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make SMEs stronger”
In Azerbaijan, Belarus, Georgia and Ukraine, SMEs’ potential remains largely untapped. To foster the competitiveness of the SME sectors, promote new business linkages of domestic suppliers with the international investors,
and specifically support female founders, it is decisive to establish cross-regional cooperation. The SME Development Project is a unique, transnational project with a strong regional focus and a shared scope: strengthening
awareness and knowledge of SMEs, providing the stakeholders with comparative data and supporting enterprises by trade fair participations and B2B meetings with its German and international counterparts.
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In this view, the German-Azerbaijani Chamber of Commerce (AHK Azerbaijan), the Representative Office of
German Economy in Belarus and Information Centre of German Economy (AHK Belarus), the German Business Association Georgia (DWV Georgia), the German-Ukrainian Chamber of Industry and Commerce (AHK
Ukraine) with the support of the American people through the United States Agency for International Development (USAID) unite their forces to make SMEs stronger. The project is exclusively for companies which are active
in agriculture or tourism.
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The results of the SME Development Report provide valuable information that will be used to plan future activities
and to understand needs of the SME sectors in the countries mentioned. Following the survey findings, the project
partners offer a tailor-made virtual delegation to Germany for a row of small and medium-sized enterprises in
the fields of agriculture and tourism from the respective countries.
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In preparation for the digital delegation trip, the AHKs offer an exclusive workshop about “How to do Business
with Germany and the EU”. Participants will receive detailed market information and practical training on German and European business culture. Afterwards, selected companies will take part in the world’s largest trade
fairs of their industry: ITB Berlin & Fruit Logistica.
In the third project phase, the SME Development Forum “Diversification and Innovation in Eastern Partnership
Countries“ (March 2021) will create a unique platform uniting different stakeholders from Germany and the partner countries and offers exceptional public-private dialogue.
This Forum aims at connecting SMEs and high-ranking representatives of economic and political institutions. In
sector-specific panel discussions, participants will discuss the latest economic developments and reforms in
Azerbaijan, Belarus, Georgia and Ukraine.

SME Development Report: 150 companies provide insights into their businesses
What are the main on-ground challenges of agricultural and tourism companies in
Azerbaijan, Belarus, Georgia and Ukraine – especially for female entrepreneurs? What
are the factors limiting their ability to export or finding business linkages abroad? And
how do they think Germany and German institutions can support and guide the SME
sector in their countries?
A total of 150 companies from Azerbaijan, Belarus, Georgia, and Ukraine answered these questions as part of the survey “The Opportunities and Challenges of the SME Development in Azerbaijan, Belarus, Georgia and Ukraine” conducted from September to November 2020. This report is
based on an online survey and selected face-to-face interviews with relevant stakeholders from the
respective countries.

SUMMARY

Despite the effects of the COVID-19 pandemic, the companies surveyed continue to stay optimistic:
although around 90 percent of tourism companies and 70 percent of agricultural companies registered significant negative effects on their business and export activities, almost 98 percent of the
companies plan to maintain or even expand their business activities. Three-quarters of agricultural
companies and two-thirds of tourism companies even want to enter new markets. In that regard,
access to finance, high costs of market entry and finding reliable business partners are the biggest
challenges for the surveyed companies.
The German market is highly attractive for the majority of companies, most of them wish to cooperate with German business partners. 89 percent of agricultural companies and 92 percent of tourism
companies expressed that they would like to enter the German market or expand their existing
business in Germany in the future. Above all, companies see delegation trips and participation in
trade fairs as the most effective measures to find suitable business partners. The implementation of
Vocational Education Training according to German standards is also seen as a possible success
factor for the majority of companies in order to stimulate their sectors.
The report also takes a closer look at the key challenges for the companies’ founders. It shows that,
from a legal point of view, men and women basically have the same chances of starting a company, 75 percent of the surveyed companies agreed on that. The lack of funding, poor infrastructure,
bureaucracy and missing qualification skills are the greatest challenges for both female and male
founders. Nevertheless: 88 percent still see a need for improvements in terms of Female Entrepreneurship. A better work-family balance, customized mentoring programs for female founders and
easier access to funds are the main factors to support women who decide to start their own
business.

