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1. REPORT OVERVIEW 

 Research aim and scope 

The aim of the research was to conduct a study of existing and potential new export markets for Moldovan SMEs and 

appropriate instruments that can be used effectively by MIEPO to increase and enhance Moldova’s exports. The main 

focus of the research was the development of an export strategy that can be implemented by MIEPO through a two-year 

Action Plan, and will therefore generate results and impact to the Moldovan economy in general, and SMEs in particular. 

Since the defined scope of the study is very broad, the report analysis is focused at industry level and outlines a strategy 

for each of the main export-orientated industries. A set industry strategy ensures that all the entities involved have a 

common agenda as well as an understanding of the overall direction where specific projects and activities should be 

focused. 

 

Please note that industry level strategy cannot be generalized simply for all industry sub-sectors as there are significant 

differences between every product in every market. Hence, for anyone interested in more detailed segment, it would be 

necessary to conduct a much more focused research on the situation of a particular product in a specific market of 

interest. 

 Methodology 

The consultant team acquired information through both primary and secondary source examination.  

Data analysis forms a major part of the research and comes from various sources, the main being UN Comtrade 

database. UN Comtrade was chosen because it offers the largest international trade data pool for public access online. 

SHARED AGENDA AND COMMON UNDERSTANDING OF THE MAIN 

GOALS  BETWEEN ALL STAKEHOLDERS 

MOLDOVA EXPORT STRATEGY DEVELOPMENT 

(1) PRIORITY EXPORT 

SECTORS & TARGET MARKETS 

(2) PRIORITY INSTRUMENTS & 

DELIVERY MECHANISMS  

MIEPO ASSOCATIONS &DONORS SMEs 

INCREASED POTENTIAL FOR EXPORT AND ENHANCEMENT & FDI ATTRACTION 

Figure 1. Research aim and expected result 
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Even though the original source for UN Comtrade with regard to Moldovan international trade is the National Bureau of 

Statistics of the Republic of Moldova (NBSRM), NBSRM does not offer as much information for public access (e.g. re-

export data) and also does not provide data on Moldava’s export structure in more detail than 2-digit HS (Harmonized 

Statistics) codes; however, for this research 4- and 8-digit codes were required. The research mostly focuses on the most 

recent data available, i.e. either 2012 or 2013, and assumes that these years present an accurate picture of Moldova’s 

exports. The only factor that might have affected the data is the Russian embargo imposed on Moldovan spirits and 

wines, which was imposed in September 2013. Hence, the exports of spirits and wines during 2013 Q4 might be lower 

than expected. More significant deviations are expected in 2014 due to the Russian embargo, requiring Moldovan 

producers to search more actively for other export markets. 

However it should be noted that all Moldova’s trade data excludes information on the separatist region Transniestria, as 

NBSRM does not collect information on this region. In addition, the Transniestria regional statistics database is not 

detailed enough to provide the necessary data about their export structure or re-export amount. Only information on total 

export amount and partner countries is available. Following research on previous practices in relation to the statistical 

analysis of Moldovan exports, it was concluded that other organisations such as USAID and the European Commission 

(DG Trade) have also relied only on data provided by UN Comtrade. Therefore, due to the unavailability of data, 

Moldova’s export industries were analysed without information on Transniestria. Moreover, as the focus of this particular 

report is the development of MIEPO’s action plan and MIEPO’s current activities are almost solely directed towards 

companies outside Transniestria, the separatist region was excluded from the analysis.   

In addition to statistical analysis, the report also examined existing industry reviews and analyses, the two most important 

being “Moldova economic sector analysis: final report” by USAID  (2010), which offered an evaluation of the Textile, ICT, 

and Wine sectors, and the United Nations Conference on Trade and Development  report “Investment policy review. 

Republic of Moldova”, which provided valuable insights on the investment environment in Moldova. 

Significant attention was also paid to primary source information. During visits to Moldova the consultant team conducted 

individual and group interviews and received recommendations from state institutions, international donors, business 

associations and individual companies – altogether 51 different entities (Annex 3). Furthermore, with CCI MDs’ assistance 

60 companies completed a printed questionnaire form (Annex 2) about their current export situation and assistance 

needs.  

The information obtained from these quantitative and qualitative sources was analysed throughout the whole research 

process and allowed the consultant team to develop recommendations for MIEPO. An overview of the step-by-step 

process is provided in Error! Not a valid bookmark self-reference. and more detailed methodology overviews 

are also included further in the report.  

Table 1. Report process summary 

Section Approach Methodology overview 

Export orientated 

industry determination 

Domestic export data 

analysis 

Domestic export was determined to be the most relevant statistical indicator 

for industry prioritisation, as for local production analysis it is important not 

to include re-export. Domestic exports are defined as exports of 

‘commodities grown, produced or manufactured’ in a country ‘including 
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commodities imported from foreign countries that have been significantly 

changed or enhanced in value’1. 

Industry analysis Data analysis, existing 

report examination, 

interviews with industry 

representatives 

After determining the 5 industries which contributes substantially to the 

exports and has growth potential, the focus was shifted towards closer 

industry examination. This was achieved by combining several previous 

industry assessment reports with the interviews conducted with industry. 

This made it possible to evaluate whether export enhancement or 

investment attraction activities are more relevant for each particular industry. 

Current exporters 

assessment 

Website analysis, 

questionnaires, 

interviews with 

companies 

The next phase of the research involved the assessment of current 

exporters, which was conducted to evaluate their export maturity. This was 

based on a framework of 6 dimensions, namely Export Product, Export Skills 

& Human Resources, Market Knowledge & Plan, B2B Marketing Tools, 

Export Sales Activities and Export Budget. This was used to determine any 

internal obstacles hindering Moldovan companies’ exports.  

Export and investment 

attraction market 

prioritization  

Data analysis, 

Comparison of 60 

potential markets 

After examining current status of industries, it was necessary to prioritise the 

export markets that MIEPO and the industry representatives should target 

first. The process began with the selection of the 3 markets with the most 

potential for 2015-2016: Europe, the CIS and the Middle East. All the 

countries from the regions were assessed based on several criteria and 

ranked according to the points received. 

Devising 

recommendations for 

MIEPO 

Information synthesis By analysing all the information acquired in the research process, the 

activities to tackle the current problems with Moldovan exporters were 

identified. The activities grouped into 5 categories, each for a different 

problem aspect. Moreover, several suggestions for improving MIEPO’s 

internal organisation were also included in the report. 

 Report Summary 

The  research determined that the most export orientated industries in Moldova are Agricultural products, Processed food 

and beverages, Textiles and apparel, and Manufacturing of mechanical and electronic products. These industries 

together account for more than three quarters of Moldova’s total domestic exports and, therefore, should be the main 

focus of MIEPO’s assistance in 2015-2016. In addition, IT and Business Process Outsourcing was determined to be the 

services export industry with the most potential due to high growth records and support received by international donors, 

and was also included among the MIEPO’s priority industries. For more information see Section 2: Current Export 

Overview. 

A more in-depth analysis of the 5 industries revealed that each industry requires a slightly different development strategy. 

It was determined that the Agricultural products and the Textile and apparel industries would benefit the most from 

MIEPO’s export-related assistance, such as partner attraction and trade mission organisation, whereas for the 

Manufacturing of electronic and mechanical products and the IT & BPO sector the attraction of foreign investment should 

                                                           
1 International Trade Administration U.S. Department of Commerce (2013). Trade Data Basics. Accessed (5th Sept 2014): 

http://www.trade.gov/mas/ian/referenceinfo/tg_ian_001872.asp#P10_1864 

http://www.trade.gov/
http://www.trade.gov/mas/ian/referenceinfo/tg_ian_001872.asp#P10_1864
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be prioritised. Activities for the Processed food sector should combine both export assistance and investment attraction. 

See Section 3: Prioritizing Export and Investment-orientated Industries for more information. 

Throughout the research several obstacles were identified that hinder exports and FDI attraction. From the point of view 

of international trade, Moldova was put in a very inconvenient position in 2014, with Russia’s imposing of an embargo 

and duty rates on several products and EU borders still not entirely open for Moldovan products. Many Moldovan 

companies were reliant on the Russian market and unable rapidly to re-orientate their produce to other markets, with 

apple and grape producers, and canned fruit & vegetable manufacturers being the worse affected. Therefore, this report 

also includes export market prioritisation data with the countries from the three closest regions – Europe, the CIS and 

the Middle East –analysed as potential destinations for export or FDI attraction. As a result, the top markets for each of 

the 5 industries were determined. See Section 5: Export and Investment Attraction Market Prioritisation for more 

information. The prioritised markets should also be those towards which MIEPO directs its support activities. 

To determine what internal factors are delaying Moldovan exporter success, an exporters’ assessment was conducted. 

The assessment was based on interviews with companies, written questionnaires and company website examination. 

This revealed that several Moldovan companies firstly require education and training in international marketing standards 

and export sales, and secondly are in need of market research and export strategy development assistance. For more 

information see Section 7: Exporters Assessment. 

The report also looked at the currently available internationalisation support for Moldovan companies and suggested 

options for how MIEPO can enhance the efficiency of this support with a more proactive approach. It was discovered that 

even though MIEPO’s annual budget for 2014 is below USD 300 000, there is significant donor funding accessible for 

internationalisation-related and SME enhancement. Therefore, by advising and coordinating donor support strategically 

and to the fields most in need, it will be possible to increase MIEPO funding greatly by attracting external sources and 

implementing programmes. For more information see Section 6: Current Internationalisation Support. 

The last section of the report deals with MIEPO’s strategic profile and paves the way for the development of Action Plan 

2015-2016. See Section 7: Support Instruments and Delivery Mechanisms with the Highest Potential for information 

about MIEPO’s client categorisation, suggested activity overview, internal organisation and budget plan. Action Plan 

2015 – 2016 indicates five main tasks that need to be achieved across fields of export promotion, investment attraction, 

SME enhancement and export manager development, as well as Moldovan economy brand development. The total 

Action Plan budget is estimated to be 2.5 million USD for a two-year period. To implement the tasks of the Action Plan 

and make an impact on the Moldovan economy, MIEPO would need to have a team of 20 specialists. The main sources 

of financing to cover Action Plan activities would come from the DCFTA budget support of European Commission and 

the State budget of the Ministry of Economy of Moldova. 

 Recommendations regarding MIEPO’s future development 

Even though the primary objective of this project is covered by the Recommendation Report and Interim Action Plan, the 

consultant team would like to provide additional recommendations addressing the further development of MIEPO, taking 

into account real-time circumstances. 
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Considering the country’s acute need for export market diversification and investment attraction, it is strongly 

recommended to allow MIEPO to develop within the planned course of action and proceed with the 

implementation of the action plan. 

Firstly, at present there is no other organisation in the market with the specific expertise on export facilitation that 

could provide Moldovan exporters with the quality required and results expected. Secondly, a merger with another 

organisation or termination of MIEPO as such would not provide immediate results or save resources; on the contrary, it 

would require additional time, even more considering the current post-election situation and the lack of clear and detailed 

guidelines of the organisational establishment. It would also jeopardise the commitment and the credit already 

received from the private sector and extend the gap of mistrust that would once more lead towards weak levels of 

collaboration. 

We therefore suggest strengthening MIEPO with human and financial resources, and to empower the implementation 

of the Action Plan. Moreover, the bureaucratic burden should be reduced to a minimum to enable the efficient use of the 

already-limited key resources and operational freedom in the frame of export and investment attraction. It should also be 

noted that the remuneration system of MIEPO personnel would require adjustment to remain market-competitive in order 

to attract and retain experienced advisors who can deliver a quality service to exporters and investors, and more 

importantly achieve the desired impact on the Moldovan economy. MIEPO’s role is both strategic and operational; thus 

people with different competences, experience and skills need to be attracted. 

It is also strongly suggested that a Head of Operations position be created. At this stage of MIEPO’s development, 

there is a need for a professional with expertise in export promotion and trade facilitation within various sectors. This role 

would involve overseeing the implementation of the designed Interim Action Plan (IAP), delegating the tasks as per 

capacity and resource availability, and supporting the export advisors with the necessary operational advice. The creation 

of such a position would provide an immediate boost to the operations and deliver tangible results as expected by the 

supervising authorities, as well as enhancing structure and task delegation within the organisation. 

In order to achieve maximum efficiency with the available resources it is envisaged that MIEPO be the informational 

hub and the core organisation that provides in-depth segmentation of the companies, sectors and activities related to 

export and investments. Therefore, close and mutual collaboration with local organisations would provide further 

dissemination of the export strategy. In this regard it is crucial to establish a mandatory framework of collaboration as 

currently this link is rather weak. 

In the framework of the export activity plan, the current MIEPO export executives have already accumulated market 

knowledge on companies within the export industries by using the variables indicated by the consulting team. The data 

collected will be used for CRM at a later stage and serve as an indicative instrument also for other stakeholders, as it 

provides an objective review and positive discrimination of export-ready companies in contrast to those who still 

require additional training. During the data collection the executives have also established a collaborative framework 

and obtained private sector loyalty and overall understanding that MIEPO is the organisation to provide quality 

representation and targeted support. For the sake of clear understanding at all levels, it is crucial not to send mixed 

messages to the market and keep a clear separation between the services provided by each organisation. 
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To conclude, the team of consultants has gained trust and confidence in the existing MIEPO management, and 

believe that by further strengthening MIEPO and empowering the implementation of the Action Plan, and monitoring the 

implementation and results achieved, MIEPO can earn a reputation as an impact and result generating organization for 

the Moldovan economy and develop into a sustainable organisation. 

. 
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2. RECENT HISTORICAL TRENDS IN MOLDOVAN EXPORTS 

The recent historical developments serve as a basis for this research, as with Moldova signing Association Agreement 

with the EU the two actors have entered a new stage of trade relations. This section will provide a short overview of the 

recent historical trends in Moldovan exports, and illuminate aspects to be further discussed in detail further in the report.  

 Exports and trade balance 

If one looks back at the changes of Moldovan exports and trade balance throughout the last 10 years, it is possible to 

see that over 2003-2013 Moldova’ s imports have been growing at a much faster pace than exports. Since 2003 

Moldova’s exports have grown from USD 790 million to USD 2 428 million in 2013, thus exhibiting a threefold growth; 

whereas imports  have increased fourfold – from USD 1 402 million in 2003 to USD 5 492 million in 2013. The current 

compound annual growth rate (CAGR) for Moldova’s exports is 11%, whereas for imports -13%, which also implies that 

Moldova’s trade balance has been increasingly negative. If in 2003, the trade balance was USD - 612 million, whereas 

now it has reached USD -3 064 million with a negative compound annual growth rate of -16%  

However, despite the negative trade balance, it still should be pointed out that the Moldovan exports are increasing over 

the years. Slight decrease in exports is only visible in year 2006, which can be explained by Russia imposed embargo 

on Moldovan wines, and in 2009, which corresponds with the onset of global financial crisis.  

Figure 2. Moldova import and export changes 2003-2013, mln USD 

 

 Top markets 

Table 2 demonstrates Moldova’s main export markets in 2003, 2008 and 2013 and distinguishes between total export 

and domestic exports. Domestic exports are defined exports of ‘commodities grown, produced or manufactured’ in a 

country ‘including commodities imported from foreign countries that have been significantly changed or enhanced in 
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value’.2. In order to obtain Moldova’s domestic export data United Nations Comtrade3 export and re-export statistical data 

was used. Re-export is defined as export of ‘commodities of foreign origin that have entered a country but are "re-

exported" in substantially the same condition as when imported’4, and must be subtracted from the total export amount 

to obtain domestic export data. 

If we look at the changes of export market destinations throughout these years, it is possible to observe a decline in 

export share to Russia. The trend is the most visible from domestic exports perspective, as the share of domestic export 

to Russia has fallen from 40% in 2003 to 14% from 2013. This in general is a favourable tendency as it indicates a 

diversification of markets and reduction in Moldova’s dependency on a single export partner. Domestic exports to 

Romania have increased from 11% in 2003 to 19% in 2013. Other countries do not show any stable upwards or 

downwards tendencies. 

Table 2. Moldova’s top 10 export markets in 2003, 2008, 2013, % 

Main export markets Main domestic export markets 

2003 2008 2013 2003 2008 2013 

Russia (39%) Romania (21%) Russia (26%) Russia (40%) Russia (22%) Romania (19%) 

Romania (11%) Russia (20%) Romania (17%) Romania (11%) Romania (15%) Russia (14%) 

Italy (10%) Italy (10%) Italy (8%) Italy (10%) Ukraine (11%) Ukraine (7%) 

Germany (7%) Ukraine (9%) Ukraine (6%) Germany (7%) Belarus (9%) Italy (7%) 

Ukraine (7%) Belarus (9%) Turkey (5%) Ukraine (7%) Poland (4%) Turkey (6%) 

Belarus (5%) Germany (4%) Germany (5%) Belarus (5%) Italy (4%) Germany (6%) 

USA (4%) Poland (4%) UK (4%)  USA (4%) Switzerland (4%) Belarus (5%) 

Austria (1%) UK (3%) Belarus (4%) Austria (1%) Germany (3%) Poland (5%) 

France (1%) Kazakhstan (3%) Poland (4%) Kazakhstan (1%) Kazakhstan (3%) UK (4%) 

 

 Key factors affecting Moldova’s exports 

The key factor affecting Moldova’s exports over 2003-2013 has been the increasing geopolitical struggle between the 

EU on one side and Russian Federation on the other. Moldova’s moves towards the EU have been reprimanded by 

Russia through imposition of several trade embargoes based on accusations of unsuitable sanitary standards; however 

Moldova’s set course towards Europe has been welcomed by the EU and has resulted in signing Association Agreement 

in the summer of 2014, to which Russia responded with trade bans on some of the most important Moldova’s export 

products. However, Russia’s trade sanctions date much further back than this year. Already in 2006 Russia imposed an 

embargo on Moldovan and Georgian wines due to alleged concerns over heavy metal and pesticide presence in both 

countries’ wine products. As can be seen in Figure 3, the Moldova’s wine export has still not reached pre-2006 levels. 

                                                           
2 International Trade Administration U.S. Department of Commerce (2013). Trade Data Basics. Accessed (5th Sept 2014): 
http://www.trade.gov/mas/ian/referenceinfo/tg_ian_001872.asp#P10_1864 
3 All trade related data here and further has been taken from UN Comtrade database. Accessed (15th Sept 2014): http://comtrade.un.org/data/ 
4 International Trade Administration U.S. Department of Commerce (2013). Trade Data Basics. Accessed (5th Sept 2014): 
http://www.trade.gov/mas/ian/referenceinfo/tg_ian_001872.asp#P10_1864 

http://www.trade.gov/
http://www.trade.gov/mas/ian/referenceinfo/tg_ian_001872.asp#P10_1864
http://comtrade.un.org/data/
http://www.trade.gov/
http://www.trade.gov/mas/ian/referenceinfo/tg_ian_001872.asp#P10_1864
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During 2006-2007 more than 100 wineries went bankrupt, and the current export figure implies that very few have been 

opened since.5 The lowest export point was reached in 2007 and only marginal increase is visible: the overall growth 

during 2007-2013 is 40%, and CAGR is 5%. A strong further increase in unlikely as in September 2013 Russia again 

imposed ban on Moldovan wines and spirits. Moreover, in the summer of 2014 additional sanctions were imposed 

affecting Moldova’s fresh and canned fruit and vegetable exporters. More information about the impact of these sanctions 

and consequences is available in section “Implications from Russian embargo” (p.30). However, at the same time the 

autonomous trade preferences granted by the EU in 2008 and Association Agreement signed in 2014 has given Moldovan 

exporters much wider access to the European market. Export duties for industrial products were already removed in 

2008, allowing easier inflow of European FDI, and duty-free quotas for agricultural products and processed foods 

awarded in the same year and extended in 2014. The Association Agreement has been discussed in more detail in 

Section “Bilateral agreements” (p. 22). 

In addition to the external factors, this report has also attempted to identify and analyse the main internal factors affecting 

Moldova’s exports. This has been attempted through interviews with representatives from Moldova’s state institutions, 

donor organisations, association representatives and companies as well as through and exporters’ survey. For more 

information about this, please see sections: “Prioritizing export orientated industries” (p. 34), “Exporters’ assessment” (p. 

62) and “Current internationalization support” (p. 84)  

  

                                                           
5Financial Times (2014). Moldovan winemakers struggle as Russia vies with EU for influence. Accessed (4th Dec 2014): 
http://www.ft.com/intl/cms/s/0/53393338-bef0-11e3-8683-00144feabdc0.html#axzz3KvQA7ZSr 
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3. CURRENT EXPORT OVERVIEW 

 Export-orientated industries 

i. Moldova domestic exports 

In order to determine the country’s main export-orientated industries, it was decided to focus on analysis of domestic 

export data. As the focus of this report is on the development of MIEPO’s action plan to increase local producer export 

capabilities, domestic exports were determined to be the most relevant statistical indicators. 

As visible in Table 1, there are significant differences between looking at industries from total exports perspective and 

that of domestic exports, as re-export amount in some industries make up more than 80% of the total exports, e.g., 

Products of the chemical or allied industries (85%), Vehicles, aircraft, vessels and associated transport equipment (89%). 

The smallest re-export share was observed in Live Animals and Animal Products (0,16%) and Animal or vegetable fats 

and oils (1,01%) categories. 

The 4 largest industries, however, remain unchanged, only with their consecutive sequence slightly altered - Textiles and 

apparel fell from 3rd to 4th place. In these 4 industries, the smallest re-export amount is registered for Processed food and 

beverages (7%), followed by Agricultural products (10%). Machinery and mechanical appliances re-export share is 33%, 

whereas for Textiles and apparel category it is almost the double – 61%. 

Table 3. Moldova total and domestic exports by industry, 2013, USD 

Commodity sections Total export Share Commodity sections 
Domestic 
export 

Share 

Agricultural products 507 045 566 20,9% Agricultural products  457 205 033 28,2% 

Processed food and beverages 427 293 466 17,6% Processed food and beverages  397 798 176 24,6% 

Textiles and apparel  330 498 981 13,6% 
Machinery and mechanical 
appliances  

212 318 217 13,1% 

Machinery and mechanical 
appliances 

315 944 276 13,0% Textiles and apparel  130 064 975 8,0% 

Products of the chemical or allied 
industries 

167 901 437 6,9% 
Base metals and articles of base 
metal  

69 283 100 4,3% 

Base metals and articles of base 
metal 

123 293 084 5,1% 
Miscellaneous manufactured 
articles  

66 960 020 4,1% 

Miscellaneous manufactured 
articles 

118 924 954 4,9% 
Construction materials, glass and 
glassware  

53 093 982 3,3% 

Plastics and articles thereof; rubber 
and articles thereof 

62 664 304 2,6% Animal or vegetable fats and oils  43 595 616 2,7% 

Construction materials; glass and 
glassware 

58 126 776 2,4% Live Animals and Animal Products 37 106 616 2,3% 

Vehicles, aircraft, vessels and 
associated transport equipment 

46 815 911 1,9% Measuring devices 36 206 682 2,2% 

Animal or vegetable fats and oils 44 039 962 1,8% 
Products of the chemical or allied 
industries  

24 585 523 1,5% 
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Mineral Products  41 699 733 1,7% 
Raw hides and skins, leather, 
furskins and articles thereof  

20 029 259 1,2% 

Measuring devices 41 190 122 1,7% 
Plastics and articles thereof; rubber 
and articles thereof  

18 343 501 1,1% 

Live Animals and Animal Products 37 166 488 1,5% Mineral Products  17 866 048 1,1% 

Footwear, headgear, umbrellas, 
sun umbrellas, walking-sticks, seat-
sticks, whips, riding-crops and parts 
thereof 

36 078 087 1,5% 

Footwear, headgear, umbrellas, 
sun umbrellas, walking-sticks, seat-
sticks, whips, riding-crops and parts 
thereof  

15 997 789 1,0% 

Raw hides and skins, leather, 
furskins and articles thereof 

33 418 105 1,4% 
Pulp of wood or of other fibrous 
cellulosic material  

9 692 581 0,6% 

Pulp of wood or of other fibrous 
cellulosic material 

25 604 248 1,1% 
Vehicles, aircraft, vessels and 
associated transport equipment  

5 183 725 0,3% 

Wood and articles of wood 9 485 264 0,4% Wood and articles of wood  3 728 565 0,2% 

Natural or cultured pearls, precious 
or semi-precious stones, precious 
metals 

1 099 344 0,0% 
Natural or cultured pearls, precious 
or semi-precious stones, precious 
metals 

760 687 0,0% 

Works of art, collectors' pieces and 
antiques 

3815 0,0% 
Works of art, collectors' pieces and 
antiques  

3815 0,0% 

ii. Main industries 

After analyzing the domestic export data, it can be concluded that the largest export-orientated industries are as follows: 

 Agricultural products – 28,23%; 

 Processed food and beverages- 24,56%; 

 Manufacturing of electronic and mechanical products6, including: 

- Machinery and mechanical, electronic appliances – 13,11%, 

- Measuring, checking, precision, medical or surgical instruments and apparatus – 2,24%,  

- Vehicles, aircraft, vessels and associated transport equipment – 0,32%; 

 Textiles and apparel – 8,03%. 

These industries altogether account for 76,49% of Moldova’s total domestic exports. The top 4 are followed by category 

‘Base metals and articles of base metal’ that constitutes 4,28% of total domestic exports and ‘Miscellaneous 

manufactured articles’ (main export product – seats) that constitutes another 4,13%. 

Even though not all of these industries show stable upwards tendencies on a year-on-year basis (See Table 4), all have 

grown in between 2010-2013. During this period Agricultural product export show unstable results and fluctuations, 

showing the highest export results in 2011 and 2013, but a significant fall back in 2012. Processed food exports 

compound annual growth rate (CAGR) is 6% with a stable year on year increase throughout 2010-2012 and a slight 

reduction in 2013. The combined Manufacturing of electronic and mechanical products domestic exports show steady 

                                                           
6 For research purposes it was decided to combine all electric and mechanical device manufacturing, i.e., sections ‘Machinery and mechanical equipment’, 
‘Optical, photographic, cinematographic, measuring, checking, precision, medical or surgical instruments and apparatus’ and ‘Vehicles, aircraft, vessels and 
associated transport equipment’. 
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increase in 2 sections: Machinery and mechanical appliances category with CAGR - 55%, and Measuring devices CAGR 

- 32%. The third and smallest combined Manufacturing of electronic and mechanical products category – Vehicles and 

associated equipment grew during 2010-2011, however, during 2012-2013 show a downwards tendency. Last but not 

least, Textiles and apparel domestic exports also show high CAGR of 45% and during 2010-2013 exhibit a stable upwards 

tendency. For more detailed industry description, see Section “Export Industries in Focus”. 

Table 4. Moldova domestic export changes 2010-2013, USD 

No. Commodity sections 2010 2011 2012 2013 
Share 
(2013) 

CAGR 

1 Agricultural products 286981137 410504188 299884332 457205033 28,23% 12% 

2 
Processed food and 
beverages 

314188572 326345861 418746907 397798176 24,56% 6% 

3 
Machinery and mechanical, 
electrical appliances 

37164211 48311000 278610742 212318217 13,11% 55% 

4 Textiles and apparel  29088002 37768547 118903822 130064975 8,03% 45% 

5 
Base metals and articles of 
base metal 

43728279 75438034 73317364 69283100 4,28% 12% 

6 
Miscellaneous manufactured 
articles 

13733844 16700153 108207674 66960020 4,13% 49% 

7 
Construction materials, glass 
and glassware 

34408876 40254159 37776652 53093982 3,28% 11% 

8 
Animal or vegetable fats and 
oils 

47316412 77368178 89476016 43595616 2,69% -2% 

9 
Live animals & Animal 
products 

26937504 38011128 37810833 37106616 2,29% 8% 

10 Measuring devices 11795267 21153296 33158407 36206682 2,24% 32% 

11 
Products of the chemical or 
allied industries 

17993417 18148313 18955095 24585523 1,52% 8% 

12 
Raw hides and skins, leather, 
furskins and articles thereof 

22163287 29320972 27235669 20029259 1,24% -2% 

13 
Plastics and articles thereof; 
rubber and articles thereof 

13282185 20406454 17247719 18343501 1,13% 8% 

14 Mineral Products  12528452 21300874 21745649 17866048 1,10% 9% 

15 

Footwear, headgear, 
umbrellas, sun umbrellas, 
walking-sticks, seat-sticks, 
whips, riding-crops and parts 
thereof 

5042165 5590659 13258817 15997789 0,99% 33% 

16 
Pulp of wood or of other 
fibrous cellulosic material 

5379420 7641815 7722598 9692581 0,60% 16% 

17 
Vehicles, aircraft, vessels and 
associated transport 
equipment 

8210539 8915153 63863934 5183725 0,32% -11% 

18 Wood and articles of wood 5172746 6851579 6293247 3728565 0,23% -8% 
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19 
Natural or cultured pearls, 
precious or semi-precious 
stones, precious metals 

273964 4343092 2269257 760687 0,05% 29% 

20 
Works of art, collectors' pieces 
and antiques 

1503 2747 21611 3815 0,00% 26% 

 
 Target markets  

i. Main export markets 

In order to evaluate which are the main export markets for Moldovan producers, Export and Re-export data was analyzed. 

As re-export data is constituted by ‘commodities of foreign origin that have entered a country but are "re-exported" in 

substantially the same condition as when imported’7, the according amount was subtracted from the total exports, in 

order to see where Moldovan producers, rather than merely distributors, export their products. 

As visible in Table 5 and Table 6, the situation between total exports and domestic export data is highly different, as the 

top export partner – Russian Federation is actually only the second largest export destination for Moldovan producers, 

accounting for 14% of the domestic exports. The largest domestic export partner is Romania that receives 19% of 

Moldovan exports. The third and fourth export partner is Ukraine and Italy that account for 7% each. The fifth export 

partner is Turkey (6%), followed by Germany, Belarus, Poland, UK and Switzerland. 

Table 5. Moldova total export vs domestic exports by country, 2013 

Country 
Total export 
(USD) 

 Country 
Domestic export 
(USD) 

Russian Federation 631931519  Romania 311347754 

Romania 411089789  Russian Federation 232280316 

Italy 185195710  Ukraine 118338870 

Ukraine 140385702  Italy 113931350 

Turkey 127149678  Turkey 100345694 

Germany 113120863  Germany 94302383 

United Kingdom 105474632  Belarus 86654706 

Belarus 90316817  Poland 75668884 

Poland 85274176  United Kingdom 68120350 

Switzerland 47800619  Switzerland 45964172 

Kazakhstan 39249571  Kazakhstan 35440660 

France 35476899  New Zealand 32460872 

Bulgaria 32572057  France 28044119 

New Zealand 32460872  Greece 25116277 

Georgia 28045973  Czech Rep. 24557592 

                                                           
7 International Trade Administration U.S. Department of Commerce (2013). Trade Data Basics. Accessed (5th Sept 2014): 
http://www.trade.gov/mas/ian/referenceinfo/tg_ian_001872.asp#P10_1864 

http://www.trade.gov/
http://www.trade.gov/mas/ian/referenceinfo/tg_ian_001872.asp#P10_1864
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Czech Rep. 25643424  USA 24316942 

Greece 25311432  Georgia 22677802 

USA 25269008  Austria 17900885 

Austria 19201802  Hungary 15061179 

Netherlands 15791739  Iraq 12777936 

Hungary 15714512  Bulgaria 12532192 

Lithuania 15263702  Spain 10432825 

Iraq 13154928  Netherlands 8310904 

Spain 10938778  Lithuania 7981311 

Cyprus 8805160  China 5767994 

 
If domestic export changes are examined in detail, it is possible to see that domestic exports to Russian Federation have 

been decreasing over 2010-2013, the average annual reduction being - 3,4%. At the same time, exports to other top 10 

partner countries show an upwards tendency.  

Export to Romania has tripled over 2010-2013, exhibiting a high average annual growth rate of 50,7%. It should also be 

pointed out that only starting from 2012 Romania became the largest domestic export partner and during 2010-2011 it 

was the second largest partner, Russia being the first. The third largest domestic export partner is Ukraine (7%), followed 

by Italy (7%) and Turkey (6%). During 2013 a large increase can be observed in domestic export to Turkey, when in just 

1 year time the export grew three times. From further export partners among domestic export top destinations there is 

New Zealand in 12th position with 2% share, USA in 16th position with 2%, Iraq in 20th position with 1% share and China 

in 25th position with 0,36%. 

Table 6. Moldova domestic export changes 2010-2013, USD 

No. Country 2010 2011 2012 2013 Share (2013) 

1 Romania 95612819 152880478 270848343 311347754 19,24% 

2 Russian Federation 258051415 245530068 243817339 232280316 14,36% 

3 Ukraine 70547658 116513594 97005062 118338870 7,31% 

4 Italy 48586146 98537417 144814440 113931350 7,04% 

5 Turkey 36155327 41893421 25213446 100345694 6,20% 

6 Germany 42559325 65854647 53395216 94302383 5,83% 

7 Belarus 77573473 75635135 79101951 86654706 5,36% 

8 Poland 20931436 45628607 54488244 75668884 4,68% 

9 United Kingdom 35391557 54018554 54122112 68120350 4,21% 

10 Switzerland 16888349 7684262 4520768 45964172 2,84% 

11 Kazakhstan 26150995 30943249 36188676 35440660 2,19% 

12 New Zealand 499 5277699 26705815 32460872 2,01% 

13 France 18500058 19318533 25203810 28044119 1,73% 

14 Greece 16803750 23707303 13112251 25116277 1,55% 

15 Czech Rep. 5830775 10214309 7029117 24557592 1,52% 
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16 USA 21059833 24271161 29091151 24316942 1,50% 

17 Georgia 10175102 8760323 15101350 22677802 1,40% 

18 Austria 8846318 10563373 15232442 17900885 1,11% 

19 Hungary 4081751 3461922 3107220 15061179 0,93% 

20 Iraq 9756329 8662246 22556450 12777936 0,79% 

21 Bulgaria 15968620 30067476 28413546 12532192 0,77% 

22 Spain 633423 1447764 14899497 10432825 0,64% 

23 Netherlands 10065149 15685520 16265680 8310904 0,51% 

24 Lithuania 5860235 13325930 8599452 7981311 0,49% 

25 China 2264276 3818890 8222365 5767994 0,36% 

 

ii. Target markets by main product group 

Table 7 lists the current main Moldova’s domestic export markets for each of the 20 commodity sections. The table 

illustrates that 10 of the industries rely on one market that constitutes more than 45% of the total domestic exports within 

the category. Regarding the largest industries, this situation is the most noticeable in Machinery and mechanical, 

electrical appliances industry that exports 82% to Romania, also Base metals and articles of base metals with 53% going 

to Turkey, Live animals & animal products – 54% to Russia, and Measuring devices – 55% to Poland.   

Relatively well distributed across regions – CIS, EU, Middle East – seem Textiles and apparel products as well as 

Construction materials and Agricultural products commodity section, however, it should be noted that some of the 

products within Agricultural products commodity section – such as apples and grapes – are almost completely reliant on 

Russia. For more information about this please see Section 3 “Prioritizing Export and Investment Oriented Industries”. A 

distinct European market orientation can be seen for Miscellaneous manufacturer articles commodity section and for 

Wood and articles of wood, whereas CIS orientated are Processed food and beverages, Products of the chemical or 

allied industries as well as Mineral Products. 

Table 7. Current main domestic export markets by commodity sections (2013), % 

No. Commodity sections Top market 1 Top market 2 Top market 3 Top market 4 Top market 5  

1 Agricultural products Russia 

(15%) 

Turkey 

(10%) 

Switzerland 
(10%) 

UK 

(9%) 

Romania:  

(9%) 

Diversified 

2 Processed food and 
beverages 

Russia 

(22%) 

Belarus 

(18%) 

Ukraine 

(16%) 

Romania 

(13%) 

Germany 

(8%) 

Dominated 
by CIS 

3 Machinery and mechanical, 
electrical appliances 

Romania  

(82%) 

Russia 

(8%) 

Ukraine 

(3%) 

- - Dependent 
on 1 country 

4 Textiles and apparel  Italy 

(31%) 

UK 

(20%) 

Russia 

(18%) 

Poland 

(7%) 

Romania 

(6%) 

Diversified 

5 Base metals and articles of 
base metal 

Turkey 

(53%) 

Germany 

(18%) 

Russia 

(10%) 

- - Dependent 
on 1 country 

6 Miscellaneous manufactured 
articles 

Germany 

(34%) 

Czech Republic 
(20%) 

Hungary 

(16%) 

Poland 

(12%) 

Russia 

(6%) 

Diversified 
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7 Construction materials, glass 
and glassware 

Romania 

(35%) 

Turkey 

(20%) 

Georgia 

(14%) 

Ukraine 

(9%) 

Italy 

(6%) 

Diversified 

8 Animal or vegetable fats and 
oils 

Italy 

(48%) 

Greece 

(18%) 

Romania 

(8%) 

Cyprus 

(7%) 

Portugal 

(6%) 

Dominated 
by EU 

9 Live animals & Animal 
products 

Russia:  

(54%) 

Iraq 

(13%) 

Kazakhstan 
(12%) 

Libya  

(8%) 

Germany 

(2%) 

Dependent 
on 1 country 

10 Measuring devices Poland 

(55%) 

Russia 

(18%) 

Turkey 

(7%) 

Bulgaria 

(5%) 

- Dependent 
on 1 country 

11 Products of the chemical or 
allied industries 

Uzbekistan 
(19%)  

Russia 

(18%) 

Belarus 

(13%) 

Germany  

(7%) 

Azerbaijan 
(6%) 

Dominated 
by CIS 

12 Raw hides and skins, leather, 
furskins and articles thereof 

Italy 

(82%) 

Germany 

(8%) 

Poland  

(4%) 

- - Dependent 
on 1 country 

13 Plastics and articles thereof; 
rubber and articles thereof 

Russia 

(16%) 

Ukraine 

(15%) 

Italy 

(14%) 

USA 

(11%) 

Romania 

(10%) 

Diversified 

14 Mineral Products  Belarus  

(26%) 

Romania 

(26%) 

Bulgaria 

(19%) 

Russia 

(17%) 

Ukraine 

(13%) 

Dominated 
by CIS 

15 Footwear, headgear, 
umbrellas, sun umbrellas, 
walking-sticks, seat-sticks, etc. 

Romania 

(51%) 

Italy 

(23%) 

Russia 

(10%) 

Ukraine 

(10%) 

- Dependent 
on 1 country 

16 Pulp of wood or of other 
fibrous cellulosic material 

Ukraine 

(41%) 

Romania 

(33%) 

Russia 

(14%) 

- - Dominated 
by CIS 

17 Vehicles, aircraft, vessels 
and associated transport 
equipment 

Germany 

(28%) 

Russia 

(23%) 

Ukraine 

(12%) 

Romania 

(9%) 

Belgium (7%) Diversified 

18 Wood and articles of wood Italy 

(47%) 

Romania: 9% Czech 
Republic (7%) 

Turkey 

(6%) 

Russia 

(6%) 

Dominated 
by EU 

19 Natural or cultured pearls, 
precious or semi-precious 
stones, precious metals 

Turkey 

(75%)  

Germany 

(14%) 

Italy 

(11%) 

- - Dependent 
on 1 country 

20 Works of art, collectors' 
pieces and antiques 

Turkey 

(87%) 

Romania 

(13%) 

- - - Dependent 
on 1 country 
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 Bilateral agreements 

Table 8. Summary of Moldova's trade agreements 

Free Trade Agreements Preferential Trade Agreements Other trade agreements 

EU-28 

Armenia 

Belarus 

Ukraine 

Uzbekistan  

Russia (de facto not in force) 

Albania 

Bosnia and Herzegovina  

Macedonia 

Montenegro 

Serbia 

Kosovo  

Turkey 

Norway 

Canada 

Switzerland 

Japan 

USA  

Switzerland 

China 

Tajikistan 

Israel 

i. Association Agreement 

General information 

With signing the Association Agreement on 27 June 2014, which included the Deep and Comprehensive Free Trade 

Area (DCFTA), the relationship between the EU and the Republic of Moldova entered a new stage of economic and 

political importance. Moldova’s parliament ratified the Agreement on 2 July, and all of the necessary formalities and 

required procedures have been completed by both sides.  

Part of the regulations of the Association Agreement, including most of the DCFTA section, has already provisionally 

come into force starting from 1 September 2014. By agreeing to DCFTA Moldova has accepted to adopt about 350 EU 

laws within a ten-year timeframe. 

Structure 

The Agreement comprises four general chapters: Common Foreign and Security Policy; Justice and Home Affairs; the 

Deep and Comprehensive Free Trade Area (DCFTA); and a fourth chapter covering a range of issues including the 

environment, science, transportation, and education. The Agreement implies that Moldova will have to cooperate with 

the EU and work on domestic reforms in order to strengthen the public governance, justice, law enforcement, economic 

recovery and growth, consumer protection and sectors such as energy, transport, environmental protection, industrial 

development, social development and protection, education, youth and culture.8 

                                                           
8 European Commission (2014). The EU's Association Agreements with Georgia, the Republic of Moldova and Ukraine. Accessed (6th Sept 2014): 
http://europa.eu/rapid/press-release_MEMO-14-430_en.htm 
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The Association Agreement and DCFTA are two parts of the three-dimensional upgrade of relations, third one being the 

Visa Facilitation and Readmission agreement, which were offered to Eastern European countries (Armenia, Azerbaijan, 

Georgia, Moldova and Ukraine, with the exception of Belarus) via Eastern Partnership (EaP) initiative launched in 2009. 

The agreements are expected to strengthen both economic and political ties by providing free trade access within the 

EU market. 

Trade liberalization specifics 

Before the implementation of DCFTA, the trade relations of EU with Moldova were subject to Community’s scheme of 

generalised tariff preferences. In 2005, according to Council Regulation (EC) No 980/2005, Moldova was not a subject 

of any removed tariffs when compared to other countries part of the scheme9. With Council Regulation (EC) No 55/2008 

of 21 January 2008 autonomous trade preferences were granted to Moldova, thus removing all tariff ceilings for industrial 

products and improving access to the Community market for agricultural products.10 With signing DCFTA, the following 

trade regime between EU and Moldova has been established with the implementation of DCFTA: 

„• Duty free exports to the EU for industrial products starting the date when the agreement comes into force 

• Significant quotas on duty-free exports of selected agricultural products, including dairy products, grain and cereals, 

and sugar, to the EU 

• Duty free imports of majority of EU agricultural products to Moldova 

• Further service trade liberalisation“ 11 

The import of EU agricultural products into Moldova will be subject to gradual liberalisation, as well as to partial 

liberalisation through duty - free quotas for sensitive products such as pig meat, poultry meat, dairy products, processed 

meat products, sugar and sweeteners, to which a quantitative restriction on the volume of import without duty will be 

applied. The minimum entry price duty that continue to apply for some fruits and vegetables will be eliminated for products 

of interest to the Republic of Moldova within a quantitative limit on the volume of import without duty. According to 

European Commission, this limit is fixed above Moldova’s current capacity to export to the EU.12 Several agricultural and 

processed food products are subject to Anti-circumvention mechanism (ACM) which is created to ensure that the 

products indeed are originated in Moldova. When the volume of imports of one or more categories of these products 

reach 70% of the volume, the EU will notify Moldova about the volume of imports of the products(s) concerned. 

Afterwards, Moldova is required to provide the EU with a sound justification that Moldova has the capacity to produce the 

products for export into the EU in excess of the volume specified in the Association Agreement. If imports reach 100% of 

the volume indicated, and in the absence of a sound justification by Moldova, the Union may temporarily suspend the 

preferential treatment for the products concerned. The suspension shall be applicable for a period of six months and shall 

                                                           
9 The Council of the European Union (2005). COUNCIL REGULATION (EC) No 980/2005 Accessed (29.11.2014): http://eur-
lex.europa.eu/LexUriServ/LexUriServ.do?uri=OJ:L:2005:169:0001:0043:EN:PDF 
10 The Council of the European Union (2008). Council Regulation (EC) No 55/2008. Accessed (4th Dec 2014): 
http://trade.ec.europa.eu/doclib/docs/2008/july/tradoc_139804.pdf 
11 Radeke J., Giucci R., Lupusor A.(2013) http://www.berlin-economics.com/download/policypapers/Moldova_PP_03_2013_en.pdf 
12 European Commission (2014). EU - Republic of Moldova Deep and Comprehensive Free - Trade Area. Accessed (6th Sept 2014): 
http://trade.ec.europa.eu/doclib/docs/2014/february/tradoc_152194.pdf 

http://eur-lex.europa.eu/LexUriServ/LexUriServ.do?uri=OJ:L:2005:169:0001:0043:EN:PDF
http://eur-lex.europa.eu/LexUriServ/LexUriServ.do?uri=OJ:L:2005:169:0001:0043:EN:PDF
http://trade.ec.europa.eu/doclib/docs/2008/july/tradoc_139804.pdf
http://trade.ec.europa.eu/doclib/docs/2014/february/tradoc_152194.pdf


24 
 

take effect on the date of publication of the decision to suspend preferential treatment in the Official Journal of the 

European Union.13 

It has been agreed that the general trade liberalization of agricultural products can be reviewed by both parties in the 

third year after the Agreement has come into force, thus allowing for a staged liberalisation in Moldova and linking the 

transition to the pace of domestic reform as well as competitiveness of Moldovan industry.14  

Advantages 

The Agreement is important for a number of factors, but most of all for opening the door for Moldova to a possible 

integration into the EU. It will help the Moldovan economy to catch up with the EU in terms of competitiveness and thereby 

gradually level its place in the world economy. Moldovan authorities and pro-EU political parties consider that the EU 

Association Agreement will irreversibly ensure the EU integration of the country until 2019.15  

The core reforms will not only promote EU’s democratic values, but also significantly impact Moldova’s economy and the 

trade practices. When compared to most free trade agreements, the DCFTA goes much further by focusing on various 

Moldova’s regulations which have an effect on creating secure business and investment environment, such as regulations 

on state aid, sustainable development, technical regulation, competition policy etc. Additional provisions regarding conflict 

prevention, crisis management and regional stability are to be implemented as well. Furthermore, the EU is committed 

to provide technical assistance in order to ensure the implementation of the expected changes16.  

Moldova's participation in the DCFTA will have an economic impact on both partners, but for Moldova it will be much 

larger and is estimated to amount to a 5.4% GDP increase annually. Independent research also claims that Moldova’s 

implementation of the DCFTA will boost its exports to the EU by 16%, and imports from the EU by 8%. 17 

The DCFTA will provide Moldova with a structured framework for a gradual integration of key economy sectors toward 

the EU standards through adaptation of laws and regulations, and transform its trade relations by opening up its market 

through an elimination of customs tariffs and quotas. This means major benefits and opportunities for businesses – 

reforms ensuring the quality of goods and practices of Moldovan producers will provide a level playing field with 

competition both domestically and from the EU and allow for them to compete within EU without tariffs or other restrictions. 

However, in practice, this will not resound in an immediate effect so as import tariffs have already been removed under 

the EU’s present regime of autonomous trade preferences (ATP) for imports from Moldova. 

Thus, it has been concluded that the main effect of the DCFTA for Moldova will rise mainly from the changes on 

the institutional and legislative fields, as the asymmetrical free trade was in place already previously18. Aligning 

Moldovan trade-related laws to selected EU legislative acts is one of the key components of the institutional and 

legislative reforms. „Adoption by Moldova of EU approaches to policy-making will improve governance, strengthen the 

                                                           
13 Official Journal of the European Union (2014). Association Agreement. Accessed (4th Dec 2014): http://eeas.europa.eu/moldova/pdf/eu-md_aa-dcfta_en.pdf 
14Delegation of the European Union to Moldova. Deep and Comprehensive Free Trade Area EU-Republic of Moldova. Accessed (30.11.2014): 
http://eeas.europa.eu/delegations/moldova/eu_moldova/trade_relation/index_en.htm 
15 Eco-Ruralis (2014). Moldova: East or West, Capitalism Defines its Socio-Economic Terrain. Accessed (6th Sept 2014): 
http://www.arc2020.eu/front/2014/08/free-trade-agreements-and-moldova-a-choice-between-east-and-west/ 
16GET Moldova (2013). Moldova’s trade policy: Strategy, DCFTA and Customs Union. Accessed (30.11.2014)  http://www.berlin-
economics.com/download/policypapers/Moldova_PP_03_2013_en.pdf 
17 Eco-Ruralis (2014). Moldova: East or West, Capitalism Defines its Socio-Economic Terrain. Accessed (6th Sept 2014): 
http://www.arc2020.eu/front/2014/08/free-trade-agreements-and-moldova-a-choice-between-east-and-west/ 
18 E. Sleptsova (2011). Shedding light on the ongoing EU-Moldova trade liberalisation. Accessed (30.11.2014): 
http://www.easternpartnership.org/community/debate/shedding-light-ongoing-eu-moldova-trade-liberalisation 

http://eeas.europa.eu/moldova/pdf/eu-md_aa-dcfta_en.pdf
http://eeas.europa.eu/delegations/moldova/eu_moldova/trade_relation/index_en.htm
http://www.arc2020.eu/front/2014/08/free-trade-agreements-and-moldova-a-choice-between-east-and-west/
http://www.berlin-economics.com/download/policypapers/Moldova_PP_03_2013_en.pdf
http://www.berlin-economics.com/download/policypapers/Moldova_PP_03_2013_en.pdf
http://www.arc2020.eu/front/2014/08/free-trade-agreements-and-moldova-a-choice-between-east-and-west/
http://www.easternpartnership.org/community/debate/shedding-light-ongoing-eu-moldova-trade-liberalisation
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rule of law and provide more economic opportunities by opening further the EU market to the Moldovan goods and 

services.“19 As a result, Moldova is expected to become a more business-friendly environment which is also favourable 

to increasing investment. 

