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Introduction 
Packaged food is one of the largest consumer markets in the CIS region. In the last 
decade eating habits have changed significantly, due to fast-paced lifestyles, increasing 
product availability and the spread of modern retailing. A typical consumer in this region, 
who used to be loyal to traditional food products and local specialities, is becoming 
more interested in modern and convenient Western products than ever before. However, 
now consumers also face economic instability and shock price rises in many countries, 
and have to make more rational choices in packaged food, trading down to traditional, 
standard, domestic and economy brands. Despite the current slowdown of consumer 
demand, the future outlook of packaged food sales remains positive. There are many 
categories that have considerable room for future growth. Baby food, ready meals, dairy, 
processed fruit and vegetables, breakfast cereals, sauces and dressings, and sweet and 
savoury snacks are amongst the most dynamic categories, benefiting from product and 
packaging innovations and growing consumer interest. 

 
Packaged Food Wins Over Unpackaged 
An increasing number of consumers are now choosing packaged food rather than 
unpackaged alternatives. Volume consumption of packaged food per capita in the region 
is still lower than in Western European markets, but it is steadily growing: 19% in 
Azerbaijan and Uzbekistan, 13% in Kazakhstan, 6% in Russia, and 12% in Georgia over 
2010-2015. One exception is Belarus, which saw a decline of 3% in volume per capita 
consumption over the last five years, as the market has suffered heavily from local 
currency devaluation and seen extreme price increases for imported products. The 
expanded presence of modern grocery retailers is creating demand for packaged food 
that is more convenient in storage, easy to consume and fuels demand by new product 
and packaging developments. 
 
Uzbekistani consumers increasingly opt for packaged food variants as health concerns 
and the belief that packaged products are cleaner and healthier grow. Kazakhstan is 
characterised by growing demand for on-the-go snacking and fast meal preparation, as 
well as the growing popularity of internet grocery retailing in big cities. Georgian buyers 
are becoming more demanding as to what they eat, and look for packaged food that 
provides information on ingredients, nutrition and expiration date. While packaged food 
has a widening prevalence across the region, some categories are still dominated by 
artisanal and generic products, particularly staples such as bread, pastries and cheese. 

 
Consumers shift to Economy Brands 
Increasing prices on packaged food is prompting a shift to economy and mid-price 
brands. Local currency devaluation occurred in several countries across the region in 
2014 and 2015, leading to significant price increase for imported brands, and domestic 
brands for production of which imported resources are extensively used. For instance, 
average prices of packaged food grew by 20% in Kazakhstan, 23% in Uzbekistan, 30% 
in Belarus and 27% in Russia. The majority of consumers have started looking for 
cheaper alternatives, shifting to economy categories and seeking out promotions and 
discounts. To avoid losing competition due to high prices, manufacturers use various 

http://www.euromonitor.com/packaged-food-in-azerbaijan/report
http://www.euromonitor.com/packaged-food-in-azerbaijan/report
http://www.euromonitor.com/packaged-food-in-uzbekistan/report
http://www.euromonitor.com/packaged-food-in-kazakhstan/report
http://www.euromonitor.com/packaged-food-in-russia/report
http://www.euromonitor.com/packaged-food-in-georgia/report
http://www.euromonitor.com/packaged-food-in-belarus/report


                                                                                                          
strategies: They introduce smaller pack sizes but keep the same price for a product, 
offer bigger pack sizes that provide better deals by price per unit, trade down in terms 
of economy packaging and use less expensive ingredients for their products. 

 
Domestically produced Foods is in Focus 
Sharp price increases on imported products have opened sales opportunities for domestic 
brands. Locally-produced packaged food was less affected by currency depreciation than 
imported international brands and became a more preferable choice for price-sensitive 
consumers in these times of economic downturn. 
 