Company Demographics

Which difficulties do SMEs experience while starting and managing
their business?

Within this study, Azerbaijan accounts for the largest share of participating companies in all sectors with
around 41 percent, followed by Belarus (26 percent), Ukraine (18 percent), and Georgia (15 percent). 58
percent of the companies are active in the tourism sector and 39 percent in the agricultural and food sector.

Following the survey data, it is evincible that the main difficulties encountered by the entrepreneurs in opening
a business have been the lack of funding (39 percent), a poor infrastructure (34 percent), bureaucracy/
governmental regulations and lack of qualification skills (both 31 percent).

DIFFICULTIES IN OPENING A BUSINESS

PLACE OF REGISTRATION OF THE COMPANIES

26%

Belarus

Cultural aspects

Azerbaijan

41%

Work-family balance
Missing role models
I had no difficulties
Bureaucracy and government regulations
Lack of qualifications skills
Poor infrastructure
Lack of (governmental) funding/support

18%

Ukraine

Georgia

15%

97 percent of the participating companies are defined as micro-enterprises or small and medium-sized enterprises. In fact, 62 percent of the participating companies do not employ more than 9 people, while a quarter
have 10 to 49 employees. About 10 percent employ 50 to 249 people. Furthermore, 91 percent of the interviewed companies have a turnover of less than 2 million US dollars. Most companies (60 percent) have been
active in the market for more than 5 years. Only about 5 percent of the companies were founded in the last 12
months.
Respondents’ profile
Almost the totality (91 percent) of the respondents to the SME survey hold a C-level position in their company.

68% male respondents
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Nevertheless, 22 percent of the companies faced no difficulties in opening a business at all. In this view, the
Georgian expert Ani Barvenashvilli (Organisational Development Manager, Agro Solutions LLC) sees a positive SME development in her country. She stated that in her country “especially SMEs have gained more and
more attention because they are the drivers of the industry. The number of family farms in rural areas has increased” and with it “the number of individual farmers who manufacture special niche products”. Nevertheless,
from her point of view, the lack of qualifications remains a key challenge. On the same point, also Natalie
Kvachantiradze (Chairperson of the Board of the Georgian Tourism Association) indicates the improvement of
service quality as the greatest challenge for Georgian service providers. To overcome this difficulty, she suggests focusing on qualified personnel and investing more resources in staff training. Moreover, she recommends
the implementations of standardized programs for quality, safety, and sustainable development.
The “absence of cheap financing” is indicated by Vasyl Matiychyk (CEO and owner, Berry Commerce LLC) as
one of the biggest problems for SMEs in Ukraine. According to the expert “credit rates are too high in Ukraine,
subsidies are too small and are not comparable to EU subsidies for agricultural business.”
To stimulate the tourism sector in Belarus, agro farmsteads are exempted from direct taxes. As the local expert
Valeria Klitsunova (Chairperson of the Board of the Belarusian Association of Agro- and Ecotourism “Country
Escape”) noted, “currently, the field of agroecotourism does not experience significant difficulties by opening
and running its own business.”
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How much does the COVID-19 pandemic affect the agricultural
and tourism sectors?
The negative impact of the COVID-19 pandemic is certainly not insignificant, especially for SMEs active
in the tourism sector. Around 90 percent of the companies working in the tourism field stated that the
pandemic harmed their business, while 70 percent of those interviewed considered it seriously negative.

