgarian export in the top 

importing markets 

 

Top competitors of the Bulgarian export of machinery in the top importing markets  

 

Table 37 Top competitors of the Bulgarian export of machinery to Germany, share in 

value, 2008 - 2012 

Exporters 2008 2009 2010 2011 2012 

China 13.1 13.3 16.5 15.2 15.2 

United States of America 8.2 7.7 7.7 7.7 7.9 

France 6.8 6.4 6.2 6.7 7 

Italy 6.6 7.2 6.4 6.5 6.8 

Austria 5.8 6.6 6.4 6.3 6.5 

Source: ITC 

Table 38 Top competitors of the Bulgarian export of machinery to Romania, share in 

value, 2008 - 2012 

Exporters 2008 2009 2010 2011 2012 

Germany 22.8 22.9 19.9 21.4 21.5 

Italy 15.1 13.4 13.2 13.1 12.2 

France 7.9 8.8 11.5 12 11.3 

China 5.8 4.2 4.7 5.1 6 

Austria 6.3 6.3 5.7 5.6 5.6 

Source: ITC 

Table 39 Top competitors of the Bulgarian export of machinery to Russia, share in value, 

2008 - 2012 

Exporters 2008 2009 2010 2011 2012 

China 17.5 19.1 24.1 22.6 21.6 

Germany 21 20.5 17.7 18.6 16.5 

Italy 9 9 8.3 9 7.8 

United States of America 5.4 5.6 5.8 5.8 5.4 

Japan 5.4 4.4 4.8 5.3 4.6 

Source: ITC 
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Table 40 Top competitors of the Bulgarian export of machinery to Italy, share in value, 

2008 - 2012 

Exporters 2008 2009 2010 2011 2012 

Germany 25.3 24.4 24.8 24.9 24.4 

China 9 10.1 12.4 13.8 14.5 

Netherlands 9.8 10.9 10.4 9 9.2 

France 9 8.6 8.3 8.1 8.1 

United States of America 5.1 5.6 5 4.4 5.5 

Source: ITC 

Table 41 Top competitors of the Bulgarian export of machinery to France, share in value, 

2008 - 2012 

Exporters 2008 2009 2010 2011 2012 

Germany 20.7 20.4 20 20.4 20.6 

Netherlands 3.3 3.3 3.7 3.6 4.1 

United States of America 10.1 11.5 10.5 9.9 11.2 

Italy 10.8 9.9 9.6 10 9.8 

China 10.6 11.7 13.6 14.5 14.8 

Source: ITC 

The presented statistical data shows that the main five competitors of the Bulgarian export of 

machinery in the identified key importing markets are: 

- China; 

- Germany; 

- Italy; 

- France; 

- Netherlands.  

China and Germany are especially two of the main exporters that hold major shares in the 

import of the top Bulgarian markets. For Germany in particular has more than 20% share in the 

import of France, Italy and Romania, while for the same year the Chinese export ranks first in 

Russia and Germany (21.6% and 15.2% respectively) and is representing more than 10% in the 

rest of the top markets.  

The export of the production of these two main manufacturers of machinery can be seen as 

supplementary for the identified markets. While the Chinese products are seen as low end 

products with lower quality and hence low prices which are mostly in demand by customers with 

lower incomes or companies with short funding the German products from this sector are seen as 
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high quality products with respectively higher prices which are mostly used by bigger companies 

with enough funds for investments and clients with high incomes. This way relying on the 

specific competitive advantages of the economies and the industries of these two countries their 

export is mostly covering the entire market segment in the top importing countries.  

Very important factors contributing to the big market shares and the sustainable competitive 

advantages of the identified top competitors in this sector are: 

- Long years of operating in this industry and well developed relations with partners, 

customers and suppliers; 

- Built recognizable brands, company reputation and customer trust; 

- Developed economies of scope and scale; 

- Developed expertise in the field of production, distribution, marketing and international 

trade; 

- Government support; 

- Vast pool of employees with the appropriate knowledge and experience; 

- Possibilities for partnerships with research centers, universities etc. for the development 

of innovation and product enhancement; 

- Availability of funds for investments in production machinery, customer relations, 

international expansion, R&D activities etc.; 

- In the case of China: 

 Low costs for taxes, labor, materials etc.; 

 High interest from investors; 

 Competitive national market. 

Of course, Bulgaria could not be compared neither to the Germany economy, nor with any 

other of the leading economies in the sector, but should be underlined the strategic advantages 

and disadvantages of the Bulgarian export under this line. First in the world in the field of export 

of machinery is the German economy, holding 19.1% of the world export under this activity, 

while Japan is second, USA-third. Moreover the domestic demand in Germany of this type of 

products is extremely strong, where only for 2010 the domestic demand of machinery has 

generated incomes to the corresponding manufacturer of 87 billion euro. For Bulgaria, this 

number is unknown. The generated sales income in the sector by the German economy is due to 

the extremely strong presence of SMEs in Germany. The Germany SMEs in this group constitute 

87% of all companies, engaged in the manufacture of machinery. This number is also unknown 

for the Bulgarian economy. Another strong boost for the sector development in Germany is the 

extremely strong R&D fund, accounting for, according to different calculations, approximately 

11.4 billion euro in the field of the companies, dealing with machinery. 

For Bulgaria this number is unknown for the sector, therefore the strategic actions of the 

market participants and the State as a whole should be directed to the approximation of the R &D 
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units, in the Bulgarian case, and the universities and the BAS institutes. These should help the 

application of developments, researches and innovations (known in developed countries as 

Research & Development) in practice and on the market with view to gaining direct financial 

benefits of the research and development activity. 

Another ―sensitive topic‖ in the field of the Bulgarian manufacture of machinery is that it 

requires high level of energy consumption and many resources. Therefore it is of strategic 

importance for the country the introduction of measures for energy effectiveness and 

optimization of the energy costs. Moreover the manufacture sector of machinery is not among 

the highly appreciated by foreign investors. In the chain of value generation and adding there are 

many other more revenue-generating elements. These are logistic warehouses, stores, show-

rooms, demonstration halls, where with just several exhibits is developed whole range trade 

activity. Moreover, in the era of internet and the online stores and warehouses, the chain of 

suppliers is reduced by several units to at the least one or two logistic warehouses of packaging, 

repackaging and distribution for ordered relations. 

In the developed countries, a much more profitable component of the value adding chain is 

the establishment of relationship between the research institutes and given cluster formation of 

companies in given sector. 

Probably in Bulgaria it would be more appropriate for the strategic development of the sector 

to find the balance between the R&D potential in the country and the companies in the sector, 

that are to fund the creation of an analytical center, attending the interests of the companies in 

given cluster. Otherwise the Bulgarian companies are put in the difficult situation to fund by 

themselves the R&D activities, often giving unclear result. Moreover the manufacture of 

machinery is a capital intensive activity, requiring the availability of relatively huge money flows 

of fresh capital resource, in order to perform timely and specialized delivery and ensuring the 

production process. In addition, between the companies and the Bulgarian universities and 

research institutes it is rare to have a relationship, commitment or collaboration. 

For the moment in the Bulgarian companies, operating in the last two decades in the field of 

the studied economic activity, it is not known the realization of any important technology break 

through, helping to conquer significant market positions. The created products, usually, are 

product of the available technology production lines with slight correction in the mechanics, and 

where new products are made, these are usually under license agreements, franchise contracts, 

outsourcing or contract for reengineering of existing product. 

For comparison, only in 2010 the European patent office has issued over 12 500 patents to 

German companies. Regarding the registration of patents at the same time in the three more 

significant international patent offices: the European Patent Office, the US Patent and trademarks 

office and the Japan Patent office, Germany is ranked third after Switzerland and Japan. 
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For Bulgaria this number is unknown, due to which it is of strategic importance for the sector 

development to start process of promoting the patent of Bulgarian developments abroad and their 

implementation into the practice, to start searching for more flexible forms of collaboration with 

foreign companies, looking for interest in the application of the Bulgarian know-how 

developments. 

Another circumstance which makes it difficult for the Bulgarian companies from the sector 

to export abroad is that even they get some help from the state; it will not be enough to establish 

certain positions in international markets, as bank guarantees represent also serious challenges 

for Bulgarian entrepreneurs. The export-orientation to regulated and demanding markets requires 

strong guarantees, which creates serious financial commitments for the companies willing to 

export. Therefore a considerable part of the Bulgarian entrepreneurs prefer to operate on 

―familiar territory‖ with in the national market, rather than to block cash resources for 

conquering unknown markets, which can always ―surprise‖ by something the exporters. 

The assembly of the production workshops of the Bulgarian companies is one of the 

weaknesses of the sector and very often to achieve low production costs would be possible only 

by deteriorating certain manufacturing standards, the Bulgarian companies don‘t want to do. This 

is one of the main reasons for the impossibility of the Bulgarian companies of the sector to be 

competitive on the foreign markets as the lowering of the production cost is not achieved through 

reorganization of the various processes in the companies or through value adding under the chain 

of creation of the production, but only on the account of quality parameters. Therefore at the 

moment the Bulgarian companies are put to bug test regarding export.  

With view to the traditionally strong in Bulgaria economic activities, related to the country 

agriculture, many of the Bulgarian companies of the sector are engaged in the manufacture of 

various kind of agriculture equipment, assemblies, details, moldings, etc., making it possible to 

work the soil, including sowing, ploughing, cultivation, etc. Under the conditions of the current 

competition, the manufactured machinery as for example the manufacture of agricultural 

machinery, like ploughs, discs harrows, cultivators, tractor cylinders, etc. should reach more and 

more higher levels of efficiency, productivity, adaptability and easy maintenance. 

From this perspective, regarding the economic activities, related to the manufacture of this 

type of machinery, it is necessary to introduce new designer conceptions and to make the 

manufactured products attractive. For example, when manufacturing agricultural machinery it is 

necessary to promote the possibility for fast and easy machinery modification in their working 

cycle and the configuration time to be lowered at the minimum. Therefore, it is necessary that the 

State and manufacturers of that type of machinery work in close cooperation in the field of 

patenting the innovations and promoting foreign farmers to purchase that type of Bulgarian 

production. 
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Stimulation may consist in funding the publishing into the corresponding foreign language of 

the schemes, descriptions and exploitation documents, as well as other technical specifications of 

the machinery. 

It is very important to make the Bulgarian companies of this specific segment to get to know 

the corresponding European or other foreign country, where these would like to export to, as 

countries like the UK, Germany and France have large companies and the level of mechanization 

is quite high. Competitors on these markets are powerful trade companies like ―New Holland‖, 

―John Deere‖, etc. 

It is necessary that the strategic partnership between the State and the companies is 

harmonized on the basis of clusters and the numerous companies, operating in this field to try to 

identify with the cluster brand. 

The developed countries mega-companies domination, of course, concerns not only the 

technological leadership, but also the quality, meaning also relatively higher prices. This may 

turn to be competitive advantage of the Bulgarian companies that are to search for new markets 

or not-conquered market niches in countries, where the Bulgarian products would be accepted at 

relatively lower prices and with certain compromise in relation to technological leadership in the 

following years. 

Although Bulgarian manufacturers have won multiple prestigious awards for quality, 

innovation, good technology solutions, still the main economic lever – the consumption of the 

manufactured production – is not the strongest indicator of the Bulgarian companies, operating in 

the field of this economic activity. 

Anyway the Bulgarian State and the companies should investigate the possibilities for 

participation in international fairs and exhibitions and on some principle to fund the Bulgarian 

companies to show their products at this type of exhibitions, celebrated in Hanover, Frankfurt, 

London, Paris and in general at the biggest exhibition centers in Europe and in other parts of the 

world. Possible tool for realization of this type of stimulation is the publishing on annual basis of 

some kind of ―fair calendar‖ – where to put not only the dates and the location for the organized 

exhibitions, but also the approximate rates of the prices of the rented area, the price of staying in 

the city hotels, the transport costs from Sofia to the corresponding exhibition center and other 

important information necessary for taking decision for participation. 
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Top competitors of the Bulgarian export of electric and electronic equipment in the top importing 

markets  

 

Table 42 Top competitors of the Bulgarian export of electric and electronic equipment to 

Germany, share in value, 2008 - 2012 

Exporters 2008 2009 2010 2011 2012 

China 17.5 18.5 21.2 21.8 22 

Japan 7.9 6.6 6.1 6.7 6.3 

Czech Republic 5.9 6.2 5.9 6 6 

United States of America 7.3 6 5.9 5.2 5.1 

Netherlands 4 5.6 4.1 4.4 4.6 

Source: ITC 

Table 43 Top competitors of the Bulgarian export of electric and electronic equipment to 

France, share in value, 2008 - 2012 

Exporters 2008 2009 2010 2011 2012 

Germany 11.4 11.6 12.1 12 11.5 

China 17.8 21.9 22.3 23.7 24.2 

Netherlands 2.6 2.4 2.1 1.9 2.3 

Italy 7.2 6.5 6.2 6.4 6.5 

Belgium 2.5 2.6 2.1 2.2 1.8 

Source: ITC 

Table 44 Top competitors of the Bulgarian export of electric and electronic equipment to 

Italy, share in value, 2008 - 2012 

Exporters 2008 2009 2010 2011 2012 

Germany 19.5 18 20.6 22 22.1 

China 13.5 15.7 20.2 21.5 17 

Netherlands 10.1 10.3 9.3 9.9 10.3 

France 7.5 7.2 8.3 7.2 7.7 

United Kingdom 4.5 4.4 3.6 3.8 3.7 

Source: ITC 

  



BULGARIA - SERBIA IPA CROSS-BORDER 
PROGRAMME 

 

89 
 

Table 45 Top competitors of the Bulgarian export of electric and electronic equipment to 

Turkey, share in value, 2008 - 2012 

Exporters 2008 2009 2010 2011 2012 

China 28.4 27.3 29.6 29.9 34.3 

Germany 11.5 12.8 10.6 10.4 10.7 

Korea, Republic of 5 4.4 6.1 6.4 7.5 

Italy 5.2 4.6 4.9 5 4.2 

France 5.7 4.9 4.1 4.4 4.1 

Source: ITC 

Table 46 Top competitors of the Bulgarian export of electric and electronic equipment to 

Greece, share in value, 2008 - 2012 

Exporters 2008 2009 2010 2011 2012 

Germany 15.8 13.8 19.1 20.2 21.6 

China 10.1 11.3 13.4 17.6 20.5 

Netherlands 9.2 11.1 11.9 8.4 9.3 

Italy 8.8 8 7.2 8.6 7.6 

Cyprus 1.6 2.1 3 3.3 3.7 

Source: ITC 

The presented data indicates that the top competitors of the Bulgarian export in the identified 

top five importing markets are: 

- China; 

- Germany; 

- Netherlands; 

- Republic of Korea; 

- Italy. 

Similarly to the export of the machinery sector the main competitors in the world export of 

electric and electronic equipment are China and Germany, followed by Netherlands, the 

Republic of Korea and Italy. The share of the Chinese export in the identified key importing 

markets is raging from between 34% in Greece and Turkey to 17% in Italy, while the German 

share is between 22% in Italy and 10% in Turkey.  

Here again the export of the production of Chinese and German companies is complementing 

each other by offering both low end consumer goods of lower quality and prices and high end 

consumer goods of higher quality and prices. Thus the companies from these two countries are 

again managing to cover great part of the market and consumer demand.  
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All top competitors are benefiting and leveraging various competitive advantages helping 

them to develop their international market expansion and maintain sustainable positions on the 

market in the long-term. Among these beneficial advantages are: 

- Low product cost indisputably related to the high technical and technology level and big 

investments ; 

- High quality of the competitive products; 

- Traditions in the export of these countries; 

- Imposed on the markets product brands; 

- Well organized distribution and service network; 

- Big investments in marketing and advertising; 

- Vast pool of employees with the appropriate knowledge and experience; 

- Possibilities for partnerships with research centers, universities etc. for the development 

of innovation and product enhancement; 

- Availability of funds for investments in production machinery, customer relations, 

international expansion, R&D activities etc.; 

- In the case of China and Republic of Korea: 

 Low costs for taxes, labor, materials etc.; 

 High interest from investors; 

 Competitive national market. 

The above stated advantages of the main competitors and the problems that the Bulgarian 

companies are facing in terms of product development, international expansion, growth of the 

market share and income are valid also for the production of electric and electronic equipment. 

The Bulgarian companies lack sufficient funds for the development of their activities, they are 

also not sufficiently supported by the government institutions and are forced to lower the quality 

of their production in order to maintain its low prices.  

In that sense the companies from the sector should focus on best practices for lean 

management leading to reduction of the costs and the production time but not affecting the 

quality of the product and even possibly enhancing that quality. They should work on 

partnerships with research organization and universities and focus on the development of the 

capabilities and expertise of their own employees. The establishment of a well-functioning 

cluster in this sector is also a beneficial solution with lots of potential. Another working strategy 

is the participation in world forums and fairs and the successful promotion of the Bulgarian 

production and its advantages. Such working measures and promotion and the sign that the 

companies from the sector are in fact implementing strategies aimed at sustainable growth and 

development and not only short term benefits will also attract foreign investments which at the 

moment are also scarce in the sector compared to those in the top competing markets.  
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Top competitors of the Bulgarian export of food and beverages in the top importing markets  

 

Table 47 Top competitors of the Bulgarian export of food and beverages to Greece, share 

in value, 2008 - 2012 

Exporters 2008 2009 2010 2011 2012 Exporters 2008 2009 2010 2011 2012 

Meat and edible meat offal Cereal, flour, starch, milk preparations and 

products 

France 35.2 33.8 32.1 30.4 29.1 Netherlands 22.1 17.5 17.2 16.9 19.8 

Netherlands 27.5 27 28.4 28.4 28.4 Germany 19 18.1 18.9 19.6 19.7 

Germany 10.5 11.8 12.8 12.2 12.1 France 12.1 13.7 14 15 12.9 

Italy 8.6 9 10 9.7 8.7 Italy 17.9 15.5 14.4 13.5 11.9 

Spain 4 4.5 4 4.5 4.1 Spain 6 7.2 8.2 7.6 7.1 

Dairy products, eggs, honey, edible animal product 

nes 

Vegetable, fruit, nut, etc. food preparations 

Germany 36 31.6 34.3 34.5 33.1 Germany 22.9 20.7 20.4 18.2 17.1 

Netherlands 24.9 27.7 28.3 27.1 24.8 Netherlands 13.1 15 15.2 15.3 13.8 

France 6.6 6.5 6.5 6.7 6.1 Italy 13.1 12.6 11.1 10.6 12.4 

Bulgaria 3.7 3.8 3.7 4.5 5.7 Belgium 12.2 13.6 14.4 13 11.7 

Italy 4.7 6 5.3 5.2 5.3 France 11.9 11.2 10.8 11 9.9 

Edible vegetables and certain roots and tubers Residues, wastes of food industry, animal fodder 

Netherlands 14.2 14 15.5 13.5 12.1 Argentina 10.3 19.7 20.4 19.8 21 

France 6.4 7.9 7.5 8.4 9.3 Italy 13.1 13 12.8 18.2 15.4 

Germany 10.2 8.6 10.2 6.7 8.7 Germany 8.2 14 11.9 6.8 7.3 

Belgium 6.8 6.8 6.7 5.5 8.3 Spain 8.2 6.2 6.7 8.4 6.4 

Canada 5.8 5.4 5.3 5.3 7.4 Peru 0 0 0.1 4.9 6 

Edible fruit, nuts, peel of citrus fruit, melons Milling products, malt, starches, inulin, wheat 

gluten 

Ecuador 8.1 10 15.9 23 22.2 Germany 26.6 16.5 21.1 21.6 29.2 

Italy 22.6 23.7 17 13.8 10 Bulgaria 7.1 9.1 17.3 16 19.5 

Spain 5.3 5.7 5.8 6.9 7.2 Netherlands 11.2 6.8 7.1 7.5 10.8 

Turkey 7.4 9 7.6 7.7 7 Italy 17.2 14.3 13.3 10 9.6 

United States 

of America 

9.7 10.1 10 7.1 6.5 France 8.8 30 11.1 8.1 5.2 

Animal, vegetable fats and oils, cleavage products, 

etc. 