In Russia, the embargo on imported food led to deceleration of competition between 
domestic and foreign manufacturers in some packaged food categories. Domestic players, 
primarily in dairy and meat, started increasing their production capabilities and started 
to occupy niches left by imported brands. However, domestic food production requires 
time and investment to expand and address consumer concerns regarding product quality. 
Full import substitution is far from reached however, as the embargo has been in force 
for too short a period, considering the length of production cycle and pay-off period for 
investments, which can take more than a year. The increased cost of imported resources 
and interest rates for loans has also restricted investment and expansion of local 
production. Another major issue in import substitution by local products remains the 
quality of food that is not always comparable to imports, and cases of falsification, as 
in cheese. Prolongation of the embargo until August 2016 gives hope for domestic 
manufacturers to strengthen their position in packaged food from one side, but limits 
their future plans by a one-year period from another side. 
 
In Kazakhstan, domestic brands suffered from last year’s Russian rouble devaluation, 
making imported food from Russia more attractive by price. The government’s Made in 
Kazakhstan campaign was launched to raise awareness of domestic food brands among 
consumers. The campaign was held by retailers, widening shelf space for local brands 
and introducing in-store promotions in support of local products. 
 
In Uzbekistan, Azerbaijan, Belarus and Georgia, domestic players continue to play a 
leading role in many packaged food categories, benefiting from attractive prices and 
meeting local consumers’ taste. However, domestic brands experience escalating pressure 
in providing comparable product quality and packaging innovation to international brands. 

 
Health & Wellness is a growing marketT 
Health and wellness packaged food has been gaining popularity in the region in the 
past decade, but demand is still weak compared to Western markets. For instance, in 
Russia health and wellness brands acquired a 13% value share of total packaged food 
in 2015, while its share in Germany is 30%. Current health and wellness sales growth 
is very much restricted by comparatively far higher prices and economic instability. 
Economic downturn followed by limited disposable income forces price-sensitive consumers 
to shift to standard products. However, health and wellness brands are expected to 



                                                                                                          
have huge potential for future growth in the region due to unsaturated markets, and 
burgeoning interest in healthy diets and active lifestyles. 
 
While Russian consumers remain loyal to traditional products that are naturally healthy 
as sour milk and high fibre, their interest will continue to rise for brands positioned for 
weight management, such as reduced sugar and fat, digestive health, such as products 
fortified with probiotics, and general wellbeing, such as products fortified with vitamins 
and minerals. 
 
In Kazakhstan, healthy eating habits are spreading among medium and high income 
consumers living in big cities. Development of restaurants offering meals made from 
organic, fresh, preservative-free, diabetic food and services for individual menu building 
is accordantly fuelling demand for health and wellness packaged food. In Georgia and 
Belarus, consumers are becoming more health conscious than ever before, and demand 
for health and wellness brands is expected to accelerate. 

 
Price Shock affects future performance 
Packaged food value sales will continue growing in the next five year period in the 
region; however, the pace will be slower than in previous years in countries affected 
by recent macroeconomic changes. Russian sales will significantly slow down and growth 
will primarily depend on future consumer purchasing power, prolongation of the embargo 
and sanctions and local currency stability. 
 
Azerbaijan, Kazakhstan and Uzbekistan are also forecast to see some constraints to 
growth in future than in the past years as a result of increased prices. In these 
markets, future performance of packaged food sales will be determined by stabilisation 
of local currency and prices, increasing living standards, ongoing urbanisation, shifts from 
unpackaged to packaged products and positive demographic trends. 
 
In Georgia and Belarus, packaged food is to perform well in the next five years. The 
market will benefit from a developed agricultural sector, state control over retail prices 
and increasing food imports in Belarus, and positive future economic growth, active 
lifestyle development in big cities and growing preference for packaged food over 
unpackaged food in Georgia. 
 
Source:http://blog.euromonitor.com/2016/01/top-five-packaged-food-brands-in-the-cis-region.html  
Author: Lidia Shuktomova, January 2016. Lidia Shuktomova is the analyst at Euromonitor 
International. She has a bachelor’s degree in marketing from Syktyvkar State University and a 
master’s degree in international relations from Linkoping University. Market research is her main 
professional interest. Lidia specializes in food markets in Eastern Europe and Asia Pacific. 
 