The majority of previously held customs duties on goods, with some exceptions, were immediately removed when the 

Agreement entered into force, namely on 1 September 2014. One of the industries that is believed to benefit the most 

from this is Moldovan agriculture, which will become more attractive on the EU market because of the removal of EU 

import duties worth €43 million on basic agricultural products and €3 million on processed agricultural products. The new 

market opportunities and requirements to raise production standards will attract investors and thus promote 

modernization of the industry. Moldovan producers will be able to sell more goods to the EU market after aligning their 

safety and health standards to those of the EU. The DCFTA will technically support Moldova’s steps in this process.20 

See Table 9 for more information about the main changes AA has introduced. 

Table 9. Main duty-free quota and tariff changes since implementation of AA 

Code Name 2008 2009 2010 2011 201221 1 Sept 201422 

0201 - 0204 

Fresh, chilled and frozen meat 

of bovine animals, domestic 

swine, sheep and goats 

3 000 4 000 4 000 4 000 4 000 
No barriers,  

0203, subject to ACM (4 500 t ) 

0207 
Meat and edible offal of the 

poultry of heading 0105 
400 400 500 500 500 No barriers, but subject to ACM (600 t ) 

0210 

Meat and edible meat offal of 

swine and bovine animals, 

salted, in brine, dried or 

smoked 

400 400 500 500 500 No barriers 

0401- 0407 
Dairy products, excl milk, 

butter 
1000 1000 1500 1500 1500 

No barriers, excl 0402, 0405 subject to ACM 

(1 700 t ) 

0407 Birds’ eggs, in shell 90 95 100 110 120 No barriers, but subject to ACM (7 000t) 

0408 
Bird’s eggs, not in shell and 

egg yolks 
200 200 300 300 300 No barriers, but subject to ACM (400 t ) 

1001 90  Common wheat 25 000 30 000 35 000 40 000 50 000 No barriers, but subject to ACM (75 000 t ) 

1003 90 Barley 20 000 25 000 30 000 35 000 45 000 No barriers, but subject to ACM (70 000 t ) 

1005 90 Maize 15 000 20 000 25 000 30 000 40 000 No barriers, but subject to ACM (130 000 t) 

16010091 

16010099 

Sausages and similar 

products, of meat, meat offal 

or blood 500 500 600 600 600 

No barriers 

1602 
Other prepared or preserved 

meat, meat offal or blood: 

No barriers, but 16023211, 16023230, 16023290 

are included among in 0207 ACM (600 t ) 

1701 99 10 White sugar 15 000 18 000 22 000 26 000 34 000 No barriers, but subject to ACM (37 400 t) 

                                                           
19 European Commission (2014). Countries and regions: Moldova. http://ec.europa.eu/trade/policy/countries-and-regions/countries/moldova/ 
20 Ibid. 
21 The Council of the European Union (2008). Council Regulation (EC) No 55/2008. Accessed (4th Dec 2014): 

http://trade.ec.europa.eu/doclib/docs/2008/july/tradoc_139804.pdf 
22 Official Journal of the European Union (2014). Association Agreement. Accessed (4th Dec 2014): http://eeas.europa.eu/moldova/pdf/eu-md_aa-dcfta_en.pdf 

http://ec.europa.eu/trade/policy/countries-and-regions/countries/moldova/
http://trade.ec.europa.eu/doclib/docs/2008/july/tradoc_139804.pdf
http://eeas.europa.eu/moldova/pdf/eu-md_aa-dcfta_en.pdf
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2204 21, 

2204 29 

Wine of fresh grapes, of an 

actual alcoholic strength by 

volume not exceeding 15 % 

vol,  

60 000 70 000 80 000 
100 

000 

120 

000 
No barriers 

0702 Tomatoes, fresh or chilled 

Products subject to entry price, Ad valorem 

component of the import duty exempted 

 

2 000 duty-free quota, MFN tax applied 

afterwards 

0703 20 Garlic, fresh or chilled 220 duty-free quota; MFN tax applied afterwards 

0707 
Cucumbers and gherkins, 

fresh or chilled 

No barriers excl. 07070005 Cucumbers subject 

to entry price, Ad valorem component of the 

import duty exempted.  

0709 90 70 Courgettes, fresh or chilled 
Products subject to entry price, Ad valorem 

component of the import duty exempted 

0709 90 80 Globe artichokes 
Products subject to entry price, Ad valorem 

component of the import duty exempted 

080610  Grapes, fresh  
20 000 t duty-free quota; MFN tax applied 

afterwards 

080620 
Grapes, dried (including 

raisins) 
No barriers 

0808 10 Apples, fresh 
80 000 t duty-free quota; MFN tax applied 

afterwards 

0808 20 Pears and quinces 

Products subject to entry price, Ad valorem 

component of the import duty exempted excl. 

perry pears in bulk from 1 August to 31 

December) 

0809 10 Apricots 
Products subject to entry price, Ad valorem 

component of the import duty exempted 

0809 20 Cherries 
Products subject to entry price, Ad valorem 

component of the import duty exempted 

0809 30 Peaches, including nectarines 
Products subject to entry price, Ad valorem 

component of the import duty exempted 

0809 40 Plums and sloes 
5 000 duty-free quota; MFN tax applied 

afterwards 

 Others 

Besides products mentioned in the chart, there are other agricultural and processed food products that 

are subject to ACM under DCFTA, that require Moldova institutions proving the capacity to produce the 

products for export in excess of the volumes set out in the AA. 

 

Challenges 

In order to gain all of these benefits from DCFTA, Moldovan economy will need to be prepared for the consequences that 

will follow the market liberalisation. The trade provisions will make the Moldovan market more open for imports by 

eliminating its own tariffs on goods from the EU, which in turn will bring more competition. While this move would put 

imports from the EU on an equal footing with imports from CIS countries, it would also reduce government tariff revenue 
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unless compensatory measures are taken. Additionally, according to independent research, consumer prices are 

expected to decrease by about 1.0 and 1.3 percent over the short and long run, accordingly.23 

Furthermore, a lot of challenges will arise from the need to execute various market reforms needed to level the playing 

field. Although in the long-term the DCFTA will bring positive gains, in the short run there also will be significant costs for 

exporters. The main hurdles are expected in adopting the standards, technical regulations and conformity assessment 

procedures, and difficulty to cope with sanitary and phytosanitary standards, especially for agro-food producers. 

Rudimentary transport infrastructure could also be major obstacle to both exporters and investors. Finally, the reforms 

will require an enormous financial investments and experts believe Moldova will not be able to cope without external 

financial assistance.24 

ii. CEFTA  

Moldova has signed Free Trade agreement with Central European Free Trade area (CEFTA) countries - Albania, Bosnia 

and Herzegovina, Moldova, Serbia, Montenegro and UNMIK on behalf of Kosovo. The original agreement was signed 

between the countries that later joined EU single market and the contract was extended between the Balkan states, 

which already had completed a matrix of bilateral free trade agreements in the framework of the Stability Pact for South 

Eastern Europe.  

The declaration of CEFTA expansion was signed on 6 April 2006 at the South East Europe Prime Ministers 

Summit in Bucharest to include Albania, Bosnia and Herzegovina, Moldova, Serbia, Montenegro and UNMIK on behalf 

of Kosovo. The main objectives of the agreement are to expand trade in goods and services by eliminating barriers for 

trade between the member states. Provide appropriate protection of intellectual property rights in accordance with 

international standards and harmonize provisions on modern trade policy issues such as competition rules and state 

aid.25  

The membership criteria for CEFTA agreement is WTO membership or commitment to respect all WTO rules, any 

European Union Association Agreement and Free Trade Agreements with the current CEFTA member states.  

iii. CISFTA 

Moldova is among states that have ratified CISFTA – free trade agreement between the CIS countries - signed on 18 

October 2011 among 8 CIS member states. As of 2013, it has been ratified by only 5 - Ukraine, Russia, Belarus and 

Armenia, and is in force only between those states.26 In 2013 Uzbekistan joined the CIS by ratifying the treaty which 

makes Uzbekistan the 9th member state of CIS and allows it to enter the CIS Free Trade Area.  

The objectives of the agreement determine that the parties of the agreement would apply only the trade barriers allowed 

by the CISFTA, e.g. the Parties could not any longer apply quantitative restrictions (quotas) or other protective measures 

(e.g. sanitary and epidemic) within the territory of CIS, all existing quotas or protective measures should be cancelled, 

unless they were introduced as antidumping, safeguard or countervailing measures.  

                                                           
23 European Commission (2014). The EU's Association Agreements with Georgia, the Republic of Moldova and Ukraine. Accessed (6th Sept 2014): 
http://europa.eu/rapid/press-release_MEMO-14-430_en.htm 
24 Sleptsova E. (2011). Shedding light on the ongoing EU-Moldova trade liberalisation. Accessed (6th Sept 2014): 
http://www.easternpartnership.org/community/debate/shedding-light-ongoing-eu-moldova-trade-liberalisation 
25 CEFTA Secretariat (2005). Central European Free Trade Agreement - CEFTA 2006. Accessed (3 Sept 2014): http://www.cefta.int/ 
26 RIA Novosti (October 18, 2011). CISFTA. Accessed (3 Sept 2014): http://en.ria.ru/russia/20111018/167833875.html 
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http://en.wikipedia.org/wiki/United_Nations_Interim_Administration_Mission_in_Kosovo
http://en.wikipedia.org/wiki/Free_trade_agreement
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http://en.wikipedia.org/wiki/Commonwealth_of_Independent_States
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http://www.cefta.int/
http://en.ria.ru/russia/20111018/167833875.html
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However, CISFTA allows using the existing special or antidumping measures to the trade between the CIS states and 

Customs duties applicable to goods listed in addendums could not be voluntarily increased by the Parties. CISFTA does 

not cancel customs duties, however, there is potential for negotiations on gradual decrease of export and import customs 

duties, e.g. export duty for energy carriers (Russia), import duty for sugar (Ukraine).Disputes between the member states 

of the CISFTA should be settled at the Economic Court of the CIS.  At the discretion of a member state, a dispute arising 

out of the WTO rules can also be settled under the WTO dispute settlement procedures.27 

However, it must be pointed out that after Moldova ratified AA/DCFTA agreement in July 2, 2014, Russia has 

implemented several sanctions against Moldovan exports despite the free trade agreement, claiming that Moldova’s AA 

ratification is against CISFTA terms.  

However, different experts and sources point out that the AA/DCFTA agreement in general does not interfere with 

CISFTA agreement and the regulations can be adjusted to the benefit of the both sides. According to European External 

Action Service, “DCFTA is compatible with all other free trade agreements that Moldova is part of, since it does not 

require Moldova to become member of a customs union which would deprive Moldova of its sovereignty in conducting 

its own trade policy. This applies in particular to the Free Trade Agreement with the CIS countries. Therefore, after signing 

the Association Agreement with the EU, Moldova will be able to export duty-free both to the EU and the CIS”.28 

In conclusion, the DCFTA agreement does not compromise the CISFTA contract, but the current CISFTA trade 

relationships between Russia and Moldova are compromised by threats coming from Russia, and current actions 

including recent bans of Moldova’s wine, fruits and vegetables exports, as well as restricted access to its labor market. 

Until recently, certain food products like meat, wine, vegetables and cereals were not taxed by Russia. 

iv. GUAM 

Establishment of GUAM - Organization for Democracy and Economic Development was held on 10 October 1997 in 

Strasbourg, during the Summit of the Council of Europe. Cooperation agreement was signed during a summit in Yalta on 

6 to 7 June 2001 by four its current members (Moldova, Ukraine, Georgia and Azerbaijan). The GUAM Business 

Council facilitates implementation of Agreements finished within the framework of Regional Organization for Democracy 

and Economic Development, agreements on development of Cooperation among business circles and business entities 

of GUAM Participating States. Free Trade Area between the GUAM Participating States entered into force in 2003 was 

established with the following conditions:  

1. Elimination of customs duties, as well as taxes and dues having equivalent effect, and of quantitative 

limitations in mutual international trade; 

2. Removal of other obstacles to international trade; 

3. Establishment and development of efficient system of mutual settlement of accounts and payments in 

International trade; 

                                                           
27 Baker & McKenzi (October 18, 2012). CIS Free Trade Agreement Comes Into Force. Accessed (3 Sept 2014): http://www.usubc.org/site/member-news/cis-
free-trade-agreement-comes-into-force  
28 European Union External Action. (2014) Myths about the EU-Moldova Association Agreement (AA) and Deep and Comprehensive Free Trade Area 
(DCFTA). Acessed (3 Sept 2014): http://eeas.europa.eu/delegations/moldova/press_corner/all_news/news/2014/20140417_en.htm 
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http://en.reingex.com/Letters-Credit-Documentary-Credits.asp
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4. Cooperation in conducting foreign trade and economic policy to reach the goals of Free Trade Area in the: 

industry, agriculture, international transport, international finance, Foreign direct investment, fair competition; 

5. Harmonization of the legislation of the Contracting members to the extent necessary for proper and efficient 

functioning of free trade.29 

v. Others 

Moldova has Free Trade Agreement with the Government of the Republic of Kazakhstan. The agreement was signed in 

Minsk on 26 May 1995 and is in force since 23 February 1996.  

Moldova and Turkey has been negotiating free trade agreement for 2 years and it was initially to be signed on August 

22, 2014.30  According to the Customs Union Agreement between the EU and Turkey, which was signed in 1995, any 

country that signed a trade agreement with the EU obtains the right of free entrance to the Turkish market with the same 

privileges of EU countries.. 31,32 

vi. Preferential Agreements 

Preferential Trade agreements state that export tariffs are reduced between the countries that has signed these contracts, 

but not abolished completely as by Free Trade Agreements. Preferential Trade Agreements has a goal of becoming FTA.  

Moldova currently has preferential trade agreements with Norway, Switzerland, Japan, Turkey, USA and Canada, which 

are also the countries that Moldova is having the ongoing negations about the Free trade Agreements.  

vii. Trade and cooperation agreements 

Apart from free trade and preferential trade agreements with 45 countries, Moldova has other trade and cooperation 

agreements with other countries: 

 Agreement on trade and economic cooperation between Moldova and the Swiss Confederation (plus the signing 

of the Joint Declaration on trade and economic cooperation between Republic of Moldova and Switzerland), 

signed  in Chisinau on 30 November 1995 which is in force since 01.09.1996  

 Economic Trade Agreement between the Government and the People's Republic China, signed - in Chisinau on 

18 January 1992 and in force since 01.18.1992.  

 Agreement between the Government of Moldova and the Government of Tajikistan on cooperation economic 

and trade since 1992. Signed in Dushanbe on 16 November 1991, and in force since.   

 Agreement on Trade and Economic Cooperation between the Republic of Moldova and the Government of Israel. 

Signed in Jerusalem to 22 June 1997 and in force since 01 May 1998. 33 

                                                           
29 EENI Business School (1995-2014). Regional Organization for Democracy and Economic Development. Accessed (September 9, 2014):  
http://en.reingex.com/GUAM.shtml 
30 Portal Prospect. (August 6, 2014). Moldova and Turkey will sign a free trade agreement. Accessed (September 9, 2014): 
http://www.prospect.md/en/news/politics/moldova-and-turkey-will-sign-a-free-trade-agreement.html 
31 Daily Sabah. (September 8, 2014). Us official: turkey to be part of trade deal between US, EU. Accessed (September 9, 2014): 
http://www.dailysabah.com/economy/2014/09/08/us-official-turkey-to-be-part-of-trade-deal-between-us-eu 
32 Mariana Galben, IPN. (18 October 2013). After association with EU, Moldova will enjoy free trade with Turkey IPN CAMPAIGN. Accessed (September 9, 
2014): http://www.ipn.md/en/special/57618 
33 Ministry of Foreign Affairs and Integration of the republic of Moldova. Lista tratatelor bilaterale încheiate de Republica Moldov. Accessed (8 Sept 2014): 
http://www.mfa.gov.md/img/docs/lista_tratate_bilaterale.pdf 
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 Implications from Russian embargo 

Moldova’s progress toward the EU has not been welcomed by Russia, who urged Moldova not to approve its Association 

Agreement with the EU and join the Customs Union with Belarus and Kazakhstan instead. After Moldova’s refusal to 

change its target trajectory, Russia increased its political and economic pressure with the goal of blocking Moldova’s 

further moves. Due to Russia’s major influence Moldova’s integration within the EU is threatened, especially because of 

the many challenges that Moldova’s governing coalition will have to face until upcoming parliamentary elections in 

November 2014.  

It is believed that the main purpose of Russia’s policy toward Moldova has been to restrict its cooperation with NATO, 

since some Russian politicians have claimed that Moldova is secretly seeking NATO membership. Russian officials have 

also echoed charges that Moldova intends to unite with neighbouring Romania; however, this has been strongly rejected 

by Moldovan leaders. Also, experts hold that Russia is trying to depolarise the current Moldovan government by playing 

on the country’s political and territorial fractures, such as the Transnistria issue.34 

Russia’s policy to exert pressure on Moldova is largely based on its energy dependency - more than 90% of Moldova’s 

energy imports come from Russia. Moldova has large debts to Russian energy firms, which has provided Russia with 

leverage. Moldova continues to face pressure from Gazprom because of its objections to Moldova’s intentions to 

implement the EU’s Third Energy Package, which would prohibit an energy supplier from monopolizing the pipelines 

used to transport that energy.35 

Additionally, Russia has imposed major de facto economic sanctions against Moldova:  

1. Cancellation of the agreement on a Free Trade Area within the CIS and raising customs tariffs for Moldova, 

Georgia and Ukraine from zero level to the level of “most favoured nations” agreed with WTO (7,1  %). But 

according to the EACU agreement, Russia needs to coordinate this step with Kazakhstan and Belarus who have 

initially rejected it; 

2. Stricter veterinary and phytosanitary controls that could lead to serious limitations in the movement of foodstuffs, 

which make up a significant share of the Ukrainian and Moldovan exports to Russia; 

3. Cancellation of the simplified procedure for citizens of Ukraine, Moldova, and Georgia entering Russia; 

4. Restrictions on employment in Russia for citizens of Moldova, Ukraine, and Georgia. According to the Russian 

Migration Service, there are approximately 24,000 citizens of Georgia, 530,000 citizens of Moldova and 1.38 

million citizens of Ukraine of working age in Russia. Given that, on average, citizens of these countries work in 

Russia 6 months a year, about 1 million Moldovans and 2.5 million Ukrainians would be affected by this measure. 

5. Political guidance to Russian business to reduce or stop investing in Ukraine, Moldova, and Georgia.36 

The sanctions have been especially hard due to Moldova being largely an agricultural country and its relatively high trade 

with Russia. In September 2013, Russia banned imports of Moldovan wine and spirits, allegedly on health grounds; 

similarly to the tactic it had pursued between 2005 and 2007. In April 2014, Russia banned Moldovan pork products, 

                                                           
34 Congressional Research Service (2014). Moldova: Background and U.S. Policy. Accessed (6th Sept 2014): http://fas.org/sgp/crs/row/RS21981.pdf 
35 Ibid. 
36 Sergei Aleksashenko (July 3, 2014). For Ukraine, Moldova, and Georgia Free Trade with Europe and Russia. Accessed (3 Sept 2014): 
http://carnegie.ru/eurasiaoutlook/?fa=560744 

http://fas.org/sgp/crs/row/RS21981.pdf
http://carnegie.ru/eurasiaoutlook/?fa=560744
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again allegedly for health reasons. Whereas in July 2014, Russia imposed a ban on most fruits and fruit and vegetable 

preserve imports from Moldova. The embargo was imposed by Rosselkhoznadzor (Federal Service for Veterinary and 

Phytosanitary Surveillance) and affects fruit with HS code 0808, 080937 as well as canned fruit and vegetables with HS 

code 2001, 2002, 2004, 2005, 2006, 2008, 200938.  

Russia’s ban on most Moldovan fruit supplies will heavily impact the industry, since Russia has been its main export 

destination with 38% of fruit and nut exports, including almost the entire apple production, were sold to Russia. This 

country has also been among the main consumer of Moldovan fruit and vegetable preserves (22%), which have been 

banned as well. Table 10 demonstrates that the most affected by Russia embargo are apple, grape and plum producers 

– domestic exports of these 3 products account for a total of 41% of Moldova’s domestic exports. 91% of apple export, 

89% of plum and 67% of grape export is currently going to Russia. The block of fruit exports will be especially harmful to 

Moldovan farmers due to the lack of adequate post-harvest, especially storage infrastructure. Table 11 shows the 

situation with Preparations of vegetables, fruits and nuts (H2 20) domestic exports and shows that out of the product 

groups top 10 products only 1, i.e. Preparations of fruit (excl. citrus fruit excl. homogenized), obtained by cooking, is not 

affected by the embargo. The most problematic situation is for manufacturers of prepared or preserved vegetables, as 

share Russia going to Russia exceeds 50%, whereas for juice manufacturers the embargo is not expected to cause 

significant problems as less than 5% is exported to Russia.  

Table 10.  Fruit & nut (HS 08) domestic exports breakdown by product and share going to Russia 

No. Section 
Share of total fruit & nut 
domestic exports (%) 

Share of domestic export to 
Russia (%) 

1 Walnuts, shelled 52% 0% 

2 Apples, fresh  28% 91% 

3 Grapes, fresh  8% 67% 

4 Plums & sloes, fresh 5% 89% 

5 Cherries, fresh 1% 47% 

6 Peaches, incl. nectarines, fresh  1% 12% 

7 Prunes, dried 1% 43% 

8 Dried fruit (excl. of 08.01-08.06 & 0813.10-0813.30) 1% 77% 

9 Walnuts, in shell 1% 0% 

10 Apricots, fresh  1% 37% 

 Total 165 821 424 USD 38% 

 

                                                           
37 Россельхознадзор (2014). Временные ограничения на ввоз подкарантинной продукции из республики Молдова. Accesssed (27th Nov 2014): 
http://www.fsvps.ru/fsvps-docs/ru/importExport/moldova/files/fito_restrictions.pdf 
38 Россельхознадзор (2014). О запрете ввоза консервированной плодоовощной продукции из Республики Молдова. Accessed (27th Nov 2014): 
http://sakskiy-rayon.ru/files/2014/economika/zapret_plodoovoschnoy_productcii.pdf 
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Table 11. Preparations of vegetables, fruits and nuts (HS 20) domestic export breakdown by product and share 
going to Russia 

No. Section Share of total fruit & nut 
domestic exports (%) 

Share of domestic export to 
Russia (%) 

1 Apple juice 65% 1% 

2 Peas, preserved/preserved 8% 75% 

3 Vegetables & mixtures of vegetables (excl. of 2005.10-

2005.91), prepared/preserved 

6% 94% 

4 Sweet corn, prepared/preserved 4% 68% 

5 Preparations of fruit (excl. citrus fruit excl. homogenized), obt. 

by cooking 

4% 2% 

6 Mixtures of juices 3% 9% 

7 Cucumbers & gherkins, prepared/preserved 2% 83% 

8 Vegetables, fruit, nuts & other edible parts of plants (excl. 

cucumbers & gherkins), prepared/preserved 

2% 81% 

9 Tomatoes, prepared/preserved 2% 84% 

10 Edible parts of plants, prepared/preserved 1% 50% 

 Total 75 235 546 USD 22% 

As a consequence of both the embargo and previous Russian restrictions on imports of Moldovan alcoholic beverages 

and processed meat, it has been roughly estimated that Moldovan exports to Russia will fall by US$150 million annually, 

which accounts for 25% of exports to Russia and around 6–7% of total Moldovan exports39. However, it seems that its 

consequences will not cause a radical fall in exports, owing to a significant increase in sales to EU member states, 

especially Romania, Italy and Germany - a trend that has emerged since 2013 (See Table 6). A further reorientation of 

Moldovan exports to EU markets should be expected, as well as a decreasing dependence on supplies to Russia.40 

Russia’s embargo has particularly heavily hit Moldovan wine industry. The producers locked out of the Russian market 

are threatened to suffer losses by the consequences of embargo, if they will not act promptly in order to find new markets 

for their products. Unfortunately the access to Russian market cannot be easily substituted by the increased export to 

the EU market, i.e., in the short term volumes of the wine exported to the EU may increase only marginally. This is due 

to the fact that, first of all, the quality standard requirements are different in the EU and CIS countries, therefore, it is 

unlikely that Moldovan wineries will be able to rapidly obtain the necessary qualifications. Moreover, it should be noted 

that currently about three quarters of Moldovan alcoholic beverages are exported to CIS countries,  and as establishing 

new international business relationships is not a quick process, redirection of wine exports from Russia to the EU will 

take time. However, given the fact the wine sector already went through Russia import ban’s previously in 2006, with 

                                                           
39 Calus K. (2014). Analyses. Russia’s embargo on Moldovan goods is extended. Accessed (7th Sept 2014): 
http://www.osw.waw.pl/en/publikacje/analyses/2014-07-23/russias-embargo-moldovan-goods-extended 
40 Ibid. 
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more than 100 of small wineries going bankrupt, the overall impact of the renewed wine embargo over Moldovan economy 

is not expected to be overly dramatic – many companies have already reoriented their export to other CIS countries. 

It is believed that the restrictions imposed on Moldova will remain in force at least until the end of the year. It is possible 

that Russia will continue to add new trade restrictions, most likely for agricultural products, which could slow down 

economic growth more and fuel popular discontent. To promote anti-governmental mood in Moldova, Russia may act on 

the issue of Moldovan expatriate workers employed in Russia and make attempts to destabilize the Moldovan banking 

sector, which it controls to a great extent.41 

  

                                                           
41 Ibid.  
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4. PRIORITIZING EXPORT AND INVESTMENT ORIENTED INDUSTRIES  

 Methodological approach 

As explained in chapter “Export-orientated industries”, the main export industries are as follows: 

 Agricultural products – 28,23%; 

 Processed food and beverages – 24,56%; 

 Manufacturing of electronic and mechanical products42, including:  

- Machinery and mechanical appliances – 13,11%, 

- Measuring, checking, precision, medical or surgical instruments and apparatus – 2,24%,  

- Vehicles, aircraft, vessels and associated transport equipment – 0,32%; 

 Textiles and apparel– 8,03%. 

As these industries altogether cover more than three quarters of Moldovan domestic exports, they should be considered 

as main priorities for MIEPO activities for 2015-2016. Whereas support for other industries should be directed towards 

export capacity building, the particular 4 industry market players can be considered as already experienced in export–

related matters, hence mainly require MIEPO’s assistance towards export enhancement rather than internal capacity 

building. 

Additionally, IT and Business process outsourcing was determined as the most potential export industries among services 

export, and should be included among the 5 industries in focus due to, high growth records and support received by 

international donors. 

In order to examine the 5 industries in more detail, they were analyzed from the perspective of competitive advantages 

and problematic issues. As a result it was determined that Agricultural product and Textile and apparel product industries 

would benefit the most from export related assistance, such as partner attraction and trade mission organization, whereas 

for Manufacturing of electronic and mechanical products and BPO sector foreign investment attraction should be 

emphasized. Activities regarding Processed food sector should combine both – export assistance and investment 

attraction activities. 

  

                                                           
42 For research purposes it was decided to combine all electric and mechanical device manufacturing, i.e., sections ‘Machinery and mechanical equipment’, 
‘Optical, photographic, cinematographic, measuring, checking, precision, medical or surgical instruments and apparatus’ and ‘Vehicles, aircraft, vessels and 
associated transport equipment’. 
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 Agricultural products 

i. Current situation 

28,23% of Moldova’s domestic exports consist of Agricultural product exports (See Table 4). Throughout the past 4 years 

the industry exports have been fluctuating, and do not exhibit any distinct upwards or downwards tendencies. The main 

industry’s export products are edible fruit and nuts, which comprise 36% of total amount, followed by oil seeds and 

oleaginous fruits - 36% and cereals – 26%.   

Figure 4. Moldova Agricultural product domestic export structure, 2013 

 

If we look at the domestic exports in more detail (See Table 12) it is possible to say that the main export category is 

several kinds of nuts, followed by apples and pears that constitute about 28 % of the total. From oil seed and oleaginous 

fruit category the main leader is sunflower seeds that constitute 83% of all oleaginous fruits and in general is the largest 

domestic export product group from all Agricultural products. Regarding cereals domestic exports, the largest category 

is wheat and meslin that accounts for 54% of total exports, followed by maize and barley. 

Table 12. Moldova Agricultural product domestic export structure in detail, 2013 

Oil seeds and oleaginous fruits; miscellaneous grains, 

seeds and fruit; industrial or medicinal plants; straw 

and fodder  

165 945 073 USD 

(36% from total) 

Main domestic export markets for the product 

category (including all subsections), 2013 

Sunflower seeds, whether or not broken. 83% 
Turkey (21%), Ukraine (17%), Romania (17%), United 

Kingdom (16%), New Zealand (8%) 
Rape or colza seeds, whether or not broken. 12% 

Soya beans, whether or not broken. 5% 

Edible fruit and nuts; peel of citrus fruit or melons  
165 821 424 USD 

(36% from total) 

Main domestic export markets for the product 

category (including all subsections), 2013 

Other nuts, fresh or dried, whether or not shelled or 

peeled. 
53% Russia (38%), France (14%), 

36%

36%

26%

2%
Edible fruit and nuts

Oil seeds and oleaginous
fruits

Cereals

Others
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Apples, pears and quinces, fresh. 28% Germany (7%), Belarus (7%), Greece (4%) 

Grapes, fresh or dried. 8% 

Apricots, cherries, peaches (including nectarines), 

plums and sloes, fresh. 
8% 

Fruit, dried, other than that of headings 08.01 to 08.06 

mixtures of nuts or dried fruits of this Chapter. 
3% 

Cereals  
120 762 671 USD 

(26% from total) 

Main domestic export markets for the product 

category (including all subsections), 2013 

Wheat and meslin. 54% 
Switzerland (29%), New Zealand (16%), Italy (9%), 

United Kingdom (8%), Turkey (7%) 
Maize (corn). 23% 

Barley. 22% 

Due to the recent Russia embargo on several fruit and Agricultural products an export reduction is expected in 2014. To 

minimize the negative impact European Commission has proposed measures to support for Moldovan producers. Thus, 

in the Autonomous Trade Preferences Moldova will be awarded additional export quotas, permission to export duty-free 

apples, plums and grapes; lower fees than those negotiated in DCFTA. The measure will be valid until the end of 2015. 

As visible in Table 13, currently in the worst situation are apple producers. 90% of export production that in 2013 went to 

Russia has to be diverted to other markets. There have been talks of doubling EU import quota for apples to a total of 

80 000 tonnes43, which would equal about 40% of Moldova’s apple exports. Thus, there is a pressing necessity for finding 

new markets besides EU and Russia and these as well as other fruits suffering from Russia embargo (HS 0808 and HS 

0809) should be considered as MIEPO’s priority products for 2015-2016. 

 

Table 13. Summary of current situation for main Agricultural products 

Product group 
Share of Agricultural 

prod. dom. exports (%) 
Russian sanctions44 EU trade barriers45 Main markets, 2013 

Sunflower 

seeds 
30% 

CISFTA MFN 

customs duty rate 

imposed. 

No barriers 

25% Turkey, 19% Ukraine, 19% 

United Kingdom, 10% New 

Zealand. 

Nuts 19% No sanctions No barriers 
EU: France, Germany Italy 

constitute 50% of total.  

                                                           
43 IPN (28 Jul 2014). EU import quotas on Moldovan products will be doubled from August. Accessed (12 Sept 2014): http://www.ipn.md/en/economie-
business/63471 
44Председатель Правительства Российской Федерации (2014). Правительство Российской Федерации Постановление № 736. Accessed (12 Sept 
2014): http://government.ru/media/files/41d4f6cb7402068ecc9c.pdf 
45 EU-Moldova Association Agreement (2014). Annexes Of Title V Trade And Trade-Related Matters. Accessed (12 Sept 2014):  
http://eeas.europa.eu/moldova/assoagreement/pdf/md-aa-annexes-title-v-trade-related-matters-part1_en.pdf 

http://www.ipn.md/en/economie-business/63471
http://www.ipn.md/en/economie-business/63471
http://government.ru/media/files/41d4f6cb7402068ecc9c.pdf
http://eeas.europa.eu/moldova/assoagreement/pdf/md-aa-annexes-title-v-trade-related-matters-part1_en.pdf
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Apples  10% 

Embargo. CISFTA 

MFN customs duty 

rate imposed, if 

cancelled 

40 000t (80 000t) quota. MFN 

customs duty rate applies to 

imports exceeding the tariff rate 

quota limit. Before products 

were subject to entry price, Ad 

valorem component of the 

import duty exempted. 

CIS: Russian Federation 

accounts for 90% of total 

domestic exports. The export 

amount is approx. 180 000 t. 

Wheat 14% 

CISFTA MFN 

customs duty rate 

imposed. 

Subject to ACM: 75 000t. 

22% New Zealand, 20% 

Switzerland, 11% Italy, 10% 

Turkey. 

Grapes 3% 

CISFTA MFN 

customs duty rate 

imposed. 

10 000t (20 000t). MFN 

customs duty rate applies to 

imports exceeding the tariff rate 

quota limit. Before products 

were subject to entry price, Ad 

valorem component of the 

import duty exempted. 

CIS: Russian Federation 

accounts for 67% of total 

domestic exports. The amount 

is approx. 25 000 t. 

ii. Competitive advantages  

Moldova has excellent climate conditions for agricultural production - a moderate continental climate, meaning short and 

relatively warm winters and long, hot summers. Hence, the Moldovan farmers can enjoy high yields of fruits and 

vegetables, which can be used as a point of investor attraction related to food processing, such as canning, drying, 

freezing and similar industries.46 

Moldovan fruits and vegetables can be used not only for processing, but also for consumption, as the fruit variety includes 

Granny Smith, Gala, Golden, JonaGold apples, a selection of table grapes and other fruits.47 At present the Moldovan 

agro-food industry is successfully implementing HACCP, ISO, EurepGAP to meet international and European food safety 

and quality standards.48 

iii. Problematic issues 

One of the factors that is hindering new market acquisition is the fact that, according to information provided by “Moldova 

Fruct” export association, 95% of top management in the agricultural industry are unable to communicate in English. 

Thus, communication with companies outside CIS or former Soviet Union area and Romania have proven to be 

complicated. 

Another problem identified with the industry is also the fact that there is a lack of adequate storage infrastructure. Hence, 

all production must be sold at a short period of time and it is not possible for producers to store the fruits and sell them 

                                                           
46 Ministry of Foreign Affairs and European Integration of Republic of Moldova (2008). Investment Climate. Accessed (15th Sept 2014): 
http://www.germania.mfa.md/profil-investment-climate-en/ 
47 Moldova Fruct (2014). Moldova – Taste Makes the Difference.  
48 Ministry of Foreign Affairs and European Integration of Republic of Moldova (2008). Investment Climate. Accessed (11th Sept 2014): 
http://www.germania.mfa.md/profil-investment-climate-en/ 

http://www.germania.mfa.md/profil-investment-climate-en/
http://www.germania.mfa.md/profil-investment-climate-en/
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throughout the year. As for several countries, including the EU, customs duties for fruits are the highest during the harvest 

season, the exporters are not obtaining the maximum value for their products.  

Moreover, it has been reported that soil erosion is a serious problem and has caused some declines in recent harvests. 

With international support from groups like World Bank, USAID and Global Environmental Facility, Moldova is working to 

strengthen agricultural lands, including improving topsoil and unstable ground.49 

iv. Conclusions 

Due to the recent embargo, there is a need to restructure the industry exports. First of all, it is necessary to re-orientate 

the highest quality products to European market, as currently even the allowed no duty quota of 40 000 tonne for apples 

and 10 000 tonnes for grapes is not reached. According to UN Comtrade data, in 2013 less than 3 400 tonnes of apples 

and 1 800 tonnes of grapes were exported to the EU countries.  

Additionally, the producers should also be provided with assistance regarding acquiring new markets besides Russia and 

the EU. Therefore, MIEPO’s activities throughout 2015-2016 should be focused on export assistance regarding market 

diversification and potential partner identification in the new markets. 

On a more general level, the industry would benefit from a development of Agricultural production strategy based on an 

in-depth study on what kind of crops should be the main focus of Moldovan producers. This would enable to efficiently 

target the state support to the strategically important agricultural sectors of Moldova, also including support from MIEPO. 

Even though strategy development this is under Ministry of Agriculture control, it is suggested for MIEPO to push this 

idea forward and encourage its development. 

 Processed food and beverages  

i. Current situation 

The second largest domestic export category is Processed food and beverages which accounts for almost 25% of total 

exports. Until 2013 one can observe a constant growth of the total exported amount. Afterwards a 5% drop occurred, 

which can be explained by Russia import ban on Moldovan spirits and wines in September 11 2013. The ban has 

rekindled bitter memories of a 2006 Russian embargo when due to the wine embargo the country lost about $200m in 

sales. It is important to note that wine export amount in 2013 had still not reached pre-2006 levels.  

Nevertheless, Beverages, spirits and vinegar have the leading share of 58%, followed by preparations of vegetables – 

19%, and sugars confectionery – 7%.  

                                                           
49 United States Department for Agriculture (26 Aug 2014). Moldova’s Agriculture Minister Visits USDA for Round of ‘Conservation Talks’. Accessed (11th Sept 
2014): http://blogs.usda.gov/2014/08/26/moldovas-agriculture-minister-visits-usda-for-round-of-conservation-talks/ 

http://blogs.usda.gov/2014/08/26/moldovas-agriculture-minister-visits-usda-for-round-of-conservation-talks/
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If we look at the domestic exports in more detail (See Table 14), it is possible to see that the main product group for 

Beverage, spirits and vinegar category is wine, which accounts for 64% of category domestic exports. The second main 

product in the category is other spirits, liqueurs that constitute 32% of the category’s exports. Regarding preparations of 

vegetables, the main domestic export product is fruit juice (69%), whereas for sugars and confectionary it is cane or beet 

sugar (80%). 

Table 14. Moldova Processed food and beverage domestic export structure in detail, 2013 

Beverages, spirits and vinegar 
232 702 034 USD 

(58% from total) 

Main domestic export markets for the product 

category (including all subsections), 2013 

Wine of fresh grapes, including fortified wines grape 

must other than that of heading 20.09. 
64% 

Belarus (23%), Russia (20%), Ukraine (18%), 

Kazakhstan (9%), USA (6%) Undenatured ethyl alcohol of an alcoholic strength by 

volume of less than 80 % vol spirits, liqueurs and 

other spirituous beverages. 

32% 

Preparations of vegetables, fruit, nuts or other parts of 

plants 

75 235 546 USD 

(19% from total) 

Main domestic export markets for the product 

category (including all subsections), 2013 

Fruit juices (including grape must) and vegetable 

juices, unfermented and not containing added spirit 
69% 

Germany (30%), Russia (22%), Poland (19%), Austria 

(13%), Ukraine (4%) Other vegetables prepared or preserved otherwise 

than by vinegar or acetic acid, not frozen, other than 

products of heading 20.06. 

19% 

Sugars and sugar confectionery 
29 127 226 ISD 

(7% from total) 

Main domestic export markets for the product 

category (including all subsections), 2013 

Cane or beet sugar and chemically pure sucrose, in 

solid form. 
80% 

Romania (71%), Poland (9%), Greece (6%), Russia 

(5%), Bulgaria (3%) 

Figure 5. Moldova processed food and beverage domestic export, 2013 

58%
19%

7%

5%
4%

7%
Beverages, spirits and vinegar

Preparations of vegetables, fruit, nuts

Sugars and sugar confectionery

Tobacco and manufactured tobacco substitutes

Preparations of cereals, flour, starch or milk

Others
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Sugar confectionery (including white chocolate), not 

containing cocoa. 
12% 

Molasses resulting from the extraction or refining of 

sugar. 
8% 

Tobacco and manufactured tobacco substitutes 
20 995 623 USD 

(5% from total) 

Main domestic export markets for the product 

category (including all subsections), 2013 

Cigars, cheroots, cigarillos and cigarettes, of tobacco 

or of tobacco substitutes. 
60% Ukraine (39%), USA (29%), Russia (24%), Greece 

(4%), Czech Republic (1%) 
Unmanufactured tobacco & tobacco refuse. 40% 

Preparations of cereals, flour, starch or milk; 

pastrycooks' products 

17 295 093 USD 

(4% from total) 

Main domestic export markets for the product 

category (including all subsections), 2013 

Bread, pastry, cakes, biscuits and other bakers' 

wares, whether or not containing cocoa communion 

wafers, empty cachets of a kind suitable for 

pharmaceutical use, sealing wafers, rice paper and 

similar products. 

97% 
Romania (75%), Switzerland (7%), Russia (4%), 

Canada (3%), Austria (2%) 

As visible in Table 15, currently the main problems can be observed for wine and spirits sector as well as for canned 

fruits. Due to 2006-2007 Russia ban of Moldovan wines, the wine and spirits sector export markets have already 

previously been diversified to sales in other relevant CIS states such as Belarus, Ukraine and Kazakhstan. Hence it is 

expected that the industry will not experience as significant loses as during the previous 2006 ban, when about 100 

wineries declared collapsed. Canned vegetable and fruit producers seem to be in a worse condition, as more than three 

quarters of export is directed to Russia. Moreover, this might have negative effect also on agricultural industries, as 

Moldovan canned product factories have announced that it is unlikely that they will buy fruits and vegetables from farmers 

in large quantities as no guarantee can be made that the canned production will be sold.50 

The priority products for MIEPO in this particular category for 2015-2016 should preparations of vegetables, fruits and 

nuts, as these are the most affected by Russian embargo and require to actively find new markets. Additionally, as 

described further in the text, the sector possess considerable potential for investment attraction, which also is makes 

them a priority. Even though wines and spirits in general are also considered a priority group, the sector already receives 

significant state support and can consult with National Office for Wine and Vine, hence it is suggested for MIEPO to focus 

on assistance to other sectors. Fruit juices, Sugar & confectionary, Preparations of Cereals & flour product sections do 

not require significant assistance as they already have managed to establish strong relationships with the EU countries. 

Tobacco products was also not selected as priority group as there are only 9 companies operating in the field. 

                                                           
50 Alfanews (5th Aug 2014). Fabricile de conserve: „Avem nevoie de piaţa rusească!”. Accessed (12 Sept 2014):   
 http://point.md/ro/noutati/ekonomika/fabricile-de-conserve58-avem-nevoie-de-piaa-ruseasca 

http://point.md/ro/noutati/ekonomika/fabricile-de-conserve58-avem-nevoie-de-piaa-ruseasca
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Table 15. Summary of current situation for main processed food and beverage items 

Product group 
Share of section’s 

domestic exports (%) 
Russian sanctions51 EU trade barriers52 

Main domestic export 

markets, 2013 

Wines and 

spirits 
57% 

Embargo. CISFTA 

MFN customs duty 

rate imposed, if 

cancelled. 

No barriers for wine. 

Denatured, undenatured ethyl 

alcohol and other spirits of any 

strength is subject to ACM: 

2500 t is applied. 

23% Belarus, 20% Russia, 

18% Ukraine, 8% Kazakhstan 

Fruit juices 13% Embargo. No barriers 
41% Germany, 27% Poland, 

19% Austria. 

Sugar and 

confectionary 
7% 

For solid cane or 

beet sugar CISFTA 

MFN customs duty 

rate imposed. 

White sugar, containing in dry 

state 99,5% sucrose  

(excl. flavoured or coloured) is 

subject to ACM 37 400 t, 

before duty-free quota of 

35 000 t 

71% Romania, 9% Poland 

Canned 

vegetables and 

fruits 

5% 

Embargo. CISFTA 

MFN customs duty 

rate imposed on HS 

2005 products, if 

cancelled. 

No barriers 77% Russia, 12% Belarus. 

Tobacco & 

tobacco 

products 

5% No sanctions. 
Subject to ACM 1 billion 

pieces. 

39 % Ukraine, 29% USA, 24% 

Russia 

Preparations of 

cereals, flour, 

starch, milk, etc. 

4% No sanctions. No barriers 
75% Romania, 7% 

Switzerland, 4% Russia 

ii. Competitive advantages  

As discussed in the previous section, Moldova’s climate is very suitable for agricultural production. Thus, regarding 

prepared foodstuffs and beverages, the obvious competitive advantage is the abundance of raw materials – fruits, 

vegetables and cereals. Also Moldova’s geo-economical location should also be taken into account – Turkey is only 

across the Black Sea and could provide an additional supply of agricultural products, if necessary for a very large capacity 

production plant.  

Moreover, the wine industry over the past decade has received significant support from state and international donors in 

relation to winery production efficiency enhancement as well as export capability increase. In Moldova government’s 

“Programme of the restoration and development of viticulture and winemaking in the years 2002-2020” wine production 

is given the priority status as a major source of export and as a contributor to the state budget revenues and foreign 

                                                           
51Председатель Правительства Российской Федерации (2014). Правительство Российской Федерации Постановление № 736. Accessed (12 Sept 
2014): http://government.ru/media/files/41d4f6cb7402068ecc9c.pdf 
52 EU-Moldova Association Agreement (2014). Annexes Of Title V Trade And Trade-Related Matters. Accessed (12 Sept 2014):  
http://eeas.europa.eu/moldova/assoagreement/pdf/md-aa-annexes-title-v-trade-related-matters-part1_en.pdf 

http://government.ru/media/files/41d4f6cb7402068ecc9c.pdf
http://eeas.europa.eu/moldova/assoagreement/pdf/md-aa-annexes-title-v-trade-related-matters-part1_en.pdf
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exchange reserves.53 Moreover, wine industry also receives export assistance from National Office for Wine and Vine, 

set up in 2013, supported also by USAID programme. Thus, wine industry can be considered as strongly supported 

industry, which certainly puts them at an advantageous position. 

Moldova also has significant potential in organic food production. The Organic farming legislation has already been 

harmonized with the EU requirements, such as regulations on ecological principles and methods of processing organic 

food production, inspection and certification system in the field and organic food products import and export. In 2010 the 

area of ecologic agro-food products, certified in organic farming, was about 32 000 ha in Moldova and is predicted to 

have increased since.54 

iii. Problematic issues 

Whereas wine sector has received strong support from the government, the state support for other Processed food export 

has been considerably less emphasized. Therefore, these industries are currently at a lower development rate, with less 

knowledge about international sales and marketing. There is also an absence of a national, well-planned foodstuffs 

strategy, as there is one for wine, even though the industry has huge potential due to the freely available resources. A 

development strategy is needed, in-line with the market realities and conducive to industry current situation.  

Moreover, food safety issues are a problematic issue in this sector. The adoption rate of the EU standards has so far 

been low, i.e., only 2,666 out of about 20,000 were adopted in 2011, and the EU required traceability of origin has also 

been rarely imposed55. However, in relation to the recently signed Association agreement with the EU the situation will 

gradually improve, as required by the Free Trade agreement. 

iv. Conclusions  

As there is already significant state support to wine industry through Ministry of Agriculture and Food Industry, the Action 

plan for MIEPO 2015-2016 should be mostly focused on support to Processed food product exporters rather than to 

alcoholic beverage or wine producers. The actions should be related towards export capability increase as well as for 

new partner attraction in European and other markets.  

Moreover, the food processing industry also exhibits investment attraction possibilities, hence, MIEPO should implement 

both: export assistance and investment attraction activities. 