Oil seed, oleic fruits, grain, seed, fruit, etc., nes 

Malaysia 8.8 5.9 12.7 13 17 Paraguay 4.7 18.9 27 20.6 23.1 

Bulgaria 5.2 9 9.5 14.1 15.9 Ukraine 11.6 9.2 5.5 5.6 20.9 

Belgium 11.7 9.7 8.1 9.5 9.6 Italy 6.1 4 3.7 4 6.9 

Italy 7.9 9.2 9.8 8.6 9.4 India 8.3 7 6.3 6.4 5.7 
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Exporters 2008 2009 2010 2011 2012 Exporters 2008 2009 2010 2011 2012 

Indonesia 14.5 16.6 12.9 12.9 7.3 China 4.2 3.8 3.8 4.6 5.3 

Sugars and sugar confectionery Fish, crustaceans, mollusks, aquatic 

invertebrates nes 

France 8.4 13.3 12.2 7.8 18.6 Netherlands 9 8.6 9.5 16 17.7 

Serbia 17.7 12.7 22.4 18.9 13.3 Spain 13.1 13.1 14.3 13.6 12.4 

Bulgaria 8.6 11.1 9.6 8.1 10.3 Italy 7.6 7.2 7.4 6.9 8 

Croatia 1.2 1 10 5.2 7.9 China 1.6 2.5 4.4 4.3 5.3 

Germany 10.4 7.6 5 12.1 7.7 India 4.8 4.1 4.3 4.6 4.7 

Cocoa and cocoa preparations Beverages, spirits and vinegar 

Germany 17.1 17.2 16.9 20.3 20.3 United 

Kingdom 

38.4 41.5 38.1 33 26.9 

Netherlands 18.5 19.5 19.1 16.6 18 Italy 10.6 10.3 10.3 11.3 14.1 

Italy 28.5 31.6 27 18.9 14 Germany 10.9 9.4 11.8 12.2 11.5 

Belgium 9.5 11 10.8 10.6 13.3 Bulgaria 0.6 0.8 2.1 4.1 8.4 

France 6.5 5.3 7.6 10.6 10.7 France 6.5 7.2 7.6 7.1 7.7 

Source: ITC 

Table 48 Top competitors of the Bulgarian export of food and beverages to Romania, 

share in value, 2008 - 2012 

Exporters 2008 2009 2010 2011 2012 Exporters 2008 2009 2010 2011 2012 

Meat and edible meat offal Cereal, flour, starch, milk preparations and 

products 

Hungary 16.3 15.3 17.6 19.3 27.4 Poland 17.8 19.8 21.9 22.3 21.5 

Germany 21.6 22.8 23.5 26.4 24 Germany 19.7 20.1 19.7 18 18.1 

Netherlands 12.7 15.6 11 10.9 11.7 Italy 11.3 11 9.8 9.5 9 

Italy 5 4.2 5.1 6.5 5.8 Bulgaria 11 11.2 8.5 8 7.5 

Spain 8.4 8.4 6.9 5.8 5.7 
Czech 

Republic 2.9 3.6 5.7 6.7 6.6 

Dairy products, eggs, honey, edible animal product 

nes 

Vegetable, fruit, nut, etc. food preparations 

Germany 26.7 24.3 26 26.8 26.1 Germany 8.5 9.8 9.9 11.3 12.7 

Hungary 16.8 21.3 24.6 24.6 25.3 Italy 5.8 5.7 8.2 10.9 10.3 

Poland 16.6 18.2 16.9 17 15.3 Hungary 17 13.7 12.3 11.2 10.2 

Czech 

Republic 4.5 4.3 1.9 4.2 5.5 Poland 6.2 8.7 8.5 10 9.9 

Bulgaria 8.1 7.5 5.6 5.4 4.8 Netherlands 12.4 10.1 10.8 11 9.9 

Edible vegetables and certain roots and tubers Residues, wastes of food industry, animal fodder 

Turkey 27.6 19.4 30.2 18.2 14.8 Brazil 24.4 29.9 29.2 38.5 35 

Netherlands 11.4 11.1 11.1 13.3 12.8 Hungary 27.3 25.2 25.6 24.9 25.2 

Hungary 5 5.6 5.8 9.6 9.5 Argentina 14.3 6.3 11.8 9.6 6.9 
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Exporters 2008 2009 2010 2011 2012 Exporters 2008 2009 2010 2011 2012 

Poland 7.2 7.5 5.3 5.5 9.5 

United 

States of 

America 4.3 2.6 2.6 0.2 6.5 

Italy 10 8 9.5 8 8.8 Germany 2.8 3 3.3 3.7 3.2 

Edible fruit, nuts, peel of citrus fruit, melons Milling products, malt, starches, inulin, wheat 

gluten 

Greece 15.8 17.7 18.8 23 16.9 Hungary 39.9 36.2 47.3 47.1 50.3 

Italy 12.3 8.5 9.8 12.9 16.4 Slovakia 25.4 16.7 18.6 9.8 13.9 

Turkey 14.2 18.1 20.7 17.3 13.5 Bulgaria 2.7 3.9 4.5 8.3 9.1 

Netherlands 6.3 6.9 6.7 6.1 7.7 Austria 3.3 4.4 5.8 5.7 8.7 

France 0.4 0.9 0.3 1.7 6.4 Netherlands 3.8 2.3 3.6 3.6 4.2 

Animal, vegetable fats and oils, cleavage products, 

etc 

Oil seed, oleic fruits, grain, seed, fruit, etc., nes 

Hungary 24.8 31.3 36.4 27.8 29.4 Bulgaria 21.8 28.5 46.7 45.3 25 

Germany 7.6 8.9 10 11.4 11.8 Hungary 8.4 10 18 12.8 21.2 

Netherlands 7.6 6 5.9 10 10.5 
Republic of 

Moldova 1 5.8 3.6 5 8.3 

Bulgaria 8.3 12.4 10.3 11.1 10.3 France 7.8 6.6 4.9 7.9 8.3 

Republic of 

Moldova 10 5.1 4.7 6.3 5.9 

United 

States of 

America 11.3 16.6 6.3 5.1 5.7 

Sugars and sugar confectionery Fish, crustaceans, mollusks, aquatic 

invertebrates nes 

Brazil 43.6 27 13.2 45.2 23.5 Netherlands 9.3 8.5 9.3 10.2 14.5 

Zimbabwe 0 0 5.3 2.3 14.1 Italy 13.1 12.5 11.2 14.1 11.7 

Bulgaria 19.4 17.4 25.6 19.4 11.6 Spain 19.6 19.2 14.1 9.9 9.8 

Hungary 11.9 7.6 9.8 6.4 10.3 Poland 8.1 7.3 6.8 6.1 9.6 

Swaziland 0 9.1 7.5 1.8 7.4 Sweden 5 6.2 8.8 6.9 7 

Cocoa and cocoa preparations Beverages, spirits and vinegar 

Germany 30.6 30.8 25.9 28.8 32.1 Austria 9.3 12.9 11.4 17.6 18 

Poland 9.8 13.7 14.6 15.4 17.6 
United 

Kingdom 13 7.2 15.4 10.7 9.6 

Bulgaria 4.6 6.4 18.5 14.9 14.1 Hungary 12.3 10.7 15 10.4 9.3 

Netherlands 18 14.8 11.3 9.5 7.8 Germany 7.6 10.9 8.9 8.4 9.1 

Hungary 10 8 6.1 5.4 5.9 Italy 9.3 7.4 8.8 8.1 7 

Source: ITC 
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Table 49 Top competitors of the Bulgarian export of food and beverages to Germany, 

share in value, 2008 - 2012 

Exporters 2008 2009 2010 2011 2012 Exporters 2008 2009 2010 2011 2012 

Meat and edible meat offal Cereal, flour, starch, milk preparations and 

products 

Netherlands 19.4 23.7 20.9 19.9 19.5 Italy 25.1 23.7 22.1 20.7 21.3 

Belgium 13.8 14.4 13.8 12.8 13.6 France 14.2 14.2 14.9 14.4 14.6 

Denmark 11.3 11.4 11.5 11.1 11.6 Netherlands 12.1 12.1 11.3 11.6 11.2 

Poland 7.9 6.5 6.7 7.3 7.4 Belgium 8.4 9.9 9.7 10.5 11.1 

France 6.8 7.3 7.2 7 7 Austria 8.6 8.7 9.3 9.5 9.4 

Dairy products, eggs, honey, edible animal 

product nes 

Vegetable, fruit, nut, etc. food preparations 

Netherlands 31.3 33 32.2 30.2 30.2 Netherlands 15.6 19.2 17.6 15.7 16.3 

France 14.4 14.7 13.8 14.7 13.7 Italy 12.6 14.1 14.4 12.8 13.7 

Austria 7.8 7.2 7 7.6 7.7 Brazil 6.7 6.2 7 9.8 9 

Denmark 7.5 7.4 6.1 5.7 6.5 Turkey 9.5 7.3 8.4 8.7 9 

Italy 5.1 5.5 5.7 6.5 6.4 Poland 6.3 5.8 5.7 6.8 7.4 

Edible vegetables and certain roots and tubers Residues, wastes of food industry, animal 

fodder 

Netherlands 32.7 32.4 33.2 32 33.2 Netherlands 29.2 31.8 30.5 32.2 29.6 

Spain 23.1 21.7 21.5 22 21.6 Brazil 21.3 18.8 17.5 17.7 20.8 

Italy 8.2 9 8.6 8.1 8.4 Argentina 8.8 8.8 8.7 7.2 6.7 

Belgium 7 8.1 7.8 7.7 7.9 France 10.8 7.8 6.8 6.6 5.3 

France 6.5 7 6.5 6.4 6.2 Peru 3.7 6.6 5.8 3.9 4.6 

Edible fruit, nuts, peel of citrus fruit, melons Milling products, malt, starches, inulin, 

wheat gluten 

Spain 19.1 19.8 20.2 19.3 20 France 34.2 30 30.2 27.1 22.6 

Italy 15.3 13.5 13.8 12.8 13.3 Netherlands 19.7 19.2 17.7 21.5 21.4 

United States 

of America 6.3 5.9 6.2 6.7 7.4 Austria 7 6.8 7.4 8.2 9.3 

Turkey 6.3 5.8 6.5 7.1 7 Italy 7.3 9.8 7.4 7 9.1 

Costa Rica 3.9 3.6 3.7 3.9 4.4 Belgium 7.1 7.9 8.7 7.5 6.9 

Animal, vegetable fats and oils, cleavage 

products, etc. 

Oil seed, oleic fruits, grain, seed, fruit, etc., 

nes 

Netherlands 30.8 31.6 32.3 33.2 32.2 France 16.3 13.3 11 17.7 17.1 

Indonesia 19.1 19.2 18.5 16.2 15.2 Brazil 18.8 25.5 19 15.1 11.5 

Italy 6.5 8.2 6.3 5.3 5.9 

United 

States of 

America 15.2 8.5 6.9 6.6 8.6 

Malaysia 2.7 3.9 3.3 3.9 4.8 Netherlands 5.3 6.9 6.6 6.4 7.8 
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Exporters 2008 2009 2010 2011 2012 Exporters 2008 2009 2010 2011 2012 

France 5.2 4.4 3.5 5.6 4.4 Australia 1 1.9 0.2 5.2 5.7 

Sugars and sugar confectionery Fish, crustaceans, mollusks, aquatic 

invertebrates nes 

France 28 26.6 27.1 24.5 25.5 Poland 11.3 12.1 12 13.5 14.5 

Belgium 15.7 16.5 15.1 13 13.3 Norway 9.6 13 16.8 16.6 13.4 

Netherlands 12.7 14 12.7 13.1 13.3 China 14.5 13.2 13.4 12.8 13.1 

Poland 6.2 6.6 5.8 6.9 7.3 Denmark 10.7 11.6 10.5 9.3 8.9 

Austria 4.1 4.5 3.7 4.7 4.4 Netherlands 7.7 8.4 7.7 7.3 8.4 

Cocoa and cocoa preparations Beverages, spirits and vinegar 

Netherlands 30.2 29.2 27.1 22.5 21.4 France 22.3 21.6 21.1 20.8 19.1 

Côte d'Ivoire 12.8 13.5 13.7 18.4 13.7 Italy 20.5 21.5 20.6 20.4 19.1 

Belgium 11.6 11.2 9.7 11.8 13.1 Netherlands 7.7 9.3 9.5 10.3 10 

Switzerland 6.1 6.2 6.5 9.5 10.2 Austria 8.1 6.6 8.9 7.5 7.5 

Ghana 2.5 2.6 3.2 3.5 7.2 Denmark 3.5 7.3 5.1 5 7.4 

Source: ITC 

Table 50 Top competitors of the Bulgarian export of food and beverages to Serbia, share in 

value, 2008 - 2012 

Exporters 2008 2009 2010 2011 2012 Exporters 2008 2009 2010 2011 2012 

Meat and edible meat offal Cereal, flour, starch, milk preparations and 

products 

Spain 6.5 10.7 14.5 21.6 22.5 Germany 16.1 18.6 18.2 17.6 17.2 

Hungary 9.7 10.7 14.5 18.3 15.2 Bulgaria 6.8 6.5 6.7 10.9 12.9 

Germany 12.7 11.9 8.4 6.2 12.3 Macedonia 10.3 13.3 13.1 12.2 10.7 

Bosnia and 

Herzegovina 2.4 4.5 6.4 8.9 8.3 Poland 6.6 1.3 7.7 9.3 10 

Netherlands 6.3 3.3 2.3 5.3 7.3 Italy 8.7 8 8 7.9 9.2 

Dairy products, eggs, honey, edible animal 

product nes 

Vegetable, fruit, nut, etc. food preparations 

Bosnia and 

Herzegovina 9.5 28.9 28.6 17.6 21.5 Macedonia 12.2 16.4 15.4 13.8 12.2 

Germany 17.3 20.3 24.3 23.3 17.9 Netherlands 6.6 7.7 7.1 8.5 10.8 

Poland 8.5 4.7 4.7 10.1 13 Greece 6.4 7.6 10 10.8 9.7 

Croatia 4.8 11.2 8.7 7.3 9.1 Brazil 9.8 7.5 8.7 9.2 8 

Macedonia 4 5.6 4.4 5.6 5.4 Italy 5.2 5.5 6.4 4.3 6.9 

Edible vegetables and certain roots and tubers Residues, wastes of food industry, animal 

fodder 

Macedonia  40.7 47.9 43.5 36.7 29 Italy 4.9 9 10.4 10.8 23.5 

Kyrgyzstan 5.9 11.7 6.4 6.7 10 Hungary 8.4 5.7 8.5 11 11.4 
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Exporters 2008 2009 2010 2011 2012 Exporters 2008 2009 2010 2011 2012 

Netherlands 9 3.9 7.9 10.2 9.9 
Bosnia and 

Herzegovina 15.7 8.3 5.7 15.9 10.9 

China 6.6 7.2 7.7 7.5 5.7 Germany 8.6 14.3 19 12 8.9 

Italy 6.2 3.4 3.9 4.2 5.1 
Russian 

Federation 4.7 11.3 9.9 5.6 7.8 

Edible fruit, nuts, peel of citrus fruit, melons Milling products, malt, starches, inulin, 

wheat gluten 

Greece 13.2 20.1 20.3 18.6 17.6 Croatia 33.2 7 3.7 20.3 22.2 

Turkey 11.3 14.4 16.7 15 15.2 Italy 8.2 28.3 23.1 16.9 17 

Ecuador 25.2 22.1 15.2 18.7 14.4 Netherlands 3.4 14.3 20.8 14.8 14.4 

Macedonia 7.3 6.5 10.6 10.8 12.4 Austria 3.6 9.2 4.7 6.3 9.9 

Italy 6 4.8 4.1 4.6 4 France 1 1.5 3.4 8.6 6.1 

Animal, vegetable fats and oils, cleavage 

products, etc. 