Note: The above content from Euromonitor is free but can be used for your own reference use only in 

connection with your own business. It is advised not to share the same publically.   

  

http://blog.euromonitor.com/2016/01/top-five-packaged-food-brands-in-the-cis-region.html


                                                                                                          
 

GOST R CERTIFICATE AND DECLARATION 
To trade many product categories in Russia, you need to ensure that your products 
meet the stringent national safety regulations and standards of the GOST R system.  
 
GOST R certificate of conformity and GOST R declaration of conformity: whether your product 
requires a certificate or declaration, these documents confirm that your products meet 
Russian safety regulations. These are a pre-requisite for products being placed on the 
Russian market and are required for customs clearance 
 
Accredited Inspection, testing & Certification companies like SGS Gulf Ltd. or Intertek 
can help you: 

 Assure your products conform with Russian safety standards and regulations 
 Achieve the certification or declaration documents you need to trade in Russia  

 Demonstrate your product’s safety to consumers by earning the right to display 
the registered GOST R mark of conformity  

 
For Further information you may contact: 
 
Intertek International Ltd., Dubai Branch 
Intertek Commodities 
Government and Trade Services 
Millennium Plaza Tower 14th Floor 
Sheikh Zayed Road- PO Box 26290 
Office Tel : +971 4 317 8777 
Office Fax: +971 4 331 6735 
Direct Tel : +971 4 317 8728 
Email: percival.dsouza@intertek.com  
www.intertek.com  
 
SGS Gulf Limited 
Governments & Institutions (GIS) 
Jebel Ali Free Zone – South  
Office: S3A1SR01 
P.O. Box: 18556, Jebel Ali Free Zone 
Dubai - United Arab Emirates 
Phone: +971 4 880 93 93  Ext 253 
Mob : +971 56 369 5728 
Fax:   +971 4 880 90 08 
E-mail: sithara.hatim@sgs.com 
www.me.sgs.com  
 

mailto:percival.dsouza@intertek.com
http://www.intertek.com/
mailto:sithara.hatim@sgs.com
http://www.me.sgs.com/
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sGs is the woRld’s leadinG inspeCtion, veRifiCation, testinG and CeRtifiCation Company. 

Russia is a constant lucrative market  
for enterprises from Switzerland. Great 
sport events as well as the modernisation 
initiative of the Russian Government 
open sales opportunities for the industry 
in Switzerland. Moreover, Russia was 
entered to WTO as well as to the Customs 
Union between Russia, Belarus and 
Kazakhstan. 

But with all economical potential 
provided by these markets there are still  
a lot of bureaucratic problems. Actually 
the questions of customs and product 
permission are subject to constant 
changes and require special preparation 
from the side of foreign manufacturers. 

BaCkGRound of CeRtifiCation 

The GOST certification sets quality 
requirements for products which are to 
be sold in Russia and must be proven by 
certificates and mandatory marking of 
products. The GOST R or TR certificates 
are to be submitted by the exporters 
already before customs clearance and 
must be shown later in the shops in 
Russia. There is possible certification  
for one-delivery only and also for serial 
production, valid for 3 to 5 years. 

Depending on the product area probably 
some additional approvals and permits 
might be required: state registration  
for baby products and hygiene items or 
medical devices, metrological certificates 

for measuring tools, EX certificates  
for machines in the explosion protected 
area as well as state approvals for 
commissioning of industrial facilities  
and components (RTN permits). In any 
case a product sample must be submitted 
to authorised Russian laboratories for 
laboratory testing. 

