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Where are the Ukrainian Carpathians?

4 Oblasts: Chernivtsi, Zakarpattia,
lvano-Frankivsk and Lviv
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Beyond the Ukrainian Carpathians

dark green:  Outer Western Carpathians

light green:  Inner Western Carpathians
dark orange: Outer Eastern Carpathians
light orange: Inner Eastern Carpathians
light blue: Southern Carpathians

red: Western Romanian
Carpathians

purple: Transylvanian Plateau

pink: Serbian Carpathians
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http://upload.wikimedia.org/wikipedia/commons/0/00/Mapcarpat2.png

Getting started in 2011...

« 2004: Start of the Swiss-Ukrainian project “Organic Market Development in
Ukraine”, funded by the State Secretariat of Economic Affairs SECO,
implemented by FiBL

* Producers in the Ukrainian Carpathians consider organic to be «too expensive»
 Strong linkage to local traditions (over 200 festivals per year)
* Wish to have a geographically referenced brand (own standard)

« 2011: SECO decision to support the initiative (stakeholder assessment)
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November 11, 2€
Presentation of the
by FiBL between J
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Vision

“The Carpathian TM Initiative successfully markets a wide range of
agricultural quality produce from the Ukrainian Carpathians in
primarily urban centres of the Ukraine.

Driven by consumers’ awareness and interest for guaranteed quality
produce from this region, it enhances the competitiveness and income

of the primarily small-scale producers and processors involved.”
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Values

Provenance

= Origin of raw material
*  Location of processing

' Taste

Quality

*  Consistency of products | *  “Natural *
*  Packaging and labeling “Typical”
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Methodology: Participatory Market Chain Approach

Market Chain Leading R&D
Actors Organization
Phase 1 ‘

Get to know the actors, their activities, Interest
interests, problems, etc.

Leadership

Phase 2

Analyze potential joint market Trust Facilitation
opportunities

Collaboration Backstopping
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June 29, 201 e
Organization of a market fair at the «Lviv.0n
~ producers (potential licensees'ofthe
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July 4, 2013

Selection of the trademark logo by 440 consumers (online voting out
of 39 proposals) A ' :
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August 25, 201
Constitution of the Public Union (owning
of the logo to the publi
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February 27-28, 20145 =
Organisation of the 1%t General Assembly (Voyevodyno, Zakarpattya

www.tuca.com.ua




Organogram of the Public Union

\L Verification Unit
Board ] TM Commission
(4 members elected by Assembly) (Contracted members or outside experts)
Secretariat -5 Inspector
(Director and hired Support Staﬁ) €< (Contracted external Staff)

1+ IM application, PR Inspection, approval

i

TM Users (licensees)
(Eligible actors with food production and processing activities in the 4 Oblasts)




Mission of the Public Union

The Carpathian TM Initiative foresees to benefit different stakeholders
through the development of labelling system and the implementation of
complementary promotion and support activities. In summary, the most
Important tangible benefits relate to the following anticipated
achievements:

« Establishment of a TM labelling system,

« Development of a strong regional brand,

* Netwol _.,: support,
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April 10, 2014 ,
Registration of the trademark T:
Collective Mark of Goods,and®

Property Service of Ukraine
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August 20, 2014 SN
Signature of the agreement between the Publc"Union"and FIBL
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October 23-2 |
Participation at the Salone del Gusto — T¢
stand (Turin, Italy)
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February 7-8, 2C
Organisation of the 2" General Assembly
Frankivsk oblast)
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Consumer survey 2016

Jean-Baptiste Angelloz-Nicoud
Yulia Bitkova
Olena Pavlova
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Methodology

Objective of study: to understand consumers perception
towards the trademark "Taste of Ukrainian Carpathians”

Field work period : 05/09/2016 — 16/09/2016

Marketing tools Participants N
Women between 2 |Llwv
Focus group 25-45 years old _
1 Kiev

4 Carpathians’ region

: : - Directors
Shop interviews : _
- Sales assistants 1 Kiev
1 Lviv and Carpathians’
Producer interviews | Directors region
1 Kiev
- Organic fair Carpathians’ region
Consumer surveys | participants 33

Kiev

- Buyers
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Target Market

From interviews of shop directors and observations,
the target market would be:

g A 4 )
Tourists: Ukrainian and
—  foreigners looking for Urban people, looking for
traditional products traditional, healthy and
gualitative products, with
S / — a good level of education [ ..
P rrl“\°|I|l 'rn‘ﬂm g, and an important
S N purchasing power

(upper-middle class)

Locals: healthy consumers,
mothers purchasing for their
child, consumers with a high
purchasing power



Results

Product

:H' Tasty, ecological, natural,
personalized, quality, healthy

=% Low variety of products, sanitary
iIssues

Price
éi- Higher price is accepted in
general by consumers

" Selling prices of producers are
sometimes not justified

“% Packaging of some products is
not attractive

4P

o
Place ‘
Products are not enough physically Promotion
| accessible in the market 1% Consumers trust more the name of
“% TUCA products mixed with other producer than the logo
products on shops’ shelfs === There are no enough promotional
materials for shops




Recommendations

Implementation of a unique shelf for TUCA products in shops
Designing the shelf using the Carpathian’s mountains image
Implementation collaborating with shops

Improving shop
merchandising

Provide to consumers a list and a map of the shops providing
TUCA products

Using the existing internet website of TUCA

Improving
e-merchandising

Propose information
supports about TUCA
products to sellers and

shop assistants

Using a paper format, providing: sales arguments, product
characteristics, value added for consumers, frequently asked
questions with appropriate responses

OlhERIEEIpReiRlele . Organisations of degustations in partnership with shops to target
degustation in shops ~directly consumers

Organisation of farm ~ In partnership with local travel agencies

excursions with - ,
degustations ___ To improve consumers' awareness of TUCA products




