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A newly completed olive oil storage tank and freshly wrapped metal
tubing are ready for delivery to Albanian clients at the Europa
metalworking plant in Elbasan. USAID assistance has helped Europa
meet international management standards for export beyond Albania
and has made its line more efficient for all production.
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Technical assistance has helped dairies produce new domestic cheese
varieties and improve the production and management capacities for
all their products, including the traditional kashkavall cheese.
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Workers in Shkoder salt Albania’s traditional kashkavall cheese.

SBCA specialists helped this company develop marketing, costing,
and production strategies for its business, introduce a new variety of
cheese, and expand its market throughout the country.



EXECUTIVE
SUMMARY

In 2002, when USAID launched
the Small Business and Credit
Assistance (SBCA) project,
Albania was facing a critical
juncture. While the country had
recently opened up after de-
cades of self-imposed isolation,
it was still emerging from the
political and economic collapse
of the late 1990s. For Albania to
succeed in becoming a modern
European nation, it would have
to meet the challenge of creating
a dynamic economy and sound
democratic institutions.

One key to developing Albania’s
economy and placing it on a
path toward sustainable growth
is establishing a robust private
sector. Toward this end, USAID,
through the SBCA project,
worked from 2002 to 2007

to provide sustainable, direct
business financing and guaran-
tees and one-on-one advice and
technical assistance to credible
small- and medium-sized enter-

prises (SMEs) in every region. By
working through local financial
institution partners, building

a network of business service
providers (BSPs), and providing
one-on-one business counsel-
ing, USAID helped thousands

of SMEs gain access to the credit
and technical assistance they
needed to grow and strengthen.
Significantly, most of the proj-
ect’s clients operated in either the
agricultural or productive sec-
tors — areas that most Albanian
banks found too risky to lend to,
but showed tremendous potential
for sales growth and job creation.

The project was designed in two
phases. For the first three years,
USAID business development
specialists and their local devel-
opment partners covered the
country, helping businesses apply
for loans and providing them
with the training and technical
assistance needed to best use the
new credit (and pay it back). In

EXECUTIVE SUMMARY |



EXECUTIVE SUMMARY

Phase I of the project, more than
4,000 businesses were assisted.

Phase II began three years

later. With its efforts on track

to increase access to finance and

a broad campaign underway to
enhance business competitiveness,
the project shifted its focus to
making the largest possible posi-
tive impact on Albania’s SME sec-
tor. USAID business development
specialists had spent three years
familiarizing themselves with the
businesses and regional develop-
ment partners and providing basic
and broad technical support. In
the second phase, they selected
those businesses that showed

the greatest potential for strong
impact, and provided longer-term
targeted assistance to help those
businesses reach their goals.

Through its partnerships with
Banka Kombetare Tregtare
(BKT), an Albanian commer-
cial bank, and Partneri Shqiptar
per Mikrokredi (PSHM), a
local microcredit organization,
USAID injected more than $15
million into Albania’s financial
system during SBCA’s five-year
tenure. Moreover, approximately
99 percent of SBCA-financed
loans have been repaid, enabling
the initial lending capital to be
recycled to new borrowers and
maximizing its impact. In addi-
tion to increasing SME access to

finance, USAID helped busi-

nesses develop their capacity by
introducing new technologies
and improving their manage-
ment and marketing skills.
Through this support, Albanian
businesses increased their sales by
nearly $35 million and created
1,184 new jobs over the course
of the project.

The project also developed a
cadre of SMEs in Albania that
could serve as models for others,
and USAID technical assistance
helped these businesses intro-
duce innovations to a struggling
economy. Ten new domestically
produced types of cheeses were
introduced, properly labeled, and
branded; an Albanian olive oil
producer was recognized in Italy
as producing the best extra virgin
olive oil in the Mediterranean;
and producers of commodities
from watermelons to metalwork-
ing achieved international stan-

dards of quality and safety.

Because Albania has been exposed
to capitalism for less time than any
country in Eastern Europe, it poses
a development challenge. One

of USAID’s successes has been in
changing the mentality of entrepre-
neurs to focus on the market rather
than production, as had been the
norm under communism.

Restoring confidence in Albania’s
financial sector, as well as foster-
ing the development of the



country’s entrepreneurial spirit,
are fundamental to Albania’s
long-term success. This report
attempts to capture USAID’s
impact on supporting these two
goals on the institutional and

individual levels. However, while

SBCA’s accomplishments are
significant, much remains to be
done. Nevertheless, the tangible
success of USAID’s financial

institution partners — BKT
has risen to become the sec-
ond largest Albanian financial
institutions with $863 million
in assets and PSHM is in the
process of securing its banking
license from Albania’s Central
Bank — as well as that of its
clients speaks optimistically
to the potential of Albania’s
emerging economy.

PROJECT IMPACT ON ECONOMIC GROWTH IN ALBANIA

(March 2002-February 2007)

Improving Private Sector Competitiveness

Impact: Expected Results:  Actual Results:  Difference:
Increase in domestic sales by USAID-assisted enterprises $4,800,000* $34,652,081 $29,852,081

Increase in export sales by USAID-assisted enterprises $220,000% $1,096,108 $876,108
Jobs created among USAID-assisted businesses 2,300%* [,184 (1L116)
Assisted businesses using new technology 420% 416 4
Assisted businesses applying new management practices [50% 12 (38)
Assisted businesses applying new marketing strategies [00* 101 |

Strengthening the Financial Services Sector and Increasing Access to Capital

Impact: Expected Results:  Actual Results:  Difference:
Number of loans disbursed to SMEs in agriculture and

manufacturing 506 [,157 651

Amount of loans disbursed to SMEs $12,350,000 $15498,689 $3,148,689

Average loan repayment rate 95 percent 99 percent 4 percent

* In Phase Il of the project (March 2005 - February 2007)

EXECUTIVE SUMMARY
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Viktori Bashi is considered by the Rula brothers to be their company’s
best welder.Throughout Albania, small privately-owned businesses

like the Rulas’ metal-working plant in Elbasan have been sources of
dynamic growth for the private sector. Further, they demonstrate to
their communities the advantages of planning and utilizing all available
resources. Many businesses like the Rulas’ are also engines of long-term
community growth, environmental responsibility, and gender equality.



CHAPTER ONE

ALBANIA’S PRIVATE
SECTOR: HARNESSING
ITS POTENTIAL FOR

GROWTH

THE SIGNIFICANCE OF
CREDIT AND SMES FOR
ALBANIA

When USAID’s Small Business
Credit and Assistance project be-
gan in March 2002, Albania was
recovering from a series of major
economic and political challenges
associated with its reemergence
from decades of self-imposed
isolation. These included the col-
lapse of its fledgling free market
economy, social and political
unrest, and an influx of thou-
sands of refugees flecing conflicts
in neighboring countries.

Helping small businesses — typi-
cally the most dynamic actors

in any market economy — to
develop offered the possibility of
ameliorating this potentially un-
stable environment by accelerat-
ing Albania’s economic progress.
However, the few Albanian small
businesses that did exist were
primarily service- and import-
oriented and as a result had lictle

job creation potential compared
to those involved in either the
manufacturing or agricultural
sectors. To harness the capacity
of those businesses to generate
income and employment, Alba-
nian micro- and small-business
owners needed access to capital,
markets, and know-how to make
them competitive.

USAID designed the SBCA
project to fill these gaps by
focusing on SMEs in the agri-
cultural and productive sectors.
These sectors typically have a
more profound impact down
the supply chain and thus lend
themselves to greater potential
impact for the country.

The SME climate in Albania.
The agricultural sector, although
prominent, was underdevel-
oped and susceptible to climatic
changes; and the manufacturing
sector, which often provides a
foundation for stable economic

ALBANIA’S PRIVATE SECTOR: HARNESSING ITS POTENTIAL FOR GROWTH 5



A lack of resources,

poor infrastructure, and
mountainous geography,

like that near Kruja, only
reinforced the isolation
Albania’s earlier leaders had
created, making domestic and
export trade difficult. USAID
expanded markets by creating
business linkages for SMEs
across the difficult terrain.

SBCA / DUSTIN DEGRANDE

growth, was small. In urban

areas, many businesses were not
even registered, indicating that
there were considerably more
small businesses than statistics
would suggest. The regulatory
framework within which busi-
nesses operated was perceived to
be corrupt, fragmented, and lack-
ing the governmental support
necessary to create realistic SME
policy and regulatory reform.

Although registration and licens-
ing continues to be a burden

to new enterprises, conditions
have improved significantly since
2002. And although Albania
continued to be one of Europe’s
poorest countries, Albanians
who had left the country began
returning with skills and capital
to create their own businesses. A
fish farmer south of Vlora who
brought back ideas from Greece,
a fruit and vegetable grower in
Shkodra who started his own
business in Albania after working

in a peach orchard in Belgium,
and several cheese producers
who planned to introduce new
cheeses are among those assisted

by SBCA.

Emergence from isolation. The
banking sector began to grow
stronger, and some foreign-
owned banks established branch-
es in Albania. As one indicator
of cautious confidence in the
country’s stability, apartment
buildings began popping up,
especially in Tirana. The capital’s
population had virtually tripled
over one decade, due to an influx
of Albanians from other districts
and, to a lesser extent, Kosovar
refugees. These new apartments
were purchased largely with re-
mittances from relatives working
abroad or from bank-financed
mortgages — newly introduced
to Albania after the adoption of
land and property registration re-
forms. Banks believed that mort-
gages were safer than lending to

6 ALBANIA’S PRIVATE SECTOR: HARNESSING ITS POTENTIAL FOR GROWTH



enterprises in the agricultural and
productive sectors.

On the borrowers’ side, the
strong international donor pres-
ence and business development
grants led to a degree of donor
dependency. At the same time,
extra-legal markets and bribes
were considered normal, and
newly emerging private busi-
nesses regularly encountered
corruption in customs, licens-
ing, and registration. USAID
would have to work to change
these perceptions and focus

on transparency and account-
ability, both in lending and in
business management.

The financial sector. The situa-
tion in the financial sector was
grim. The collapse of pyramid
schemes in 1997 eroded faith in
the financial sector, and lending
institutions were unwilling to
lend to the productive sectors.

Understandably, in 2002, the
financial sector was built on
conservative banking principles.
Because remittances were still a
large source of funding for new
businesses, transaction fees for
foreign exchange, rather than
interest from loans to SMEs,
were a major source of income
for commercial banks. When
banks and other lending insti-
tutions were willing to lend to
SME:s, collateral requirements
were often prohibitive — usual-
ly between 150 and 200 percent
of the total loan amount. Since
land registration was still in its
early stages and had not fully
penetrated rural areas, potential
borrowers from rural areas were
at a particular disadvantage, as

they could not use registered
property as collateral. Moreover,
banks were giving very few loans
to agricultural producers, and
the National Agricultural Bank
had already gone bankrupt due

to low repayment rates.

USAID’S RESPONSE FOR
SME DEVELOPMENT
AND FINANCING IN
ALBANIA

In the five years since the project
began, USAID has provided
consultation and credit assistance
services to more than 5,700
SME:s across Albania and has had
a direct impact on job creation
and competitiveness. The SBCA
program filled an important gap
in financing for targeted Alba-
nian entrepreneurs who needed
to increase their productive
capacity to enter new markets.
The project combined techni-

cal one-on-one assistance with
market-rate credit. From this
joint assistance, nearly 1,200 jobs
have been created at USAID-as-
sisted businesses, domestic sales
from assisted businesses have
increased by nearly $35 million,
and exports have increased by
more than $1 million.

USAID’s impact on Albania
goes beyond the number of
jobs created and increases in
sales. Residual impacts of job
creation include alleviating
poverty and providing assistance
to expand existing businesses,
which could lead to the creation
of more jobs. After the collapse
of Albania’s state manufactur-
ing sector in the early 1990s,
the private sector, particularly
SMEs, became the primary

source for new jobs.

ALBANIA’S PRIVATE SECTOR: HARNESSING ITS POTENTIAL FOR GROWTH 7
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At a time when banks were
extremely reluctant to lend to
SMEs, particularly in the vital
manufacturing and agricul-
tural sectors, USAID filled an
important gap in financing for
entrepreneurs by facilitating

loans ranging from $10,000 to
$30,000.

These were the realities that led
USAID, in cooperation with its
financial partners PSHM and
BKT, to address market demand
for SME loans. USAID provided
guarantees to BKT to cover
market-rate commercial loans in
the productive sectors (thereby
encouraging the bank to lend

to these sectors) and provided
the funds to PSHM to lend to
SME:s. At the same time, project
specialists and business service
providers provided one-on-one
business consulting to improve
the overall competitiveness

of firms by helping develop
their technical, marketing and
management capacities. These
improvements helped ensure
both business success and loan
repayment.

Toward the end of Phase II in
November 2006, the number of
small- and medium-sized enter-
prises receiving credit or techni-
cal assistance (or both) from
USAID’s partners had grown to
more than 5,700. More signifi-
cantly, the growth of these busi-
nesses meant that they could pay
off 99 percent of nearly $15.5
million in loans. With this firm
foundation, and as a direct result
of Phase I and other project
experience, USAID decided that
the strategy for the second phase
for Albania’s private sector devel-
opment would be to broaden the
group of local partners and focus
on assisting a smaller number of
target enterprises whose results
would further accelerate Alba-
nia’s growth through a demon-
stration effect.

8 ALBANIA’S PRIVATE SECTOR: HARNESSING ITS POTENTIAL FOR GROWTH



BUSINESSES ASSISTED THROUGH THE ALBANIA
SMALL BUSINESS AND CREDIT ASSISTANCE PROGRAM

Tropojé

Sarandé Sarandé

SBCA Phase Il
Mar. 2005 - Feb. 2007

SBCA Phase |
Mar. 2002 - Feb. 2005

Number of Businesses Assisted

[ o [ 150 [ ]s1200 [ 201-500

BEYOND BUSINESS:

THE PRIVATE SECTORAS
CATALYST FOR GENDER
DEVELOPMENT

Albanian entrepreneurs have
proven themselves to be innova-
tors in achieving economic prog-
ress, raising standards of living,
and demonstrating the positive

impact of innovations within and
beyond their businesses. USAID
helped usher in small but sig-
nificant changes in Albania that
went beyond creating jobs and
increasing sales. SME assistance
and training are beginning to af-
fect the way that gender roles are
perceived.

ALBANIA’S PRIVATE SECTOR: HARNESSING ITS POTENTIAL FOR GROWTH 9
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Although exact figures are difficult
to find, it is often assumed that
businesses managed or owned by
women in Albania are registered
in the names of their husbands or
brothers, leading official statistics
to understate the proportion of
such businesses in the economy.
But clearly, a significant number
of women entrepreneurs with
great dynamism and potential

for innovation were active in the
region, and they were searching
for role models.

USAID actively worked with
female SME and credit advisors,
business service providers, and
business partners. Two of the
project’s most frequently subcon-
tracted business service provid-

ers (BSPs), Vlora RDA and the
Institute of Quality, are managed
by women. USAID worked to
challenge patriarchal conceptions
by providing and promoting
examples of successful busi-
nesswomen. One of these was
Shpresa Shkalla, one of Albania’s
leading olive oil producers. (See
story “When the Best Isn’t Good
Enough,” page 27.) USAID has
provided direct consulting assis-
tance to more than 670 women-
owned enterprises in produc-
ing and marketing jam, kilims
(traditional Albanian rugs), olive
oil, and other products. Some of
these women’s successes, includ-
ing those of Ms. Shkalla, have
stood out as examples for others
to follow.

ALBANIA’S PRIVATE SECTOR: HARNESSING ITS POTENTIAL FOR GROWTH



During Phase | of the SBCA project, a local business service provider
helped Agim Sula create a business plan to take out a loan. He
eventually secured two loans under USAID’s guarantee fund and used
the ideas from his business plan to add value to his lumber and earn
a substantially higher price. Over three years, sales increased by 34
percent to more than $1 million per year.

SBCA / ERALD KANINI



FROM ABANDONED
INDUSTRY TO ACTIVE
PRIVATE SECTOR

With USAID assistance, metal
workers converted part of this
metallurgy plant (top), which
had been owned by the state of
Elbasan, into a competitive and
privately-owned business.

Europa sh.p.k. was founded by
Vangjel and Thanas Rula, brothers
who bought part of the plant and
turned it into a much smaller but
thriving business. After working
with USAID specialists, revenue
has increased 20 percent. USAID
has been instrumental in making .
Europa’s production line more — el
efficient, finding new sources for ; X Ilas R |' 1| . y
modern metalworking equipment, ; B | | s o i .y !
advising on financial accounting f fH o 4
and business plan preparation, LT -
and preparing the company to
meet all requirements for ISO
9001:2000 certification, the final
requirement for competing for
international clients. SBCA / DUSTIN DEGRANDE

When this large plant closed

in 1992, a major source of
employment was lost and parts of
the plant were sold off to private
investors. A nearby foreign-
owned company kept the plant’s
smokestacks emitting harmful
pollutants. The Rula brothers
scraped together all the capital
they had to buy an abandoned salt
warehouse, which was in the same
state of disrepair as the other
buildings in the complex (bottom).

The Rulas transformed the
salt warehouse into a thriving
metalworking business,Vangjel
explained.

‘““We started with the roof

and set aside resources for

new equipment, making
improvements to the surrounding
area, paving roads, and cleaning
the area,’ he said.

Europa designed and built
scrubbers to reduce pollutants
coming from a neighboring
cement factory and, one year
later, built scrubbers for the
foreign-owned metallurgy plant.
Their business is now a model

for the area, committed to the
community and ready to compete
internationally.

SBCA / DUSTIN DEGRANDE



CHAPTER TWO

IMPROVING SMALL-
AND MEDIUM-SIZED
ENTERPRISE
COMPETITIVENESS

MAKING TARGETED
ALBANIAN BUSINESSES
MORE COMPETITIVE

In a shift in strategy from Phase I
to Phase II, USAID began target-
ing assistance to a smaller num-
ber of higher impact businesses.
To qualify for Phase II assistance,
firms had to have a realistic po-
tential for growth and managers
who were open to change.