Oil seed, oleic fruits, grain, seed, fruit, etc., 

nes 

Italy 9.8 6.9 14.2 21.7 23.7 Croatia 24.8 24.5 17.3 26.5 22.4 

Netherlands 25.3 13.4 12.1 7.7 15.1 Romania 1.9 1.6 12.9 1.8 19.2 

Germany 11.2 9 12.8 11.4 11.7 Argentina 7.2 6.8 6.9 9.9 8.1 

Russian 

Federation 7.8 10.2 4.4 6.1 7.3 Hungary 3.5 2.6 1.4 2.2 7.2 

Sweden 2.8 7.6 8.4 9.2 6.9 China 12.3 8.9 6.6 9.5 7 

Sugars and sugar confectionery Fish, crustaceans, mollusks, aquatic 

invertebrates nes 

Bulgaria 2.4 21.1 22.8 20.3 24.3 Viet Nam 15.6 25.9 30 20.6 18.3 

Hungary 14.3 4.1 3.9 11.1 14.5 Argentina 28.7 19.7 14.8 20.7 16.2 

China 5.8 6.5 8.9 12.1 11 Spain 6 6.3 9.1 11.6 9.5 

Turkey 10.4 8.4 11.2 9.1 10.8 
Bosnia and 

Herzegovina 7.8 11.7 9.8 6.3 6.9 

Austria 0.9 12.5 8.6 9.7 7.9 Norway 1.9 3.2 4.1 3.7 6.4 

Cocoa and cocoa preparations Beverages, spirits and vinegar 

Ghana 20.5 30.1 28.1 24.3 18.6 Macedonia 23.5 28.1 28 24.7 25.3 

Poland 9.8 3.7 5.9 8 9.7 Montenegro 21.1 20.9 19.9 13.5 11.4 

Bulgaria 1.9 2.6 7 8.3 8.5 Italy 9.4 4.7 6.7 8.7 9.3 

Côte d'Ivoire 6.3 14.1 9.3 8 7.6 Croatia 5 6.6 7.5 11.5 9.2 

Bosnia and 

Herzegovina 2.7 3.6 5.4 4 7.2 France 4.4 3.7 3.8 6 6.4 

Source: ITC 
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Table 51 Top competitors of the Bulgarian export of food and beverages to Italy, share in 

value, 2008 - 2012 

Exporters 2008 2009 2010 2011 2012 Exporters 2008 2009 2010 2011 2012 

Meat and edible meat offal Cereal, flour, starch, milk preparations and 

products 

Germany 21.3 20.9 21.8 22.3 22.2 Germany 32.8 29.6 27.8 26.9 27.7 

France 16.1 16.1 16 16.2 16.1 France 24.8 26 23.4 23.7 23 

Netherlands 17.8 17.1 16 15.2 15 Spain 5.1 6.4 9.7 8.9 7.9 

Spain 7.5 7.7 7.5 8 9.4 Austria 6.3 6.2 6.5 7.2 7.9 

Poland 4.5 5.2 5.3 5 5.8 
United 

Kingdom 4 4.6 6.5 6.4 7 

Dairy products, eggs, honey, edible animal 

product nes 

Vegetable, fruit, nut, etc. food preparations 

Germany 46.9 43.7 41.3 40 38.9 France 16.9 19.8 20.2 18.9 17.2 

France 15.7 18.2 21.2 21.3 18.9 Spain 12.7 10.5 12.1 14.5 15.4 

Austria 6.2 6.1 5.8 6.3 7.3 Germany 12.6 12.4 13.3 12.7 13.6 

Belgium 5.7 5.7 5.8 6 5.7 Netherlands 9.5 10.3 10.4 9.5 9.7 

Netherlands 5 5.6 5.9 4.8 5.7 Austria 8.8 7.7 7.6 7.7 8.4 

Edible vegetables and certain roots and tubers Residues, wastes of food industry, animal 

fodder 

Spain 15.9 16.8 16.4 17.6 18.3 Argentina 33.3 30.8 30.4 31.3 19.3 

France 16.7 15.4 17.2 16.6 15.2 France 13.9 14 15 13.9 13.8 

Netherlands 10.8 11.2 11.7 11.5 12.3 Slovenia 3.6 5.8 4.5 3.6 12.6 

China 9.7 7.1 7.1 8.8 8.4 Germany 5 5.9 6.2 6.2 6.7 

Germany 6.5 5.8 5.5 5.3 6.9 Spain 4.1 4.2 4.7 5.2 5.4 

Edible fruit, nuts, peel of citrus fruit, melons Milling products, malt, starches, inulin, 

wheat gluten 

Spain 19.2 21.6 17.7 19.8 21.9 Germany 24.1 26.1 25.6 21.8 22.6 

Turkey 10.2 9.7 11.3 10.7 10.1 France 24.6 27 22.8 23.2 22.5 

United States 

of America 5.9 5.3 6.2 6.8 7.3 Austria 12.8 10.4 11.6 15.3 14.3 

Costa Rica 4.8 4.1 4.5 5 7.3 Netherlands 7.8 9.1 11.2 10.8 9.5 

France 7.3 7.9 7.4 7.2 6.7 Belgium 10 11.6 11.2 9.1 8.4 

Animal, vegetable fats and oils, cleavage 

products, etc. 

Oil seed, oleic fruits, grain, seed, fruit, etc., 

nes 

Spain 30.9 29.1 34 30.9 27.1 Ukraine 4.1 6.6 4.2 15.2 23.4 

Indonesia 9.2 15.4 15.1 14.2 18.8 Netherlands 6.8 9 8.4 9.3 9.7 

Greece 7.1 8.1 6.8 7.5 8.3 Slovenia 2.2 0.5 7.8 11.3 9.4 

Malaysia 3.4 4 3.7 5 6.1 Paraguay 5.7 6.8 16.7 16.2 7.1 
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Exporters 2008 2009 2010 2011 2012 Exporters 2008 2009 2010 2011 2012 

Tunisia 8.9 6 3.8 3.1 5 France 5.1 6.4 6.1 5.7 6 

Sugars and sugar confectionery Fish, crustaceans, mollusks, aquatic 

invertebrates nes 

Germany 27.8 32.4 30.6 28.5 28.8 Spain 16.6 17.4 18.3 18.8 19 

France 30.6 29 27.9 24.1 24.4 Netherlands 9.2 9.1 8.7 8.1 8.2 

Mauritius 0.3 0.3 6 7.7 8 France 8.3 8 8 7.7 7.2 

Slovenia 0.3 0.4 1.9 2.8 3.6 Denmark 8.9 8.7 8.2 7.2 7.1 

Austria 3.3 2.1 2.1 1.3 3.4 Greece 5.9 6.4 6.6 6.6 6.7 

Cocoa and cocoa preparations Beverages, spirits and vinegar 

Germany 22.5 24.2 25.6 27 27.2 Germany 22.1 23.6 22.6 21.8 20.4 

Côte d'Ivoire 15.3 16.1 15.1 13.1 14.2 France 22.5 19.1 19 19.2 16.9 

Netherlands 15.7 13.7 14.1 11.6 12.3 Spain 4.4 3.6 4.3 7.7 12.5 

France 14.7 12.9 11.7 11.1 12 Netherlands 6.6 9.2 9.7 9.3 8.2 

Belgium 10.2 9.7 9.5 9.4 8.7 Austria 8.6 8.6 7.8 7.7 7.7 

Source: ITC 

Combining and analyzing the presented statistical data about the top importers in the 

identified key markets for the different product groups included in the sector ―Food and 

beverages‖ the following five top competitors emerge: 

- France; 

- Romania; 

- Germany; 

- Spain; 

- Poland.  

All of these countries have very beneficial natural resources for the development of their 

food and beverage industries and have built on their potential and competitiveness for years. For 

most of these countries the food and beverage industry is the leading economic sector with the 

highest contribution to the GDP of the specific country and with the highest number of 

employees and companies operating in it. 

The importance of the agriculture and the food and beverage industry in Romania is also 

significant which is again favoring the competitive advantages of the country in terms of 

international trade. The agriculture employs about 29% of the population (one of the highest 

rates in Europe), and contributes about 8.1% of GDP. The Bărăgan is characterized by large 

wheat farms. Dairy products, pork, poultry, and apple production are concentrated in the western 

region. Beef production is located in central Romania, while the production of fruits, vegetables, 

and wine ranges from central to southern Romania. Romania is a large producer of many 

agricultural products and is currently expanding its forestry and fishery industries. The 
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implementation of the reforms and the Uruguay Round of the General Agreement on Tariffs and 

Trade (GATT) have resulted in reforms in the agricultural sector of the economy which is 

leading to a projected growth of the agriculture of about 12% in the next years  

Germany‘s food and beverage industry is the fourth largest industry sector in Germany – 

generating production value of EUR 149.5 billion (1.2 % increase on 2009) in 2010. The 

industry is best characterized by its small and medium-sized enterprise (SME) sector of 5,890 

(1.2 % increase) companies employing 543,700 (1.4 %t increase) people. The largest industry 

segments by production value are meat and sausage products (22.7 %), dairy products (15.4 %), 

confectionery (9.4 %) and alcoholic beverages (8.7 %). In 2010, exports of processed foods and 

agricultural commodities generated EUR 51.8 billion in sales. More than a quarter of all 

processed foods made in Germany are exported, whereby around eighty percent of all exports are 

to other EU member states. 

France is the largest agricultural producer in Europe (both in UAA (Utilized Agricultural 

Area) and revenue). The French agro food sector is known worldwide for its famous wines and 

dairy products. The agro food industry also contributes significantly to the health of French 

economy. France is one of the world‘s largest producers and exporters of food worldwide. By 

focusing on high-quality products, importance of the land, and innovation, French agro food 

industries are both modern and competitive. French agro food exports have soared since 2009. 

They reached 42.97 billion euros in 2012, the highest level on record. French agricultural, 

forestry, fisheries and aquaculture exports represented 15.10 billion euros in 2012. The 2012 

exports of wines, spirits and beverages reached the highest level on record since 1990. It is the 

same notable increase with cereals and milk and dairy products. French wines exports 

represented 5.4 billion euros in 2012. These products reach the 7th position in all French exports 

and represent the poll position on French agro food exports. In second and third position, French 

wheat exports represented 3.5 billion euros in 2012 and French cheeses attained 2.9 billion euros 

for exports. 

Spain‘s food and drink industry is the largest single industrial sector in the country, 

employing more than 440,000 people. The country is currently the third largest exporter, with 

France in the top spot. And according to the Spanish Food and Drink Industry Federation (FIAB) 

said the country registered the highest increase in food and beverage exports of any EU member 

state, with a growth of 9.4% in 2012. The main products included in the country‘s export are 

grain, vegetables, olives, wine grapes, sugar beets, citrus; beef, pork, poultry, dairy products; 

fish. 

The Polish agro-food sector employs about 400,000 people. The food exports, valued at 

€17.48 bn. in 2012, account for 12.3 per cent of the country‘s overall foreign sales and have been 

climbing every year since Poland‘s accession to the EU in 2004, when the food exports 

amounted to €5.2 bn. Warsaw‘s Institute of Agricultural and Food Economics (IAFE-NRI) 
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forecasts that the value of agro-food exports in 2013 will increase further to €18.3 bn., a 4 per 

cent rise on 2012. At present, EU countries buy 78 per cent of Polish agro-food exports with 

Germany alone importing 20 per cent. Before 2004, the main export foods were red meat (pork 

and beef), offal and poultry. Today the main Polish farm and food products headed for EU 

markets are baked goods, raw and processed meat and processed fruit. Exports of dairy products 

also have grown significantly since 2004, especially liquid milk and cream. These products were 

not previously exported to the EU, but have accounted for 15 percent of exporters' sales since 

2005. Sales of cheese, powdered milk, yogurt, butter and ice cream are growing quickly, too. 

Polish exporters seek new markets to the east with Chinese imports of Polish meat jumping from 

an average of €319,500 in the first six months of 2012 to €6.77 m per month by November and 

December. 

All of the presented key competitors are counting on their natural resources, specific and 

world famous national cuisine, developed long term relations with consumers, suppliers, 

distributors and other partners, government support etc. But they are also putting great emphasis 

on the high quality of their products, the trends on the marker related to the production of healthy 

and ecologic products, R&D developments and product enhancement, innovation excellence, 

good marketing and reputation on the international market. Another beneficial factor is the fact 

that most of these countries are also some of the biggest markets and consumers of food and 

beverage products which is helping the national companies to gain the so needed funds for 

international expansion, to follow the consumer requirements and to compete and collaborate 

with vast pool of companies from the sector and related sectors.  

The Bulgarian companies operating in the sector ―Food and beverages‖ can also benefit from 

the natural resources of the country, the specific national cuisine, the already build world 

reputation of some of the Bulgarian food and beverage products (dairy products, wine etc.). 

Never the less they should also follow the market trends related to bio products and healthy life 

styles, innovations and R&D in which they should also be supported by adequate government 

programs and measures.  

The Bulgarian companies from this sector should also be more familiar with the EU policies 

and stimulation programs for the development of agriculture and should benefit to a greater 

extend from the bilateral trade negotiations of the EU in this sector such as:  

 Euro-Mediterranean (Algeria, Egypt, Israel, Jordan, Lebanon, Morocco, Palestinian 

Authority, Syria, Turkey); 

 Mercosur (Argentina, Brazil, Paraguay, Uruguay); 

 Gulf Co-operation Council (Bahrain, Kuwait, Oman, Qatar, Saudi Arabia, United 

Arabian Emirates); 

 European Economic Area (Norway, Iceland, Liechtenstein); 

 Switzerland. 
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Top competitors of the Bulgarian export of bicycles and other cycles in the top importing 

markets  

 

Table 52 Top competitors of the Bulgarian export of bicycles and other cycles to Germany, 

share in value, 2008 - 2012 

Exporters 2008 2009 2010 2011 2012 

Cambodia 2.8 3.6 2.5 3.4 18.2 

Taipei, Chinese 21 17.8 17.4 17.8 17.7 

Netherlands 17.4 19.8 19.2 20.8 10.3 

Poland 7 6.8 7.1 7.2 7.4 

Lithuania 6.1 7.6 4.2 7.4 7.2 

Source: ITC 

Table 53 Top competitors of the Bulgarian export of bicycles and other cycles to France, 

share in value, 2008 - 2012 

Exporters 2008 2009 2010 2011 2012 

Italy 21.9 21.2 25.1 22.9 23.6 

Spain 1.9 3.2 2.4 2.3 15.6 

Netherlands 10.2 10.5 8.8 8.6 11.5 

Belgium 0.4 0.5 0.3 0.2 11.4 

Portugal 19 23 24.5 23.7 9.8 

Source: ITC 

 

Table 54 Top competitors of the Bulgarian export of bicycles and other cycles to Belgium, 

share in value, 2008 - 2012 

Exporters 2008 2009 2010 2011 2012 

Netherlands 24.8 29.1 24.5 26.8 26.3 

Taipei, Chinese 19.9 21 23.6 18.7 20.1 

Romania 0 0 3.2 14.6 13 

Germany 11.5 8.7 6.9 7.6 7.5 

Cambodia 0.1 0.4 0.2 2.2 6.7 

Source: ITC 
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Table 55 Top competitors of the Bulgarian export of bicycles and other cycles to Greece, 

share in value, 2008 - 2012 

Exporters 2008 2009 2010 2011 2012 

Bulgaria 20 11.1 9.9 13 21 

Taipei, Chinese 18.4 20.8 18.1 15 16.7 

Turkey 2.5 4.6 4 7.7 10.9 

Netherlands 8.1 5 5.8 8.4 10.5 

Italy 7.2 9 6.1 10.7 8.7 

Source: ITC 

Table 56 Top competitors of the Bulgarian export of bicycles and other cycles to 

Netherlands, share in value, 2008 - 2012 

Exporters 2008 2009 2010 2011 2012 

Taipei, Chinese 34.5 40.3 39.2 38.2 45.3 

Germany 35.8 28.8 26.3 25.6 25.5 

Czech Republic 3.6 3.2 4.4 6.8 7.4 

Hungary 0 0.7 3.8 4.3 3.1 

Europe Othr. Nes 1.2 1.5 1.5 2.1 2 

Source: ITC 

The presented statistical information indicates that the top five competitors of the Bulgarian 

export to the identified five key international markets are: 

- Italy; 

- Taipei; 

- Netherlands; 

- Turkey; 

- Czech Republic.  

All of the identified competitors are countries with long years of experience in the production 

of cars and bicycles and countries in which bicycles are seen as one of the main means of 

transportation. Many of the big international bicycles producers have established either their 

production sites or their assembly sites in these counties which is further contributing to their big 

shares in the international trade. The government initiatives for promotion of the use of bicycles 

in these countries is another factor stimulating the demand and hence the production in them.  

According to the ANCMA (National Association for the Bicycle and Motorcycle Industry) 

statistics, the Italian bicycle production was rather stable at 2.43 million (minus 2.4%) from 

2.489 million bikes in 2010. A total of 1,504,698 bicycles crossed the Italian borders; compared 
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to the 2010 total of 1,354,320 units, a huge increase of 11.1%. Two reasons can be named for the 

rise in export. First the fact that the state of the economy in some of the north European countries 

is still in a good shape; second the fact mass retailers in the named countries have their bikes 

assembled in Italy. The average value of the exported Italian bicycles has also went up 

considerably to €98.59 (2010: €93.30) per unit; a rise of 5.7%. The Italian bicycle market has 

changed quite a lot lately. The governmental incentives to the bicycle market in Italy in 2009 

started a sort of new approach to cycling. It continued in 2010 and due to the economic crisis it 

became even stronger in the last years. The e-bike is becoming more important in Italy as well. 

E-bike sales are estimated at 50,000 (from some 40,000 e-bikes sold in 2010) and currently have 

a 4% market share. The Italian e-bike production was around 30,000 units in 2011.Power 

assisted bicycles should become more important in the future as well. Consumer prices have not 

reached the level of similar products as in Netherlands or Germany but there is a clear trend in 

that clients are willing to pay around €1,200 and a bit more for a high-quality e-bike. 

Although Taipei‘s total exports declined 2.3% because of the global economic slowdown last 

year, exports of bicycles and bicycle parts still grew 11.67% to US$2.73 billion last year from 

US$2.44 billion the previous year. Bicycle exports totaled US$1.81 billion last year, up 8.68 % 

from US$1.66 billion the previous year, while bicycle parts exports reached US$925 million, up 

18.3 % from US$781.91 million the year before. The average price of bicycles exported last year 

was US$417, up 9.88 % from US$379.5 the previous year, although shipments declined 1.09 % 

from the previous year to 4.33 million units. With the implementation of the cross-strait 

Economic Cooperation Framework Agreement (ECFA), which reduced tariffs on Taiwan‘s 

exports of bicycles and bicycle parts to China starting last year, bicycle shipments to China 

increased 158 % to US$45.29 million last year from US$17.55 million the previous year, while 

those of bicycle parts totaled US$89.85 million last year, up 38.31 % from US$64.96 million the 

year before. Although concern over the European debt crisis persists, the increasing emphasis on 

a healthier lifestyle and environmental protection should help the industry grow at least 5 % this 

year, thanks especially to booming markets in Asia. 

The Netherlands is the world's number one cycling country. Cycling is a major means of 

transportation there, serving as a sustainable, healthy and economical mobility solution. The 

Netherlands has vast bike-friendly infrastructure that makes cycling a practical and safe way to 

get around. It also has some of the most innovative bicycle technology and bike manufacturers. 

The Netherlands leads the world in innovation related to bicycle design and materials. You might 

say the Netherlands has turned bicycle-making into a fine art. The country counts many 

designers and manufacturers of a wide range of bikes, not only for domestic use but also for 

export. In fact, the Netherlands makes more than 30 percent of all the bikes in Europe, making it 

Europe's largest bike producer. The Netherlands exported a record number of bicycles in 2010. 

Last year, a total of 1,456,876 bicycles left the country compared to 1,140,315 the previous year 

– an increase of almost 22 percent. The export value increased from some 487 million euros to 
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almost 574 million euros. Germany is the Netherlands‘ biggest bicycle client, followed by 

France and Belgium. The three countries imported 438,580, some 200,000 and 192,910 Dutch 

bikes respectively. The figures include bicycles that were exported through Dutch distributors. 