Looking back at the past few months, the Ukrainian expert Vasyl Matiychyk (CEO and owner, Berry Commerce
LLC) stated: “As far as agribusiness is seasonal, we were not influenced too much. Our highest season is in
summer, when we observed a decline in infections and easing restrictions. The difficulties were in early spring
during the lockdown period. We struggled at a planting time, mostly because of the transport and keep distance restrictions, additional protection measures. We had to adapt very quickly to a new reality, and we did
it. The demand for berries was almost the same, the prices average. But there are unpredictable expenses for
transportation, protection measures, and disinfection of premises increased production cost.”
Tatyana Mikayilova (Founder, 100 Business Women in Azerbaijan) sees a push in digitisation within the corporate processes as a key factor for the future of SMEs, as “[…] lots of the businesses were built for the entirely
different environment. Meaning, those who are capable of digitalizing their services and products will survive.
However, there will be a market picture changing as lots of them will be frozen.”

COVID IMPACT PER SECTOR

Tourism

Digitisation as a driver for future SME development

Agriculture and Food
0%

20%

Significant negative disruption

40%

60%

Temporary negative impact

Opened new opportunities

80%

100%

DIGITISATION LEVEL PER SECTOR

Low negative impact

Too early to judge

“COVID-19 already has and will have further serious consequences for tourism in Georgia. The
sector is by far the branch of the economy that has suffered the greatest losses in sales. Many
SMEs in the industry are already insolvent, and more will follow. Most companies have loans
that they can no longer serve. In this context, government support is essential to counteract
further bankruptcies.”
Natalie Kvachantiradze (Chairperson of the Board of the Georgian Tourism Association)
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In the agricultural sector, the negative impact of the pandemic is less severe. However, more than 60 percent
of the surveyed companies still registered a negative impact of the pandemic on their business. But, even
10 percent of respondents in both sectors pointed out that the situation opens up new business opportunities.
Valeria Klitsunova (Chairperson of the Board of the Belarussian Association of Agro- and Ecotourism “Country
Escape”) mentioned, that the Coronavirus outbreak and the subsequent measures taken were the right incentives for agro-tourism companies to seek new opportunities and develop different products. “The COVID-19
pandemic has influenced tourism in general and agro/ecotourism in particular. But for the micro-business of
farmsteads in Belarus, this has not become a disaster, but only a problem. For example, the number of tour
groups visiting farmsteads within bus tours organized by tour operators and the number of weddings and
corporate events have decreased. But many owners of farmsteads consider the crisis as a new opportunity,
coming up with new products.
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31%
60%

Digital transformation part of 2021 strategy
Still in planning phase

17%

8%

14%
80%

100%

Partially digitalised

Majority of processes not digitalised

Positive: only a small number of the surveyed companies in the agriculture (14 percent) and tourism sector
(8 percent) declared that the majority of their processes are not digitalised. On the opposite, just 8 percent of
the surveyed agricultural companies and 14 percent of those in the tourism sector define themselves as highly
digitalised. The majority of firms consider digitalisation as part of their current plans or strategy for 2021, in both
the agriculture and the tourism sector. According to the companies interviewed, the main obstacle while boosting the digitisation process is the lack of affordable financing (51 percent) followed by insufficiency of
employee’s digital skills (39 percent).
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Internationalisation & Export

What are the three most critical challenges faced while exporting your products/services?

What are the main export targets for agricultural and tourism companies from the respective
countries in the next years?

AGRCULTURE

Despite the pandemic situation, most of the companies surveyed remain optimistic: Only 3 out of 150 companies (2 percent) expect to downsize or stop their export operations in the next two years. In contrast,
three-quarters of the agricultural companies and two-thirds of the tourism companies remarked they want to
open up new markets. Around half of the companies in both sectors set themselves the goal to improve current
products, to make their products exportable, or develop new products.