The Karafili furniture com-
pany, a successful SBCA Phase
I client on the shore of Lake
Ohrid in southeastern Albania
(see “Innovative Assistance for
Entrepreneurs,” page 37), was
interested in learning new skills
and techniques. The company’s
owners, the Karafili brothers,
understood that management
improvements would lead to
growth, increased sales, and
profitability. With USAID
technical assistance through
SBCA, Karafili took full ad-

vantage of its loans from BKT,

sales increased by more than
$170,000 from 2004 to 2006,
and the company’s profit mar-
gin rose 26.4 percent. Karafili’s
market expanded beyond its
home town of Pogradec and
Tirana to six locations across
Albania and Kosovo.

Karafili is one example of
USAID-assisted businesses
applying new technologies,
management techniques, and
marketing strategies, often in
tandem with loans. As a result
of USAID’s coordinated efforts
in SME competitiveness, Phase
I resulted in 416 businesses
applying new technologies in
their businesses, 112 applying
good management strategies,
and 101 applying new mar-
keting strategies. At the same
time, more than 380 businesses
received loans. This assistance
has resulted in increased domes-
tic sales of $34.65 million and
1,184 new jobs.

IMPROVING SMALL- AND MEDIUM-SIZED ENTERPRISE COMPETITIVENESS 13



In 2006, the storefront sign of
the sole Karafili distributor
inTirana read ‘“Chairs and
Tables from Progradec.” Since
then, marketing specialists
convinced Karafili to show its
own name instead, supporting
its brand across all its new
retail locations.

SBCA / ANTONIO CALZADA

Most of USAID’s contributions

to enhancing competitiveness

through new technologies oc-
curred in agriculture. New tech-
nologies help Albanian farmers
and businesspeople meet inter-
national standards, earn more
from their products, expand to
lucrative new markets, and make
their businesses more efficient
and profitable. USAID special-
ists introduced new varietals and
technologies in disease control,
pruning, irrigation, crop rotation
and diversification. They worked
with farmers on organic certifi-
cation and improving product
quality and sourcing,.

Showcasing local products, ex-
panding local markets. USAID
specialists recognized a growing
trend of Albanians willing to try
something new and, based on a
retail market survey of Albania,
targeted cheese as a product
with great market potential.
They helped 10 Albanian dairies

develop, label, and market new,
domestically produced cheeses

to meet an emerging demand

for import substitution and earn
higher prices. They introduced
casein labeling (the natural pro-
tein polymer used to provide safe
and durable labeling on cheese
products), raising the standard of
domestic product identification,
transparency in freshness, and
traceability. At the same time,
consultants worked with busi-
ness owners to improve produc-
tion, management, and costing
structures of their businesses and
introduce branding for the new
and existing cheeses.

By the end of 2006, four of the
10 new cheeses were available on
supermarket shelves. Producers
and business advisors are hope-
ful that some of the remaining
six — those produced from goat
and sheep milk — will appear

in retail outlets by mid-2007.
USAID-trained local specialists

14 IMPROVING SMALL- AND MEDIUM-SIZED ENTERPRISE COMPETITIVENESS



USAID specialists provided
training in seedling production,
technological processes and
disease prevention to Kastriot
Shehaj’s seedling business
inVlora, helping increase
productivity by 20 percent.
Approximately 400 farmers
and agricultural producers
adopted new techniques and
technologies for their business,
as introduced to them by
USAID.

will continue to provide technical
support to the cheese producers.

The 10 new cheeses were intro-
duced at a promotional event —
New Cheeses of Albania — in
Tirana, attended by hundreds of
retailers, restaurant owners, and
families. Of the 856 kg produced
for the event, 120 kg were sold
that day. The remainder was sold
locally by the cheese producers
themselves, a testament to the
word-of-mouth success of some
of the new foods.

With 3.4 million olive trees and
20 varieties of olives, Albania
has the resources to be a major
domestic producer, and even

exporter, of olive oil. Producers

SBCA / ANDI STEFANLLARI

have proven the quality of their
products, even winning interna-
tional acclaim, but they had dif-
ficulty with marketing. USAID
has introduced new olive-grow-
ing and cultivation techniques
and production management
systems, dramatically increased
marketing efforts, and prepared
producers for international certi-
fication for product and manage-
ment quality standards.

A large promotional event, Olive
Qils of Albania, introduced
virgin and extra-virgin olive oils
produced by USAID clients to
restaurants, retailers, and the
general public. Producers sold
250 bottles, or $1,500 worth,

of olive oil at the event, which

IMPROVING SMALL- AND MEDIUM-SIZED ENTERPRISE COMPETITIVENESS 15
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USAID’S LOCAL
PARTNERS

The project’s impact on
Albanian businesses was due

largely to its collaboration with

a network of local partners:

e Business Service
Providers: The project’s
30 BSPs and their 200
subcontracted professionals
provided training and
technical assistance to
4,260 businesses.

* Banka Kombetare
Tregtare: BKT leveraged
a $750,000 loan guarantee
fund, financed by USAID,
to disburse $5.365 million
in market-rate loans to
small- and medium-sized
businesses. In addition
to paying a market rate
for their loans, guarantee
fund clients achieved a
repayment rate of 99
percent, making the BKT
loan guarantee fund one of
Albania’s most successful.

e Partneri Shqiptar
per Mikrokredi: This
microcredit lending
institution was started
in 1998 by Opportunity
International to reach
Albania's poor and

“unbankable" entrepreneurs.

Combining its loans with as-
needed technical assistance
resulted in an impressive

99 percent repayment rate
by its clients and turned a
$2.55 million SME fund into
more than $10 million in
loans for micro-, small-, and
medium-sized enterprises.

also provided an opportunity

to make contacts for long-term
sales. One restaurant owner was
so impressed with the quality of
Vesaf Musai’s olive oil that he
placed an order for 150 liters,
or $850 worth. Other producers
saw their packaged olive oil on
retail shelves in Tirana for the
first time.

Honey is another Albanian
staple. In December 2006,
USAID brought together in
Vlora honey-and bee-prod-

uct producers and suppliers

of beekeeping equipment for
Honey Day, an event that
attracted about 700 people.
Albanian honey was marketed
as a high-quality, safe consumer
good, worthy as a substitute

for imported honey. The event
also showcased USAID-created
branding and labeling. Sales and
orders for $30,000 were taken
that day. Gezim Skerma, owner
of the Morava Company, signed
a $15,000 contract with one
wholesaler and, one month later,
ordered the same quantity from
him. Another exhibitor, a bee-
hive producer, received orders
for 200 hives and made contacts
for future sales.

Business plans for sustainable
SME growth. In the past, busi-
ness plans were used almost
exclusively to supplement
collateral in securing credit;
entrepreneurs rarely recognized
the document’s importance as a
management tool. Working with
Albanian clients over the years,
USAID convinced businesses of
the importance of record-keep-
ing and analysis for planning,
and helped them incorporate

new and innovative ideas to help
their businesses grow.

Project consultants approached
more than 50 higher-impact
clients to complete these plans,
and by the end of the project,
approximately 30 businesses
were using comprehensive plans
to expand their businesses. The
format lends itself to loan appli-
cations, and dedicates space for
consultants to write comments
and suggestions next to the busi-
ness owner’s own ideas, making
it consultant-friendly. Apollon,
a paper recycling and products
manufacturer from Fier, used
its business plan to secure a
$350,000 loan and upgrade the
plant’s technology. Following its
new business strategy, Apollon
increased sales by 23 percent in
two years, and is now able to
manufacture a larger variety of
paper products.

Breaking the isolation: meeting
global standards. For the last
decade, Albanian entrepreneurs
traveling abroad were disap-
pointed when prospective clients
turned them down because they
lacked the certification necessary
to sell their wares and charge
Western prices.

Today, some of Albania’s largest
watermelon producers, includ-
ing five from near the town of
Saranda, are EUREPGAP-certi-
fied, attesting that they have
met European Union quality
and safety standards and assur-
ing European buyers that they
carefully monitor cultivation
and ensure the safety of their
products. The certification dem-
onstrates to local entrepreneurs
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USAID’s Honey Day event in
the southern town of Viora
highlighted the progress and
products of SBCA’s 20 best
honey-producing clients. Small
producers enjoyed professional
displays and promotion,
resulting in $30,000 in sales
and orders.

SBCA / DRINI IMAMI

how adopting sound business
practices opens up European
markets and export oppor-
tunities as well as encourages
domestic consumers to trust the
quality and safety of Albanian
produce.

Miell Tirana is another me-
dium-sized enterprise that has
embraced international certifica-
tion. One of Albania’s largest
flour producers, Miell Tirana has
grown rapidly in the domestic

IMPROVING SMALL- AND MEDIUM-SIZED ENTERPRISE COMPETITIVENESS

SBCA/ERALD KANINI

Businesses of all sizes, such
as this woman-owned carpet
workshop in Korca, increased
their knowledge in business
management practices from
USAID-supported business
planning training.

market because of its effective
leadership and skilled work-

ers. As its management began

to make contact with potential
customers abroad, however, they
recognized that their lack of
ISO 9000 quality management
certification prevented them
from entering global competi-
tion. Potential international
clients interested in Miell’s lour
broke off negotiations upon
learning that the company was
not certified. USAID specialists
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Haba Ballkan’s food standards
specialist tests for food safety
and consistency. USAID
assistance helped build the
laboratory used to ensure that
their products consistently
meet the quality standards
already established in Albania.

SBCA / ERALD KANINI

have been working with Miell to
implement ISO certification and
broaden its market. With more

international clients, Albanian
flour will enjoy a more sustained
base of revenue.

USAID has helped 22 businesses
implement official international
quality standards, including

one business assisted with ISO
9000 quality management
certification, 11 assisted with
EUREPGAP certification, and
11 assisted with good manufac-
turing practices.

When watermelon growers

in Saranda heard about the
improvements made by their
certified neighbors, they, too,
expressed interest in EUREP-
GAP. At the same time, five
mandarin orange growers from
Saranda worked with USAID to
earn their EUREPGAP certifica-
tion. To ensure that Albanians
can continue to certify their

own businesses, USAID and
international accreditation bod-
ies have been working with local
accreditation body ALCEBO.
ALCEBO issues EUREPGAP
certification for safety and qual-
ity standards with cultivated
products and ISO 9000 certifi-
cation for quality management.
The interest sparked by the
watermelon growerss EUREP-
GAP certification led project
specialists to invite ALCEBO
to hold workshops in Lushnja,
attended by farmers from Lush-
nja, Berat, and Fier. In Febru-
ary 2007, ALCEBO will award
the mandarin orange growers
their certification. ALCEBO’s
for-fee services will help it
sustain its work into the future.
More importantly, Albanians no
longer have to look abroad to
find the certification they need
to sell there.

Increased sales through marketing.
Although some USAID clients
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Labels created by USAID
design and marketing
specialists adorn olive oils
in this organic foods shop in
Tirana. Branding and new
labels have helped create

a professional identity

and expectation of quality
standards for Albanian
products.

SBCA / ANTONIO CALZADA

(including award-winning olive
oil producer Shpresa Shkalla,
leading herb and spice exporter
Vasel Mucaj, and Albania’s first
recycled paper producer Hilmi
Brace) initially approached the
project for branding assistance,
Albanian entrepreneurs as a
whole have not fully understood
the potential benefit of branding
their businesses.

USAID business specialists
helped impart the idea that a
brand creates customer expec-
tation and product loyalty. A
well-conceived and professional
label will attract the customer’s
eye and create a sense of trust

even before the product is

purchased. In Phase II of the
project, USAID marketing
specialists and local subcon-
tractors designed logos, labels,
packaging, Web sites, exhibition
stands, and stationery for about
50 clients, including olive oil
processors, cheese producers,
beekeepers, and textile manufac-
turers. To provide a local source
of long-term branding expertise,
USAID trained and supervised
artists and designers, Web site
specialists, and nascent advertis-
ing agencies. The project helped
them foster relationships with
BSPs and clients.

A good example is Anastas

Gjikondi, who had worked in
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the state-owned olive oil process-
ing industry since 1970. When
the communist system collapsed,
he bought the privatized factory
in Qeparo and gave it his family
name. Through a Japanese grant,
he acquired a new processing line
and began producing virgin and
extra virgin olive oil. Recently,
Gjikondi received assistance from
USAID in meeting HACCP
food safety standards and ISO
certification and introducing
good manufacturing practices

to the company. Gjikondi also
received help in developing its
own brand to encourage custom-
er loyalty, designing a new logo
and labels that distinguish its
olive oil and inform consumers,
and building a Web site to help

further its marketing scope.

A LOCAL NETWORK
FOR SUSTAINABLE
BUSINESS SERVICES

The project helped build a local
network of specialists to address
the specific needs of each busi-
ness, establishing an infrastruc-
ture for future business collabora-
tion, marketing, assistance, and
expansion. This network — the
first of its kind in Albania — also
supported the large promotional
events targeting some of Alba-
nia’s key agricultural products.
The network was composed of
USAID’s SBCA office; its busi-
ness development specialists and
international short-term con-
sultants in Tirana; 30 business
service providers covering 33 of
Albania’s 36 districts; six busi-
ness promoters; and the project’s
local lending partners, BKT and
PSHM, which have 37 branches
and nine regional headquarters
throughout the country.

Meeting demand: business service
providers. USAID owes much of
its success and impact on Alba-
nian businesses to its relation-
ship with its partner business
service providers, who worked
closely with project special-

ists and received training from
USAID, contributing to the
long-term growth of Albania’s
small businesses.

Taking advantage of Albanians’
existing expertise in industry
and trade, USAID sought out
qualified Albanian consul-

tants to act as local experts for
beneficiary businesses. They
provided diverse services, from
installing computerized produc-
tion control systems to chartered
accountancy and branding.
With USAID’s assistance, they
helped draft business plans, of-
fered marketing and accounting
advice, designed Web sites and
production software, conducted
specialized training, and provid-
ed production and management
consultation services.

In addition, USAID encouraged
its locally subcontracted BSPs

to act as “nodes,” or coordina-

tion centers, through which they
subcontracted more than 200 in-
dividual specialists with skills rang-
ing from fruit tree disease control
to chartered accountancy to cheese
production. Their diversified

base of donor support and for-fee
service income ensure a range of
financing sources for sustainability.

BSPs also helped USAID
expand its own client base
through client recommenda-
tions and referrals. In turn,

these BSPs have partnered with
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A fundamental aspect of SBCA’s
approach was to apply market incentives
to create sustainable linkages between
buyers and sellers. USAID collaborated
with small manufacturers, mostly
located in Albania’s regions, to create

25 brands for sale to supermarkets,
retailers, and wholesalers. But once the
brands were created, the manufacturers
had limited means to penetrate
Albania’s largest market, Tirana, and
expand sales. SBCA identified six
motivated business promoters, including
Sokol Konomi, who were willing to work
on commission paid by SBCA clients.
During Phase Il of the project, Sokol and
other promoters generated hundreds
of thousands of dollars in additional
sales, and now more than 40 retailers

in Albania’s capital carry the products
of USAID clients. With producers and
sellers benefiting mutually, business
promoters will continue working for
SBCA clients after the project ends.

SBCA / ANDI STEFANLLARI

USAID’s Albanian and for-

eign specialists and benefited
from USAID-sponsored study
tours, technical assistance, and
training in entrepreneurship,
marketing, and business plan
preparation.

Finding new markets through busi-
ness promoters. Since the market
economy was introduced in
Albania, producers have de-
voted more time and resources to
production than to marketing or
branding. Many clients sell only
to wholesalers. They grossly un-
derestimated the importance of
retail sales and had little under-
standing of why consumers buy
their products.

SBCA-assisted business promot-
ers were seen as the marketing
links in a sustainable network
of local partners. In late 2005,
the project selected six business
promoters to travel throughout
Albania to market the prod-

ucts of SBCA-assisted busi-
nesses. Armed with promotional
materials created by BSPs and
USAID specialists, trained by
USAID in direct selling tech-
niques, and assigned a local BSP
partner, the business promoters
acted as retail sales representa-
tives for producer clients. To
promote the sustainability of
this relationship, they earned

a reasonable percentage of the
sales as commission and as an
incentive for increasing sales.

Opver the life of the project,
these promoters vastly increased
business, taking nearly 600
orders at 230 shops for 45 cli-
ent business, for a total value

of $250,000. The promoters
helped with agriculture promo-
tion events for cheese, olive oil,
and honey and found retail out-
lets in Tirana for eight olive oil
processors and cheese producers.
They also opened the domestic
market to an Albanian exporter,

IMPROVING SMALL- AND MEDIUM-SIZED ENTERPRISE COMPETITIVENESS 21



‘1 have had unique
satisfaction that my
work promoting SBCA
clients’ products has
resulted in stable sales,
and that these clients
could, for the first
time, penetrate and
compete in such an
important market.”

SOKOL KONOMI,

ONE OF SBCA’S MOST
SUCCESSFUL BUSINESS
PROMOTERS

In the 10 years since he
began cultivating, drying,
and packaging therapeutic
plants and spices, Vasel Mucaj
has successfully expanded

his business, employing 52
farmers and workers and
selling 63 percent of his output
to the United States. USAID
provided technical assistance
to expand his production to
include 10 hectares of thyme
and lavender and provided
marketing assistance for
opening export markets in
the U.K. and Australia.The
new hectares of thyme and
lavender alone have earned
the business approximately
$35,000 in revenue over the
past three years.

22
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by persuading the sauce manu-
facturer Fuqi to sell its product
through business promoters to
retailers in Tirana. The com-
pany was experiencing cash flow
problems due to its reliance on
a single client in Switzerland.

After working with USAID for
one year, the company had more
than 50 retail outlets in Tirana.
This influx in cash from domes-

tic retail sales reduced Fugi’s de-
pendency on exports and eased
its cash flow problems.
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SUCCESS STORY
When the Best Isn’t Good Enough

Shkalla made her olive oil some of the best in the Mediterranean,

but USAID’s assistance helped her business thrive

Shpresa Shkalla watches her award-

winning olive oil flow from the Italian
processing machinery that USAID helped

get running.

SBCA / BLEDAR HOBODASHI

With top prizes from ltaly for the best extra virgin olive oil in the
Mediterranean in 2005 and 2006, Shpresa Shkalla is arguably the best
of Albania’s many olive oil producers.This would make her an unlikely
candidate for bankruptcy. But quality is no substitute for sound business
planning, and a series of misfortunes, strong local competition, and small
planning mistakes nearly finished Shkalla sh.p.k.

More than 100 olive oil producers are spread throughout the country,
with most of them in Shpresa’s area of central and southwestern Albania.
In 2005, two new processors set up factories near Shpresa’s, straining lo-
cal olive supplies. Just before that, she had borrowed money to purchase
expensive new processing equipment from an Italian supplier: But the
technical specialist could not come from Italy to set up the equipment.
With export and domestic contracts signed, loan repayments due, olive
supplies in danger, and new equipment that she could not operate,
Shkalla was faced with defaulting on her loan.