Please note, operation manuals and 
safety data sheets have to be obligatory 
translated into Russian. 

teChniCal ReGulations –  
haRmonisation of the national 
Gost noRms 

During the last two years Technical 
Regulations were adopted which are 
valid for every country of the Customs 
Union; for the moment there are about 
30 TRs (read under www.tsouz.ru).  
Old GOST certificates will be gradually 
replaced by new TR certificates Customs 
Union. This will allow delivering the 
products to all countries of this Customs 
Union with one certificate. 

siGnifiCant ChanGes 

The most significant change is – a 
representative in the Customs Union has 
to be appointed in the certificate, who 
will be responsible for safety and quality 
of the products on the territory of 
Customs Union. It must be a “Russian 
legal person” registered in the Customs 

Union. For the manufacturer from 
Switzerland without representative in 
Russia there is a problem with serial 
permits. The solution is companies which 
are acting as representative offices in 
Russia. The risk is a dependence of  
the manufacturers of these service 
companies which are theoretically owner 
of the certificates. So the manufacturers 
have to check the seriousness of these 
companies carefully. 

denomination of pRoduCts 

After successful certification the 
mandatory marking of products is 
required. Conformity of the goods has  
to be identified by the new EAC logo 
(Euro Asian Conformity). Requirements 
to the label as well as marking of goods 
are described in details in every Technical 
Regalement.

Gost@sGs.Com 
www.sGs.Com/Gost

http://www.tsouz.ru
mailto:GOST%40sgs.com%20?subject=Customs%20Union%20%E2%80%93%20GOST%20and%20TR%20Certificates
http://www.sgs.com/GOST
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3 Exhibition 

WorldFood Moscow is Russia’s leading and longest running event for the international 
food industry. 

Held since 1992, the event has grown to become one of the most renowned  
international trade shows; a place for networking, negotiating and signing agreements 
with the region’s retailers, distributors, restaurateurs and wholesalers.

About WorldFood Moscow

1 522 exhibitors from 62 countriesExhibitors 

30 981 unique visitors from  
81 regions of Russia and 96 countriesVisitors 

Over 150 journalists, 70 publications , 
11 television channelsMedia Support 
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4 Exhibitors

Exhibitors

1 522 exhibitors from 62  countries
 61 national groups

• Fruit & Vegetables 

• Grocery

• Confectionery & Bakery 

• Tea & Coffee

• Fish & Seafood

• Meat & Poultry

• Canned

• Oil, Fats & Sauces

• Drinks

• Dairy Products

• Frozen Products

• Health & Organic Foods

 Product Sectors

Exhibitors by Country of Origin. Top Ten Countries

Russia 

480
companies

Morocco

29
companies

South Korea

38
companies

Iran

28
companies

Egypt

50
companies

India

25
companies

Italy

44
companies

South Africa

36
companies

Argentina

50
companies

China

311
companies
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5 Exhibitors

For us, WorldFood Moscow 
is  the primary event in Russia. 
It is the strategic event where we 
can meet all the importers and 
distributors not only in Russia 
but also Ukraine, Kazakhstan 
and the surrounding regions.  
Our companies meet a whole 
range of suppliers.” 

Mr Vusi Mweli,  
Minister Counsellor,  
South African Embassy 
in Moscow 

Since first exhibiting at the fair, 
our exports to Russia have 
increased and each year more 
and more Tunisian companies 
want to enter this market. 
It is really very interesting to 
participate in this exhibition.”

Naoufel Ben Ghorbal,  
Commerical attache,  
Moscow Office,  
Tunisia Export CEPEX 

Exhibitor Survey Results*

95%

87%

76%

63%

56%

54%

stated the event was important  
for business

were satisfied  
with their participation

met existing clients/partners

presented new products  
on the Russian market

found new clients /  
business partners

are regular exhibitors

Exhibitor Testimonials
“ “

* Multiple choice question
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6 Visitors

Visitors

30 981 visitors from 81 regions  
of Russia an 96 countries

Geography of Visitors

60+13+27+I
Other regions  
of Russia

8 365
visitors

International 

4 027
visitors

Moscow  
and Moscow region

18 589
visitors

60%

13%

27%

The following type of buyers attend:
• Wholesalers and distributors

•  Regional and national retail chains

•  Catering businesses, restaurants and foodservice 

representatives

Type of Visitors 

3% increase  
in visitors   
compared  
to 2014
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7 Visitors