Access to finance

56%

High cost of the market entry

37%

Finding reliable business partners/right importer

36%

What are your three main export targets for 2021 and 2022?
TOURISM
Agriculture

Tourism

Entering new markets

75%

66%

Access to finance

44%

Improving the current products and/or developing new products for foreign markets

51%

52%

High cost of the market entry

30%

Expanding locally

44%

31%

Finding reliable business partners/right importer

26%

Expanding activities and presence in current export markets

39%

25%

Investing in innovation and digitalisation processes

22%

32%

Increasing the number of employees

15%

16%

Maintaining current level of operations

8%

17%

Downsizing operations in export markets

0%

2%

Closure

0%

1%

What factors limit SMEs’ ability to export or find business linkages abroad, and what are the most
effective measures to overcome these obstacles?
Regardless of the economic sector, the surveyed companies agree on indicating three main critical challenges
faced while internationalizing their business, namely: access to finance (agriculture: 56 percent, tourism: 44
percent), high costs of market entry (agriculture: 37 percent, tourism: 30 percent) and finding reliable business
partners (agriculture: 36 percent, tourism: 26 percent).

The Ukrainian expert Vasyl Matiychyk (CEO and owner, Berry Commerce LLC) sees the most relevant measure
in “national sectoral exhibitions, promotion, and support of national collective stands on international exhibitions and in-depth cooperation with EU export promotion institutions.”
Ani Barvenashvili (Organisational Development Manager, Agro Solutions LLC) from Georgia recommends
closer cooperation between agriculture and tourism to exploit the full potential in both sectors and find more international customers. In her opinion, especially small and organic farms could learn from successful European
examples, where farmers offer both tourism services and their core business of agriculture. Natalie Kvachantiradze (Chairperson of the Board of the Georgian Tourism Association) suggests to focus on qualified personnel
and improve practical abilities and skills.
André Pilling (Project Lead, Agritrade Ukraine) adds that targeted investment and innovation in niche tourism
could facilitate the sector. He also recommends to train key stakeholders and raises awareness, for example,
by media campaigns in Europe. Also, for Valeria Klitsunova (Chairperson of the Board of the Belarusian
Association of Agro- and Ecotourism “Country Escape”), niche tourism is an opportunity for Belarussian
tourism, for example by thematic green routes and eco-museums.

To master these challenges, the respondents indicated several measures. Most relevant for agriculture and tourism companies is the participation in international trade fairs (agriculture: 71 percent, tourism: 72 percent) and
delegation trips (agriculture: 46 percent, tourism: 57 percent), followed by promotion campaigns and international market researches. Specifically, agricultural companies also desire government export programs (51
percent) and technical/financial support (46 percent) to remain competitive in foreign markets.
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Female Entrepreneurship

How do SMEs think Germany and German institutions can support and guide the SME
sectors in the respective countries?

In addition to the export and internationalisation opportunities of small and medium-sized
companies in Azerbaijan, Belarus, Georgia and Ukraine, the survey also revealed the difficulties
and chances women face while starting their business. The surveyed companies and experts
highlighted not only the challenges but also cross-sectoral and transnational solutions by answering
following question:

Only about 12 percent of the agricultural companies stated that Germany is already one of their export
partners. On the other hand, about 43 percent of the tourism companies do not yet have German customers.
Despite the strong focus on other markets, most companies wish to cooperate with German business partners.
The desire to export to Germany and find new customers is great: around 89 percent of agricultural companies
expressed that they would like to enter the German market or expand their existing business in Germany in the
short and mid-term. Almost a quarter of the companies (23 percent) even name it their top priority.

How equal are the chances for women and men to start a business in their respective countries,
and which factors can help women start their own business?
A clear majority of the companies surveyed (75 percent) stated that men and women have the same chances
of starting a business. This is also confirmed by all experts questioned - regardless of the sector and country.
Nevertheless, only 13 percent of the companies stated that there is no need for improvements at all. Many
companies see a major problem in the family-work balance. 58 percent of the firms declared this decisive in
supporting more women in the start-up process. Women (59 percent) and men (56 percent) shared this view
almost equally. 45 percent of female and 31 percent of male respondents also considered mentoring and
leadership training a useful measure to help women to start a business.