USAID consultants intervened, identifying alternative olive suppliers in Ti-
rana and Vlora and securing sufficient olive quantities for Shpresa's needs.
Next, they contacted the Italian supplier; facilitated communication, and
ensured that the equipment would be operational when the olives ar-
rived. They complemented these upgrades in capacity with a new logo
and labels, a company Web site, and marketing advice.

Shpresa resumed production and her fortunes improved. She continued
supplying her Swiss distributor and is now successfully repaying her bank
loan. In 2004, annual export sales to Switzerland alone amounted to
$25,000. SBCA included her in the “Promoting Albanian Olive Oil” trade
fair in June 2006.That day she sold $450 worth (53 bottles) of olive oil
in addition to increasing her product’s exposure within the industry and
media and spreading her name among potential clients.
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Xheladin Agolli from Fier expanded his market and tripled his sales as
a result of loans from PSHM and USAID business planning assistance.



CHAPTER THREE

RESTORING FAITH
AND BUILDING
CAPACITY
THROUGH SOUND
CREDIT LENDING

LOCAL SOLUTIONSTO
THE LENDING DILEMMA
The USAID-funded SBCA
project sought to reinvigorate
Albania’s troubled lending sector
through its support to PSHM,

a microcredit organization that
targeted lower income entrepre-
neurs; and by partnering with
BKT, Albania’s second-larg-

est commercial bank, to target
small- to medium-sized enter-
prises in the productive sectors.
By providing technical assistance
and establishing an SME loan
fund for PSHM and a guarantee
fund for BKT to encourage them
to lend to productive but poten-
tially riskier sectors, the project
greatly reduced the exposure and
increased the capacities of the
lending institutions.

When agriculture and manu-
facturing businesses proved

to be good investments, BKT
found itself in a successful niche
market, safely lending money to,

and making a profit from, sec-
tors that other banks avoided.
The USAID-supported SME
fund helped PSHM on its path
to sustainability, expansion,
and eventually to becoming a
fully licensed bank. Together,
these two lending institutions
disbursed more than 1,000
market-rate loans, totaling more
than $15 million. This trans-
lates into an impressive $4.69
loaned to Albanian businesses
from every $1 financed or guar-

anteed by USAID.

At the same time, project
specialists provided technical
assistance to both institutions,
including training lending
officers, developing manage-
ment and human resources, and
establishing internal monitoring
and information systems. These
capacity-building efforts helped
both the PSHM and BKT funds
achieve repayment rates of 99
percent.
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SBCA collaboration
helped PSHM in two
major areas. First, it
provided PSHM with

an important source

of funding for the

SME lending activity.
Second, PSHM received
technical assistance
that improved the
methodologies and
expertise used to
evaluate and manage
the risk of lending to
SMEs. Our steadily-
growing loan portfolio in
this sector confirms the
success of this project.”

ROBERT HART
CEO, PSHM
TIRANA,ALBANIA, 2007

How to grow a bank: The road
to profitability for a microcredit
organization. Since USAID
helped establish it in December
1998, PSHM has been the
Albanian implementing partner
for the microcredit lending
operations of Opportunity
International, a global nonprofit
organization that fights poverty
by providing loans to micro
and small enterprises. When it
first partnered with the project
in March 2002, PSHM had
five branch offices outside of its
headquarters in Tirana and had
just become an independent
shared company. Over its
five-year partnership, PSHM
expanded to 15 branch offices
across the country. Through-
out, PSHM has maintained its
mission of helping sustainable
economic development

through credit, training, and
consultations. Today, it continues
to provide loans to Albanians
trying to start or develop their
small businesses. Those loans have
grown from a $5,000 maximum
to a $25,000 maximum.

The process used by PSHM for
its USAID-supported loans and
its coupling of loans with tech-
nical assistance helped ensure a
solid repayment rate of 98.86
percent. Movable Property Reg-
ister, another USAID-funded
initiative completed during the
first year of the project, was also
extremely useful for Albanian
non-bank financial institutions
such as PSHM. It enabled them
to bypass difficult land-registry
issues and allow borrowers to
put up movable property (such
as cars and domestic appliances)
as collateral.

The first and largest component
of PSHM’s work was covered un-
der the loan fund. From March
2002 through the end of De-
cember 2006, PSHM disbursed
more than $10 million from the
$2.55 million loan fund, spread
across nearly 1,000 loans. The
average size of each PSHM loan
was $10,000. Potential borrowers
could be identified and prequali-
fied by any of the SBCA project’s
network of partners. In fact, in
Phase I of the project, up to 22
percent of PSHM’s total SME
loan clients came from referrals
from regional development agen-
cies that were business partners
of the project. More significantly,
with USAID and local partner
assistance, 98.86 percent of those
loans were repaid in full by the
end of the project.

Throughout the process, project
specialists worked closely with
PSHM to transfer skills and
knowledge to build the organi-
zation’s capacity. They designed
the prequalification process and
forms, mentored the organiza-
tion’s chief financial officer on
reporting to the CEO and local
inspectors, and advised PSHM
on exchange rate considerations
and standardized loan contracts.
USAID also trained PSHM staff
in reporting processes, facilitated
information exchange with BKT
and other credit organizations
(including a World Bank-sup-
ported organization), facilitated
a $1.5 million loan from BKT to
PSHM, helped prepare market
surveys, and trained PSHM staff
in technical consulting.

As of December 2006, PSHM
had 9,745 loan clients in Alba-
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A woman checks the thread
that makes up Florjan-V’s
popular towels. A $30,000 loan
from BKT, facilitated by USAID
in 2002, helped Florjan-V repair
its equipment and double its
production capacity.The towel
company paid off the loan in
three years, and in 2005, took
out another loan to secure the
company’s electricity supply
and improve distribution
channels. USAID assistance

in loan facilitation, marketing,
branding, accounting, and
management has resulted in a
40 percent increase in workers,
and more than a 50 percent
increase in sales, from $265,000
in 2005 to $400,000 in 2006, for
Florjan-V.

SBCA / ERALD KANINI

nia and a $22 million portfolio.
Through USAID’s direct support
and partnership with the SBCA
project, PSHM has become a
sustainable enterprise and is ap-

plying for full bank status.

Broadening the scope of commer-
cial lending to meet private sector
realities. In addition to target-
ing smaller businesses through
an SME fund at a non-bank
lending institution, USAID
partnered with BKT, selected
from an open competition of

13 Albanian banks. BKT was
already a healthy bank owned by
a Turkish banking corporation
(60 percent), the European Bank
for Reconstruction and Develop-
ment (20 percent) and the World
Bank’s International Finance
Corporation (20 percent).

These shareholders guided BKT
through the necessary restructur-
ing after its 2001 privatization
and made it a dynamic, grow-
ing lending institution. Today,

BKT is Albania’s second-largest
full-service commercial bank,
with $863 million in assets.

The strength of the partnership
between SBCA and its two finan-
cial partners and the confidence
it generated led BKT to lend 2.5
million Euros to PSHM, which
the latter used to expand its mi-
cro and SME lending portfolios.

Understandably, BKT’s loans
tended to be larger than
PSHM’s, at an average of nearly
$30,000 per loan. The guaran-
tee BKT received from USAID
has also encouraged other banks
to explore the lower end of the
SME market for loans instead of
focusing entirely on the suppos-
edly “safer” higher end. BKT
agreed to participate in this
program by taking advantage of
the $750,000 guarantee provided
by USAID. It should be noted
that the fund only guaranteed up
to 50 percent of non-recoverable
losses for non-performing loans
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“ With SBCA’s
assistance and
guarantee, we were
able to make loans
where the collateral
was weaker than the
regular BKT lending
requirements. Now
that the guarantee
program is concluding,
we are continuing to
make such loans.”

ADMIRA MLIKA
CREDIT DEPARTMENT
MANAGER, BKT
TIRANA,ALBANIA, 2007

and that the average guarantee
coverage per loan was approxi-
mately 30 percent. By the end of
the project, BKT had leveraged
this guarantee fund into almost
200 loans, disbursing $5.3
million to SMEs in Albania’s
productive sector. Like PSHM,
BKT also achieved an impressive
repayment rate of 99.21 percent
while charging a market rate

of interest on its loans. Results
like these are encouraging more
Albanian banks to enter the SME
lending market, which is exactly
what the loan guarantee program
was designed to stimulate.

BKT agreed to follow USAID-es-
tablished guidelines for awarding
loans and accept SBCA oversight
on these loans. Working with the
recipient, the loan specialist and
SBCA’s business service provid-
ers identified any shortcomings
in the business, provided appro-
priate technical assistance, and
helped the business reach a level
at which it could again make
repayments. This cooperation
resulted in a repayment rate of
more than 99.21 percent over the
life of the project.

In 2006, BKT was named
“Albanian Bank of the Year” by
The Banker magazine, a member
of the Financial Times Group. The
bank’s business success has led to
its expansion from about a dozen
branches and regional offices at the
beginning of the project in 2002
to 33 branches and regional offices
throughout Albania by the end of
2006. It is one of the few successful
guarantee schemes in the region.
The bank’s loan-to-deposit ratio
has climbed to 27 percent, and its
return on equity, which averaged
27 percent over the length of the
project, climbed in 2006 to an
impressive 40 percent.

Because the SBCA project was
originally based on the assump-
tion that credit was the key to
developing SMEs in Albania,

it seemed appropriate that one
of the final events of the proj-
ect highlighted the success of
BKT. The Lending Day event
in February 2007 promoted the
success of USAID’s guarantee
program and showed Albanian
credit institutions that lending
to the agricultural and produc-
tive sectors could be profitable.
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CHAPTER FOUR

CONCLUSIONS
AND LOOKING
FORWARD

CONCLUSIONS

Local partners. While the first
part of USAID’s strategy was
to give SMEs better access to
credit, the second part was to
provide them with technical
assistance. Regional develop-
ment agencies and more than
200 locally subcontracted
specialists worked with USAID
and international specialists to
provide technical assistance to
beneficiary enterprises. In doing
so, USAID assistance benefited
not only SMEs but also the
Albanian partners who would

carry on the work of the project.

All of USAID’s 30 BSPs were
subcontracted by the project

to deliver specific services on a
fixed timetable and at an agreed
fixed price. These strict require-
ments helped wean the local
partners toward sustainability
from a certain degree of former
donor dependency and relaxed
standards. In some cases, this
continues to be a difliculty.

Guarantee Fund. Lending Day
showcased the many achieve-
ments of the loan guarantee
program, including its significant
success in terms of the propor-
tion of loans guaranteed and

the bank’s 99.21 percent repay-
ment rate. Many programs,
including at least one previous
guarantee program in Albania,
guarantee up to 100 percent of
the loan. In the case of USAID
and BKT, however, the average
guarantee was an impressive 33
percent. BKT assumed most of
the risk because USAID helped it
recognize the long-term benefits
of investing in the agriculture
and productive sectors. In fact,
because of leveraging additional
lending from BKT, the actual
guarantee cover was closer to 25
percent. At the same time, BKT
continued to charge a market
rate of interest on its loans. In
other words, the interest rate was
not subsidized by USAID. BKT’s
eagerness to continue the part-
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nership throughout the project
and to continue lending to these
sectors after the project attest to
the success of the experiment.

Order of assistance. USAID
crafted a network of local and
international specialists and in-
stitutions to best assist Albanian
businesses. The project’s successes
and sustainability rested on the
ability to transfer skills and build
up the capacity of the BSPs to act
as nodes of assistance. More and
more, project staff played advi-
sory roles, assigning the special-
ized assistance to local partners.
Furthermore, the system of
referrals remained loose enough
to allow businesses to enter the
system through either the credit
or the technical side of assistance.
From there, BSPs and SBCA
specialists continually monitored
and assessed needs and progress
and made recommendations and
referrals to carry on the progress
of the enterprise.

Trust and commitment to clients.
A critical component of the
project’s second phase was to
gain clients’ trust. The SBCA
project built confidence among
its beneficiaries by providing
them the specific and targeted
services they needed to grow.
Sometimes this assistance came
from local specialists and busi-
ness promoters, and sometimes it
came from international special-
ists who had expertise unavailable
in Albania at the time. USAID-
led retailer and consumer focus
groups provided direct research
on consumer behavior and valu-
able feedback to producer clients
and helped them design market-
ing plans.

CONCLUSIONS AND LOOKING FORWARD

Karafili furniture (and 50 other
SBCA clients) gave USAID’s lo-
cally subcontracted chartered ac-
countants complete access to its
books, so that they could prepare
financial statements for business
plans. Karafili’s openness made it
possible for the production spe-
cialist to identify an ill-conceived
investment in manufacturing
equipment and recommend that
the company cancel the invest-
ment. That single action saved
Karafili approximately 10 years
of debt and interest payments

on equipment that it would have
used only rarely.

LOOKING FORWARD
SBCA was conceived as an
initiative to use credit assistance,
coupled with technical assistance,
to develop Albania’s SME sector
and strengthen credit lending
institutions. The lasting impact
of the project, however, will

be measured by the number of
small and medium businesses
that have been able to grow and
prosper thanks to the improved
lending climate, as well as by the
emergence of a competitive and
innovative business mentality.

A growing number of Albanian
small businesses are now able

to meet international standards
and compete in world markets,
and, with USAID assistance
through the SBCA project, have
been given the skills and tools to
manage and market them well
and serve as models for future
entrepreneurs.

Agriculture and agribusiness
development. USAID
demonstrated that some
sectors, including cheese,
olive oil, watermelons, and



TYPICAL ORDER OF BUSINESS ASSISTANCE - SBCA PROJECT

BKT/PSHM/SBCA
monitor/manage loans

BP markets
products to
customers

Specialists
refer client
to BP

Client » BKT/PSHM Specialists
e B (cfers client provide
PP for technical targeted
for loan ] X
assistance assistance
Client BKT/ SBCA/BSP/RDA
PSHM
Client . . )
SBCA monitors/manages technical assistance
requests
technical
assistance
Credit Assistance Technical Consultation Technical Assistance

honey, have real potential for
growth. These initiatives should
be pursued further to more
fully develop their potential.
Agriculture and agribusiness
still employ approximately

51 percent of the population.
Inefhicient cultivation and

lack of resources have resulted
in product inconsistency,
dangerous susceptibility to
climatic swings, environmental
damage, and health hazards.

All of these factors have had a
substantially negative impact on
producers’ ability to bring their
products to market. Producers

have only recently begun to
raise their standards of quality
to meet the requirements and

demands of domestic and export

markets. Much work is still
required to raise cultivation,
production, management,
and environmental standards
and help producers cooperate.

Agricultural producers continue

to need help in meeting
international standards,

developing the market for their

products, gaining access to
credit, understanding the cost

structures and strategies of their

operations, and cooperating in
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Albania has grown rapidly
since 2002. USAID and other
donors have worked closely
with the Albanian government
and others to move Albania’s
development forward, and
many businesses are thriving, as
seen in this view of Tirana. Still,
Albania has a long way to go
before the progress made thus
far becomes permanent.

SBCA / DUSTIN DEGRANDE

order to open up new markets

and secure long-term demand.

The business environment chal-
lenge. Although SMEs and SME
credit are the most dynamic,
and probably the most impor-
tant engines of growth for any
economy, one must still work
within the greater framework
of a functioning and busi-
ness-friendly environment. The
Government of Albania has
made great strides in improving
its business environment, and
USAID’s current project in pub-
lic administration reform of the
tax departments and business
registration should have a dra-
matic impact in this area. But
there are still issues with regard
to encouraging small businesses
that will need to be addressed to
foster a truly open and com-
petitive business environment.
Some of these issues include
broadening markets; reducing
formal restrictions; and continu-
ing to encourage greater access
to credit throughout all districts
of the country and to all sectors,
including agriculture.
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SME development. USAID’s fo-
cus on SMEs has been important
for Albania’s development. The
linkages created under the SBCA
project will almost certainly con-
tinue to strengthen in the short
term, but new opportunities

for expansion of services need

to be found to build long-term
sustainability, and many of the
service providers are still too
heavily reliant on donor support.
Moreover, Albanian entrepre-
neurs continue to need help in
bringing their businesses into the
formal sector by overcoming and
streamlining prohibitive registra-
tion and licensing processes, as
well as sales and marketing assis-
tance. As more businesses begin
to adopt international standards
and earn sector-specific certifica-
tions, they will also expand their
market and build their capacity.
Taking these actions would also
allow SME: to develop more
sophisticated business structures,
which would give them greater
opportunities for expanding

their business through formal
ownership interests and access to
capital.



CASE STUDY
Innovative Assistance for Entrepreneurs

Challenge: Islam Karafili was working for the state-owned furniture
producer on the shore of Lake Ohrid in 1993 when the government
collapsed. Over the following years, with political uncertainty and an
economy shattered by pyramid schemes, he and his two brothers built
the Karafili Furniture Company.“As brothers,” he explained, “we thought
we would do better than the state-owned company.”

As the brothers worked and sales increased, they recognized that their
machinery was obsolete, too much manual labor was required, and
security concerns limited transportation. The company needed capital to
grow, but few institutions would lend to high-risk manufacturing or agri-
cultural firms. Karafili applied for a loan at the National Commercial Bank
of Albania (BKT), which USAID’s Small Business Credit and Assistance
project selected to implement its loan guarantee initiative.