Turkish motorcycle and bicycle industry, following the strong, exports champion automotive 

and auto parts industry, is emerging as an export  oriented sector. Turkish manufacturers 

produce high quality motorcycles, mopeds/scooters and bicycles with their high-tech processing 

machines, skilled workforce and strong suppliers. Turkey‘s export of 2 and 3 wheeled vehicles is 

on the rise. High quality products with affordable prices are the main drives of the trend. On the 

other hand, Turkey‘s adaptation of European Union‘s technical legislation as a full member 

candidate and Customs Union partner, led to production complying with European norms and 

standards. Many of the Turkish bicycle and motorcycle-moped manufacturers also have ISO 

series quality management certificates. Major importers of the Turkish bicycles are European 

countries. 63.1% of the Turkish total bicycle export are directed to the EU countries. The top 5 

products exported by Turkey are cars (4.7%), refined petroleum (3.4%), raw iron bars (3.1%), 

vehicle parts (2.8%), and delivery trucks (2.7%).  

In connection with the gradual improvement of the technical infrastructure for classic 

bicycles in the Czech Republic and due to the systematic building of a network of cycle tracks 

both in cities and outside, the demand for various types of bicycles rises. On the other hand, due 

to a low nationwide interest almost on all levels, the e-mobility market, including e-bikes, is 

stagnating. In the first half-year of 2012 there is a general increase in the foreign trade of the 

Czech Republic, namely €61.9 billion in exports and €55.1 billion in imports – which is a 

balance of €6.8 billion in favor of the exports. In 2011 this data was as follows: exports in the 

first half-year: €57.0 billion, yearly exports: €114.8 billion. The list of traditional foreign 

customers of bicycles has been relatively stable in the recent years. It is made up by firms in 

Germany, the Netherlands, Austria, Slovakia and Poland. Apart from these countries there are 

another 34 countries on Czech export list mostly from the EU. However, there are also countries 

from other continents, such as the USA, Australia, Japan, New Zealand and Russia. In the first 

half-year of 2012 exports reached €47.927 million, of which 3 countries – Germany, the 

Netherlands, and Austria, shared 76% of the whole, with a total of 234,794 exported bicycles at 

an average export price of €203.  
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Top competitors of the Bulgarian export of apparel, clothing and shoes in the top importing 

markets  

 

Table 57 Top competitors of the Bulgarian export of apparel, clothing and shoes to Italy, 

share in value, 2008 - 2012 

Exporters 2008 2009 2010 2011 2012 Exporters 2008 2009 2010 2011 2012 

Articles of leather, animal gut, harness, travel goods Articles of apparel, accessories, not knit or 

crochet 

China 47.2 48 47.2 42.5 40.9 China 28.6 30.9 32.1 30.1 27.6 

France 16.2 16.5 15.5 16.8 18.7 Romania 10 8.8 8.4 9.4 9.4 

Switzerland 4 3.6 3.9 4.3 4.6 Tunisia 10.1 8.9 8.5 8 7.5 

India 5.8 5.8 4.9 5.2 4.6 France 7.1 7.4 6.8 6.9 7.2 

Romania 3.2 2.9 3.7 3.8 3.7 Bangladesh 1.8 2.1 2.3 2.8 4.1 

Articles of apparel, accessories, knit or crochet Other made textile articles, sets, worn clothing etc. 

China 23.3 25.9 27.7 25.2 23.4 China 25.3 25 27.4 25.1 25.3 

Spain 6.4 7.4 7.4 7.4 9 Germany 10.6 11.2 11.9 13 13.8 

Bangladesh 4.6 5.3 5.9 7.1 7.7 Turkey 10.7 9.5 8.5 8.5 8 

France 7.4 7.1 6.8 6.9 7 India 8.4 8.4 7.8 8.8 7.4 

Romania 6.2 4.8 4.8 5.1 5.4 Pakistan 7.4 8 7.6 7.9 7.2 

Source: ITC 

Table 58 Top competitors of the Bulgarian export of apparel, clothing and shoes to 

Germany, share in value, 2008 - 2012 

Exporters 2008 2009 2010 2011 2012 Exporters 2008 2009 2010 2011 2012 

Articles of leather, animal gut, harness, travel goods Articles of apparel, accessories, not knit or 

crochet 

China 49.9 46.7 45.4 42.9 42.2 China 33.8 33.4 34.7 34.7 32.1 

Italy 7.4 8.7 8.6 8.9 10.6 Bangladesh 5.2 5.7 5.8 7.3 8.9 

India 10 10.3 10.2 10.8 9.9 Turkey 8.6 7.5 8 7.7 8 

France 3.9 4.8 5.1 5.3 6 Italy 4.2 4.7 4.4 4.3 4.7 

Viet Nam 3.6 3.7 3.6 3.7 4.1 India 3.4 4 4.2 4.5 3.7 

Articles of apparel, accessories, knit or crochet Other made textile articles, sets, worn clothing etc. 

China 28.1 28.8 29.6 28.7 27.2 China 28.5 25.1 26.6 25 27.1 

Turkey 18.3 15.7 16.5 15.4 15.1 Turkey 15.5 12.7 13.3 13 12.1 

Bangladesh 10.7 11.2 12 13.4 13.7 Poland 9 10.7 9.2 9.8 11.1 

Italy 4.2 5.2 4.7 4.3 4.6 India 7.9 7.6 6.7 7.9 6.5 

India 4.5 4.4 4 4 3.5 Pakistan 5.5 5.5 6.4 7.3 5.1 

Source: ITC 
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Table 59 Top competitors of the Bulgarian export of apparel, clothing and shoes to 

France, share in value, 2008 - 2012 

Exporters 2008 2009 2010 2011 2012 Exporters 2008 2009 2010 2011 2012 

Articles of leather, animal gut, harness, travel goods Articles of apparel, accessories, not knit or 

crochet 

China 41.4 43.9 40.2 37.4 25.3 China 33.7 35.5 35.7 34.8 22.4 

Italy 23 21.2 26.2 30.2 19.5 Belgium 3.3 3 2.4 1.8 11.4 

Belgium 2.2 2.1 2 1.8 11 Italy 10 9.4 9 9.1 10.1 

Switzerland 0.7 0.6 0.8 0.7 10.5 Germany 3 2.7 2.5 2.6 7.9 

Spain 6.3 5.6 6.7 6.6 7.5 Spain 1.4 1.2 1.1 1.1 7 

Articles of apparel, accessories, knit or crochet Other made textile articles, sets, worn clothing 

etc. 

China 29.7 32.7 32.5 32.7 21.5 China 27.2 28.4 28.2 31.2 20.2 

Belgium 1.9 1.8 1.7 1.3 13 Belgium 6.1 5.6 4.4 5.6 16.4 

Italy 9.4 8.5 7.7 8 9.8 Turkey 8.8 8.9 8.9 7.6 7 

Germany 3.2 2.7 2.3 2.2 8.1 Germany 4.1 3.5 3.6 3.4 6.9 

Bangladesh 9 9.8 11.2 11 7.3 Tunisia 6.5 6.9 6.4 6.8 6.5 

Source: ITC 

Table 60 Top competitors of the Bulgarian export of apparel, clothing and shoes to Greece, 

share in value, 2008 - 2012 

Exporters 2008 2009 2010 2011 2012 Exporters 2008 2009 2010 2011 2012 

Articles of leather, animal gut, harness, travel goods Articles of apparel, accessories, not knit or 

crochet 

China 32 31.5 33 35.9 35.8 Italy 27.2 25.7 25.1 22.6 24 

Italy 23.1 22.3 21.6 15.7 16.8 Spain 11.4 13.3 15.2 16.5 17.7 

France 12.4 12.9 12.5 11.4 12.2 China 13.2 11.7 12.7 13.1 12.7 

Spain 5 6.4 6.6 7 6.8 
United 

Kingdom 4.9 4.8 5.1 5.8 6.9 

Netherlands 3 3.1 4.1 4.9 5.1 Bulgaria 3.3 3.5 4.4 5.5 6.2 

Articles of apparel, accessories, knit or crochet Other made textile articles, sets, worn 

clothing etc. 

Italy 20.6 19.8 19.6 17.5 19 China 30.3 29.2 31 28.9 26.2 

Spain 9.5 10.6 11.3 12.8 14.2 Turkey 18.1 17.4 14.5 13.5 15.4 

Bulgaria 13.5 12.4 12.9 13 13.6 Germany 6.4 7.1 9.4 8.8 9.3 

China 11.1 11 11.3 11.6 9.2 Italy 8.1 8.8 7.2 7.6 7.5 

Turkey 4.3 4.3 4.4 5.5 5.7 Pakistan 5.5 6.8 7 6.1 6.4 

Source: ITC 
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Looking at the combined statistical data for the main exporters of apparel, clothing and shoes 

in the identified key importing markets for the Bulgarian production of this sector the identified 

key competitors are: 

- China; 

- Italy; 

- France; 

- India. 

Similarly to the import of machinery and electric and electronic equipment the major 

exporters are offering the two extremes of the product and price range in this industry and are 

managing to cover almost the entire market demand. While exporters as Italy and France are 

producing and offering high quality products with established brands and high prices, China and 

India are selling low quality products with respectively low prices and no established brands.  

During the first decade of the new millennium, China‘s textile and clothing industry has been 

undergoing dramatic changes, and so has the market. When China became a WTO Member in 

2001, it committed to lowering its tariff rates, opening its domestic retail and distribution market, 

granting trading rights to qualified enterprises and individuals, and providing access to foreign-

funded retailers interested in doing business in China‘s second-tier cities. So far, China has 

practiced all these commitments. Since the WTO Agreement on Textiles and Clothing (ATC), 

which replaced the Multifibre Arrangement (MFA), was phased out at the end of 2004, China 

has accelerated its integration into global production networks (GPNs). Now China is not only 

the biggest producer and exporter of textiles and clothing, accounting for 50% of world‘s total 

fiber production and 58% of world textiles and clothing trade, but also a potential buyer and 

importer, backed by a fast - growing market. China is involved with almost all activities in the 

textile and clothing industry value chain. It exports textile products ranging from raw materials, 

fiber (natural and manmade) and fabrics to ready-to-wear, as well as purchasing cotton, wool, 

yarn, fabrics and textile machinery from others. With a population of 1.3 billion and rapid 

economic growth, China offers the world potentially the largest consumer market for clothing 

and home textiles. China‘s large population, with its increasing textile and clothing consumption 

per capita year by year, also provides a lucrative business opportunity for the rest of the world. 

Italy is the second largest world exporter of apparel, clothing and shoes after China with a 

total share of the world trade in this sector of 6.2%. The strength of Italy‘s traditional sectors of 

specialization, including in the most dynamic markets, is exemplified by the case of China, 

where demand for fashion products has doubled in the last two years and Italian exports hold 

very large shares (20 per cent in clothing, 25 per cent in footwear). A detailed analysis at single-

product level of Italian exports‘ world market shares in the last ten years reveals interesting cases 

of competitive success achieved by improving product quality without altering product 

specialization. However, taken together, these cases do not outweigh the fact that the competitive 
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pressure of low-wage countries creates difficulties that are hard to surmount for about half of all 

products. Nevertheless the apparel, clothing and shoes industry remains of key importance to the 

Italian economy with a total turnover of 2 500 mln. euro, value of the export of 800 mln. euro, 

with total of 120 companies operating in this industry and employing more than 5 500 people.  

France is a leading country in the fashion industry, (particularly centered around the capital 

city of Paris) alongside Germany, Italy, the USA, the UK, Spain, Japan, China and many others. 

Fashion has always been an important part of the country's cultural life and society, and the 

French are well known for their attention of dressing-up well; haute-couture, the "prêt-à-porter" 

and many others, the classy impression, remains traditional in the French way of living. Cities 

such as Lyon, Marseille, Toulouse, Lille, Strasbourg, Bordeaux, Nice and many others, during 

the last centuries come in developed cosmopolitan cities that start to produce luxury goods in 

rich fabrics. Apparel exports from France grew 3.4 percent year-on-year in 2012, the third 

consecutive rise since 2010, according to French business daily Les Echos. French garment 

exports to the US surged by 28 percent year-on-year, while those to Hong Kong and Japan rose 

by 39.6 percent year-on-year and 17.6 percent year-on-year, respectively. However, French 

clothing exports to European countries declined during the year, due to economic slump in the 

region. French ready-to-wear garment exports to Italy declined by about 13 percent during the 

12-month period. France's garment companies, which generate revenues of nearly 5 billion euros 

(about $6.7 billion) annually, sell about 47 percent of their production overseas, with exports 

rising since 2010.  

As China is becoming more expensive and moving away from mass exports, India and other 

Asian countries can grab larger share of the global market. Thanks to the global economic 

recovery, exports from India are booming and one industry which has greatly benefited from the 

demand upturn is readymade garments. Being the second largest job provider, the garments 

industry now employs nearly 70 000 000 people in India. Besides, the rise in exports is also good 

news for the economy. The bulk of India‘s exports of apparels go to the US, Canada and the 

European Union. India has the potential to increase its textile and apparel share in the world 

trade from the current level of 4.5 per cent to 8 per cent and reach $80 billion by 2020. India has 

the highest number of looms – 1.8 million shuttle looms (at 45 per cent of global capacity) and 

2,00,000 shuttle-less looms (at 3 per cent of global capacity). Export in dollar terms for April-

Oct. of the FY 2013-14 has increased by 15.5 per cent over the same period of previous FY and 

reached to $8259 million however, in rupee terms exports increased by 26.18 per cent compared 

to same period of last FY. India's garment exports will be touching $60 billion in the next 3 

years. 
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Prospects for development 

 

Global activity strengthened during the second half of 2013, as anticipated in the October 

2013 World Economic Outlook (WEO). Activity is expected to improve further in 2014–15, 

largely on account of recovery in the advanced economies. Global growth is now projected to be 

slightly higher in 2014, at around 3.7 percent, rising to 3.9 percent in 2015, a broadly unchanged 

outlook from the October 2013 WEO. But downward revisions to growth forecasts in some 

economies highlight continued fragilities, and downside risks remain. In advanced economies, 

output gaps generally remain large and, given the risks, the monetary policy stance should stay 

accommodative while fiscal consolidation continues. In many emerging market and developing 

economies, stronger external demand from advanced economies will lift growth, although 

domestic weaknesses remain a concern. Some economies may have room for monetary policy 

support. In many others, output is close to potential, suggesting that growth declines partly 

reflect structural factors or a cyclical cooling and that the main policy approach for raising 

growth must be to push ahead with structural reform. In some economies, there is a need to 

manage vulnerabilities associated with weakening credit quality and larger capital outflows.  

Global activity and world trade picked up in the second half of 2013. Recent data even 

suggest that global growth during this period was somewhat stronger than anticipated in the 

October 2013 WEO. Final demand in advanced economies expanded broadly as expected—

much of the upward surprise in growth is due to higher inventory demand. In emerging market 

economies, an export rebound was the main driver behind better activity, while domestic demand 

generally remained subdued, except in China. 

Financial conditions in advanced economies have eased since the release of the October 

2013 WEO—with little change since the announcement by the U.S. Federal Reserve on 

December 18 that it will begin tapering its quantitative easing measures this month. This 

includes further declines in risk premiums on government debt of crisis-hit euro area economies. 

In emerging market economies, however, financial conditions have remained tighter following 

the surprise U.S. tapering announcements in May 2013, notwithstanding fairly resilient capital 

flows. Equity prices have not fully recovered, many sovereign bond yields have edged up, and 

some currencies have been under pressure. 

The euro area is turning the corner from recession to recovery. Growth is projected to 

strengthen to 1 percent in 2014 and 1.4 percent in 2015, but the recovery will be uneven. The 

pickup will generally be more modest in economies under stress, despite some upward revisions 
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including Spain. High debt, both public and private, and financial fragmentation will hold back 

domestic demand, while exports should further contribute to growth. Elsewhere in Europe, 

activity in the United Kingdom has been buoyed by easier credit conditions and increased 

confidence. Growth is expected to average 2¼ percent in 2014–15, but economic slack will 

remain high. 

Table 61 Overview of the World Economic Outlook Projections, (Percent change 

unless noted otherwise) 

            Difference 

from 

October 

2013 WEO 

Published 

  Q4 over Q4 

      Projections     Estimates Projections 

  2012 2013 2014 2015   2014 2015   2013 2014 2015 

World Output 1/ 3.1 3.0 3.7 3.9   0.1 0.0   3.3 3.6 3.8 

Advanced Economies 1.4 1.3 2.2 2.3   0.2 –0.2   2.0 2.1 2.3 

United States 2.8 1.9 2.8 3.0   0.2 –0.4   2.5 2.8 3.0 

Euro Area –0.7 –0.4 1.0 1.4   0.1 0.1   0.5 1.2 1.5 

Germany 0.9 0.5 1.6 1.4   0.2 0.1   1.6 1.3 1.4 

France 0.0 0.2 0.9 1.5   0.0 0.0   0.6 1.2 1.6 

Italy –2.5 –1.8 0.6 1.1   –0.1 0.1   –0.8 1.0 1.2 

Spain –1.6 –1.2 0.6 0.8   0.4 0.3   –0.2 0.7 0.9 

Japan 1.4 1.7 1.7 1.0   0.4 –0.2   3.1 0.9 0.6 

United Kingdom 0.3 1.7 2.4 2.2   0.6 0.2   2.3 2.7 1.8 

Canada 1.7 1.7 2.2 2.4   0.1 –0.1   2.2 2.3 2.4 

Other Advanced 

Economies 

1.9 2.2 3.0 3.2   –0.1 –0.1   2.7 2.9 3.4 

Emerging Market and 

Developing Economies 

1/ 

4.9 4.7 5.1 5.4   0.0 0.1   4.8 5.4 5.6 

Central and Eastern 

Europe 

1.4 2.5 2.8 3.1   0.1 –0.2   2.9 3.7 2.8 

Commonwealth of 

Independent States 

3.4 2.1 2.6 3.1   –0.8 –0.7   2.2 1.4 3.1 

Russia 3.4 1.5 2.0 2.5   –1.0 –1.0   1.9 1.5 3.2 

Excluding Russia 3.3 3.5 4.0 4.3   –0.1 –0.1   . . . . . . . . . 