Enterprises in the tourism sector want to focus more on the German market in the future, as well: around 92
percent aim to acquire more German customers in the next three years. For 22 percent of these companies, the
German market is the top priority. Only 11 percent of the agricultural companies and 8 percent of the tourism
companies have no plans at all to expand their business with Germany in the coming years.
In this view, the need for bilateral exchange and B2B meetings remains unbroken, and the survey reveals
untapped potential between Germany and businesses from Azerbaijan, Belarus, Georgia, and Ukraine. The
surveyed companies from the agriculture and tourism fields see opportunities to expand their business activities
abroad, especially in trade fair visits and delegation trips. Around two-thirds of the sample see the organisation of delegation trips to Germany and trade fair participations in Germany, a decisive factor in how German
institutions could stimulate the SME sector in their countries.

HOW EQUAL ARE THE CHANCES FOR WOMEN AND MEN TO START A BUSINESS?

Businesses also see a great need for cooperation in the area of vocational training. More than half of the companies surveyed (about 53 percent) ask for vocational education training based on German standards in their
sector.

2%
Men are very advantaged

5%

Women are slightly advantaged

9%

Women are very advantaged

How can Germany and German institutions support the SMEs in the respective countries?
Agriculture

9%

Tourism

Organisation of business delegation trips and B2B meetings

71%

63%

Organisation of trade fair delegations/participations

68%

62%

Intergovernmental programs of bilateral cooperation

56%

46%

Vocational Education Training: implementation of dual education programs
and exchange best practices

51%

55%

Information events/seminars for doing business with Germany businesses

46%

53%

Promotion of local companies in Germany

46%

57%

Sharing experiences of running a successful family business (“Hidden Champions“)

36%

30%

Support/mentoring for innovative startups and young entrepreneurs

36%

34%

75%

Women have the same
opportunities as men
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Men are slightly advantaged

The Georgian expert Nino Elizbarashvili (Managing Director, Women in Business – GAWB) affirms that
even though Georgian legislation provides gender equality, the everyday reality reflects a different picture in both the agriculture and tourism sector. In her view, this is particularly evident in rural areas where,
due to cultural factors, the women have almost no property and limited access to financial resources. She
emphasizes the need for state support, for example, through special programs and state subsidies, but also
the improvement of the infrastructure, especially in rural regions, support in the procurement of modern
technology as well as targeted training and further education.

POSSIBLE FACTORS TO HELP WOMEN TO START A BUSINESS
70%
60%
50%

Ani Barvenashvili (Organisational Development Manager, Agro Solutions LLC) also emphasizes the
importance of education and training: “In most cases, lack of qualifications and specialist knowledge are
the main obstacles. In the future, more offers must be created in order to provide better training and further
education for staff and entrepreneurs.” She further explained that there are certain stigmata regarding
women’s role in the agricultural sector and rural areas. “However, statistics and trends show that women
are much more actively involved in various management positions. Besides, a clear trend can be seen in
the increase in female entrepreneurs which is very positive.”
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88 % of the women participating in the survey cover a management position in their company.
More than 50 % of the companies participating in the survey have gender-balanced ownership
or the majority shares are owned by females.