Initiative: USAID's SBCA project ensured the sustained growth of
Albanian businesses through its credit program and technical assistance
that operated through specialists and local partners. Assistance was
often linked; for instance, technical assistance was provided to help busi-
nesses succeed and pay off loans. The loan guarantee program was first
established to convince lenders that manufacturing and agriculture could

SBCA / DUSTIN DEGRANDE

A worker at the Kardfili furniture com-

pany staples cushions to stool seats.As a

strategy for addressing sagging off-season be a good investment. To ensure repayment, SBCA specialists worked
sales, USAID specialists convinced Karafili closely with lenders, local specialists, and clients.

to diversify its product line from tables, Karafili borrowed $46,000 from BKT and received technical assistance
chairs, and stools to office furniture. in business development, international marketing, sales, production, and

costing. SBCA introduced a computerized production control system
and created a new model for calculating production costs to help Karafili
decide on future investments. An international specialist saved him 20
percent on production costs by helping him find a new spray-lacquer-
In an uncertain ing machine. To address marketing needs, specialists created a new logo,
business cards, brochures, product catalog, and long-term marketing plan.

climate, USAID’s Small

Results: Karafili and his brothers now produce and sell furniture at six

Business Credit and shops in Albania and Kosovo and export to the regional market — a
change from 2005, when they sold furniture directly from their factory

Assistance project used and in only one Tirana shop.

an innovative strategy The brothers' success can be attributed chiefly to their openness to new
ideas. Initially skeptical of recommendations that he diversify his product

of credit, technical line, Islam ran numbers through his USAID-created computerized model

. and decided that they made sense, after all.
assistance, and local , , o , ,
“We followed the international specialist's advice and will expand

partners to help Albanian beyond tables and chairs to office furniture,” he said."We're now at the

end of pre-production and are ready to produce.”

businesses grow. o o ,
SBCA specialists expect that Karafili's diversification into office furniture

will increase sales dramatically by limiting the off-season decline.

USAID SBCA's broad-based approach works. By September 2006, the
project had achieved a 99 percent repayment rate on the $15 million

in loans their banking partners had disbursed to dynamic businesses
like Karafili.




OBJECTIVES AND SUCCESSES - USAID’S ALBANIA SMALL BUSINESS CREDIT
AND ASSISTANCE (SBCA) PROJECT

Objective

Activities

Result

Create jobs

.

Support commercial and non-bank loans and
provide technical assistance to help businesses grow
and hire more employees.

Work with businesses and BSPs to develop
pragmatic and ambitious business plans that
incorporate growth and expansion of employment
opportunities.

|,184 new jobs created between March
2002 and February 2007.

Increase value of domestic
sales

Foster contacts and relationships between
producers and buyers through business promotors,
business service providers, and USAID specialists.
Provide market analysis, planning, and strategies for
identifying demand and entering new markets.
Develop high-quality branding and labeling to
compete in new markets.

Support commercial and non-bank loans to help
businesses increase capacity.

$34,652,081 increase in domestic sales.

Increase value of export sales

.

.

Build the capacity of Albanian certifying body and
help businesses meet international standards and
earn certifications.

Provide market analysis, planning, and strategies for
identifying demand and entering new markets.
Introduce barcoding on products for international
traceability and trade.

Develop high-quality branding and labeling to
compete in new markets.

Support commercial and non-bank loans to help
businesses increase capacity.

$1,096,108 increase in export sales.

IV.  Strengthen competitiveness

of assisted enterprises (new
technologies, management, etc.)

Provide technical assistance and introduce

new technologies through training and onsite
consultations.

Introduce new management techniques through
training.

Introduce new marketing practices and planning
skills through training.

Develop new brands, logos, and labeling for
products.

Organize and host major events to promote
dynamic sectors.

416 businesses adopted new
technologies.

|12 businesses adopted new
management practices.

|01 businesses applied new marketing
practices.

80 businesses have new brand
identification and labeling.

Olive oil, cheese, honey, and lending
events helped launch new products,
expanded markets and ideas exchange,
and increased sales.

V.

34

Increase access to credit

Establish guarantee fund at commercial bank (BKT)
to encourage loans to “riskier” agriculture and
productive sectors.

Establish SME loan fund at lending organization
(PSHM) to build its lending capacity.

Provide mentoring and training to build institutional
capacity of BKT and PSHM.

Provide technical assistance to lenders to help them
pay back their loans and apply for new ones.

CONCLUSIONS AND LOOKING FORWARD

$5,365,472 in loans disbursed to
agriculture and productive sectors.

184 loans disbursed to agriculture and
productive sector businesses
$10,133,217 in loans disbursed to SMEs
973 loans disbursed from SME fund.

PSHM applied in September 2006 to
become a bank and expects to receive
first license in March 2007.

BKT confirmed that it would continue
lending to the agriculture and productive
sectors.

Average 99 percent repayment rate on all
USAID-supported loans.



USAID has helped watermelon growers become aware of and

earn EUREPGAP certification.This certification ensures quality
management and safety and enables producers to sell to the European
market.

SBCA / ANDI STEFANLLARI
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CLIENT PROFILE
Alba-Maja: Striving for Higher Quality

With 50% coverage of Albania’s
yeast market, Alba-Maja is the
biggest fresh yeast producer in
the country.

Ibrahim Hoxha is the biggest producer of fresh yeast in Albania.
He started his company ALBA-MAJA sh.p.k. in 2001 after acquir-
ing the former state-owned yeast factory. With previous experi-
ence in trade and business development, Mr. Hoxha's business
practices combined low cost strategies with good organization and
good customer service.

Currently ALBA-MAJA has 50% of the Albanian yeast market and
its 2004 sales were $435,000. The business competes success-
fully with imported dry yeast from Croatia, Montenegro, Mace-
donia and Greece. There are 21 full time employees and the
company produces about 50 tons per month, although its produc-
tion capacity is twice as big. ALBA-MAJA'’s fresh yeast is used for
bread and pastry production and its 20 clients include wholesal-
ers, retailers, bakeries and pastry-shops from all over the country.

The company needed to improve product quality, lower costs and
increase competitiveness. The Small Business Credit and Assis-
tance project (SBCA) started to provide some of its services in
Workers at Alba-Maja yeast factory, order to help in these areas. Initially SBCA assigned a local spe-
Tirana. cialist to help ALBA-MAJA record and study technological pa-
rameters, adapt literature in production technology, and suggest
new ways of reducing production losses and costs. As a result,
the company’s yeast has seen an improvement in quality and an
SBCA Client ID: 4958 increase in raising power and longevity.

© SBCA Project 2005

Company: ALBA-MAJA In addition SBCA facilitated the placement of an experienced
Dutch specialist at the factory who worked to improve various pro-
duction processes and introduced new techniques. Literature and
owner: Ibrahim Hoxha know-how was passed on to the company’s staff on how to im-
prove control over the entire production process.

Status: Limited Liability

Sector: Other
As part of increasing ALBA-MAJA’'s marketing power, SBCA

District: Tirana worked on creating a brand identity for the company. A Web site
was set up (www.alba-maja.com) and a new logo was designed.
SBCA also created a link with an Albanian package producer, ‘EDI
PACK’ sh.p.k. As a result, ALBA-MAJA now has better quality
packaging for its products using new cardboard boxes supplied by

SB [E:LIEI] 'EDI PACK".

New business contacts have been identified in Kosova, which will
ALBANIA SMALL BUSINESS CREDIT ) . ] .
AND ASSISTANCE PROJECT help ALBA-MAJA start exporting. The introduction of improved
qguality and a new brand identity have increased ALBA-MAJA’s
profile in the Albanian market.

www.usaid.gov

www.sbca-project.org.al
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Cheese Maker Pursues Diversification Strategy

Growing confidence in his busi- For many Albanians who immigrated to Italy in the early 1990s,
ness and SBCA assistance have the work experience they gained became a valuable means of
enabled Orhan Miloti to intro- survival and success upon their return back home. Whether it was
duce two new varieties of learning new skills, seeing how new products are developed or
cheese. finding a new business idea, many returnees used the knowledge

H and skills learned to start their own enterprises.

Orhan Miloti was one of the young Albanians who decided to put
to use the knowledge he received while working in dairy farms in
Bari, Italy. With a university degree in chemistry, he learned all he
needed to start processing milk and producing cheese in his
hometown of Shkodra, north of the capital, Tirana. Miloti was the
first Albanian producer of mozzarella cheese and his products
have competed successfully with Italian imports.

After 10 years in the mozzarella business, Miloti's company, ‘Al-
bamilk’ has increased 10 fold. The three main products are moz-
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b T, e zarella for pizza, fresh mozzarella and ricotta cheese. Sales in
SBCA consultants advising Albamilk 2005 were $350,000 with more than 50 tons of mozzarella and 15
at the factory in Shkodeér, Albania. tons of ricotta sold in Tirana and Shkodér.

Miloti’s confidence in his business has grown and he plans on in-
creasing sales by 15% and to start exporting. To help him and his

SBCA Client ID: 0350 company in the process, USAID’s Small Business Credit and As-
Company: ALBAMILK sh.p.k. sistance project has provided loans and technical expertise in
production and marketing. Back in 2003 SBCA facilitated a
Status: Limited Liability $35,000 loan for ‘ALBAMILK’ which Miloti used for buying new
owner: Orhan Miloti technology. He fully repaid the loan by August 2004 and received

a second loan in 2005.
Sector: Dairy Production

Currently SBCA is assisting this company with a product diversifi-
District: Shkodér

cation strategy. Albanian cheese makers until now have built on
the traditional market demand for white ‘feta’ cheese and yellow
‘kackavall’ cheese. However, new market segments are emerging
that demand cheeses of different, and often higher, quality.

E ﬁl =}[ :l = | That's why an SBCA expert has introduced to Albamilk the Cam-
embert white cheese variety produced from cow and goat milk. A
N N supply of 140 liters of milk is being processed and the two varie-

AND ASSISTANCE PROJECT ) ] L ] o o
ties are being tested. In addition, SBCA is designing and printing

new labels for these new products. As a result of SBCA's interven-
tion, Albamilk should be able to reach its target sales increase and
www.sbca-project.org.al pursue successfully a diversification strategy.

Www.usaid.gov




Exporter of Frozen Vegetables Aiming to Expand
Its Market

ALCRED is the only Albanian
exporter of packaged frozen
vegetables. SBCA is working
to increase its vegetable sup-
ply and providing EU market
studies.

© SBCA Project 2005

:-q’ /, T
One of ALCRED's partners at
the company’s factory in Tirana

SBCA Client ID: 5762
Company: ALCRED sh.p.k.
Status: Limited Liability
Owner: Agim Hasani

Sector: Vegetable Processing

District: Tirana

SBER

ALBANIA SMALL BUSINESS CREDIT
AND ASSISTANCE PROJECT

www.usaid.gov

www.sbca-project.org.al

Agim Hasani found an interesting business idea: packaging
frozen vegetables for export into the EU countries. His com-
pany ALCRED sh.p.k. is the first and only Albanian exporter
of frozen peppers and cauliflowers. Based in the Yzberisht
suburb of capital Tirana, ALCRED factory has a state-of-the-
art processing line and excellent working environment.

The company’s sales were $74,000 in 2005 and it already
plans on doubling sales for the next year. With 80% of its
exports going to Germany and 20% to Belgium, Mr. Hasani
now plans to enter the UK market. His products are certified
by 1ISO 9000 and HACCAP and meet the criteria for compet-
ing in the EU market.

Finding a reliable supply of raw materials is a challenge for
ALCRED as well as for similar enterprises. Due to the small
plots of farming land, vegetable supplies tend to be of small
guantities and high prices. Therefore Mr. Hasani tried to
identify additional suppliers and that's how he came to con-
tact the Small Business Credit and Assistance project,
SBCA. The project assists businesses like ALCRED in im-
proving management, introducing marketing strategies and
presenting new technology.

SBCA is working with ALCRED to ensure its vegetable sup-
ply, both in terms of quantity and quality, and to improve its
marketing. 10 vegetable suppliers from Lushnja are being
assisted by SBCA in order to improve the cultivation and
harvesting processes. When they meet the quality and
quantity standards, they will have $60,000 worth of guaran-
teed sales via ALCRED. On the other hand, ALCRED will
also have a reliable supply of vegetables, thus ensuring its
exports to the EU market are continuous. As a result of
these supplies an estimated $140,000 of sales will be
achieved by ALCRED.

The company plans on consolidating and expanding its EU
market share. To this end, SBCA introduced a study on the
EU preserved fruit and vegetables market. Through this
study the company can obtain new contacts and information
that will be helpful for further expansion into the UK and
other EU countries.



First Marketing Plan and New Cheese Products for
Vlora-based Dairy Producer

Dairy producers like Balla are
being introduced to new types
of cheeses such as Gruyiere
and blue cheese.

SBCA Client ID: 4940

Company: Balla

Status: Limited Liability
Owner: Bardhi Balla
Sector: Dairy Production

District: Vlora

SBER

ALBANIA SMALL BUSINESS CREDIT
AND ASSISTANCE PROJECT
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Until recently the Albanian cheese market was flooded with
imports from Greece, Italy and other countries. However,
demand for domestically made cheese has grown while at
the same time new market segments look for higher quality
cheeses, comparable with those found in Western markets.
In order to meet these new demands, USAID’s Small Busi-
ness Credit and Assistance project (SBCA) is working with
69 cheese makers on improving production and marketing.

One of the producers receiving SBCA'’s assistance is Bardhi
Balla in the Gjorm village of the southern district of Vlora.
His father, Sadik Balla, had 25 years of experience as live-
stock and cattle grower and dairy producer before he started
his own enterprise in the early 90’s. The business is now
managed by Bardhi who received dairy work experience
and training while he was in Greece.

With 8 employees, this family business reached $200,000 in
sales during 2005. Apart from white ‘feta’ cheese and ‘ka-
ckavall' cheese - both sold a total of 35,000 kg in 2005 —
Balla’'s dairy also produces butter, curd and yoghurt. The
purchase of a new pasteurizer and coolers sourced by
SBCA enabled this enterprise to improve production proc-
esses. However, the main challenge was to identify new
market segments and expand the product range.

SBCA started to assist Balla’s dairy in building a new image
for the company and its products in order to reach big su-
permarkets such as Euromax. New product labels and logos
were designed by SBCA and a leaflet is under production.
SBCA consultants have prepared a marketing plan that will
steer Balla’s strategy in a new direction. This marketing
strategy was the first written plan of this kind for the busi-
ness.

More recently, SBCA has introduced two new types of
cheeses to Balla: Gruyere, in a hard version, and blue
cheese with mould made of sheep milk. An SBCA consult-
ant has guided Balla through all the necessary production
steps and is helping the company test launch its new prod-
ucts in June 2006. The SBCA network of business promot-
ers is helping to locate new buyers for Balla’s products.

A 15% increase in sales is expected as result of SBCA's
intervention while new business opportunities will be identi-
fied for Balla’s dairy.
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Mozzarella Producer Introduces Selles Cheese

Through SBCA assistance,
BIANCA sh.p.k. expects its
sales to grow by 10%.

© SBCA Project 2005

L__ b= = “
Zhyljen Papajorgji during cheese
production processes at his factory in
Vlora

SBCA Client ID:

Company: BIANCA sh.p.k.
Status: Limited Liability
Owner: Petraq Papajorgji
Sector: Dairy Production

District: Vlora

SBER

ALBANIA SMALL BUSINESS CREDIT
AND AS5ISTANCE PROJECT
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In the mid 90’s many Albanian entrepreneurs created partnerships
and joint ventures with ltalian investors. One of them was Mr.
Petraq Papajorgji who wanted to enter the dairy business with the
idea of producing innovative dairy products. In 1996 he started a
dairy facility in his hometown of Vlora in partnership with San
Lazaro, an ltalian firm based in Lecce. They were the first com-
pany in the area to start selling milk in glass bottles and also
started producing yoghurt, white cheese, kackavall cheese and
butter.

The enterprise came to a stop in 1997 when Albania went through
a state of turmoil following the collapse of pyramid schemes. Like
other businesses, Papajorgji's suffered damage and he had to
shut down. The business restarted in 1999 when'the investment
climate improved. This time Papajorgji and his Italian partner de-
cided to focus on the.mozzarella market. San Lazaro is famous in
southern Italy for its mozzarella cheese and they wanted to intro-
duce the product into the Albanian market.

Mr. Papajorgji’s son Zhyljen went for 6 months in Italy for a pro-
duction.course and on-the-job training. He came back equipped
with_.new knowledge and experience in addition to bringing some
much needed equipment for the new product. In 2001 the com-
pany bought a new building and a new processing line was in-
stalled.

Production started with as little as 5-6 kg per day. By contrast, in
2006 the company produces 300 kg of mozzarella per day. Since
this was a new product and largely unknown to many Albanians,
initial sales were slow but gradually they increased as chefs with
Italian experience and visiting immigrants started to demand moz-
zarella. Their initial market was Vlora, then slowly they expanded
to Fier, Berat, Durrés and Tirana.

BIANCA products now include mozzarella, ricotta, scamorza (a
seasoned yellow lItalian cheese) and butter. The company em-
ploys 7 full time workers and 3 family members. Their current
plans are to diversify into more products and that is where the
Small Business Credit and Assistance project, SBCA, is assisting
them.

SBCA has introduced a new type of cheese to BIANCA: the Selles
variety, a soft cheese with mold, made of goat milk. Through
SBCA consultants, the company is learning new production tech-
niqgues and improving marketing strategies. The new Chévre
cheese is anticipated to increase company sales by 10%.
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New Production Management Program
Increases Savings for Packaging Producer

The new production management
program developed by SBCA has
resulted in $150,000 saving for
EDIPACK sh.p.k.

© SBCA Project 2005

SBCA's Chief of Party and. a shért-term
Marketing Specialist with Bardhyl Balltéza
at EDIPACK factory warehouse

SBCA Client ID: 6088
Company: EDIPACK sh.p.k.
Status: Limited Liability
Owner: Bardhyl Balltéza
Sector: Input Supplier

District: Durrés

SBER
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AND ASSISTANCE PROJECT
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Every entrepreneur wants to reduce production costs. In the
case of Bardhyl Balltéza, reducing paper waste during pro-
duction of cardboard boxes would mean a substantial in-
crease in cost savings. His company, EDIPACK sh.p.k.
produces corrugated cardboard boxes from paper.

EDIPACK covers about 40% of Albania’s packaging market.
With 34 employees and a $1,000,000 turnover, the com-
pany is the only one in the country that produces its own
cardboard while all other competitors import. Its main ad-
vantage is lower costs, since transportation and customs
taxes raise the competition’s prices.

The company’s main problem was how to coordinate 50 or-
ders per week for a wide range of box sizes and order quan-
tities and how to reduce the cardboard waste. The cutting
machines used only 87% of the cardboard material. It proc-
essed a 2.1 meter wide strip which was split into 4 widths
and 2 lengths of various dimensions depending on custom-
ers’ requests. After each run a production specialist would
calculate the best combination for the next run. In addition to
material waste, the company was also incurring a loss in
productivity time due to frequent halts, the need for
recalculations and manual setups.

When SBCA identified this problem it suggested to
EDIPACK a new solution: create a computer program that
will be able to calculate many possible combinations.
SBCA'’s Production Management specialist built a new Ex-
cel model that contained 5,000 various combinations. It also
enabled the machinery to operate in longer production runs.