Products of Interest

Frozen Products &  
Ready Meals

 
Oil, Fats & Sauces

Non Alcoholic Beverages

Alcoholic Beverages

Confectionery &  
Bakery Products

Grocery

Fish & Seafood

Fruit & Vegetables

Dairy Products

Conserves

Meat & Poultry

Tea & Coffee

Health & Functional Foods

 11 462

 9 604

 9 294

 9 294

 8 675

 8 365

 8 055

 7 745

 7 435

 7 435

 6 506

 5 886

 4 028

37%

31%

30%

30%

28%

27%

26%

25%

24%

24%

21%

19%

13%
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8 Visitors

Area of Business

46+22+18+14+I Wholesale  
trade of food 
products

14 251

Other

6 816

Manufacturer  
of food products

5 577

Retail trade  
in the food production

4 337 46%

22%

14%

18%

30+13+33+3+21+I
Director/ 
Owner

9 169

Deputy  
Director 

3 921
Manager/ 
Specialist

10 277

Individual/ 
Entrepreneur

1 112

Divisional Director

6 502

Job Seniority 

Visitor Profile

30%

33%
13%

3%

21%
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9 Visitors

Visitor Survey Results*

25 404
82%

24 475
79%

23 236
75%

18 989
61%

12 702
41%

have signed or plan to sign agreements  
as a result of attending

are involved in the decision  
making process

visited the event with an aim  
to find new suppliers/partners

visited with an aim of finding  
new products/services

state WorldFood Moscow is the only  
event they attend for food sourcing needs

* Multiple choice question
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10 Business Programme

Business Programme

WorldFood Moscow partners with local and international industry leaders  
to deliver a diverse and educational event programme. 

Russian  
Food Forum

Retail Centre

Product  
of the Year Contest

New Product  
Showcase
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11 Деловая программа

The Russian Food Market:  
The Situation in 2015

Masterclasses and roundtable discussions on the best practices in the Russian food industry.

Russian Seafood:  
A Year after the Introduction  
of Sanctions

Modern Confectionery  
Market: Quality as a Point  
of Growth

Co-organisers

Fresh Fruit and Vegetables:  
An Era of Change

Business Training  
by Dmitry Leonov

The Supplier and the Retail Chain: 
Practices of Effective Cooperation. 
381 Changes on the Market

Russian Food Forum 

75 speakers

588 delegates 
over three 
days

Sponsors

Media Partners
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12 Business Programme

The Product of the Year Contest 2015

More than 500 products entered the 2015 Product of the Year Contest  
at WorldFood Moscow. The Central Tasting Commission of the Ministry  
of Agriculture of the Russian Federation selected winners based  
on taste and quality.

Prizes Awarded:
15 Grand Prix

88 Gold

61 Sliver

26 Bronze 

Winners are entitled to display their medal logo on product  
packaging and promotional materials.

500 product 
samples from  

200 companies
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13 Business Programme

Retail Centre

The Retail Centre is a dedicated area reserved 
for exhibitors to hold direct negotiations with 
representatives from Russia’s retail chains, 
manufacturers and suppliers. 

Exhibitors were able to pre-arrange  
meetings with key buyers prior  
to the event opening. 

411  
meetings held 
over two days

55
food industry  
suppliers

37
representatives  
of retail chains

Retails chains in attendance
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14 Business Programme

New Product Showcase

Best Newcomer 2015

Juice & Nectars 
Fruktoline 
Korobochko Soka (Juice box)

The 6th Innovation Product Showcase

The competition awards exhibitors on their 
product innovations. Applications in 10 product 
categories entered. The winning products, voted 
by visitors to the official WorldFood Moscow 
website, were displayed in the Atrium Hall 
between pavilions 2 and 8. 