 

 

                                                           
53 Guvernul Republicii Moldova (2002).Hotărîre Nr. 1313 din 07.10.2002 cu privire la aprobarea Programului de restabilire şi dezvoltare a viticulturii şi 
vinificaţiei în anii 2002-2020. Accessed (15 Sept 2014): http://lex.justice.md/index.php?action=view&view=doc&lang=1&id=298757 
54 MoldovaGate (2010). Agriculture of the Republic of Moldova. Accessed (12 Sept 2014): http://moldovagate.com/article/show/224 
55 Mincu,G (2011). DCFTA EU - Moldova: Challenges and Economic Implications. Acessed (15 Sept 2014): 
http://www.easternpartnership.org/community/debate/dcfta-eu-moldova-challenges-and-economic-implications 

http://lex.justice.md/index.php?action=view&view=doc&lang=1&id=298757
http://moldovagate.com/article/show/224
http://www.easternpartnership.org/community/debate/dcfta-eu-moldova-challenges-and-economic-implications
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 Manufacturing of electronic and mechanical products 

v. Current situation 

The third largest category is Manufacturing of electronic and mechanical products, which makes up 15,67% from total 

domestic exports. Please note that Manufacturing of electronic and mechanical products category combines sections 

‘Machinery and mechanical equipment’, ‘Optical, photographic, cinematographic, measuring, checking, precision, 

medical or surgical instruments and apparatus’ and ‘Vehicles, aircraft, vessels and associated transport equipment’. 

From all the three categories, a continuous growth of exported amount can be observed only for measuring and checking 

instruments. During the time period from 2010 to 2013 the exported volume tripled.  

The main domestic export product from the whole range presented in this category is insulated wire and cables – 95% 

from all electrical machinery and equipment category or 68% of the total Manufacturing of electronic and mechanical 

products domestic export amount. The second largest domestic export category is measuring devices that account for 

14% of total domestic exports. Also this category mainly relies on a single product, which is Gas, liquid or electricity 

supply or production meters (75%). The third largest domestic export category is nuclear boilers and machinery that 

constitute 14% of total with the main export product being Pumps for liquids and Machinery for soil preparation or 

cultivation. 

Table 16. Moldova combined Manufacturing of electronic and mechanical products domestic exports structure 

in detail, 2013 

Electrical machinery and equipment  
181 663 260 USD 

(72% from total) 

Main domestic export markets for the product 

category (including all subsections), 2013 

Insulated (including enamelled or anodised) wire, 

cable (including co-axial cable) and other insulated 

electric conductors 

95% 
Romania (94%), Italy (1%), Russia (1%), Ukraine 

(1%) 

72%

14%

12%

2%

Electrical machinery and equipment

Measuring devices

Nuclear reactors, boilers, machinery
and mechanical appliances

Others

Figure 6. Moldova Manufacturing of electronic and mechanical products domestic export structure, 2013 
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Measuring devices 
35 927 146 USD 

(14% from total) 

Main domestic export markets for the product 

category (including all subsections), 2013 

Gas, liquid or electricity supply or production meters, 

including calibrating meters therefor. 
75% 

Poland (55%), Russia (18%), Turkey (7%), Bulgaria 

(5%), Ukraine (3%) Measuring or checking instruments, appliances and 

machines, not specified or included elsewhere in this 

Chapter profile projectors. 

15% 

Nuclear reactors, boilers, machinery and mechanical 

appliances; parts thereof 

30 654 957 USD 

(12% from total) 

Main domestic export markets for the product 

category (including all subsections), 2013 

Pumps for liquids, whether or not fitted with a 

measuring device liquid elevators. 
36% 

Russia (52%), Ukraine (14%), Romania (9%), Italy 

(7%), Belarus (4%) 

Agricultural, horticultural or forestry machinery for soil 

preparation or cultivation lawn or sports-ground 

rollers. 

10% 

Parts and accessories suitable for use solely or 

principally with the machines of headings 84.56 to 

84.65 

6% 

Machinery, plant or laboratory equipment, whether or 

not electrically heated (excluding furnaces, ovens and 

other equipment of heading 85.14) 

6% 

Mechanical appliances (whether or not hand-

operated) for projecting, dispersing or spraying liquids 

or powders fire extinguishers 

4% 

 

Table 17. Summary of current situation for main processed electronic and mechanical products 

Product group 
Share of section’s 

domestic exports (%) 
Russian sanctions56 EU trade barriers57 

Main domestic export 

markets, 2013 

Insulated wire 

and cables 
68% No sanctions. 

All tariffs for industrial products 

removed in 2008. 
Romania (99%), Italy (1%) 

Gas, liquid or 

electricity 

meters 

11% No sanctions. 
All tariffs for industrial 

products removed in 2008. 

Poland (74%), Turkey (9%), 

Bulgaria (7%), Russia (3%), 

Estonia (3%). 

 

 

                                                           
56Председатель Правительства Российской Федерации (2014). Правительство Российской Федерации Постановление № 736. Accessed (12 Sept 
2014): http://government.ru/media/files/41d4f6cb7402068ecc9c.pdf 
57 European Commission (2008). Council Regulation (EC) No 55/2008 of 21 January 2008 introducing autonomous 
trade preferences for the Republic of Moldova. Accessed (27th Nov 2014): http://trade.ec.europa.eu/doclib/docs/2008/july/tradoc_139804.pdf 

http://government.ru/media/files/41d4f6cb7402068ecc9c.pdf
http://trade.ec.europa.eu/doclib/docs/2008/july/tradoc_139804.pdf
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vi. Competitive advantages  

The main competitive advantage for the industry is the low production costs it can offer. Hence, it is possible to attract 

new investors - manufacturers to Moldova through the opportunity to offer reduction of their expenditure. In contrast to 

other Eastern European countries, Moldova’s unit labour cost is stable and increasing slowly. For example, in automotive 

industry minute production costs in Moldova are estimated at €0,19, whereas in Bulgaria - €0,24, Romania – €0,27, 

Serbia – €0,3. Even though the production costs in China are lower and estimated at €0,145, the added delivery costs 

eliminate the difference.58 

Moreover, the fact that such large companies as “Gebauer & Griller”59, “DRA Draexlmaier Automotive” and “Steinel” have 

recently chosen to open production plants in Moldova suggests that skilled labour force is available. According to Ministry 

of Foreign Affairs and European Integration of Republic of Moldova Moldovan companies have obtained particular 

expertise in the following technologies: 

- Hybrid electronics with thin layers, hybrid circuits; 

- Surface-mount technology; 

- Semi-conducting structures, Silicon with integrated microcircuits; 

- Wire networks, including multi-layers networks; 

- Assembling electronic devices; 

- Material technologies and electronic structures; 

- Electronic and optic-electronic devices; 

- Micro-sensors and micro-converters; 

- Metallic micro-fibre, semiconductors, thermo-electrics and devices based on thermo-electrics.60 

vii. Problematic issues  

Even though there are approximately 158 SMEs in the particular sector or about 1% of all SMEs in Moldova,61 the 

particular industry is currently dominated by 20 big enterprises. Most of them were developed during the Soviet period 

and currently requiring large investments into modernization. Hence, rather than export promotion, more relevant for this 

industry is investment attraction.  

At the same time, the current political climate might not be the most promising for investment attraction, as the current 

Russia-Ukraine conflict points towards the potential for a similar scenario in Moldova’s breakaway region of Transniestria. 

For a significant upsurge in FDI a stable political and legal climate is required. 

                                                           
58Invest in Moldova (2013). Introduction to the Automotive Sector. Accessed (11th Sept 2014):  http://dmbc.nl/wp-content/uploads/2013/11/Automotive-
Report.pdf 
59European Bank for Reconstruction and Development (2014). Gebauer & Griller Opens New Moldovan Plant Co-Financed By EBED. Accessed (11th Sept 
2014): http://www.ebrd.com/pages/news/press/2014/140404.shtml 
60 Ministry of Foreign Affairs and European Integration of Republic of Moldova (2008). Investment Climate. Accessed (11th Sept 2014): 

http://www.germania.mfa.md/profil-investment-climate-en/ 
61 Economisti Associati (2014). SME Segmentation Study: pp. 22. The figure is a sum of three subsector indicators. 

http://dmbc.nl/wp-content/uploads/2013/11/Automotive-Report.pdf
http://dmbc.nl/wp-content/uploads/2013/11/Automotive-Report.pdf
http://www.ebrd.com/pages/news/press/2014/140404.shtml
http://www.germania.mfa.md/profil-investment-climate-en/
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viii. Conclusions  

As Moldova can offer the perfect combo of skilled labour, low production costs and geographic proximity to the EU market, 

the industry has significant potential for investment attraction. However, in order to be able to do so the favourable 

economic or legal conditions should outweigh the Transniestria region political risks. If successfully executed, investment 

attraction schemes will in the long-term enhance also domestic production and innovation capabilities. Therefore, in this 

industry MIEPO’s activities 2015-2016 should be directed towards investment attraction activities. 

 Textiles and apparel 

i. Current situation 

Textiles and apparel are in the 4th place. Carrying only 8% from the total percentage of exports, it is still a very valuable 

industry. The industry domestic exports show a stable upwards tendency - exports more than doubled during 2012 in 

comparison to 2011, and grew by another 9% in 2013. The overall 2010-2013 export increase is 347%.  

The textile and apparel sector is one of the oldest branches of the Moldovan economy and over the past years has been 

growing exponentially not only in exports, but also regarding the number of companies: if in 2000 there were only 54 

companies engaged in textile and apparel production, then in 2008 there were already 165, and in 2014 the total amount 

reached 340.  

 

73% of textiles and apparel domestic exports are clothes, out of which 32% knitted or crocheted. A slight focus on female 

rather than male clothing can be observed. The other largest category is carpets and other textile floor coverings that 

constitute 23% of industry exports. This category completely relies on a single product – woven (not tufted or flocked) 

carpets that account for 99,97% of the total. 

41%

32%

23%

4%

Articles of apparel and clothing accessories, not knitted
or crocheted

Articles of apparel and clothing accessories, knitted or
crocheted

Carpets and other textile floor coverings

Others

Figure 7. Moldova textile and apparel domestic export structure, 2013 
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Table 18. Moldova textiles and apparel domestic export structure in detail, 2013 

Articles of apparel and clothing accessories, not knitted or 

crocheted 

53 728 031 USD 

(41% from total) 

Main domestic export markets for the product 

category (including all subsections), 2013 

Women's or girls' suits, ensembles, jackets, blazers, dresses, 

skirts, divided skirts, trousers, bib and brace overalls, breeches 

and shorts (other than swimwear). 

32% 

Italy (44%), United Kingdom (17%), Poland 

(15%), Germany (12%), Romania (5%) 

Men's or boys' suits, ensembles, jackets, blazers, trousers, bib 

and brace overalls, breeches and shorts (other than swimwear). 
28% 

Women's or girls' blouses, shirts and shirt-blouses. 9% 

Women's or girls' overcoats, car-coats, capes, cloaks, anoraks 

(including ski-jackets), wind-cheaters, wind-jackets and similar 

articles, other than heading 62.04. 

8% 

Men's or boys' overcoats, car-coats, capes, cloaks, anoraks 

(including ski-jackets), wind-cheaters, wind-jackets and similar 

articles, other than heading 62.03. 

7% 

Men's or boys' shirts. 6% 

Articles of apparel & clothing accessories, knitted or crocheted 
41 990 814 USD 

(32% from total) 

Main domestic export markets for the product 

category (including all subsections), 2013 

Women's or girls' suits, ensembles, jackets, blazers, dresses, 

skirts, divided skirts, trousers, bib and brace overalls, breeches 

and shorts, knitted or crocheted. 

34% 

United Kingdom (40%), Italy (39%), Turkey 

(8%), Romania (4%), San Marino (3%). 

Jerseys, pullovers, cardigans, waistcoats and similar articles, 

knitted or crocheted. 
25% 

T-shirts, singlets and other vests, knitted or crocheted. 10% 

Women's or girls' blouses, shirts and shirt-blouses, knitted or 

crocheted. 
10% 

Men's or boys' shirts, knitted or crocheted. 9% 

Carpets and other textile floor coverings 
30 168 176 USD  

(23% from total) 

Main domestic export markets for the product 

category (including all subsections), 2013 

Carpets and other textile floor coverings, woven, not tufted or 

flocked 
99,97% 

Russia (64%), Kazakhstan (11%), Romania 

(9%), Ukraine (9%), Poland (2%) 
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Table 19. Summary of situation with Russia sanctions and EU trade barriers for textiles & apparel 

Product group Russian sanctions62 EU trade barriers63 Main domestic export markets, 2013 

All textiles & apparel 

products 
No sanctions. 

All tariffs for industrial products 

removed in 2008. 

Italy (31%), United Kingdom (20%), 

Russia (18%), Poland (7%), Romania 

(6%) 

ii. Competitive advantages  

One of the main sector’s strength is its skilled, competent labour force. Moldovan manufacturers have been working for 

many years with renowned foreign brands from Italy, Germany, the Netherlands, the UK, France, and Belgium, which 

demonstrates the manufacturers’ ability to work with varied quality and quantity market demands.64 Brands working with 

Moldovan companies include Maxx Mara, Gerry Weber, Tommy Hilfiger, Miroglio Group, Barbour, Trussardi and many 

more.65 Through such long-term cooperation with foreign clients the companies have acquired a high level of production 

skills that are essential to remain competitive in the European markets.  

Another key advantage for Moldovan companies is the offered flexibility and short delivery time. Approximately 95 percent 

of all apparel companies in Moldova are SMEs, and as such, are able to handle smaller production volumes for 

fashionable and shorter-run garment styles. Duo their proximity to European markets C&M or Cut, Make and Trim (CMT) 

orders can be filled in four to five days, as compared to China, which requires four to six weeks.66 

iii. Problematic issues  

The main issue identified with the textile and apparel industry is that, despite the highly skilled labour, the companies 

have failed to successfully convert acquired production knowledge into higher value services. Moldavian manufacturers 

rely on subcontracting contracts for other brands, doing the lowest value added services in the sector. According to data 

provided by Asociatia Patronala din Industria Usoara, only 28 textile and apparel companies that sell under their own 

label, which is only about 8% of the total Moldovan textile and apparel companies. Even in these 28 companies the 

largest production amounts are related to subcontracting services, for example, the factory "Ionel", which is the largest 

industry company, distributes only 15% of production under its own brand name.67   

Moreover, it should be pointed out that due to the industry’s focus almost singularly on CMT services, there has been a 

limited necessity for companies’ own input in innovation – currently the apparel company simply executes the order and 

delivers it to the client under the agreed terms, thus the employees do not have the opportunity to develop skills in product 

                                                           
62Председатель Правительства Российской Федерации (2014). Правительство Российской Федерации Постановление № 736. Accessed (12 Sept 
2014): http://government.ru/media/files/41d4f6cb7402068ecc9c.pdf 
63 European Commission (2008). Council Regulation (EC) No 55/2008 of 21 January 2008 introducing autonomous 
trade preferences for the Republic of Moldova. Accessed (27th Nov 2014): http://trade.ec.europa.eu/doclib/docs/2008/july/tradoc_139804.pdf 
64 United States Agency for International Development (2010). Moldova Economic Sector Analysis: Final Report. Accessed (11th Sept 2014): 
http://pdf.usaid.gov/pdf_docs/PNADU233.pdf 
65 United States Agency for International Development (2014). Garment Production in the Republic of Moldova. Accessed (11th Sept 2014): 
http://dmogt.dk/~/media/Files/dmt/dokumenter/Eksport/2014/Produktion%20i%20Moldova.ashx 
66 Invest in Moldova (2012). Textiles Report. Accessed (11th Sept 2014): http://invest.gov.md/Publications/Light%20Industry%20Report.pdf 
67 Contabil Şef (2012). Ultima avertizare. Accessed (11th Sept 2014): http://www.contabilsef.md/print.php?l=ro&idc=13&id=5456 

http://government.ru/media/files/41d4f6cb7402068ecc9c.pdf
http://trade.ec.europa.eu/doclib/docs/2008/july/tradoc_139804.pdf
http://pdf.usaid.gov/pdf_docs/PNADU233.pdf
http://dmogt.dk/~/media/Files/dmt/dokumenter/Eksport/2014/Produktion%20i%20Moldova.ashx
http://invest.gov.md/Publications/Light%20Industry%20Report.pdf
http://www.contabilsef.md/print.php?l=ro&idc=13&id=5456
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design.68 The focus on CMT services has also resulted in underdeveloped marketing and sales skills. The domestic 

brands currently lack knowledge regarding how to successfully compete with foreign brands in the local market and 

abroad. 

iv. Conclusions 

To sum up, the industry currently lacks: 

- Knowledge of retail business in the international marketplace; 

- Brand and Corporate Identity development and marketing skills; 

- Product Merchandising and Visual Merchandising skills. 

Even though CMT services contracts should remain as a significant part of the economy, Moldovan companies should 

not rely solely on the lowest value-added services in the industry. As large European textile and apparel manufacturers 

are always seeking lower production costs, it is C&M operations over the past decade have migrated to more 

advantageous locations like North-Eastern Europe, the Balkans, South-Eastern Europe, Romania, and Moldova. 

However, it is clear that Moldova in the long-term will not be able to compete with low cost producers in the Third World 

countries, and the foreign clients will not remain loyal to Moldovan apparel companies if lower prices in neighbouring 

countries become available.  

Thus, there is a need to start at least partially re-orientating the most potential companies towards higher value production 

schemes. Therefore, MIEPO’s activities throughout 2015-2016 should be focused on export assistance to companies 

distributing under their own labels. To successfully do this, MIEPO should not only support the producers in educational 

activities regarding marketing, but also assist in establishing relationships with foreign fabric producers, as supplier 

sourcing assistance will become much more necessary once the company own production will increase. MIEPO should 

prepare a potential partner list and potentially even organize study visit with individual meetings with some of the textile 

fabric producers. 

 IT and business process outsourcing 

i. Current situation  

Information technology (IT) sector is one of Moldova’s fastest developing industries and its impact on country’s economy 

continues to rise each year, reaching a ten-fold increase in growth of exports over the last few years.69  According to the 

data from the National Bureau of Statistics of the Republic of Moldova on year 2011, the economic value of the IT industry 

(K72 – Computer and related activities) exports composed around 1.3% of total export value, whereas the contribution 

to GDP in the same year constituted approximately 0.9%. 

                                                           
68 United States Agency for International Development (2010). Moldova Economic Sector Analysis: Final Report. Accessed (11th Sept 2014): 
http://pdf.usaid.gov/pdf_docs/PNADU233.pdf 
69 United States Agency for International Development (2010). Moldova Economic Sector Analysis: Final Report. Accessed (10th Sept 2014): 
http://pdf.usaid.gov/pdf_docs/PNADU233.pdf 

http://pdf.usaid.gov/pdf_docs/PNADU233.pdf
http://pdf.usaid.gov/pdf_docs/PNADU233.pdf
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Moreover, not only IT sector has strong potential for further development but also more general business process 

outsourcing. There are several business operations that larger companies might be willing to offshore to countries with 

lower process costs and to which Moldova could present itself as an attractive destination. In terms of economic 

advantages, supporting further development and exportability of IT & BPO sector can be beneficial in various ways – it 

would promote economic growth, attract foreign investments, boost employment, drive innovation and efficiency in other 

industries, as well as have a positive impact on country’s branding.70  

During interviews with industry representatives it was discovered that the main export markets for local capital companies 

are CIS countries, such as Azerbaijan, Georgia and Kazakhstan, whereas for the ones with foreign capital the main 

export markets are the UK, France, Italy, also the USA. The exports are not subject to any trade barriers. 

i. Competitive advantages 

The main competitive advantage of IT and BPO sector lies in the great combination of skilled workforce and low 

operational costs. The network of higher education institutions comprises 34 institutions, including 19 public, subordinated 

to the Ministry of Education and some other sector ministries and 15 private higher education institutions. 

Figure 8. Education attainment in adult population, 2012 

 

                                                           
70 Moldovan Association of Private ICT companies. ICT Sector in Moldova. Policy White Book. Accessed (10th Sept 2014): 
http://www.ict.md/files/documents/ICT_en_final.pdf 
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If education attainment statistics are compared among a selection of 12 Central and Eastern European (CEE) countries 

that can be deemed as Moldova’s competitors, it is possible to see that the overall results of Moldova are about the 

average level. However, it should be pointed out that the percentage of adult population with tertiary education in Moldova 

is by 5% higher than in its closest neighbour – Romania that has been the destination of significant IT & BPO investments 

over the past years. Also it is worth to mention that the percentage of people with no or only primary education in Moldova 

is the 4th smallest in the 12 country selection, accounting only for 6,21% of the Moldovan population. As can be seen in 

Figure 8, Moldova’s education related preconditions are generally on par with other CEE country situation. 

With the significant international donor investments Moldova’s IT sector, it is considered to be particularly well positioned 

for investment attraction. According to the Global Information Technology Report71 on year 2014, which ranks countries 

on their competitiveness in the IT sector by using various data, country indicators, as well as surveys with some of the 

top executives in the industry, Moldova is overall placed in the 77th place among 144 countries, which at first might seem 

as a rather average result, but it should be taken into account that it is a major improvement since year 2010-2011, when 

Moldova was admitted to 94th place among 139 countries. It shows that there really is an increasing rate of development 

of Moldova’s IT industry and most definitely a potential in terms of improvement. Meanwhile, Moldova’s closest regional 

competitors hold similar positions within the rank, for example, Romania holds 75th place, while Ukraine - 81st. 

Indicators within the Global Information Technology Report suggest that the most competitive aspects of Moldova’s IT 

industry are within the three following areas: affordability (6.1 points out of 7) – particularly internet and telephony 

competition, as well as fixed broadband internet tariffs, skills (4.7 points out of 7) – especially the quality of Math & 

Science education, and infrastructure and digital content (4.4 points out of 7) –  namely the international internet 

bandwidth speed, accessibility of digital content (text and audio-visual content, software products etc.) and security of 

internet servers. 

However, the weakest results, as noted in the report, are comparatively very poor and lie within these three areas: political 

and regulatory environment (3.0 points out of 7) – the lowest indicators being judicial independence, efficiency of legal 

system and software piracy rate, economic impacts (3.2 points out of 7) – particularly industry’s impact on new services, 

products and new organizational models and the number of patent applications, and business usage (3.1 points out of 

7) – including capacity for innovation, firm-level technology absorption and extent of staff training. 

 It is expected that Moldova’s IT market will continue to expand in terms of hardware and software spending. Moldova’s 

IT sector is believed to experience growing demand for industry-specific software solutions (such as for storage, security, 

cloud computing, hosting, etc.), broadband both in the business sector and home segment, datacentre solutions and 

telecommunications services, which accordingly will evoke large deployments of hardware, software, and networking 

equipment. A similar pattern in growth is predicted for the volume of business in Moldova’s offshore/nearshore market, 

since increasing interest in outsourcing activities will convert into greater demand for offshore/nearshore services.72 

 

                                                           
71 World Economic Forum (2014). The Global Information Technology Report 2014. Accessed (10th Sept 2014):  
http://www3.weforum.org/docs/WEF_GlobalInformationTechnology_Report_2014.pdf 
72 Lazarescu M., Samson D. (2011). White Paper. Competitiveness Assessment of the Moldovan IT Market, 2011. Accessed (10th Sept 2014): 
http://www.mtic.gov.md/img/d2011/promovarea/CEMA17850_Final.pdf 

http://www3.weforum.org/docs/WEF_GlobalInformationTechnology_Report_2014.pdf
http://www.mtic.gov.md/img/d2011/promovarea/CEMA17850_Final.pdf
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i. Problematic issues  

A very challenging aspect, which, however, is externally based, lies in the specifics of IT & BPO industries: because 

many of the services can be provided remotely and do not depend on the location of the client, Moldova’s IT companies 

and BPO services providers would have to compete internationally with key market players with such low-cost countries 

as India, as well as with neighbouring Ukraine and Romania. This means that a strong national policy toward providing 

excellent conditions for IT & BPO sector development should be implemented and maintained. 

Despite the fast paced growth of the Moldovan IT sector, its development is also currently facing some major challenges 

and there is a risk of losing the competitive advantages. Shortage of skilled staff and poor business environment (Moldova 

is ranked 78th out of 189 economies on the ease of doing business in 201473) are the main difficulties that should be 

resolved in order to meet industry’s needs.  

However, these aspects can be successfully overturned - in order to address the lack of suitably skilled workers, a closer 

cooperation between IT colleges and universities and businesses could improve the content of both theoretical 

knowledge and practical training. More input would be needed for encouraging the development of the business 

environment, which would be possible to achieve by reducing the administrative burden, taxes, fees, and addressing IT 

regulations. A great solution for this in many other countries, for example, has been found by introducing Industry-oriented 

Parks and Free Economic Zones. 

Moreover, the growth of the IT sector might be undermined because of its prevalence to form a “grey” market – the 

volume of unreported economic activities here is believed to be the highest per entire economy. The unobserved market 

may constitute approximately 1/3 of the official one.74   

ii. Conclusions  

The growing trend of outsourcing to lower-cost countries has created a great export opportunities for countries such as 

Moldova, however, in order to be internationally competitive within this market, several difficulties will have to be faced 

and resolved. The competitiveness of Moldova’s IT &BPO sector currently is slightly below average when comparing to 

international market players. 

The main advantages of Moldova’s IT sector are the relatively low operational costs, skilled workforce and industry’s 

infrastructure. On the other hand, there are some major disadvantages as well, such as the unfriendly business 

environment and regulatory climate, shortage of workforce for future growth, low level of tech innovation and its 

integration within companies. If changes in policy and supportive measures will be implemented soon enough, economic 

benefits will undoubtedly follow, but if not, industry’s development might not only slow down in short-term, but even be 

held back in long-term. 

Thus, regarding the particular industry for MIEPO it is suggested to focus mainly on foreign direct investment attraction 

activities. 

 

                                                           
73 World Bank Group (2014). Ease of Doing Business in Moldova. Accessed (10th Sept 2014): http://www.doingbusiness.org/data/exploreeconomies/moldova/ 
74 Ibid. 

http://www.doingbusiness.org/data/exploreeconomies/moldova/
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5. INVESTMENT ATTRACTION  

 Situation overview 

As determined in the section “Prioritizing Export and Investment Oriented Industries” three out of the five industries have 

good potential in foreign direct investment attraction. Therefore, this section will look into these three industries – Food 

processing, Manufacturing of electronic and mechanical products and IT & BPO services - to offer some more detailed 

analysis of the particular industry investment attraction situation. 

As can be observed in Figure 9, the overall foreign direct investment accumulation in Moldova show an upwards 

tendency75. The highest increase can be observed 2006-2008 with the annual growth rates over 35%, which can be 

related to the global economic upsurge during the particular years. During 2008-2013 the FDI stocks have continued 

growing, however slower than before, exhibiting on average an increase of 6,8%. Table 20 lists the current main investors 

in Moldova by country and industry76. The industry breakdown illustrates that the industries this report has emphasized 

as the most perspective have also been the most successful in investment attraction up to this point. The current investor 

presence paves way for further investment attraction to the particular sectors. 

Figure 9. FDI stocks in Moldova 2004-2013, mil USD 

 

Table 20. Current main investors by country and industry 

Investor Country Industry Website 

Orange  France Electronic and mechanical products www.orange.fr 

Draexlmaier Automotive Germany Electronic and mechanical products www.draexlmaier.com 

                                                           
75 National Bank of Moldova (2014). International Investment Position of the Republic of Moldova. Accessed (17th Nov 2014): 
http://www.bnm.md/en/international_investment_position 
76 Data provided by Deutsche Gesellschaft für Internationale Zusammenarbeit (GIZ) GmbH 
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Gebauer & Griller Germany Electronic and mechanical products www.griller.at 

KWB Group Germany Electronic and mechanical products www.kwb.eu 

Leoni Germany Electronic and mechanical products www.leoni.com 

Steinel Electronic Germany Electronic and mechanical products www.steinel.de 

Assemblaggi Cablaggi 
Elettronic 

Italy Electronic and mechanical products www.acecablaggi.com 

Romina Cablaggi Italy Electronic and mechanical products n/a 

Lear Corporation USA Electronic and mechanical products www.lear.com 

Euro Yarns Belgium Textile & Apparel www.euroyarns.eu 

Steilmann Gruppe Germany Textile & Apparel www.steilmann.de 

Teamdress Germany Textile & Apparel www.teamdress.de 

Laborattorio tessile Mol Italy Textile & Apparel n/a 

Moldabela Moldova-Belgium Textile & Apparel www.acvila.md 

Steau Reds Moldova-Italy Textile & Apparel www.steauareds.md 

Miso Textile Turkey Textile & Apparel n/a 

Pukoven Denmark Food Processing www.pukoven.md 

Lactalis Alba France Food Processing www.lactalis-alba.md 

Sudzucker AG Germany Food Processing www.suedzucker.de 

Natur Bravo USA Food Processing www.naturbravo.md 

Pentalog  France IT www.pentalog.fr 

Cedacri International Italy IT www.cedacrinternational.md 

Endava UK IT www.endava.com 

Q Systems UK IT www.q-systems.com 

Lafarge France Construction www.lafarge.com 

Knauf Germany Construction www.knauf.com 

Mobiasbanca - Groupe Societe 
Generale 

France Finance www.societegenerale.com 

Eximbank – Veneto Banca Italy Finance www.eximbank.com 

Solartech Energy France Energy www.solartech-energy.md 

Gas Natural Fenosa Spain Energy www.gasnaturalfenosa.com 

Beck Cimislia Switzerland Agriculture www.beck-cimislia.all.biz 

Moldcell Turkey Telecommunications www.moldcell.md 

Samres Sweden Transportation www.samres.se 

METRO Cash & Carry Germany Retail & Wholesale www.metro-cc.com 

 

At the same time it should be noted that investment attraction cannot be successfully increased without paying attention 

to the current investor needs and keeping them content with the business environment. One of the statistical indicators 

of investor satisfaction is reinvested earning level, expressed as a share of total FDI income. Reinvested earnings are 
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defined as foreign enterprise earnings that are reinvested in that enterprise77, thus indicating an aim of either modernize 

or expand the company’s current business operations. The reinvested earnings level in Moldova for the past years have 

been relatively stable at about 12% from the total FDI income (Figure 10), however, in comparison to other countries this 

figure is quite low. The average reinvested earning share of FDI income in OECD countries is about 30%78 with several 

countries often exceeding 50% level. The high difference implies that the current investors in Moldova mostly repatriate 

their income and are rather reluctant to expand their business further in the country79. This indicates that action should 

be taken to improve Moldova’s business climate and make it more investor-friendly. As current investor satisfaction level 

can play a big role in attracting or rebuffing new investments, it is suggested for MIEPO to push this agenda forward with 

Ministry of Economy. A high level investor protection scheme should be developed and implemented in order to boost 

Moldova’s business environment attractiveness. 

Figure 10. Reinvested earnings share of FDI income in Moldova (2004-2013) and OECD, % 

 

Moreover, another problematic factor with investment attraction to Moldova lies in the fact that currently there is limited 

availability of skilled labour force, hence restricting foreign investor operation expansion within Moldova In 2013 the 

average unemployment rate in Moldova was 5.1% and was the highest among young people (25-34 years old)80, hence 

implying that there still are vacant labour resources. In order to improve the situation, it is suggested for MIEPO to discuss 

with Ministry of Economy establishment of investor-focused vocational education schemes and training programmes. 

Potential investors should be offered cooperation with National Employment Agency of Republic of Moldova for 

                                                           
77 United Nations Conference On Trade And Development (2014). Reinvested Earnings. Accessed (17th Nov 2014): 
http://unctad.org/en/Pages/DIAE/Reinvested-Earnings.aspx 
78 OECD (2010). Measuring Globalisation: OECD Economic Globalisation Indicators 2010. Paris: OECD Publishing. pp. 96-97. 
79 To some extent this could also be related to the fact that most of the companies have opened their production plants relatively recently, hence the amounts 
of investment in modernization are rather low. 
80 National Bureau of Statistics of the Republic of Moldova (2014). Tabele existente: Unemployment. Accessed (9th Dec 2014): 
http://statbank.statistica.md/pxweb/Database/EN/03%20MUN/MUN06/MUN06.asp 
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development of relevant training programmes accustomed to their needs. Such scheme would, firstly, operate as support 

for investors and, secondly, improve the overall labour force skills.  

The following sections provide overview of investment attraction possibilities and problems in Moldova in the three 

particular industries. However, it is suggested to approach each product and interested investor on an individual case 

basis, trying to understand the most suitable investor support instruments for the specific needs of each of them. 

Regarding active investment attraction & related marketing material preparation, it is suggested to scrupulously compare 

the situation within Moldova’s geographically and economically close countries, such as Romania, Albania, etc., and 

determine Moldova’s main competitive advantages over the South European region. Differentiating Moldova from other 

similar countries and emphasizing the advantageous legal, labour force or other business related benefits in Moldova is 

crucial for successful investor attraction. 

 Processed food 

i. Investment attraction possibilities 

Due to the freely available raw resources, i.e., crops, it is clear that agribusiness and food processing industry in Moldova 

has a significant potential for investment attraction. Processed food industry in Moldova currently is largely traditional and 

focused on canned food. It is suggested to revive and modernize the industry by focusing on investment attraction 

schemes towards fruit and vegetable drying and freezing operations, also possible are various fruit preparations such as 

jams, purees, marmalades, various savoury and sweet sauces. Already a few drying and fast freezing facilities have 

been developed in the country, showing the way for the rest of the industry.81 Besides that it possible to not only focus 

on B2C sector but also consider B2B sector, i.e., targeting food manufacturers in the EU who might be using the fruit and 

vegetable preparations. Potential to consider are various pastry product, confectionary producers, ready meal 

manufacturers, muesli and granola producers and many more that might use processed or dried fruits and vegetables in 

their manufacturing process. 

Investment attraction is especially important for agri-business industry as it would allow to internally processing the 

agricultural products that cannot be exported to Russian markets due to the imposed economic sanctions and that cannot 

be exported to the EU due to the quotas. Moreover, as the storage possibilities in Moldova are underdeveloped and the 

agricultural produce cannot be stored long after harvest, local food processing plants would certainly give the agricultural 

industry much more stability. 

Another investment attraction possibility is by focusing on the rapidly growing demand for organic food and biological 

products in Europe.82 Moldova has the necessary preconditions for developing this sector: firstly, the manual work 

necessary for such operations is easily available in the country and, secondly, the chemicals used in cultivation elsewhere 

in Europe are largely absent in Moldova. It should also be pointed out that Moldova has adopted the Law on Organic 

Agriculture, harmonized with the EU legislation and has developed a system for Certification of Organic Agricultural 

                                                           
81 United Nations Conference On Trade And Development (2013).Investment policy review. Accessed (15th Sept 2014): 
http://unctad.org/en/PublicationsLibrary/diaepcb2013d5_en.pdf 
82 Ibid. 

http://unctad.org/en/PublicationsLibrary/diaepcb2013d5_en.pdf


57 
 

Products in collaboration with Société Générale de Surveillance.83 There still are a few problematic issues to be sorted 

for investor interest generation. Currently the amount of organic farmers are low, and for large investors to be interested 

in the industry, more farmers would have to be educated on the regulations and encouraged to convert to organic farming. 

Moreover, to grant the industry a higher external reliability, it would also be beneficial to establish an efficient control and 

monitoring system of farmer compliance with the organic agriculture legislation. 

ii. Problems 

It should be pointed out that the lack of successful investment attraction over the past years has resulted in produce 

quality deterioration, hence offering an uncertain supply base to the potential investors. According to United Nations 

Conference on Trade and Development research, of the main problems regarding past investment attraction attempts 

lies in the faulty approach of promoting the whole agri-business sector, without conducting feasibility studies to determine 

which sub-sectors and market niches are the most developed and most appropriate for FDI attraction schemes. 

Another problem for investor attraction to the particular sector lies in the unresolved land issues. Even though The Law 

on Investments in Entrepreneurial Activity of 2004 allows foreigners to own land, the land purposed for agricultural 

activities and forestry can only be owned by Moldovan nationals. Agricultural Lease Law (2006)84, however, allows long-

term leasing of agricultural land, but some issues are still to be remained unresolved, such as unclear maximum/minimum 

lease term and significant land fragmentation issues: there are many small owners, implying a significant amount of small 

lease contracts for the investor.85 

 Manufacturing of electronic and mechanical products 

i. Investment attraction possibilities 

A skilled, low-cost labour force is among the main preconditions for a country or a region becoming Manufacturing of 

electronic and mechanical products production or assembling hotspot and Moldova has such potential. Especially 

important are Moldova’s free economic zones (FEZ). Currently there are 7 FEZs operating in Moldova and 2 areas with 

similar legal status located in all regions that offer various tax exemptions and other preferential treatments.   

 Expo-Business-Chisinau 

 Ungheni-Business 

 Tvardita 

 Otaci-Business 

 Valkaneş 

 Taraclia 

 Balti 

                                                           
83 Ibid. 
84 Moldova government  (2006). Hotărîre Nr. 72 in  30.01.2004 privind implementarea Legii cu privire la arenda în agricultură. Accessed (15 Sept 2014) : 
http://lex.justice.md/document_rom.php?id=3E894023:A3056F86 
85 United Nations Conference On Trade And Development (2013).Investment policy review. Accessed (15 Sept 2014): 
http://unctad.org/en/PublicationsLibrary/diaepcb2013d5_en.pdf 

http://lex.justice.md/document_rom.php?id=3E894023:A3056F86
http://unctad.org/en/PublicationsLibrary/diaepcb2013d5_en.pdf
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 Free International Port "Giurgiulesti" 

 Free International Airport "Marculesti"86 

Moreover, also Moldova’s geographic location is convenient for the sector FDI attraction, allowing an easy access to 

European markets. As the large European automotive or electronics manufacturers are continuously looking for 

increasing production cost-efficiency, they have started moving production or partial production East, especially to 

Romania. Thus, with signing DCFTA, Moldova seems as the next logical destination. 

ii. Problems 

One of the main problematic issues regarding FDI attraction lies in the fact that there is significant international 

competition regarding FDI attraction by a large number of locations with similar endowments (for example the former 

Yugoslav Republic of Macedonia or Albania).87 Hence, it is suggested for MIEPO along with Moldovan government to 

develop country positioning strategy that would emphasize Moldova’s comparative advantages over the competitor 

countries. 

Another problem lies in the fact that despite the strong traditions in machinery and electronic production as during the 

Soviet era Moldova was a regional hub for production of electronics and military technology, the current investors have 

pointed out that there is a lack of available skilled workers in this industry. Thus, it is strongly suggested to develop the 

previously discussed vocation education schemes for investor support in this industry. 

One of the future development points for all kind of Manufacturing of electronic and mechanical products manufacturing 

industries, it has been pointed that there are problems with industrial space availability with good access to utilities. 

Hence, it is suggested to invest in infrastructure development, as inadequate industrial parks can hamper development 

of several manufacturing industries88. The developed infrastructure can also serve as a point of comparative advantage 

over the neighbouring and other FDI attraction competitors. 

 IT and Business process outsourcing 

i. Investment attraction possibilities 

The IT industry has shown significant growth records in both the amount of companies and the industry employment: 

currently there are more than 500 companies in the industry, compared to 376 in 2003 and the employment rate has 

increased by 60% since mid-2000. Recently, foreign investors have set up IT offshoring facilities, typically larger 

companies, employing more than 100 people, such as Endava (United Kingdom), Pentalog (France), Allied Testing, acit 

Knowledge and Alfa Soft (United States).89 

                                                           
86 Chamber of Commerce and Industry of the Republic of Moldova (2012). Moldova Investment Guidebook. Accessed (15 Sept 2014): http://www.east-
invest.eu/uploads/Guide%20A5_commented%20by%20EEAS%20(p.4)_FINAL_not%20printed.pdf 
87 United Nations Conference On Trade And Development (2013).Investment policy review. Accessed (15 Sept 2014): 
http://unctad.org/en/PublicationsLibrary/diaepcb2013d5_en.pdf 
88 Ibid. 
89 Ibid. 

http://www.east-invest.eu/uploads/Guide%20A5_commented%20by%20EEAS%20(p.4)_FINAL_not%20printed.pdf
http://www.east-invest.eu/uploads/Guide%20A5_commented%20by%20EEAS%20(p.4)_FINAL_not%20printed.pdf
http://unctad.org/en/PublicationsLibrary/diaepcb2013d5_en.pdf
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IT industry also enjoys support and strategic approach from the government. Strategy “Digital Moldova 2020” and “ICT 

competitiveness” are directed towards upgrading IT infrastructure, encouraging private involvement as well as 

strengthening IT related education. Other major developments include specific tax advantages for IT companies, such 

as 0% corporate income tax, 0% income tax on all IT staff and a low flat rate for social welfare payments for employers.90  

Figure 11. Major dimensions of business process outsourcing91 
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Also a creation of an IT specialized technological park is planned. The park can be a used as a great competitive 

advantage for FDI attraction, if it can provide the right combination of a high quality infrastructure, support services, such 

as legal, tax, financial, management assistance and other benefits for its residents.92 

A related industry that has not been as widely popularized but also has significant potential for attracting investments is 

Business process outsourcing (BPO). As visible in Figure 8, BPO encompasses several company operational processes. 

The ones that have the largest potential in Moldova are CRM & Customer care, such as establishment of call centres or 

database marketing functions, Banking& Finance as well as Administration operations.  

ii. Problems 

Despite the state support and development strategy, Moldovan BPO & IT services have not yet attracted as large FDI 

inflows as Moldova’s neighbouring countries and the sector’s potential in the country has been at large hidden from the 

international scene.93 This can be attributed to lack of strategic investor attraction schemes targeted specifically for the 

BPO & IT sector. It is necessary to put more effort into reaching out to potential investors and to more actively spread 

information about the opportunities in Moldova, emphasizing the availability of low-cost, skilled workforce.  

                                                           
90 Chamber of Commerce and Industry of the Republic of Moldova (2012). Moldova Investment Guidebook. Accessed (15 Sept 2014): http://www.east-
invest.eu/uploads/Guide%20A5_commented%20by%20EEAS%20(p.4)_FINAL_not%20printed.pdf 
91 Panda, A. K. (2012). Business process outsourcing: a strategic review on Indian perspective. Business Process Management Journal 18 (6): pp.876 - 897 
92 Radeke, J. (2014). A Blue Print for an Information Technology Park in Moldova. Accessed (15 Sept 2014): http://www.get-
moldau.de/download/policypapers/2014/PP_02_2014_en.pdf 
93 United Nations Conference On Trade And Development (2013).Investment policy review. Accessed (15 Sept 2014): 
http://unctad.org/en/PublicationsLibrary/diaepcb2013d5_en.pdf 

http://www.east-invest.eu/uploads/Guide%20A5_commented%20by%20EEAS%20(p.4)_FINAL_not%20printed.pdf
http://www.east-invest.eu/uploads/Guide%20A5_commented%20by%20EEAS%20(p.4)_FINAL_not%20printed.pdf
http://www.get-moldau.de/download/policypapers/2014/PP_02_2014_en.pdf
http://www.get-moldau.de/download/policypapers/2014/PP_02_2014_en.pdf
http://unctad.org/en/PublicationsLibrary/diaepcb2013d5_en.pdf
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It should be, however, pointed out that a significant problem for the future sector expansion is the potential lack of skilled 

employees. Already education statistics show that enrolment in universities over the last few years have a decreasing 

tendency. As Figure 12 demonstrates, since 2005 the student amount has decreased by more than 28 000 students. 

Figure 12. Students in tertiary education institutions 2005-2013, thousands  

 

Moreover, as IT sector has received strong support in the past, IT education improvement and availability increase is 

currently a major challenge for the national education system. Moldovan IT representatives already admit that providing 

outsourced IT support services for large companies might prove to be difficult due to the lack of professionals. Hence, 

significant efforts should be devoted internally to popularizing IT related education. 

Intellectual property right related problems can also play a role in fending off potential investors, and have been 

considered as an important issue in Moldova in the past. However, the current legislation on copyright and related rights 

is compatible has been brought in line with international standards and with the relevant international treaties; specifically: 

the Berne Convention, the Rome Convention, the TRIPS Agreement, the WIPO Copyright Treaty (WCT) and the WIPO 

Performances and Phonograms Treaty (WPPT).94 Moreover, State Agency on Intellectual Property of the Republic of 

Moldova has been working closely also on further improving the system and in the end of 2013 a validation agreement 

has been signed with European Patent Office, allowing European patent applications and patents to take legal effect in 

Moldova.95 Whereas intellectual property related legislation has made significant progress, some problems with 

enforcement are still visible, such as too mild penal sanctions and inability to enforce the law without right owner’s 

request.96  

                                                           
94 Stuart, Eugene et al. (2010.) Intellectual Property Law and Policy: Law Approximation to EU Standards in the Republic ff Moldova. Accessed (9th Dec 2014): 
http://www.ncu.moldova.md/public/files/publication/armonizare/SLAG_IP_ENG.pdf 
95 European Paten Office (2013). Simplifying access to patent protection in Moldova. Accessed (9th Dec 2014): http://www.epo.org/news-
issues/news/2013/20131021.html 
96 Stuart, Eugene et al. (2010.) Intellectual Property Law and Policy: Law Approximation to EU Standards in the Republic ff Moldova. Accessed (9th Dec 2014): 
http://www.ncu.moldova.md/public/files/publication/armonizare/SLAG_IP_ENG.pdf 
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Another factor hindering investment attraction is the presence of shadow market in IT sector, creating an uneven playing 

field and affecting competitiveness. However, the previously mentioned tax advantages for IT companies have been 

imposed with an aim to target this problem. Informality is also encouraged due to complex labour regulatory framework, 

which implies difficulties laying off redundant personnel due to rigid provisions regarding contractual framework97. In order 

to improve the investment attraction climate, it is suggested for MIEPO to also push forward changes within the labour 

regulatory legislation. 

  

                                                           
97 United States Agency for International Development (2010). Moldova Economic Sector Analysis: Final Report. Accessed (9th Dec 2014): 
http://pdf.usaid.gov/pdf_docs/PNADU233.pdf 

http://pdf.usaid.gov/pdf_docs/PNADU233.pdf
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6. EXPORTERS’ ASSESSMENT 

 Framework of essential export elements 

This section aims to identify and analyze the key internal barriers for Moldovan SME export development.  In order to 

increase the local SME export capacity, MIEPO should address these issues through information availability improvement 

and use of other supporting instruments.  

In order to develop recommendations to Moldovan exporters and the export orientated industries in general, SMEs export 

readiness was assessed. To conduct this analysis, the companies were evaluated according to the six dimensions, as 

displayed in Figure 13 and Figure 14. 

Figure 13. Six dimensions of export readiness 
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For more information about the framework of the key factors for successful export development, please see Annex 1. 

 Methodological approach 

In order to conduct the analysis three methods were employed: 

- A survey of the exporting companies; 

- Interviews with association representatives  and the companies; 
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- Exporting company website analysis. 

In total 60 enterprises received questionnaire (Annex 2) aimed to measure their export readiness. The respondents were 

mainly producers of primary agricultural products and food processing companies that already have export experience. 

The questionnaires were distributed during the seminars on the topic of DCFTA organized by Chamber of Commerce 

and Industry of Republic of Moldova during August 2014. 

34 interviews were conducted with industrial producers and associations, including several large exporters (See Annex 

3). The meetings were organized by Moldovan Chamber of Commerce and took place in their offices. Interviews were 

based on structured questionnaires covering main export activity related areas. 

In addition, an analysis of 146 Moldovan company websites was performed in order to evaluate the current status of 

exporters’ marketing tools (See Annex 4). 

Based on the information obtained, analysis was performed to identify key problems that are either similar for all exporters 

or specific for individual company groups or sectors.  The key findings were consolidated and main problem areas 

identified. The information will also serve as a basis for preliminary export development recommendations and formulation 

of Action plan for MIEPO. 

 Key findings  

iii.  Export Product 

Availability of products that meet international standards is the first pre-condition for international business. Although, 

many companies still are in the need for the development of its export offering to meet international standards, some of 

the industries and sub-sectors have well developed export products. A large part of the product development has taken 

place through the assistance of special donor programmes targeted to raise Moldovan exporter competitiveness and 

invest in higher value added products or services.  

 
Table 22. Observations of industry export products 

Sub-sectors Current situation 

Apples, pears, plums Since this sector has been dependent on sales to Russia, it still has many companies which have not 
invested in high quality fruit production. Agricultural producers are struggling to sell at the domestic 
market and enter local supermarket chains, because in many instances producers cannot fulfil 
requirements for quality, packaging, labelling, logistics etc. 

Agricultural producers reflected also about problems with access to laboratories, product quality control, 
packaging, labelling, certification and high costs associated with these problems. It was obvious that 
there is a need for small and medium-sized producer cooperation regarding production, calibration, 
storage, packaging and logistics solutions. 

Around 10 companies in Moldova have European standard sorting and packing lines, and have high 
quality fruit production. Further investments in the industry are expected for sorting and further 
processing of fruits (freezing, drying, processing).  
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Table grapes Table grape producers, similarly to other fruit producers have been working mainly with export to Russia. 
During the past years the industry has been undergoing positive developments, including various 
informative activities and investments in product quality. 

Within the sub-sector there were 10 companies identified with high quality products and good export 
readiness capacity. 