The model also accepts product codes and quantities, iden-
tifies which combination gives the least waste, proposes the
most efficient combination for the next run, and calculates
the time it takes for each run. SBCA worked with
EDIPACK'’s production and finance specialists to install the
program and trained them in its use.

The company implemented the new model and is now using
95% of its cardboard material. The total value of the savings
is $150,000 per year compared to the old manual system
(equivalent to almost 15% of the turnover). In addition, this
saving will increase as sales and therefore production vol-
ume increases.
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Steel Construction Company Assisted in Production

and Marketing

A new manual of procedures and
the introduction to the ISO 9000
standards, is increasing the
chances for EUROPA sh.p.k. to
sign lucrative contracts.

Worker welg at EURT)A sh.p.k.
plant in Elbasan.

SBCA Client ID: 5006
Company: EUROPA sh.p.k.
Status: Limited Liability
Owner: Vangjel Rula
Sector: Construction

District: Elbasan

SBER
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Among the several plant sites found in the huge metallurgi-
cal compound in the plains of Elbasan, 3 km south west of
the city, there is a privately-owned enterprise that produces
various steel structures. The EUROPA sh.p.k. is co-owned
by Vangjel Rula, his wife Adile and his brother Thanas. They
established the limited liability company in March 1995.

EUROPA sh.p.k. employs 16 full-time employees and a
number of part-time workers depending on work volume. It
designs, produces and assembles metallic construction
structures. The company is one of the few in the country to
produce fuel tanks, steel roofs, storehouse structures, proc-
essing line components, high voltage towers, elevators and
various types of filters. Currently it sells its products only in
the domestic market and its main clients include the Turk-
ish-run steel company KURUM, the Italo-Albanian company
DARFO and EFC.

While the maximum production capacity is 100 tons per
year, EUROPA sh.p.k. is utilizing only 20% of that capacity.
However growth can be identified: from 1,000 safety cases
produced in 2004, the figure was 2,000 units in 2005. Total
sales for that year were nearly $550,000.

Currently the company aims to reach international quality
standards, utilize its full production capacity and improve its
marketing and sales. The Small Business Credit and Assis-
tance project is helping in these areas. Since April 2005 the
project is assisting the company in its efforts to sign a con-
tract with the National Oilwell Varko in Texas, USA. This
contract would enable EUROPA sh.p.k. to increase its sales
by 20% and add 35 new employees.

A manual of procedures was prepared through SBCA that
has improved the order-taking process for the company.
The project is sourcing equipment and guiding EUROPA in
achieving the ISO 9001certificate. Meanwhile, in order to
improve the company’s image, SBCA has designed a new
logo and business cards.

Through one of its certified accountants SBCA is conducting
a financial analysis and implementing new accounting stan-
dards. A combination of the project’s assistance with the
company'’s ability to sign the new contract with the Texas
company, is expected to have a doubling of sales for
EUROPA sh.p.k.
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Milk Products That Can Compete With Imports

With only three years in the milk processing business Ferdinand
Ibrahimi could be considered a novice entrepreneur. However, his
company FERLAT sh.p.k. has a well-established share in the Alba-
nian market. In 2005 its sales were $600,000 and more growth is
expected in the current year.

SBCA is assisting this fast
growing milk processor in de-
signing a new marketing strat-

egy.

The company is one of the biggest milk producers in the country. It
employs 11 workers and in addition it has its own network of distri-
bution. FERLAT’s main product is pasteurized milk and its secon-
dary products are yoghurt, cheese and butter. In November 2005
the company introduced ultra heated temperature (UHT) milk which
sold $39,000 in that month alone. The company’s products compete
for good quality and reasonable selling prices. FERLAT has around
one thousand clients who range from hotels and restaurants to su-
permarkets and wholesalers from all over the country

PSS -

© SBCA Project 2005

. y . ) The main challenge at this point is how to gain market share from
SBCA consultancy taking place at established Italian competitors such as Parmalat and Sole. Like
FERLAT sh.p.k. factory similar enterprises, FERLAT sh.p.k. also needs to find a reliable
supply of raw materials and increase the longevity of its products.

At the end of 2005 the company started to cooperate with the Small
SBCA Client ID: 5351 Business Credit and Assistance project (SBCA), a USAID initiative
that helps Albanian businesses improve their performance. SBCA is
working with the company’s Marketing Manager to design a market-
Status: Limited Liability ing strategy for 2006. The application of this new strategy is ex-
pected to raise the company’s market share and sales.

Company: FERLAT sh.p.k.

Owner: Ferdinand Ibrahimi
For FERLAT's latest product, UHT FAST milk, SBCA is organizing

focus groups in order to test consumer preferences about the prod-
District: Tirana uct’s design and packaging. SBCA'’s network of Business Promoters
has identified wholesalers and retailers who are interested in buying
FERLAT's UHT milk. The information collected will be used to ex-
pand the distribution network.

Sector: Milk Processing

§ =) [ﬁ = SBCA guided FERLAT sh.p.k. in the process of obtaining and im-
= | n | plementing bar codes on its 5 products. In addition, an SBCA ac-
ALBANIA SMALL BUSINESS CREDIT countant is assisting FERLAT's accountant in setting up a

AND ASSISTANCE PROJECT computerized costing system. This will enable the company to better

determine its costs and make informed pricing decisions.

www.usaid.gov ) ) )
As a result of SBCA’s intervention, a monthly sales increase of at

www.sbca-project.org.al least $1000 is anticipated.
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Fidal: Producing Native Albanian Grape Varieties

Luigj Frangaj is one of the few producers of seedlings who is de-

Luigj Frangaj is restoring Alba- termined to recreate native Albanian grape varieties. After a dec-
nia’s native fruit varieties by pro- ade and a half of competition from foreign varieties and a lack of
viding seedlings that can be used protective measures, some traditional local grape brands suffered
throughout the country. neglect and even risked disappearing altogether. Frangaj's com-

pany Fidal sh.p.k., supplies 25,000 grape seedlings to farmers
and agricultural businesses throughout north and central Albania.

He built a nursery of 3.5 hectares in Zejmen, Lezhé, back in 1997
after he recovered a number of grape varieties that had been
looted from the Institute of Biological Research. Now his company
employs 4 full-time and 17 part-time workers, in addition to hiring
17 seasonal workers during the winter season. Currently Fidal's
annual sales are $48,000 and its number of clients has grown to
20.

In addition to grape seedlings, Mr. Frangaj sold 1,500 citrus seed-
lings and 5000 Kg. of grapes and other fruits in 2004. He identified
a growing demand for citrus fruit, olive and kiwi seedlings, diversi-
fied into the production of kiwi seedlings and plans to sell 2,000
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Fidgl sh.p.k. has been C‘_"‘”ed a "Ge- units per year. Fidal's competitive advantage will be a kiwi seed-
net!c Bank” due to the W'_de_ range of ling that can grow in various climates and seasons. This means he
native grape and fruit varieties will be able to sell throughout the country while competitors sell

only regionally. For all products, the company provides after-sales
customer service and technical assistance.

SBCA Client ID: 4960 Mr. Fr.an.gaj plans on doubling his se.edlin.g production cgpacity,
establishing contractual agreements with clients and securing sta-
Company: Fidal sh.p.k. ble demand for kiwi seedlings. However, he must first improve

. o packaging, storing and distribution, introduce new machinery and
Status: Limited Liability equipment, and build a specialized green house. To get assis-
Owner: Luigj Frangaj tance in this process, he approached the Small Business Credit
and Assistance project, SBCA.

Sector: Seedling Production _ _
SBCA introduced new packaging and a new logo for the com-

District: Lezhé pany’s products. This has ensured safe transportation, improved
marketing and reduced costs by 20%. In addition, expert advice is
being provided on kiwi and grape grafting techniques.

E = [:l = | With a view to producing Albanian fruit varieties that can compete
= in the EU and international markets, SBCA is also training Fidal's
ALBANIA SMALL BUSINESS CREDIT client farmers on preserving the native qualities and uniqueness of
AND ASSISTANCE PROJECT local varieties. Throughout the value chain farmers are encour-
www.usaid.gov aged to maintain production standards that will result in higher

guality and more competitive fruits. SBCA’s impact has been an
www.sbca-project.org.al estimated 20% increase in total sales in the last two years.
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Florjan-V Towels: New Marketing Strategies and
Increased Production

As the only producer of towels
and napkins in Albania, Flor-
jan-V enjoys stable sales.

x . jl} k
Viktor Marku at his factory where tow-
els and napkins are produced

SBCA Client ID: 2980
Company: Florjan-V sh.p.k.
Status: Limited Liability
Owner: Viktor Marku

Sector: Textile Manufacturer

District: Shkodér

SBER

ALBAMIA SMALL BUSINESS CREDIT
AND ASSISTANCE PROJECT

WWW.usaid.gov

www.sbca-project.org.al

© SBCA Project 2005

Viktor Marku is the only producer of towels in Albania cover-
ing about 15% of the domestic market. He started in 2000
by privatizing the former state textile factory in the northern
Albanian town of Shkodér which was renowned throughout
the country for its quality towels. In eight years Mr. Marku’s
business, Florjan-V, has doubled in size and now it employs
20 workers in addition to 4 family members. In 2005 the
company reached $200,000 in sales, one third of which was
exports.

Now the company supplies 30 clients with towels of various
sizes, colors and designs, and it produces 15,000 towels per
month. A $30,000 loan facilitated by the Small Business
Credit & Assistance project (SBCA) in 2002 helped Marku
repair his equipment and double his production capacity. In
three years he paid off the loan and in 2005 SBCA provided
another loan aimed at securing Florjan-V’s electricity supply
and improving distribution channels.

Marku has a high rate of repayment for his loans and dis-
plays an open attitude. He understands the benefits of ser-
vices provided by SBCA and continually seeks advice on
developing his business. He has a forward looking vision for
his business and a collaborative approach when it comes to
receiving donor assistance.

Recently a new logo and labels were provided for Florjan-V
by SBCA that has created brand value for the company. To
help this business improve its image and brand identity,
SBCA also designed a company Web site: www.florjan-
v.com and produced business cards, envelopes, letterheads
and a product catalogue. Assistance is being provided to the
company in finding equipment spare parts, utilizing existing
equipment and improving warehouse and shop floor spaces.

Currently Marku needs to improve inventory management,
keep accurate turnover records, and increase production
capacity. In 2005 SBCA introduced a computerized produc-
tion management system. This enables Florjan-V to improve
accounting, cash flow statements and production control.
Staff is being trained on computer use and other IT skills.

SBCA'’s network of Business Promoters is helping to find
markets for Florjan-V products while SBCA consultants as-
sist in sales analysis, marketing strategies and business
planning. SBCA assistance has resulted in an increase of
$70,000 in this company’s sales.
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Maintaining Tradition While Introducing New Cheese

Mahmutaj’'s dairy enterprise has
grown threefold in the last 13
years and for the first time it is
introducing a new kind of
cheese: Gruviere.

The region of Gjirokastér in the south of Albania is famous for
producing good cheese and milk by-products. Fredi Mahmutaj is
one of the dairy producers in Libohova, Gjirokastér, who has been
in the business since 1993. His father had been a dairy manager
for over 20 years in a state-owned enterprise. When they privat-
ized the Gjirokastra dairy they inherited a primitive facility and little
marketing and sales experience. Formerly the state guaranteed
sales for such enterprises but now both Fredi and his father had to
find their own market and create their own distribution chain.

% They targeted the markets of Tirana and Durrés due to the size

L | and their knowledge of the areas. Also in order to learn more
i about new production techniques Fredi Mahmutaj did several trips
| to Greece. In the last 13 years the business has grown threefold
with sales going from 10 tons per year in 1993, to 30 tons in 2006.
Mahmutaj's facility produces feta, kackavall, butter and curd. The
2005 sales were $260,000 with kagkavall selling the highest
amount. Nearby farmers supply Mahmutaj with organic milk from
2 livestock and cattle that feed on natural pastures stretched
SéCA consultant working with Fredi through the Libohova mountains. Mahmutaj's cheese is vacuum
packed and 90% is sold to wholesalers.

BCA Project 2005

Mahmutaj at his dairy in Gjirokastér.

The last 10 years have witnessed a threefold increase in demand
for domestically made cheeses. However, their reliance on just
sales of the traditional cheese types, feta and kackavall, may pre-

SBCA Client ID: 2972 vent growth and decrease their competitive edge. Like other dairy

Company: Mahmutaj producers, Mahmutaj was aware of this challenge and although he
_ _ was willing to diversify his product range, he didn’t have the tech-

Status: Sole Proprietorship nical expertise to start the production of new cheeses.

Owner: Fredi Mahmutaj For this reason, the Small Business Credit and Assistance project

(SBCA) is now assisting Mahmutaj in producing and selling new
types of cheese. SBCA has introduced the Gruviere variety to this
District: Gjirokastér business and is now instructing Mahmutaj on the procedures and
techniques needed to produce good quality Gruviere cheese.
From the requirements of the raw material (milk) down to packag-
ing, labeling and distribution, SBCA is working with the company

g = [: o through each and every step.
= Two SBCA consultants have helped the company improve humid-

ALBANIA SMALL BUSINESS CREDIT ity control and provided a humidity meter. They also have pro-
AMD ASSISTANCE PROJECT . . . . .
vided casein labels which is a novelty among Albanian cheese
producers. In addition, a new logo and label is being designed that
Www.usaid.gov will make the product more presentable for supermarkets and re-
tail shops. SBCA expects the new product to make up 10% of
Mahmutaj's sales.

Sector: Dairy Production

www.sbca-project.org.al
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New Market Opportunities for Korca Dairy Producer

The introduction by SBCA of
the new Tomme de Savoie
cheese variety will differentiate
GREAL from the competition.

AL\
SBCA consultants at GREAL's
factory in Korca.

SBCA Client ID: 0283
Company: GREAL
Status: Limited Liability
Owner: Guri Lako
Sector: Dairy Production

District: Korca

SBER

ALBAMIA SMALL BUSINESS CREDIT
AND ASSISTANCE PROJECT

WWW.usaid.gov

www.sbca-project.org.al
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Guri Lako started his dairy business in March 1999 when
Albania was flooded with Kosovar refugees and NATO
troops were stationed throughout the country. He estab-
lished GREAL sh.p.k. in Korcé, an area renowned for its rich
agricultural and livestock traditions. After noticing that the
local market was full of dairy imports from Greece or Italy,
Lako decided this was a business that would be beneficial to
him and the community.

After 6 years the company has gradually increased sales
reaching $700,000 in 2005. GREAL'’s products include: feta
cheese, sheep and goat cheese, ‘kackavall’ cheese, yo-
ghurt, butter and curd. Different from other local producers
who only sell in the Korga region, Lako’s market extends to
Tirana, Durrés, Elbasan and Saranda, as well as in Korgé.

GREAL’s main clients are 5 wholesalers and 405 retailers
spread through the various regions. They receive supplies
via the company’s distribution vehicles. There are 5 full time
employees including an accountant, technical specialist,
driver and guard. Up to 4,500 tons of milk can be processed
at GREAL's facility and the company has its own laboratory.

The company plans on diversifying its products, building a
longer-term strategy and adding more employees. In order
to achieve these, Mr. Lako is being assisted by SBCA, the
Small Business Credit and Assistance project. SBCA is
working to introduce a new type of cheese and improve the
company'’s product image.

Since March 2006 an SBCA expert has introduced to
GREAL a new type of French cheese: Tomme de Savoie, in
a semi-hard version. The company is learning new methods
of producing more cheese types and hopes to differentiate
itself from the mainstream competition. Around 500 liters of
milk are being used to test launch the new Tomme cheese.

Most cheese producers fail to identify their products and do
not include a seal. That's why SBCA has introduced the ca-
sein labels and has sourced a casein supplier for GREAL.
With this type of label, the company can ensure a more loyal
customer base and differentiate its products in the market.
The new product and label will boost GREAL'’s presence in
the Albanian cheese market.
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Recycled Paper Producer Aiming to Double Sales

Hilmi Brace’s business is in full Hilmi Brace is the first Albanian processor of recycled paper
harmony with the environment. and the only producer of toilet paper, napkins and kitchen
Sales are expected to double in paper in the country. In the year 2000 he bought equipment

from China and started HERMES sh.p.k. for collecting and
recycling waste paper. Later he also established APOLLON
sh.p.k. for producing paper items. Brage’s business is lo-
cated in Fier, south of capital Tirana.

the next year for the only recycled
paper producer in Albania.

Both companies employ 104 workers and total sales
amounted to $650,000 in 2004. Apart from selling paper
within the Albanian market, Brace also exports 40,000 kg of
cardboard to Bulgaria each month. The 300 domestic cus-
tomers are wholesalers and retailers from all over Albania.
Through his main paper collection facility in Tirana Mr.
Brace collects waste paper from many private and public
institutions including foreign embassies.

To compete effectively with importers of similar products,
the company had to improve production management and
increase its marketing activities. In 2004 the Small Business
Credit and Assistance project (SBCA) helped create a busi-
ness plan that enabled the company to receive a loan. The
loan was used to purchase new cutting and packaging
equipment. Through this upgrade the company processes
. ) imported paper in addition to the recycled one which means
SBCA Client ID: 4504 it can produce higher quality products that can compete with
Company: Hermes sh.p.k. imports. As a result, APOLLON sh.p.k. is not forced to re-
duce its selling prices as it has done before.
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factory.

Status: Limited Liability ) _
SBCA has also introduced market segmentation and brand-

Owner: Hilmi Brage ing to this business. With SBCA’s assistance, the company
created two toilet paper brands, Lira and Sibora that serve
two different segments, lower and medium income families.
Currently SBCA provides Hermes sh.p.k. with new selling

Sector: Paper Recycling and
Manufacturing

District: Fier techniques, training and market research that will result in
increased sales and will strengthen the company’s competi-
tive edge.