Developing Asia 6.4 6.5 6.7 6.8   0.2 0.2   6.4 6.8 7.0 

China 7.7 7.7 7.5 7.3   0.3 0.2   7.8 7.6 7.3 

India 2/ 3.2 4.4 5.4 6.4   0.2 0.1   4.6 5.5 7.0 

ASEAN-5 3/ 6.2 5.0 5.1 5.6   –0.3 0.0   4.0 5.6 5.6 

Latin America and the 

Caribbean 

3.0 2.6 3.0 3.3   –0.1 –0.2   1.6 3.4 2.8 

Brazil 1.0 2.3 2.3 2.8   –0.2 –0.4   1.9 2.6 3.0 

Mexico 3.7 1.2 3.0 3.5   0.0 0.0   0.4 4.2 3.3 

Middle East, North 4.1 2.4 3.3 4.8   –0.3 0.7   . . . . . . . . . 
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            Difference 

from 

October 

2013 WEO 

Published 

  Q4 over Q4 

      Projections     Estimates Projections 

  2012 2013 2014 2015   2014 2015   2013 2014 2015 

Africa, Afghanistan, 

and Pakistan 

Sub-Saharan Africa 4.8 5.1 6.1 5.8   0.1 0.1   . . . . . . . . . 

South Africa 2.5 1.8 2.8 3.3   –0.1 0.0   1.9 3.2 3.3 

Memorandum            

World Growth Based 

on Market Exchange 

Rates 

2.5 2.4 3.1 3.4   0.1 –0.1   2.8 3.0 3.2 

World Trade Volume 

(goods and services) 
2.7 2.7 4.5 5.2   –0.5 –0.3   . . . . . . . . . 

Imports (goods and 

services) 

                      

Advanced Economies 1.0 1.4 3.4 4.1   –0.7 –0.5   . . . . . . . . . 

Emerging Market and 

Developing Economies 

5.7 5.3 5.9 6.5   0.0 –0.2   . . . . . . . . . 

Commodity Prices (U.S. 

dollars) 

                      

Oil 4/ 1.0 –0.9 –0.3 –5.2   2.8 0.8   2.7 –2.7 –5.3 

Nonfuel (average based 

on world commodity 

export weights) 

–10.0 –1.5 –6.1 –2.4   –2.0 –0.3   –3.8 –4.6 –1.8 

Consumer Prices                       

Advanced Economies 2.0 1.4 1.7 1.8   –0.1 0.0   1.3 1.9 1.7 

Emerging Market and 

Developing Economies 

1/ 

6.0 6.1 5.6 5.3   0.0 0.1   5.7 5.1 4.8 

London Interbank 

Offered Rate (percent) 

                      

On U.S. Dollar Deposits 

(6 month) 

0.7 0.4 0.4 0.6   –0.2 –0.3   . . . . . . . . . 

On Euro Deposits (3 

month) 

0.6 0.2 0.3 0.5   –0.2 –0.4   . . . . . . . . . 

On Japanese Yen 

Deposits (6 month) 

0.3 0.3 0.2 0.2   0.0 –0.2   . . . . . . . . . 

Source: IMF 
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In Japan, growth is now expected to slow more gradually compared with October 2013 

WEO projections. Temporary fiscal stimulus should partly offset the drag from the consumption 

tax increase in early 2014. As a result, annual growth is expected to remain broadly unchanged at 

1.7 percent in 2014, given carryover effects, before moderating to 1 percent in 2015. 

Overall, growth in emerging market and developing economies is expected to increase to 

5.1 percent in 2014 and to 5.4 percent in 2015. Growth in China rebounded strongly in the 

second half of 2013, due largely to acceleration in investment. This surge is expected to be 

temporary, in part because of policy measures aimed at slowing credit growth and raising the 

cost of capital. Growth is thus expected to moderate slightly to around 7½ percent in 2014–15. 

Growth in India picked up after a favorable monsoon season and higher export growth and is 

expected to firm further on stronger structural policies supporting investment. Many other 

emerging market and developing economies have started to benefit from stronger external 

demand in advanced economies and China. In many, however, domestic demand has remained 

weaker than expected. This reflects to varying degrees, tighter financial conditions and policy 

stances since mid-2013, as well as policy or political uncertainty and bottlenecks, with the latter 

weighing on investment in particular. As a result, growth in 2013 or 2014 has been revised 

downward compared to the October 2013 WEO forecasts, including in Brazil and Russia. 

Downward revisions to growth in 2014 in the Middle East and North Africa region, and upward 

revisions in 2015, mainly reflect expectations that the rebound in oil output in Libya after 

outages in 2013 will proceed at a slower pace. 

In sum, global growth is projected to increase from 3 percent in 2013 to 3.7 percent in 2014 and 

3.9 percent in 2015.  

Figure 60 Global GDP growth, (percent; quarter over quarter, annualized) 

 
Source: IMF 
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Turning to risks to the forecast, downside risks—old ones discussed in the October 2013 

WEO and new ones—remain. Among new ones, risks to activity associated with very low 

inflation in advanced economies, especially the euro area, have come to the fore. With inflation 

likely to remain below target for some time, longer-term inflation expectations might drift down. 

This raises the risks of lower-than-expected inflation, which increases real debt burdens, and of 

premature real interest rate increases, as monetary policy is constrained in lowering nominal 

interest rates. It also raises the likelihood of deflation in the event of adverse shocks to activity.  

Downside risks to financial stability persist. Corporate leverage has risen, accompanied 

in many emerging market economies by increased exposures to foreign currency liabilities. In a 

number of markets, including several emerging markets, asset valuations could come under 

pressure if interest rates rose more than expected and adversely affected investor sentiment. 

In emerging market economies, increased financial market and capital flow volatility 

remain a concern given that the Fed will start tapering in early 2014. The responses to the related 

December announcement have been relatively muted in most economies, possibly helped by the 

Fed‘s policy communication and re-calibration (including revisions to forward guidance). 

Nevertheless, portfolio shifts and some capital outflows are likely with Fed tapering. When 

combined with domestic weaknesses, the result could be sharper capital outflows and exchange 

rate adjustments. 

Turning to policies, ensuring robust growth and managing vulnerabilities remain global 

priorities despite the expected strengthening of activity. 

With prospects improving it will be critical to avoid a premature withdrawal of monetary 

policy accommodation, including in the United States, as output gaps are still large while 

inflation is low and fiscal consolidation continues. Stronger growth is needed to complete 

balance sheet repair after the crisis and to lower related legacy risks. In the euro area, the 

European Central Bank (ECB) will need to consider additional measures toward this end. 

Measures such as longer-term liquidity provision, including targeted lending, would strengthen 

demand and reduce financial market fragmentation. Repairing bank balance sheets through the 

Balance Sheet Assessment exercise and recapitalizing weak banks and completing the Banking 

Union by unifying both supervision and crisis resolution will be essential for confidence to 

improve, for credit to revive, and to sever the link between sovereigns and banks. More structural 

reforms are needed to lift investment and prospects.  

In emerging market and developing economies, recent developments highlight the need 

to manage the risks of potential capital flow reversals. Economies with domestic weaknesses and 

partly related external current account deficits appear particularly exposed. Exchange rates 

should be allowed to depreciate in response to deteriorating external funding conditions. When 

there are constraints on exchange rate adjustment —because of balance sheet mismatches and 
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other financial fragilities, or large pass-through to inflation because of monetary policy 

frameworks that lack transparency or consistency in their implementation— policymakers might 

need to consider a combination of tightening macroeconomic policies and stronger regulatory 

and supervisory policy efforts. In China, the recent rebound highlights that investment remains 

the key driver in growth dynamics. More progress is required on rebalancing domestic demand 

from investment to consumption to effectively contain the risks to growth and financial stability 

from overinvestment.  

Inflation in Bulgaria is close to the average for the Central and Eastern Europe. The 

monthly headline inflation on an annual basis began to accelerate slightly in 2010 under the 

influence of international commodity prices, especially energy and food prices in particular that 

recovered their levels after the 2009 decline. Core inflation (the overall index excluding energy, 

food, alcohol and tobacco) reached historically low levels due to the weak domestic demand, the 

increase of productivity and the moderate growth in wages. 

 

Figure 61 HICP inflation in 2010 (annual rate of change) 

 
Source: Eurostat 

In Bulgaria the higher excise duties on cigarettes had a significant impact on the HICP in 

the past two years. Inflation calculated at a constant level of taxes shows a lower value for all the 

countries compared to the traditional measure - the HICP. Some countries have taken measures 

to fight the crisis such as VAT increase, but for most of the countries in the CEE it was only the 

process of indirect taxes harmonization that influenced the consumer price index. 

The trend of improvement of the Real effective exchange rate (REER) deflated by HICP 

has been continuing since the beginning of 2009. Positive developments were observed as 

compared to both the rest of EU 27 and to the countries of Central and Eastern Europe. The rate 
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of the REER in 2010 indicates 0% compared to the rest of EU27 and 3.3% real depreciation to 

the CEE countries. 

Figure 62 REER deflated by HICP (annual rate of change) 

 

Source: MF staff calculation based on Eurostat data 

 

The change in the average value of the REER deflated by the producer price index 

showed real appreciation of 2.6% compared to the rest of EU 27 and 0.3% against the CEE 

countries. 

Figure 63 REER deflated by PPI (annual rate of change) 

 
Source: MF staff calculation based on Eurostat data 

Labor costs adjustment allowed for productivity gains and cost-competitiveness 

improvement. The competitive assessment of the economy is closely linked to labor market 

flexibility, related to fast labor costs adjustments in cases of economic cycle reversal. Following 

a certain lagged reaction, employment corrected downwards by 5.9% in 2010. As job losses were 
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mainly concentrated among relatively low-skilled workers, the latter boosted upwards 

productivity gains, yet within the gradual economic recovery. Thus our pre-crisis positive 

productivity growth difference was restored and even widened, pointing to the continuing 

catching-up process. Processing industries, which are directly exposed to competitive pressure 

on the foreign markets, have succeeded in sustaining positive developments in productivity even 

in 2008 and 2009, further boosting the pace of increase to about 10% in 2010. 

Figure 64 RULC growth in manufacturing (base 2001) 

 
Source: MF staff calculation based on Eurostat data 

 

Although productivity improvement in the first half of 2010 did not manage to fully 

compensate the year-on-year increase in compensation per employee, RULC decreased by over 

6% in the second half, thus contributing to the overall 2.2% yearly drop. That was primarily due 

to the non-tradable sector, as the tradable one has reported a RULC increase by 2.2% compared 

to 2009. The latter was spurred by the stronger rise in compensation per employee year-on-year, 

but it cannot be considered as endangering competitive positions. Processing industries started to 

revive from the recession, led by the export-oriented industries, reporting strong increases in 

exports and sales turnover. Pursuing competitiveness improvement on the foreign markets, 

enterprises have raised capacity utilization and productivity, which corresponded to the reported 

wage increases. Furthermore, albeit slightly increasing over 2010, the labor share in the 

processing industry stays far lower as compared to most of the NMS, thus upholding its cost 

assigned competitiveness. 

REER deflated by nominal ULC indicates improvement in cost competitiveness of the 

Bulgarian economy in 2010. The real appreciation last year was only 1.4%, implying overall 

correspondence between nominal increases in wages and labor productivity increases. Labor 

costs per unit of output picked up significantly in 2007-2009. From the middle of 2009 the rates 

of increase have slowed down. The process of labor costs adjustment has continued in 2010 as 

well. 
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Figure 65 REER deflated by ULC (annual rate of change) 

 
Source: MF staff calculation based on Eurostat data 

Besides labor input, Bulgarian output is highly energy-intensive as well and is therefore 

dependent of changes in the energy prices. The average annual increase in energy prices 

decelerated to 1.3% as compared to its level in 2009. After the well pronounced slowdown 

during 2009, however, it started to increase in quarterly terms throughout 2010, affected by 

higher liquid fuels and gas prices as compared to the other EU member states. 

Figure 66 Energy prices (weighted average vis-à-vis the rest of EU27) 

 
Source: MF staff calculation based on Eurostat data 

 

The weighted average index of relative energy prices vis-à-vis the other EU member 

states decelerated further to 1.3% (y/y) in 2010. Lower solid fuels prices largely accounted for 

this slowdown, as the quarterly sub-index has been in the negative territory in y-o-y terms since 
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Q4 2009. Well supplied coal markets remained a stabilizing factor in the development of 

wholesale electricity prices as well as of the overall energy price index. 

Liquid fuels registered a 0.9% annual increase in their prices in 2010 as compared to the 

average for the EU, despite the excise duties and VAT corrections, undertaken in most of the 

other member states4. As global demand continued to recover, international oil prices kept on 

moving up in line with a trend that started at the end of 2008. That movement was amplified by 

the depreciation of the Euro against the major currencies. As a result, while Brent (measured in 

USD) registered a 28.7% average increase during 2010, Bulgarian producers underwent a price 

increase of 36.4%, denominated in local currency. 

As the aggregated index reflects also nominal exchange rate movements vis-à-vis 

member states outside the Euro zone, the strengthening of the currencies in Poland, the Czech 

Rep., Hungary, the UK and Sweden against the euro in 2010, played an important role in 

containing Bulgarian energy costs inflation compared to the other members of the Union. 
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Identification and prioritization of target markets  

 

The identification and prioritization of the target markets for the identified key industries is 

based on various factors – identified top importers of the production of the key industries; 

registered need of diversification of the international markets of the Bulgarian production; higher 

possibilities for expansion and establishment on markets based on the analysis of the CAGE 

(Cultural, Administrative, Geographic, Economic) model dimensions.  

As it was already found in the previous sections of this study the Bulgarian production for the 

top industries with export potential in the Municipality of Montana mainly exported to EU 

member states with which the country has established long term trade relations and is further 

benefiting from the advantages of the free EU market. These countries should still remain in the 

list of target markets for the companies in the Municipality of Montana since the Bulgarian 

production and good reputation are already well known in them, there is a developed relation 

with governments, clients, suppliers, dealers, partners etc. and form the presented statistical data 

there is also a high demand for the Bulgarian production.  

The only problem found for those top importing markets at the moment is there extremely 

big share in the Bulgarian export which could lead to significant problems in the future due to 

possible shift of the clients‘ requirements and preferences, economic, financial, political or other 

type of crises in those markets, the appearance of a strong competitor; too high level of 

specialization of the production of the Bulgarian companies for specific clients leading to low 

flexibility etc. For those reasons the list of target markets should also the amplified by other 

potential markets in which the companies from the identified key sectors can gain higher market 

shares. These are markets with which the country also has good trade relations and which are 

already importing the production of the studied sectors but their shares in the total imports are 

still low and have the potential to grow in the future. For the identification of these additional 

target markets this study is using both their shares in the import and the potential on those 

markets for trade development based on the dimension of the CAGE model.  

Much has been made of the death of distance in recent years. It's been argued that 

information technologies and, in particular, global communications are shrinking the world, 

turning it into a small and relatively homogeneous place. But when it comes to business, that's 

not only an incorrect assumption, it's a dangerous one. Distance still matters, and companies 

must explicitly and thoroughly account for it when they make decisions about global expansion. 
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Traditional country portfolio analysis needs to be tempered by a clear-eyed evaluation of the 

many dimensions of distance and their probable impact on opportunities in foreign markets. 

Distance between two countries can manifest itself along four basic dimensions: cultural, 

administrative, geographic, and economic. The types of distance influence different businesses in 

different ways. Geographic distance, for instance, affects the costs of transportation and 

communications, so it is of particular importance to companies that deal with heavy or bulky 

products (the machinery and electronic equipment industry), or whose operations require a high 

degree of coordination among highly dispersed people or activities. Cultural distance, by 

contrast, affects consumers' product preferences. It is a crucial consideration for any consumer 

goods – food, beverages, apparel, clothing, shoes.  

Cultural Distance. A country's cultural attributes determine how people interact with one 

another and with companies and institutions. Differences in religious beliefs, race, social norms, 

and language are all capable of creating distance between two countries. Some cultural attributes, 

like language, are easily perceived and understood. Others are much more subtle. Social norms, 

the deeply rooted system of unspoken principles that guide individuals in their everyday choices 

and interactions, are often nearly invisible, even to the people who abide by them. Most often, 

cultural attributes create distance by influencing the choices that consumers make between 

substitute products because of their preferences for specific features. 

Administrative or Political Distance. Historical and political associations shared by 

countries greatly affect trade between them. Preferential trading arrangements, common 

currency, and political union can increase trade by more than 300% each. More commonly, 

though, it is the target country's government that raises barriers to foreign competition: tariffs, 

trade quotas, restrictions on foreign direct investment, and preferences for domestic competitors 

in the form of subsidies and favoritism in regulation and procurement. Such measures are 

expressly intended to protect domestic industries, and they are most likely to be implemented if a 

domestic industry meets one or more of the following criteria – it is a large employer; it is seen 

as a national champion, it is vital to national security; it produces staples (food, fuel, etc.); it 

produces an "entitlement" good or service; it exploits natural resources; it involves high sunk-

cost commitments. Finally, a target country's weak institutional infrastructure can serve to 

dampen cross-border economic activity (corruption or social conflict).  

Geographic Distance. In general, the farther you are from a country, the harder it will be to 

conduct business in that country. But geographic distance is not simply a matter of how far away 

the country is in miles or kilometers. Other attributes that must be considered include the 

physical size of the country, average within-country distances to borders, access to waterways 

and the ocean, and topography. Man-made geographic attributes also must be taken into account-

most notably, a country's transportation and communications infrastructures.  
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Economic Distance. The wealth or income of consumers is the most important economic 

attribute that creates distance between countries, and it has a marked effect on the levels of trade 

and the types of partners a country trades with.  

Table 62 The CAGE distance framework 

 

Source: Distance still matters, the hard reality of global expansion, P. Ghemawat, Harvard Business 

Review, September, 2001 
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Table 63 Measuring the impact of distance 

Distance attribute Change in international trade (%) 

Income level: GDP per capita (1% increase) +0.7 

Economic size: GDP (1% increase) +0.8 

Physical distance (1% increase) -1.1 

Physical size (1% increase) -0.2 

Access to ocean +50 

Common border +80 

Common language  +200 

Common regional trade bloc +330 

Colony-colonizer relationship +900 

Common colonizer +190 

Common polity +300 

Common currency +340 

Source: Jeffrey Frankel and Andrew Rose, "An Estimate of the Effects of Currency Unions on 

Growth", unpublished working paper. May 2000 
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Table 64 CAGE distance analysis of the possible target markets 

Country Cultural factors Administrative factors Geographic factors Economic factors 

 Lang

uage 

Religi

on 

Dias

pora 

Trade 

bloc 

Curren

cy  

Cor

rupt

ion  

Political 

stability  

Legal 

origin 

Distance 

(km) 

Adjacency Time 

zone 

similar 

GDP per 

capita 

(USD bn.) 