Walnuts Well developed export capacity, there are couple of large companies who gather produce from walnut 
growers and trade internationally. Currently industry face challenge of not having enough products to 
meet international demand; thus industry representatives mentioned that specific attention to their 
product marketing internationally is not needed at the moment. 

Grain, cereals, sunflower 
seeds 

Well developed export capacity for raw materials. There are couple of large companies who purchase 
produce from grain growers and trade them internationally, the companies function as traders, 
warehouse and logistic organizers.  There are only few processing companies thus to reach higher value 
added processing from this raw materials, the sector needs to attract investments. 

Honey Well developed export capacity for raw materials. There are couple of larger trading companies who 
purchase produce from beekeepers and trade them internationally.  Needs investment in value added 
production and processing industry. 

Wine  Well developed export capacity with products that meet international standards. The industry has 
developed with large players who has invested in high quality wine production, as well as over the last 
five years small wine producers have emerged and active to develop international business. 

Processed Food The industry has rather small number of large food processing companies. The main larger food 
processing companies operates within fruit and vegetable processing, juice production, and 
confectionary. Also the food processing industry does not have a strong association who would work 
with the industry promotion internationally. From the observation, only some of the food producer 
possibilities for packaging are up to international requirements. Thus, the sector upgrade would need 
new processing plants which utilizes the availability of raw materials grown in Moldova.  

Apparel products Industry mainly offers services to European customers.  

The industry faces challenge to recruit new employees to the sector due to the low salary level. 
Therefore, there is a need to develop more services to existing customers, such as production of more 
complicated items, or sales of own products. Currently 20 - 30 companies have made considerable 
investments in their own product lines and are interested in development of own sales. The product 
groups are female and male clothing, accessories, carpets and shoe making sector. 

Manufacturing of 
electronic and mechanical 
products, including 
automotive suppliers, 
electronic assembling 

The Manufacturing of electronic and mechanical products industry is FDI dependent, thus major boost 
in the export is created by each investment case. Nevertheless, the FDI in the sector has also created 
an increase in the number of local sub-suppliers in the industry.  

The majority of companies would do an assembling service for cable harnesses, and electronic devices 
for further use in automotive sector, machinery. Due to small number of companies in this sector, the 
industry has not been well organized in specific industry associations who would promote companies 
internationally.  

Another sub-sector - production of pumps has been identified through interviews. The sub-sector is 
formed by smaller group of producers from Moldova, and also scientific institutions. This sub-sector 
would require further support in raising innovation in the product category, as well as a support to develop 
international linkages with peers and customers from the industry. 

IT services Similar to Apparel sector, IT sector is driven by services and functions as an outsourcing hub for foreign 
companies. The industry is starting to face a problem with lack of skilled employees. Yet, there are 
around 10 – 15 companies from IT sector which have developed their own products and is interested to 
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promote them internationally. However, so far the success of the sector lies in the service provision 
rather than own product sales. 

iv. Export skills and human resources 

From meetings with associations and exporting companies, it was possible to observe that Moldovan SMEs lack human 

capital with international sales skills and foreign languages. A skilled export manager is one of the key success factors 

for international business, however, only few companies in Moldova have a dedicated export manager. In many cases, 

export related matters are dealt by the general management team, often with a help of an interpreter.   

Moreover, only few sub-sectors signalled pro-active sales work (wine producers, grain, walnut producers).  Interviews 

with industry representatives indicated that there is low awareness of export sales organization processes, and often 

export activities are not a result of strategic efforts, but more of a lucky coincidence. For export strategy and planning to 

become a normal routine for the exporters, on one hand they need talented people and on the other hand they need 

management who understands a meaning of export planning.  

Interviews also indicated that majority of enterprises and/or association are in need for targeted training to upgrade their 

presentation skills, communication skills and techniques for sales organization. Such basic instruments as Power Point 

presentation skills, knowledge of document preparation, including elements of well formatted materials with charts, 

diagrams and pictures are still not sufficient for many exporting companies in Moldova. 

In addition, only a small share of exporting companies master good level of English and other foreign languages. The 

survey carried out among already exporting companies indicated that half of specialists involved in export activities can 

speak Russian, 30% English and 10% French. Proficiency in other languages, such as German, Spanish, and Italian 

varied between 1-2%.  When asked for the industry-wide English knowledge, the percentage of companies mastering 

the language was estimated to be around 5%. In addition, 22% of companies that were surveyed indicated a need for 

language training for their personnel.  

Limited language knowledge and dedicated export managers with proficient export sales skills is one of the major internal 

obstacles for Moldovan exporters. This aspect has limited Moldova’s exporters to mostly trade with CIS countries, 

Romania or working with trade agents - middle men - without added value. 

v. Market knowledge and plan 

Awareness of target market situation, current product supply, pricing level and sales channels are still rather low among 

Moldovan exporters. Companies indicated lack of market research activities (knowledge of similar products, competitors, 

price levels, market size, cultural differences etc.) that would enable an informed decision-making for new market 

acquisition. Since market research is a method for understanding one’s competitiveness in the market and analysing the 

particular market attractiveness, it is suggested for MIEPO to offer pre-published target market researches and develop 

activities to raise the company internal market research skills.  

The fact that industry representatives could not name industry’s target markets, serves as an indication that target 

countries have not been strategically identified for most of the sectors of the sectors. DCFTA naturally creates an 
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incentive to develop sales to the European Union markets; yet, companies are not aware of sales channels for entering 

these markets. When asked about availability of export activity plan, the majority of answers were provided in relation to 

participation in international fairs. Thus, export strategy and plan for diversification of markets and clients is still a missing 

element for many exporters. The export planning can be incentivize through adding Export Plan and Export Strategy as 

a requirement for receiving international growth and business development grants. 

In addition, companies also lack knowledge of export documentation, such as permits, certificates, legal contracts. Lack 

of the technical documentation creates a barrier for smooth international trade; thus, additional educational activities 

should be run to eliminate this barrier, and hands on assistance to individual companies provided. 

vi. B2B Marketing tools 

Whereas professional marketing materials like corporate identity, website, company presentations and catalogues are 

basic tools for most internationally oriented companies, that research showed that Moldovan B2B marketing tools are still 

far behind international standards, thus being a significant obstacle for export sales development. 

As nowadays the main business information research is done online, the corporate websites are often the first impression 

a potential partner or client gets about company. Therefore, it is important that the exporting company has a website that 

includes information that could be of an interest to the potential trade partners. Moreover, the information should be 

available in the languages of potential target markets. 

For agricultural producers of primary products it is important to indicate the company’s production sectors, volume, 

harvesting period, storage conditions, information regarding packaging and transportation possibilities. Product 

compatibility with target country standards should be indicated. Information of the company’s current export markets 

would also help the potential partners to understand if he/she is dealing with a regionally orientated company or with one 

with a larger geographical trading experience. 

For processed food and industrial sector producers it is important that trading partners can see if they are dealing with 

companies that have proven track record in exporting or with new market entrants. Description of product catalogue, 

production capacity, technological lines, key export markets, trade partners, awards, certificates would be essential. 

For services sector the main focus should be paid to creating a portfolio – description of expertise, clients, client 

references, implemented projects, project year and value. 

In order to better assess Moldovan exporter current online website situation, an analysis of 46 websites of Moldovan 

exporters covering the main exporting sectors (agriculture and food, including wine exporters, textiles and apparel, light 

industry and Manufacturing of electronic and mechanical products, chemical industry, IT services and others) was 

performed.  

The main conclusions were as follows: 

- Most of Moldovan companies have developed their web pages covering main information needs – company 

profile, contact details, use of 1-3 languages; 

- Companies with websites provide well-structured information with easy contact search; 
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- Part of the companies have also developed their brand that is well exposed. 

The main problems: 

- In 40% of cases, the indicated company web page does not open – inability to solve website operational details 

can give out an unfavourable impression to the potential partners. 

- 65% of the large exporting companies in Moldova have their webpage available in languages of their target 

export markets, however, in 35% cases the use of languages is not correlated with export markets. 

- Information is not up to date. 

- Missing export manager information – frequently contact details of export manager cannot be found. This can be 

inconvenient for potential trade partners, as communicating via the general info email address implies extra time 

to reach the main decision maker. Only 20% of companies with active website had detailed contact information 

available. 

- Unclear company mission – how determined the company is to export and with what kind of export partners the 

company is looking for. 

- In frequent cases there is insufficient information about the existing clients and their references with regard to 

the implemented projects. Such information would indicate partner’s reliability and past project quality. 

- Food processing enterprises tend to not indicate their certification information, which in general would be very 

important for entering heavily regulated markets, such as the EU. 

- Enterprises that are active members of cooperatives and are involved in cluster type of activities do to indicate 

that in their webpages, despite the fact that web pages of clusters indicate them as members. This is especially 

important for companies that sell large volume of produce – such as agriculture or textiles and apparel. 

 

Some Moldovan sectors have more advanced websites, while others need more improvements. Thus, another factor 

hindering international cooperation lies in the fact that not enough attention is paid to keeping company website updated 

and the information accessible to the foreign parties interested in the company.  

In agricultural sector only about 50% of the companies had websites at all, and most of the companies that had such 

marketing tool had made it available only in Romanian. Better situation was observed in textile and apparel industry – 

most of the company web pages were translated into foreign languages. 

It was also discovered that a large amount of Moldovan companies have not developed a professional company brand 

and corporate identity, and thus are not confident with marketing their own brand. Because of this in many cases exporting 

companies choose to participate in a trade fairs as part of the industry (like Moldova Fruct). Such development is 

considered as a suitable alternative, if the companies lack resources to invest in own brand development, as long as the 

industry brand developed by association meets international standards.  

Only specific industries (such as wine, textiles and apparel, agri-food) have developed product catalogues of their 

products. Though not in all cases, but mostly the quality of printed materials and images are up to international standards. 

However, it should be noted that low quality marketing materials can also create an impression of low product quality.  
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B2B marketing instruments for associations and exporters is another essential element for successful export sales, and 

with information campaigns, awards, and financial incentives for involving marketing professionals, this gap can be 

diminished in rather short period of time. 

vii. Export sales activities  

Proactive export sales activities in the form of participation in trade fairs, B2B trade missions and visits in general are 

some of the most prevalent international sales activities.  

Reflections from industry representatives and results from exporters’ survey showed that international trade exhibitions 

are the most popular instrument for Moldovan companies for establishing contacts internationally. Currently, international 

exhibitions are mainly used as a shared stand for several companies to present their products. National group stands is 

a cost efficient method, but less effective when it comes to brand development and marketing.  In regard to international 

trade fairs, the following issues were indicated as problematic by Moldovan companies:  

- preparation for trade show; 

- company presentation and marketing materials creation; 

- product presentation;  

- communication with potential customers before and after trade fairs. 

Other sales promotion instruments like trade missions and B2B match-making events currently organized for Moldova 

exporters are not efficient and have relatively low result in terms of generated export sales. This is firstly, because of 

insufficient preparation (lack of marketing materials, professional presentations etc.) and problems with general skills 

(lack of language skills, intercultural communication experience) and, secondly, because of event organizer lack of 

attention towards assistance to companies regarding meeting quality and results, and focus only on organizational 

matters. It was expressed by companies that they would appreciate assistance with proper preparation before any 

international promotion event and as support during their meetings and follow up communication, implying individual  

focus rather group support. 

E-commerce as an international sales method was mentioned by two industries – wine sector and apparel production 

sector which is planning to develop an online store with Moldova branded goods.  

It was also observed that companies feel more comfortable with doing business within CIS countries and Romania with 

whom exporters can share common historical background, business culture and language. 

viii. Export budget  

In order to start selling internationally companies need to allocate budget for export related activities. Marketing activities 

and export financing should have separate budget based on a thorough planning with estimation for the potential 

revenues in the market and the expected return of investment.  

From the reflections of the company representatives, it was possible to conclude that most companies have limited export 

budgets and often rely on donor project financed activities rather than on strategic planning of their own sales activities 

and budgets. Most of the companies choose rather passive strategy – waiting and reacting on initiatives from outside. 



69 
 

Although this approach does not require additional funds, it is not very efficient either. In addition, companies expressed 

a concern that participation in international trade activities and international experts is a costly activity and companies 

lack sufficient funds in order to afford market consultants from Western countries.  

Another request expressed by the companies is the possibility of access to funding for investment support, as well as 

state financial instruments for international trade as export guarantees and risk assurance. In many instances export 

should go hand in hand with serious investment activities, as investments are needed to raise production capacity, quality 

and eliminate shortcomings in export activities. All industries were unanimous with regard to current financial instruments 

offered by commercial banks, claiming that the main issue was the interest rates for borrowing. It means that only those 

companies with solid financial capital can afford exporting. Without access to finance for investments and credit lines, 

the international trade development will not develop as smooth as expected. 

Another shortcoming of the current financial instruments available for exporters was the absence of export guaranty 

instruments that could be offered by the Moldovan state. An export guarantee is a commitment of the state to reimburse 

the exporter (or the bank financing the export transactions) losses in the case where a foreign debtor is insolvent or in 

the case where there is a long-term non-payment. Although, some commercial banks are offering instruments for 

international trade like factoring and letters of credit, the awareness of the instruments and usage by SMEs is still rather 

low. The availability of export guarantees allow companies to offer more flexible payment terms to their international 

customers, and minimize the risk of trading with new partners. 

To summarize, it is possible to conclude that on one hand companies have limited own budgets for investing in export 

promotion activities and purchase of consulting support, and on the other hand they need more business friendly access 

to finance through commercial banks or a dedicated state institution for export guarantees. 

ix. Summary and recommendations 

During the research, the following weaknesses of exporting companies limiting them from international trade were identified: 

1. Small number of export ready products within key sectors; 

2. Lack of dedicated export managers; 

3. Unsatisfactory knowledge of target country languages; 

4. Lack of knowledge on how to develop sales channels, insufficient presentation and sales skills; 

5. Lack of knowledge about target markets and insufficient market research skills; 

6. No strategic approach to market development, lack of export plan and export strategy; 

7. Insufficient information in terms of international trade documentation; 

8. Weak marketing materials and lack of Western standard corporate marketing instruments; 

9. Low number of high quality, professional websites; 

10. No usage of full spectrum of  export sales activities needed for specific markets; 

11. Lack of funds for export promotion activities ;  

12. Lack of financial instruments available for companies through commercial banks or dedicated state agencies. 
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After identifying the problems with the internal export capacity of Moldavian SMEs, recommendations were developed 

in order to correct the problematic aspects. All recommendations are summarized in Table 23. 

Table 23. Recommendations for SMEs’ export capacity enhancement 

Internal problems Recommendations 

1. Small number of export ready companies 

within key sectors 

 

- Study visits; 

- Support to certification; 

- Cluster development. 

- Product development/ investments in production technologies 

2. Lack of dedicated export managers 

 

- Programmes to involve more people in export activities;  

- Traineeship programmes; 

- Dedicated export manager as a pre-requisite for accessing grants for 

international development. 

3. Unsatisfactory knowledge of target country 

languages 

- Training of existing staff; 

- Involvement of young people in exporting companies. 

4. Lack of knowledge on how to develop 

sales channels, insufficient presentation 

and sales skills 

- Educational activities; 

- Educational materials. 

5. Lack of knowledge about target markets 

and insufficient market research skills 

- Educational activities; 

- Provision of market researches; 

- Support in access of market research. 

6. No strategic approach to market 

development - export plan and export 

strategy 

- Educational activities; 

- Export plan and strategy as a pre-requisite for accessing grants for 

international development; 

- Educational materials. 

7. Insufficient information in terms of 

international trade documentation 

- Consulting support for companies; 

- Informative seminars and activities; 

- Available document templates for exporters. 

8. Weak marketing materials and lack of 
Western standard corporate marketing 
instruments 

- Educational activities; 

- Support in access of professional marketing services;  

- Professional marketing materials as a pre-requisite for accessing grants for 

international development. 

9. Low number of high quality, professional 
websites 

- Support in access of professional web development services;  

- Professional multi-language website as a pre-requisite for accessing grants for 

international development. 

10. No usage of full spectrum of  export sales 

activities needed for specific markets 

- Educational activities and materials; 

- Development of different export promotion activities targeting different markets; 

- Support in access of professional market consulting services. 

 

11. Lack of funds for export promotion 

activities   

- Partly financed export sales activities;  

- Provision of grants for export sales activities; 

- Provision of information of different possibilities for benefiting from international 

finance. 

12. Lack of financial instruments available for 

companies through commercial banks or 

dedicated state agencies. 

- Development of export guarantees for exporters; 

- Education about existing financial instruments; 
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7. EXPORT AND INVESTMENT ATTRACTION MARKET PRIORITIZATION 

As determined in the previous sections, MIEPO’s focus between the most potential industry support should be divided 

between export enhancement and investment attraction activities. As visible in Figure 14, the main industries for export 

enhancement activities are Agricultural products and Textiles and apparel. Processed food producers should also be 

supported through both export enhancement and investment attraction activities. However, Manufacturing of electronic 

and mechanical products and BPO requires investment attraction assistance. 

Figure 14. MIEPO’s strategic focus 

 

As the criteria for export enhancement and investment attraction market prioritization differs, the two were split and 

conducted separately. 

 Export enhancement market prioritization 

i. Methodological approach 

The export enhancement process was started with selecting 3 most perspective markets – Europe, CIS and Middle East. 

Other regions, such as Asia, Australia and Oceania and North America, might also be of relevance in the future, but for 

the next two years it is suggested to start with the closer markets and once they have been acquired, move on to further 

destinations. Altogether 64 countries were selected in these regions, however, four countries - Luxembourg, Malta, 

Liechtenstein and Iceland – were cast aside as not priority markets due to small population size, i.e., under 1 million 

inhabitants. The remaining 60 were evaluated on the basis of criteria listed in Table 24. Where no data was available, 

the points given were based on estimations. 

After all information was gathered, each criteria was evaluated by awarding 0-5 points according to the favourability of 

the result. The scale used was as follows:  

0 – very poor condition, 

1 – poor condition, 

2 – unfavourable condition 

3 – satisfactory condition, 

4 – favourable condition, 

5 – excellent condition. 
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Afterwards, each criterion was awarded a value ranging from 5-35, which was the maximum score for the particular 

category. For example, if the category was given a value of 10 points and the particular result was evaluated as 5, it was 

awarded a total of 10 points; if the result was evaluated as 4, the market was awarded a total of 8 points, etc. The market 

with the highest total score was determined as the most potential for the particular industry. 

Afterwards, each criterion was awarded a value ranging from 5-35, which was the maximum score for the particular 

category. For example, if the category was given a value of 10 points and the particular result was evaluated as 5, it was 

awarded a total of 10 points; if the result was evaluated as 4, the market was awarded a total of 8 points, etc. The market 

with the highest total score was determined as the most potential for the particular industry. 

Table 24. Export market prirotization criteria 

Criteria Units Justification 

Weight awarded 

Agricultural 

products 

Processed 

food 

Textiles & 

apparel  

Trade 

balance in %  

Percentage by 

which export 

exceeds imports in 

each potential 

markets, % 

If import exceeds export (negative % in 

results section), it means that the country 

relies on import of the particular good, and 

can be considered as more interested in the 

particular product. 

20 20 10 

Political 

stability 

High/ 

Medium/ 

Low 

Political stability was deemed as a factor that 

can influence the ease of doing business 

abroad and stability of trade relations.  

15 15 5 

Language 

Russian/ 

English/ 

Other 

As during the interviews with Moldovan 

companies it was determined that many 

companies lack foreign languages 

knowledge, countries with opportunity of 

business communication in Russian was 

determined as the most favourable, followed 

by English. Other languages were given the 

least favourable scores.   

15 15 15 

GDP per 

capita 
USD  

GDP per capita was used as an indicator of 

the population purchasing power.  
15 10 15 

Population 

size 
Million inhabitants 

If the population size was larger, the overall 

quantity demanded is larger as well, and was 

considered as priority. 

15 15 - 
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Medium-

sized city 

amount 

Amount of cities 

with 250 000 - 

500 000 

inhabitants 

As large cities are normally dominated by 

international fashion retail chains, for 

Moldovan companies it was considered as 

more potential to target medium sized cities, 

where there might not be such large 

coverage of international “high street” brands, 

and more opportunity for less known brands 

to enter the market. Hence, countries with the 

highest amount of medium sized cities were 

determined as the most potential.   

- - 15 

Distance High/ Medium/ Low 
The closer the market, the lower are the 

transportation costs. 
10 10 5 

Trade 

agreements 

FTA/ 

Preferential/  

None 

Trade agreements imply a possibility of 

obtaining maximum profit from the sale of 

goods, as custom duties are either eliminated 

or MFN duty is applied.  

5 10 10 

Moldova 

total exports 
USD 

If there are companies already exporting to 

the particular market, it is considered it easier 

for others to enter the market as well. Firstly, 

because partner companies would already be 

familiar with other Moldovian products, and, 

secondly, because it would be easier for new 

market players to obtain knowledge about 

customs, necessary certification, etc.  

5 5 5 

Historical 

connections 
Yes/No 

Countries that are historically connected to 

Moldova, were determined as to more likely 

have similar fabric quality and fashion 

expectations for garments.  

- - 20 

i. Agricultural products 

To determine the top markets for Agricultural products 8 criteria were used, listed in Table 24. The fact that the country 

relies on vegetable exports was determined as the most influential criteria, followed by language, political stability, 

population size and GDP per capita. In this category trade agreements were given a value of only 5, as even free trade 

agreements have certain limitations for Agricultural product imports/exports. 

The market prioritization determined that the most potential market to be the United Kingdom, which received 82 points 

out of 100 possible, followed by Germany (78 points), Austria (72,5 points) and Italy (72,5 points). Hence, these should 

be the main European markets for high quality Moldovan producer goods and would allow making full use of DFCTA duty 

free quotas. See Annex 5 and Annex 6 for full data and results.  

Regarding CIS countries, the most potential export market was determined to be Russia (11 th position with 66 points), 

Belarus (14th position with 65 points), Azerbaijan (19th position with 63 points) and Armenia (20th position with 62 points). 

As trade relations with Russia have not been stable during the recent years, it is not suggested to increase export to 

Russia, but focus on other CIS markets with similar scores.  
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Regarding Middle East, it is suggested to first target Saudi Arabia (23rd position with 61 points), United Arab Emirates 

(35th position with 53 points), Lebanon (37th position with 52 points) and Israel (38th with 51,5 points). The main reason 

why these countries scored lower than others is the language problem, high transportation distance and lack of trade 

agreements and current cooperation. However, these markets should not be left unattended, and it is suggested to focus 

some part of vegetable industry activities also to these markets, as these countries import about 90% of their total food 

requirements.98 This is related to the region’s specific climate conditions, i.e., there is a significant lack of fertile soil and 

water irrigation that both are essential for rich agricultural production. At the same time, it should be taken into account 

that the population in region is growing as well as the overall level of welfare. These conditions are the basis for greater 

food consumption. According to estimates by Economist Intelligence Unit, the Persian Gulf's population in 2020 will reach 

53,5 million, implying a 30% increase in comparison with 2000. Calculations show that in the same time period the 

region's real GDP will grow by 56%.99 Forecasts also show that till 2050 this region’s cereal import amounts will double,100 

and thus a similar trend is expected for other food groups as well. 

In conclusion it can be said that he suggested MIEPO’s activity distribution in 2015-2016 by market is 70% for export 

assistance to the European market, 20% to CIS countries and 10-20% to Middle East. If we compare this with the current 

market situation, then it can be said that about 50% are currently exported to the EU countries - United Kingdom and 

Switzerland are among the top current agricultural product markets, however, export to other prioritized countries, such 

as Germany (4%), Austria (1%) and Italy (4%) is lower. About 26% are exported to CIS countries, with Russia and Ukraine 

being among the top markets, thus it is suggested to MIEPO to assist in diversifying the exports from Russia to other 

countries. The only Middle East country where Moldova currently exports is Turkey (10%), and there is no export to both 

Middle East priority export countries – Saudi Arabia and United Arab Emirates. 

Table 25. The priority export markets for Agricultural products 

European markets:           70%  CIS markets:               20%  Middle East markets:   10-20% 

United Kingdom  Belarus  Saudi Arabia 

Germany  Russia  United Arab Emirates 

Austria  Azerbaijan  Lebanon 

Italy  Armenia  Israel 

Sweden  Uzbekistan  Oman  

Norway  Georgia  Turkey 

Belgium  Tajikistan  Egypt 

Finland     

Switzerland     

Czech Republic     

Portugal     

                                                           
98 SIAL (2014). Rice & Grains 2013. Accessed  (15 Sept 2014): http://sialme.com/About-SIAL-ME/Rice---Grains-2012 
99 Katy Askew (2014.). FMCG in the Middle East: Shifting patterns of demand and consumption. Accessed (15 Sept 2014.): http://www.just-
food.com/management-briefing/shifting-patterns-of-demand-and-consumption_id126683.aspx  
100 Arvin Donley (2011). Wheat trade to double by 2050. Accessed (15 Sept 2014.): http://www.world-
grain.com/News/News%20Home/Features/2011/4/Wheat%20trade%20to%20double%20by%202050.aspx?cck= 

http://sialme.com/About-SIAL-ME/Rice---Grains-2012
http://www.just-food.com/management-briefing/shifting-patterns-of-demand-and-consumption_id126683.aspx
http://www.just-food.com/management-briefing/shifting-patterns-of-demand-and-consumption_id126683.aspx
http://www.world-grain.com/News/News%20Home/Features/2011/4/Wheat%20trade%20to%20double%20by%202050.aspx?cck
http://www.world-grain.com/News/News%20Home/Features/2011/4/Wheat%20trade%20to%20double%20by%202050.aspx?cck
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Apple export market prioritization 

As due to the recent Russian embargo apples have been the most pressing situation to find new export markets, a 

separate analysis was conducted to determine the most potential export markets for the particular products. In order to 

do so a separate analysis was conducted focusing especially on apple market in the top 25 priority markets listed in 

Figure 15. The prioritization was conducted by looking at apples import quantities in these countries in relation with their 

trade value and internal production amounts. The full data and evaluation is available in Annex 7 and Annex 8 

The data revealed that the highest trade value generated per 1 tonne is in Switzerland – 1 737 USD per t, followed by 

Armenia and Norway. Armenia’s high result can be explained by the comparably little import quantities per year, i.e., only 

90 tonnes. If we look at the countries importing larger volumes of apples, the leader is Norway with 1 667 USD per t, 

followed by Sweden and United Kingdom. 

The data also revealed that the largest importer out of the 25 is Egypt, which in 2013 imported almost 10 million tonnes, 

however, it should be noted that the trade value per t is the lowest among the 25 countries – only 23 USD. The second 

largest importer is Russian Federation, followed by United Kingdom. United Kingdom is certainly among the most 

potential export markets, as it has the highest trade volume, just below 500 000 tonnes in 2013, and has the 6th highest 

trade value per t. As currently more than 90% of apples are exported to Russia, the MIEPO should focus its efforts to 

assisting the apple producers in new market acquiring. 

Figure 15. Apple export market prioritization results, points awarded 0-100 
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From internal production perspective, the ones with the highest potential were determined to be the ones with the smallest 

apple production amount. Out of the 25, the country with the smallest internal production is Finland that in 2013 produced 

only 4 807 tonnes and imported additional 53 371 t. It is followed by Norway, Sweden, United Arab Emirates and Oman. 

As can be seen in Figure 15, the apple import and internal production data suggests that the most potential export market 

for Moldovan apple producers are European countries, as 7 out of top 10 export markets are European. The priority 

export market for apples is the United Kingdom, Nordic countries, Belgium and Germany. Also 2 Middle East region 

countries – United Arab Emirates and Saudi Arabia are among the top destinations.  CIS countries seem as less potential 

destinations, however, can also be targeted due to the ease of communication (Russian language). The main CIS 

markets are Belarus, Georgia, Armenia and Azerbaijan. 

Grape export market prioritization 

As also grape producers have been affected by Russian embargo and have been heavily hit by the Russian embargo, a 

similar market prioritization was conducted for determining the most potential grape export markets. The prioritization 

was conducted by looking at grape import quantities in top 25 priority Agricultural product export markets in relation to 

the import trade value and internal production amounts. For full data and results please see Annex 9 and Annex 10 

The data revealed that the largest importer of grapes out of the 25 top markets is Russia who in 2013 imported more 

than 400 000 tonnes, followed by Germany (approx. 395 000 tonnes) and United Kingdom (365 000 tonnes). However, 

if we look at the import trade value per tonne, Russia is only 18th out of the 25. The highest import trade value per tonne 
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is in Norway (3514 USD), Israel, Sweden, the United Kingdom and Italy. Hence, it is possible to identify that the United 

Kingdom is among the largest importers in terms of quantity and also in terms of price. Additionally, the country’s internal 

production of grapes is very small and constitutes less than 0,1% of the country’s total fruit production in 2013. Moreover, 

as grape production normally require warm and sunny climate, also other Northern European countries internally produce 

very small amounts of grapes, and rely on imports. Thus, these also can be determined as among the most potential 

export markets for grapes. 

As can be seen in Figure 16, Moldovan exporters should primarily target European countries such as the previously 

mentioned United Kingdom, Sweden, Norway, Belgium, Germany. The European markets are followed by United Arab 

Emirates, Israel and Saudi Arabia that also do not have suitable climate for fruit production. From CIS countries, the most 

potential destinations are Belarus, Uzbekistan and Armenia. As 67% of Moldova’s domestic grape exports are directed 

to Russia, it is suggested for MIEPO to focus on assisting grape producers in acquiring new markets. 

ii. Processed food 

To determine the top markets for Processed food 8 criteria were used, listed in Table 24. The fact that the country relies 

on food product exports was determined as the most influential criteria, followed by language, political stability and 

population size. In this category trade agreements were given a higher value than the same criteria was awarded in 

Agricultural product category, i.e., 10 instead of 5, as the signed free trade agreements  normally do not have as many 

exceptions as for Agricultural products. Because of this 5 points were taken away from GDP per capita criterion value, 

as one of Moldovan foodstuff exporters’ competitive advantage is the low price, thus high purchasing power was 

considered as less relevant.  

The data analysis results show that also for this market the most potential markets are the European countries. The first 

place is taken by Romania (80 points out of 100 possible), followed by the UK (76,5 points), Austria (70 points). Also 

France, Italy and Nordic countries have received the top scores. See Annex 11and Annex 12 for full data and results. 

However, it should also be pointed out that CIS countries have received quite high scores as well – Georgia is in 4th place 

with a total of 70 points, followed by Russia (10th position with 68 points), Azerbaijan (13th position with 67 points) and 

Kazakhstan (17th position with 66 points). Again, regarding the current political situation with Russia, it is not suggested 

to focus export activities towards increasing exports to the particular country, but mostly focus on other CIS destinations. 

Regarding other countries, Saudi Arabia shows the highest result, being in 34th position with 58 points, Israel (36th position 

with 56 points), United Arab Emirates (40th position with 52 points), Turkey (43th position with 48,5 points).  

MIEPO’s activity distribution in 2015-2016 by market is suggested at 50-60% for export assistance to the European 

market, 30% to CIS countries and 10-20% to Middle East. The actual domestic export situation is quite different, as 

European markets currently make up 39% of the total and CIS 67%. Therefore, it is suggested for MIEPO to assist 

Moldovan processed food producers in diversifying their export markets to European market, especially focusing on 

United Kingdom, Austria and France, as well as Middle East markets such as Saudi Arabia and Israel. 
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Table 26. The priority export markets for Processed food products 

European markets:      50- 60%  CIS markets:                    30%  Middle East markets:   10-20% 

Romania  Georgia  Saudi Arabia 

United Kingdom  Azerbaijan  Israel 

Austria  Kazakhstan  United Arab Emirates 

France  Russia  Turkey 

Slovakia  Belarus  Lebanon 

Finland  Armenia   

Norway  Uzbekistan   

Italy  Tajikistan   

Czech Republic     

Germany     

Greece     

 

iii. Textiles and apparel 

To determine the top markets for textile and apparel products 10 criteria were used, listed in Table 24 The highest weight 

was given to historical connection criteria, which was believed to create similar requirements for garment selection, 

including a common fashion sense and quality expectations. The three criteria with the second largest weight were GDP 

per capita, amount of medium sized cities and language. Please note that in this category average purchasing power 

was evaluated as with the highest potential instead of the highest. Such decision was made as higher purchasing power 

denotes a larger possibility for the population to be interested in “high street” as well as luxury brands rather than unknown 

brands. Medium sized cities were selected as the most potential as they were considered to be less dominated by fashion 

retail chains, thus giving more opportunities for Moldovan textile and apparel industry players. Small cities were not 

selected due to the lower demand quantities. Language was also among the main criteria, as Moldovan companies are 

mostly able to communicate only in Romanian and Russian. 

The data analysis results show that also for this market the most potential markets are the CIS countries.  The first place 

was taken by Ukraine with 85 points out of 100. Also other CIS countries dominate the top market destinations: Azerbaijan 

(3rd position with 79 points), Kazakhstan (4th position with 77 points), Belarus (5th position with 76 points) and Georgia 

(6th place with 76 points).  See Annex 13 and Annex 14 for full data and results. 

Even though the Central Asian countries such as Azerbaijan, Kazakhstan or Uzbekistan have different predominant 

religion – Islam, due to the Soviet past, the traditional Muslim clothing habits are not widespread. In urban centres majority 

of population wear European clothing. 

From European destinations Romania is in 2nd place with 84 points, followed by the Baltic states – Latvia being in the 7th 

place with 74 points and Lithuania in 9th place with 72 points. From Middle East countries the highest result shows Turkey, 

being in 19th position with 51 points and Egypt which is in 34th place with only 38 points. 
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Hence, it is suggested for MIEPO’s 2015-2016 activities to mainly be focused on CIS markets (about 70-80%) and lower 

income European countries, such as the Baltic states (30-20%). Currently the situation with textile & apparel exports is 

slightly different, as the main markets are the EU with 72% and CIS constitutes 23%. This can be explained by the fact 

that currently Moldova exports mostly other brand products, whereas the suggested markets are specifically aimed for 

Moldova’s producer own brands.  

Table 27. The priority export markets for Textiles and apparel 

European markets:            30-20%  CIS markets:                   70-80%  Middle East markets:               0% 

Romania  Ukraine   

Latvia  Azerbaijan   

Lithuania  Kazakhstan   

Poland  Belarus   

Bulgaria  Georgia   

  Russia   

  Armenia   

  Uzbekistan   

  Turkmenistan   

  Tajikistan   

  Kyrgyzstan   

 

 Investment attraction market prioritization 

i. Methodological approach 

The process was started with selecting the most perspective markets for investment attraction, i.e., European Economic 

Area. This is due to the fact that the region is geographically close, has high production amounts in combination with high 

combination costs. Other regions, such as Australia and Oceania and North America, might also be of a relevance in the 

future, but for the next two years it is suggested to start with the closer markets. 

For analysis were selected the EU-28 member states and Switzerland, Iceland, Liechtenstein and Norway. However, 

four countries - Luxembourg, Malta, Liechtenstein and Iceland – were cast aside as not priority markets due to small 

population size, i.e., under 1 million inhabitants. Hence, a total of 28 countries were examined in more detail. 

These countries were evaluated on the basis of criteria listed in Table 28. Where no data was available, the points given 

were based on estimations.  
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Table 28. Investment attraction market prioritization criteria 

Criteria Units Justification 

Weight awarded 

Processed 

food 

Manufacturing of electronic & 

mechanical products 
BPO 

Industry 

turnover 
million USD 

Turnover comprises the totals invoiced by 

the observation unit during the reference 

period, and this corresponds to market 

sales of goods or services supplied to third 

parties. The larger the turnover of the 

particular industry in country, the more 

opportunities to find potential investors. 

35 35 35 

Average 

personnel 

costs 

thousand USD 

Personnel costs are defined as the total 

remuneration, in cash or in kind, payable 

by an employer to an employee (regular 

and temporary employees as well as home 

workers) in return for work done by the 

latter during the reference period. The 

higher the personnel costs in the particular 

country, the more interested companies 

could be in moving part of their production 

elsewhere. 

35 35 35 

FDI in 

Moldova 
million USD 

If there are already company/nies 

operating within Moldova, the m already 

operating in the particular country, the 

higher opportunities to convince others to 

take similar steps. 

20 20 20 

Distance 

High/ 

Medium/ 

Low 

The closer the market, the lower are the 

transportation costs. 
10 10 10 

 

ii. Processed food 

As it was determined that Processed food industry related activities should be focused on both – export assistance and 

investment attraction, a separate analysis was conducted for investment attraction market prioritization. 

In order to determine the priority investment attraction European market for Moldova, 4 main criteria was used – industry 

turnover, average personnel costs, FDI in Moldova as well as FDI in Moldova. Industry turnover in relation with average 

personnel costs were given the largest weight – 35 points – as together determine how large is the industry in the 

particular country as well as their interest in looking for more cost-efficient outsourcing possibilities 

The statistical data reveals that the highest turnover in industry NACE C10 or Food manufacturing is in Germany, followed 

by France, Italy and United Kingdom. Whereas the largest average costs per employee are the highest in the Nordic 
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countries – Norway (1st), Sweden (2nd), Denmark (5th) and Finland (6th). Also among the countries with the highest 

average personnel costs in the particular industry are Belgium, the Netherlands and Ireland. Germany takes the 13th 

place, Italy – the 10th. Moreover, foreign direct investment data showed that from the 28 countries only 9 have invested 

in Moldova. The main investor is Germany, followed by Italy and Romania. Smaller investments have also been made 

by Polish, Hungarian, Cypriot, Greek, Estonian and Slovenian entrepreneurs.  

Figure 17. Processed food investment attraction market prioritization, points awarded 0-100 

As can be seen in Figure 17, the 2 countries receiving the highest result are Germany and Italy who both have 82 points 

out of 100, which also are the main current investors in Moldova. Other priority markets are France, Belgium and 

Netherlands. Also Nordic countries are among the top 10 investment attraction markets. For full results please see Annex 

15 and Annex 16. 

iii. Manufacturing of electronic and mechanical products 

The market data examination revealed that the highest turnover in industries C25 (Manufacture of fabricated metal 

products, except machinery and equipment), C26 (Manufacture of computer, electronic and optical products), C27 

(Manufacture of electrical equipment); C28 (Manufacture of machinery and equipment n.e.c.), C29 (Manufacture of motor 

vehicles, trailers and semi-trailers) and C30 (Manufacture of other transport equipment) is in Germany, where it is three 

times higher than in France, which has the 2nd highest industry turnover. Other countries with high results are Italy, United 

Kingdom, Spain, Switzerland and Sweden. The largest average personnel costs per employee in the particular industry 
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are in Norway, followed by Sweden, Belgium, Austria and Germany. The lowest average personnel costs per employee 

are in Bulgaria, where the cost is about 15 times lower than in Norway. The second lowest personnel costs are in 

Romania, followed by Lithuania, Latvia and Poland. 

Through examination of the aforementioned data, it was discovered that the main investment attraction market for 

Moldovan Manufacturing of electronic and mechanical products industry companies is Germany, who scored 96/100. 

This is due to a combination of high production amounts and high personnel costs as well as pre-existing investments in 

the particular industry in Moldova the main investors being Draexlmaier Automotive, Gebauer & Griller, Steinel Electronic 

and Leoni. Italy is in the second place scoring 89/100, followed by France, Netherlands and the United Kingdom. Please 

see Annex 17and   
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Annex 18 for full data and process. 

 

iv. Business process outsourcing 

Statistical data on business process outsourcing related industries – such as administrative support, accounting an ICT 

services – shows quite similar results as Processed food and Manufacturing of electronic and mechanical products 

industry investment market prioritization. As can be seen in Figure 19, the top scoring country is Germany with 89 points 

out of 100. It is followed by Italy with 75 points, Belgium with 69 points, France with 67 and Sweden with 65 points.  

Regarding industry turnover data, the highest score shows United Kingdom and Germany in which the particular 3 

services groups in 2011 created about USD 790 billion. The third place is taken by France, Italy, Netherlands and Spain. 

As in previous industry examination, the country with the highest average employee costs is Norway. It is followed by 

Spain whose employee costs are more than 20% lower than in Norway. Other countries that are also among the ones 

with high service sector employee costs are Belgium, France, Denmark, Ireland and Austria.  For full data and criteria on 

investment market prioritization can be seen in Annex 19and Annex 20. 

Figure 19. BPO investment attraction market prioritization, points awarded 0-100 

 

  

20
20

24
31

34
36
37
38

45
46

48
49
49

51
51
52
53

55
55

58
58
58

62
65

67
69

75
89

0 10 20 30 40 50 60 70 80 90 100

Latvia

Lithuania

Bulgaria

Estonia

Croatia

Slovakia

Portugal

Cyprus

Slovenia

Hungary

Czech Republic

Greece

Poland

Romania

Spain

Switzerland

Finland

Austria

Denmark

Ireland

Norway

United Kingdom

Netherlands

Sweden

France

Belgium

Italy

Germany



84 
 

8. CURRENT INTERNATIONALIZATION SUPPORT 

 Internationalization support value chain 

The analysis of current internationalization support offered by current stakeholders will be based on the International 

trade facilitation model as visible in Figure 20. The particular value chain is based on the idea that internationalization 

support should start with trade policy & regulation support and gradually move on to the next steps such as infrastructure 

and trade capacity building ultimately reaching export promotion assistance. Without support towards first steps in the 

trade facilitation value chain, export promotion assistance will not bring the necessary results. 101 

Figure 20. International trade facilitation value chain model 

Trade policy and regulations is a collection of rules and 

regulations which pertain to trade and which support 

more smoothly running trade transactions, by setting 

clear standards and goals which can be understood by 

potential trading partners and create mutually beneficial 

trade policies. (e.g., import and export taxes, tariffs, 

inspection regulations, quotas, trade barriers, safety 

regulations). 

Trade infrastructure refers to basic physical systems (like 

roads, ports, and sewage, water and electric systems) 

which are high-cost investments, however, vital to trade 

development.  

Trade capacity in this framework consists of two 

components: 

- Human resources capacity - the professionals needed in order to deliver competitive results. The development 

of human capacity is achieved by education and training programmes. 

- Institutional capacity - the institutions businesses and governments rely upon for trade in order to harmonize 

regulatory frameworks and introduce trade agreements, attract investment (customs, national standards 

authorities, import/export promotion agencies, investment agencies). 

Competitiveness enhancement & enterprise development is a complex, demanding and costly process with the main 

structural drivers being FDI, domestic R&D, skill enhancement, licensing and physical infrastructure development. Thus, 

in this research the main focus has been directed towards technical components within this segment: 

                                                           
101 The model is based on United Nations Economic Commission for Europe “Trade Facilitation and Implementation guide” and follows the Single Window 
trade facilitation tool. For more information please see UNECE (2014). Establishing a Single Window itinerary. Accessed (10th Dec 2014): 
http://tfig.unece.org/contents/single-window-for-trade.htm 

Export promotion 

Market access 

Competitiveness 
enhancement &

enterprise development 

Trade capacity 

Trade related 
infrastructure  

Trade 
policy & 

regulations

http://tfig.unece.org/contents/single-window-for-trade.htm
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- Business efficiency or technical ability to adapt to market needs (optimum utilization of resources and thus 

increasing productivity; setting up well integrated financial sector, support to start-ups, business incubator 

creation). 

- Industry specific infrastructure or the physical setup of specific requirements for trade: phytosanitary institutions, 

storages, laboratories, ICT technologies, etc. 

Market access is the knowledge and know-how of the target market requirements - awareness of the potential clients 

and with the country standards; access to working capital and skilled labour; organisation of the company - business 

plan. Market Access can be enhanced in numerous ways, e.g., by providing company/product/market specific 

consultations, providing access to necessary means. 

Export promotion support consists of four key pillars: 

- Internal: export readiness assessment of a product/service including benchmarking with similar products on 

target markets, standards and certification; technical characteristics, packaging and labelling; 

- Internal: export readiness assessment of a company including business plan, human resources, operating 

budget, marketing strategy; 

- External: market research for potential destination countries and trade channels to find the right target markets 

including trade forums, study visits, matchmaking events; 

- External: export strategy development to enter the selected target market/s including considerations like 

transport, partnership, key distribution channels, pricing, volumes, advertising, etc. 

 MIEPO 

MIEPO is the Agency under control of Ministry of Economy (MoE) in Moldova with a primary task to develop export and 

attract investments. As an organization MIEPO has been established in 2002 and besides state budget has been 

also funded by the EU Technical Assistance to the Commonwealth of Independent States program and received technical 

assistance from Ireland and Germany. 

Over last two years (2012- 2013), MIEPO has been financed primarily from MoE budget. Taking into account that MIEPO 

is a part of a state institution, the salary level within the organization is lower than in the commercial sector. Hence, the 

organization has experienced difficulties with attracting industry experts or business professionals.  

As of fall 2014, MIEPO has a team of 7 people with a yearly budget of 403 000 USD. Out of this budget, around 75% 

EUR is spent on activities related to export and 25% is covering costs of personnel and office. For example, MIEPOs 

activities in 2013 amounted to 153 500 USD out of which: 

- Business forums and conferences – 20%; 

- Support to Exhibitions and trade fairs – 28%; 

- Trainings, seminars, workshops, studies, analyzes, other – 22%; 

- Implementation of the program – 30%. 
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Although, the organization has a mandate to promote export and attract investments, currently its personnel and funds 

are not sufficient to meet the expectations set by the stakeholders. The current activities are more of an ad hoc support 

to the industry than strategic actions to lift Moldova export or attract investments. 

In order to lead a transformation to a new organizational form, MIEPO is in need of: 

- Increase of personnel with professionals with preferably business or international trade background; 

- Competitive salary level for its personnel; 

- Education of the team about export and investment attraction processes and best-practice; 

- Strategy and Action plan; 

- Clear organizational mission, vision and objectives. 

For more detailed information about MIEPO’s transformation, please see the following sections: 6. “MIEPO’s profile 

definition”, 7. “Support instruments and delivery mechanisms with the highest potential”, 8. “MIEPO’s organizational 

structure”. 

 Ministry of Foreign Affairs and European Integration  

The Ministry of Foreign Affairs is the central body which promotes the State’s policy in the area of foreign relations. 

Moldova has 27 embassies and 5 General Consulates across the world, which also can serve as first point of contact for 

the interested exporters.  

Currently 11 of the embassies have a specific person in charge of either economic or trade matters: Austria, Czech 

Republic, Germany, Israel, Italy, Poland, Romania, Sweden, Russia, Turkey and Ukraine102. As most of these countries 

are among the top export destinations the Trade relations representatives can act as a potential point of contact for 

associations or SMEs interested in the particular market. 

At the moment the cooperation between embassies and MIEPO is rather passive and it is suggested for MIEPO to 

establish relations with the embassy representatives in order to have a quick access to any market or local business 

culture information. Moreover, MIEPO should involve the foreign embassy network in active Moldovan business 

promotion and investment attraction schemes by keeping the embassies informed about MIEPO’s organized events and 

activities. Moreover, MIEPO should supply the embassies with relevant marketing materials and individual exporter 

profiles, in case they are approached by a company interested in Moldova.  

 Associations 

If we look at the main association support to internationalization, it can be observed that the associations in Moldova are 

involved in almost all steps of international trade facilitation, starting from trade regulations to export promotion. However 

                                                           
102 Ministry of Foreign Affairs and European Integration (2014). Diplomatic missions of Republic of Moldova. Accessed (7th Oct 2014): 
http://www.mfa.gov.md/misiunile-diplomatice-oficiile-consulare-en/ 

http://www.mfa.gov.md/misiunile-diplomatice-oficiile-consulare-en/
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more detailed analysis of key associations in Moldova’s export-orientated industries illustrate that the support is not 

entirely balanced and some trade facilitation areas are left without the necessary support. 

Table 29. Key association internationalization support summary 

Trade policy and regulations 

Associations represent the industry in communication with state institutions and international 
actors; get involved in policy-making process; protect industry player interests. Some of the 
associations are lobbying for national industry strategy development, whereas a few are already 
working with national strategy implementation. 

Trade infrastructure 
Trade infrastructure development is a part of concern regarding in communication with state 
institutions. 

Trade capacity 
Some of the associations report training centre management and other educational activities as 
a part of their offered assistance, however, there are little educational activities related to export 
management.  

Competitiveness enhancement & 
enterprise development 

This is the most targeted area of association’s support to Moldovan companies and includes the 
following activities: new technology implementation, support for marketing material development; 
producer cooperative creation. 

Market access 
The associations provide and disseminate some information about target markets and 
international standards necessary to enter these markets, however, this activity is not among the 
top priorities. 

Export promotion 
The association’s offer participation in trade fairs under a joint stand and B2B matchmaking 
event support as well as investment attraction assistance. 