E = [:[ =3 ] SBCA'’s has provided technical support in branding by de-
= signing new logos and producing business cards. A Web

ALBANIA SMALL BUSINESS CREDIT site was constructed that covers both businesses:
AND ASSISTANCE PROJECT www.apollonshpk.com. This will help in raising the profile of
Brage’s businesses. SBCA designed a marketing plan that

www.usaid.gov covers the next few years and it projects a doubling of sales

from its current $650,000 to $1,300,000 in 2006.

www.sbca-project.org.al
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Dairy Producer Introduced to Emmental Cheese

In the early 90’s many Albanian entrepreneurs started to im-
port fertilizers and pesticides and sell them to farmers. Soon

With the new Emmental cheese USAID encouraged them to enter agribusiness production

Mr. Kogi plans to pursue a di- since trading inputs alone would not be sustainable in the long
versification strategy and serve term. Hysen Kogi was one of the fertilizer dealers who de-
a new market segment. cided to become a dairy producer. He also had another rea-

son for starting his agribusiness enterprise: he wanted to lure
his sons who had immigrated to Italy, back to Albania.

Since 1994 Hysen Koci's dairy enterprise, NETI, has gradually
grown and now he employs 7 full time workers and 8 family
members. When he started he only had a small facility and he
used primitive equipment. After identifying new market oppor-
tunities in Durrés in 2000, Mr. Koci upgraded his technology
and purchased new equipment.

Sales in 2005 were $655,000 and the range of products in-
cludes 15 varieties of cheeses, yoghurt, butter and milk.
Around 3 — 3.5 tons of milk are processed everyday. Kogi's
clients are retailers and he also owns a retail shop in Durrés.
The company has a loyal customer base and Kogi's products
and customer service have won him high esteem among

SBCA consultants working at
Hysen Kogi’s dairy facility. many regular clients.

Currently this business is receiving assistance from the Small
Business Credit and Assistance project (SBCA). The project is
SBCA Client ID: 0324 providing new production techniques and is introducing pack-
aging and labeling to NETI.

Company: NETI _ _
. . Recently there have been low profit margins from sales of tra-
Status: Sole Proprietorship ditional white ‘feta’ and yellow ‘kackavall' cheeses. At the
same time a new market segment has emerged: medium and

wner: Hysen Kogi . ) : L e
Owner: Hysen Kog higher income Albanians and immigrants visiting the country

Sector: Dairy Production during holiday and summer seasons. This segment demands
o more sophisticated cheeses and Mr. Kog¢i decided to work
District: Kavaje with SBCA to meet this demand.

SBCA experts are working with the company to produce a
new type of cheese: Emmental, in a hard version. About 50 kg
of this cheese are being tested and according to Mr. Kogi the

= e new process is not that difficult. SBCA has sourced the supply
=] of 2000 casein pieces and introduced casein stamps to NETI.
ALBAMIA SMALL BUSINESS CREDIT In addition, Koci has received advice and new equipment on

AND ASSISTANCE PROJECT humidity control. To strengthen the marketing aspect for the

_ new product, new labels and a new logo are being prepared
www.usaid.gov by SBCA. Mr. Kogi is optimistic that his newly branded Em-

www.shea-project.org.al mental cheese will soon gain market share.
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Reinforcing Brand ldentity for Shameti’s Cheese

llirian Shameti is one of the 55 dairy producers that have
received technical assistance from the Small Business
Credit and Assistance project, SBCA. He started his milk
processing business in 1995 as a sole proprietor in the
southern Albanian town of Vloré. After 10 years in the busi-
ness he is now past the subsistence stage and is looking to
improve the production process and marketing of his prod-
ucts.

New branding strategies intro-
duced by SBCA are helping
Shameti’s products in their
market positioning.

With sales exceeding $300,000 Shameti's main product is
the yellow Swiss style ‘Kackavall' cheese of which 50,000
kg were sold in 2004. The other two products, butter and the
traditional curd or soft white cheese, sold 4000 kg and
15,000 kg each. The business employs 8 workers, including
2 family members.
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For the first time Shameti’'s products have their own brand
names introduced by SBCA. A new logo will be stamped on
Shameti’'s cheese which will position it well in the market-
place. SBCA is providing options for a logo design and is
producing labels that will reinforce brand identity for this
business. The project staff is sourcing air pressing equip-
ment for Shameti's ‘Kackavall' cheese and selecting the
SBCA Client ID: 0232 best offers from various manufacturers.

Company: Shameti To further improve packaging, SBCA has introduced vac-
uum packaging and is currently sourcing equipment offers.
All of this will enhance the image of Shameti's cheese as
Owner: llirian Shameti well as differentiate the product in supermarkets. At the
marketing level, SBCA is identifying new buyers, mainly re-
tailers. This is being done through SBCA staff and its net-

Status: Sole Proprietor

Sector: Dairy Producer

District: Vloré work of business promoters who create market linkages,
provide new sales channels and find new retail clients for

Mr. Shameti.
§I =i[ql = | At the production level SBCA is working to increase milk
= quality by counseling 8 livestock farmers who supply
ALBANLA SMALL BUSINESS CREDIT Shameti with 160 tons of milk. They are learning new meth-

AMD ASSISTANCE PROJECT . . . .
ods of disease prevention as well as new techniques for in-

WA Usaid.qov creasing milk quality.

Overall, SBCA is aiming for a 10% increase in sales for
Shameti’s products.

www.sbca-project.org.al
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Korca Fresk: Competing with Imported Chicken
Products

In 2003 lliriana Kutrolli started the business of chicken meat
processing in Drenové, in the southeastern district of Korca.
She established ‘Korca Fresk’, a company that packages
and sells various sized chickens, chicken fillets, legs and
other by-products. In less than two years the company has
become one of the 4 main Albanian chicken producers and
is now looking to compete with Hungarian importers.

New marketing strategies and a
new brand identity are helping
Korca Fresk raise sales and com-
pete more effectively

‘KORCA FRESK’ employs 4 full time and 8 seasonal work-
ers while its 2004 turnover was $320,000. A total of 145,000
packaged chickens were sold in addition to 4000 kg of proc-
essed chicken meat. Most of the sales are in Tirana, El-
basan and Korca districts. The company supplies 10
wholesalers and 55 retailers. Its biggest client is EHW, a
meat processing company that owns retail chains through-
out the country.

© SBCA Project 2005
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: One unique advantage for the company is the use of the

One of the breeding faciliies at COBB chickens that are famous for their high quality meat.

Korca Fresk. In addition, the hen feed is all organic and Kutrolli maintains

strict hygiene standards throughout the production cycle.

The final products are packaged in plastic film and contain-

ers carrying the Korca Fresk label and logo. The full produc-

SBCA Client ID: 4968 tion capacity is about 300,000 chickens per year, or twice as
Company: KORCA FRESK much as its current sales.

sh.p.k. In order to increase performance, the Small Business Credit

and Assistance project (SBCA) is working to improve Korca
Fresk’'s marketing operations and introduce quality man-
Owner: lliriana Kutrolli agement. On the marketing level, SBCA is preparing a 5
year business plan — the first for this company — and is ad-
vising on best sales strategies. In addition to setting up a
District: Drenové, Korgé new Web site www.korcafresk.com, SBCA reinforced the
company'’s brand identity through a new logo and labels.

Status: Limited Liability

Sector: Live stock farming

On the production level, SBCA introduced the company to

! ﬁ =) [: = quality management practices such as HACCAP and 1SO
=) and has started the first steps in meeting these international
ALBANIA SMALL BUSINESS CREDIT standards. Through SBCA'’s intervention KORCA FRESK

AND ASSISTANCE PROJECT will start applying bar codes to its products. This will facili-

_ tate sales and prepare the company for future exporting in
. . M
WWW.usaid.gov the region.

www.sbca-project.org.al
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‘JETA’ Drinks: Set to Increase Sales by 10%

A new marketing strategy and Among the buildings that stretch through the industrial zone
financial analysis prepared by of Shkodér, in north Albania, there is an old warehouse that
SBCA are helping Mr. Kopliku Kujtim Kopliku turned into a production plant. In 1997 Mr.

Kopliku established his company JETA sh.p.k. for producing
soft drinks and bottled water. It is a medium sized business
but one that has a production capacity of up to 1500 bottles
per hour.

JETA company sales exceeded $125,000 in 2004 and the
product range includes mineral water, gas water, as well as
soft drinks with cola, orange and lemon flavors. The prod-
ucts have competitive prices and are packaged in plastic
bottles. JETA’s main clients are retailers, wholesalers and
restaurants in Shkodér and Tirana.

consolidate his business.

In 2005 the company was losing sales due to pirated ver-
sions of its JETA water brand. At the same time it experi-
enced a halt in production which in turn reduced sales. Mr.
Kopliku approached the Small Business Credit and Assis-
SBCA consultants on-site at JETA tance project (SBCA) to help him overcome such problems
sh.p.k. bottling plant. and improve his company’s performance.

© SBCA Project 2005

Initially SBCA assisted in creating a newly branded mineral
water and produced labels that enhance the product’s im-

SBCA Client ID: 2901 age in the eyes of consumers. The project also provided
guidance and information to the company on how to obtain

Company: JETA sh.p.k. bar codes and add them to the labels.

Status: Limited Liability After that SBCA conducted a financial analysis for the year

2004-2005 which included the balance sheet, income

Owner: Kujtim Kopliku statement and cash flow projection for 2006. After that a

Sector: Other sales analysis was done for the same period providing the
o company with a basis for its sales and marketing strategies.
District: Shkodér SBCA prepared a marketing strategy for JETA sh.p.k. which

is the first of this kind for the company. It outlines all the
steps and suggestions the company should follow to man-
age its marketing mix and gain more market share.

= = Currently SB(_:A is preparing a business pla_m fpr JI_E_TA

= sh.p.k. In addition, new sales channels are being identified

R T B T through the network of Business Promoters. To ensure sus-
AND ASSISTAMCE PROJECT tainability of sales, SBCA focuses not only on concluding
sales, but on creating long-term relationships with both re-

www.usaid.gov tailers and wholesalers. An overall 10% increase in sales is

) projected as a result of SBCA'’s intervention.
www.sbca-project.org.al
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SIDNEJ sh.p.k: A Growing Processor of Fruit and Vegetables

Lorenc Molishti started his private business back in 1993, only two
years after the Albanian market had been opened after five dec-
ades of communist rule. He established a limited liability company,
SIDNEJ sh.p.k., initially trading in import and export markets. In
1995, during the first wave of privatizations of state enterprises,
Molishti acquired the sunflower seed processing factory in Berat,
70 km south of capital Tirana. He then entered the agribusiness
industry and decided to produce and process native Albanian va-
rieties of fruit and vegetables.

With a wide variety of products,
SIDNEJ sh.p.k. is one of the fast-
est growing businesses in the Be-
rat area.

During the last 12 years SIDNEJ sh.p.k. has expanded and now it
employs 60 full time workers, while another 60 are contracted on a
seasonal basis. The company is one of the main processors of
fruit and vegetables in the Albanian market. In recent years, an-
nual sales have reached $1,000,000. The company has a quali-
fied staff that regularly consults literature and participates in
training sessions both within the country and abroad.

= M

© SBCA Project 2005

The company’s main products are canned tomatoes, tomato paste
and juice, packaged olives (of the native Berat variety), sunflower
and olive oil, marinated red paprika, mixed salad, and pickled cu-
cumbers. In addition, the company produces peach, cherry, plum
and quince jams and compotes. Overall there are 20 various
Company: SIDNEJ sh.p.k. products that are distributed to 40 wholesalers and 220 retailers
throughout Albania.

SBCA Client ID: 0143

Status: Limited Liability
SBCA has introduced bar codes to SIDNEJ’s products by provid-
ing information and guiding the application process. Two vegeta-
Sector: Fruit and Vegetables ble suppliers were assisted in production and quality
Cultivation and Processing management. SBCA also facilitated Mr. Molishti’s participation in
an international conference on export opportunities in South East-
ern Europe. In addition, SIDNEJ’s Web site has been constructed:

www.sidnej.com.

Owner: Lorenc Molishti

District: Berat

Another area where SBCA is helping this company is in sourcing
§I =}[:L|E|J equipment and finding raw materials. Several suppliers of de-

= stoning machinery were identified by SBCA. This equipment can
AUBANLA SMALL BUSINESS CREDIT automatically remove stones from peaches and plums, reducing

AND ASSISTAMCE PROJECT . . . . .
processing time and increasing product quality. SBCA found a red
food coloring ingredient in Germany, which Mr. Molishti is now

www.usaid.gov SR ] o )
testing in his compote products. A production specialist will be
www.shea-project.org.al placed at the company to improve workforce management.
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Introducing New Products to Local Cheese Maker

Since March 2005 USAID’s Small Business Credit and As-
A new type of cheese and new sistance project (SBCA) has assisted more than 70 dairies
labels and seal, will help this in business management, marketing and new technology.
business differentiate its One of the companies SBCA assists is LUSHKJA sh.p.k., a
products from comptetitors and sole proprietorship of Shagir Lushkja from Kavaja, south
increase customer loyalty. west of capital Tirana. Mr. Lushkja started his dairy busi-
ness in 1992 in partnership with his brother, Bekim.

Now the business employs 12 full-time workers including 4
family members. Sales reached $720,000 in 2005 and the
number of clients (mostly retailers) has grown to 130. In
2005 Lushkja sold over 100,000 kg of white cheese and
500,000 kg of yoghurt of in the districts of Durrés and
Kavajé.

Like other Albanian cheese makers, Lushkja has relied
heavily on selling the traditional white ‘feta’ and yellow ‘ka-
ckavall’ cheeses. However, a growing number of competi-
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SBCA consultant working with tors and a shift in market demand make it necessary to
Shaqir Lushkja at his factory in diversify and try different marketing strategies. It is in these
Kavaje. areas that SBCA is providing assistance to Lushkja.
_ In 2003 Mr. Lushkja received consultation from SBCA on
SBCA Client ID: 0227 costing, taxation and marketing. Currently SBCA focuses on
Company: LUSHKJA introducing new products, improving marketing and brand-
_ _ ing, and introducing new technology. An SBCA expert is
Status: Sole Proprietorship working with Lushkija to introduce a new type of cheese:
Owner: Shagir Lushkja Maasdam, a semi-hard cheese. About 50 kg of this cheese
. _ is being tested while Lushkja is learning about the proc-
Sector: Dairy Production esses for producing cheese of consistent and good quality.
District: Kavaja SBCA is also identifying sources for humidity control equip-

ment such as a PH meter and humidity meters. The com-
pany is learning new methods of cheese production based
on French technology.

! ﬁl =}[ :l = | In order to secure a successful market entry for Lushkja’'s
new product, SBCA is designing and printing new labels and
N a logo. This will be the first time Lushkja uses informative

AMD ASSISTANCE PROJECT ) . . .
labels on his cheeses. In addition a caseine stamp provided

by SBCA will be placed on the company’s products. This will
differentiate Lushkja’s cheeses from those of competitors
www.shca-project.org.al and will increase customer loyalty.

www.usaid.gov
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“Nikolino” Dairy: New Cheeses and Improved Management

As he plans to increase market
share and improve processing
capacity, Arben Kolaj under-
stands the benefits of receiv-
ing SBCA technical assistance

Nikolino sh.p.k. receives technical
support for increasing his dairy
business

SBCA Client ID: 2496
Company: ‘Nikolino’
Status: Sole Proprietor
Owner: Arben Kolaj
Sector: Milk Processing

District: Daj¢, Shkodér

S B=H

ALBAMNLLG SMALL BUSIMESS CREDIT
AND ASSISTAMCE PREQJECT

wWww.usaid.gov

www.sbca-project.org.al
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Spending up to 18 hours per day at his milk processing facility is
the only way for Arben Kolaj to ensure his products stay competi-
tive and reach the market on time. 'Nikolino’ sales were nearly
$750,000 in 2004 with the highest sales taking place during Spring
and Summer. The company’s white cheese — the Albanian equiva-
lent of ‘feta’ cheese — sold nearly 217,000 kg during 2004. Other
products include packaged yoghurt, Swiss style ‘kackavall
cheese, curd, and yoghurt sauce.

Based in the village of Dajg, in the northern Albanian district of
Shkodér, Mr. Kolaj employs 11 people in addition to 3 family
members and 2 distributors. Ten years after starting his milk proc-
essing business he supplies 130 clients in Lezhé, Lag, Rréshen
and Rubik in the north, as well as Tirana and Durrés in central
Albania.

320 farmers supply Kolaj daily with milk which is later processed
into 700 kg of white cheese and 9500 yoghurt packages. ‘Nikolino’
sh.p.k. was contracted by ‘Mercy’, a US organization that supplies
a number of schools with free yoghurt for children.

Since 2003 the Albanian Small Business Credit & Assistance pro-
ject (SBCA) has provided Nikolino with loans and technical assis-
tance. The project facilitated three loans that Kolaj used for
expanding the production line and purchasing new equipment.
Because of this experience, Mr. Kolaj came to understand the
benefits of receiving technical assistance both for himself and for
his employees.

Through a client survey, SBCA found that Nikolino sh.p.k. needs
better management skills. Currently the project is assisting Mr.
Kolaj in expanding his markets, introducing new products, improv-
ing equipment and technology, and implementing marketing activi-
ties. An SBCA consultant is helping Nikolino sh.p.k. upgrade its
production techniques and increase its cheese quality in order to
make it more competitive.

In 2006 SBCA introduced to the company two new types of
cheeses, Fontina and Mozzarella. This was part of a wider diversi-
fication strategy SBCA has suggested to this business. Through
SBCA the company now has its own Web site
www.nikolinodairy.com, as well as a new logo, labels and busi-
ness cards. SBCA also has worked with Mr. Kolaj in sourcing new
yoghurt packaging equipment and in finding new markets. SBCA’s
intervention is expected to add $5,000 in yoghurt sales and a fur-
ther $15,000 in cheese sales.
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Cheese Maker Produces New Gouda Cheese

Naim Aliahej is convinced that
his new product, Gouda cheese,
will sell well in the Albanian
market

A worker at the NZI factory in
Shkodér

SBCA Client ID: 0223
Company: NZI|

Status: Sole Proprietor
Owner: Naim Aliahej
Sector: Dairy Production

District: Shkodér

S BE=H

ALSANLE SMALL BUSINESS CREDIT
AND ASSISTAMCE PREOJECT

www.usaid.gov

www.sbca-project.org.al

Brothers Ziaja and lIzet Alijahej were visiting their family in Alba-
nia in September 1994 after spending two years working in
Greece. It was during that visit that their older brother, Naim,
convinced them to start a dairy business in their home village of
Trush, in the northern Albanian district of Shkodér. The two
brothers had worked in a milk processing factory where they
learned new techniques and practices on dairy production. Their
company, NZI sh.p.k., was established in November 1994.