For Brazil changes in the Russian market have been fruitful; it is so 
fantastic what is happening here. The total amount of exports to 
Russia is currently increasing between 20-25% each year. Brazil 
is currently exporting to Russia US$ 3.8 billion of produce (mainly 
meat products). From this exhibition alone we’re expecting to 
make US$ 80-100 million.” 

David Barioni Neto, 
President, Apex Brasil,  
Brazilian Trade and Investment Promotion Agency 

“

Exhibitor 
Testimonial



Sources: ITC calculations based on UN COMTRADE statistics. 

Exported 
value 2013 
(USD '000)

Exported value 
2014 (USD '000)

'1517 Margarine       1,189          897 

'1505
Wool grease and fatty substances derived 
therefrom (including lanolin)        -             14 

'1515 Fixed vegetable fats&oils & their fractions       3,208         1,986 
'1511 Palm oil & its fraction         89          -   
'1512 Safflower,sunflower/cotton-seed oil&fractions         54           63 
'1509 Olive oil and its fractions         18          130 

'1513
Coconut (copra),palm kernel/babassu oil & their 
fractions        -             10 

'1601
Sausages and similar products, of meat, offal or 
blood        912          640 

'1604 Prepared/preserved fish & caviar        219          173 

'1602
Prepared or preserved meat, meat offal or blood, 
nes        556          597 

'1605 Crustaceans & molluscs, prepared/preserved         19           56 

'1701
Cane or beet sugar and chemically pure sucrose, 
in solid form        210          731 

'1704
Sugar confectionery (incl white choc), not 
containing cocoa        184          144 

'1703
Molasses resulting from the extraction or refining 
of sugar         39            4 

'1702
Sugars,nes,incl chem pure lactose etc; artif honey; 
caramel         37           22 

'1804 Cocoa butter, fat and oil        -              4 
'1805 Cocoa powder, without added sugar         77          -   

'1806
Chocolate and other food preparations containing 
cocoa       1,972          752 

'1901
Malt extract; food preparations of flour, meal, 
starch or malt extract        111          133 

'1905 Bread, biscuits, wafers, cakes and pastries        454          382 
'1902 Pasta & couscous        122           65 
'1904 Breakfast cereals & cereal bars         73           68 

'2004 Prepared or preserved vegetables nes (incl. frozen)         66          428 
'2002 Tomatoes prepared or preserved         13           52 
'2009 Fruit & vegetable juices, unfermented       1,025         1,654 
'2007 Jams,fruit jellies & marmalades         25           12 

'2001
Cucumbers, gherkins and onions preserved by 
vinegar         43           28 

'2006 Sugar preserved fruits and nuts        -              3 

'2005 Prepared or preserved vegetables nes (excl. frozen)        378           76 
'2008 Preserved fruits nes        461          344 
'2106 Food preparations, nes       5,353         5,030 

UAE's Exports of Prepared Food & Beverage products to CIS Countries

Code Product label

Trade Indicators



Sources: ITC calculations based on UN COMTRADE statistics. 

Exported 
value 2013 
(USD '000)

Exported value 
2014 (USD '000)

UAE's Exports of Prepared Food & Beverage products to CIS Countries

Code Product label

Trade Indicators

'2102 Yeast          4           22 
'2103 Sauces mixed condiments & mixed seasonings        629          478 
'2105 Ice cream         67          -   

'2101 Extracts essences & concentrates of coffee and tea        108          108 
'2104 Soups, broths & preparations thereof          1            2 
'2209 Vinegar and substitutes for vinegar          1          -   
'2204 Wine of fresh grapes         47           34 
'2202 Non-alcoholic beverages (excl. water, fruit or vegetable juices and mi1,268       1,025         
'2206 Fermented beverages, nes 1          -           
'2203 Beer made from malt 10         5            
'2201 Mineral & aerated waters 48         46           
'2207 Ethyl alcohol & other spirits (if undenatured then higher than 80% by58         -           
'2208 Spirits, liqueurs, other spirit beverages, alcoholic preparations 516        274          
'2205 Vermouth&other grape wine flavoured with plants or aromatic substances2          -           



Sources: ITC calculations based on UN COMTRADE statistics. 