As outlined in Table 29, the association offered internationalization assistance does not fully cover trade capacity area, 

especially educational activities related to export management. As section 3. “Exporters’ assessment” shows, among the 

main problems identified with Moldovan SMEs were the lack of human capital with international sales skills and foreign 

language knowledge. As this sector is not actively supported by associations, it should certainly be addressed by MIEPO. 

Also market access support is only partially among priorities for associations. International standards information 

distribution has been emphasized by several associations, however, target market identification and demand research, 

competitor analysis or strategic market entry information currently is nor published or disseminated by the associations. 

Therefore, this should also be more actively supported by MIEPO, as Moldovan companies have indicated lack of market 

research information availability as problematic for them in new market acquisition.  

It was also expressed by several companies that the quality of currently organized internationalization activities like 

exhibitions and trade fairs vary and often these are organized without engaging professional market consultants, and are 

compared to business tourism rather than international sales development. However, positive feedback was received 

about activities organized by USAID financed programmes like ACED and CEED. The activities which are not 

professionally organized and do not bring the planned effect, are devaluating the value of participation in eyes of exporters 

and disengaging them for involvement in future activities. Therefore, the quality of activities organized by MIEPO is of 

high importance, and the achieved results should be carefully measured.  
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Table 30. Key associations in Moldova in the most export-orientated industries 

Agricultural products 

Fruit Producers and Exporters Association “Moldova Fruct” 

The Moldova Grape Producers’ and Exporters’ Association 

National Association of the Beekeepers 

Union of Agricultural Producers’ Associations 

The National Federation of Agricultural Producers from Moldova 

Nut Crops Manufacturers Association of Moldova 

Processed food 

The Moldovan Small Wine Producers Association 

The Moldova Wine Guild 

The National Office for Vine and Wine 

Textiles & apparel 

Professional Association of Light Industry (APIUS) 

IT and BPO 

Moldovan Association of Private ICT Companies (ATIC) 

Association of Professional Accountants And Auditors (ACAP) 

Association of Auditors And Management Consultants 

General Business support 

Chamber of Commerce and Industry of the Republic of Moldova 

European Business Association 

The American Chamber of Commerce in Moldova  

Foreign Investors Association 

Currently most of the association financing comes from participation in Donor programmes and private funding, apart 

from National Office of Vine and Wine which is funded also by Ministry of Agriculture. In future, MIEPO should become 

one of the key partners for industry associations for international project, and through involving associations in activity 

implementation, also strengthen their. 

However, it should be noted that for MIEPO these associations can serve not only as receiving organizations, but also 

as partners. In the future MIEPO can use association assistance for various purposes, such as: information spread and 

exchange, education and training as well as project implementation. The main associations are listed in Table 30, 

with more information available in Annex 21.The larger associations such as Moldova Fruct, APIUS and ATIC can be 

considered most potential partners for MIEPO in export and FDI attraction activities, however, the assistance provided 

by the smaller associations and general business associations should not be underestimated, as valuable insights and 

support can be gained from all actors interested in export enhancement. The involvement of each organization should 

be agreed on yearly planning basis, and monitored through the implementation process. 
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There are several associations in agricultural products sector, IT and Textiles and Apparel industries, however, in several 

market segments a lack of active associations can be observed. For example, processed food industry, besides wine 

production, does not have a strong associations that could assist with project implementation and educational activities; 

also manufacturing of mechanical and electronic products currently does not have such representing body. Therefore, in 

these industries MIEPO should work directly with the market players. It is advised that MIEPO would also encourage set 

up of such associations and incentives them by involving in implementation of projects 

 External internationalization support  

As foreign donor agencies play a vital role in the national economy of Moldova and large number of international donor 

organization are active in providing support by direct investment, soft loans, technical assistance and other means of 

assistance, this chapter provides brief information about the main donors who currently implement projects in Moldova, 

the types of projects and the main business sectors supported.  

i. Current projects 

Currently there are 49 active projects related to trade internationalization facilitation, most of them targeting trade capacity 

enhancement and competitiveness & enterprise development. The analysis of current projects show that the total project 

funding exceeds USD 1,1 billion with the main donors being are EBRD, EIB, MCC that together account for more than 

half of the funding. The EU, WB, USAID are the next three largest donors, which cover about quarter of funding and 

account for more than half of all projects. See a summary of current donors below in Figure 21 and more detailed 

information in Annex 22 and Annex 23 

Figure 21. Current internationalization assistance projects in Moldova 

Donor organization 
Funds allocated for ongoing 
projects in Moldova (mln USD) 

Projects 

European Bank for Reconstruction and Development 294,9 3 

European Investment Bank 249,8 2 

Millennium Challenge Corporation 234,6 2 

World Bank 154,8 6 

International Bank for Reconstruction and Development (World Bank) 0,49 1 

International Finance Corporation (World Bank) 4,4 3 

EU Delegation to Moldova 150,7 17 

United States Agency for International Development  58,0 6 

International Fund for Agricultural Development  39,3 1 

Swedish International Development Agency  5,0 2 

Gesellschaft für Internationale Zusammenarbeit GmbH 3,1 1 

United Nations Industrial Development Organization 1,4 2 

Austrian Development Cooperation  1,3 2 

United Nations Development Programme  0,87 1 
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Total 1 198,8 49 

ii. Main objectives 

One of the main objectives of international donors active in Moldova is trade facilitation and integration within the EU 

market. Also priority in all sectors is given to contributions relevant to the areas emphasised in Moldova’s national 

development plan and the country’s action plan under the European Neighbourhood Policy (ENP). The fact that donor 

contributions support government development strategy inclines that organisations trust the government and support the 

chosen course of action in this sector. Therefore, the industries with developed government’s strategy like ICT and wine 

production also receive the most structured and targeted donor support. 

In regard to future trends, the project analysis show that an awareness campaign of DCFTA is on the agenda for several 

donors, aiming to increase the agreement comprehension level among Moldovan entrepreneurs and state institutions 

regarding aligning Moldovan trade-related laws to selected EU legislative acts. For example, EBRD plan two focus groups 

at the end of the year for twenty biggest Moldovan exporters, in order to explain and discuss the market opportunities 

foreseen within the DCFTA as well as to schedule market access activities for the upcoming year. Also SIDA has 

designated funds for an information campaign and assistance to Moldovan ministries, supervisory authorities and 

producers. Communication between different stakeholders has also been emphasized as an issue to be tackled. 

iii. Donor coordination 

The high number of foreign organizations present in the country indicates that in order to achieve high efficiency and 

returns from the organization investments there should be an effective collaboration structure and unified reporting in 

place. Even through a database of all projects registered in the country is available through recently created Aid 

Management Platform, there is no organization or a department which would provide regular data and information 

exchange on the project results. The fact that there are similar projects with shared objectives and goals indicate that 

most of the organizations are unaware of the current efforts in the specific sector of other organizations active in the field. 

This was also indicated during the meeting of the donor organizations.  

For effective and sustainable results to be achieved it is necessary to analyze the situation in real time including the 

constantly changing variables – activities of other donor organizations – whereas currently most of the project objectives 

are based on theoretical approach and some statistical analysis of the market. The fact that there is no coordination from 

the state side allows donor organisation to choose the industries and sectors according to the needs of their own 

preferences. Projects should be coordinated internally and pipelined according to the needs of the market. 

Inability to lay collaborative grounds for donor activities may lead to limited contributions from the side of the donors 

who require absorption capacity to allocate funds. Moreover, the risk also exists that some donors may be reluctant to 

distribute funds due to certain field low absorption capacity. Coordination, therefore, is important, as well as the careful 

consideration regarding the choice of areas included in technical assistance.  
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iv. MIEPOs role 

MIEPO should further develop in close dialogue with donors and should be the organization in charge of aligning donor 

project priorities. As MIEPO has access to information about the Moldovan enterprises and internationalization activities 

of the involved actors, MIEPO as an organisation should fill in the currently missing link between the market and donor 

activities, serving as coordination system for planning, implementation and monitoring, and promoting transparency by 

constantly being up to date and sharing the information willingly, openly and regularly. 

As from the perspective of the market development MIEPO should be the gateway holder, the quality enterprise database 

and the business advisor for companies at the later stage. Serving as the information hub through which donors can gain 

knowledge about the most required projects, thus increasing the country’ s domestic and international competitiveness.  

The lack of coordination has also been recognized by the donors themselves and in September 2014 it was announced 

that DCFTA Donors’ Coordination Network will be created in order to support and underpin a medium-term DCFTA 

Development Assistance Program. This will be coordinated by DCFTA Unit in the Ministry of Economy. It is, thus, 

suggested for MIEPO to establish close relations with this department and assist in DCFTA project coordination in relation 

to other donor projects in Moldova. 
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9. SUPPORT INSTRUMENTS AND DELIVERY MECHANISMS WITH THE HIGHEST 
POTENTIAL 

 MIEPO’s strategic profile outline 

In order to begin efficient functioning of MIEPO it is 

necessary to define its role in the context of Moldavian export 

promotion and investment attraction.  

MIEPO should be a Strategic HUB for Development of 

International Business which means that MIEPOs role is both 

strategic and operational.  

1) STRATEGIC ROLE:   

MIEPO is strategic advisor which aims at long term 

development of Moldova exporting sectors and 

investment climate: 

- MIEPO allies with industry stakeholders in order to discuss needs of the sectors, internal and external 

obstacles for export, needed efforts for sector upgrade that should be communicated in Ministerial and 

governmental level. 

- MIEPO should follow international market demands that can be matched with Moldova supply, and 

recommending actions to tap into market possibilities for specific sectors.  

- MIEPO follows and supports emergence of new export oriented sectors and aligns strategies to support 

development of these sectors and strengthening of industry associations. 

- MIEPO is a partner for International donors to discuss the specific needs for sector international development 

and upgrade. 

- MIEPOS is devising Moldova export strategy and advising ministerial level in relation to needed policies for 

needed upgrades in exporting sectors and needs for investment climate development in order to increase 

Moldova’s attractiveness internationally. 

- MIEPOS is providing recommendations for the development of financial instruments for international 

business like export guaranties, export credits, export factoring and others. 

- MIEPO is the key organization for development and awareness raising of Moldova economic brand 

2) OPERATIONAL ROLE:  

MIEPO is implementing hands-on activities in order to increase Moldova SMEs competitiveness internationally and 

attract investments: 

MIEPO
Industry 

associations

Business 
organizations

Companies

Government

Donors

    STRATEGIC 

ADVISOR 

 OPERATIONAL 
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- MIEPO holds an event calendar with information about all export related activities taking place in Moldova 

key industries, and communicating the possibilities to SMEs through website, seminars and social media. 

- MIEPO coordinates educational activities to raise human capacity of sector in relation to international 

business, as well as strengthen industry associations as implementing organizations. 

- MIEPO provides export promotion service to Moldova SMEs for their international sales development like 

coordinating trade fairs, B2B missions, market researches, study visits and other activities. MIEPO is 

cooperating with industry organizations and international partners in the practical implementation of the 

activities. 

- MIEPO runs investment attraction activities and provides inward service for new investors, as well as 

practically supports problem solving of current investors. 

- MIEPO cooperates with donor organizations in implementing their programmes by being active implementing 

partner or advisor to the programme implementer. 

- MIEPO is running marketing activities in order to launch Moldova economic brand locally and internationally. 

The MIEPO’s role should be clearly communicated to all stakeholders - Ministry of Economy of Moldova, Ministry of 

Foreign Affairs, Ministry of Agriculture, International donor organizations, ODIMM, key industry associations, business 

associations, Moldova exporters and investor organizations. 

Table 31. MIEPO’s profile 

Vision MIEPO is developing Moldova economy by growing strong exporters and attracting new investments to Moldova. 

Mission MIEPO mission is to be the STRATEGIC HUB for the growth of EXPORT and INVESTMENTS with direct impact 
to Moldova economic development. 

Goal MIEPO is the key export support organization for the Moldova economy which coordinates SMEs capacity building 
in relation to international trade, implements export promotion activities, and promotes inward investments. 

Key activities 

 

1) Export Manager generation development 

2) Export capacity building of SMEs and industry organizations 

3) Coordination of the international trade promotion activities  

4) Investment attraction activity coordination 

5) Moldova economy brand promotion for export and investment 

Target clients: 

 

Export oriented company – an exporter which is ready, able and willing to be internationally competitive. 

Investor – a foreign investor who is interested to explore possibilities to develop its operations in Moldova. 

 MIEPO’s client categorization 

The exporters in Moldova can be split in three main groups: export ready, close to export and not ready for export. For 

the purpose to assess the export readiness for Moldova companies and categorize them within one of the three groups, 
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MIEPO will use a questionnaire (See Annex 2 and Annex 24). With the support of the questionnaire, MIEPO would map 

companies within the three categories, and also follow its development and monitor the growth of companies within 

each category. 

Table 32. Client categorization 

I Export Ready  

Description 

The company has everything to be successful, but need additional sales channels and access to 
markets. It is expected that these are around 10% of companies per industry. At the moment, these 
could be around 100 companies in total in Moldova. The aim is to increase this group within next two 
year period. 

Characteristics 

- Proven export record – already exports  

- Products in line with international standards – has international standards 

- Developed Corporate marketing – developed brand  

- Website in English 

- Existing export manager 

- Export Plan 

II One step to export - Export Close 

Description 

This company has developed its offering and already works in export; however, it does not have 
developed corporate marketing tools and do not have export manager. The activities should aim to 
support development of these companies into Export Ready category. It is estimated that these could be 
around 200 - 300 companies 

Characteristics 

- Website is not in English 

- Corporate image in not develop to Western standards 

- No Export Manager with foreign languages 

- Some exports/ low value added export 

- Product ready for export 

III Not ready for export 

Description 
The company’s product or offering is not ready for export. These companies firstly need to develop its 
product and offering so that it fits to international standards, and then support the development of other 
business elements like corporate marketing, skill development and export promotion.  

Characteristics 

- No export record 

- Product not up to standards to be sold internationally 

- No website/ marketing developed 

- No export manager 

 

In order to achieve export growth in a rather short period of time, it is advised that MIEPO focus majority of its resources 

on companies from groups - Close to Export and Export Ready. The assessment of exporters within three main groups, 

allows SMEs to be advised in relation to right support activities or instruments for international growth.   

Moldovan SMEs from the group No.3 – Not Ready for Export should be included as receivers for support in relation to 

their capacity building, product development, operational development and investments in infrastructure. These 
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companies should be the target group for business development organization like ODIMM, as well as beneficiaries to 

receive support for development from international donor organizations. 

 MIEPO strategic focus 

This report chapter will aim to provide instruments and delivery mechanisms that have the greatest potential for success 

in promoting Moldovan products and services in existing and new markets. 

By focusing MIEPOs activities to Export Ready and Export Close enterprises, MIEPO will be able to ensure individual 

approach to Moldovan exporters, and will be able to coach them about relevant activities, as well as listen into exporters 

needs. With a focused approach, the result from export development activities will be visible in a shorter period of time. 

For more detailed information, see Figure 22. 

Figure 22. MIEPO’s strategy for 2015-2016  

 

 

 

 

 

 

 

 

 

 

 

 

 

Not ready for export

• No export record

• No website

• No export manager

• Product not up to international 
standard

• No export budget

• Interested in export within next 2 
years

Export Close: One step to export

• Website is not in ENG or RU

• Corporate image in not develop to 
Western standards

• No Export Manager with foreign 
languages

• Small share of export

Export Ready

• Proven export

• Products in line with international 
standards

• Developed Corporate marketing

• Website in English

• Available export manager

• Export Plan & Strategy

 

1) General education on 
business management 
and professional skills 

 

1) Support export promotion activities 
2) Promote them as best exporters 
3) Skills training for export managers 
4) Market overviews & information 
5) Education about market 

expectations, industry innovations, 

product development. 

MIEPO’s focus 

 

1) Export manager 
2) Corporate marketing development 
3) Education about export processes, 

standards, industry insights, quality 
standards and expectations in the 
priority markets, management 
practices. 

4) Market overviews & information 
5) Study visits, B2B missions 
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During 2015-2016 MIEPO will carry out five main key tasks: 

1) PEOPLE  

Export manager generation development  

2) SKILLS  

Intelligent Exporter development - Export competence 

development 

3) EXPORT  

Coordination of the international trade promotion  

4) INVESTMENTS  

Investment attraction activity coordination  

5) BRAND OF MOLDOVA 

Development of Moldova economic brand  

 

The Task and activities outlined below are suggested as most efficient instruments to generate impact of MIEPOs 

activities. The input for the MIEPOs strategic focus was reccomended based on international best-practice examples run 

by national export promotion agencies like Enterprise Ireland, Innovation Norway, Enterprise Estonia.  

Besides the tasks and instruments listed below, there are other instruments which where not suggested in short term as 

its implementation requires sufficient funds. However, these instruments might be considered in future as MIEPO will 

mature and additional funds will be available.  

These actions would be: 

- Own representative offices in target markets located close to the Moldova embassies 

- Associated mid-term consultant agreements in target markets with market advisors 

- Export mentors assigned for each company to work on its international business development 

- Export Accelerators Programme – a programme targeting a special group of exporters and running whole 

set of export promotion activities to accelerate its exports. 

The five tasks described below are identified in short term generating the biggest impact on Moldova economy. 

i. Task 1: Export manager generation development 

Problem: lack of Export Managers in exporting SMEs 

Moldova SMEs lack export managers with foreign language skills and knowledge about international trade.  

In order to raise skills and export knowledge within companies, there is a need for receivers – a person within an exporting 

company that has export manager position or whose job description also includes international sales. There is no rational 

People

Skills

Export

Invest
ment

Brand
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for launching pro-active international sales and marketing activities, if there are no export manager which will be taking 

active role within implementing activities in their respective companies. 

VISION: Moldova exporting companies have professional export managers with relevant skills and competence. 

To support a growth of foreign speaking export managers within SMEs, it is advised to set up the following initiatives: 

1) To identify NEW generation exporters who have internal export manager resources. Discuss with each company 

what kind of education the manager would need to achieve more sales results and involve them within education 

activities. The group No1: Export Ready. 

2) Promote mobilization of smaller producer groups/ Export Clusters. These producer groups would serve as a 

shared Export Management office for sales and marketing internationally. Producer’s clusters would consist of 

several companies who cooperate for external promotion. MIEPO would raise skills and support its marketing 

activities and appoint a coach to each cluster for its development. Having an export manager, would allow these 

clusters to participate in MIEPO export promotion activities.  

These companies would be mobilized from group No 2: Close to export. It is advised that these producer groups 

are formed within target sectors, predominantly within Fruits and Vegetable field, and processed food. The export 

management cluster function can also be run by association like Moldova Fruct; who would have a dedicated 

person for this role organizing international sales for various companies. 

Shared export manager would be in place until company has developed its export sales and would be able to 

employ own export manager. 

3) Development of young Export Managers – since foreign languages is a part of University curriculum, MIEPO 

should develop cooperation with Universities in order to ensure that international trade is a part of curriculum 

and to create special internship programmes for young graduates in Group No 1 and Group No 2 companies. In 

addition, to each traineeship, MIEPO would organize a special education programmes for these trainees about 

practical steps for doing international trade activities.  Traineeship programme would last for 6 to 12 months. The 

aim of traineeships is to increase a number of young people in exporting companies, and after traineeship 

programme to have developed export managers within exporting companies. 

4) Organize a special promotion programme - Come back to Moldova – for young people who live abroad and could 

be interested to come back to Moldova and apply their knowledge in local enterprises. The programme would 

include matching young export managers with relevant exporters (Group 1 and Group 2), create an educational 

programme for increasing their knowledge in day to day operational export work, and partly support their salaries 

for 1 year period.  

 

Organizational resources for Activity No 1: 

1. MIEPO would need to have 1 main person for organization and coordination of programme for raising export 

manager generation. 

2. The person will be also closely linked to activity No2 – educational activities for exporters. 
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Key Performance Indicators for Activity No1: 

3. No 1 group of companies identified  

4. Developed Company clusters for export management function  

5. Export traineeships organized – 40 traineeships organized 

6. Export Managers matched with exporters  - 15 export managers 

Key outcome: Develop 25 professional export managers. 

ii. Task 2: Intelligent Exporter development - Export competence development 

Problem: Lack of knowledge about export processes within SMEs and industry organizations 

Moldova SMEs and industry organizations luck essential skills and knowledge about international trade practice. 

Certainly, SMEs export skills and knowledge varies from industry to industry, and from enterprise to enterprise, yet there 

is a need for educational activities covering essential topics and involving different formats.  

VISION: Moldova exporting companies have professional export managers with relevant skills and competence.  

MIEPO’s SMEs education activities in relation to international business would be the following: 

1. General Export Awareness raising - Conferences to highlight export processes and successful 

exporters 

2. Essential Export skills training  - Seminars to build skills, knowledge and Export Academy 

3. Industry Association Capacity building – seminars, and special export manager within the 

associations 

4. Educational materials – Export handbook printed and electronic 

5. Industry conferences and events - Covering fee for participation in international conferences. 

 

By running multiple educational activities, MIEPO would enhance exporters general awareness of export processes, as 

well as have targeted educational activities for sectorial needs.  

 

1. General Export Awareness raising:  

- Export Breakfast - Monthly export breakfast seminars about relevant topics about international trade and 

export. Total 20 seminars per year with 300 participants. 

 

- Export Day - Whole day event with guest speakers, experience exchange round tables about countries, 

informing about activities of MIEPO and associations, international speakers. Expected around 100 participants. 

 

- Export Forum with Export Prize - Whole or Half day event with guest speakers on topic of being 

internationally competitive – best practice, guest speakers – and Export Prize for best exporter of the year. 

MIEPO would highlight export success stories in the target product groups, which would serve as examples to 

companies who are close to export. Expected around 100 participants. 
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2. Essential Export Skills Training  

 

- Export skills trainings - 2 to 5 day courses with a homework in between to apply skills and knowledge 

what has been learned. The participants are Export Managers, CEOs, Sales Managers from Export 

Ready and Export Close companies. Expected around 150 participants per year. 

To develop essential skills within topics as: 

- Marketing & Branding 

- Sales skills and sales process 

- Market Research and sales channel research 

- Trade Fair participation 

- Presentation skills  

- Export Strategy and Planning 

 

- Industry skills trainings – seminars which are relevant only to specific sectors like textile and apparel, 

or fruit and processed food would be organized in close cooperation with industry association and target 

topics essential for the specific sector. 

 

- Export Academy for Export Managers – Export Academy is a programme through which export 

managers are developing their knowledge and skills to be ready for international business. Export 

Academy would accept 20 export managers and over 16 to 20 weeks period through 10 modules, it 

would educate export managers ready for international business.  

 

 

3. Industry Association Capacity building – seminars, and special export manager within the associations 

- Export process trainings for managements of industry associations - 2 day course about 

international business process organization. The participants are management of industry associations, 

each time around 8 – 10 persons. The training would cover topics like: 

- Export Strategy and Planning 

- Market research 

- Sales channel development 

- Export promotion activities 

- Logistics, legal documentation 

 

- Industry Association capacity building - Key industry associations should be strengthened with 

professional staff who would be working for international sales development for the sector and be in 

charge of the implementation of activities and mobilization of companies. Therefore, MIEPO would 

strengthen two key associations with export oriented professional. 

 

4. Educational materials - It is also necessary to develop the following educational materials that can be distributed and 

easily accessed online: 
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1. Export Handbook – a guide to export for SMEs in Moldova which could be distributed in printed format, but 

also be in e-learning format. Export Handbook would be hands on material about export.  

 

2. Specialized material development targeting a specific topic: 

 How to participate in trade fair?  

 How to do market research?  

 How to do B2B sales? 

Internationally, there are already developed Export Handbooks and specialized materials by other countries. Therefore, 

it is advised to identify useful materials, establish legal rights for translation and adaptation of these materials.  In addition, 

materials from seminars and conferences should be published online and distributed to companies which did not 

participated in the event. MIEPO should encourage companies to create blogs and articles about their success and 

learnings when starting export in a new market which should be distributed through websites and newspapers. 

5. Industry conferences and events 

In some industries like IT, Automotive, food processing, there are special industry conferences which gathers participants 

from different countries in order to present industry developments, new technologies, trends.   

It is advised to support participation in these conferences for industry association leaders or larger exporters, as it is one 

of the methods for being aware of international market developments and tendencies. 

Organizational resources for Activity No 2: 

1. It is advised that educational activities are coordinated by MIEPO and organized in cooperation with industry 

players and associations. 

2. MIEPO would need to have 1.5 person for organization and coordination of educational activities. 

Key Performance Indicators for Activity No2: 

1. Number of educated exporters 

2. Number of organized seminars  

3. Participants satisfaction index from seminars 

4. Developed educational materials 

 

Key outcome: To educate 300 representatives from export oriented companies per year. 

iii. Task 3: Export promotion activities 

Currently export promotion activities and support services are not strategically oriented to the target markets and target 

clients. MIEPO should play the key role in coordination of the international trade promotion activities for industries and 

markets. MIEPO role should be to plan activities, cooperate with relevant key players in Moldova (like industry 

associations), mobilize participants for each activity, as well as cooperate with target market consulting companies for 

the implementation.   
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VISION: To promote most attractive export companies in their strategic markets and for MIEPO to become the 

key export support organization in Moldova. 

Promotion of Moldova exporters in the target markets would involve the following activities: 

1) Market Information: Provision of information about markets and relevant sales channels: 

- Purchasing of target market overviews for industries or subsectors in focus and provision of this 

information to the target industry. Each of the target industries should also express what information they 

are interested to attain about each market. 

 

- Market researches and overviews can be purchased from Market Research publishers like Euromonitor, 

but it also can be purchased from market research agencies and prepared for the specific industry.  

 

- Market researches would also include information on requirements to access key markets (e.g. how the 

DCFTA works, standards and requirements for other priority markets, etc.). 

 

- MIEPO should be able to provide a long list of companies of potential sales channels from target market to 

Moldovan exporters. Company long-lists include importers, wholesalers, retailers, producers and agents. 

The lists for specific sectors can be ordered through special databases or prepared specially for the sector.  

 

- Target market seminars – if MIEPO is planning or supporting an export promotion activity to a new market, 

it should also organize a seminar about the target market, industry and business practice. 

The information service about markets should be aligned with needs of the industry associations. 

2) Study Visits  

Industry study visit to the target market is a good method to develop competence about a market, understand the 

demand and current trends of the market, network with similar companies and associations from similar industry.  

Aim of a study visit is to learn about new markets or develop relationships with key organizations in the market. The 

study visit would cover organizational costs for 5 to 7 persons who would visit the market. The target markets for study 

visits and aim of each study visit is agreed in cooperation with the industry association, who would take also active role 

in mobilizing participants and identifying needs and objectives of the visit. MIEPO staff should also take part in the 

study visits. 

3) Exhibitions (national stands) 

A traditional way of international sales promotion activity is international exhibitions in which participate a group of 

companies from the same industry. The exhibitions are important marketing instrument, but should be seen as one of 

the activities, and not the only one. Currently exhibitions are the most prevalent activity through which Moldovan 

exporters develop international contacts. Yet, many of the interviewed companies revealed that the quality of the 
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participation at the exhibition should be enhanced by having more selective approach to participants, professional 

exposure and marketing before and during the exhibitions.  

Target group: Export Ready and Export Close companies (in national stands should participate companies who have 

dedicated export managers with foreign language skills) 

To get Return on Investment from exhibitions, the participants in the exhibitions should be carefully selected, the stand 

should be professionally designed and participants should be trained before the exhibition. It is advised to organize a 

participation in three to four exhibitions per year for target industries. MIEPOs role – In cooperation with industry 

organizations select participants, prepare the participants before the exhibition, support purchase of marketing 

materials and design, coordinate exhibition organizational activities. 

4) Support to exhibitions (individual) 

 

Individual stands or shared stands for couple of companies from the same field is another method how companies are 

attracting clients. In this case, the main organization of each exhibition is a responsibility of each company. Since, 

individual participation in exhibitions is expensive, it is advised that companies receive a financial support for part of the 

costs incurred from such activities. 

Target group: Export Close and Export Ready 

5) Trade Missions/ B2B Matchmaking event 

Special industry trade missions with individual B2B meetings is another effective way to develop business contacts with 

target market. 

MIEPOS role is to organize B2B trade missions to target markets, to shortlist participants, to purchase target market 

consulting support and coordinate the organization process, 

It is advised that there would be 4 to 6 trade missions per target industry to target markets. It is advised that there 

would be around 8 B2B trade missions per year. 

Target group: Export Close and Export Ready 

6) Incoming of purchasing organizations 

MIEPO should also run projects for bringing to Moldova representatives from target market purchasing organizations, 

and organize visits to company sites and introduce them with matching exporters.  

Organizational resources for Activity No 3: 

MIEPO would need to have 3 to 8 persons for coordination of export promotion activities.  

Business advisors:  

1 persons which work with fruit& veg, and processed food  

1 person – textile and apparel producers 
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1 person – other manufactured goods  

 

In addition there would be a need for junior staff who would support the industry business advisers. 

Key Performance Indicators for Activity No3: 

- Number of exhibitions organized & supported 

- Number of participants in export promotion activities 

- Number of meetings with potential sales partners 

- Number of RFPs from sales partners 

- Number of Signed contracts 

- Increased export in financial terms or in % 

- Exporters satisfaction index with MIEPO service 

Key outcome: Facilitate of export development in value of 5 mill EUR, and support new business deals for at 

least 20 Moldova exporting companies by organizing 35 targeted export promotion events in the target 

markets. 

iv. Task 4: Investment attraction promotion activities 

In addition to export development activities, MIEPO role should also be a coordination of inward investment attraction 

activities to Moldova. MIEPO currently has limited resources for investment attraction, and therefore investment 

attraction is coincidental vs strategic. 

VISION: To attract new investments to Moldova in the key sectors – food processing, industrial manufacturing 

and Business Process Outsourcing and carry out excellent investor service. 

MIEPO should play a role of trusted advisor to the investors (existing and new comers) and act within the following 

fields: 

1) Raise awareness of possibilities to invest in Moldova 

2) Support investors with relevant information, key contacts and simplify investor establishment in Moldova 

3) Protect interests of existing investors and bring their issues and concerns to inter-ministerial level 

4) Raise awareness of key problems for attracting investments towards government of Moldova.  

For the investment attraction, MIEPO should cooperate with local partners, as well as, to cooperate with external 

consultants: 

- Ministry of Foreign Affairs and embassies – for distribution of information about possibilities in Moldova 

- Invest in Moldova, Prime Minister office – for synergy of activities 

- Special Economic Zones – for preparation of investment profiles, case studies and investor service. 

- Market consultants – specialized consulting service to attract investors to Moldova. 

Investment attraction activities MIEPO will focus within the following sectors: 
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- Manufacturing of electronic and mechanical products suppliers 

- Food processing companies 

- Shared service centres/ BPOs,  

 

1. Inward investor service  

MIEPO role is to take good care of investor requests, support investors with relevant contacts in the industry, and offer 

client service when it comes to establishment in Moldova.  

The MIEPO service for inward investment would include the following: 

a. Detailed business information - potential investors would receive detailed information about Moldova 

economic and business environment: 

- main economic indicators; 

- facts and clarifications on Moldova business rules and regulations; 

- how to establish and run a business in Moldova; 

- information on business opportunities in Moldova’s key sectors. 

 

b. Site visits to Moldova – visit in Moldova would include the following elements 

- local companies in your sector and relevant industry associations; 

- visits to Special Economic Zones 

- research institutions; 

- service providers – HR companies, real estate brokers, law offices, etc; 

- meetings with relevant ministries, municipalities and government agencies. 

 

c. Assistance in setting up a business 

- Support in setting up company, introduction to reliable service providers 

- Support in attracting key management staff 

- Hands on support over the first year of the establishment. 

 

2. Proactive investment attraction – Moldova Road Shows 

MIEPO should also proactively promote possibilities in Moldova among potential investors. The proactive approach 

means that possibilities to invest in Moldova is presented to a specific sector in selected target markets and inward visits 

to Moldova is organized. Pro-active investment attraction activities should be organized in a following manner: 

1) Target market identification for each industry 

2) Proposition development – Key selling points of Moldova – Why to invest in the specific sector? 

3) Purchasing of external consulting service for investment promotion, cooperating with embassy 

4) Preparation of Long list of companies from the target industry 
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5) Invitation to an event Invest in Moldova 

6) A seminar or a number of seminars in the target industry about possibilities in Moldova 

7) Individual meetings with target market companies which have showed interest in Moldova 

8) Incoming visit organization to introduce potential investors with possibilities in Moldova 

9) Follow up of the visit and support in establishment in Moldova 

 

3. Marketing of Moldova investment possibilities internationally 

There is a need to develop content for promotion of investment possibilities in Moldova: 

1) Professional presentation and content – Why to invest? Industry overview 

2) Case studies of 30 foreign investments by target industries and other sectors 

3) Marketing tools for investment attraction – website, videos, printed materials 

4) Articles in specialized media about possibilities in Moldova – for example an article in Automotive supplier 

journal in Germany. 

5) Presentation at investor forums organized internationally or in Moldova 

Organizational resources for Activity No 4: 

- MIEPO would need to have 2 advisors for coordination of investment promotion activities: 

- BPOs & Food processing sector  

- Automotive sector and industrial manufacturing  

 

Key Performance Indicators for Activity No 4: 

- Number of investor requests 

- Number of investor visits to Moldova 

- Number of marketing activities – seminars in target market 

- Investor satisfaction index with MIEPO service 

 

Key outcome: To attract three investments to Moldova in the key sectors. 

v. Task 5: Development of Moldova economic brand  

Since, Moldova is not known in European Union and other countries, Moldova should also start a development of its 

brand. Moldova brand would serve as a communication tool for presenting possibilities in Moldova for cooperation with 

exporters or for attracting of investments.  

VISION: Moldova economic brand serves as a message which in attractive way communicates possibilities in 

Moldova. 

Action points: 
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1. Brand visuals development: 

- Development of Moldova economy brand – message that Moldova would communicate internationally 

- Development of visual identity, high quality pictures, high quality texts. 

- Marketing instruments - Using brand visuals in presentations, trade fairs, printed materials and through 

all activities and events organized by MIEPO 

- Aligning the Moldova economy brand to sectorial brands like those currently developed by industry 

organizations: Moldova Fruct – taste makes the difference; APIUS: din inima; Wine of Moldova: Legend 

Alive, and encouraging sector brand development. 

2. Electronic Catalogue: 

- Development of electronic catalogue about exporters of Moldova – this catalogue would contain information 

about companies, high quality pictures and contact information. The catalogue needs to be updated on yearly 

basis. The electronic catalogue should be used also by Ministry of Foreign Affairs, and available for public 

use. 

3. Investment promotion materials 

- Development of investment promotion materials for marketing investment possibilities in Moldova. 

4. Articles, journalist visits, events 

- Development of articles and distribution in international media – case studies, interesting facts about 

Moldova, which raises international interest to further explore possibilities in Moldova. 

In order to develop Moldova economic brand, MIEPO should cooperate with a brand development agencies, preferably, 

with international marketing agencies. 

Key Performance Indicators for Activity No 5: 

- Developed Brand of Moldova, brand basics and Manual 

- Developed electronic catalogue about Moldova exporters 

- Number of articles in international media mentioning possibilities in Moldova 

 

Key outcome: Developed Moldova economic brand and recognition of it in international media through articles 

related to Invest in Moldova or Cooperate with Moldova. 

 Financial budgeting and donor cooperation 

In order for MIEPO to carry out its key tasks and have impact towards Moldova economy, MIEPO should also have 

sufficient financial sources and human resources. 

For the last two years, MIEPO budget from Moldova State has been roughly 280 000 EUR and 320 000 EUR, out of 

which 30% has been spent on administrative and office purposes, and 70% on activities related to export and investment 

promotion.  
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vi. MIEPO total budget 

The Recommendations of this assignment and Interim Action Plan suggest that annual MIEPO total budget should be 4 

time larger, in order to expect impact of MIEPOs activities and results. 

Since the Action Plan implementation will also require additional human resources and other secretarial expenditures, it 

is expected that Administrative Budget would increase to around 200 000 – 220 000 EUR annually. Action Plan 2015 - 

2016 budget for MIEPO would require 1,9 Mill EUR for two year period. The Action Plan budget in relation to Tasks are 

more explicit revealed in Table 33 and Table 34. 

The total Budget for MIEPO should be roughly 2,3 mill EUR for two year period: 

Table 33. MIEPO budget 2015-2016, EUR 

 

Table 34. MIEPO Action plan budget, 2015-2016, EUR 

 

vii. Source of financing 

In order to finance the MIEPO Action Plan and required Administrative capacity, there are three main sources of 

financing: 

1. Moldova state budget from Ministry of Economy in amount of 320 000 EUR annually  

2. DCFTA Budget support through the Ministry of Economy of 1.7 mill EUR for the period 2015 -2016 or 

850 000 EUR annually.  

3. World Bank Technical assistance from CEP II in form of 5 professionals to MIEPO 

 

In total MIEPO is expected to have annual budget of roughly 1.17 mill EUR and also possibility to attract five 

professionals through financing of the World Bank. 

MIEPO budget: 2015 2016 Total 

Administrative expenses 200 000 200 000 400 000 

Action Plan budget 952 500 962 700 1 915 200 

Total  1 152 500 EUR 1 162 700 EUR 2 315 200 

Task 2015 2016 Total 

Task 1 62 000 145 000 207 000 

Task 2 119 500 115 500 235 000 

Task 3 509 000 473 200 982 200 

Task 4 202 000 202 000 404 000 

Task 5 60 000 27 000 87 000 

Total 952 500 962 700 1 915 200 
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The three income sources should cover MIEPO expenditures for Administration and implementation of the Action Plan. 

Taking into account that Moldova companies will also contribute around 10% - 20% for the implementation of the 

activities mainly covering costs related to international travel and personnel, the share of private sector revenue to 

MIEPO budget is not taken into account within total income calculations. 

In addition, it is advised that MIEPO would also enhance its relationships and cooperation with other Donor organizations 

active in Moldova like USAID, UNDP, IFC, SIDA and others. Through implementation of the Action Plan, MIEPO would 

see new needs for exporters and in discussion with Donor organizations would suggest new programmes and projects 

for activities related to develop raise awareness, develop market access, export promotion and investment attraction. 

For securing future financing for the period after 2016, MIEPO should measure its impact from activities carried out 

through the period of 2015 and 2016, and based on the cost-return analysis require increase in state budget financing 

for its activities, as well as MIEPO should be the preferred partner for Donor programme implementation. Although, the 

number of exporting companies and their revenues will be higher after two year period, the private sector contribution to 

MIEPO budget is not expected to be higher than 20%. 

viii. MIEPO involvement in CEP II Matching Grant Facility for Business Development Services 

For Moldova exporters to be internationally competitive, there is also a need for its development through direct support 

for the product development, international marketing and brand, packaging development, and other activities related to 

their competitiveness enhancement. For this purpose, World Bank CEP II programme has an instrument for business 

development activities- Matching Grant Facility which will operate during 2015 and 2016 with 3 mill USD fund. The MGF 

is explained in a more detail in Annex 2 and Annex 24. 

 MIEPO should play a vital role in the implementation of MGF with three main roles: 

1) Information and guidance of exporters for efficient use of MGF 

2) Input to Programme Implementation Unit during the application for grant by verifying companies export readiness 

and efficient needs for financing 

3) Evaluation of results of implementation of MGF. 

 MIEPO’s internal organization  

In order to ensure successful activity implementation, MIEPO should have internal organization with key elements that 

supports implementation of both strategic and operational activities of MIEPO: 

- Organizational structure and team profile  

- Strategic planning and  monitoring of Key Performance Indicators 

- Culture and environment 

- Marketing development and CRM 

- Financial budgeting and donor cooperation 
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ix. Organizational structure and team 

It is estimated that for successful implementation of MIEPO activities and generation of impact to Moldova economy, 

there would need to be a team of 20 specialists with both strategic and operational roles (See Figure 23). The organization 

should be built in several steps by advancing in its strategic role and increased implantation activity. Key responsibilities 

and duties of the positions are described in Annex 26. 

x. MIEPO involvement of external implementation partners 

Since MIEPO will have limited internal sources for operational work, it is advised to cooperate with partners for activity 

implementation. Depending on the nature of each task and needs, it is recommended to cooperate with the most 

appropriate service provider with relevant background and experience. The implementation partner should be selected 

in a procurement procedure according to the rules of Republic of Moldova. 

It is advised that for export and investment related activities (trade fairs, B2B missions, Moldova road show, market 

researches and other activities) which require industry and target market knowledge, MIEPO would cooperate with 

international experts (consultants, associations, clusters). 

For educational activities and Export Managers Programme it is advised to cooperate with local organizations 

(associations, clusters, business organizations, universities) and also bring to Moldova international experts with relevant 

background. However, for industry specific competence building the preferred partner should be industry associations. 

Executive Director

Marketing
professional team

(1 Strategic, 
1 operational)

Moldova Brand & 
MIEPO marketing

CRM, Newsletter, 
website, material 

dev.

Education 
professional team 

(1 Strategic,
2 operational)

Export managers

Seminars, 
conferences

Organizational 
support

Export-orientated 
advisor team
(2 Strategic, 3 
operational)
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products, Food 

processing

Textile and 
apparel industry

Industrial 
producers

Investment-
orientated advisor 
team (2 Strategic, 

2 operational)

Industrial sector

Food processing

IT & BPO 

Advisors 
(2 specialists)

Donor relations & 
fund applications

Policy 
development

Support 
(3 specialists)

Financial planning, 
monitoring

Procurement and 
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Practical support
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Figure 23. MIEPO’s structure 
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In addition, for marketing and brand development related topics, MIEPO is advised to cooperate with professional brand 

and marketing agencies locally and internationally who offers international standard marketing services. 

xi. Strategic planning and KPIs 

 
Strategy: states direction of activities and focus. 

Plan: Clearly states what activities should be implemented. 

KPIs: Key Performance Indicators (KPIs) for activities are 

identified. 

Action: Implementation of activity plan. 

Evaluate: Measure results and KPIs. 

Learnings: Draw conclusions for success or failure which 

serves as an input for future strategy and action plan. 

The role of MIEPO management is to secure that MIEPO implements its strategic and operational role, and do it in a 

systematic way: 

Weekly updates: Team update about implementation progress, events, marketing needs, calendar. 

Monthly progress: Updates about activity progress, events, and marketing actions. 

Quarterly results update:  KPIs review, input for activity plan, strategic progress review 

Bi-annual: 

1) Client satisfaction monitoring  

2) Review of Key Performance Indicators 

3) Result analysis from activities – learnings, assessment of quality of activities, assessment of 

results from activities.  

4) Activity planning 

STRATEGY

PLAN

KPIs

ACTION

EVALUATE

LEARNINGS



111 
 

5) Strategic progress review 

xii. People, systems, environment 

In order to have successful implementation of activities, there is a 

need to develop a culture within the organization which is motivated 

by its mission – economic development of Moldova.  

Culture within organization is created by people, systems and 

environment. Culture needs to be developed by having a team with 

right characteristics, clear systems in place and positive 

environment.  

 

xiii. Marketing and Customer Relationship Management 

MIEPO should have excellent marketing and communication internally in Moldova with aim to promote its activities, 

results and engage more exporters in their activities. 

Marketing tools 

- Seminars and Events: always have visuals with MIEPO at the events – roll up, logo in presentations, if 

needed printed brochures. 

- Website: 

 In Romanian for Moldovan exporters – events calendar, activities, market researches, educational 

information, SMEs assessment questionnaire, contact information to export advisers. 

 In English – industry overviews, exporters database for promotion of exporters, promotion of 

investment possibilities in key sectors. 

- Marketing instruments: 

PEOPLE :

• Advisors - provide professional 
support to companies

• Service oriented - genuine interest 
to support companies and sectors,

• Intelligent and curios within 
international trade and industries

• Entrepreneurial skills – can do 
attitude/ driven by results

• Excellent organization skills

• Positive

• Ethics

SYSTEMS:

• Develop Project Management 
environment – teams, clear 
timeline, evaluation of results.

• Regular meetings to follow 
implementation of activities, 
discuss strategic actions of 
MIEPO, review results and 
monitor KPIs.

• Monitor Client Satisfaction and 
Impact of MIEPO activities.

ENVIRONMENT:

• Open door policy

• Inspirational physical environment 
– office that inspires team and 
visitors

• Internal events for team 
development

• Involvement in planning of 
activities, reflection of learnings

• Fostering innovation and new 

MIEPO

Strategy

People

Environm
ent

Systems
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 In Romanian – What is MIEPO, key support activities, contact information 

 In English – Industry overviews, fact sheets about Moldova 

- Communication with Clients – Exporters: 

 Newsletter – invitation to events, promotion of seminars and possibilities, success stories from 

activities. Newsletter should be sent out at least twice a month. 

 Direct Communication. 

Customer Relationship Management 

In order to engage exporters within MIEPO activities and measure MIEPO’s impact to exporters’ international success, it 

is advised that MIEPO would establish and develop a database of exporters, and also truck its success. The database 

would need to be operated with a support of a technological software - Customer Relationship Management programme 

which is efficient tool for keeping track record and development of exporters. 

CRM database would include: 

- CRM contains Companies – all exporters of Moldova 

- Categorization of companies according to their export readiness based on assessment form and result – 

Group 1, Group 2 or Group 3 

- Up to date contact information of their export manager, sales manager or director 

- Information if company has participates in events, and what are the results of their participation 

- Information what type of support from MIEPO the company has received 

- Comments on company communication and development 

 

In order to begin efficient functioning of MIEPO it is necessary for to define its strategic role in Moldavian export promotion. 

MIEPO should be a Strategic Export HUB which has information about different export activities taking place in Moldova 

key industries, is aware of activities for export development and available instruments for SMEs development. Thus, 

MIEPO should have regular communication with key industry associations, support organizations, as well as with 

international donors. 

Since MIEPO will have limited internal sources for operational work, it is advised to cooperate with partners for activity 

implementation: 

- for trade fairs, B2B missions, market research to cooperate with international experts (consultants, 

associations, clusters). 

- for educational activities and study visits – to cooperate with local organizations (associations, clusters, 

business organizations). 

- for marketing and brand development – to cooperate with professional brand and marketing agencies locally 

and internationally who offers western standard marketing visuals. 

- MIEPO should also keep a database (CRM) with good expert/ consultant contacts which can be addressed 

when it comes to special needs.   



113 
 

10. ANNEX 

Annex 1. Essential elements for successful export development 

Export product/service 

Product offering for export 

For promotion of the offering in export, company should define the exporting product or service, 

necessary quality standards, and develop its product up to international standards and optimal 

quantities.  

Export price offering 
Competitive price is one of the basic international trade elements. Company should be able to 

calculate price and develop its pricing strategy depending on the target market. 

Packaging, labelling 

Exporter should be aware of the requirements when it comes to target market needs of packaging 

(product packaging, transport packaging), labelling information and other product documentation for 

export process organization. 

Added value export  

Added value offering is when the company is not only selling raw materials or services, but also 

perform other parts of the product cycle – from innovation, design, to branding and marketing. Higher 

value added to companies means more revenues per employees and higher profit margin.  

Export skills of personnel 

Export manager availability 

Exporting company is in need of a person who has export manager’s role with main responsibility – 

export sales process organization. For smaller exporters, this role can also be performed by existing 

sales people or managing personnel.  

Sales skills and sales process 

organization 

To sell products internationally it is crucial to have a good sales person at company/organization with 

appropriate knowledge of sales process organization and relevant communication skills. 

Presentation skills 

Company presentation generates the first impression about the product and the company. It is 

important to understand which information aimed to customers or contractors should be included in 

the presentation. Such technical details as - design, use of high quality pictures, fonts and other 

formatting should be considered. In addition, export personnel should have excellent verbal 

presentation skills. 

Foreign Languages 

Mastering of foreign language within the company is a key to international markets. If a company is 

planning to enter Western markets and other markets (besides CIS markets), it should have a sales 

person who speaks English (or German, French) whose main responsibility is export sales 

organization. 

Market knowledge and export plan 

Market research skills 

Market research is primary activity if company wants to enter new markets. To understand its potential 

customers, company's competitors, market differences, market size and other factors that can impact 

product sales. Market research skills are needed so that companies can analyse their competitiveness 

in relation to international markets. 

Market knowledge & info 
Market information and knowledge provides deeper understanding about target market, competition 

and exporters competitiveness. Market insights are part of company export strategy. 

Export strategy and plan 

Export strategy and plan is a strategic document for an exporter for its export development. Export 

strategy is a guiding document; however, Export plan is an activity plan for one year export 

development. 
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Information regarding legal 

documents and customs 

To export it is important to be aware of all legal requirements for sales, custom documentation, and 

logistic solutions to the target market. 

B2B Marketing tools 

Corporate identity 

Corporate identity is the external face of the corporation—the unique, individual personality of the 

company that differentiates it from other companies. Professional corporate image creates the first 

impression in eyes of a new customer. 