Initially the enterprise had a supply of 70 liters of milk per day —
currently it gets a supply of 10,000 liters per day - and it was a
strictly family business. The only product was white ‘feta’ cheese
and distribution was done via a horse-driven cart until they
bought their first van in 1995.

Although competition from imported cheese was tough, demand
for domestically made cheeses was growing. In 1997 the broth-
ers Aliahej started producing the yellow ‘kackavall’ cheese after
they noticed its absence in the market. At the same time milk
supply was on the increase and a grant from a Dutch foundation
enabled the company to purchase new equipment and install a
proper processing line.

Currently NZI sh.p.k. annual sales are $1,435,000 and it employs
25 people including several family members and part-time work-
ers. The main products are three types of cheeses and yoghurt.
Like similar Albanian businesses, NZI sh.p.k. needed new pro-
duction knowledge and improved marketing. To assist in these
areas, the Small Business Credit and Assistance project (SBCA)
is providing expertise in production processes and in marketing.

During a training session SBCA introduced to Naim Aliahej the
idea of producing new types of cheeses such as Gouda and
Emmental. However, he could not produce them by himself.
Since January 2006, an SBCA expert has been working with NZI|
to introduce the production of Gouda cheese.

The company is testing its first Gouda cheese and notifying its
existing retail clients on the new product. SBCA provided a hu-
midity meter to NZI in order to improve humidity control, a very
important aspect of cheese production. In addition, SBCA is re-
vamping the NZI product logos and designing a new label for the
Gouda cheese. SBCA's assistance aims at increasing sales by
15%.
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Cheese Maker Pursues Diversification Strategy

Growing confidence in his busi-
ness and SBCA assistance have
enabled Orhan Miloti to intro-
duce two new varieties of

cheese.

--\

- A
SBCA consultants advising Albamilk
at the factory in Shkodér, Albania.

-

SBCA Client ID: 0350
Company: ALBAMILK sh.p.k.
Status: Limited Liability
Owner: Orhan Miloti

Sector: Dairy Production

District: Shkodér

SBER

ALBANIA SMALL BUSINESS CREDIT
AND AS5ISTANCE PROJECT

WWW.usaid.gov

www.sbca-project.org.al
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For many Albanians who immigrated to Italy in the early 1990s,
the work experience they gained became a valuable means of
survival and success upon their return back home. Whether it was
learning new skills, seeing how new products are developed or
finding a new business idea, many returnees used the knowledge
and skills learned to start their own enterprises.

Orhan Miloti was one of the young Albanians who decided to put
to use the knowledge he received while working in dairy farms in
Bari, Italy. With a university degree in chemistry, he learned all he
needed to start processing milk and producing cheese in his
hometown of Shkodra, north of the capital, Tirana. Miloti was the
first Albanian producer of mozzarella cheese and his products
have competed successfully with Italian imports.

After 10 years in the mozzarella business, Miloti’'s company, ‘Al-
bamilk’ has increased 10 fold. The three main products are moz-
zarella for pizza, fresh mozzarella and ricotta cheese. Sales in
2005 were $350,000 with more than 50 tons of mozzarella and 15
tons of ricotta sold in Tirana and Shkodér.

Miloti’s confidence in his business has grown and he plans on in-
creasing sales by 15% and to start exporting. To help him and his
company in the process, USAID’s Small Business Credit and As-
sistance project has provided loans and technical expertise in
production and marketing. Back in 2003 SBCA facilitated a
$35,000 loan for ‘ALBAMILK’ which Miloti used for buying new
technology. He fully repaid the loan by August 2004 and received
a second loan in 2005.

Currently SBCA is assisting this company with a product diversifi-
cation strategy. Albanian cheese makers until now have built on
the traditional market demand for white ‘feta’ cheese and yellow
‘kackavall’ cheese. However, new market segments are emerging
that demand cheeses of different, and often higher, quality.

That's why an SBCA expert has introduced to Albamilk the Cam-
embert white cheese variety produced from cow and goat milk. A
supply of 140 liters of milk is being processed and the two varie-
ties are being tested. In addition, SBCA is designing and printing
new labels for these new products. As a result of SBCA's interven-
tion, Albamilk should be able to reach its target sales increase and
pursue successfully a diversification strategy.
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A New Marketing Strategy for ALIRAJ sh.p.k.

When Péllumb Aliraj started his agribusiness enterprise back in
1997, Albania was in state of turmoil following the collapse of the

By introducing branding and a pyramid schemes. That didn’t stop him from launching out into olive
new marketing strategy, SBCA oil and dairy production from his village of Kanina, in Vlora. With 10
expects Aliraj’s sales to grow by full time and 4 seasonal employees his company, ALIRAJ sh.p.k.
10%. has grown beyond a family enterprise and he currently plans on ex-

panding his market share, increasing product quality and diversifying
his product range.

Aliraj’'s major business is his dairy production with four main prod-
ucts: white ‘feta’ cheese, Swiss style ‘kackavall’ cheese, butter and
yoghurt. The white cheese sold 13.5 tons and the ‘kackavall’ cheese
sold about 4 tons in 2004. Total sales for that year were $86,000.
Mr. Aliraj's 25 clients are retailers, restaurants and supermarkets in
Tirana, Durrés and Vlora areas. Due to the wide range of products
he offers, Aliraj is particularly suitable for supplying retailers.

This company is being assisted by the Small Business Credit and
Assistance project (SBCA) that works with Albanian businesses to

SBCA consultants assisting the pro- improve their performance and increase their market potential. In its
duction of the two new type of early phase, SBCA provided Aliraj with a loan that he used for pur-
cheese at Aliraj’s facility. chasing new cheese processing equipment. He fully repaid the loan

within a year. SBCA also trained Aliraj’'s 30 suppliers of milk and
olives in technology issues and disease prevention.

Now, in its second phase, SBCA is focusing on improving the mar-

SBCA Client ID: 1181 keting aspects of Aliraj's dairy and olive oil products. The project is

Company: ALIRAJ sh.p.k. working to create a brand identity and improve the company’s distri-
bution. SBCA has designed new labels that contain consumer-
Status: Limited Liability friendly information, created a new logo for the olive oil product and

produced business cards for the company. This improves the com-
pany’s image and enforces brand equity. In addition, a marketing
Sector: Olive Processing / plan is being prepared by SBCA that should serve as a road map for

Dairy Products ALIRAJ sh.p.k.

Owner: Péllumb Aliraj

At the distribution level, SBCA is sourcing new lliter olive oil glass
bottles that will replace the company’s current plastic bottles.
Through SBCA, Aliraj is identifying new buyers for the 10 tons of
olive oil that he has in stock. Vacuum packaging equipment is also

g g 4 [l | = | being sourced in Italy for the company’s cheese.

An SBCA specialist has introduced a new cheese variety to Aliraj's

District: Vlora

ALBAMIA SMALL BUSINESS CREDIT

AND ASSISTANCE PROJECT business: soft goat cheese with mould. This follows market demand
and adds to Aliraj's product range. By providing this kind of technical
wWww.usaid.gov assistance, SBCA expects ALIRAJ’s sales to grow by at least 10%.

www.sbca-project.org.al
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SHEHU sh.p.k: Aiming for Growth

SHEHU sh.p.k. targets
consumers who want to eat
healthy and who also look for
great taste in eggs.

into both domestic

Expansion
and foreign markets is Shehu’s
next ambition

SBCA Client ID: 1899

Company: Shehu sh.p.k.

Status: Limited Liability
actor: Shezai Shehu
luster: Livestock Farming

Nistrict: Korgé

S5 Bi=FE]

ALEANLA SMALL BUSIMESS CREDIT
AND ASSISTANCE PROJECT
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When Shezai Shehu entered the business of egg production and sell-
ing in 1994, the Albanian market had been newly opened after dec-
ades of communism. His limited liability company “SHEHU sh.p.k. is
based in the village of Drenové, in the Albanian southeastern region
of Korca. After 11 years the company has increased its number of
employees to 17, while annual sales were $310.000 in 2005.

The company supplies 205 clients throughout the Korg¢a district and
is renowned for its high-quality fresh eggs. There are two major com-
petitive advantages for SHEHU sh.p.k.: freshness and quality. Con-
sumer concerns over freshness are addressed by making eggs
available immediately after production. According to Mr. Shehu, the
risk of eliminating refrigeration and inventory and taking the product
directly into the market pays off due to consumers’ preferences for a
fresh daily supply of eggs. As it stands, all eggs produced by SHEHU
sh.p.k. are sold within the day in restaurants, shops, and supermar-
kets.

The other advantage of this company is a unique quality made possi-
ble through the use of a patented hen feed. A specialized workforce
prepares the hen feed on a daily basis. Only natural vegetarian in-
gredients are used which in turn guarantees the high quality, nutri-
tional value and good taste of Shehu’'s eggs. With a production
capacity of 3,500,000 eggs per year the company is looking to in-
crease its domestic market share and also start exporting. This how-
ever calls for a new marketing strategy and improvement of
production standards.

The Small Business Credit and Assistance project (SBCA) works with
SHEHU sh.p.k. to improve its performance. SBCA assistance to this
company has resulted in a $70,000 increase in sales and the creation
of 15 jobs. Initially, SBCA provided training and advice on loan appli-
cation and marketing strategies. As a result Mr. Shehu was able to
receive a loan that he used for repairing and upgrading his equip-
ment. In 2004 SBCA introduced the company to ISO standards and
assisted in the quality management process.

SBCA prepared a new logo for SHEHU sh.p.k. and produced his first
company leaflet. The company’s Web site www.shehushpk.com was
built through SBCA and bar codes were introduced and added to the
company labels. To encourage sales, SBCA has identified new sales
channels; it conducts negotiations on behalf of Mr. Shehu and facili-
tates sales contracts. However, like all egg producers, SHEHU
sh.p.k. has been badly affected by the bird flue scare.

On a more strategic level, SBCA is helping the company’s decision-
making process and is preparing a business plan that covers the next
seven year period.
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Assisting The Best Olive Qil in the Mediterranean

After spending a few years in Germany Shpresa Shkalla returned to Albania in
1996 and started her own business. Continuing on her family’s tradition in olive
SBCA assists Shkalla sh.p.k. oil production,_ s,he es_tablis_hed a small_p_rpcessing line in Farka, 11 km south-
in creating a reliable supply east of Albania’s capital Tirana. With |n_|t|al suppo_rt from GT_Z and Iatgr from

i ) o USAID, her company ‘Shkalla sh.p.k.” increased its production capacity and
of olives, in l{“"z'”g r.1eW she moved the facility to Mullet, another village further south. Shkalla sh.p.k.
technology and in marketing. | now employs 8 full time and 6 seasonal workers. In 2004 sales reached
$85,000 and export sales amounted to $25,000. The exported product goes
Switzerland and is packaged in 0.5] bottles with a special label suitable for the
Swiss market. Domestic sales were 5,625 liters, mostly in 0.5 bottles and 5l
containers.

In April 2005 Shkalla’s olive oil won the International Competition on Bio-Extra
Virgin Olive Oil, in Andria, Italy, as one of the 10 best olive oils among 213
companies from 40 countries. Mrs. Shkalla produces extra virgin olive oil of
very high quality and with a low level of acidity, of around 0.2%. Another part of
Shkalla’s business is the processing of olives for the area’s farmers, who
produce their own oil for family consumption.

The Small Business Credit and Assistance project (SBCA) has assisted Mrs.
N e Shkalla for the last two years. In June 2004 a training session was provided by
Shpresa Shkalla with her SBCA to Mrs. Shkalla and her suppliers. They learned best practices on olive
planting and growing techniques, fertilizer usage, olive tree protection and bio-
products quality management.

SBCA Project 2005

©

international BIOL award
for best olive oil.

During 2005 Shkalla sh.p.k. was at risk when two new olive oil producers built
their factories in the vicinity, eating up on olive supplies. In the same year Mrs.
Shkalla received a loan from Tirana Bank and purchased a new processing

SBCA Client I8 3934 line. However the ltalian equipment supplier was not available to set up the

Company: Shkalla sh.p.k. new technology and solve technical problems. With export and domestic
v o contracts signed, loan repayments due, lack of olive supplies and new technol-

Status: Limited Liability ogy she could not operate, Shpresa was in danger of losing her business.

Owner: Shpresa Shkalla SBCA consultants intervened and identified alternative olive suppliers in Tirana

and Vlora, and secured sufficient supplies for the company. Then SBCA
contacted the lItalian supplier, facilitated the communication process and
ensured Shkalla’s equipment became operational in time for October’s olive
supplies.

Sector: Olive Processing

District: Tirana

A new logo and labels were designed by SBCA in 2005 and the company’s
Web site was built (www.shpresashkalla.com). SBCA's assistance made it

! ﬁ =4 {l | = | possible for Shkalla to restart production and supply her Swiss and domestic
clients. This in turn ensured a steady repayment of the loan. Currently SBCA
ALBANIA SMALL BUSINESS CREDIT consultants are working to create a reliable network of olive fruit suppliers that

AND ASSISTANCE PROJECT will enable Shkalla to estimate her output at any given time. Assistance is also

. focused on improving financial management, conducting cost analysis on
www.usaid.gov waste processing technology and on identifying suppliers of such technology.
Shpresa’s business is again thriving thanks in no small part to SBCA’s inter-
vention.

www.sbca-project.org.al
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Shkalla sh.p.k: Among The World’s 10 Best Olive QOils

After spending a few years in Germany Shpresa Shkalla returned to Albania in
) 1996 and started her own business. Continuing on her family’s tradition in olive
SBCA assists Shkalla sh.p.k. | g production, she established a small processing line in Farka, 11 km south-
in creating a reliable supply | east of Albania’s capital Tirana. With initial support from GTZ and later from
of olives, in utilizing new | USAID, her company ‘Shkalla sh.p.k.’ increased its production capacity and
technology and in increasing | she moved the facility to Mullet, another village further south. Shkalla sh.p.k.
production. now employs 8 full time and 6 seasonal workers. In 2004 sales reached
$85,000 and export sales amounted to $25,000. The exported product goes
Switzerland and is packaged in 0.5I bottles with a special label suitable for the
Swiss market. Domestic sales were 5,625 liters, mostly in 0.5 bottles and 5l
containers.

In April 2005 Shkalla’s olive oil won the International Competition on Bio-Extra
Virgin Olive Oil, in Andria, Italy, as one of the 10 best olive oils among 213
companies from 40 countries. Mrs. Shkalla produces extra virgin olive oil of
very high quality and with a low level of acidity, of around 0.2%. Another part of
Shkalla’s business is the processing of olives for the area’s farmers, who
produce their own oil for family consumption.

The Small Business Credit and Assistance project (SBCA) has assisted Mrs.
Shkalla for the last two years. In June 2004 a training session was provided by
Shpresa Shkalla receiving the | SBCA to Mrs. Shkalla and her suppliers. They learned best practices on olive
planting and growing techniques, fertilizer usage, olive tree protection and bio-
products quality management.

© SBCA Project 2005

international award for best
olive oil, Andria, Italy, April
2005. During 2005 Shkalla sh.p.k. was at risk when two new olive oil producers built
their factories in the vicinity, eating up on olive supplies. In the same year Mrs.
Shkalla received a loan from Tirana Bank and purchased a new processing

SBCA Client ID: 3934 line. However the ltalian equipment supplier was not available to set up the

Company: Shkalla sh.p.k. new technology and solve technical problems. With export and domestic
o o contracts signed, loan repayments due, lack of olive supplies and new technol-

Status: Limited Liability ogy she could not operate, Shpresa was in danger of losing her business.

Owner: Shpresa Shkalla SBCA consultants intervened and identified alternative olive suppliers in Tirana

and Vlora, and secured sufficient supplies for the company. Then SBCA
contacted the Italian supplier, facilitated the communication process and
ensured Shkalla’s equipment became operational in time for October’s olive
supplies.

Sector: Olive Processing

District: Tirana

A new logo and labels were designed by SBCA in 2005 and the company’s
Web site was built (www.shpresashkalla.com). SBCA’s assistance made it
§I =4 [ql = | possible for Shkalla to restart production and supply her Swiss and domestic
clients. This in turn ensured a steady repayment of the loan. Currently SBCA

ALBAMLY SMALL BUSINESS CREDIT consultants are working to create a reliable network of olive fruit suppliers that
AAND RSSISTANCE PROJECT will enable Shkalla to estimate her output at any given time. Assistance is also

) focused on improving financial management, conducting cost analysis on
MWW, Usaid.gov waste processing technology and on identifying suppliers of such technology.

Shpresa’s business is again thriving thanks in no small part to SBCA'’s inter-
vention.

www.sbca-project.org.al
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A Growing Exporter of Spices, Herbs and Essential Oils

For the last fourteen years Vasel Mucaj has been processing me-
dicinal plants and selling them in North America and the European
Mucaj sh.p.k. exports 63% of its Union, mostly to the US and Germany. In 1994 he set up his lim-

products to the US. An increase ited liability company, Mucaj sh.p.k. based in Bajzé village in the
of 10 % is foreseen for the next northern Albanian district of Malési e Madhe, near Shkodér. This
few years. mountainous area is home to a rich variety of plants and herbs.

Their export is a highly profitable business for Albania amounting
to $42,000,000 in 2005, or 7% of the country’s total exports.

Mr. Mugaj's business employs 52 farmers and workers, and it has
a network of suppliers stretching throughout north Albania. Sales
in 2004 were $1,450,000 and the company projects an annual
sales growth of 10%. Mugaj sh.p.k. is the largest exporter of sage
in the country and is one of the top ten producers of spices and
herbs. A growing demand in Western markets for organically-
produced plants and extracts, and an established chain of suppli-
ers make this business’s growth targets realistic.
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All the company’s products are exported with 63% of sales going
to US companies. About 1,300 tons are sold each year; however
i the production capacity is at least 2,000 tons. Mucaj sh.p.k. col-
herbs at Mucaj sh.p.k. lects, dries and packages around 26 varieties of plants, herbs and
spices and it exports 5: sage, thyme, lavender, savory and juniper.
The company also processes chamomile, parsley, laurel, rose-
mary, oregano, hawthorn, wild rose, birch and the native Gentia-
nae radix, a medicinal herb used by the ancient lllyrian king

Workers processing plants and

SBCA Client ID: 0091

Company: Mugcaj sh.p.k. Gentius, in the 2" century BC. Products are pressed and then
packaged into carrier bags to be sent to companies that produce
Status: Limited Liability food products, cosmetics, medication and aromatic candles.
Owner: Vasel Mucaj The company is currently capable of producing essential oils from
7 plants and herbs. However, finding an export market for essen-
Sector: Herb, Spices and Plant tial oils is necessary before regular processing starts. In addition
Processing Mucaj sh.p.k. needs to improve packaging and labeling in order to

o - . compete more effectively in the export market.
District: Bajzé, Malési e Madhe

That is where USAID’s Small Business Credit and Assistance pro-
ject (SBCA) is helping this company. The project aims to enable
Albanian businesses to increase their sales and improve business
operations. SBCA is boosting Mucaj's marketing power by creating

= : = . I
= [ LI-IJ a new Web site, www.mucajmedicineherbs.com, a new company
logo, brand names and labels. A new catalogue has been de-
ooy e signed that targets Mucaj's clients in the US and the EU. Through

SBCA Mugcaj sh.p.k. is identifying new market opportunities in Aus-
tralia and the UK. In addition, as he intends to grow and sell seed-

Wwww.usaid.gov . . . .
lings, SBCA is sourcing seed suppliers and new technology for the
www.sbca-project.org.al company.