Imported value 
2014 (USD 

'000)

Imported 
value 2015 
(USD '000)

'1511 Palm oil & its fraction     876,155    689,038 Russia Ukraine Kazakhstan Uzbekistan Belarus
'1512 Safflower,sunflower/cotton-seed oil&fractions     564,948    387,096 Uzbekistan Belarus Georgia Kyrgyzstan Azerbaijan
'1517 Margarine     456,091    282,886 Russia Ukraine Uzbekistan Belarus Georgia
'1516 Animal or veg fats, oils&fract, hydrogenated     173,367    185,529 Russia Ukraine Uzbekistan Kazakhstan Belarus

'1513
Coconut (copra),palm kernel/babassu oil & their 
fractions     176,029    147,959 Russia Ukraine Uzbekistan Kazakhstan Belarus

'1509 Olive oil and its fractions     132,463    64,712 Russia Ukraine Azerbaijan Belarus Kazakhstan
'1515 Fixed vegetable fats&oils & their fractions     63,083    45,613 Russia Uzbekistan Azerbaijan Georgia Belarus

'1502 Bovine,sheep&goat fats     46,537    21,603 Russia Turkmenistan Kazakhstan Uzbekistan Belarus
'1507 Soya-bean oil&its fractions     12,360    20,687 Belarus Uzbekistan Russia Tajikistan Armenia
'1510 Other oils from olives     14,696    14,964 Russia Azerbaijan Ukraine Belarus Kazakhstan

'1520 Glycerol (glycerine)     18,606    14,393 Ukraine Russia Belarus Azerbaijan Turkmenistan
'1514 Rape,colza or mustard oil & their fractions     11,171    10,916 Ukraine Uzbekistan Belarus Russia Tajikistan

'1518
Animal or vegetable fats & oils chemically 
modified; inedible mixtures     10,818     7,046 Russia Ukraine Belarus Azerbaijan Uzbekistan

'1504 Fish/marine mammal,fat,oils&their fractions      4,995     5,544 Russia Ukraine Kazakhstan Belarus Azerbaijan
'1501 Lard and other pig&poultry fat      6,391     4,006 Russia Ukraine Azerbaijan Belarus Georgia

'1505
Wool grease and fatty substances derived 
therefrom (including lanolin)      3,789     2,884 Russia Belarus Kazakhstan Ukraine Uzbekistan

'1522 Degras and residues      4,723     1,220 Ukraine Uzbekistan Moldova Kazakhstan Belarus

'1521 Vegetable waxes, beeswax & other insect waxes      1,560     1,057 Russia Georgia Uzbekistan Ukraine Kazakhstan
'1604 Prepared/preserved fish & caviar     447,014    270,433 Russia Ukraine Belarus Azerbaijan Moldova

'1602
Prepared or preserved meat, meat offal or blood, 
nes     241,325    109,094 Russia Belarus Ukraine Turkmenistan Georgia
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'1601
Sausages and similar products, of meat, offal or 
blood     306,045    91,235 Russia Armenia Georgia Turkmenistan Azerbaijan

'1605 Crustaceans & molluscs, prepared/preserved     100,868    53,107 Russia Ukraine Belarus Moldova Kyrgyzstan

'1701
Cane or beet sugar and chemically pure sucrose, 
in solid form    1,296,119    729,191 Russia Kazakhstan Belarus Georgia Armenia

'1704
Sugar confectionery (incl white choc), not 
containing cocoa     556,864    309,982 Russia Belarus Kazakhstan Ukraine Azerbaijan

'1702
Sugars,nes,incl chem pure lactose etc; artif honey; 
caramel     156,102    102,966 Russia Belarus Ukraine Uzbekistan Kazakhstan

'1703
Molasses resulting from the extraction or refining 
of sugar      2,160     1,665 Armenia Kazakhstan Azerbaijan Russia Uzbekistan