According to the Belarussian expert Yulia Malkova (Founder, “ProWomen By”), the chances of men and
women are equal in terms of administrative procedures, but women still face more challenges than men in
starting their own business. The double burden of taking care of the family and being managers but also the
lack of support in their family environment often limits women to start a business. She also notices obstacles
in terms of financing: ”It is worth to note the difficult access to finance. In addition to well-known global
statistics that investors give less money to womens’ start-ups, there is an interesting figure for Belarus. 9
of 10 loans are issued to male entrepreneurs. The probability of loan rejection for women amounts to 55
percent. As a non-profit organization that promotes womens’ entrepreneurship, we believe that creating
an environment for establishing professional connections, and access to knowledge and opportunities for
consulting can help women in their activities.”
Tatyana Mikayilova, (Founder, “100 Business Women in Azerbaijan”) underlines that regarding legal
requirements, women and men are the same,”but generally the gender issue is quite impactful in terms of
entrepreneurship. Women do need to be supported by the other women in terms of role modeling”. In her
opinion there is a high need for favorable financial conditions, state programs, and educational programs.
André Pilling (Project Lead, Agritrade Ukraine) also recommends targeted financial and information
support to boost female businesses. Furthermore, Vasyl Matiychyk (CEO and Owner, Berry Commerce
LLC) stressed the state’s financial support, the affordability of education and know-how technologies as
main factors.
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AZERBAIJAN

SME DEVELOPMENT
SECTORS WITH THE HIGHEST CONCENTRATION OF SMEs

Economy
After decline and near stagnation in the previous two years, in 2018 a new period of economic
prosperity of Azerbaijan’s economy started thanks to the rise of the oil price and gas production
and exports and a 1.5% GDP growth has been recorded. In 2019 Azerbaijan’s economy
registered a further increase of 2.2% overall, its best performance since 2014. The growth
applied also to the non-energy GDP which grew at a solid 3.5%, with agriculture and services
driving the expansion.

TRADE

Agriculture
With its nine climate zones, Azerbaijan is the among the global producers of chestnuts,
figs, hazelnuts and sour cherries, and rare products like tea, tobacco, cotton, pink
grapes and persimmon. In the country, about 47% of the population lives in rural areas,
and about 39% of employment is in agriculture and agro-processing. Farming counts
for almost 6% of the GDP, it is a major contributor to the non-oil economy and has great
potential for stimulating growth, job creation and food security.

Imports from the EU
Exports to the EU
17Source: Germany Trade & Invest

%

4.100
10.700

50.5
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Share of GDP generated by SMEs

13.4%

Share of total employment
generated by SMEs

42.9%

With the goal of pursuing sustainable and competitive development of non-oil sector in Azerbaijan and
hence decreasing the dependence from energy resources, a number of measures have been implemented in
the past three years.

The contribution of travel and tourism to GDP for Azerbaijan was 10.4%, and it
accounts for more than 10% of the total employment in the country (2018). Azerbaijan’s
tourism sector strategy focuses on event tourism, such as business conferences and
international sporting events. Effective measure to attract more tourists to Azerbaijan
is the simplified visa regime, (“ASAN” Visa System) which allows to process
electronic visas within three days of application for citizens of eligible countries.

2019

TOURISM

SME POLICIES

Tourism

Trade with the EU (in goods, Bln. EUR)

TRANSPORTATION
AND STORAGE

•New law on public procurement
•Standardisation and accreditation infrastructure strengthened
•New legal and regulatory reforms (e.g. Mortage and Credit Guarantee Fund) to support companies, pulling together
credit information from various sources
•Entrepreneurship Development Fund (EDF) to stimulate production and based on innovative technologies in the non-oil
sectors
•VAT exemption for 7 years for SMEs Cluster Companies
•VAT excemption from profit taxes for 3 years for start-ups involved in micro and small entrepreneurial activity
•Establishment of the online trading portal www.azexport.az (e-commerce platform to connect Azerbaijani producers
with buyers under the brand “Made in Azerbaijan”).
•Establishmen of 15 export associations by the Ministry of Economy with the scope of increasing production and export
in non-oil sectors, like agriculture, textile and tourism.