GDP 

growth % 

Germany No No Yes Yes No 7 8 Yes 1815 No Yes 3339 1 

Romania No Yes No Yes No 0.5 2 No 350 Yes Yes 162 3 

Russia Yes Yes Yes No No 0.2 6 No 2139 No Yes 1232 3 

Italy No No Yes Yes No 0.5 2 No 1678 No Yes 2118 -1 

France No No Yes Yes No 7 7 No 2247 No Yes 2656 1 

Serbia Yes Yes Yes No No 0.5 0.3 Yes 396 Yes Yes 43 4 

Czech 

Republic 

Yes Yes No Yes No 0.9 0.9 Yes 1286 No Yes 190 3 

Hungary Yes No No Yes No 2 0.4 Yes 783 No Yes 130 0 

Slovakia Yes No No Yes No 0.5 0.4 Yes 967 No Yes 88 5 

Turkey No No Yes No No 1 1 No 554 Yes Yes 614 2 

Greece No No Yes Yes No 0.1 0.1 No 815 Yes Yes 331 2 

Poland No Yes Yes Yes No 3 1.3 Yes 1635 No Yes 431 5 

Netherlands No No Yes Yes No 7 9 No 2160 No Yes 797 1 

Denmark No No No Yes No 10 9 Yes 2069 No Yes 310 0 

Austria No No Yes Yes No 5 8 Yes 1004 No Yes 382 1 

Belgium No No Yes Yes No 7 1.2 No 2117 No Yes 472 1 

 

The presented dimensions of the target markets in accordance to the CAGE distance 

framework show that the chosen markets are relatively close to the Bulgarian market with some 

of them being more culturally, economically and geographically close (Serbia, Romania, Greece) 

and others being more administratively close thanks to the positive effects of the participation of 

all the countries in the free market of the EU. In that matter the studied potential export markets 

offer favorable conditions for the further development of the trade between them and the 

Bulgarian companies from the identified key sectors in the Municipality of Montana. Looking at 

each one of the specific key sectors the identified target markets based on the established trade so 

far for the production of these sectors and the distance dimensions of the CAGE framework are 

as follows:  
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Table 65 Identified target markets for the key sectors in the Municipality of Montana 

Industry Target markets 

Machinery Germany, Romania, Russia, Italy, France, 

Serbia, Czech Republic, Slovakia, Hungary 

Electrical and electronic equipment Germany, France, Italy, Turkey, Greece, 

Romania, Czech Republic, Poland, Serbia 

Food and beverages Greece, Romania, Germany, Serbia, Italy, 

Poland, Austria, France 

Bicycles and other cycles Germany, France, Belgium, Greece, 

Netherlands, Denmark, Italy, Poland, Romania, 

Turkey 

Apparel, clothing and shoes Italy, Germany, France, Greece, Serbia, 

Turkey, Romania, Italy 

 

The chosen target markets will also be compared to the Bulgarian specific cultural 

characteristics in terms of Hofstede‘s cultural dimensions. This analysis will present additional 

cultural similarities or differences between our country and the chosen export countries which 

can further help the companies from the Municipality of Montana to specify their target markets 

and to decide on their strategies for market entry, marketing, client relations, promotion, 

partnerships, etc.  

The 6 cultural dimensions of the Hofstede model include: 

- Power distance - This dimension deals with the fact that all individuals in societies are 

not equal – it expresses the attitude of the culture towards these inequalities amongst us. 

Power distance is defined as the extent to which the less powerful members of institutions 

and organizations within a country expect and accept that power is distributed unequally; 

- Individualism - The fundamental issue addressed by this dimension is the degree of 

interdependence a society maintains among its members. It has to do with whether 

people´s self-image is defined in terms of ―I‖ or ―We‖. In Individualist societies people 

are supposed to look after themselves and their direct family only. In Collectivist 

societies people belong to ‗in groups‘ that take care of them in exchange for loyalty; 

- Masculinity - A high score (masculine) on this dimension indicates that the society will 

be driven by competition, achievement and success, with success being defined by the 

winner / best in field – a value system that starts in school and continues throughout 

organizational behavior. A low score (feminine) on the dimension means that the 

dominant values in society are caring for others and quality of life. A feminine society is 

one where quality of life is the sign of success and standing out from the crowd is not 

admirable. The fundamental issue here is what motivates people, wanting to be the best 

(masculine) or liking what you do (feminine); 
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- Uncertainty avoidance - The dimension Uncertainty Avoidance has to do with the way 

that a society deals with the fact that the future can never be known: should we try to 

control the future or just let it happen? This ambiguity brings with it anxiety and different 

cultures have learnt to deal with this anxiety in different ways.  The extent to which the 

members of a culture feel threatened by ambiguous or unknown situations and have 

created beliefs and institutions that try to avoid these is reflected in the UAI score; 

- Pragmatism - This dimension describes how people in the past as well as today relate to 

the fact that so much that happens around us cannot be explained. In societies with a 

normative orientation, most people have a strong desire to explain as much as possible. In 

societies with a pragmatic orientation most people don‘t have a need to explain 

everything, as they believe that it is impossible to understand fully the complexity of life. 

The challenge is not to know the truth but to live a virtuous life; 

- Indulgence - One challenge that confronts humanity, now and in the past, is the degree to 

which little children are socialized. Without socialization we do not become ―human‖. 

This dimension is defined as the extent to which people try to control their desires and 

impulses, based on the way they were raised. Relatively weak control is called 

―indulgence‖ and relatively strong control is called ―restraint‖. Cultures can, therefore, be 

described as indulgent or restrained. 

Bulgaria 

Figure 67 Bulgarian culture under Hofstede 6-D Model 

 
Source: Hofstede Center 

- Power distance - Bulgaria scores high on this dimension (score of 70) which means that 

people accept a hierarchical order in which everybody has a place and which needs no 

further justification. Hierarchy in an organization is seen as reflecting inherent 

inequalities, centralization is popular, subordinates expect to be told what to do and the 

ideal boss is a benevolent autocrat; 
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- Individualism - Bulgaria, with a score of 30 is considered a collectivistic society. This is 

manifest in a close long-term commitment to the member 'group', be that a family, 

extended family, or extended relationships. Loyalty in a collectivist culture is paramount, 

and over-rides most other societal rules and regulations. The society fosters strong 

relationships where everyone takes responsibility for fellow members of their group. In 

collectivist societies offence leads to shame and loss of face, employer/employee 

relationships are perceived in moral terms (like a family link), hiring and promotion 

decisions take account of the employee‘s in-group, management is the management of 

groups; 

- Masculinity - Bulgaria scores 40 on this dimension and is thus considered a relatively 

feminine society. In feminine countries the focus is on ―working in order to live‖, 

managers strive for consensus, people value equality, solidarity and quality in their 

working lives. Conflicts are resolved by compromise and negotiation. Incentives such as 

free time and flexibility are favored. Focus is on well-being, status is not shown; 

- Uncertainty avoidance - Bulgaria scores 85 on this dimension and thus has a very high 

preference for avoiding uncertainty. Countries exhibiting high uncertainty avoidance 

maintain rigid codes of belief and behavior and are intolerant of unorthodox behavior and 

ideas. In these cultures there is an emotional need for rules (even if the rules never seem 

to work) time is money, people have an inner urge to be busy and work hard, precision 

and punctuality are the norm, innovation may be resisted, security is an important 

element in individual motivation; 

- Pragmatism - With a score of 69, Bulgaria has a Pragmatic culture. In societies with a 

pragmatic orientation, people believe that truth depends very much on situation, context 

and time. They show an ability to adapt traditions easily to changed conditions, a strong 

propensity to save and invest, thriftiness, and perseverance in achieving results; 

- Indulgence - Bulgaria has a very low score of 16 in this dimension, making it a strongly 

restrained culture. Societies with a low score in this dimension have a tendency to 

cynicism and pessimism. Also, in contrast to indulgent societies, restrained societies do 

not put much emphasis on leisure time and control the gratification of their desires. 

People with this orientation have the perception that their actions are restrained by social 

norms and feel that indulging themselves is somewhat wrong. 
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Germany 

Figure 68 German culture under Hofstede 6-D Model 

 
Source: Hofstede Center 

- Power distance - Highly decentralized and supported by a strong middle class, Germany 

is not surprisingly among the lower power distant countries (score 35). Co-determination 

rights are comparatively extensive and have to be taken into account by the management. 

A direct and participative communication and meeting style is common, control is 

disliked and leadership is challenged to show expertise and best accepted when it‘s based 

on it; 

- Individualism - The German society is a truly individualistic one (67). Small families 

with a focus on the parent-children relationship rather than aunts and uncles are most 

common. There is a strong belief in the ideal of self-actualization. Loyalty is based on 

personal preferences for people as well as a sense of duty and responsibility. This is 

defined by the contract between the employer and the employee. Communication is 

among the most direct in the world following the ideal to be ―honest, even if it hurts‖ – 

and by this giving the counterpart a fair chance to learn from mistakes; 

- Masculinity – With a score of 66 Germany is considered a masculine society. 

Performance is highly valued and early required as the school system separates children 

into different types of schools at the age of ten. People rather ―live in order to work‖ and 

draw a lot of self-esteem from their tasks. Managers are expected to be decisive and 

assertive. Status is often shown, especially by cars, watches and technical devices; 

- Uncertainty avoidance - Germany is among the uncertainty avoidant countries (65); the 

score is on the high end, so there is a slight preference for uncertainty avoidance. In line 

with the philosophical heritage of Kant, Hegel and Fichte there is a strong preference for 

deductive rather than inductive approaches, be it in thinking, presenting or planning: the 

systematic overview has to be given in order to proceed. This is also reflected by the law 

system. Details are equally important to create certainty that a certain topic or project is 
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well-thought-out. In combination with their low Power Distance, where the certainty for 

own decisions is not covered by the larger responsibility of the boss, Germans prefer to 

compensate for their higher uncertainty by strongly relying on expertise; 

- Pragmatism - Germany's high score of 83 indicates that it is a pragmatic country. In 

societies with a pragmatic orientation, people believe that truth depends very much on 

situation, context and time. They show an ability to adapt traditions easily to changed 

conditions, a strong propensity to save and invest thriftiness, and perseverance in 

achieving results; 

- Indulgence - The low score of 40 on this dimension indicates that the German culture is 

restrained in nature. Societies with a low score in this dimension have a tendency to 

cynicism and pessimism. Also, in contrast to indulgent societies, restrained societies do 

not put much emphasis on leisure time and control the gratification of their desires. 

People with this orientation have the perception that their actions are restrained by social 

norms and feel that indulging themselves is somewhat wrong. 

Romania 

Figure 69 Romanian culture under Hofstede 6-D Model 

 
Source: Hofstede Center 

- Power distance - Romania scores high on this dimension (score of 90) which means that 

people accept a hierarchical order in which everybody has a place and which needs no 

further justification. Hierarchy in an organization is seen as reflecting inherent 

inequalities, centralization is popular, subordinates expect to be told what to do and the 

ideal boss is a benevolent autocrat; 

- Individualism - Romania, with a score of 30 is considered a collectivistic society. This is 

manifest in a close long-term commitment to the member 'group', be that a family, 

extended family, or extended relationships. Loyalty in a collectivist culture is paramount, 

and over-rides most other societal rules and regulations. The society fosters strong 
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relationships where everyone takes responsibility for fellow members of their group. In 

collectivist societies offence leads to shame and loss of face, employer/employee 

relationships are perceived in moral terms (like a family link), hiring and promotion 

decisions take account of the employee‘s in-group, management is the management of 

groups; 

- Masculinity – Romania scores 42 on this dimension and is thus considered a relatively 

feminine society. In feminine countries the focus is on ―working in order to live‖, 

managers strive for consensus, people value equality, solidarity and quality in their 

working lives. Conflicts are resolved by compromise and negotiation. Incentives such as 

free time and flexibility are favored. Focus is on well-being, status is not shown; 

- Uncertainty avoidance - Romania scores 90 on this dimension and thus has a very high 

preference for avoiding uncertainty. Countries exhibiting high uncertainty avoidance 

maintain rigid codes of belief and behavior and are intolerant of unorthodox behavior and 

ideas. In these cultures there is an emotional need for rules (even if the rules never seem 

to work) time is money, people have an inner urge to be busy and work hard, precision 

and punctuality are the norm, innovation may be resisted, security is an important 

element in individual motivation; 

- Pragmatism - Romania has an intermediate score of 52 on this dimension; 

- Indulgence - With a very low score of 20, Romanian culture is one of restraint. Societies 

with a low score in this dimension have a tendency to cynicism and pessimism. Also, in 

contrast to indulgent societies, restrained societies do not put much emphasis on leisure 

time and control the gratification of their desires. People with this orientation have the 

perception that their actions are restrained by social norms and feel that indulging 

themselves is somewhat wrong. 

Russia 

Figure 70 Russian culture under Hofstede 6-D Model 

 
Source: Hofstede Center 
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- Power distance - Russia, scoring 93, is a nation where power is very distant in society. 

This is underlined by the fact that the largest country in the world is extremely 

centralized: 2/3 of all foreign investments go into Moscow where also 80% of all 

financial potential is concentrated. The huge discrepancy between the less and the more 

powerful people leads to a great importance of status symbols. Behavior has to reflect 

and represent the status roles in all areas of business interactions: be it visits, negotiations 

or cooperation; the approach should be top-down and provide clear mandates for any 

task; 

- Individualism - If Russians plan to go out with their friends they would literally say ―We 

with friends‖ instead of ―I and my friends‖, if they talk about brothers and sisters it may 

well be cousins, so a lower score of 39 even finds its manifestations in the language. 

Family, friends and not seldom the neighborhood are extremely important to get along 

with everyday life‘s challenges. Relationships are crucial in obtaining information, 

getting introduced or successful negotiations. They need to be personal, authentic and 

trustful before one can focus on tasks and build on a careful to the recipient, rather 

implicit communication style; 

- Masculinity – Russia‘s relatively low score of 36 may surprise with regard to its 

preference for status symbols, but these are in Russia related to the high Power Distance. 

At second glance one can see, that Russians at workplace as well as when meeting a 

stranger rather understate their personal achievements, contributions or capacities. They 

talk modestly about themselves and scientists, researchers or doctors are most often 

expected to live on a very modest standard of living. Dominant behavior might be 

accepted when it comes from the boss, but is not appreciated among peers; 

- Uncertainty avoidance - Scoring 95 Russians feel very much threatened by ambiguous 

situations, as well as they have established one of the most complex bureaucracies in the 

world. Presentations are either not prepared, e.g. when negotiations are being started and 

the focus is on the relationship building, or extremely detailed and well prepared. Also 

detailed planning and briefing is very common. Russians prefer to have context and 

background information. As long as Russians interact with people considered to be 

strangers they appear very formal and distant. At the same time formality is used as a 

sign of respect; 

- Pragmatism - With a very high score of 81, Russia is definitely a country with a 

pragmatic mindset. In societies with a pragmatic orientation, people believe that truth 

depends very much on situation, context and time. They show an ability to adapt 

traditions easily to changed conditions, a strong propensity to save and invest. thriftiness 

and perseverance in achieving results; 

- Indulgence - The restrained nature of Russian culture is easily visible through its very 

low score of 20 on this dimension. Societies with a low score in this dimension have a 

tendency to cynicism and pessimism. Also, in contrast to indulgent societies, restrained 

societies do not put much emphasis on leisure time and control the gratification of their 
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desires. People with this orientation have the perception that their actions are restrained 

by social norms and feel that indulging themselves is somewhat wrong. 

Italy 

Figure 71 Italian culture under Hofstede 6-D Model 

 
Source: Hofstede Center 

- Power distance - With a score of 50, Northern Italy tends to prefer equality and a 

decentralization of power and decision-making. Control and formal supervision is 

generally disliked among the younger generation, who demonstrate a preference for 

teamwork and an open management style. Bear in mind that the high score on 

Individualism accentuates the aversion of being controlled and told what to do. In 

Southern Italy all the consequences of PDI are often high, quite the opposite of Northern 

Italy; 

- Individualism - At a score of 76 Italy is an Individualistic culture, ―me‖ centered, 

especially in the big and rich cities of the North where people can feel alone even in the 

middle of a big and busy crowd. So family and friends becomes an important antidote to 

this feeling; but the word ―friend‖ should not be misinterpreted because in business it has 

a slightly different meaning: someone that you know and can be useful for introducing 

you to the important or powerful people. For Italians having their own personal ideas and 

objectives in life is very motivating and the route to happiness is through personal 

fulfillment. This dimension does vary in Southern Italy where less individualistic 

behavior can be observed: the family network and the group one belongs to are important 

social aspects, and rituals such as weddings or Sunday lunches with the family are 

occasions that one can‘t miss. People going from Southern Italy to the North say that they 

feel cold not only for the different climate but for the less ―warm‖ approach in 

relationships; 

- Masculinity – At 70 Italy is a masculine society – highly success oriented and driven. 

Children are taught from an early age that competition is good and to be a winner is 
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important in one‘s life. Italians show their success by acquiring status symbols such as a 

beautiful car, a big house, a yacht and travels to exotic countries. As the working 

environment is the place where every Italian can reach his/her success, competition 

among colleagues for making a career can be very strong; 

- Uncertainty avoidance - At 75 Italy has a high score on uncertainty avoidance which 

means that as a nation Italians are not comfortable in ambiguous situations. Formality in 

Italian society is important and the Italian penal and civil code are complicated with 

clauses, codicils etc. What is surprising for the foreigner is the apparent contradiction 

between all the existing norms and procedures and the fact that Italians don‘t always 

comply with them. But in a bureaucratic country one learns very soon which the 

important ones are and which are not, in order to survive the red tape. In work terms high 

uncertainty avoidance results in large amounts of detailed planning. The low uncertainty 

avoidance approach (where the planning process can be flexible to changing 

environment) can be very stressful for Italians. In Italy the combination of high 

masculinity and high uncertainty avoidance makes life very difficult and stressful. To 

release some of the tension that is built up during the day Italians need to have good and 

relaxing moments in their everyday life, enjoying a long meal or frequent coffee breaks. 

Due to their high score in this dimension Italians are very passionate people: emotions are 

so powerfully that individuals cannot keep them inside and must express them to others, 

especially with the use of body language; 

- Pragmatism - Italy's high score of 61 on this dimension shows that Italian culture is 

pragmatic. In societies with a pragmatic orientation, people believe that truth depends 

very much on situation, context and time. They show an ability to adapt traditions easily 

to changed conditions, a strong propensity to save and invest, thriftiness, and 

perseverance in achieving results; 

- Indulgence - A low score of 30 indicates that Italian culture is one of restraint. Societies 

with a low score in this dimension have a tendency to cynicism and pessimism. Also, in 

contrast to indulgent societies, restrained societies do not put much emphasis on leisure 

time and control the gratification of their desires. People with this orientation have the 

perception that their actions are restrained by social norms and feel that indulging 

themselves is somewhat wrong. 
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France 

Figure 72 French culture under Hofstede 6-D Model 

 
Source: Hofstede Center 

- Power distance - With a score of 68, France scores fairly high on Power Distance. 