'1806
Chocolate and other food preparations containing 
cocoa    1,479,909    803,565 Russia Belarus Ukraine Azerbaijan Kazakhstan

'1804 Cocoa butter, fat and oil     329,986    248,036 Russia Ukraine Kazakhstan Belarus Uzbekistan

'1801 Cocoa beans, whole or broken, raw or roasted     331,214    230,829 Russia Ukraine Belarus Armenia Kyrgyzstan
'1803 Cocoa paste, whether or not defatted     242,036    179,483 Russia Ukraine Moldova Belarus Uzbekistan
'1805 Cocoa powder, without added sugar     144,800    142,117 Russia Ukraine Belarus Uzbekistan Moldova

'1802 Cocoa shells, husks, skins and other cocoa waste       394     1,229 Russia Ukraine Belarus Armenia Kazakhstan

'1901
Malt extract; food preparations of flour, meal, 
starch or malt extract     927,967    658,934 Russia Kazakhstan Belarus Ukraine Azerbaijan

'1905 Bread, biscuits, wafers, cakes and pastries    1,059,246    595,737 Russia Belarus Azerbaijan Kazakhstan Ukraine
'1902 Pasta & couscous     332,835    172,449 Russia Belarus Ukraine Tajikistan Georgia
'1904 Breakfast cereals & cereal bars     90,302    46,915 Russia Ukraine Belarus Azerbaijan Moldova
'2009 Fruit & vegetable juices, unfermented     590,830    360,557 Russia Belarus Kazakhstan Ukraine Georgia

'2005 Prepared or preserved vegetables nes (excl. frozen)     544,969    305,717 Russia Belarus Ukraine Kazakhstan Azerbaijan



Sources: ITC calculations based on UN COMTRADE statistics. 
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'2008 Preserved fruits nes     439,225    279,412 Russia Ukraine Belarus Kazakhstan Azerbaijan
'2002 Tomatoes prepared or preserved     254,467    180,661 Russia Kazakhstan Georgia Belarus Ukraine
'2007 Jams,fruit jellies & marmalades     222,102    154,572 Russia Ukraine Belarus Kazakhstan Azerbaijan

'2004 Prepared or preserved vegetables nes (incl. frozen)     139,001    108,615 Russia Ukraine Kazakhstan Belarus Georgia

'2001
Cucumbers, gherkins and onions preserved by 
vinegar     174,390    96,376 Russia Kazakhstan Belarus Azerbaijan Georgia

'2003 Mushrooms&truffles, prepared or preserved     59,761    46,137 Russia Belarus Kazakhstan Ukraine Georgia
'2006 Sugar preserved fruits and nuts      7,300     6,174 Russia Ukraine Azerbaijan Belarus Armenia
'2106 Food preparations, nes    1,705,482    905,839 Russia Ukraine Belarus Kazakhstan Azerbaijan

'2101 Extracts essences & concentrates of coffee and tea     861,060    655,364 Russia Ukraine Belarus Georgia Kazakhstan
'2103 Sauces mixed condiments & mixed seasonings     505,787    305,482 Russia Belarus Ukraine Georgia Kazakhstan
'2102 Yeast     79,567    59,844 Russia Belarus Uzbekistan Georgia Ukraine
'2104 Soups, broths & preparations thereof     73,370    42,423 Russia Belarus Tajikistan Ukraine Azerbaijan
'2105 Ice cream     93,436    40,974 Russia Ukraine Belarus Kazakhstan Moldova

'2202
Non-alcoholic beverages (excl. water, fruit or 
vegetable juices and mi     451,527    290,684 Russia Azerbaijan Belarus Georgia Kazakhstan

'2201 Mineral & aerated waters     240,401    141,750 Russia Ukraine Kazakhstan Belarus Azerbaijan
'2206 Fermented beverages, nes     86,540    49,483 Russia Ukraine Kazakhstan Belarus Armenia
'2209 Vinegar and substitutes for vinegar     16,500     9,555 Russia Ukraine Belarus Azerbaijan Kazakhstan
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