Trade with Germany (in goods, Bln. EUR)

Imports from Germany
Exports to Germany

2019

%

0.443
1.348

2.3
-6.5
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BELARUS

SME DEVELOPMENT
SECTORS WITH THE HIGHEST CONCENTRATION OF SMEs

Economy
Due to its location factors, Belarus can offer itself as an interesting nearshoring partner and an
advantageous starting point for localisation on the EAEU market with over 180 million consumers. As a
small open economy, Belarus has been exposed to adverse external factors in recent years. In
2019, Belarus’ GDP grew by 1.2%, which is lower than the 3% indicator of the previous year. Over the
past 11 months of 2020, GDP decreased by 0.9% compared to the corresponding period of 2019.
According to the estimates of international financial institutions, a gradual recovery of the dynamics of the
Belarusian economy is possible from next year.

TRADE

MANUFACTURING

CONSTRUCTION

Share of GDP generated by SMEs

Agriculture

26.1%

Share of employment
generated by SMEs

In 2019, the agriculture of Belarus provided 6.8% of the country’s GDP, 9.8% of investments in fixed assets
and jobs for 9% of the population employed in the economy. In the structure of plant growing, grain and
leguminous crops have a high share, as well as fodder crops for dairy and meat cattle breeding. The main
crops are barley, rye and triticale. Potatoes and flax also take a special share. The country has 19% of the
world’s flax crops. The main vegetable crops are carrots, beets, cabbage. In animal husbandry, mainly cattle are raised for the production of milk and meat, as well as pigs and poultry.

35%

SME POLICIES
For the qualitative development of the SME sector and increasing its share in the total gross value
added to 50% by 2030, the following measures are envisaged:

Tourism

• Creation of favorable administrative, legal and economic conditions for the development of

The tourism sector in Belarus currently provides 2.2% of GDP, the strategic goal is to bring the sector’s contribution to GDP to 3.1% by 2035. In 2019, tourism services were provided by 1,544 legal organisations
employing 243 thousand people, as well as 2,760 agroecotourism entities. At the end of 2019, the export
of tourist services in Belarus amounted to USD 265.4 million and increased by 1.66 times compared to
the level of 2016. The number of organized tourists and excursionists from Belarus amounted to 1.1 million
people in 2019 (11.7 per 100 inhabitants).

entrepreneurial activity

• Improving the mechanisms of taxation of investment and innovation activities of SMEs
• Facilitating SMEs’ access to credit and material resources
• State financial support for SMEs entering the market through the Belarusian Fund for Financial

Support to Entrepreneurs, republican and local budgets, the Development Bank of the Republic of Belarus

• Subsidizing the export and research activities of SMEs
• Improvement of the existing infrastructure for innovation activities of SMEs by creating new
business incubators and technology parks, developing a network of consulting centers
(currently 111 business support centers and 29 small business incubators).

Trade with the EU (in goods, Bln. EUR)

Imports from the EU
Exports to the EU
17Source: Germany Trade & Invest

2019

%

6.885
4.242

6.7
-4.3

Trade with Germany (in goods, Bln. EUR)

Imports from Germany
Exports to Germany

2019

%

1.447
0.555

-0.6
-6.8
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GEORGIA

SME DEVELOPMENT
SECTORS WITH THE HIGHEST CONCENTRATION OF SMEs

Economy
The prospects of the Georgian economy for medium and long-term growth are good.
Among the Eastern Partnership countries, Georgia has recorded the strongest economic
growth since 2009. After two years of slow growth, real GDP growth picked up in 201718 led by the construction, trade and transport sectors. Good exports increased strongly
and since 2018 international tourist visits rose year-on-year.

TRADE

Agriculture
The agricultural sector plays an essential role in the Georgian economy, with its 7.2% of the GDP
(2019) and 39 percent of the total employment (2019). Food processing is the main industrial
sector. It accounts for 44% of manufacturing output and it is also the main buyer of foreign machinery and equipment. The sector includes the production of wine, mineral/spring water, spirits, canned fruit and vegetables, tobacco products and essential oils, milk, dairy products, meat
and meat products, vegetable oils and fats, bakery and pasta products, beer and soft drinks.

