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General info
•
•
•
•
•

Southern part – Balkan peninsula
25.713 km2
Population: 2.04 million
GDP: 12 billion euros (2015)
Agriculture: 15% share of total GDP

General info - Agriculture
• Agricultural land – 1,1 million hectares
• Arable land – 509.000 hectares
• Vegetable - 49.000 hectares (1.2 millions
tons)
• Fruit – 15.000 hectares (400.000 tons)
• Climate: 3 types (continental, mountain and
Mediterranean)

Recent Trends
 Traditional production
 Big number of small individual farmers (average 2,5Ha)
 Traditional markets – increased competition
 Green open markets (mainly in the region)
 Increased supermarket penetration
 Improved production technology/increased yields
 High investments (domestic and regional) in postharvesting practices
 Increased standardization and improved GAP
 Export oriented sector

FRESH FRUIT SECTOR
•
•
•

15.000 hectares, or 3% of total arable land
Main products:
Apple
Table grape
Plum
Peach
Cherry and sour cherry
Pear
The orchards are mainly owned by individual growers –
farmers (93% or 12.903ha) and only a very small
percentage of the production is done by legal entities –
enterprises and cooperatives

FRESH VEGETABLE SECTOR
•
•
-

49.000 hectares, or 10% of total arable land
Main products:
Tomato
Pepper
Cucumber
Potato
Cabbage

Export
• The main export markets for the Macedonian fresh vegetables are
the countries of South-east Europe, EU and the Eastern European
countries. The countries from South-east Europe, are the leading
export destination for the Macedonian vegetables for decades with
more than 60% of the export, 30% of the export are EU and 10%
regional markets.

Legislation
• Law on Quality of Agricultural Products (adopted in
2010)
• Harmonization with EU COUNCIL REGULATION (EC) No
1234/2007 - establishing a common organisation of
agricultural markets and on specific provisions for
certain agricultural products (Single CMO Regulation)
• COMMISSION IMPLEMENTING REGULATION (EU) No
543/2011 - laying down detailed rules for the
application of Council Regulation (EC) No 1234/2007 in
respect of the fruit and vegetables and processed fruit
and vegetables sectors

Determination of marketing standards
related to:
•
•
•
•
•
•
•

Quality
grading into classes (obligatory for SMS)
Weight and Sizing
Packaging and Wrapping
Storage and Transport
presentation
origin and labelling

Inspection
• Performed by State Agricultural Inspectorate
• Inspection is not performed properly because of:
- lack of staff
- lack of knowledge
- lack of equipment (Refractometer – for
determination of sugar content, Penetrometer used to measure the firmness of crisp fruits and
vegetables, Statistical scale - designed to assess
fruit and vegetable conformity, Fruit Calipers Designed to determine the size (diameter) of the
fruit etc.)

Implementation
There is a partial implementation of the provisions
regarding Fruit and Vegetable MS
• There is a full implementation in export oriented
producers, traders and retailers
• There is partial or no implementation in the
internal market:
- In supermarkets and green markets end-users like
consumers are buying no labeled fruit and
vegetable that not satisfied specific and general
marketing standards

Strengths and weaknesses in FFV
sector in Macedonia
•
•
•
•
•
•

STRENGHTS:
Climate (Early Production)
Familiar and Recognized taste (Brand on the Ex-YU market)
Geographical location (lower transport cost)
Tradition in Agriculture
Supply of Professional and Research experts

•
•
•
•
•

WEAKNESSES:
Vertical Integration
No standardized production
Lack of organizations of the farmers (coops)
Limited investments in production, technology, R&D and post-harvesting
processes
High cost of inputs (energy recourse)
Subsidies

•
•

•

Macedonian producers have acknowledged the quality standards of the EU market. Traditionally,
the main export of fresh vegetables is directed to the markets of the former Yugoslav republics
(Serbia, Croatia, Bosnia, Montenegro and Slovenia); however, in the past few years, the producers
have expanded to the EU countries, such as Germany, Poland, Switzerland, Austria, etc. The
Macedonian legislation is in full accordance with the regulations of the EU countries, and following
the legal requirements, all producers have implemented the HACCP standard and are following the
market rules for proper handling, packaging and labeling.