Marketing instruments 
Professional presentation, company profile with high quality images, brochures and catalogues are 

some of the instruments for communicating company’s export offering. 

Product brand and marketing 
If a company is interested to sell its own product and promote its brand, it has a need for professional 

brand, supportive marketing instruments for brand promotion.  

Web page development 

Professional website in foreign languages, with high quality images and photos, is one of the key tools 

for export development. If a company does not have a website, or website is of poor quality, it is 

influencing company’s chances for export success. 

Export sales promotion activities 

International exhibitions 

International exhibitions is international trade promotion instrument how company is promoting it in 

their target market and attraction export customers. Trade fair participation takes place not only in 

Country stands, but also by individual companies. 

Trade missions/ B2B Match-

making events 

B2B trade missions is a targeted visit to the export market with a specific programme to meet potential 

business partners. B2B TM enables exploration and development of commercial opportunities in 

selected countries. B2B trade missions can be also organized in the form of B2B match-making 

events. 

Individual visits for partner 

search process 
Individual visits to meet with target market clients is a traditional export development process.  

E-commerce 
Selling products over Internet, is an alternative method for international sales development and 

accessing export customers. 

Export budget and finance instruments 

Export budget 
To develop export, company needs to have a budget for export activity development, development of 

its marketing tools and available human resources for export sales activities. 

Marketing budget 
If a company is interested to promote its own brand, it needs also to set aside a marketing budget for 

promotional activities in target markets. 

Export guaranties, and bank 

instruments 

Export guarantees, export factoring, access to credit line finance are some of the instruments which 

needs to be accessible for companies in order to sell internationally.  
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Annex 2. Exporters’ assessment questionaire 

Date:  

Name of your company           

Registration nr.               

Contact person             

E-mail address                Phone nr.          

Web address:              

1. Export product Max. 20 points 

Product offering for export 

To promote product offering for exports, company should define the export product or service, 
have introduced compatibility with international standards and requirements, as well as have a 
possibility to secure demanded capacity if products.  

0 1 2 3 4 5  

 
Mark “0” if you consider that the product is not ready for export, mark “5” – if product is export 
ready and fulfils quality and quantity requirements 

Export price offering 
Competitive price is one of the basic international trade elements. Company should be able to 
calculate price and develop its pricing strategy depending on the target market situation. 

0 1 2 3 4 5  

 
Mark “0” if you do not know the right price of your product for international markets and “5” – you 
are aware your products price for international markets; 

Packaging, labelling 
Exporter should be aware of the target market requirements for product packaging, transport 
packaging and information to be included in product labelling.  

0 1 2 3 4 5  

 
Mark “0” if you do not have product packaging and labelling in accordance to international 
standards and “5”- you have packaging and labelling meets to international standards. 

Added value export  

Added value offering is when the company is not only selling low value added product (for 
example, raw materials, unfinished product) or service, but also perform processes such as 
innovation, design, branding and marketing in the product cycle that adds value to the product. 
Higher value added product for companies means more revenues per employee and higher profit 
margin.  

0 1 2 3 4 5  

 
Mark “0” if product for international markets is low value added, and “5”- if your company has high 
value added product (for example, company has developed branded product) 

  

2. Export skills of personnel Max. 20 points 

Export manager availability 

Exporting company needs a person who has export manager’s function with the main 
responsibility – organization of export sales process. For smaller exporters, existing sales people 
or managing personnel can also perform this role.  

0 1 2 3 4 5  
Mark “0” if you do not have export manager in company, “1-5” or more, means Nr of people 
working in export sales process.  

Sales skills and sales 
process organization 

To sell products internationally it is crucial to have a good sales person at company with 
appropriate knowledge of sales process organization and relevant communication skills. 
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0 1 2 3 4 5  
Please evaluate your teams’ skills and knowledge of sales process organization for international 
markets in scale from 0-5. 

Presentation skills 

Company presentation generates the first impression about the product and the company. It is 
important to understand which information aimed to customers or contractors should be included 
in the presentation. Such technical details as - design, use of high quality pictures, fonts and other 
formatting should be considered. In addition, export personnel should have excellent verbal 
presentation skills. 

0 1 2 3 4 5  
 
Please evaluate your team’s presentation skills in scale from 0-5. 

Foreign Languages 

Mastering of foreign language within the company is an important prerequisite to establish 
contacts, communicate the capabilities of product and enter international markets. If a company is 
planning to enter and other markets besides CIS (for example, Western Europe markets), it should 
have a sales  export sales person who can communicate in  English (German, French).  

0 1 2 3 4 5  
Please evaluate your export team’s language skills where “0” means, that sales persons knows 
only Romanian; and “1-5” means number of additional languages spoken in your team. 

 

3. Market knowledge and export plan Max. 20 points 

Market research skills 

Market research is a primary activity if a company wants to enter new markets and understand its 
potential customers, competition, market differences, market size and other factors that can 
impact product sales. Companies need market research skills to analyze their competitiveness in 
relation to international markets. 

0 1 2 3 4 5  

Please evaluate your knowledge and market research skills before entering new markets.  

Mark as relevant: “0”- don’t know how to do it, ; “3”- occasionally; “5”- we do it every time before 
entering new markets;  

Market knowledge & info 
Market information knowledge provides deeper understanding about situation in target market, 
competition and exporters competitiveness. Market insights are part of company export strategy. 

0 1 2 3 4 5  
 
Please evaluate your team’s knowledge of target markets in scale from 0-5. 

Export strategy and plan 

Export strategy and export plan is a set of strategic documents for an exporter for its export 
development. Export strategy is a medium term guiding document; while Export plan sets an 
activity plan for one-year export development. 

0 1 2 3 4 5  Please indicate does your company has an export plan “0” - No, “3”-Yes, but outdated; “5”-Yes 

Information regarding legal 
documents and customs 

To start exports it is important to be aware of all legal requirements regulating imports such as 
customs documentation, and logistical solutions to the target market. 

0 1 2 3 4 5  Please indicate degree of company awareness of international legal requirements in scale 0-5 

 
 

4. B2B Marketing tools Max. 20 points 

Corporate identity 

Corporate identity is the external face of the corporation— the unique, individual personality of the 
company that differentiates it from other companies. Professional corporate image creates the first 
impression in eyes of a new customer. 

0 1 2 3 4 5  

Please indicate how developed is your company corporate identity and evaluate statement above, 
where “0” indicates – we do not have corporate identity; “3”- we are working and developing our 
cooperate identity; 5- we have corporate identity. 
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Marketing instruments 
Instruments for communicating company’s export offering include professional presentation, where 
company profile is supported with high quality images, brochures and catalogues. 

0 1 2 3 4 5  

Please evaluate your company marketing instruments indicating “0” if there are no marketing 
instruments or in low quality; “3”- exist some marketing instruments, but major improvements 
needed; “5”- we have excellent marketing instruments 

Product brand and 
marketing 

If a company is interested to sell its own product at higher value and promote its brand, it needs a 
professional brand and supportive marketing instruments for brand promotion.  

0 1 2 3 4 5  
“0” - no branded products; “3”- currently working in own developed branded products; “5”- own 
developed products for export; 

Company web page 

It is very important to have company’s web page with all necessary information about product and 
company. Web page must be in foreign languages if company considering to enter foreign 
markets 

0 1 2 3 4 5  
 
Please evaluate your web page “0” – no web page; “1” – only in Romanian; “5” – in English 

 
5. Export sales promotion activities Max. 20 points 

International exhibitions 

International exhibitions are international trade promotion instrument by which company promotes 
itself in target market and attracts export customers. Trade fair participation does not mean 
participation only in national stands, but also stands of individual companies. 

0 1 2 3 4 5  

Please indicate your company experience – “0”- no experience in participation in trade fairs; “3”- 
irregular participation in trade fairs and mostly within country stands; “5”- regular and planned with 
individual participation in trade fairs 

Trade missions/ B2B Match-
making events 

B2B (business to business) trade mission is a targeted visit to the export market with a specific 
programme designed to meet potential business partners. B2B and Trade Missions enables 
exploration and development of commercial opportunities in selected countries. B2B trade 
missions can be also organized in the form of B2B match-making events. 

0   3   5  
Please indicate your company experience  - “0”- company does not participate in trade missions; 
“3”- company participates occasionally; “5”- company participate in trade missions and B2B visits 

Individual visits for partner 
search process 

Individual visits to meet with the target market clients are a traditional export dales development 
process.  

0   3   5  

Please indicate your company experience - “0”company does not organize individual visits in 
target market; “3” – company occasionally go to international visits; “5” – company regularly 
participates and organizes individual visits 

Export budget 

To develop exports, company needs to have a budget that supports export activity development, 
development of its marketing tools and provides funds for human resources involved in export 
sales activities.  

0 1 2 3 4 5  

Please indicate “0” if company does not have separate export budget; indicate “3” if company does 
not have separate budget but you know where and how to attract additional finances; indicate “5” if 
company has separate export budget and company is very aware of other support mechanisms 
and possibilities 

Thank you for the participation! 
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Annex 3. The interview respondent list 

State 
organizations 

 

The Moldovan Investment and Export Promotion Organization (MIEPO) 

Ministry of Economy of Moldova Republic 

Ministry of Foreign Affairs and European Integration 

Ministry of Agriculture and Food Industry of Moldova Republic  

Investment Attraction Team, Prime Minister's Office of the Republic of Moldova 

ODIMM 

Invest in Moldova 

The National Office for Vine and Wine 

Donor 
organizations 

 

USAID Moldova  

Delegation of the European Union to Moldova  

UIPAC/ Project Implementation Unit of the World Bank Competitiveness Enhancement Project 

Deutsche Gesellschaft für Internationale Zusammenarbeit  (GIZ) GmbH 

Agricultural Competitiveness and Enterprise Development Project (ACED) 

Competitiveness Enhancement and Enterprise Development II (CEED II) project  

IFC 

UNDP 

EBRD 

SIDA 

Associations 

 

Chamber of Commerce and Industry in Moldova 

National Farmers Federation  

Fruit Producers and Exporters Association «Moldova Fruct» 

National Association of the beekeepers 

Professional Association of Light Industry (APIUS) 

Moldovan Small Wine Producers Association 

Moldova Wine Guild Association 

PROGRAIN” Ltd (export of agricultural products and grain) 

Moldova Grape Producers’ and Exporters’ Association 

Union Nut Crops Manufacturers Association of Moldova 

Moldovan Association of Private ICT Companies (ATIC) 

Republican Union of Associations of Agricultural Producers ,,Uniagroprotect’’ 

Association of Producers of Canned Products ,,Speranta-Con’’  

European Business Association (EBA) 

Moldovan Banks Association  

AmCham Moldova  

Companies 

IONEL 

ARTIMA 

INTROSCOP 

NISTRU – OLANESTI 

Natur-Bravo 

Orhei-VIT 

Georgette 

Infinity INC 

Steaua Reds 

Ravetti 

Arte LUG 

Alfa-Nistru 

Codru ST 

Allert &Co 

Crème Brulee 

Bucuria 

Franzeluta 



Annex 4. Exporters’ website assessment results 

Company Name Website Active/ inactive 
Available in target market 

languages?103 
Contact information Branch Workplaces 

Agrostoc E.C. www.agrostoc.md Active Romanian 
General contact 

information 
Agricultural products. 32 

Vest-Resurs Ltd. vest-resurs.webs.md Active Russian 
General contact 

information 
Agricultural products. 36 

Amg-Kernel Ltd., S.C. www.kernel.md Active Romanian, Russian 
General contact 

information 
Agricultural products. 350 

Codru-St Ltd. www.codru-st.md Active Romanian, Russian 
General contact 

information 
Agricultural products. 200 

Agrosfera-Bm Ltd. www.agrosfera-bm.biz Active Romanian, Russian 
General contact 

information 
Agricultural products. 100 

Natur Bravo J.S.C. www.naturbravo.md Active Romanian, English, Russian 
General contact 

information 
Agricultural products. 800 

Orhei-Vit J.S.C. www.orhei-vit.com Active Romanian, English,Russian 
General contact 

information 
Agricultural products. 600 

Canned Food Factory ''ALFA-

NISTRU'' J.S.C. / Trade Mark VIS 
www.alfa-nistru.com Active Romanian, Russian 

Detailed contact 

information 
Agricultural products. 358 

Calarasi Canned Food Factory 

J.S.C. 
www.fconscalarasi.md Inactive Inactive Inactive Agricultural products. 90 

Nistru-Olanesti J.S.C. n/a Inactive Inactive Inactive Agricultural products. 320 

Plaiul-Birladean Ltd., Agricultural 

Company 
n/a Inactive Inactive Inactive Agricultural products. 237 

Prietenia-Agro Ltd. n/a Inactive Inactive Inactive Agricultural products. 451 

Arbomax Ltd. www.arbomax.md Inactive Inactive Inactive Agricultural products. 6 

Crist-Valg Ltd. n/a Inactive Inactive Inactive Agricultural products. 80 

Elevator Kelley Grains J.S.C. n/a Inactive Inactive Inactive Agricultural products. 375 

Orom-Imexpo Ltd. n/a Inactive Inactive Inactive Agricultural products. 42 

Ceteronis-St Ltd. n/a Inactive Inactive Inactive Agricultural products. 500 

Ics Ecovit Srl n/a Inactive Inactive Inactive Agricultural products. 400 

Agrovin Bulboaca J.S.C. www.agrovinbulboaca.md Inactive Inactive Inactive Food processing 142 

Chateau Vartely Ltd. www.vartely.md Active Romanian, English, Russian 
Detailed contact 

information 
Food processing 200 

Cricova J.S.C., Wine Plant www.cricova.md Active Romanian, English, Russian 
General contact 

information 
Food processing 687 

Dk-Intertrade Ltd. / Dionis Club www.dionis.md Inactive Inactive Inactive Food processing 130 

                                                           
103 For “Textiles & Apparels” industry representatives the target market languages are Russian. For the rest of the branches target market language is Russian and English. 

http://www.agrostoc.md/
http://vest-resurs.webs.md/
http://www.kernel.md/
http://www.codru-st.md/
http://www.agrosfera-bm.biz/
http://www.naturbravo.md/
http://www.orhei-vit.com/
http://www.alfa-nistru.com/
http://www.fconscalarasi.md/
http://www.arbomax.md/
http://www.agrovinbulboaca.md/
http://www.vartely.md/
http://www.cricova.md/
http://www.dionis.md/
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Company Name Website Active/ inactive 
Available in target market 

languages?103 
Contact information Branch Workplaces 

Imperial Vin J.S.C. www.imperial-vin.com Active Romanian, English, Russian 
General contact 

information 
Food processing 350 

Renaissance-Perfect Ltd., C.F.C. www.r-perfect.com Active Romanian, English, Russian 
Detailed contact 

information 
Food processing 100 

Romanesti J.S.C. n/a Inactive Inactive Inactive Food processing 236 

Vinaria Bostavan Ltd., J.V. www.bostavan.md Active Romanian, English, Russian 
General contact 

information 
Food processing 425 

Vinaria Din Vale J.S.C. n/a Inactive Inactive Inactive Food processing 84 

Wine International Project Ltd. www.garling.md Inactive Inactive Inactive Food processing 40 

Asena Textil Ltd., C.F.C. n/a Inactive Inactive Inactive Textiles & Apparels 1720 

Csm Uniform Ltd., C.F.C. n/a Inactive Inactive Inactive Textiles & Apparels 545 

IONEL J.S.C.,  www.ionel-sa.md Inactive Inactive Inactive Textiles & Apparels   

Stag Textile Industry J.S.C., C.F.C. www.stag.md Active Russian 
Detailed contact 

information 
Textiles & Apparels 600 

Tricon J.S.C. n/a Inactive Inactive Inactive Textiles & Apparels 700 

Fashion Group Ltd., J.V. n/a Inactive Inactive Inactive Textiles & Apparels 490 

Artizana J.S.C. www.artizanafashion.md Active Romanian, English, Russian 
General contact 

information 
Textiles & Apparels 300 

CODREANCA J.S.C., Production 

Enterprise 
www.codreanca.com.md Inactive Inactive Inactive Textiles & Apparels 256 

Icatex-Pro Ltd., C.F.C. www.teamdress.md Active Romanian, English, Russian No contact information Textiles & Apparels 253 

Steaua-Reds J.S.C., C.F.C. www.steauareds.md Active Romanian 
General contact 

information 
Textiles & Apparels 380 

Moldabela Ltd. / www.acvila.md Active Romanian, English, Russian 
General contact 

information 
Textiles & Apparels 508 

Artizana www.artizana.md Active Romanian, English, Russian No contact information Textile and apparel 266 

Bombonici SRL www.bombonici.md Active Romanian 
General contact 

information 
Textile and apparel 52 

Brio Model Management Srl www.briomodel.md Inactive Inactive Inactive Textile and apparel 20 

Codreanca n/a Inactive Inactive Inactive Textile and apparel 260 

Cojocari Grup Srl www.vasconi.md Active Romanian, English, Russian 
General contact 

information 
Textile and apparel 84 

Emilita Lux Srl www.liafia.md Inactive Inactive Inactive Textile and apparel 9 

Filatura-Ungheni Sa www.carpeta.md Active Romanian No contact information Textile and apparel 168 

Ii Moldovan Vasile www.miss-vivi.md Active Romanian, English, Russian No contact information Textile and apparel 13 

Infinity n/a Inactive Inactive Inactive Textile and apparel 448 

http://www.imperial-vin.com/
http://www.r-perfect.com/
http://www.bostavan.md/
http://www.garling.md/
http://www.ionel-sa.md/
http://www.stag.md/
http://www.artizanafashion.md/
http://www.codreanca.com.md/
http://www.teamdress.md/
http://www.steauareds.md/
http://www.acvila.md/
http://www.artizana.md/
http://www.bombonici.md/
http://www.briomodel.md/
http://www.vasconi.md/
http://www.vasconi.md/
http://www.liafia.md/
http://www.carpeta.md/
http://www.miss-vivi.md/
http://www.miss-vivi.md/
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Company Name Website Active/ inactive 
Available in target market 

languages?103 
Contact information Branch Workplaces 

Intercentre-Lux www.centrelux.com Active English, Russian 
Detailed contact 

information 
Textile and apparel 982 

Ionel www.ionel.md Active Romanian, English, Russian 
Detailed contact 

information 
Textile and apparel 742 

Iradex-Textil Srl n/a Inactive Inactive Inactive Textile and apparel 13 

Iuvas www.iuvas.md Inactive Inactive Inactive Textile and apparel 150 

Lenicris www.lenicris.md Active Romanian, Russian No contact information Textile and apparel 23 

Linella Din Inima www.linella.md Active Romanian, English, Russian 
Detailed contact 

information 
Textiles & Apparels 30 

Maicom SRL www.maicom.md Active Romanian, English, Russian 
General contact 

information 
Textiles & Apparels 74 

Mobile only Facebook: Georgette Active Romanian No contact information Textiles & Apparels 123 

Natalia Melnic 
only Facebook: Sekana by 

Natalia Melnic 
Active Romanian, English, Russian 

General contact 

information 
Textiles & Apparels 33 

Odema www.odema.info Active English 
General contact 

information 
Textiles & Apparels 370 

Olga Ceban www.ravetti.md Active Romanian, English, Russian 
General contact 

information 
Textiles & Apparels 33 

Olympus www.olympus-md.com Active Russian 
General contact 

information 
Textiles & Apparels 184 

Premiera Dona n/a Inactive Inactive Inactive Textiles & Apparels 75 

Saltoianca n/a Inactive Inactive Inactive Textiles & Apparels 57 

Steaua Reds www.steauareds.md Active Romanian 
General contact 

information 
Textiles & Apparels 183 

Tricon www.tricon.md Active Romanian 
General contact 

information 
Textiles & Apparels 518 

Velitextil Plus Ltd 
only Facebook : Crème 

Brulee by Velitextil - Plus 
Active Romanian 

General contact 

information 
Textiles & Apparels 22 

Vistline www.vistline.md Active Romanian, English, Russian No contact information Textiles & Apparels 21 

Ana Popov Ju-Bijoux 
only Facebook: Ju Bijoux 

by Ana Popova 
Active Romanian, English 

General contact 

information 
Textiles & Apparels 5 

Arilux www.arillu.md Active Romanian, English 
General contact 

information 
Textiles & Apparels 25 

Artima n/a Inactive Inactive Inactive Textiles & Apparels 192 

Bit Program www.vburlacu.md Active Romanian, English, Russian 
General contact 

information 
Textiles & Apparels 25 

Cristina Mold-Rom Simpex www.cristina.md Active Romanian, English, Russian 
General contact 

information 
Textiles & Apparels 346 

http://www.centrelux.com/
http://www.ionel.md/
http://www.iuvas.md/
http://www.lenicris.md/
http://www.linella.md/
http://www.maicom.md/
http://www.odema.info/
http://www.ravetti.md/
http://www.olympus-md.com/
http://www.steauareds.md/
http://www.tricon.md/
http://www.vistline.md/
http://www.arillu.md/
http://www.vburlacu.md/
http://www.cristina.md/
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Company Name Website Active/ inactive 
Available in target market 

languages?103 
Contact information Branch Workplaces 

Daxen-Com n/a Inactive Inactive Inactive Textiles & Apparels 36 

Floare www.floare.com Active English, Russian 
Detailed contact 

information 
Textiles & Apparels 491 

Igor Tesner n/a Inactive Inactive Inactive Textiles & Apparels 13 

Oldcom only Facebook: OLDCOM Active Romanian, English No contact information Textiles & Apparels 157 

Ponti SRL www.ponti.md Active Romanian, Russian 
General contact 

information 
Textiles & Apparels 85 

Rotan www.rotan.md Active Romanian, English, Russian 
General contact 

information 
Textiles & Apparels 130 

Tabita Com www.tabita.com.md Inactive Inactive Inactive Textiles & Apparels 116 

Tighina www.tigina-shoes.com Active English, Russian 
Detailed contact 

information 
Textiles & Apparels 248 

Tiras SRL n/a Inactive Inactive Inactive Textiles & Apparels 76 

Zorile SA www.zorile.md Active Romanian, Russian 
General contact 

information 
Textiles & Apparels 559 

Agromasina J.S.C. www.agromashina.com Active Russian 
General contact 

information 

Manufacturing of electronic and 

mechanical products 
69 

Alimentarmas J.S.C. www.almash.md Active Romanian, English, Russian 
General contact 

information 

Manufacturing of electronic and 

mechanical products 
140 

Hidropompa J.S.C. n/a Inactive Inactive Inactive 
Manufacturing of electronic and 

mechanical products 
180 

Inteh J.S.C., Experimental 

Technological Equipment Plant 
www.inteh.biz Active Russian 

General contact 

information 

Manufacturing of electronic and 

mechanical products 
59 

Moldagrotehnica J.S.C. www.moldagrotehnica.md Active Romanian, English, Russian 
Detailed contact 

information 

Manufacturing of electronic and 

mechanical products 
308 

Moldovahidromas J.S.C. www.hidromash.md Active English, Russian 
Detailed contact 

information 

Manufacturing of electronic and 

mechanical products 
600 

Steinel Electronic Ltd., J.V. www.steinel.md Inactive Inactive Inactive 
Manufacturing of electronic and 

mechanical products 
250 

Uzina Topaz J.S.C., J.V. www.topaz.md Active Romanian, English, Russian 
General contact 

information 

Manufacturing of electronic and 

mechanical products 
  

Eliri J.S.C., Scientific Research 

Institute 
www.eliri.md Active Romanian, English, Russian 

General contact 

information 

Manufacturing of electronic and 

mechanical products 
88 

Introscop J.S.C. www.introscop.md Active Romanian, English, Russian 
Detailed contact 

information 

Manufacturing of electronic and 

mechanical products 
450 

Raut J.S.C. www.raut.md Inactive Inactive Inactive 
Manufacturing of electronic and 

mechanical products 
700 

Rdm Ltd., I.C.P. www.rdm.md Active English, Russian 
General contact 

information 

Manufacturing of electronic and 

mechanical products 
  

http://www.floare.com/
http://www.ponti.md/
http://www.rotan.md/
http://www.tabita.com.md/
http://www.tigina-shoes.com/
http://www.zorile.md/
http://www.agromashina.com/
http://www.almash.md/
http://www.inteh.biz/
http://www.moldagrotehnica.md/
http://www.hidromash.md/
http://www.steinel.md/
http://www.topaz.md/
http://www.eliri.md/
http://www.introscop.md/
http://www.raut.md/
http://www.rdm.md/
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Company Name Website Active/ inactive 
Available in target market 

languages?103 
Contact information Branch Workplaces 

RIF-Acvaaparat J.S.C., Scientific 

Research Institute 
n/a Inactive Inactive Inactive 

Manufacturing of electronic and 

mechanical products 
150 

Add Grup Ltd. www.addgrup.com Active English, Russian 
Detailed contact 

information 

Manufacturing of electronic and 

mechanical products 
200 

Atai Ltd. www.ataigroup.com Active English, Russian 
General contact 

information 
Chemistry and medicine. 100 

Ecochimie Ltd. www.ecochimie.md Active Romanian, English, Russian 
General contact 

information 
Chemistry and medicine. 25 

Fanig-Chim Ltd. 
www.fanig-

chim.moldagro.md 
Active Romanian, English, Russian 

General contact 

information 
Chemistry and medicine. 25 

Policontract Ltd. www.policontract.com Active Romanian 
General contact 

information 
Chemistry and medicine. 20 

Farmaco J.S.C., J.V. www.farmaco.md Inactive Inactive Inactive Chemistry and medicine. 197 

Farmaprim Ltd. www.farmaprim.md Active Romanian, English, Russian 
General contact 

information 
Chemistry and medicine. 150 

Farmavet J.S.C. www.farmavet.md Inactive Inactive Inactive Chemistry and medicine. 80 

Viorica-Cosmetic J.S.C. www.viorica-cosmetic.com Active Romanian, English, Russian 
Detailed contact 

information 
Chemistry and medicine. 167 

Armo-Beton J.S.C. n/a Inactive Inactive Inactive Construction materials  107 

Avantaj-Av J.S.C. www.avantaj.md Active Romanian, English, Russian 
General contact 

information 
Construction materials  150 

Beton Armat J.S.C. www.betonarmat4.md Inactive Inactive Inactive Construction materials  120 

Consocivil J.S.C. / Filial Pat n/a Inactive Inactive Inactive Construction materials  47 

Iacobas Construct Ltd. www.iacobas.com Active Romanian, Russian 
General contact 

information 
Construction materials  60 

Inconarm J.S.C. www.inconarm.md Active Russian 
General contact 

information 
Construction materials  145 

Knauf-Gips Ltd., C.F.C. www.knauf.md Inactive Inactive Inactive Construction materials  130 

Lafarge Ciment J.S.C., C.F.C. www.lafarge.md Active Romanian 
Detailed contact 

information 
Construction materials  80 

Macon J.S.C., Construction 

Materials Plant 
www.macon-cmc.md Active English 

Detailed contact 

information 
Construction materials  400 

Radial Plus Ltd. www.radialplus.md Active Romanian, Russian No contact information Construction materials  86 

Ribnita Cement Plant  J.S.C. www.aorck.com Active Russian 
Detailed contact 

information 
Construction materials  920 

Factory Of Construction Elements 

J.S.C. 
www.fec.md Active Romanian 

General contact 

information 
Construction materials  130 

Cristal-Impex Ltd., C.F.C. / Floresti 

Glass Factory 
www.cristal-flor.md Inactive Inactive Inactive Other 39 

http://www.ataigroup.com/
http://www.ecochimie.md/
http://www.fanig-chim.moldagro.md/
http://www.fanig-chim.moldagro.md/
http://www.policontract.com/
http://www.farmaco.md/
http://www.farmaprim.md/
http://www.farmavet.md/
http://www.viorica-cosmetic.com/
http://www.avantaj.md/
http://www.betonarmat4.md/
http://www.iacobas.com/
http://www.inconarm.md/
http://www.knauf.md/
http://www.lafarge.md/
http://www.macon-cmc.md/
http://www.radialplus.md/
http://www.aorck.com/
http://www.fec.md/
http://www.cristal-flor.md/
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Company Name Website Active/ inactive 
Available in target market 

languages?103 
Contact information Branch Workplaces 

Glass Container Company J.S.C., 

J.V. 

www.gcc.md 

 
Active Romanian, English, Russian 

General contact 

information 
Other 295 

Steclar Ltd. n/a Inactive Inactive Inactive Other 51 

Chisinau Glass Factory S.E. www.glass.md Active Romanian, English, Russian 
Detailed contact 

information 
Other 612 

Confort Ltd., P.T.C. www.confort.md Inactive Inactive Inactive Other 846 

Creator-Iu.Bors Ltd., S.C. www.creator.md Active Romanian 
General contact 

information 
Other 300 

Icam J.S.C., P.T.E. www.icam.md Active Romanian, Russian 
General contact 

information 
Other 156 

Lemnar J.S.C. n/a Inactive Inactive Inactive Other 85 

Molven Grup Ltd. www.molvengrup.md Inactive Inactive Inactive Other 70 

POLIMOBIL Ltd., Furniture Factory www.polimobil.md Active Russian 
Detailed contact 

information 
Other 80 

Stejaur J.S.C., P.T.C. www.stejaur.md Active Romanian, English, Russian 
Detailed contact 

information 
Other 90 

Viitorul J.S.C., Furniture Factory www.viitorul.md Active Romanian, English, Russian 
General contact 

information 
Other 43 

Metalferos J.S.C. www.metalferos.md Active Romanian, English, Russian 
General contact 

information 
Other 189 

Metalica-Zuev www.metalica-zuev.com Inactive Inactive Inactive Other 60 

Metancor-Com Ltd., S.C. www.metancor.md Active English, Russian 
General contact 

information 
Other 35 

Orvento-Metall Trading Company 

Ltd., J.V. 
www.orvento.com Inactive Inactive Inactive Other 78 

Rultehcom Ltd. www.rultehcom.md Active Russian 
General contact 

information 
Other 95 

Tronex-Com Ltd. www.tronex.md Active Romanian, Russian 
General contact 

information 
Other 54 

Agat J.S.C. www.agat.md Active Romanian, Russian 
General contact 

information 
Other 45 

Alfa-Plast Ltd. www.alfa-plast.com Active Romanian, English, Russian 
General contact 

information 
Other 40 

Aschim J.S.C. www.aschim.md Active Romanian, Russian 
Detailed contact 

information 
Other 92 

Comecoteh Ltd. www.comecoteh.md Active Romanian, English, Russian 
General contact 

information 
Other 98 

Europlast Chisinau Ltd., C.F.C. 
www.europlast-

preforma.md 
Inactive Inactive Inactive Other 100 

http://www.gcc.md/
http://www.glass.md/
http://www.confort.md/
http://www.creator.md/
http://www.icam.md/
http://www.molvengrup.md/
http://www.polimobil.md/
http://www.stejaur.md/
http://www.viitorul.md/
http://www.metalferos.md/
http://www.metalica-zuev.com/
http://www.metancor.md/
http://www.orvento.com/
http://www.rultehcom.md/
http://www.tronex.md/
http://www.agat.md/
http://www.alfa-plast.com/
http://www.aschim.md/
http://www.comecoteh.md/
http://www.europlast-preforma.md/
http://www.europlast-preforma.md/
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Company Name Website Active/ inactive 
Available in target market 

languages?103 
Contact information Branch Workplaces 

Mold-Plastchim Ltd., J.V. www.abs.md Inactive Inactive Inactive Other 64 

Polimer Gaz Constructii Ltd. n/a Inactive Inactive Inactive Other 62 

Sanin Ltd., J.V. www.sanin.md Inactive Inactive Inactive Other 350 

Uniplast Ltd. www.uniplast.md Active Romanian, Russian 
General contact 

information 
Other 60 

Vidar Ltd., P.T.C. www.vidar.md Active Russian 
General contact 

information 
Other 57 

Uispac Ltd. www.uispac.md Inactive Inactive Inactive Other 45 

Michailides Tobacco Moldova 

J.S.C. 
n/a Inactive Inactive Inactive Other 100 

Tutun-Ctc J.S.C. www.tutun-ctc.md Active Romanian, English, Russian 
Detailed contact 

information 
Other 500 

http://www.abs.md/
http://www.sanin.md/
http://www.uniplast.md/
http://www.vidar.md/
http://www.uispac.md/
http://www.tutun-ctc.md/


Annex 5. Agricultural product export market prioritization criteria 

Country 
Moldova Current 
export 

Trade balance in 
% 

Population 
(million)  

Distance 
GDP per 
capita (USD) 

Political stability 
Trade 
agreements 

Language 

Albania 92568 -76% 3 Medium 10700 Medium Free Trade  Other 

Armenia 109101 -83% 3 Medium 6300 Medium Free Trade Russian/Other 

Austria 6558686 -57% 8,2 Medium 42600 High Free Trade English/Other 

Azerbaijan 232647 -46% 9,6 Medium 10800 Medium Free Trade Russian/Other 

Bahrain 0 n/d 1,3 High 29800 Low None English/Other 

Belarus 17341393 -57% 9,6 Low 16100 Low Free Trade Russian 

Belgium 1012435 -22% 10,4 Medium 37800 High Free Trade English/Other 

Bosnia & 
Herzegovina 

269325 -81% 3,8 Medium 8300 Medium Free Trade  Other 

Bulgaria 2085472 322% 6,9 Low 14400 High Free Trade English/Other 

Croatia 0 -45% 4,4 Medium 17800 High Free Trade English/Other 

Cyprus 1339950 -53% 1,1 Medium 24500 Medium Free Trade English/Other 

Czech Republic 594908 -17% 10,6 Medium 26300 High Free Trade English/Other 

Denmark 1004911 -14% 5,5 Medium 37800 High Free Trade English/Other 

Egypt 378500 -63% 86,8 High 6600 Low None  English/Other 

Estonia 98222 -29% 1,2 Medium 22400 High Free Trade Russian/English/Other 

Finland 0 -76% 5,2 High 35900 High Free Trade English/Other 

France 29678400 25% 66,2 High 35700 High Free Trade English/Other 

Georgia 491935 -24% 4,9 Low 6100 Medium Free Trade Russian/Other 

Germany 17208214 -58% 80,9 Medium 39500 High Free Trade English/Other 

Greece 12539732 -7% 10,7 Medium 23600 High Free Trade English/Other 

Hungary 238950 136% 9,9 Low 19800 High Free Trade English/Other 

Iran 913300 n/d 80,8 High 12800 Low None Other 

Iraq 1792263 n/d 32,5 High 7100 Low None  Other 

Ireland 0 -77% 4,8 High 41300 High Free Trade English 

Israel 2283396 -21% 7,8 Medium 36200 Low Other English/Other 

Italy 18516010 -25% 61,8 Medium 29600 High Free Trade English/Other 

Jordan 94000 -48% 7,9 High 6100 Low None Other 

Kazakhstan 1818656 76% 17,9 High 14100 Medium None Russian/Other 

Kosovo 0 n/d 1,8 Medium 7600 Low Free Trade Other 

Kuwait 2305 n/d 2,7 High 42100 Medium None Other 

Kyrgyzstan 150 n/d 5,6 High 2500 Medium None Russian/Other 

Latvia 714497 24% 2,1 Medium 19100 High Free Trade Russian/English/Other 

Lebanon 1614301 -77% 5,8 Medium 15800 Low None English/Other 

Lithuania 2723578 39% 3,5 Medium 22600 High Free Trade Russian/English/Other 
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Country 
Moldova Current 
export 

Trade balance in 
% 

Population 
(million)  

Distance 
GDP per 
capita (USD) 

Political stability 
Trade 
agreements 

Language 

Macedonia 180595 -3% 2 Medium 10800 Medium Free Trade Other 

Montenegro 0 -84% 0,6 Medium 11900 Medium Free Trade Other 

Netherlands 5352150 37% 16,8 Medium 43300 High Free Trade English/Other 

Norway 0 -99% 5,1 High 55400 High Preferential  English/Other 

Oman 0 -65% 3,2 High 29800 Medium None English/Other 

Poland 8883708 17% 38,3 Medium 21100 High Free Trade English/Other 

Portugal 0 -71% 10,8 High 22900 High Free Trade English/Other 

Qatar 0 n/d 2,1 High 102100 Medium None  Other 

Romania 40102290 106% 21,7 Low 14400 High Free Trade Romanian 

Russia 104109996 -58% 142,4 Medium/High 18100 Low Preferential Russian 

Saudi Arabia 0 -97% 27,3 High 31300 High None Other 

Serbia 660025 152% 7,2 Low 11100 Medium Free Trade Other 

Slovakia 443217 20% 5,4 Low 24700 High Free Trade English/Other 

Slovenia 376212 -71% 1,9 Medium 27400 High Free Trade English/Other 

Spain 5293579 61% 47,7 High 30100 High/Medium Free Trade English/Other 

Sweden 1645898 -72% 9,7 High 40900 High Free Trade English/Other 

Switzerland 44839831 -42% 8 Medium 54800 High Preferential  English/Other 

Syria 160000 n/d 17,9 Medium 5100 Low None Other 

Tajikistan 121282 n/d 8 High 2300 Medium Other Russian/Other 

Turkey 44387761 43% 81,6 Low 15300 Medium Free Trade Other 

Turkmenistan 0 n/d 5,1 High 9700 Medium None  Russian/Other 

Ukraine 34622724 232% 44,2 Low 7400 Low Free Trade Russian/Other 

UAE 533739 n/d 5,6 High 29900 Medium None English/Other 

United Kingdom 41269417 -82% 63,7 High 37300 High Free Trade English 

Uzbekistan 302164 n/d 28,9 High 3800 Medium Free Trade Russian/Other 

Yemen 0 -93% 26 High 2500 Low None Other 
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Annex 6 Agricultural product product export market prioritization results 

No Country Result 

Moldova 
Current export 

Trade balance 
in % 

Population 
(million) 2014 

Distance 
GDP per capita 
(USD) 

Political 
stability 

Trade 
agreements 

Language 

Points  
Value  
(5) 

Points  
Value  
(20) 

Points  
Value  
(15) 

Points  
Value  
(10) 

Points  
Value  
(15) 

Points  
Value  
(15) 

Points  
Value  
(5) 

Points  
Value  
(15) 

1 
United 
Kingdom 82 4 4 5 20 4,5 13,5 1 2 4,5 13,5 5 15 5 5 3 9 

2 Germany 78 4 4 3 12 4,5 13,5 3 6 4,5 13,5 5 15 5 5 3 9 

3 Austria 72,5 3 3 3 12 3 9 3 6 4,5 13,5 5 15 5 5 3 9 

4 Italy 72,5 4 4 2 8 4,5 13,5 3 6 4 12 5 15 5 5 3 9 

5 Sweden 72,5 3 3 4 16 3 9 1 2 4,5 13,5 5 15 5 5 3 9 

6 Norway 69,5 0 0 5 20 2 6 1 2 4,5 13,5 5 15 4 4 3 9 

7 Belgium 68,5 3 3 2 8 3 9 3 6 4,5 13,5 5 15 5 5 3 9 

8 Finland 68,5 0 0 4 16 2 6 2 4 4,5 13,5 5 15 5 5 3 9 

9 Switzerland 68,5 4 4 2 8 3 9 3 6 4,5 13,5 5 15 4 4 3 9 

10 
Czech 
Republic 66 2 2 2 8 3 9 3 6 4 12 5 15 5 5 3 9 

11 Portugal 65 0 0 4 16 3 9 1 2 3 9 5 15 5 5 3 9 

12 Slovenia 65 2 2 4 16 0 0 3 6 4 12 5 15 5 5 3 9 

13 Belarus 65 4 4 3 12 3 9 4 8 3 9 1 3 5 5 5 15 

14 France 64 4 4 0 0 4,5 13,5 2 4 4,5 13,5 5 15 5 5 3 9 

15 Romania 64 4 4 0 0 4 12 5 10 2 6 4 12 5 5 5 15 

16 Russia 64 5 5 3 12 5 15 2,5 5 3 9 0 0 3 3 5 15 

17 Ireland 63,5 0 0 4 16 1 3 1 2 4,5 13,5 5 15 5 5 3 9 

18 Poland 63 3 3 1 4 4 12 3 6 3 9 5 15 5 5 3 9 

19 Azerbaijan 63 1 1 3 12 3 9 3 6 2 6 3 9 5 5 5 15 

20 Armenia 62 1 1 5 20 1 3 3 6 1 3 3 9 5 5 5 15 

21 Denmark 61,5 3 3 1 4 2 6 3 6 4,5 13,5 5 15 5 5 3 9 

22 Greece 61 4 4 1 4 3 9 3 6 3 9 5 15 5 5 3 9 

23 Saudi Arabia 61 0 0 5 20 4 12 1 2 4 12 5 15 0 0 0 0 

24 Netherlands 60,5 3 3 0 0 3 9 3 6 4,5 13,5 5 15 5 5 3 9 

25 Croatia 59 0 0 3 12 1 3 3 6 3 9 5 15 5 5 3 9 

26 Hungary 58 1 1 0 0 3 9 5 10 3 9 5 15 5 5 3 9 

27 Slovakia 57 2 2 0 0 2 6 4 8 4 12 5 15 5 5 3 9 

28 Cyprus 56 3 3 3 12 0 0 3 6 4 12 3 9 5 5 3 9 

29 Estonia 56 1 1 2 8 0 0 3 6 3 9 4 12 5 5 5 15 

30 Uzbekistan 56 2 2 2 8 4 12 1 2 1 3 3 9 5 5 5 15 

31 Spain 55 3 3 0 0 4 12 1 2 4 12 4 12 5 5 3 9 
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No Country Result 

Moldova 
Current export 

Trade balance 
in % 

Population 
(million) 2014 

Distance 
GDP per capita 
(USD) 

Political 
stability 

Trade 
agreements 

Language 

Points  
Value  
(5) 

Points  
Value  
(20) 

Points  
Value  
(15) 

Points  
Value  
(10) 

Points  
Value  
(15) 

Points  
Value  
(15) 

Points  
Value  
(5) 

Points  
Value  
(15) 

32 Bulgaria 54 3 3 0 0 2 6 5 10 2 6 5 15 5 5 3 9 

33 Lithuania 53 3 3 0 0 1 3 3 6 3 9 4 12 5 5 5 15 

34 Georgia 53 2 2 2 8 1 3 4 8 1 3 3 9 5 5 5 15 

35 UAE 53 2 2 4 16 2 6 1 2 4 12 2 6 0 0 3 9 

36 Latvia 52 2 2 0 0 1 3 3 6 3 9 4 12 5 5 5 15 

37 Lebanon 52 3 3 4 16 2 6 3 6 3 9 1 3 0 0 3 9 

38 Israel 51,5 3 3 2 8 2 6 3 6 4,5 13,5 1 3 3 3 3 9 

39 Tajikistan 50 1 1 2 8 3 9 1 2 1 3 3 9 3 3 5 15 

40 Ukraine 49 4 4 0 0 4 12 5 10 1 3 0 0 5 5 5 15 

41 Turkey 48,5 4 4 0 0 4,5 13,5 4 8 3 9 3 9 5 5 0 0 

42 Oman 48 0 0 4 16 1 3 1 2 4 12 2 6 0 0 3 9 

43 
Bosnia and 
Herzegovina 47 1 1 5 20 1 3 3 6 1 3 3 9 5 5 0 0 

44 Kazakhstan 47 3 3 0 0 3 9 2 4 2 6 3 9 1 1 5 15 

45 Egypt 46,5 2 2 3 12 4,5 13,5 2 4 1 3 1 3 0 0 3 9 

46 Albania 46 1 1 4 16 1 3 3 6 2 6 3 9 5 5 0 0 

47 Montenegro 46 0 0 5 20 0 0 3 6 2 6 3 9 5 5 0 0 

48 Qatar 46 0 0 5 20 1 3 1 2 5 15 2 6 0 0 0 0 

49 Kuwait 44,5 0 0 5 20 1 3 1 2 4,5 13,5 2 6 0 0 0 0 

50 Turkmenistan 44 0 0 2 8 2 6 1 2 1 3 3 9 1 1 5 15 

51 Kyrgyzstan 44 0 0 2 8 2 6 1 2 1 3 3 9 1 1 5 15 

52 Bahrain 44 0 0 5 20 0 0   0 4 12 1 3 0 0 3 9 

53 Iran 42,5 2 2 4 16 4,5 13,5 1 2 2 6 1 3 0 0 0 0 

54 Yemen 40 0 0 5 20 4 12 1 2 1 3 1 3 0 0 0 0 

55 Iraq 39 3 3 4 16 4 12 1 2 1 3 1 3 0 0 0 0 

56 Serbia 38 2 2 0 0 2 6 5 10 2 6 3 9 5 5 0 0 

57 Syria 35 1 1 4 16 3 9 3 6 1 3 0 0 0 0 0 0 

59 Macedonia 31 1 1 1 4 0 0 3 6 2 6 3 9 5 5 0 0 

58 Jordan 27 1 1 3 12 2 6 1 2 1 3 1 3 0 0 0 0 

60 Kosovo 25 0 0 2 8 0 0 3 6 1 3 1 3 5 5 0 0 
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Annex 7.Apple export market prioritization criteria 2013, 104,105 

Country Apple import quantity, t Apple import trade value, USD Apple import trade value per t, USD Apple production (2012), t  

Armenia 90 152349 1687 110289 

Austria 121462 48629772 400 471420 

Azerbaijan 2548 (2012) 769197 (2012) 302 (2012) 234771 

Belarus 180494 86408300 479 511479 

Belgium 171052 199454811 1166 220400 

Czech Rep. 90246 65888356 730 118709 

Egypt 9760566 221315095 23 541239 

Finland 53371 57305917 1074 4807 

Georgia 6386 4276313 670 45000 

Germany 658423 685202294 1041 972405 

Israel 9293 15039000 1618 131608 

Italy 46661 41948141 899 1991312 

Lebanon 1567 842100 537 155000 

Norway 50112 83525713 1667 11440 

Oman 31062 30303605 976 38549 

Portugal 75438 78794791 1044 186000 

Russian Federation 1352347 789444284 584 1403000 

Saudi Arabia 189295 188521277 996 188705 

Sweden 93172 126969071 1363 22000 

Switzerland 22931 39834617 1737 227106 

Tajikistan  60 (FAO 2011 est.) 20000 (FAO 2011 est.) 333 

218300 (est. based on Middle East 

region’s avg apple production) 

Turkey 2153 2067010 960 2889000 

United Arab Emirates  149763 (FAO 2011 est.) 169536000 (FAO 2011 est.) 1132 

30476,05 (est. based on Middle East 

region’s avg apple production) 

United Kingdom 479540 611366369 1275 202900 

Uzbekistan  143 (FAO 2011 est.) 81000 (FAO 2011 est.) 566 

820000 (est. based on Middle East 

region’s avg apple production) 

 

                                                           
104 UN Comtrade database. Accessed (13th Oct 2014): http://comtrade.un.org/data/;  
FAOSTAT database. Accessed (13th Oct 2014): http://faostat3.fao.org/faostat-gateway/go/to/home/E 
105 For Tajikistan, Turkmenistan, United Arab Emirates and Uzbekistan, no exact apple production statistics were available, hence the production amount was estimated on the basis of the region’s 
average apple production data. The average region’s apple production was calculated to be 11% from total fruit production amount. 

http://comtrade.un.org/data/
http://faostat3.fao.org/faostat-gateway/go/to/home/E
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Annex 8. Apple export market prioritization results, 2013 

No Country Result 
Apple import quantity, t Apple import trade value, USD Apple import trade value per t, USD Apple production (2012), t 

Points  Value ( 25) Points  Value (25) Points  Value ( 25) Points  Value  (25) 

1 
United Arab 

Emirates 85 4 20 4 20 4 20 5 25 

2 Sweden 80 3 15 4 20 4 20 5 25 

3 United Kingdom 80 4 20 5 25 4 20 3 15 

4 Belgium 75 4 20 4 20 4 20 3 15 

5 Norway 75 2 10 3 15 5 25 5 25 

6 Finland 70 2 10 3 15 4 20 5 25 

7 Germany 70 4 20 5 25 4 20 1 5 

8 Saudi Arabia 70 4 20 4 20 3 15 3 15 

9 Czech Rep. 65 3 15 3 15 3 15 4 20 

10 Portugal 65 3 15 3 15 4 20 3 15 

11 Russian Federation 65 5 25 5 25 2 10 1 5 

12 Israel 60 1 5 2 10 5 25 4 20 

13 Switzerland 60 2 10 2 10 5 25 3 15 

14 Belarus 55 4 20 3 15 2 10 2 10 

15 Egypt 55 5 25 4 20 0 0 2 10 

16 Oman 55 2 10 2 10 3 15 4 20 

17 Armenia 50 0 0 1 5 5 25 4 20 

18 Austria 50 3 15 3 15 2 10 2 10 

19 Georgia 50 1 5 2 10 3 15 4 20 

20 Italy 40 2 10 2 10 3 15 1 5 

21 Lebanon 40 1 5 1 5 2 10 4 20 

22 Turkey 35 1 5 2 10 3 15 1 5 

23 Azerbaijan 30 1 5 1 5 1 5 3 15 

24 Tajikistan 25 0 0 1 5 1 5 3 15 

25 Uzbekistan 25 0 0 1 5 2 10 2 10 
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Annex 9. Grape export prioritization criteria, 2013 106,107 