Children are raised to be emotionally dependent, to a degree, on their parents. This 

dependency will be transferred to teachers and later on to superiors. It is, therefore, a 

society in which a fair degree of inequality is accepted. Power is not only centralised in 

companies and government, but also geographically. Just look at the road grid in France; 

most highways lead to Paris. Many comparative studies have shown that French 

companies have normally one or two hierarchical levels more than comparable 

companies in Germany and the UK. Superiors have privileges and are often inaccessible. 

CEO‘s of big companies are called Mr. PDG, which is a more prestigious abbreviation 

than CEO, meaning President Director General. These PDGs have frequently attended 

the most prestigious universities called ―grandes écoles‖, big schools; 

- Individualism - France, with a score of 71, is shown to be an individualist society. Parents 

make their children emotionally independent with regard to groups in which they belong. 

This means that one is only supposed to take care of oneself and one‘s family. The 

French combination of a high score on Power Distance and a high score on Individualism 

is rather unique. We only find the same combination in Belgium and, to some degree,  in 

Spain and northern Italy This combination is not only unique, but it also creates a 

contradiction, so to speak. Only so to speak, because scores in the model don‘t influence 

anything. They just give a structured reflection of reality. This combination manifests 

itself in France in the following ways: 

 It is claimed that one reason why the French are less obese than people in other EU-

countries is that parents still have more sway over children than in other EU-

countries. Whether this is true or not is not known by us. All the same, what is true is 

that the family has still more emotional glue than in other individualistic cultures. 

This is a reflection of the high score on Power Distance with its stronger respect for 

the elderly. 
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 Subordinates normally pay formal respect and show deference to their boss, but 

behind his/her back they may do the opposite of what they promised to do, as they 

may think that they know better, yet are not able to express so. Another reflection of 

high Power Distance contrary to formal obedience is the total rejection of those in 

power as there is no way to change by evolution but only by strikes, revolts and 

revolution. 

 Employers and trade unions don‘t really talk together as they look at each other as 

almost belonging to a separate species. 

 The need to make a strong distinction between work and private life is even stronger 

in France than in the US, despite the fact that the US scores higher on Individualism. 

This is a reflection of the fact that employees more quickly feel put under pressure 

than in the US because of their emotional dependence on what the boss says and 

does. In cultures which score high on Power Distance and Collectivism, the 

―normal‖ combination, such dependence is welcomed. At least, if the power holders 

act as benevolent fathers. 

 The French prefer to be dependent on the central government, an impersonal power 

centre which cannot so easily invade their private life. 

 What is human, but more pronounced in France, is the need for strong leadership in 

times of crisis. In spite of that, when the crisis is resolved the president should make 

space for much weaker leadership. 

 Many French have the need to become a ―patron‖, whether as mayor of a small 

village or as the chairman of the bridge club. 

 Customer service is poor in the eyes of all those Anglo-Saxons who believe that the 

customer is king. Not so in France. The French are self-motivated to be the best in 

their trade. They, therefore, expect respect for what they do, after which they are 

very much willing to serve you well. 

- Masculinity – With a score of 43, France has a somewhat feminine culture. At face value 

this may be indicated by its famous welfare system (securité sociale), the 35-hour 

working week, five weeks of holidays per year and its focus on the quality of life. French 

culture in terms of the model has, however, another unique characteristic. The upper class 

scores feminine while the working class scores masculine. This characteristic has not 

been found in any other country. This difference may be reflected by the following: 

 Top managers earn on average less than one would expect given the high score on 

Power Distance. 

 Married couples of high society could go public with a lover without negative 

consequences, at least certainly in the past. The scandal in the US about Clinton and 

Lewinsky has never been understood in France. In addition, ―crime passionel‖, i.e. 

crimes of passion, have always been sentenced very leniently in comparison to other 

murder trials.  
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- Uncertainty avoidance - At 86, French culture scores high on Uncertainty Avoidance. 

This is clearly evident in the following: 

 The French don‘t like surprises. Structure and planning are required. 

 Before meetings and negotiations they like to receive all necessary information. 

 As a consequence, the French are good in developing complex technologies and 

systems in a stable environment, such as in the case of nuclear power plants, rapid 

trains and the aviation industry. 

 There is also a need for emotional safety valves as a high score on Uncertainty 

Avoidance and the combination of high Power Distance and high Individualism 

strengthen each other, so to speak. The French, for example, are very talkative and 

―engueuler‖, giving someone the sharp edge of one‘s tongue happens often.  

 There is a strong need for laws, rules and regulations to structure life. This, however, 

doesn‘t mean that most Frenchmen will try to follow all these rules, the same as in 

other Latin countries. Given the high score on Power Distance, which means that 

power holders have privileges, power holders don‘t necessarily feel obliged to 

follow all those rules which are meant to control the people in the street. At the same 

time, commoners try to relate to power holders so that they can also claim the 

exception to the rule. 

- Pragmatism - France scores high (63) in this dimension, making it pragmatic. In societies 

with a pragmatic orientation, people believe that truth depends very much on situation, 

context and time. They show an ability to adapt traditions easily to changed conditions, a 

strong propensity to save and invest, thriftiness, and perseverance in achieving results; 

- Indulgence - France scores somewhat in the middle (48) where it concerns indulgence 

versus restraint. This, in combination with a high score on Uncertainty Avoidance, 

implies that the French are less relaxed and enjoy life less often than is commonly 

assumed. Indeed, France scores not all that high on the happiness indices. 

Serbia 

Figure 73 Serbian culture under Hofstede 6-D Model 

 
Source: Hofstede Center 
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- Power distance - Serbia scores high on this dimension (score of 86) which means that 

people accept a hierarchical order in which everybody has a place and which needs no 

further justification. Hierarchy in an organization is seen as reflecting inherent 

inequalities, centralization is popular, subordinates expect to be told what to do and the 

ideal boss is a benevolent autocrat; 

- Individualism - Serbia, with a low score of 25 is considered a collectivistic society. This 

is manifest in a close long-term commitment to the member 'group', be that a family, 

extended family, or extended relationships. Loyalty in a collectivist culture is paramount, 

and over-rides most other societal rules and regulations. The society fosters strong 

relationships where everyone takes responsibility for fellow members of their group. In 

collectivist societies offence leads to shame and loss of face, employer/employee 

relationships are perceived in moral terms (like a family link), hiring and promotion 

decisions take account of the employee‘s in-group, management is the management of 

groups; 

- Masculinity – Serbia scores 43 on this dimension and is thus considered a relatively 

feminine society. In feminine countries the focus is on ―working in order to live‖, 

managers strive for consensus, people value equality, solidarity and quality in their 

working lives. Conflicts are resolved by compromise and negotiation. Incentives such as 

free time and flexibility are favored. Focus is on well-being, status is not shown; 

- Uncertainty avoidance - Serbia scores 92 on this dimension and thus has a very high 

preference for avoiding uncertainty. Countries exhibiting high uncertainty avoidance 

maintain rigid codes of belief and behavior and are intolerant of unorthodox behavior and 

ideas. In these cultures there is an emotional need for rules (even if the rules never seem 

to work) time is money, people have an inner urge to be busy and work hard, precision 

and punctuality are the norm, innovation may be resisted, security is an important 

element in individual motivation; 

- Pragmatism - With an intermediate score of 52, there is no clear preference for Serbia on 

this dimension; 

- Indulgence - A low score of 28 on this dimension indicates that Serbian culture is one of 

restraint. Societies with a low score in this dimension have a tendency to cynicism and 

pessimism. Also, in contrast to indulgent societies, restrained societies do not put much 

emphasis on leisure time and control the gratification of their desires. People with this 

orientation have the perception that their actions are restrained by social norms and feel 

that indulging themselves is somewhat wrong. 
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Czech Republic 

Figure 74 Czech Republic’s culture under Hofstede 6-D Model 

 
Source: Hofstede Center 

- Power distance - The Czech Republic has a relatively high score on this dimension (57). 

This means it is a hierarchical society. This means that people accept a hierarchical order 

in which everybody has a place and which needs no further justification. Hierarchy in an 

organization is seen as reflecting inherent inequalities, centralization is popular, 

subordinates expect to be told what to do and the ideal boss is a benevolent autocrat; 

- Individualism - The Czech Republic, with a score of 58 is an Individualistic society. This 

means there is a high preference for a loosely-knit social framework in which individuals 

are expected to take care of themselves and their immediate families only. In 

individualistic societies offence causes guilt and a loss of self-esteem, the 

employer/employee relationship is a contract based on mutual advantage, hiring and 

promotion decisions are supposed to be based on merit only, management is the 

management of individuals; 

- Masculinity – The Czech Republic scores 57 on this dimension and is thus a masculine 

society. In masculine countries people ―live in order to work‖, managers are expected to 

be decisive and assertive, the emphasis is on equity, competition and performance and 

conflicts are resolved by fighting them out; 

- Uncertainty avoidance - The Czech Republic scores 74 on this dimension and thus has a 

high preference for avoiding uncertainty. Countries exhibiting high uncertainty avoidance 

maintain rigid codes of belief and behavior and are intolerant of unorthodox behavior and 

ideas. In these cultures there is an emotional need for rules (even if the rules never seem 

to work) time is money, people have an inner urge to be busy and work hard, precision 

and punctuality are the norm, innovation may be resisted, security is an important 

element in individual motivation; 

- Pragmatism - With a high score of 70, Czech culture is shown to be pragmatic. In 

societies with a pragmatic orientation, people believe that truth depends very much on 
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situation, context and time. They show an ability to adapt traditions easily to changed 

conditions, a strong propensity to save and invest, thriftiness, and perseverance in 

achieving results; 

- Indulgence - The low score of 29 means that Czechs are generally not indulgent. 

Societies with a low score in this dimension have a tendency to cynicism and pessimism. 

Also, in contrast to indulgent societies, restrained societies do not put much emphasis on 

leisure time and control the gratification of their desires. People with this orientation have 

the perception that their actions are restrained by social norms and feel that indulging 

themselves is somewhat wrong. 

Hungary 

Figure 75 Hungarian culture under Hofstede 6-D Model 

 
Source: Hofstede Center 

- Power distance - Hungary scores low on this dimension (score of 46) which means that 

the following characterizes the Hungarian style: Being independent, hierarchy for 

convenience only, equal rights, superiors accessible, coaching leader, management 

facilitates and empowers. Power is decentralized and managers count on the experience 

of their team members. Employees expect to be consulted. Control is disliked and attitude 

towards managers are informal and on first name basis. Communication is direct and 

participative; 

- Individualism - Hungary, with a score of 80 is an Individualistic society. This means 

there is a high preference for a loosely-knit social framework in which individuals are 

expected to take care of themselves and their immediate families only. In individualistic 

societies offence causes guilt and a loss of self-esteem, the employer/employee 

relationship is a contract based on mutual advantage, hiring and promotion decisions are 

supposed to be based on merit only, management is the management of individuals; 

- Masculinity – Hungary scores 88 on this dimension and is thus a masculine society. In 

masculine countries people ―live in order to work‖, managers are expected to be decisive 
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and assertive, the emphasis is on equity, competition and performance and conflicts are 

resolved by fighting them out; 

- Uncertainty avoidance - Hungary scores 82 on this dimension and thus has a preference 

for avoiding uncertainty. Countries exhibiting high uncertainty avoidance maintain rigid 

codes of belief and behaviour and are intolerant of unorthodox behaviour and ideas. In 

these cultures there is an emotional need for rules (even if the rules never seem to work) 

time is money, people have an inner urge to be busy and work hard, precision and 

punctuality are the norm, innovation may be resisted, security is an important element in 

individual motivation; 

- Pragmatism - Hungary is shown to be a pragmatic country with a high score of 58 on this 

dimension. In societies with a pragmatic orientation, people believe that truth depends 

very much on situation, context and time. They show an ability to adapt traditions easily 

to changed conditions, a strong propensity to save and invest, thriftiness, and 

perseverance in achieving results 

- Indulgence - Hungary has a low score of 31 on this dimension. Societies with a low score 

in this dimension have a tendency to cynicism and pessimism. Also, in contrast to 

indulgent societies, restrained societies do not put much emphasis on leisure time and 

control the gratification of their desires. People with this orientation have the perception 

that their actions are restrained by social norms and feel that indulging themselves is 

somewhat wrong. 

Slovakia 

Figure 76 Slovakian culture under Hofstede 6-D Model 

 
Source: Hofstede Center 

- Power distance - With a score of 100 points Slovakia is at the highest end of this 

dimension compared to other countries. Remember that it is possible to score more than 

100 points as Slovakia was not a part of the original survey. In societies scoring high on 

Power distance it is perfectly accepted that some people have more power than others. It 

is accepted and expected that these people also use their power. Not in a negative way but 

to create clarity and structure for people around them. The Ideal boss can therefore be 
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compared with a ―good father‖ who supervises you, is highly visible and tells you what to 

do. Hierarchical organizations are normal. A key issue for foreigners to understand is that 

in spite of the very high score on PDI, a manager still has to prove him or herself in order 

to make people respect and accept decisions from above or the (foreign) headquarter. 

Visibility and showing results is key; 

- Individualism - Slovakia, with a score of 52, is right in the middle of this dimension, thus 

it points to no clear preference; 

- Masculinity – At 100 Slovakia is a strongly masculine society – highly success oriented 

and driven. It is important to be regarded as successful and to reach your goals. Status is 

an important aspect in this, and of course being able to show which status you have. 

Status symbols like cars, impressive houses, clothes etc. play a big role. People work hard 

to achieve a high living standard and being able to ―show their achievements‖. Long 

working hours and dedication to work are needed in order to achieve this 

- Uncertainty avoidance - With an intermediate score of 51 on this dimension, Slovakia 

shows no clear preference 

- Pragmatism - With a high score of 77, it is clear that Slovakia has a pragmatic culture. In 

societies with a pragmatic orientation, people believe that truth depends very much on 

situation, context and time. They show an ability to adapt traditions easily to changed 

conditions, a strong propensity to save and invest. thriftiness and perseverance in 

achieving results 

- Indulgence - A low score of 28 on this dimension means that Slovakia has a culture of 

restraint. Societies with a low score in this dimension have a tendency to cynicism and 

pessimism. Also, in contrast to indulgent societies, restrained societies do not put much 

emphasis on leisure time and control the gratification of their desires. People with this 

orientation have the perception that their actions are restrained by social norms and feel 

that indulging themselves is somewhat wrong 

Turkey 

Figure 77 Turkish culture under Hofstede 6-D Model 

 
Source: Hofstede Center 
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- Power distance - Turkey scores high on this dimension (score of 66) which means that 

the following characterizes the Turkish style: Dependent, hierarchical, superiors often 

inaccessible and the ideal boss is a father figure. Power is centralized and managers rely 

on their bosses and on rules. Employees expect to be told what to do. Control is expected 

and attitude towards managers is formal. Communication is indirect and the information 

flow is selective. The same structure can be observed in the family unit, where the father 

is a kind of patriarch to whom others submit; 

- Individualism - Turkey, with a score of 37 is a collectivistic society. This means that the 

―We‖ is important, people belong to in-groups (families, clans or organizations) who look 

after each other in exchange for loyalty. Communication is indirect and the harmony of 

the group has to be maintained, open conflicts are avoided. The relationship has a moral 

base and this always has priority over task fulfillment. Time must be invested initially to 

establish a relationship of trust. Nepotism may be found more often. Feedback is always 

indirect, also in the business environment; 

- Masculinity – Turkey scores 45 and is on the feminine side of the scale. This means that 

the softer aspects of culture such as leveling with others, consensus, sympathy for the 

underdog are valued and encouraged. Conflicts are avoided in private and work life and 

consensus at the end is important. Leisure time is important for Turks, it is the time when 

the whole family, clan and friends come together to enjoy life. Status is shown, but this 

comes more out of the high PDI 

- Uncertainty avoidance - Turkey scores 85 on this dimension and thus there is a huge need 

for laws and rules. In order to minimize anxiety, people make use of a lot of rituals. For 

foreigners they might seem religious, with the many references to ―Allah‖, but often they 

are just traditional social patterns, used in specific situations to ease tension 

- Pragmatism - Turkey's intermediate score of 46 is in the middle of the scale so no 

dominant cultural preference can be inferred 

- Indulgence - With an intermediate score of 49, a characteristic corresponding to this 

dimension cannot be determined for Turkey 

Greece 

- Power distance - At 60 Greece has an intermediate score, but it indicates a slight 

tendency to the higher side of PDI – i.e. a society that believes hierarchy should be 

respected and inequalities amongst people are acceptable.  The different distribution of 

power justifies the fact that power holders have more benefits than the less powerful in 

society. In Greece it is important to show respect to the elderly (and children take care for 

their elderly parents). In companies there is one boss who takes complete responsibility. 

One should never forget that in the mind of a Greek all other cultures in the Western 

world inherited something from the ancient Greek culture. Status symbols of power are 

very important in order to indicate social position and ―communicate‖ the respect that 

could be shown; 
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Figure 78 Greek culture under Hofstede 6-D Model 

 
Source: Hofstede Center 

- Individualism - At a score of 35 Greece is a collectivist culture, ―we‖ defined, 

which  means that in this country people from birth onwards are integrated into the 

strong, cohesive in-group (especially represented by the extended family; including 

uncles, aunts, grandparents and cousins) which continues protecting its members in 

exchange for loyalty. This is an important aspect in the working environment too, where 

for instance an older and powerful member of a family is expected to ―help‖ a younger 

nephew to be hired for a job in his own company. From an Individualistic culture this 

could be perceived as nepotism (= negative perception) but in collectivistic societies is a 

normal behavior. In business it is important to build up trustworthy and long lasting 

relationships: a meeting usually starts with general conversations in order to get to know 

each other before doing business; 

- Masculinity – At 57 Greece is a medium ranking Masculine society – success oriented 

and driven. Men consider it a personal honor to take care for their family. In 

Collectivistic and Masculine cultures the success of a member of a family gives social 

value to the whole in-group; when meeting a new person  a foreigner should not be 

surprised by Greeks speaking of the important and successful people they knows in town. 