•

Fresh products are primarily bought from individual farmers directly from the field through
organized buyout from the marketer, which at the same time adds value to the products through
their calibration, sorting, and packaging. It is crucial to mention at this point that due to the lack of
farmers’ facilities necessary to prevent damage to the products because of the immediate post
harvest treatment, the products loose quality by the time they reach the marketers (temperature
shocks and similar). In addition, the lack of immediate sorting of the products and the harvesting
when the products are ripe once again reduces the quality by damaging the products by improper
handlings so they are hard to be transported. This reduces the shelf life of the product and
decreases the product value especially on the EU markets.

•

Also, the traders do not bother to respond to and compete for products which are with a higher
added value, such as ready salads or packages for a single family etc. Because of this, there are no
packaging centers with modern equipment and significant size and again no need for the farmers to
equip themselves with post harvest facilities, such as coolers or temperature stabilizing storage
facilities for immediate sorting of the produce in different quality and size categories etc. The
additional stifling characteristic of this conclusion is the nonfunctioning incentive systems for
change. The traders stick to the traditional markets, they pay the farmers in terms of quantity and
in bulk which does not provide incentive for the farmers to clean, sort and grade the produce, i.e to
shift to the needs of the EU fresh vegetable markets towards which we declare to strive.

•

Currently in Macedonia, marketing of vegetables products is mostly “unorganized”. For the large majority of farmers - that are not part of a “cluster” in
which trader/exporters pre-finance their crop and buy out all of their products marketing is a yearly chore that drains a lot of their time and resources and
increases their business risk.

•

The farmers transport their produce to collection or pickup points in their
respective villages where a spot price transaction takes place with prospective
buyers. The presence of buyers appears to be largely represented by agents of the
bigger wholesale companies and word of mouth marketing. These concentration
points or “buy-out spots” are informally organized and are not regulated.

•

Of the post-harvesting operations, some washing, grading, and packing now occur
on a farm level, but almost no standards are practiced. Producers are paid a spot
price as negotiated with the wholesalers (dealers) or smaller traders.

•

In most cases, the traders do the calibration and packaging. The costs that the
trader incurs for the activities they undertake: sorting, calibration, packaging and
transportation of the goods represent additional expenses of 22% to 25% of the
traders’ revenues. The remaining 4% to 20% represent the profit margin of the
trader.

•

According to the traders and exporters interviewed, the buying price from the
farmers is determined on a daily basis and by the wholesalers on the wholesale
markets

Opportunities and threats
Inputs
Level

Production
Level

Post-harvesting
Level

Marketing
Level

The production generally satisfies the domestic
consumption demands, as Macedonia is considered
as a low consumption country per capita;

Necessary investments in cooling and storage
facilities to enhance the sector and improve its
competitiveness;

The export is increasing, and it has a high potential
to improve the quality, increase volume and target
new markets;

The first harvest is after 3 -4 years depending on the
climate conditions, production technology;

The packaging is mostly in wooden crates for the
domestic market and more appropriate for the
export markets;

The seasonality is very important and represents
one of the competitive advantages of the country;
more extensive research of this perspective,
including all Macedonian regions, has to be
implemented;

OPPORTUNITIES
The list of registered planting
material varieties is large,
covering all EU registered
varieties, so the production, in
terms of market demanded
variety, can be organized easily;

Limited managerial skills of farmers and
associations- the improvement of these skills will
lead to better and more effective use of the funds
available and improvement of the production

Standardization and traceability of the product are
very important aspects that need to be further
developed and monitored;

THREATS
The imported planting materials
from Serbia are of a low quality
but because of their low price,
they are extensively used;

The quantity of produced is limited to be offered on
larger export markets, such as Russia;

The new EPPO regulations on the
use of certified planting material
will terminate the work of the
Macedonian planting material
producers;

The producers are poorly organized in effective
groups, and their performance and activities are
limited;

Poor post harvest practice knowledge limits the
shelf life of the products and leads to damages;

The global grapes market trends change the market
demand very quickly, which the Macedonian
exporters find hard to follow.
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