Country Grape import quantity, t Grape import trade value, USD 
Grape import trade value per t, 
USD 

Grape production (2012), t  

Armenia 723 1158286 1601 241429 

Austria 44087 101020076 2291 287301 

Azerbaijan  2951 1258910 427 150987 

Belarus 40975 40747100 994 7000 

Belgium 82939 176336651 2126 100 

Czech Republic 51790 86155677 1664 59990 

Egypt 82436 8696889 105 1378815 

France 170563 295446000 1732 5338512 

Georgia 1920 2921214 1521 144000 

Germany 395482 887396870 2244 1225950 

Israel 3114 9766000 3136 93989 

Italy 40549 100346574 2475 5819010 

Lebanon 4057 4777194 1178 92000 

Norway 31776 111671127 3514 
43 (est. based on Northern European 

region’s avg grape production) 

Oman 12322 13496152 1095 
49534 (est. based on Middle East 

region’s avg grape production) 

Portugal 30180 51372427 1702 839500 

Russian Federation 401377 576934068 1437 266790 

Saudi Arabia 54974 69485930 1264 150000 

Sweden 35334 100466130 2843 
80 (est. based on Northern European 

region’s avg grape production) 

Switzerland 39628 97086164 2450 127153 

Tajikistan 10 (FAO 2011 est.) 20 000 (FAO 2011 est.) 2000 167101 

Turkey 2797 6150404 2199 4275659 

United Arab Emirates  27310 (FAO 2011 est.) 52 909 000 (FAO 2011 est.) 1937 55 

United Kingdom 365671 947111873 2590 1000 

Uzbekistan (FAO 2011 est.) n/d n/d n/d 1120000 

 

                                                           
106 For Denmark, Finland, Norway and Sweden, no exact grape production statistics were available; hence the production amount was estimated on the basis of the region’s average grape 
production data. The average region’s grape production was calculated to be 0,167% from total fruit production amount. 
107 For Oman no exact grape production statistics were available, hence the production amount was estimated on the basis of the region’s average grape production data. The average region’s grape 
production was calculated to be 14% from total fruit production amount. 
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Annex 10. Grape export market prioritization results, 2013 108 

No Country Result 
Grape import quantity, t Grape import trade value, USD 

Grape import trade value per t, 
USD 

Grape  production (2012), t 

Points  Value (25) Points  Value (25) Points  Value (25) Points  Value (25) 

1 United Kingdom 90 5 25 5 25 4 20 4 20 

2 Belgium 85 4 20 4 20 4 20 5 25 

3 Norway 85 3 15 4 20 5 25 5 25 

4 Sweden 85 3 15 4 20 5 25 5 25 

5 Germany 80 5 25 5 25 4 20 2 10 

6 Russian Federation 75 5 25 5 25 2 10 3 15 

7 Finland 75 3 15 3 15 4 20 5 25 

8 Austria 70 3 15 4 20 4 20 3 15 

9 Switzerland 70 3 15 4 20 4 20 3 15 

10 Czech Republic 70 4 20 3 15 3 15 4 20 

11 
United Arab 
Emirates  70 3 15 3 15 3 15 5 25 

12 Israel 65 2 10 2 10 5 25 4 20 

13 Italy 60 3 15 4 20 4 20 1 5 

14 Saudi Arabia 60 4 20 3 15 2 10 3 15 

15 Portugal 55 3 15 3 15 3 15 2 10 

16 Belarus 50 3 15 2 10 1 5 4 20 

17 Oman 50 2 10 2 10 2 10 4 20 

18 Egypt 45 4 20 2 10 1 5 2 10 

19 Lebanon 45 2 10 1 5 2 10 4 20 

20 Turkey 40 1 5 2 10 4 20 1 5 

21 Uzbekistan 40 - - - - - - 2 10 

22 Georgia 35 1 5 1 5 2 10 3 15 

23 Azerbaijan  35 2 10 1 5 1 5 3 15 

24 Armenia 35 0 0 1 5 3 15 3 15 

25 Tajikistan 30 0 0 0 0 3 15 3 15 

 

 

 

 

                                                           
108 Due to import darta unavailability, Uzbekistan score has been calculated only from the available criteria – grape production. 
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Annex 11. Foodstuff product export market prioritization criteria, 2013 

Country 
Moldova Current 

export 
Trade 

balance in % 
Population 

(million) 2014 
Distance 

GDP per capita 
(USD) 

Political stability 
Trade 

agreements 
Language 

Albania 0 -84% 3 Medium 10700 Medium Free Trade  Other 

Armenia 0 -71% 3 Medium 6300 Medium Free Trade Russian/Other 

Austria 9783197 -12% 8,2 Medium 42600 High Free Trade English/Other 

Azerbaijan 311543 -58% 9,6 Medium 10800 Medium Free Trade Russian/Other 

Bahrain 0 n/d 1,3 High 29800 Low None English/Other 

Belarus 4622548 -17% 9,6 Low 16100 Low Free Trade Russian 

Belgium 12569 41% 10,4 Medium 37800 High Free Trade English/Other 

Bosnia and 
Herzegovina 319010 -78% 3,8 Medium 8300 Medium Free Trade Other 

Bulgaria 1557388 10% 6,9 Low 14400 High Free Trade English/Other 

Croatia 127972 -34% 4,4 Medium 17800 High Free Trade English/Other 

Cyprus 627717 -81% 1,1 Medium 24500 Medium Free Trade English/Other 

Czech Republic 1488719 -11% 10,6 Medium 26300 High Free Trade English/Other 

Denmark 12629 16% 5,5 Medium 37800 High Free Trade English/Other 

Egypt 0 -48% 86,8 High 6600 Low None English/Other 

Estonia 456557 -29% 1,2 Medium 22400 High Free Trade Russian/English/Other 

Finland 0 -79% 5,2 High 35900 High Free Trade English/Other 

France 150798 -12% 66,2 High 35700 High Free Trade English/Other 

Georgia 1071776 -91% 4,9 Low 6100 Medium Free Trade Russian/Other 

Germany 24036960 25% 80,9 Medium 39500 High Free Trade English/Other 

Greece 2518736 -13% 10,7 Medium 23600 High Free Trade English/Other 

Hungary 1957719 40% 9,9 Low 19800 High Free Trade English/Other 

Iran 0 n/d 80,8 High 12800 Low None Other 

Iraq 5885013 n/d 32,5 High 7100 Low None Other 

Ireland 19488 -1% 4,8 High 41300 High Free Trade English 

Israel 272381 -60% 7,8 Medium 36200 Low Other English/Other 

Italy 1618249 9% 61,8 Medium 29600 High Free Trade English/Other 

Jordan 0 -64% 7,9 High 6100 Low None Other 

Kazakhstan 2660497 -83% 17,9 High 14100 Medium None Russian/Other 

Kosovo 0 n/d 1,8 Medium 7600 Low Free Trade Other 

Kuwait 0 n/d 2,7 High 42100 Medium None Other 

Kyrgyzstan 406309 n/d 5,6 High 2500 Medium None Russian/Other 

Latvia 768114 -38% 2,1 Medium 19100 High Free Trade Russian/English/Other 

Lebanon 0 -73% 5,8 Medium 15800 Low None English/Other 

Lithuania 1492586 37% 3,5 Medium 22600 High Free Trade Russian/English/Other 
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Country 
Moldova Current 

export 
Trade 

balance in % 
Population 

(million) 2014 
Distance 

GDP per capita 
(USD) 

Political stability 
Trade 

agreements 
Language 

Macedonia 0 0% 2 Medium 10800 Medium  Free Trade Other 

Montenegro 96530 -90% 0,6 Medium 11900 Medium Free Trade Other 

Netherlands 98935 64% 16,8 Medium 43300 High Free Trade English/Other 

Norway 0 -85% 5,1 High 55400 High Preferential  English/Other 

Oman 0 -50% 3,2 High 29800 Medium None English/Other 

Poland 16715693 63% 38,3 Medium 21100 High Free Trade English/Other 

Portugal 17700 -22% 10,8 High 22900 High Free Trade English/Other 

Qatar 0 n/d 2,1 High 102100 Medium None Other 

Romania 36406039 -38% 21,7 Low 14400 High Free Trade Romanian 

Russia 26829649 -57% 142,4 Medium/High 18100 Low Preferential Russian 

Saudi Arabia 34847 -81% 27,3 High 31300 High None Other 

Serbia 228991 26% 7,2 Low 11100 Medium Free Trade Other 

Slovakia 251033 -30% 5,4 Low 24700 High Free Trade English/Other 

Slovenia 0 -56% 1,9 Medium 27400 High Free Trade English/Other 

Spain 1020632 -8% 47,7 High 30100 High/Medium Free Trade English/Other 

Sweden 0 -38% 9,7 High 40900 High Free Trade English/Other 

Switzerland 968540 -7% 8 Medium 54800 High Preferential  English/Other 

Syria 0 n/d 17,9 Medium 5100 Low None Other 

Tajikistan 0 n/d 8 High 2300 Medium Other Russian/Other 

Turkey 330147 84% 81,6 Low 15300 Medium Free Trade Other 

Turkmenistan 0 n/d 5,1 High 9700 Medium None Russian/Other 

Ukraine 12877025 21% 44,2 Low 7400 Low Free Trade Russian/Other 

United Arab 
Emirates 19182 n/d 5,6 High 29900 Medium None  English/Other 

United Kingdom 381578 -63% 63,7 High 37300 High Free Trade English 

Uzbekistan 140174 n/d 28,9 High 3800 Medium Free Trade Russian/Other 

Yemen 13564 -94% 26 High 2500 Low None Other 
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Annex 12. Foodstuff product export market prioritization results, 2013 

No Country Result 

Moldova 
Current export 

Trade balance 
in % 

Population 
(million) 2014 

Distance 
GDP per capita 
(USD) 

Political stability 
Trade 
agreements 

Language 

Points 
Value 
(5) 

Points 
Value 
(20) 

Points 
Value 
(15) 

Points 
Value 
(10) 

Points 
Value 
(10) 

Points 
Value 
  (15) 

Points 
Value 
(10) 

Points 
Value 
(15) 

1 Romania 80 5 5 3 12 4 12 5 10 2 4 4 12 5 10 5 15 

2 

United 

Kingdom 76,5 2 2 4 16 4,5 13,5 1 2 4,5 9 5 15 5 10 3 9 

3 Austria 70 4 4 2 8 3 9 3 6 4,5 9 5 15 5 10 3 9 

4 Georgia 70 3 3 5 20 1 3 4 8 1 2 3 9 5 10 5 15 

5 France 69,5 1 1 2 8 4,5 13,5 2 4 4,5 9 5 15 5 10 3 9 

6 Slovakia 69 1 1 3 12 2 6 4 8 4 8 5 15 5 10 3 9 

7 Finland 69 0 0 4 16 2 6 2 4 4,5 9 5 15 5 10 3 9 

8 Norway 69 0 0 5 20 2 6 1 2 4,5 9 5 15 4 8 3 9 

9 Italy 68,5 3 3 1 4 4,5 13,5 3 6 4 8 5 15 5 10 3 9 

10 

Czech 

Republic 68 3 3 2 8 3 9 3 6 4 8 5 15 5 10 3 9 

11 Germany 67,5 5 5 0 0 4,5 13,5 3 6 4,5 9 5 15 5 10 3 9 

12 Azerbaijan 67 2 2 3 12 3 9 3 6 2 4 3 9 5 10 5 15 

13 Greece 66 3 3 2 8 3 9 3 6 3 6 5 15 5 10 3 9 

14 Switzerland 66 2 2 2 8 3 9 3 6 4,5 9 5 15 4 8 3 9 

15 Latvia 66 2 2 3 12 1 3 3 6 3 6 4 12 5 10 5 15 

16 Kazakhstan 66 3 3 5 20 3 9 2 4 2 4 3 9 1 2 5 15 

17 Sweden 66 0 0 3 12 3 9 1 2 4,5 9 5 15 5 10 3 9 

18 Spain 64 3 3 2 8 4 12 1 2 4 8 4 12 5 10 3 9 

19 Cyprus 64 2 2 5 20 0 0 3 6 4 8 3 9 5 10 3 9 

20 Russia 64 5 5 3 12 5 15 2,5 5 3 6 0 0 3 6 5 15 

21 Belarus 63 4 4 2 8 3 9 4 8 3 6 1 3 5 10 5 15 

22 Poland 62 4 4 0 0 4 12 3 6 3 6 5 15 5 10 3 9 

23 Hungary 62 3 3 0 0 3 9 5 10 3 6 5 15 5 10 3 9 

24 Croatia 62 1 1 3 12 1 3 3 6 3 6 5 15 5 10 3 9 

25 Bulgaria 61 3 3 1 4 2 6 5 10 2 4 5 15 5 10 3 9 

26 Armenia 61 0 0 4 16 1 3 3 6 1 2 3 9 5 10 5 15 

27 Portugal 60 1 1 2 8 3 9 1 2 3 6 5 15 5 10 3 9 

28 Slovenia 60 0 0 3 12 0 0 3 6 4 8 5 15 5 10 3 9 

29 Belgium 59 1 1 0 0 3 9 3 6 4,5 9 5 15 5 10 3 9 

30 Netherlands 59 1 1 0 0 3 9 3 6 4,5 9 5 15 5 10 3 9 
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No Country Result 

Moldova 
Current export 

Trade balance 
in % 

Population 
(million) 2014 

Distance 
GDP per capita 
(USD) 

Political stability 
Trade 
agreements 

Language 

Points 
Value 
(5) 

Points 
Value 
(20) 

Points 
Value 
(15) 

Points 
Value 
(10) 

Points 
Value 
(10) 

Points 
Value 
  (15) 

Points 
Value 
(10) 

Points 
Value 
(15) 

31 Estonia 59 2 2 2 8 0 0 3 6 3 6 4 12 5 10 5 15 

32 Uzbekistan 59 1 1 2 8 4 12 1 2 1 2 3 9 5 10 5 15 

33 Saudi Arabia 58 1 1 5 20 4 12 1 2 4 8 5 15 0 0 0 0 

34 Ireland 57 1 1 2 8 1 3 1 2 4,5 9 5 15 5 10 3 9 

35 Denmark 56 1 1 0 0 2 6 3 6 4,5 9 5 15 5 10 3 9 

36 Israel 56 1 1 4 16 2 6 3 6 4,5 9 1 3 3 6 3 9 

37 Lithuania 55 3 3 0 0 1 3 3 6 3 6 4 12 5 10 5 15 

38 Tajikistan 55 0 0 3 12 3 9 1 2 1 2 3 9 3 6 5 15 

39 Ukraine 53 4 4 0 0 4 12 5 10 1 2 0 0 5 10 5 15 

40 UAE 52 1 1 5 20 2 6 1 2 4 8 2 6 0 0 3 9 

41 Albania 52 0 0 5 20 1 3 3 6 2 4 3 9 5 10 0 0 

42 Montenegro 50 1 1 5 20 0 0 3 6 2 4 3 9 5 10 0 0 

43 Turkey 48,5 2 2 0 0 4,5 13,5 4 8 3 6 3 9 5 10 0 0 

44 

Bosnia and 

Herzegovina 48 2 2 4 16 1 3 3 6 1 2 3 9 5 10 0 0 

45 Turkmenistan 48 0 0 3 12 2 6 1 2 1 2 3 9 1 2 5 15 

46 Kyrgyzstan 46 2 2 2 8 2 6 1 2 1 2 3 9 1 2 5 15 

47 Lebanon 46 0 0 4 16 2 6 3 6 3 6 1 3 0 0 3 9 

48 Egypt 43,5 0 0 3 12 4,5 13,5 2 4 1 2 1 3 0 0 3 9 

49 Qatar 41 0 0 5 20 1 3 1 2 5 10 2 6 0 0 0 0 

50 Serbia 40 1 1 0 0 2 6 5 10 2 4 3 9 5 10 0 0 

51 Oman 40 0 0 3 12 1 3 1 2 4 8 2 6 0 0 3 9 

52 Yemen 40 1 1 5 20 4 12 1 2 1 2 1 3 0 0 0 0 

53 Kuwait 40 0 0 5 20 1 3 1 2 4,5 9 2 6 0 0 0 0 

54 Bahrain 40 0 0 5 20 0 0   0 4 8 1 3 0 0 3 9 

55 Iraq 39 4 4 4 16 4 12 1 2 1 2 1 3 0 0 0 0 

56 Iran 38,5 0 0 4 16 4,5 13,5 1 2 2 4 1 3 0 0 0 0 

57 Macedonia 33 0 0 1 4 0 0 3 6 2 4 3 9 5 10 0 0 

58 Syria 33 0 0 4 16 3 9 3 6 1 2 0 0 0 0 0 0 

59 Kosovo 29 0 0 2 8 0 0 3 6 1 2 1 3 5 10 0 0 

60 Jordan 29 0 0 4 16 2 6 1 2 1 2 1 3 0 0 0 0 

 



138 
 

Annex 13. Textiles and apparel export market prioritization criteria, 2013 

Country 
Moldova 
Current 
export 

Trade 
balance in 
% 

Historical 
connections  

Cities 
250000 -
500 000 

Distance 
GDP per capita 
(USD) 

Political stability Trade agreements Language 

Albania 0 -17% No 1 Medium 10700 Medium Free Trade  Other 

Armenia 85167 -75% Yes 0 Medium 6300 Medium Free Trade Russian/Other 

Austria 22987 -33% No 1 Medium 42600 High Free Trade English/Other 

Azerbaijan 654 -39% Yes 2 Medium 10800 Medium Free Trade Russian/Other 

Bahrain 0 n/d No 0 High 29800 Low None English/Other 

Belarus 213948 42% Yes 5 Low 16100 Low Free Trade Russian 

Belgium 2912160 18% No 1 Medium 37800 High Free Trade English/Other 

Bosnia and 
Herzegovina 0 -55% No 0 Medium 8300 Medium Free Trade Other 

Bulgaria 4888559 19% No 2 Low 14400 High Free Trade English/Other 

Croatia 0 -44% No 0 Medium 17800 High Free Trade English/Other 

Cyprus 0 -96% No 0 Medium 24500 Medium Free Trade English/Other 

Czech Republic 187239 -17% No 2 Medium 26300 High Free Trade English/Other 

Denmark 1629 4% No 1 Medium 37800 High Free Trade English/Other 

Egypt 0 -4% No 10 High 6600 Low None English/Other 

Estonia 62996 11% No 1 Medium 22400 High Free Trade Russian/English/Other 

Finland 0 -71% No 1 High 35900 High Free Trade English/Other 

France 1446774 -46% No 5 High 35700 High Free Trade English/Other 

Georgia 15206 -74% Yes 1 Low 6100 Medium Free Trade Russian/Other 

Germany 20983300 -31% No 15 Medium 39500 High Free Trade English/Other 

Greece 223304 -30% No 1 Medium 23600 High Free Trade English/Other 

Hungary 51519 -29% No 0 Low 19800 High Free Trade English/Other 

Iran 0 n/d No 14 High 12800 Low None Other 

Iraq 2993 n/d No 9 High 7100 Low None Other 

Ireland 0 -74% No 0 High 41300 High Free Trade English 

Israel 25672 -61% No 3 Medium 36200 Low No English/Other 

Italy 92227714 41% No 7 Medium 29600 High Free Trade English/Other 

Jordan 0 0% No 2 High 6100 Low None Other 

Kazakhstan 3648516 -87% Yes 9 High 14100 Medium None Russian/Other 

Kosovo 0 n/d No 0 Medium 7600 Low Free Trade Other 

Kuwait 0 n/d No 0 High 42100 Medium None Other 

Kyrgyzstan 114314 n/d Yes 0 High 2500 Medium None Russian/Other 

Latvia 5202 -28% Yes 0 Medium 19100 High Free Trade Russian/English/Other 

Lebanon 10277 -85% No 0 Medium 15800 Low None English/Other 
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Country 
Moldova 
Current 
export 

Trade 
balance in 
% 

Historical 
connections  

Cities 
250000 -
500 000 

Distance 
GDP per capita 
(USD) 

Political stability Trade agreements Language 

Lithuania 573303 21% Yes 1 Medium 22600 High Free Trade Russian/English/Other 

Macedonia 0 25% No 1 Medium 10800 Medium Free Trade Other 

Montenegro 0 -99% No 0 Medium 11900 Medium Free Trade Other 

Netherlands 98996 -5% No 1 Medium 43300 High Free Trade English/Other 

Norway 77342 -92% No 0 High 55400 High Preferential  English/Other 

Oman 0 -89% No 0 High 29800 Medium None English/Other 

Poland 17105997 -27% No 7 Medium 21100 High Free Trade English/Other 

Portugal 0 31% No 0 High 22900 High Free Trade English/Other 

Qatar 0 n/d No 2 High 102100 Medium None Other 

Romania 15630128 3% Yes 7 Low 14400 High Free Trade Romanian 

Russia 66872948 -94% No 38 Medium/High 18100 Low Free Trade Russian 

Saudi Arabia 0 -89% No 7 High 31300 High None Other 

Serbia 150444 -8% No 1 Low 11100 Medium Free Trade Other 

Slovakia 1038664 -21% No 1 Low 24700 High Free Trade English/Other 

Slovenia 0 -13% No 1 Medium 27400 High Free Trade English/Other 

Spain 1608198 -18% No 10 High 30100 High/Medium Free Trade English/Other 

Sweden 315088 -52% No 1 High 40900 High Free Trade English/Other 

Switzerland 688845 -63% No 1 Medium 54800 High Preferential  English/Other 

Syria 0 n/d No 2 Medium 5100 Low None Other 

Tajikistan 0 n/d Yes 0 High 2300 Medium Other Russian/Other 

Turkey 29709982 122% No 21 Low 15300 Medium Free Trade   

Turkmenistan 280293 n/d Yes 1 High 9700 Medium None Russian/Other 

Ukraine 4870229 -67% Yes 15 Low 7400 Low Free Trade Russian/Other 

United Arab 
Emirates 0 n/d No 1 High 29900 Medium None English/Other 

United Kingdom 62104076 -61% No 14 High 37300 High Free Trade English 

Uzbekistan 0 n/d Yes 3 High 3800 Medium Free Trade Russian/Other 

Yemen 0 -99% No 1 High 2500 Low None Other 
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Annex 14. Textiles and apparel export market prioritization results, 2013 

No Country Result 

Moldova 
Current 
export 

Trade 
balance in 
% 

Historical 
connections 

Cities 250000 
-500 000 

Distance 
GDP per 
capita (USD) 

Political 
stability 

Trade 
agreements 

Language 

Points  
Value  
(5) 

Points  
Value 
(10) 

Points  
Value 
(20) 

Points  
Value 
(15) 

Points  
Value 
(5) 

Points  
Value  
(15) 

Points  
Value 
(5) 

Points  
  Value  

(10) 
Points  

Value  
(15) 

1 Ukraine 85 3 3 4 8 5 20 4 12 5 5 4 12 0 0 5 10 5 15 

2 Romania 84 4 4 1 2 5 20 3 9 5 5 5 15 4 4 5 10 5 15 

3 Azerbaijan 79 1 1 3 6 5 20 2 6 3 3 5 15 3 3 5 10 5 15 

4 Kazakhstan 77 3 3 4 8 5 20 3 9 2 2 5 15 3 3 1 2 5 15 

5 Belarus 76 2 2 0 0 5 20 3 9 4 4 5 15 1 1 5 10 5 15 

6 Georgia 76 1 1 4 8 5 20 1 3 4 4 4 12 3 3 5 10 5 15 

7 Latvia 74 1 1 3 6 5 20 0 0 3 3 5 15 4 4 5 10 5 15 

8 Russia 72 4,5 4,5 5 10 0 0 5 15 2,5 2,5 5 15 0 0 5 10 5 15 

9 Lithuania 72 2 2 0 0 5 20 1 3 3 3 5 15 4 4 5 10 5 15 

10 Armenia 72 1 1 4 8 5 20 0 0 3 3 4 12 3 3 5 10 5 15 

11 Uzbekistan 71 0 0 2 4 5 20 2 6 1 1 4 12 3 3 5 10 5 15 

12 Turkmenistan 62 2 2 2 4 5 20 1 3 1 1 4 12 3 3 1 2 5 15 

13 Poland 61 4 4 3 6 0 0 3 9 3 3 5 15 5 5 5 10 3 9 

14 Tajikistan 61 0 0 2 4 5 20 0 0 1 1 4 12 3 3 3 6 5 15 

15 Kyrgyzstan 59 2 2 2 4 5 20 0 0 1 1 4 12 3 3 1 2 5 15 

16 Bulgaria 53 3 3 0 0 0 0 2 6 5 5 5 15 5 5 5 10 3 9 

17 
United 
Kingdom 

52,5 4,5 4,5 4 8 0 0 4 12 1 1 1 3 5 5 5 10 3 9 

18 Germany 52 4 4 3 6 0 0 4 12 3 3 1 3 5 5 5 10 3 9 

19 Turkey 51 4 4 0 0 0 0 5 15 4 4 5 15 3 3 5 10 0 0 

20 Hungary 51 1 1 3 6 0 0 0 0 5 5 5 15 5 5 5 10 3 9 

21 Estonia 51 1 1 0 0 0 0 1 3 3 3 5 15 4 4 5 10 5 15 

22 France 50 3 3 3 6 0 0 3 9 2 2 2 6 5 5 5 10 3 9 

23 Spain 49 3 3 2 4 0 0 4 12 1 1 2 6 4 4 5 10 3 9 

24 
Czech 
Republic 

48 2 2 2 4 0 0 2 6 3 3 3 9 5 5 5 10 3 9 

25 Croatia 48 0 0 3 6 0 0 0 0 3 3 5 15 5 5 5 10 3 9 

26 Italy 47 5 5 0 0 0 0 3 9 3 3 2 6 5 5 5 10 3 9 

27 Greece 47 2 2 3 6 0 0 1 3 3 3 3 9 5 5 5 10 3 9 

28 Slovakia 47 3 3 2 4 0 0 1 3 4 4 3 9 5 5 5 10 3 9 

29 Cyprus 44 0 0 5 10 0 0 0 0 3 3 3 9 3 3 5 10 3 9 

30 Finland 43 0 0 4 8 0 0 1 3 2 2 2 6 5 5 5 10 3 9 
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No Country Result 

Moldova 
Current 
export 

Trade 
balance in 
% 

Historical 
connections 

Cities 250000 
-500 000 

Distance 
GDP per 
capita (USD) 

Political 
stability 

Trade 
agreements 

Language 

Points  
Value  
(5) 

Points  
Value 
(10) 

Points  
Value 
(20) 

Points  
Value 
(15) 

Points  
Value 
(5) 

Points  
Value  
(15) 

Points  
Value 
(5) 

Points  
  Value  

(10) 
Points  

Value  
(15) 

31 Slovenia 43 0 0 2 4 0 0 1 3 3 3 3 9 5 5 5 10 3 9 

32 Montenegro 41 0 0 5 10 0 0 0 0 3 3 5 15 3 3 5 10 0 0 

33 Serbia 40 2 2 1 2 0 0 1 3 5 5 5 15 3 3 5 10 0 0 

34 Egypt 38 0 0 1 2 0 0 4 12 2 2 4 12 1 1 0 0 3 9 

35 Switzerland 38 2 2 4 8 0 0 1 3 3 3 0 0 5 5 4 8 3 9 

36 Albania 38 0 0 2 4 0 0 1 3 3 3 5 15 3 3 5 10 0 0 

37 Iran 37 0 0 4 8 0 0 4 12 1 1 5 15 1 1 0 0 0 0 

38 Lebanon 37 1 1 4 8 0 0 0 0 3 3 5 15 1 1 0 0 3 9 

39 Austria 37 1 1 3 6 0 0 1 3 3 3 0 0 5 5 5 10 3 9 

40 Israel 37 1 1 4 8 0 0 2 6 3 3 1 3 1 1 3 6 3 9 

41 Belgium 36 3 3 0 0 0 0 1 3 3 3 1 3 5 5 5 10 3 9 

42 Sweden 36 2 2 3 6 0 0 1 3 1 1 0 0 5 5 5 10 3 9 

43 Denmark 36 1 1 1 2 0 0 1 3 3 3 1 3 5 5 5 10 3 9 

44 Portugal 34 0 0 0 0 0 0 0 0 1 1 3 9 5 5 5 10 3 9 

45 Norway 34 1 1 5 10 0 0 0 0 1 1 0 0 5 5 4 8 3 9 

46 
Bosnia and 
Herzegovina 

34 0 0 3 6 0 0 0 0 3 3 4 12 3 3 5 10 0 0 

47 Kosovo 34 0 0 4 8 0 0 0 0 3 3 4 12 1 1 5 10 0 0 

48 Macedonia 34 0 0 0 0 0 0 1 3 3 3 5 15 3 3 5 10 0 0 

49 Netherlands 33 1 1 1 2 0 0 1 3 3 3 0 0 5 5 5 10 3 9 

50 Ireland 33 0 0 4 8 0 0 0 0 1 1 0 0 5 5 5 10 3 9 

51 Iraq 32 1 1 4 8 0 0 3 9 1 1 4 12 1 1 0 0 0 0 

52 
United Arab 
Emirates 

31 0 0 5 10 0 0 1 3 1 1 2 6 2 2 0 0 3 9 

53 Saudi Arabia 29 0 0 4 8 0 0 3 9 1 1 2 6 5 5 0 0 0 0 

54 Syria 29 0 0 4 8 0 0 2 6 3 3 4 12 0 0 0 0 0 0 

55 Yemen 27 0 0 5 10 0 0 1 3 1 1 4 12 1 1 0 0 0 0 

56 Oman 26 0 0 4 8 0 0 0 0 1 1 2 6 2 2 0 0 3 9 

57 Bahrain 26 0 0 5 10 0 0 0 0   0 2 6 1 1 0 0 3 9 

58 Jordan 22 0 0 1 2 0 0 2 6 1 1 4 12 1 1 0 0 0 0 

59 Qatar 19 0 0 5 10 0 0 2 6 1 1 0 0 2 2 0 0 0 0 

60 Kuwait 13 0 0 5 10 0 0 0 0 1 1 0 0 2 2 0 0 0 0 
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Annex 15. Processed food product investment attraction market prioritization criteria 109, 110, 111 

Country Distance Turnover (2012), USD 
Personnel costs per employee (2012), 
thousand USD 

FDI in Moldova (2011), USD 

Austria  Medium  19 092 45 0 

Belgium  Medium  49 025 57 0 

Bulgaria  Low  4 723 5 0 

Croatia  Medium  5 696 13 0 

Cyprus  Medium  1 564  24 (2011) 6 (2009) 

Czech Republic  Medium  14 814 16 0 

Denmark  Medium  28 271 54 0 

Estonia  Medium  1 715 15 10 

Finland  High  12 188 52 0 

France  High  187 661 47 (2011) 0 

Germany  Medium  208 485 35 117 

Greece  Medium  14 389 29 14 (2011) 

Hungary  Low  11 875 12 16 

Ireland  High  29 087 50 0 

Italy  Medium  136 421 44 (2011) 112 

Latvia  Medium  1 895 9 0 

Lithuania  Medium  4 233 10 0 

Netherlands  Medium  75 271 55 0 

Norway  High  25 271 80 0 

Poland  Medium  58 283 13 18 

Portugal  High  14 585 19 0 

Romania  Low  10 652 6 91 (2012) 

Slovakia  Low  4 612 13 (2011) 0 

Slovenia  Medium  2 321 23 3 (2012) 

Spain  High  108 103 37 0 

Sweden  High  21 108 63 0 

Switzerland  Medium  29 456 0 0 

United Kingdom  High  115 673 42 0 

                                                           
109 Eurostat database. Accessed (14th Oct 2014): http://epp.eurostat.ec.europa.eu/portal/page/portal/european_business/data/database ; 
http://epp.eurostat.ec.europa.eu/portal/page/portal/balance_of_payments/data/database Currency conversion rate used 1 EUR =1,26 USD 
110 In order to get data on Manufacturing of electronic and mechanical products industry, data on the NACE section C10 (Manufacture of food products ) was used. 
111 Due to personnel cost per employee data unavailability, Switzerland score has been calculated only from the available criteria – distance, turnover and FDI amount in Moldova. 

http://epp.eurostat.ec.europa.eu/portal/page/portal/european_business/data/database
http://epp.eurostat.ec.europa.eu/portal/page/portal/balance_of_payments/data/database
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Annex 16. Processed food product investment attraction market prioritization results, 2013 

No Country Result 
Distance Turnover (2012), USD 

Personnel costs per employee 
(2012), thousand USD 

FDI in Moldova (2011), USD 

Points  Value (10) Points  Value (35) Points  Value (35) Points  Value (20) 

1 Germany 82 3 6 5 35 3 21 5 20 

2 Italy 82 3 6 5 35 3 21 5 20 

3 France 67 2 4 5 35 4 28 0 0 

4 Belgium 62 3 6 3 21 5 35 0 0 

5 Netherlands 62 3 6 4 28 4 28 0 0 

6 Norway 58 1 2 3 21 5 35 0 0 

7 Denmark 55 3 6 3 21 4 28 0 0 

8 Ireland 51 1 2 3 21 4 28 0 0 

9 Spain 51 1 2 4 28 3 21 0 0 

10 Sweden 51 1 2 2 14 5 35 0 0 

11 United Kingdom 51 1 2 4 28 3 21 0 0 

12 Greece 49 3 6 2 14 3 21 2 8 

13 Austria 48 3 6 2 14 4 28 0 0 

14 Finland 46 2 4 2 14 4 28 0 0 

15 Romania 44 5 10 1 7 1 7 5 20 

16 Poland 42 3 6 3 21 1 7 2 8 

17 Switzerland 42 3 6 3 21   0 0 0 

18 Cyprus 38 3 6 1 7 3 21 1 4 

19 Slovenia 38 3 6 1 7 3 21 1 4 

20 Czech Republic 34 3 6 2 14 2 14 0 0 

21 Hungary 32 5 10 1 7 1 7 2 8 

22 Estonia 31 3 6 1 7 2 14 1 4 

23 Portugal 30 1 2 2 14 2 14 0 0 

24 Slovakia 29 4 8 1 7 2 14 0 0 

25 Croatia 27 3 6 1 7 2 14 0 0 

26 Bulgaria 24 5 10 1 7 1 7 0 0 

27 Latvia 20 3 6 1 7 1 7 0 0 

28 Lithuania 20 3 6 1 7 1 7 0 0 
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Annex 17. Manufacturing of electronic and mechanical products investment attraction market prioritization criteria 112, 

113, 114 

Country Distance Turnover (2012), USD 
Personnel costs per employee 
(2012), thousand USD 

FDI in Moldova (2011), USD 

 Austria   Medium  84298 76 0 

 Belgium   Medium  64903 77 0 

 Bulgaria   Low  6137 7 0 

 Croatia   Medium  4794 17 0 

 Cyprus   Medium  619 (2009) 26 (2009) 6 (2009) 

 Czech Republic   Medium  99024 22 0 

 Denmark   Medium  42415 60 0 

 Estonia   Medium  5062 19 10 

 Finland   High  72737 65 0 

 France   High  403514 72 (2011) 0 

 Germany   Medium  1224659 74 117 

 Greece   Medium  8066 33 14 (2011) 

 Hungary   Low  59758 18 16 

 Ireland   High  19363 60 0 

 Italy   Medium  401399 55 (2011) 112 

 Latvia   Medium  1570 13 0 

 Lithuania   Medium  2165 13 0 

 Netherlands   Medium  99024 72 0 

 Norway   High  41226 108 0 

 Poland   Medium  102376 17 18 

 Portugal   High  24095 26 0 

 Romania   Low  27085 10 91 (2012) 

 Slovakia   Low  46720 18 (2011) 0 

 Slovenia   Medium  13420 28 3 (2012) 

                                                           
112 Eurostat  database. Accessed (14th Oct 2014): http://epp.eurostat.ec.europa.eu/portal/page/portal/european_business/data/database ; 
http://epp.eurostat.ec.europa.eu/portal/page/portal/balance_of_payments/data/database Currency conversion rate used 1 EUR =1,26 USD 
113 In order to get data on Manufacturing of electronic and mechanical products industry, data on the following NACE codes was combined: C25 (Manufacture of fabricated metal 
products, except machinery and equipment), C26 (Manufacture of computer, electronic and optical products), C27 (Manufacture of electrical equipment); C28 (Manufacture of 
machinery and equipment n.e.c.),  C29 (Manufacture of motor vehicles, trailers and semi-trailers) and C30 (Manufacture of other transport equipment). 
114 Due to personnel cost per employee data unavailability, Switzerland score has been calculated only from the available criteria – distance, turnover and FDI amount in Moldova. 

http://epp.eurostat.ec.europa.eu/portal/page/portal/european_business/data/database
http://epp.eurostat.ec.europa.eu/portal/page/portal/balance_of_payments/data/database
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Country Distance Turnover (2012), USD 
Personnel costs per employee 
(2012), thousand USD 

FDI in Moldova (2011), USD 

 Spain   High  158362 54 0 

 Sweden   High  128496 88 0 

 Switzerland   Medium  137636 n/d 0 

 United Kingdom   High  292708 55 0 
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Annex 18. Manufacturing of electronic and mechanical products investment attraction market prioritization results, 
2013 

No Country Result 
Distance Turnover (2012), USD 

Personnel costs per employee 
(2012), thousand USD 

FDI in Moldova (2011), USD 

Points  Value (10) Points  Value (35) Points  Value (35) Points  Value (20) 

1 Germany 96 3 6 5 35 5 35 5 20 

2 Italy 89 3 6 5 35 4 28 5 20 

3 France 74 2 4 5 35 5 35 0 0 

4 Netherlands 69 3 6 4 28 5 35 0 0 

5 Sweden 65 1 2 4 28 5 35 0 0 

6 United Kingdom 65 1 2 5 35 4 28 0 0 

7 Belgium 62 3 6 3 21 5 35 0 0 

8 Austria 62 3 6 3 21 5 35 0 0 

9 Finland 60 2 4 3 21 5 35 0 0 

10 Norway 58 1 2 3 21 5 35 0 0 

11 Spain 58 1 2 4 28 4 28 0 0 

12 Poland 56 3 6 4 28 2 14 2 8 

13 Denmark 55 3 6 3 21 4 28 0 0 

14 Hungary 53 5 10 3 21 2 14 2 8 

15 Switzerland 52 3 6 4 28 - - 0 0 

16 Romania 51 5 10 2 14 1 7 5 20 

17 Czech Republic 48 3 6 4 28 2 14 0 0 

18 Slovenia 45 3 6 2 14 3 21 1 4 

19 Ireland 44 1 2 2 14 4 28 0 0 

20 Slovakia 43 4 8 3 21 2 14 0 0 

21 Greece 42 3 6 1 7 3 21 2 8 

22 Portugal 37 1 2 2 14 3 21 0 0 

23 Cyprus 31 3 6 0 0 3 21 1 4 

24 Estonia 31 3 6 1 7 2 14 1 4 

25 Croatia 27 3 6 1 7 2 14 0 0 

26 Bulgaria 24 5 10 1 7 1 7 0 0 

27 Lithuania 20 3 6 1 7 1 7 0 0 

28 Latvia 20 3 6 1 7 1 7 0 0 
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Annex 19. BPO investment attraction market prioritization criteria 115, 116, 117 

Country Distance Turnover (2011), USD 
Personnel costs per employee (2011), 
thousand USD 

FDI in Moldova (2011), USD 

 Austria   Medium  87760 61 0 

 Belgium   Medium  140791 74 0 

 Bulgaria   Low  9427 9 0 

 Croatia   Medium  10407 19 0 

 Cyprus   Medium  3694 37 6 (2009) 

 Czech Republic   Medium  53918 27 0 

 Denmark   Medium  72132 66 0 

 Estonia   Medium  4969 19 10 

 Finland   High  48255 57 0 

 France   High  687658 67 0 

 Germany   Medium  790783 52 117 

 Greece   Medium  38782 (2010) 37 (2010) 14 (2011) 

 Hungary   Low  33649 19 16 

 Ireland   High  102086 63 0 

 Italy   Medium  382356 48 112 

 Latvia   Medium  5346 13 0 

 Lithuania   Medium  5628 13 0 

 Netherlands   Medium  288992 55 0 

 Norway   High  88673 95 0 

 Poland   Medium  77013 18 18 

 Portugal   High  43149 30 0 

 Romania   Low  25897 10 91 (2012) 

 Slovakia   Low  17393 23 0 

 Slovenia   Medium  10347 31 3 (2012) 

 Spain   High  279693 47 0 

 Sweden   High  142279 75 0 

 Switzerland   Medium  209006  n/d 0 

                                                           
115 Eurostat  database. Accessed (14th Oct 2014): http://epp.eurostat.ec.europa.eu/portal/page/portal/european_business/data/database ; 
http://epp.eurostat.ec.europa.eu/portal/page/portal/balance_of_payments/data/database Currency conversion rate used 1 EUR =1,26 USD 
116 In order to get data about often outsourced industries, data on the following NACE codes was combined: M (Professional, scientific and technical activities), N (Administrative and support service 
activities) and statistical section G-U_ICT  that combines information about all ICT services. 
117 Due to personnel cost per employee data unavailability, Switzerland score has been calculated only from the available criteria – distance, turnover and FDI amount in Moldova. 

http://epp.eurostat.ec.europa.eu/portal/page/portal/european_business/data/database
http://epp.eurostat.ec.europa.eu/portal/page/portal/balance_of_payments/data/database
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Country Distance Turnover (2011), USD 
Personnel costs per employee (2011), 
thousand USD 

FDI in Moldova (2011), USD 

 United Kingdom   High  796093 49 0 

 

Annex 20. BPO investment attraction market prioritization results 

No Country Result 
Distance Turnover (2011), USD 

Personnel costs per employee 
(2012), thousand USD 

FDI in Moldova (2011), USD 

Points  Value (10) Points  Value (35) Points  Value (35) Points  Value (20) 

1 Germany 89 3 6 5 35 4 28 5 20 

2 Italy 75 3 6 4 28 3 21 5 20 

3 Belgium 69 3 6 4 28 5 35 0 0 

4 France 67 2 4 5 35 4 28 0 0 

5 Sweden 65 1 2 4 28 5 35 0 0 

6 Netherlands 62 3 6 4 28 4 28 0 0 

7 Ireland 58 1 2 4 28 4 28 0 0 

8 Norway 58 1 2 3 21 5 35 0 0 

9 United Kingdom 58 1 2 5 35 3 21 0 0 

10 Austria 55 3 6 3 21 4 28 0 0 

11 Denmark 55 3 6 3 21 4 28 0 0 

12 Finland 53 2 4 3 21 4 28 0 0 

13 Switzerland 52 3 6 4 28  n/d n/d  0 0 

14 Romania 51 5 10 2 14 1 7 5 20 

15 Spain 51 1 2 4 28 3 21 0 0 

16 Greece 49 3 6 2 14 3 21 2 8 

17 Poland 49 3 6 3 21 2 14 2 8 

18 Czech Republic 48 3 6 3 21 3 21 0 0 

19 Hungary 46 5 10 2 14 2 14 2 8 

20 Slovenia 45 3 6 2 14 3 21 1 4 

21 Cyprus 38 3 6 1 7 3 21 1 4 

22 Portugal 37 1 2 2 14 3 21 0 0 

23 Slovakia 36 4 8 2 14 2 14 0 0 

24 Croatia 34 3 6 2 14 2 14 0 0 

25 Estonia 31 3 6 1 7 2 14 1 4 

26 Bulgaria 24 5 10 1 7 1 7 0 0 
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No Country Result 
Distance Turnover (2011), USD 

Personnel costs per employee 
(2012), thousand USD 

FDI in Moldova (2011), USD 

Points  Value (10) Points  Value (35) Points  Value (35) Points  Value (20) 

27 Latvia 20 3 6 1 7 1 7 0 0 

28 Lithuania 20 3 6 1 7 1 7 0 0 



Annex 21. Key associations in Moldova 

The following associations were determines as the key associations in Moldova’s main export-orientated industries. 

Agricultural products 

Fruit Producers and Exporters Association “Moldova Fruct” 

The main goal of “Moldova Fruct” is to strengthen the fruit production industry: planting new orchards using biological 

material of international standards, production, harvesting, storage, sorting, packing, processing and selling final products 

The Moldova Grape Producers’ and Exporters’ Association 

The Moldova Grape Producers’ and Exporters’ Association (APESM) mission is targeting to increase the competitiveness 

of APESM members production on the international market of food consumption by promoting a favorable business 

climate for the table grape sector, implementation of innovative technologies and international standards of quality and 

food safety, effective marketing methods and facilitating access to information specialty for its members. 

National Association of the Beekeepers 

National Association of the beekeepers is a business association in apiculture. They provide equipment and materials 

for beekeeping and trade bee products - wax, propolis, royal jelly, pollen. 

Union of Agricultural Producers’ Associations 

The Union includes 14 Associations from all regions of the Republic of Moldova. The associations provide a wide range 

of services to their members through a network of regional Business Centers and local branches. Through its 

associations, the Union provides assistance in business cooperatives creation and strengthening, as well as in 

implementing advanced technologies. 

The National Federation of Agricultural Producers from Moldova 

The National Federation of Agricultural Producers from Moldova is a network of 15 regional organizations that support 

the sustainable economic development of rural communities by providing complex assistance in business development 

and marketing, advanced technologies implementation, as well as representing the interests of its members by promoting 

policies for sustainable rural environment development. 

Nut Crops Manufacturers Association of Moldova 

The association was founded in 2006 and represents its members in relations with state bodies, public organizations and 

public. The association also creates and manages training centers, consult and recommend on all matters relating to the 

development of nut fruit growing industry. 

Processed food and beverages 

The Moldovan Small Wine Producers Association 

The Moldovan Small Wine Producers Association is a non-governmental, non-profit public association, established for 

the purpose of jointly Promoting the interests of Moldovan small wine producers; Attracting investments to the 

winegrowing and winemaking sectors and Developing best practices in winegrowing and winemaking. 
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The Moldova Wine Guild 

The Moldova Wine Guild is a non-profit association established by several of Moldova’s leading private wineries. The 

association participates at international wine exhibitions and trade shows to promote fine Moldovan wines and organizes 

visits to Moldova for members of the international wine press and trade, and by researching target markets. It also works 

together to help set industry priorities in Moldova and to increase domestic consumption.   

The National Office for Vine and Wine 

The new office will be a public institution under the Agriculture and Food Ministry and will have the task to enforce the 

state policy in the vine-growing sector, wine production and sale on the home and foreign markets. The office's work will 

be supervised by a coordinating council made up of 13 people, of whom 10 representatives from this sector and three 

ones put up by the Agriculture and Food Ministry. 

Textiles and apparel 

Professional Association of Light Industry (APIUS) 

APIUS activities focus on developing and promoting the image of the industry, increasing visibility, creation of brand and 

brand elements, website promotion, newsletter distribution, and development of the database of enterprises in light 

industry. 

BPO and IT 

Moldovan Association of Private ICT Companies (ATIC) 

ATIC is an umbrella association of private companies operating in the informational technology and communications 

sector. ATIC’s mission is to foster the development of the Moldovan ICT industry through partnerships between private 

companies, state and international organizations as well as aims at expanding the market, attracting investments in the 

sector and participating in decision-making at national and international levels.  

Association of Professional Accountants and Auditors (ACAP) 

ACAP was founded in 1996 and evolved to include about 1000 members in present day, 100 of which are students 

enrolled in educational specialty programs. ACAP is a full member of IFAC (International Federation of 

Accountants), SEEPAD (South-Eastern European Partnership on Accountancy Development) and ECCAA (Eurasian 

Council of Certified Accountants and Auditors), and associate member of FIDEF (Fédération Internationale des Experts-

Comptables Francophones). 

Association of Auditors and Management Consultants, Ecofin Consult S.A  

Auditors and Management Consultants Association in Moldova is a non-commercial and non-political organization with 

extensive experience in protecting the rights and promoting the interests of auditors and management consultants. The 

association’s main goal is identification and promotion of new requirements related to quality standards in accordance 

with international standards of the ISO.  

http://www.ifac.org/
http://www.seepad.org/
http://www.eccaa.org/
http://www.fidef.org/
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General business support organizations 

Chamber of Commerce and Industry of the Republic of Moldova 

The activity of the Chamber of Commerce and Industry of the Republic of Moldova focuses on assisting local and foreign 

enterprises in a variety of ways including business development, management, marketing, vocational training, promotion 

of foreign trade and exports of goods and services, as well as other areas vital to the success of a company. 