MANUFACTURING

CONSTRUCTION

ICT

Share of GDP generated by SMEs

59%

Share of employment
generated by SMEs

62%

SME POLICIES

Tourism

In 2015, the Government of Georgia, developed and adopted an SME Development Strategy for 20162020. The efforts to promote a better business climate for SMEs are numerous and focus on different
challenges:

The tourism sector is one of the growth industries in Georgia. It covers the 4.8% of the national
GDP (2019) and gives jobs to the 3% of the population (2019). In 2019, 7.7 million tourists visited
Georgia. The number of guests from all EU countries rose by 26% in 2019 compared to 2018, to
483,000. Good medium- and long-term growth prospects are thanks to the growing flow of visitors
from abroad, but also due to the increase in domestic tourism. As a matter of fact, the additional
value added by tourism companies and the hotel industry has increased more than sevenfold in
2007-2019.

• Improving the legislative, institutional and operational environment for SMEs
• Improving access to finance
• Developing competitive human capital, entrepreneurial skills and modern enterprise culture
• Export promotion and internationalisation of SMEs
• Support for innovation and research and development

Trade with the EU (in goods, Bln. EUR)

Imports from the EU
Exports to the EU
Source: Germany Trade & Invest

2019

%

2.100
0.620

-0.7
-4.1

Moreover, number of government support programmes run by agencies such as Enterprise Georgia, GITA
or the Georgian Chamber of Commerce and Industry, and in some cases by the relevant ministries, offer
both financial and advisory/training support.

Trade with Germany (in goods, Bln. EUR)

Imports from Germany
Exports to Germany

2019

%

0.403
0.060

12.3
-17.6
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UKRAINE

SME DEVELOPMENT
SECTORS WITH THE HIGHEST CONCENTRATION OF SMEs

Economy
The growth of GDP in 2019 was about 3.2%. The main growth was in industry, agriculture
and trade, but most important was the increase of domestic consumption, but now it has
fallen to the level of 2018. The expected GDP in 2020 is fallen down up to – 7.2% which is
similar to the expectations of decreasing in the EU (-7.2%) and will be expected growing up
to the level of 3.6% (4.8% in the EU) in 2021.

PROFESSIONAL
SERVICES

Agriculture
At the moment ca. 2.9 mln people are employed in the agriculture, forest and fish industries
which is ca.18% of total employment volume. In 2019 agricultural sector generated ca.
9% of GDP in Ukraine. The share of total Ukrainian agricultural export achieved 44.3% or
22.2 Bln. USD. Ukraine No.1 exporter of honey to the EU.

Tourism

Trade with the EU (in goods, Bln. EUR)

Source: Germany Trade & Invest

TRADE

Share of GDP generated by SMEs

63%

Share of employment
generated by SMEs

81%

SME POLICIES

The tourism sector in Ukraine generates ca. 7-9% of GDP. The share of incoming tourism is
about 30% from the total national volume, which includes internal and outgoing tourism.
The main destination cities for foreign tourist are Kyiv, Odessa and Lviv. The key international tourism markets for Ukraine are Moldova, Belarus, Poland and Turkey. Ca. 900.000
people are employed in the sector.

Imports from the EU
Exports to the EU

CONSTRUCTION

2019

%

24.800
19.800

11.9
10.0

Since 2017 there is a low in power about “State support of objects of economic activity” where Cabinet
of Ministers decides about level of state support.
According to the Association Agreement between the European Union, the European Atomic Energy
Community and Ukraine (further - Association), Ukraine is obliged to implement a system of state support based on EU acquis, the current rules of WTO regulate the state aid for agriculture. The current level
of Associations’ implementation regarding SMEs is about 75%. EU supports Ukraine for improvement of
business climate. E.g. the initiative “EU4Business” carries out 16 running projects for its support.

Trade with Germany (in goods, Bln. EUR)

Imports from Germany
Exports to Germany

2019

%

4.855
2.867

7.3
8.2
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