Aristoteles Onassis, the Greek tycoon, well known all over the world, was and still is an 

example of a successful Greek whose status symbols speak of the excellent achievements 

in a Masculine society 

- Uncertainty avoidance - At 100 Greece has the highest score on Uncertainty Avoidance 

which means that as a nation Greeks are not at all comfortable in ambiguous situations: 

the unforeseen is always there ready to ―lay an ambush‖. The ―sword of Damocles‖, 

impending over the head of all of us, can illustrate this anxious and stressing feeling 

about life. In Greece, as in all high Uncertainty Avoidance societies, bureaucracy, laws 

and rules are very important to make the world a safer place to live in. Greeks need to 

have good and relaxing moments in their everyday life, chatting with colleagues, 

enjoying a long meal or dancing with guests and friends. Due to their high score in this 



BULGARIA - SERBIA IPA CROSS-BORDER 
PROGRAMME 

 

143 
 

dimension Greeks are very passionate and demonstrative people: emotions are easily 

shown in their body language. The Greek myth about the ―birth‖ of the world tells us a 

lot about high Uncertainty Avoidance: at the very beginning there was only Chaos but 

then Cronos (Time) came in to organize life and make it easier to manage 

- Pragmatism - Greece has an intermediate score of 45 on this dimension 

- Indulgence - Greece has an intermediate score of 50 on this dimension, so no clear 

preference between indulgence and restraint can be established 

Poland 

Figure 79 Polish culture under Hofstede 6-D Model 

 
Source: Hofstede Center 

- Power distance - At a score of 68, Poland is a hierarchical society. This means that people 

accept a hierarchical order in which everybody has a place and which needs no further 

justification. Hierarchy in an organization is seen as reflecting inherent inequalities, 

centralization is popular, subordinates expect to be told what to do and the ideal boss is a 

benevolent autocrat; 

- Individualism - Poland, with a score of 60 is an Individualistic society. This means there 

is a high preference for a loosely-knit social framework in which individuals are expected 

to take care of themselves and their immediate families only. In individualistic societies 

offence causes guilt and a loss of self-esteem, the employer/employee relationship is a 

contract based on mutual advantage, hiring and promotion decisions are supposed to be 

based on merit only, management is the management of individuals. The Polish culture 

houses a ―contradiction‖: although highly individualistic, the Polish need a hierarchy. 

This combination (high score on power distance and high score on Individualism) creates 

a specific ―tension‖ in this culture, which makes the relationship so delicate but intense 

and fruitful once you manage it. Therefore, the manager is advised to establish a second 

―level‖ of communication, having a personal contact with everybody in the structure, 

allowing to give the impression that ―everybody is important‖ in the organization, 

although unequal; 
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- Masculinity – Poland scores 64 on this dimension and is thus a masculine society. In 

masculine countries people ―live in order to work‖, managers are expected to be decisive 

and assertive, the emphasis is on equity, competition and performance and conflicts are 

resolved by fighting them out 

- Uncertainty avoidance - Poland scores 93 on this dimension and thus has a very high 

preference for avoiding uncertainty. Countries exhibiting high uncertainty avoidance 

maintain rigid codes of belief and behavior and are intolerant of unorthodox behavior and 

ideas. In these cultures there is an emotional need for rules (even if the rules never seem 

to work) time is money, people have an inner urge to be busy and work hard, precision 

and punctuality are the norm, innovation may be resisted, security is an important 

element in individual motivation 

- Pragmatism - Poland's low score of 38 in this dimension means that it is more normative 

than pragmatic. People in such societies have a strong concern with establishing the 

absolute Truth; they are normative in their thinking. They exhibit great respect for 

traditions, a relatively small propensity to save for the future, and a focus on achieving 

quick results 

- Indulgence - With a low score of 29, Polish culture is one of restraint. Societies with a 

low score in this dimension have a tendency to cynicism and pessimism. Also, in contrast 

to indulgent societies, restrained societies do not put much emphasis on leisure time and 

control the gratification of their desires. People with this orientation have the perception 

that their actions are restrained by social norms and feel that indulging themselves is 

somewhat wrong. 

Netherlands 

Figure 80 Netherlands’ culture under Hofstede 6-D Model 

 
Source: Hofstede Center 
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- Power distance - The Netherlands scores low on this dimension (score of 38) which 

means that the following characterizes the Dutch style: Being independent, hierarchy for 

convenience only, equal rights, superiors accessible, coaching leader, management 

facilitates and empowers. Power is decentralized and managers count on the experience 

of their team members. Employees expect to be consulted. Control is disliked and attitude 

towards managers are informal and on first name basis. Communication is direct and 

participative; 

- Individualism - The Netherlands, with the very high score of 80 is an Individualistic 

society. This means there is a high preference for a loosely-knit social framework in 

which individuals are expected to take care of themselves and their immediate families 

only. In individualistic societies offence causes guilt and a loss of self-esteem, the 

employer/employee relationship is a contract based on mutual advantage, hiring and 

promotion decisions are supposed to be based on merit only, management is the 

management of individuals; 

- Masculinity – The Netherlands scores 14 on this dimension and is therefore a feminine 

society. In feminine countries it is important to keep the life/work balance and you make 

sure that all are included. An effective manager is supportive to his/her people, and 

decision making is achieved through involvement. Managers strive for consensus and 

people value equality, solidarity and quality in their working lives. Conflicts are resolved 

by compromise and negotiation and Dutch are known for their long discussions until 

consensus has been reached 

- Uncertainty avoidance - The Netherlands scores 53 on this dimension and thus exhibits a 

slight preference for avoiding uncertainty. Countries exhibiting high uncertainty 

avoidance maintain rigid codes of belief and behavior and are intolerant of unorthodox 

behavior and ideas. In these cultures there is an emotional need for rules (even if the rules 

never seem to work) time is money, people have an inner urge to be busy and work hard, 

precision and punctuality are the norm, innovation may be resisted, security is an 

important element in individual motivation 

- Pragmatism - The Netherlands receives a high score of 67 in this dimension, which 

means that it has a pragmatic nature. In societies with a pragmatic orientation, people 

believe that truth depends very much on the situation, context and time. They show an 

ability to easily adapt traditions to changed conditions, a strong propensity to save and 

invest, thriftiness and perseverance in achieving results 

- Indulgence - With a high score of 68, the culture of the Netherlands is clearly one of 

indulgence. People in societies classified by a high score in indulgence generally exhibit 

a willingness to realize their impulses and desires with regard to enjoying life and having 

fun. They possess a positive attitude and have a tendency towards optimism. In addition, 

they place a higher degree of importance on leisure time, act as they please and spend 

money as they wish 
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Denmark 

Figure 81 Denmark’s culture under Hofstede 6-D Model 

 
Source: Hofstede Center 

- Power distance - With a score of 18 points Denmark is at the very low end of this 

dimension compared to other countries. This matches perfectly with what many 

foreigners in Denmark express: Danes do not lead, they coach and employee autonomy is 

required. In fact, Denmark ranks highest amongst the EU27 countries in terms of 

employee autonomy. With a very egalitarian mindset the Danes believe in independency, 

equal rights, accessible superiors and that management facilitates and empowers. Power 

is decentralized and managers count on the experience of their team members. Respect 

among the Danes is something which you earn by proving your hands-on expertise. 

Workplaces have a very informal atmosphere with direct and involving communication 

and on a first name basis. Employees expect to be consulted; 

- Individualism - Denmark, with a score of 74 is an Individualistic society. This means 

there is a high preference for a loosely-knit social framework in which individuals are 

expected to take care of themselves and their immediate families only. It is relatively 

easy to start doing business with the Danes. Small talk is kept at a minimum and you do 

not need to create relationships first. Danes are also known for using a very direct form of 

communication; 

- Masculinity – Denmark scores 16 on this dimension and is therefore considered a 

feminine society. In feminine countries it is important to keep the life/work balance and 

you make sure that all are included. An effective manager is supportive to his/her people, 

and decision making is achieved through involvement. Managers strive for consensus and 

people value equality, solidarity and quality in their working lives. Conflicts are resolved 

by compromise and negotiation and Danes are known for their long discussions until 

consensus has been reached. Incentives such as free time and flexible work hours and 

place are favored 

- Uncertainty avoidance - With a score of 23 Denmark scores low on this dimension. This 

means that that Danes do not need a lot of structure and predictability in their work life. 
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Plans can change overnight, new things pop up and the Danes are fine with it. It is a 

natural part of their work life. Curiosity is natural and is encouraged from a very young 

age. This combination of a highly individualistic and curious nation is also the driving 

force for Denmark‘s reputation within innovation and design. What is different is 

attractive! This also emerges throughout the society in both its humor, heavy 

consumerism for new and innovative products and the fast highly creative industries it 

thrives in – advertising, marketing, financial engineering. At the workplace this low score 

on UAI is also reflected in the fact that the Danes tells you if you are in doubt or do not 

know something. It is ok to say ―I do not know‖ and the Danes are comfortable in 

ambiguous situations at the workplace 

- Pragmatism - A low score of 35 indicates that Danish culture is normative. People in such 

societies have a strong concern with establishing the absolute Truth; they are normative 

in their thinking. They exhibit great respect for traditions, a relatively small propensity to 

save for the future, and a focus on achieving quick results 

- Indulgence - Denmark has a high score of 70 in this dimension, meaning that Denmark is 

an indulgent country. People in societies classified by a high score in indulgence 

generally exhibit a willingness to realize their impulses and desires with regard to 

enjoying life and having fun. They possess a positive attitude and have a tendency 

towards optimism. In addition, they place a higher degree of importance on leisure time, 

act as they please and spend money as they wish 

Austria 

Figure 82 Austria’s culture under Hofstede 6-D Model 

 
Source: Hofstede Center 

- Power distance - Austria scores very low on this dimension (score of 11) which means 

that the following characterizes the Austrian style: Being independent, hierarchy for 

convenience only, equal rights, superiors accessible, coaching leader, management 

facilitates and empowers. Power is decentralized and managers count on the experience 

of their team members. Employees expect to be consulted. Control is disliked and attitude 
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towards managers are informal and on first name basis. Communication is direct and 

participative; 

- Individualism - Austria, with a score of 55 is an Individualistic society. This means there 

is a high preference for a loosely-knit social framework in which individuals are expected 

to take care of themselves and their immediate families only. In individualistic societies 

offence causes guilt and a loss of self-esteem, the employer/employee relationship is a 

contract based on mutual advantage, hiring and promotion decisions are supposed to be 

based on merit only, management is the management of individuals; 

- Masculinity – At 79, Austria is a masculine society – highly success oriented and driven. 

In masculine countries, people ―live in order to work‖, managers are expected to be 

decisive, the emphasis is on equity, competition and performance. Conflicts are resolved 

by fighting them out. A clear example of this dimension is seen around election time, 

with ferocious, no-holds barred battles between candidates 

- Uncertainty avoidance - Austria scores 70 on this dimension and thus has a preference for 

avoiding uncertainty. Countries exhibiting high uncertainty avoidance maintain rigid 

codes of belief and behavior and are intolerant of unorthodox behavior and ideas. In these 

cultures there is an emotional need for rules (even if the rules never seem to work) time is 

money, people have an inner urge to be busy and work hard, precision and punctuality 

are the norm, innovation may be resisted, security is an important element in individual 

motivation. Decisions are taken after careful analysis of all available information 

- Pragmatism - The Austrians score 60, making it a pragmatic culture. In societies with a 

pragmatic orientation, people believe that truth depends very much on the situation, 

context and time. They show an ability to easily adapt traditions to changed conditions, a 

strong propensity to save and invest, thriftiness and perseverance in achieving results 

- Indulgence - Austria is an indulgent country with a high score of 63. People in societies 

classified by a high score in indulgence generally exhibit a willingness to realize their 

impulses and desires with regard to enjoying life and having fun. They possess a positive 

attitude and have a tendency towards optimism. In addition, they place a higher degree of 

importance on leisure time, act as they please and spend money as they wish 
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Belgium 

Figure 83 Belgium’s culture under Hofstede 6-D Model 

 
Source: Hofstede Center 

- Power distance - With a score of 65, Belgium scores high on the scale of the PDI. It is 

therefore a society in which inequalities are accepted. Hierarchy is needed if not 

existential; the superiors may have privileges and are often inaccessible. The power is 

centralized in Belgium. It might in the near future not be Brussels anymore but the 

Walloons and Flemish will each have their own point of centralized power from where 

administration, transports, business etc are managed. In management, the attitude towards 

managers is more formal and on family name basis (at least, in the first contact, the 

information flow is hierarchical. The way information is controlled is even associated 

with power, therefore unequally distributed. Control is normal, and even expected, but 

considered as formal and not key for efficiency; 

- Individualism - At 75 Belgium scores very high on the individualistic index. This means 

that the Belgians favor individual and private opinions, taking care of themselves and 

immediate family rather than belonging to a group. In the work environment, the 

relationship with work is contract based, the focus is on the task and autonomy is 

favored. The management is the management of individuals and the recognition of one‗s 

work is expected. People can voice their opinion, but towards power holders a less direct 

style is preferred than amongst peers. The Belgian culture (together with France) houses a 

―contradiction‖: although highly individualistic, the Belgians need a hierarchy. This 

combination (high score on power distance and high score on Individualism) creates a 

specific ―tension‖ in this culture, which makes the relationship so delicate but intense and 

fruitful once you manage it. Therefore, the manager is advised to establish a second 

―level‖ of communication, having a personal contact with everybody in the structure, 
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allowing to give the impression that ―everybody is important‖ in the organization, 

although unequal; 

- Masculinity – With 54 on average, Belgium has an intermediate score on this dimension. 

Balancing in the middle of these dimension contradictions can be found. A 

confrontational, win-lose negotiating style (typical of the US and Anglo countries) will 

not be very effective in Belgium. This could mean that the decision process may be 

slower, as each point of view is considered so that consensus can be achieved. Belgians 

strive towards reaching a compromise, winning a discussion is generally less important 

than achieving mutual agreement. A deeper look into the difference between the Northern 

part of the country (Flemish) and the Southern part (French) shows a difference in the 

Masculinity value. The Flemish is at 43, and the French at 60. This certainly explains 

partly the difficulties the 2 communities experience. The need for the Flemish to ―close 

the circle‖ and ―stay between natives‖ is a necessity to establish consensus, typical for a 

more Feminine culture. The cultural priority for the French-speaking part is the opposite: 

to be part of a ―global Latin culture‖ typically made of ―universal values‖ 

- Uncertainty avoidance - At 94 Belgium has one of the highest scores on the UAI Index. 

Their history of frequently being ruled by others partly explains this score. Certainty is 

often reached through academic work and concepts that can respond for the need of 

detail, context, and background. Teachings and trainings are more inductive. In 

management structure, rules and security are welcome and if lacking, it creates stress. 

Therefore planning is favored, some level of expertise welcome, when change policies on 

the other hand are considered stressful. Both communities North & South share this score 

on the dimension, which makes it very painful when negotiating a new set of rules, called 

a Constitution 

- Pragmatism - With a very high score of 82, Belgium scores as a decidedly pragmatic 

culture. In societies with a pragmatic orientation, people believe that truth depends very 

much on situation, context and time. They show an ability to adapt traditions easily to 

changed conditions, a strong propensity to save and invest, thriftiness, and perseverance 

in achieving results 

- Indulgence - Belgium scores 57 on this dimension, which marks it as Indulgent. People in 

societies classified by a high score in Indulgence generally exhibit a willingness to realize 

their impulses and desires with regard to enjoying life and having fun. They possess a 

positive attitude and have a tendency towards optimism. In addition, they place a higher 

degree of importance on leisure time, act as they please and spend money as they wish 
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Conclusions  

 

As a result of the slow revival of the world economy and the strengthening of the global 

activity the demand as well as the production and export in the five key industries are growing at 

a steady rate from 2009 onward. Noticing the negative balance in the international trade we can 

conclude that there is unsatisfied demand which is constantly growing. That is a positive trend 

for the Bulgarian companies and for those in the Municipality of Montana in particular as there is 

a growing demand for their production and they have the opportunity to gain important market 

shares in the international market if they focus on their comparative (cost) advantages.  

The share of the Bulgarian export in the world export of the five key industries is not 

very high but for the studied period 2008 – 2012 this share is stable and even growing for the 

export of bicycles and other cycles. This is also the product group in which the country has the 

highest share in the world export – 1.2% for 2012. An important contribution for this relatively 

high share is accounted for by the company Cross OOD which is operating in the Municipality of 

Montana and is exporting about 98% of its annual production to Germany, Holland, Austria, 

Switzerland, France, Denmark, Sweden etc. 

As for the share of the Bulgarian export in the world export of the five key industries, the 

total share of the country in the world export is low – only 0.1%. The share of the country‘s 

import in the total world import is also at low levels – 0.2%. These low shares can be explained 

by the small size of the economy of the country and its low purchasing power parity. The 

Bulgarian companies lack the necessary funds for investments, development of their production 

and strengthening of their competitive advantages in order to expand abroad and to increase their 

shares in the international market. Despite the unfavorable economic environment in the country 

the exporting companies are still managing to keep stable the percent of the Bulgarian export 

which is proving their efforts for internationalization. 

All of the top markets to which the Bulgarian companies are exporting their production 

are EU member states (except for Russian in the export of machinery). Being EU markets that 

makes those countries administratively close to Bulgaria and facilitates the export conditions and 

requirements. These are also countries that are geographically and culturally close to our country 

which further explains their top ranking in the export. These close relations help the Bulgarian 

companies and especially those from the Municipality of Montana to build on their cost 

advantages by lowering their expenses on transport, negotiation, payments of custom duties and 

other taxes for import, administrative costs etc. Nevertheless it should be noticed that the 

Bulgarian export is depending too much on single markets, for some of the products there are 

markets with shares higher than 40%. It is advisable that the exporting companies try and 

diversify their markets and clients so that they are not dependent on the development and 

fluctuations on a single market. 
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The main international competitors in the top importing markets are both countries 

offering low cost products and such offering high quality expensive products. All of these 

competitors have long-term experience in the production and marketing of the production of the 

key industries and have good reputation on the international market. In order to gain more 

market share the Bulgarian companies should enhance their cost advantages and at the same time 

maintain good product quality. The fact that they can benefit from the opportunities for free trade 

in the EU should be key for their international expansion. 

The presented dimensions of the target markets in accordance to the CAGE distance 

framework show that the chosen markets are relatively close to the Bulgarian market with some 

of them being more culturally, economically and geographically close (Serbia, Romania, Greece) 

and others being more administratively close thanks to the positive effects of the participation of 

all the countries in the free market of the EU. In that matter the studied potential export markets 

offer favorable conditions for the further development of the trade between them and the 

Bulgarian companies from the identified key sectors in the Municipality of Montana. Looking at 

each one of the specific key sectors the identified target markets based on the established trade so 

far for the production of these sectors and the distance dimensions of the CAGE framework are 

as follows:  

Table 66 Identified target markets for the key sectors in the Municipality of Montana 

Industry Target markets 

Machinery Germany, Romania, Russia, Italy, France, 

Serbia, Czech Republic, Slovakia, Hungary 

Electrical and electronic equipment Germany, France, Italy, Turkey, Greece, 

Romania, Czech Republic, Poland, Serbia 

Food and beverages Greece, Romania, Germany, Serbia, Italy, 

Poland, Austria, France 

Bicycles and other cycles Germany, France, Belgium, Greece, 

Netherlands, Denmark, Italy, Poland, Romania, 

Turkey 

Apparel, clothing and shoes Italy, Germany, France, Greece, Serbia, 

Turkey, Romania, Italy 
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