European Business Association 

European Business Association, established by 10 largest investors in Moldova, aims at aligning the national economy 

and business legislation to the EU standards, and promote European values and best business management practices 

in the Moldovan entrepreneurial Community. 

The American Chamber of Commerce in Moldova  

AmCham Moldova currently has more than 100 members and its main goal is to promote American trade and investment in 

Moldova and to work with the Moldovan government and business leaders to foster a more favourable business climate 

in Moldova for foreign trade and investment. 

Foreign Investors Association 

FIA was founded by 8 foreign investors in Moldova with the support from the OECD. The institution’s main goal is to 

contribute, together with public authorities, to a better investment environment for foreign and direct investments through 

an open and informal dialogue among various stakeholders. 
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Annex 22. Main donor organizations in Moldova 

European Bank for Reconstruction and Development 

The EBRD is the largest institutional investor in Moldova. The Bank focuses on supporting private sector activity, 

promoting European standards and regional integration and developing efficient and sustainable public utilities. To date, 

the EBRD has invested some €900 million in over 100 projects in Moldova. The Bank provides more than just finance. 

The EBRD's Small Business Support team connects small and medium-sized businesses with local and international 

advisers who help companies grow, succeed and grow again, becoming genuine catalysts for the country’s economy. 

Since 2005, the EBRD has helped more than 600 small and medium-sized enterprises having mobilised over €7.8 millions 

in grant financing from the EU, Swedish Government, EBRD Special Shareholders Fund, Early Transition Countries Fund 

and The Netherlands. 

European Investment Bank 

EIB has offered nearly 500 million euro to Moldova in order to support private sector development, infrastructure and 

environment since the events in 2007. Moldova enjoys the highest volume of EIB lending per capita in contrast to other 

countries of the Eastern Partnership. 

As till today the EIB in the Republic of Moldova has provided 3 loans: EUR 10 million for a country-wide investment 

programme for the water sector following a loan of EUR 30 million for the rehabilitation of roads linking the capital Chisinau 

to the Romanian border, and a loan of EUR 20 million for the rehabilitation and capacity increase of Chisinau airport.The 

EIB is prepared to consider supporting sound projects in the areas of transport, energy, telecommunications and 

environmental infrastructure, as well as lending to SMEs. In addition, the EIB has set up the Eastern Partners Facility 

(EPF) for an amount of EUR 1.5 billion, enabling the Bank to particularly support EU foreign direct investment (FDI) in 

the region for investment grade projects. 

Millennium Challenge Corporation 

MCC has signed a five-year, USD 234 million compact aiming to reduce poverty and accelerating economic growth. It 

consists of two projects with equal budget distribution and focuses on irrigation reconstruction, access to agricultural 

finance, and the rehabilitation of an integral section of the country - national road network. Agriculture is one of priority 

sectors for most of the donor organizations; however, MCC also focuses on infrastructure since quality of the roads in 

the country has been cited as a constraint to economic growth, as it raises the costs of internal and external production 

and trade supports.  

World Bank 

The World Bank’s current portfolio includes seven investment projects. Total commitments amount to USD 162,2 million. 

The disbursement ratio for 2014 so far is 26,2 percent (as of April 7, 2014), and was 28,5 percent at the end of 2013. Six 

out of the 7 projects were considered as targeting trade internationalization support, with the total value of 154,8 USD 

million. 
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The project which in its support activities includes almost all trade facilitation action steps is CEP II. In 2013 CEP I funded 

the development of the Regulatory Reform Strategy and action plan, and the World Bank report on “Policy Priorities for 

Private Sector Development”. The objective of CEP II is to continue to increase the competitiveness of Moldovan 

enterprises, in particular small and medium-sized enterprises (SMEs), by increasing their linkages with markets, 

improving their ability to access medium to long-term finance, and improving the business-enabling environment. It 

focuses on institutional aspects, such as governance of regulatory reform and institutional strengthening of the SME 

development agency (ODIMM) and export promotion agency (MIEPO). CEP II also provides support for the 

implementation of key regulatory reforms, a matching grant facility to support export competitiveness in SMEs, and a line 

of credit. 

International Bank for Reconstruction and Development 

Aligned with the World Bank Group (WBG) Country Partnership Strategy (CPS) for 2014–17, the IBRD will provide 

Moldova with US$570 million over the next four years (US$450 million on IBRD&IDA [International Bank for 

Reconstruction and Development & International Development Association, together known as the World Bank] terms, 

plus US$120 million IFC [International Finance Corporation] commitments).  It will support Moldova in reducing poverty 

and boosting shared prosperity by capturing the full benefits of openness and integration with the European Union and 

the broader global economy. Three pillars are proposed, which will help Moldova diversify and expand its endowment of 

institutional, human, and natural capital: 

Increasing Competitiveness: continued institutional reforms for a business enabling environment and governance, access 

to finance, transparency in the financial sector, and targeted activities to help improve companies' competitiveness are 

needed to reduce barriers and to translate economic openness into concrete benefits of more jobs and higher income. 

Enhancing Human Capital and Minimizing Social Risks: the widening gap with EU28 in education and health outcomes 

needs to be progressively closed. Demographic challenges need to be addressed, and vulnerabilities can be tackled by 

strengthening social protection systems. 

Promoting a Green, Clean and Resilient Moldova: the debilitating effects of climatic events on agriculture and rural 

livelihoods need to be addressed, natural resource management improved, and energy security and efficiency achieved 

to ensure sustainable development. 

International Finance Corporation’s (IFC) 

Alongside IDA and IBRD resources, IFC operations in Moldova will continue to focus on investment and advisory activities 

that enable private sector growth and diversification. IFC plans an annual funding envelope of about US$30 million. IFC 

exposure as of June 30, 2013, is US$90.3 million in 18 clients across the financial, manufacturing, agriculture, 

telecommunications, water, and energy sectors. The net exposure of MIGA in Moldova at the end of 2012 amounted to 

US$17.8 million in four projects. All projects are in support of foreign banks' subsidiaries in the country, including micro-

finance organizations and leasing operations. MIGA’s continuing support to these projects signals MIGA’s efforts to 

underwrite projects in Moldova, encourage inward foreign direct investment, and encourages private sector development 

in the country.  
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IFC operations in Moldova focus on investment and advisory activities in order to enable private sector growth and 

diversification. IFC’s strategic priority is agriculture with an investment climate advisory program targeted towards 

enabling investment in agribusiness and food safety advisory as well as general capacity enhancement for producers 

and high quality products export boost. Currently there are 3 active projects with the total value of USD 4,4 million.   

EU Delegation to Moldova 

In support of the implementation of the Association Agreement agenda, the Single Support Framework was developed 

based on comprehensive consultations with the Government, Civil Society Organizations, multilateral and bilateral 

donors, International Financial Institutions and International Organizations. 

A consensus has emerged regarding agriculture and rural development being second priority sector for development. 

The main objective within this priority is to support Moldova to strengthen its economic, social and territorial cohesion in 

an environmentally sustainable fashion. Substantial support is provided for the development of rural areas, by increasing 

the competitiveness of the agri-food sector through modernization and market integration. Currently there are 17 projects 

implemented in the sector of trade facilitation with the total budget of USD 150,7 million. 

United States Agency for International Development (USAID) 

To promote economic growth in Moldova, there are currently 6 active projects funded by USAID with the total value of 

USD 58 million. The main development objectives for USAID Moldova 2013-2017 are (1) increased investment and (2) 

increased trade in targeted sectors. It is foreseen to achieve the goals by, first of all, improving economic foundation for 

growth and by improving private sector competitiveness in selected industries.  

To achieve the most efficient results and maximum returns on investment USAID coordinates its investments with the 

work of other donors, particularly the World Bank, the EU, SIDA, the EBRD, and the EIB. Thus, for example another 

USAID project: The Agricultural Competitiveness and Enterprise Development Project (ACED) is co-funded by USAID 

and MCC and its main objective is to increase the production and marketing of high value crops, creating full value chain 

from packers till export markets. The program includes four major elements: Market Linkage Development, Production 

Training, Technical Assistance, Business Environment. 

Another USAID project Competitiveness Enhancement and Enterprise Development project (CEED II) focuses on four 

sectors (ICT, the wine industry, textile & apparel manufacturing and finance). It seeks to improve competitiveness of 

companies through specific actions such as re-engineering of processes, workforce development and participation in 

trade fairs.   

International Fund for Agricultural Development  

IFAD in general provides direct financing through low-interest loans and grants and attracts additional co-financing for 

the implementation and collaborating in IFAD-initiated projects and programmes but the organization also works in 

partnership with others, including the World Bank, regional development banks, UN agencies, as well as with borrowing-

country governments. Currently in Moldova there are two active IFAD projects being implemented and both of them share 

common orientation towards creating employment opportunities, providing market access, and competitive commodity 

value chain creation. Programme total budget value is 34,8 million USD 
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Swedish International Development Agency (SIDA) 

SIDAs overall long term objective is for Moldova to be well integrated within the European Union (EU). As SIDA does not 

have project implementation focus, mainly all the funds are channelled and agreed with either multilateral organizations 

or other types of implementing organizations. SIDA co-finances implementation of projects, which always include 

Technical Assistance and an investment component. In case of Moldova, SIDA applied the scheme of TA and matching 

grants in the World Bank projects. Currently there are 2 projects financed by SIDA with the total value of USD 5 mill.  

Gesellschaft für Internationale Zusammenarbeit (GIZ) GmbH 

The Republic of Moldova is not a regular partner country for GIZ and thus the sectors supported are very specific and 

mainly focuses on - promoting modernization in the agricultural sector and the food processing industries, as well as on 

improving vocational training. But similarly like other donor organization GIZ subsequent priority area is the promotion of 

business relations by means of training for Moldovan managers to help generate business contacts. 

United Nations Industrial Development Organization 

UNIDO created the post -2015 Agenda that brings opportunities for good and decent jobs and ensure that it reduces 

poverty and inequality, add value and raise productivity. In Moldova the main importance is oriented towards the trade 

capacity building, standards implementation, development of the private sector, including institution building, 

development of national and regional industry strategies and policies, development of value chains, in particular for 

innovative branches and those UN Inter-Agency Cluster on Trade and Productive Capacity. The Cluster is a unique UN-

wide effort to coordinate the trade-related development contributions of different entities. The Cluster provides 

coordinated technical assistance at the national and regional levels in the area of international trade and productive 

capacity. Economic opportunities and regional development is only one of the four Pillars of the Framework and it focuses 

on Competitiveness Enhancement, Compliance with International and European Standards, Food safety and Innovation. 

Austrian Development Cooperation (ADC) 

The Republic of Moldova is one of the five priority countries of ADC aid. One of main aims set for the programme and 

projects of ADC in the Republic of Moldova 2011-2015,is cooperation on poverty alleviation - the basis of the collaboration 

is the National Development Strategy 2020. Currently, ADC supports two trade facilitation projects with the total value 

being USD 1,3 million in Moldova and both of them are mainly designated for vocational education and training. 

United Nations Development Programme  

UNDP currently has only one active project “Improving Trade and Productive Capacities of Moldovan Fresh Fruit 

Producers” which is already at the state of closure. Project focused on the sector of agriculture by assisting fresh fruit 

producers and exporters to improve their international competitiveness and market access externally, both in the CIS 

and in the EU markets. Initially project focused on the promotion and pilot implementation of new technologies and 

practices that have the greatest potential to address the needs of the fresh fruits sector in terms of (1) improving product 

quality, (2) insuring product safety, (3) reducing unit costs and (4) increasing product shelf life, as well as facilitated the 

establishment of trade linkages on traditional and new markets. In its Phase I, the project conducted a needs assessment 

and key findings were translated into an action plan for the project in Phase II.  



Annex 23. Ongoing trade internationalization facilitation donor projects 

Project Title Sector Beneficiary  Implementing 
Organization 

Main Objectives Trade Facilitation Value 
Chain Segments 
Covered 

Time Frame  Total Amount 
(USD) 

Advancing Quality in 
ICT Vocational 
Education in Moldova 

ICT National Association of 
Private ICT Companies 
(ATIC) 

ADC 1. Improved, updated curricula for ICT 
specializations, relevant for market needs 
developed in beneficiary institutions with 
involvement of ICT companies’;  
2.Improved practical skills of IT students updated to 
labor market demands through enrollment of trained 
students in private sector;  
3. Awareness about the possibility to get a Career in 
ICT at a VET institution raised. 

Trade Capacity; 01/12/2012 - 
31/05/2015  

690 611 

National Cleaner 
Production Programme 
(NCPP) 

Agriculture UNIDO ADC  1.To improve resource productivity and 
environmental performance of enterprises and other 
organizations  
2. Sustainable industrial development. The focus is 
on food and beverage industries, construction 
materials and municipal services, as these are 
sectors most promising for vitalizing the economy. 
Training and capacity building. 

Trade Capacity; 2011-2014 638 385 

Moldova Financial 
Sector Framework II 

Access to 
Finance 

Multi-client EBRD 1. To facilitate the development of SME lending, 
mortgage finance, retail financing, leasing and 
insurance products and other bank and non-bank 
financial institutions financing.   
2. To improve operational efficiency, increase 
competition, thus contributing to greater efficiency, 
innovation and customer orientation. 

Trade Capacity; Market 
Access; 

20/02/2013 - 
n/a 

102 180 800 

Moldova Roads 
Rehabilitation IV 

Other services 
related to the 
economic 
activity 

Government of Moldova EBRD  1. To help reverse the deterioration of the road 
network; 2. To ensure key road links are properly 
maintained to facilitate economic growth and 
regional integration. 

Infrastructure; 26'/03/2013- 
n/a 

191 471 250 

EBRD Programme 
Women In Business 
(WIB) 

Other services 
related to the 
economic 
activity 

Small and medium-sized 
enterprises - SME 

EBRD  1. Organize workshops, seminars and training 
courses;  
2.Promote women entrepreneurship;  
3.Acess to microfinance;  

Competitiveness 
enhancement & 
Enterprise development; 
Market Access; 

31/10/2011 - 
31/03/2015  

1 281 943 

Fruit Garden Of 
Moldova  

Access to 
Finance 

Banks & Financial 
Institutions 

EIB  1. Support activities in the entire food value chain, 
from the education of farmers through to harvesting 
and food production. 
2. Benefit from the free trade area with the EU;  
3. Credit lines through commercial banks; 

Competitiveness 
enhancement & 
Enterprise development; 
Market Access;  

03/11/2014 - 
n/a 

153 177 000 
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Project Title Sector Beneficiary  Implementing 
Organization 

Main Objectives Trade Facilitation Value 
Chain Segments 
Covered 

Time Frame  Total Amount 
(USD) 

Filiere-Du-Vin 
Upgrading  

Wine  n/a EIB  1. Restructuring the wine sector and support 
industries and promoting the production of quality 
wine;  
2. Improving the quality and consistency of wines 
produced in Moldova beginning with the quality of 
vineyards to the final packaging and dispatch of 
products;  
3. Diversifying the country's export markets by 
guaranteeing the authenticity of wine products. 

Competitiveness 
enhancement & 
Enterprise development; 
Market Access; Export 
promotion; 

2011 - 
07/2016 

96 607 500 

ECO-CARPATHIANS - 
Eco-Business 
Development in Border 
Carpathians as Chance 
for Better Economic 
Competitiveness 

Other services 
related to the 
economic 
activity 

Asociația Internațională 
a Business-ului Mic și 
Mijlociu “Small Euro 
Business” 

EU 1. To determine needs and potential of mountain 
areas in eco-tourism development by conducting 
research;  
2. To increase the quality and number of eco-
tourism services in the regions available to 
international and domestic visitors (eco-
entrepreneurship trainings, trainings for local 
authorities and accommodation trainings)  
3. Jointly create a system of eco-tourism and Eco 
Bucovina promotion by creating a brand and logo, 
producing 1 short advertising film, organizing eco 
mountain festival developing 5 eco-trails; 
4. To investigate the opportunity in three countries 
for opening up border access for eco-tourists. 

Competitiveness 
enhancement & 
Enterprise development; 
Market Access; 

 20/11/2013 - 
19/09/2015  

29 654 

Competitiveness 
Enhancement Through 
Human Synergy In The 
Border Region 

Other services 
related to the 
economic 
activity 

ICCM Business 
Consulting Institute 

EU 1. Project Implementation Unit forming and training; 
2. Realization of 4 sector market studies, 4 sector 
analyses and 3 training sector; 
3. Attracting investments based on competitiveness 
and people interaction; Designing, editing and 
printing of the Investor’s Guide; Realization of 2 
forums for presenting the joint strategy. 

Competitiveness 
enhancement & 
Enterprise development; 
Market Access; 

01/11/2013 - 
31/10/2014  

230 265 

Joint Business Support 
Center-Instrument for 
fostering development 
of entrepreneurship in 
Ro-UA-MD cross-border 
area (Jo.B.S. Center) 

Other services 
related to the 
economic 
activity 

University of State 'A. 
Russo' In Balti 

EU 1. Research regarding the specific training needs in 
the cross border area; 
2. Improving the capacity of SMEs in the cross 
border region through professional training 
packages;  
3. Promoting the SMEs development in the RU-UA-
MD area through the creation of a joint business 
support centre. 

Competitiveness 
enhancement & 
Enterprise development; 
Market Access; 

11/09/2013 -
10/07/2015  

1 909 203 
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Project Title Sector Beneficiary  Implementing 
Organization 

Main Objectives Trade Facilitation Value 
Chain Segments 
Covered 

Time Frame  Total Amount 
(USD) 

Support for Moldova in 
the implementation of 
The Deep and 
Comprehensive Free 
Trade Area 

Other services 
related to the 
economic 
activity 

Ministry Of Economy EU 1. Policy advice to officials involved in implementing 
the DCFTA 
2. Establish priorities according to the sector, 
monitoring and coordination, analysis of the 
institutional and administrative problems, policy 
coordination mechanisms; 
3. Strengthen the capacities of the civil servants in 
drafting legal acts for approximation; Formal 
Training on Legal Approximation;  
4. Capacity Building and Public Awareness - formal 
and informal training on DCFTA issues.  
5. Ensure effective online information sharing 
related to DCFTA 

Trade policy & 
regulations; Market 
Access; 

20/11/2013 -
19/09/2015 

2 618 408 

Co-operation of SEE 
science parks for the 
promotion of 
transnational market 
uptake of R&D results 
and technologies by 
SMEs 

Other services 
related to the 
economic 
activity 

Academia de Studii 
Economice din Moldova 
- Centrul de Studii în 
Integrarea Europeană 

EU 1. To improve the market potential and entry of 
research-intensive and high-added value products; 
2. To develop targeted policy recommendations; 3. 
To mobilize new and unused human and physical 
resources; 4. Operational technology, knowledge, 
R&D transfer to ensure that developed services are 
actually used, are marketable and contribute to 
growth. 

Trade policy & 
regulations; 
Competitiveness 
enhancement & 
Enterprise development; 

14/11/2013 - 
31/12/2014  

151 717,00 

Business Environment 
– sustainable promotion 
and development 

Other services 
related to the 
economic 
activity 

Regional Council of 
Cahul 

EU 1. The contextual analysis of the developing 
opportunities of the Lower Danube area 
2. Creating communication and promoting 
instruments 
3.  Developing actions of the economic sector of the 
area  

Trade Capacity; Market 
Access; 

30/08/2013 - 
29/12/2014  

309 013 

Support to the 
implementation of 
DCFTA process in 
Moldova 

Other services 
related to the 
economic 
activity 

Ministry of Economy EU 1.  Competitiveness enhancement of small 
business;  
2. The development of national legislation in line 
with EU quality standards;  
3. Promotion of export and investment opportunities; 
4. Communication and information campaigns on 
the trade agreement with the EU. 

Trade policy & 
regulations; Trade 
Capacity; Market 
Access; Export 
promotion; 

2014 - 2016 37 080 069 

Technical Assistance 
Economic Stimulation 
in Rural Areas (ESRA) 

Other services 
related to the 
economic 
activity 

Ministry of Regional 
Development and 
Construction, MoE, 
Ministry of Agriculture 
and Food Processing 

EU 1. Technical assistance to develop support 
infrastructure  
2. Cooperation with the Enabling Women Project 
3. Improved curiccula for veterinary schools and 
identification of necessities  
4. Technical assistance for budget policies 

Trade policy & 
regulations; Trade 
Capacity; 
Competitiveness 
enhancement & 
Enterprise development;  

26/11/2011 - 
26/11/2014  

5 234 500 

Sector Policy Support 
Programme on 
Economic Stimulation 
in Rural Areas 

Multi-sectorial 
aid 

n/a EU 1. To contribute to the sustainable economic 
development of rural areas in the Republic of 
Moldova 2. Implement Anti-crisis plan 

Trade policy & 
regulations; 

26/11/2010 - 
26/11/2015  

88 576 000 
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Project Title Sector Beneficiary  Implementing 
Organization 

Main Objectives Trade Facilitation Value 
Chain Segments 
Covered 

Time Frame  Total Amount 
(USD) 

Improvement of Cross-
Border Cooperation 
Between Moldova And 
Romania on Petroleum 
and Food Products 
(IMPEFO) 

Other services 
related to the 
economic 
activity 

Ministry of Finance  
Ministry of Internal 
Affairs 

EU 1. Project management and auditors 
2. Realization of the Feasibility Study Realization of 
the EIA – Environmental Impact Assessment 
3. Increasing the operational capacity of customs 
laboratories by equipping them with equipment that 
will allow control of petroleum and food products 

Trade Capacity; 
Competitiveness 
enhancement & 
Enterprise development; 

04/03/2013 -
04/03/2015  

4 149 810 

Regional Business 
Incubators’ Network 

Other services 
related to the 
economic 
activity 

Organization for SME 
Development (ODIMM) 

EU 1. Accelerate the development of a productive and 
competitive economy in Moldova; 2. Improve 
cooperation in the cooperation in the Black Sea 
Region by creating a Black Sea Business 
Incubators'  network 

Competitiveness 
enhancement & 
Enterprise development; 
Market Access;  

27/03/2013 -
27/03/2015  

165 912 

Strengthening The 
Capacity Of The Centre 
Of Accreditation In The 
Field Of Products 
Conformity Assessment 
Of The Republic Of 
Moldova (TWINNING) 

Other services 
related to the 
economic 
activity 

Accreditation Centre, 
MoE 

EU 1. Review of the legal framework to enable the 
Accreditation Centre to fulfil its role with respect to 
ISO/IEC 17011 and the relevant provisions of EU 
regulation 765/2008/EC 
2. Review of the Accreditation Centre Quality 
Management System, governance framework and 
assessment competences 
3. Improvement of accreditation use by 
understanding the obligations and opportunities  

Trade policy & 
regulations; Trade 
Capacity;  

15/05/2012-
15/05/2014  

1 339 624 

Support for regional 
programmes (Eastern 
Partnership, Black Sea 
Synergy and Northern 
Dimension) 

Other services 
related to the 
economic 
activity 

  EU 1. Seminars, training programmes and studies in 
support of thematic platforms and flagship initiatives 
of the Eastern Partnership;  
2. Technical assistance, meetings and studies 
under the Black Sea Synergy and Northern 
Dimension initiatives. 

Trade Capacity; Market 
Access; Export 
promotion; 

2013-2014 1 560 693118 

                                                           
118 As only data about the total project value is available, which includes several countries, the provided figure is an estimate of the share available to Moldova. 
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Project Title Sector Beneficiary  Implementing 
Organization 

Main Objectives Trade Facilitation Value 
Chain Segments 
Covered 

Time Frame  Total Amount 
(USD) 

Small Business Support 
Programmes in the 
Eastern Partnership 

Other services 
related to the 
economic 
activity 

Implemented by the 
European Bank for 
Reconstruction and 
Development (EBRD), 
the Business Advisory 
Services (BAS) and 
Enterprise Growth 
Programmes (EGP) 

EU 1. Build the confidence of Small and Medium-sized 
Enterprises (SMEs) s to operate successfully and 
adapt to international markets;  
2. Assist SMEs to comply with industrial legislation 
and develop sound environmental practices;  
3. Help SME management prepare a business plan, 
based on best international business practices;  
4. Establish strategic direction and attract external 
investment and finance;  
5. Advise on design and production capabilities to 
be comparable with international competitors;  
6.Improve SMEs’ competitive positions with 
marketing strategies and network of international 
contacts;  
7. Introduce new and industry-specific business 
skills directly to the senior management of SMEs;  
8. Achieve sustainable results by changing the 
enterprise business culture and improving business 
viability. 

Trade Capacity; 
Competitiveness 
enhancement & 
Enterprise development; 
Market Access; 

2010-2014 2764441119 

e-Fairs and Trade 
Networking (e-F+TN) 

ICT Chamber Of Commerce 
And Industry Of The 
Republic Of Moldova 
(CCI RM) 

EU 1. To support and enhance accessibility to other 
markets 
2. To establish the e-F+TN network and Virtual Fair 
Platform 
3. To promote the use of ICTs by educating 
business people 

Trade Capacity; Market 
Access; 

01/05/2013 -
01/05/2015  

739 442 

Development of the 
agriculture sector 
through creation of an 
agricultural cross-
border network 

Agriculture Ministry of Agriculture 
and Food Processing 

EU 1. The construction of the Agro-Industrial Logistic 
Park 
2.  The endowment with equipment of the Agro-
Industrial Logistic Park 
3. The development of the support services and the 
development of the basic services of the Agro-
Industrial Logistic Park 

Competitiveness 
enhancement & 
Enterprise development; 
Market Access; 

01/11/2013- 
31/08/2015  

3 302 476,95 

Strengthening the 
Capacity of SMEs from 
Moldova and 
Transnistrian region to 
Participate at 
International 
Specialized Fairs and 
Exhibitions 

Multi-sectorial 
aid 

Chamber Of Commerce 
And Industry Of The 
Republic Of Moldova 
(CCI RM) 

EU 1. To maximize exports and market shares;  
2. To promote small & medium-sized exporters; 
3.To increase geographical spread;   
4.To increase exports of main developmental 
categories in selected geography;  
5. To support exposure of Moldova's and 
Transnistrian region’ exports in regional trade;   
6. To project a correct, modern & enterprising image 
of Moldova and Transnistrian region as an exporting 
country. 

Competitiveness 
enhancement & 
Enterprise development; 
Market access; Export 
promotion; 

01/10/ 2013 
– 28/02/2015 

587 824 

                                                           
119 Ibid. 
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Project Title Sector Beneficiary  Implementing 
Organization 

Main Objectives Trade Facilitation Value 
Chain Segments 
Covered 

Time Frame  Total Amount 
(USD) 

Advising the Prime 
Minister on Economic 
Development 

Other services 
related to the 
economic 
activity 

Cabinet of the Prime 
Minister in the State 
Chancellery of Moldova 

GIZ 1. Active promotion abroad of the economic 
opportunities available in Moldova; 
2. Direct cooperation with large, potential investors; 
3. Provide professional support to expand existing 
foreign investments; 
4. Support consultation processes. 

Market Access, Export 
promotion 

01/01/2013 - 
31/12/2015  

3 135 600 

Strengthening Public 
Procurement Project 

Other services 
related to the 
economic 
activity 

Public Procurement 
Agency 

IBRD (World 
Bank) 

 n/a Trade Capacity; 27/06/2012 - 
27/06/2015  

493 000 

Rural Financial Services 
And Agribusiness 
Development Project 
(RFSADP) - IFAD 5 

 Agriculture Ministry Of Agriculture 
And Food Processing 
Industry 

IFAD 1. Employing high-level international experts in 
economic, agricultural, central administration and 
decentralization 
2. Provision of assistance, strategic advice and 
technical assistance services to the country's Prime 
Minister, ministries and other authorities  

Market Access; 01/03/2011 - 
01/03/2016  

39 300 000 

The Investment Climate 
Reform project  

 Agriculture Ministry of Economy; 
ministry of Agriculture 

IFC (World 
Bank) 

1. To improve the investment climate  
2. To increase the export capacity of the agricultural 
sector; By implementing reforms in the business 
sector and to increase the investments and exports 
capacity of the agricultural sector through 
addressing the regulatory and quality constrains 

Trade policy & 
regulations; Trade 
Capacity;  

30/11/2011-
30/05/2015  

2 474 244 

DCFTA Awareness 
campaign 

Other services 
related to the 
economic 
activity 

Ministry of Economy IFC (World 
Bank) 

1. Assist the Government in improving its dialogue 
with the business sector, in communicating the 
consequences of the DCFTA on economy in 
general and for the producers particularly;  
2. To enhance the capacity of the producers by 
organizing country wide training activity, public 
consultations; thematic workshops; establish 
communication channels for business via 
associations. 

Trade Capacity;  2013-2014 897 206 

Balkans and Caucuses’ 
Financial Infrastructure 
Program 

Access to 
finance 

the National Commission 
for Financial Market and 
microfinance institutions 
(MFIs)  

IFC (World 
Bank) 

1. To upgrade the existing credit reporting 
regulation;  
2. To assist regulators in enhancing their capacity; 
3. To build the capacity of the existing credit 
bureaus and develop institutional arrangements and 
knowledge in financial literacy / education, and 
consumer protection.  

Trade Capacity; Market 
Access; 

2013-2016 1 042 913 

Road rehabilitation 
project 

Other services 
related to the 
economic 
activity 

 n/a MCC 1. To help reverse the deterioration of the road 
network in Moldova; 2. To ensure key road links are 
properly maintained to facilitate economic growth 
and regional integration. 

Infrastructure; 01/09/2010- 
30/09/2015 

132 840 000 
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Project Title Sector Beneficiary  Implementing 
Organization 

Main Objectives Trade Facilitation Value 
Chain Segments 
Covered 

Time Frame  Total Amount 
(USD) 

Transition to High Value 
Agriculture Project  

Agriculture The Government of 
Moldova has created a 
legal entity, MCA-
Moldova 

MCC 1. Rehabilitation of Centralized Irrigation Systems 
(CIS);  
2. Irrigation Sector Reform (ISR);  
3. Access to Agricultural Finance (AAF);  
4. Growing high-value agriculture HVA sales 

Trade Capacity; 
Competitiveness 
enhancement & 
Enterprise development;  

01/09/2010- 
30/09/2016 

101 773 401 

Improving Trade 
Statistics 

Other services 
related to the 
economic 
activity 

National Bureau of 
Statistics 

SIDA 1. Technical/professional objective. Improve the 
competence of the staff at NBS, to ensure 
production of reliable statistics; 
2. Organizational objective Develop the overall 
functioning of NBS, including management and 
planning issues.  
3. Institutional capacity building. Improve the 
institutional competence, including policies, 
documentation, and standardization. Improved 
reputation and image of NBS in the Moldovan 
society are also parts of the capacity building. 

Trade Capacity; 01/03/2013 - 
31/12/2016 

2 694 236 

Moldova Tax 
Administration Reform 

Other services 
related to the 
economic 
activity 

State Tax Inspectorate SIDA 1. Taxpayers Service: enhance access of 
information; make it easy to comply (forms, payment 
etc); make it difficult to do wrong (pre-printed forms, 
third party information); make the staff 
knowledgeable about the importance of behavior, 
attitudes etc.  
2. Tax Audit: enhance the present audit processes 
and procedures; develop the risk management 
approach; enhance skills and competence of 
auditors; introduce audit supporting tools; increase 
the usage of third party information; increase 
experience in tax fraud investigation. 

Trade Capacity;  2013-2016 2 306 797 

Innovative 
Entrepreneurship For 
Sustainable 
Employment 

Other services 
related to the 
economic 
activity 

Ministry Of Labour, 
Social Protection And 
Family 

UNDP 1. Provide new technologies to labour market 
authorities; 
2.Connect motivated labour force to private and 
public sectors; 
3. Give recent graduates a better chance for 
employment on the local market. 

Trade policy & 
regulations; 

18/01/2013 - 
18/01/2016  

871 567 

Trade Capacity Building 
Training Programme in 
Central Asia, Caucasus 
and Western CIS 
(Regional Project) 

Other services 
related to the 
economic 
activity 

National Agency Of 
Investment Promotion 
(MIEPO) 

UNIDO  1. National Trade Capacity Development Training 
Programme for middle level policy makers 
2. Building Quality Infrastructures Training 
Programme for quality professionals 

Trade Capacity;  01/10/2012 - 
31/12/2014 

180 334 

Strengthening the 
investment promotion 
capabilities of MIEPO 
and supporting 
investment promotion 
of industrial parks 

Other services 
related to the 
economic 
activity 

National Agency Of 
Investment Promotion 
(MIEPO) 

UNIDO 1. Capacity building of the Moldovan Investment 
and Export Promotion Organization (MIEPO) in 
investment promotion 
2. Industrial parks promotion 

Trade policy & 
regulations; Trade 
Capacity; Market 
Access; 

01/10/2013 - 
31/10/2016  

1 252 300 
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Project Title Sector Beneficiary  Implementing 
Organization 

Main Objectives Trade Facilitation Value 
Chain Segments 
Covered 

Time Frame  Total Amount 
(USD) 

Business Regulatory, 
Investment And Trade 
Environment (BRITE) 
Project 

Other services 
related to the 
economic 
activity 

MoE USAID 1. Tax Administration and Trade Facilitation 
2. High Impact Regulatory Reform 
3. Strategic Communications Strategy that is 
endorsed by relevant GOM partners 

Trade policy & 
regulations; Trade 
Capacity; 

11/06/2012 - 
11/06/2016 

4 163 304 

Support of Organic 
Agriculture Project in 
Moldova 

Other services 
related to the 
economic 
activity 

Ministry Of Agriculture 
And Food Processing 
Industry 

USAID 1. Increasing the production of organic products and 
expanding the sector.  
2. Enhance the capacities of farmers through 
knowledge transfer activities such as training, study 
tours, demonstration activities, build the capacities 
of local providers of training and consultancy 
services related to organic agriculture, public 
awareness about organic production through a 
media campaign and the launch of a Moldovan 
Organic Farming Web Portal. 

Competitiveness 
enhancement & 
Enterprise development; 
Market Access;  

30/04/2013 - 
29/04/2015  

151 840 

Assistance Agreement 
Between Government 
Of Republic Of Moldova 
And The Government Of 
United States For The 
Economic Growth 

Other services 
related to the 
economic 
activity 

Ministry of Economy USAID 1. To enhance competitiveness of the private sector Trade policy & 
regulations; Trade 
Capacity; 
Competitiveness 
enhancement & 
Enterprise development; 

2010 - 2015 27 684 539 

The Competitiveness 
Enhancement and 
Enterprise Development 
II (CEED II) 

Other services 
related to the 
economic 
activity 

MoE USAID Industry support by:  
1. Increasing productivity;  
2. Increasing trade and investment;  
3. Improving public-private dialogue for a better 
business enabling environment.  

Trade Capacity; 
Competitiveness 
enhancement & 
Enterprise development; 
Market Access; Export 
promotion; 

01/12/ 2010 
– 31/12/2014 

9 149 605 

 Development Credit 
Authority (DCA) Loan 
Portfolio Guarantee 
Agreement  

Other services 
related to the 
economic 
activity 

1 ICS Prime Capital 
2.Rural Finance 
Corporation; 
3. Comertbank 

USAID  To support at least six key industry clusters in 
Moldova: winemaking, apparel manufacturing, 
information technology (IT), footwear, furniture, and 
other emerging exports industries 

Market Access; 27/09/2011 - 
26/09/2018  

876 577 

The Agricultural 
Competitiveness and 
Enterprise Development 
Project ACED 

Agriculture  High Value Agriculture 
producers. Nationwide 
but with priority to areas 
that will be affected by 
MCC/MCA Irrigation 
Rehabilitation Program. 

USAID 1.Market Linkage Development; 
2. Production Training; 
3. Technical Assistance; 
4. Business Environment 

Trade Capacity; 
Competitiveness 
enhancement & 
Enterprise development; 
Market Access 

01/03/2011 – 
31/03/2016 

15 929 990 

Agriculture 
Competitiveness 
Project for Moldova 

Agriculture  MAFI ME (Ministry of 
Environment) 

WB  Component 1: Enhancing food safety management: 
1. Regulatory and institutional support; 
2. Technical enhancements for food safety 
management.  
Component 2: Enhancing market access potential. 
1. Business development support for productive 
partnerships.  
2. Investment support for post-harvest technologies. 

Trade policy & 
regulations; Trade 
Capacity; 
Competitiveness 
enhancement & 
Enterprise development; 
Market Access; Export 
promotion; 

01/05/2012 - 
31/05/2017 

24 440 000 



165 
 

Project Title Sector Beneficiary  Implementing 
Organization 

Main Objectives Trade Facilitation Value 
Chain Segments 
Covered 

Time Frame  Total Amount 
(USD) 

Moldova Agriculture 
Competitiveness 
Project 

Agriculture  MINISTRY OF 
AGRICULTURE AND 
FOOD INDUSTRY 

WB  1. To enhance food safety management - ensuring 
regulatory harmonization; 
 2. To enhance market access potential - finance 
activities to improve marketability and market 
integration of high value agricultural products;  
3. To enhance land productivity through sustainable 
land management; 
4. To support costs associated with project 
implementation, including operational and 
consulting costs. 

Trade Capacity; 
Competitiveness & 
Enterprise development; 
Market Access; 

01/05/2012 - 
30/05/2017 

25 400 000 

Governance E-
Transformation project 

ICT State Chancellery of 
Moldova;  Ministry of 
Information Technology 
and Communications; 

WB  1. E-Leadership Capacity& Enabling Environment: 
support to the e-Government Center Leadership 
training and civil servants’ capacity building; 
strategic communications and partnerships; The 
development of policy technical, legal, regulatory 
frameworks; 
2. Shared Infrastructure and e-Services 
Development: funding for: (a) establishing and 
implementing M-Cloud; (b) e-Government services; 

Infrastructure; Trade 
Capacity; Market 
Access; 

2011-2016 24 500 000 

The Moldova Soil 
Conservation Project 

Agriculture Moldsilva (State Forestry 
Agency) 

WB  To restore degraded agricultural land to productive 
uses for rural communities and build capacity for the 
community-based management. 

Trade Capacity; 
Competitiveness 
enhancement & 
Enterprise development;  

2006-2015 5 440 000 

First Development 
Policy Operation 

Other services 
related to the 
economic 
activity 

Ministry of Finance WB  1. To strengthen the regulatory framework, improve 
predictability of the business environment, facilitate 
competition, reduce regulatory compliance costs;  
2. To strengthen financial sector stability, promote 
transparency of shareholding, access to finance;  
3. To improve the public investment management 
framework, make investment subsidies in 
agriculture efficient and equitable, improve the 
coverage of social assistance programs.  

Trade policy & 
regulations; Trade 
Capacity; 
Competitiveness 
enhancement & 
Enterprise development; 
Market Access; 

01/03/2014 – 
31/10/2014 

30 000 000 

CEP II - Second 
Competitiveness 
Enhancement Project 

Other services 
related to the 
economic 
activity 

Ministry of Economy WB  1. To conduct regulatory reform  - improving the 
business enabling environment   
2.To develop small and medium enterprises (SME) 
by strengthening the institutional capacity of ODIMM 
and MIEPO and by providing matching grants to 
SMEs;  
3. To improve access to medium to long-term 
finance for export-oriented enterprises, reduce 
barriers to finance, promote suitable models for 
value chain financing, particularly in the 
AGRICULTURE sector. 

Trade policy & 
regulations;  Trade 
Capacity; 
Competitiveness & 
Enterprise development; 
Market Access; 

01/06/2014 - 
31/01/2020 

45 000 000 

 

 



Annex 24. Guidelines for Exporters’ Readiness Assessment 

This self-assessment tool is designed with aim to evaluate export readiness for company and raise awareness over 

issues that needs to be addressed and improved. In order to assess company readiness for export, it is needed to sum 

up total of points in each category.  It is advised to look at each individual category, as well as general competitiveness 

of the company. If the company in some of the categories has achieved maximum number of points, it is an indication 

that in a particular category it is export-ready and do not need additional attention. In case in other categories the company 

has achieved fewer points, it helps to identify areas where further work has to be done to increase company export 

capability. MIEPO Advisors should recommend specific activities that would facilitate upgrade of the company in the 

categories where it has received lower points.  

Categories Maximum points  Your points 

1. Export product/service 20  

□ If your result reaches 16-20 points, your company is export ready; 
□ If received 10-15 points, it is necessary to improve the product or service to start successful exporting.  
□ If received 0-9 points, your company is not ready to export and needs product development to start exporting. 

Please evaluate the questions in this category, to access where utmost effort is needed to tackle the problem and what action 
points need to be considered. 

2. Export skills of personnel 20  

□ If your result reaches 16-20 points, your company is export ready; You have skilled human resources with good knowledge about 
exporting. Your team is ready to enter new markets. 

□ If received 10-15 points – employees of your company lacks sufficient export knowledge. Please evaluate questions which 
received less than 4 points. That will provide direction – which knowledge or personnel you have to invest in. 

□ If received 0-9 points – your company is not ready to export. You have to consider in which areas and which employees are most 
needed for company to export. What kind of additional knowledge is needed. Probably you have to consider recruiting an 
employee with experience and hands on knowledge in exports. 

3. Market knowledge and export plan 20  

□ If your result reaches 16-20 points, your company is export ready; You know how to explore new markets and how to plan export 
in advance. You have elaborated export plan that is updated regularly. 

□ If received 10-15 points – likely you are an exporter who has been found by clients. You lack skills to analyse export markets, and 
do not have targeted program how to enter new markets. You should evaluate and focus on questions where you received less 
points.  

□ If received 0-9 points – your company does not have export experience or it is occasional. You do not know how to evaluate 
target markets, lack skills how to design and structure export plan. You have to upgrade export planning skills and market 
research knowledge. 

4. B2B Marketing tools 20  

□ You need maximum 15-20 points to state that your company is export ready;  
□ If you have less than 10-14 points, it means that you have to improve some of your marketing instruments.  
□ If you have 0-9 points you have to evaluate what marketing instruments are missing in your company. Your company is not ready 

to export. 

5. Export sales promotion activities 20  

□ Your company is Export Ready if you’ve got maximum 15-20 points. 
□ If you have 10-14 points, you have to consider which of export sales activities are not sufficiently utilised. What should be done to 

increase export sales? Please pay attention to questions where you received less than 5 points to make judgment for need to 
upgrade skills. 

□ Less than 9 points – there are essential shortcomings in your sales promotion activities. Consider activities that could address 
identified problems. 

Total points: 100  

Please sum total points for all categories: 
80 – 100 points: Export Ready     50 – 75 points:   Export Close       0 – 45 points:     Not ready for export 
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Annex 25. Matching Grants Facility for Business Development Services 

Moldovan companies often lack internal resources and knowledge of strategic business development, from strategic 
management to productivity and market development. To minimize the gap, World Bank Competitiveness Enhancement 
project includes a second component for SMEs development - a Matching Grants Facility for Business Development 
Services (MGF).  

MGF is planned as co-financed USD 3.0 million financial instrument and is expected to benefit approximately 250 
enterprises. The enterprises that apply should be able to present a “business improvement project” to be funded by the 
matching grant, and make a business case for how the activities in the BIP will improve SMEs export competitiveness. 

In order to support Moldova exporters’ competitiveness it is advised that MGF:  

1) would be prioritized to internationally oriented companies (Export Close and Export Ready) 
2) companies with proven track record in local market 

Since exporters are not aware of or do not understand business development services and their ability to help firms 
increase know-how, skills, productivity, efficiency, market share, and profitability, MIEPOs role will be to facilitate the 
awareness of MGF among exporters, and channelling them with professional and reliable service providers. 

MIEPOs role in MGF towards World Bank Project Implementation Unit: 

MIEPO should play a vital role in the implementation of MGF with three main roles: 

1) Information and guidance of exporters for efficient use of MGF 
2) Input to Programme Implementation Unit during the application for grant by verifying companies export 

readiness and efficient needs for financing 
3) Evaluation of results of implementation of MGF. 

 

MIEPOs role in MGF towards the company: 

- Identify together with a company their current status in regard to individual export assessment 
- Define three to five specific development areas (for example, corporate image, productivity development) 
- Advise for solutions in regard to business development needs 
- Offer a list of potential/ approved business consulting service providers in Moldova and externally who 

would be able to provide best solution addressing particular need. 
 

SMEs will have possibility to benefit from the following business development actions: 

- improve existing products and services;  
- create new products and services;  
- improve production processes;  
- improve business management;  
- improve business image;  
- find new customers and markets; and,  
- create and strengthen partnerships within the value chain.  



168 
 

The project will help increase the number of SMEs developing new export-oriented activities (such as exporting to new 
markets or new customers, exporting for the first time, exporting new products, or selling new products into export-
oriented value chains). 

To gain the economic impact from MGF, it is advised that priority applicants of MGF would be Export Ready or Export 
Close companies. 

In relation to increasing competitiveness in the international trade, the proposed eligible activities can be classified in 
the following groups: 

1) Export product development: 

a. Support to improvement of product for international sales 
b. Raising quality of product - purchase of quality managers 
c. New product development – purchase of industrial design services 
d. Packaging design support 
e. Pricing development support 

2) Export strategy development and implementation: 

a. Export strategy and plan  development  
b. Marketing strategy development 
c. Export coaching – 6 to 12 month cooperation with an export coach who would support companies’ 

management in relation to export. 

3) Export marketing instruments: 

a. Corporate identity for Western business culture 
b. Website development 
c. Printed materials and electronic marketing instruments  

4) Target market support 

a. Market Research for relevant sector and market 
b. Target market business consulting – sales partner attraction service in target market 
c. Export Management competence  - purchasing export management competence from target market  
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Annex 26. Key responsibilities of MIEPO team 

Executive director of MIEPO: 

- Strategic planning, setting KPIs, evaluation of results; 
- Activity planning together with team and monitoring of implementation; 
- Team development – right person in the right place, identify internal needs for education and trainings; 
- External communication – presenting MIEPO and its activities in events about international trade; 
- Financial budgeting and monitoring; 
- Cooperation development with stakeholders – MoE & Donors. 

Marketing professional team:  

- Responsible for Moldova economic brand; 
- Marketing tools for MIEPO ; 
- Website development and update; 
- Newsletter development; 
- Exporter database and catalogue development; 
- CRM development for MIEPO usage; 
- Article and case study development; 
- Working with media; 
- Support to event management – Exporter of the Year; 
- Relationship development with FMA, and other organizations for promotion of Moldova brand and exporters. 

Education professional team: 

- Education activities coordination 
- Organization of seminars run by MIEPO 
- Coordination of activities organized by industry associations 
- Development of Export Manager programme and supported activities 
- Cooperation with Universities, development of traineeship programmes 
- Cooperation with professional lecturers and trainers for international trade 
- Yearly assessment of skills and knowledge of exporters and adjustment of  educational activities 
- Coordination of the development of educational materials about export 

Export-oriented advisor team: 

- Sector knowledge and relations development with associations and exporters 
- Assess Client’s current export readiness  
- Advise on training needs, or external support by MGF 
- Support of the development of export plan and advise in relation to export promotion activities 
- Coordination of export promotion activities for sector 
- Procurement of external consultants for activity organization 
- Sector market research purchasing and distribution 
- Communicating training needs to education responsible 
- Participating in trade fairs, B2B missions, and visits to export markets 

Investment advisors:  
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- Sector knowledge and relations development with current industry players 
- Coordination of investment promotion activities  
- Excellent knowledge of Moldova offering and good network  
- Representing Moldova investment possibilities in Moldova and externally 
- Development of content for investment promotion tools 
- Presenting possibilities of Moldova in target market seminars 

Advisors: 

1) Donor Relations and Fund applications: 
- Develop relationships with Donor organizations 
- Advise Donor organizations in relation to needs for sector and SMEs upgrade 
- Prepare the documentation needed to apply for the implementation of Donor programmes 
- Keep actual information for Donor financing in relation to implementation 
- Cooperate for the implementation of Matching Grant Facility 

 
2) Policy development: The main function of the position is Advisory role to tap into the Strategic role of MIEPO. 

- Advisory in relation to sectorial upgrade needs for exporters 
- Advisory in relation to development of Investment climate in Moldova 

Support team: 

- Legal & Financial support  
 Procurement documentation development and procurement process 
 Contract development 

- Finance planning and monitoring 
 Financial budgeting  
 Monitoring of impact of MIEPO activities 
 Report development 

 
- Practical support: 

 Event organization support (technical, furniture, catering) 
 Office support  

- Trainees: 
In addition to MIEPO staff, there should also be at least 3 to 5 trainees in MIEPO who would be involved in the 
organizational activities. In this way, MIEPO would manage to perform larger number of activities and also 
provide opportunity to learn for students. 

 