ERERTER -

ﬁm’%

I —_—

., USAID | ALBANIA

_- FROM THE AMERIC.AMN PEQPLE

"l'-lh._,-

CLIENT PROFILE
Vasili sh.p.k: Exporting Processed Food

With a total of $250.000

export sales to Switzerland,
the company is looking to sell
in other countries.

d—- . + -
Sy

Workers processing food products
at Mr. Fugi’s shop floor.

SBCA Client ID: 2570
Company: Vasili sh.p.k.
Status: Limited Liability
Owner: Spiro Fuqi

Sector: Vegetable Processing

District: Tirana

S BE=H
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© SBCA Project 2005

Spiro Fugqi established his food processing company, Vasili sh.p.k., in
February 2004 in Tirana. The company’s main products include egg-
plant salad, hot pepper, stuffed peppers, roasted pumpkin, roasted
eggplant, fried spinach and mixed pickles. There are 41 full-time and
5 part-time employees including 3 family members. Vasili sh.p.k. sells
its products in stores and supermarkets in Albania’s main cities, Ti-
rana, Durrés and Elbasan. In addition it has an export contract with a
distributor in Switzerland. In 2005 sales reached $245,000 and up to
now the company has exported a total of 100 tons of its products.

With several new or exclusive products, Mr. Fuqi tries to stay one
step ahead of the competition while it targets medium to high income
Albanian consumers. Like similar Balkan products Fugi's combine a
traditional Albanian taste with the ready-to-use features Western
consumers look for. After 5 years of experience the company aims to
extend the domestic market share and start exporting in other coun-
tries besides Switzerland. The challenge is how to achieve these ob-
jectives. The company is not part of any association and it had not
received assistance from donors or government before it came to
contact with the Small Business Credit and Assistance project,
SBCA.

A loan provided in 2005 by SBCA through its operating partner the
National Commercial Bank (BKT) served to increase working capital
and purchase raw materials. However, in order to expand domesti-
cally and compete internationally the company needs to introduce
new technology, formulate marketing strategies, start applying bar
codes to its products and improve financial records. This is the kind
of technical assistance that's being now provided by SBCA.

SBCA has established agreements with farmers in the Tirana and
Lushnja areas who now produce exclusively for Vasili sh.p.k. This
ensures a fresh vegetable supply and keeps Mr. Fugi’s production
steady. To increase sales, SBCA through its Business Promoters
added 43 new stores to this company’s list of clients.

In addition SBCA made possible a new Web site for Vasili sh.p.k.,
www.zairefugi.com and introduced bar codes for its products. In
2005, with the cooperation of the Dutch organization PUM, a produc-
tion specialist was brought in from the Netherlands who is helping to
improve product quality, utilize new technology and introduce new
products. The project is also introducing a computerized account sys-
tem for this company. SBCA'’s intervention has resulted in an
$100,000 increase for Vasili sh.p.k. sales. SBCA currently aims to
prepare the company for its future expansion into new markets.




‘l:l-rr.-'

= =, YSAID | ALBANIA

_., FROM THE AMERICAM PEQPLE

"'-l'.._-

CLIENT PROFILE
ERVM: Organic Olive Oil Targeting Exports

Musai needs to build his own
brand, improve product image
and comply with international
standards before he enters the
export market.
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SBCA consultants assist Musaj in pre-
paring a marketing plan, identifying new
distribution channels and designing
logo, labels and a Web site

SBCA Client ID: 1168
Company: ERVM
Status: Sole Proprietor
Owner: Vesaf Musaj

Sector: Olive Cultivation and
Processing

District: Skrofotiné&, Vloré
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Vesaf Musaj has been producing olive oil in the Skrofotiné village in
the south western Albanian district of Vlora for over 10 years. He
started his family business in 1995 and now employs 6 workers on a
seasonal basis including two family members. Mr. Musaj has created
a network of 7 clients in Vlora, Tirana, Durrés and Shkodér, mostly
wholesalers, supermarkets and restaurants. He produces an organic
olive oil of low acidity and strong flavor that consumers perceive as
consistent in quality.

In 2004 Mr. Musaj sold 5 tons of extra virgin and virgin olive oil. How-
ever his production capacity is at least 10 tons. Total sales for 2004
were $23,000 with the highest sales taking place in the fall season.
Olives are supplied by the Albanian Institute of Horticulture as well as
farmers from the Vlora area. The final product is packaged in 0,5 liter
and 1lliter glass bottles imported from Italy, as well as in 5 liter con-
tainers for the wholesale market. In January 2006 Musaj's olive oil
was certified by the Italian Institute for Ethical and Environmental
Certification (ICEA) as a product that conforms to EU standards and
his olive plantation was recognized as wholly organic.

Like most other oil producers, Musaj started by processing olives for
the area’s farmers who then use the oil for their own consumption.
However, with his business growing he is now focusing on building
his own brand and positioning it in a specific market segment. His
target consumers are medium to high income families who demand
high quality olive oil, packaged and labeled according to international
standards, and yet at a reasonable selling price. It is in this area that
he is receiving help from the Small Business Credit and Assistance
project (SBCA), a USAID initiative that works with businesses like
Musaj's to increase their sales and employment potential. Through
SBCA's consultancy, Mr. Musaj is being enabled to look beyond the
local oil market in his vicinity and expand his sales further into the
Albanian and export markets.

In order to improve Musaj’'s product image and branding, SBCA is
assisting through the design of new logos, labels and stationary.
SBCA consultants are preparing a marketing plan and identifying
new distribution channels for the business. With a view to reaching
the export market, a new Web site is under way,
www.musaioliveoil.com and further training in quality standards will
follow. An overall 15 — 20% increase in sales is expected as a result
of this cooperation. SBCA will also organize an Albanian Olive Oil
Day workshop in July 2006 where Mr. Musaj and other leading olive
oil producers will learn about export procedures for the EU market,
certification issues and technology developments. At the end of the
event, there will be a contest for selecting the best olive oil in the
country.
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Agolli Vegetables: Stable Sales and Product Diversity

Securing contracts with two large Xheladin Agolli started growing tomatoes in 1995 and now he is
processors will make Agolli’s one of the biggest producers and sellers of vegetables in Albania.
business more stable. SBCA He is based in the commune of Krutje, in the Myzeqge plains, an

area renowned for its rich agricultural tradition and quality agri-
business products. Throughout the last 10 years Agolli's business
has experienced sales growth and diversification of its products.

helps him in this process.

h:- In 2004 sales reached a total of $86,000 around 70% of which was

wheat and the rest tomatoes and peppers. In 2005 he started the
production of sunflower seeds. There are 6 full-time employees
and 18 seasonal workers who are hired each year during summer
and fall. Agolli operates in a 35 ha area, he therefore produces a
much larger output than most of his competitors. Agolli’s largest
client, the Tomato Processing Factory in Shkodér received
250,000 Kg of tomatoes in 2004. He also supplies wheat to 6
wholesalers in the Lushnje area.

Mr. Agolli received credit from the Small Business Credit and As-
Xheladm AgoII| d|splay|ng hls Iatest sistance project (SBCA) which he used for upgrading his irrigation
crop:sunflower. system. After repaying the credit, he is now receiving technical
assistance from the project. Currently SBCA consultants are creat-
ing business to business linkages for Agolli, such as facilitating a
contract between him and Hodo sh.p.k., another vegetable proc-
essor that is also an SBCA client. Agolli will supply tomatoes to

SBCA Client ID: 0581 this processor who will be the first Albanian producer of canned
) tomatoes since the fall of communism. By connecting companies
Company: Agolli in the market chain and identifying potential buyers, SBCA ensures

Status: Sole Proprietorship ;huactti,:gc;llljlrslnujgys more stable sales and reduces the risk of pro-

Owner: Xheladin Agolli Due to his visionary approach to business and his willingness to

Sector: Vegetable Cultivation share with other Albanian agribusiness companies, Mr. Agolli be-
o . came the Executive Director of the Regional Federation of Fruit
District: Lushnje and Vegetable Producers. To help this association of producers

improve its operations, SBCA is designing a manual of proce-
dures. Agolli is also supported by a USDA project that subsidizes
his sunflower production in order to supply OLIM, the biggest

! ﬁl =}[ ql = | vegetable oil producer in the country.
=
SBCA is advising on new techniques for sunflower harvesting and

ALSANLE SMALL BUSINESS CREDIT
AND ASSISTAMCE PREOJECT

humidity control. Assistance is also provided also in introducing
international EUROPGAP standards, which means guiding Agolli
. through the procedures, training staff to keep production records

W Usald.gov and ensuring quality requirements are met throughout the produc-
www.sbca-project.org.al tion cycle. Through SBCA's assistance this business has improved
its sales network and expanded its product varieties.
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Ferhati Vegetables: Exploring New Markets

Based in the village of Gostime in the central Albanian

Agribusinesses like Ferhati sh.p.k. plains of Elbasan, Xhevat Ferhati started producing and

are diversifying into new products trading agricultural products in the early 1990’s. With a de-
following export market opportuni- gree in agricultural studies, Mr. Ferhati set up his limited li-
ties. ability company in October 1993 and currently he produces

water melons, industrial peppers, grapes, wheat seeds and
corn. These are sold to 47 clients throughout Albania and
Kosovo ranging from wholesalers, food processors, farmers
and retailers.

Ferhati sh.p.k. has 12 full-time, and 14 part-time or seasonal
workers. lIts total sales for 2005 were $120,000 with water
melon making up the largest proportion. About 70,000 Kg of
water melons were exported to Kosovo in 2005 and a 5%
annual sales increase is projected for the coming year.

© SBCA Project 2005

The competitive advantage for this business lies in the large
Ferhati’s two main products: water volume of production, selection of proper varieties and a fa-
melon and red peppers vorable climate. Due to a surface area of 50 hectares Fer-
hati is able to produce in larger volumes than most other
producers. He has a broad vision for his business and is
open to experiment with new products and varieties, and to
explore new market opportunities. Currently Ferhati sh.p.k.
SBCA Client ID: 3897 is planning to enter the export market for decorative pump-
kins and he also wants to expand his market for water mel-

Company: Ferhati ) .
ons as well as produce more fruit varieties.

Status: Sole Proprietor ) i L
In order to enable Ferhati sh.p.k. to reach its objectives, the
Owner: Xhevat Ferhati Small Business Credit and Assistance project (SBCA) pro-
vides business to business linkages with other companies,
finds proper seed supplies and identifies export market op-
District: Gostime, Elbasan portunities. Through SBCA’s assistance, the company is
applying new techniques for producing decorative pump-
kins, finding potential buyers in Germany and creating a

I p— i[ p— network of contacts within the country.
Fi = :[_l d In addition, SBCA consultants are providing credit and loan
HLBAMAL SMALL BUSIMESS CREDIT information and helping Mr. Ferhati in the preparation of a

AMD ASSISTANCE PROJECT . . . . . .
business plan. This will enable him to improve his produc-
tion technology and purchase new equipment such as a wa-

Sector: Vegetable Cultivation

Www.usaid.gov A ) 3
ter pump and a tractor, which in turn will guarantee higher
www.sbca-project.org.al quality and increased production.
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Two new types ofcheese 2| M SPECIAL EDITION ON THE ‘NEW
for Shkodra Dairy Pro- ’
o CHEESES OF ALBANIA’ EVENT
Traditional Producer 2 different varieties of
Embraces New Technique The Small Business Credit s T e ‘kackavall’ and ‘feta’
and New Product and Assistance project PaSUFOJme raditén they were never

Shgiptare té Djathit

(SBCA) is issuing this first
edition of the project newslet-
ter, The Business Promoter.
The launch coincides with a
major landmark event: the
‘New Cheeses of Albania’
Day. This event is the main
subject of this first edition of
3| our newsletter.

marketed as such.
However, new market
demand, growing
competition and re-
duced profit means
that cheese produc-
ers need to diversify
and move into new
market segments.

Branding Differentiates 2
Start-Up Entreprenenr

French Cheese Variety

Introduced to Korca . .
Dui The newsletter aims to inform The ‘New Cheeses of
arry partners, clients, and report Albania’ day is about

to USAID on SBCA's efforts to doing business—

Mozzarella Pioneer Now 4| promote Albania’s small and creating jobs by gen-

Launches Camembert medium businesses. The erating sales. Al-

Cheese project staff have been busy : though the purpose
assisting thousands of enter- g "d ; of the event is to
prises in business manage- ey YSAID ™ EEICH promote the new

4 Brieinstory and De- 6-7 ment, marketing and new cheeses it will also

technology. This newsletter
will attempt to highlight that
assistance and report on
some of SBCA’s achieve-
ments and challenges.

The “New Cheeses of Albania” poster showcas-  generate new busi-
ing some of the new cheeses ness for participating
clients. Visitors will be able to
taste the new cheeses and to
buy them from a special retail
shop. In addition, SBCA’s busi-
ness promoters will be writing
orders from retailers, hotels and
restaurants. SBCA will continue
to assist its dairy clients with the
production and marketing of the
new cheeses after this event is
over.

scription of Some of the
New Varieties of Alba-

nian Cheeses The result is the introduction

of 10 new types of cheeses
that were previously un-
known among Albanian pro-
ducers. Until recently dairy
producers only produced
three types of cheese: white
‘feta’ cheese, ‘kackavall’ and
cheese spread (baby
cheese). Although there were

A major focus for SBCA has
been working with 69 dairy
producers. SBCA'’s consult-
ants have introduced new
products, provided new tech-
nology and advised on how to
meet new market demands.

Upcoming Events

* New Albanian Cheeses
Promotion: 16 June 2006,
at the Rogner Europapark
Hotel.

PROMOTION OF NEW ALBANIAN CHEESES

e The Olive Oil Festival: 22-

23 June at e Rogner Fu- were absent in the Albanian

The 10 new types of new logos and labels for the

ropapark Hotel.

¢ Albanian Honey Day:
September 2006.

cheeses introduced by SBCA
include: Gouda, Emmental,
Maasdam, Tomme de Sa-
voie, Mozzarella, Fontina,
Gravier, Selles, Camembert,
and Panir. A description of
some of these cheeses is
shown on pages 6-7. Al-
though well-known in West-
ern markets, these cheeses

market. Encouraging Alba-
nian cheese makers to pro-
duce these cheeses is part
of SBCA’s work in assisting
dairy producers.

In addition to introducing
the new cheeses, SBCA has
also designed and printed

clients. For the first time
Albanian cheese makers will
use casein labels that show
on the outside of the
cheeses. These logos and
labels will serve to differenti-
ate the new cheeses from
the existing ‘kackavall’ and
‘feta’.
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The introduction of
Fontina and
Mozzarella cheeses
to ‘Nikolino’ dairy
is intended to

increase sales by
15%.

Growing competition
and shrinking profits
are forcing cheese pro-
ducers to consider di-
versification into
other types of cheese

TwoOo NEW TYPES OF CHEESES
FOR SHKODRA DAIRY PRODUCER

Spending up to 18 hours
a day at his milk process-
ing facility is the only way
for Arben Kolaj to ensure
his products stay competi-
tive and reach the market

o R
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on time. His product
range for the last 10
years included white and
‘kackavall’ cheese, pack-
aged yoghurt, curd and
yoghurt sauce. Based in
the village of Daj¢ in
Shkodér, Mr. Kolaj sells
his products to 130
outlets in Lezhé, Tirana
and Durrés.

Through the SBCA project
Arben Kolaj has received
three loans that have
enabled him to expand
his production line and
purchase new equipment.
Since 2003, the project

"Arben Kolaj at his factory in Shkoder has assisted Kolaj’'s

company with marketing
advice and has
introduced branding. In
2006, SBCA enabled the
company to produce two
new cheeses: Fontina and
Mozzarella. This followed
a diversification strategy
that the project suggested
to Kolaj. In addition, a
new modern logo and
labels were designed for
the new cheeses. SBCA
also built the company’s
website:
www.nikolinodairy.com.

The expected annual re-
sult is an increase of at

least $15,000 in sales.

TRADITIONAL PRODUCER EMBRACES NEW
TECHNIQUE AND NEW PRODUCT

One of the producers receiv-
ing assistance from the
Small Business Credit and
Assistance project is Bardhi
Balla from the Gjorm village
in the Vlora district. He
started his dairy business
together with his father who
had more than 25 years of
experience as a dairy pro-
ducer. Now the company
employs 8 people and its
main sales come from feta

and ‘kackavall’ cheese. Sec-
ondary products include
butter, curd and yoghurt.

The purchase of a new pas-
teurizer and coolers, sourced
by SBCA, enabled Balla to
improve production proc-
esses. As for marketing, the
project has designed a new
logo and labels for the com-
pany which will raise its pro-
file and enhance its image.

However, it is the introduc-
tion of a new cheese, Gra-
vier that will steer Balla in a
new marketing direction. For
the first time the company
has a written marketing
plan. At the same time new
buyers are being identified.
A 15% sales increase is ex-
pected as a result of these

developments.

A SHIFT IN MARKETING STRATEGY: NEW
PRODUCT AND NEW BRANDING

Like other cheese producers
Shagqir Lushkja has relied
mainly on the sales of feta
and ‘kackavall’ cheeses.
That is until recently when
growing competition and
shrinking profits made him
consider new market
opportunities. One way out
was the production of new
cheeses for which he needed
some external technical

assistance.

In order to enable Lushkja to

diversify into other products,
the SBCA project introduced
him to a new kind of cheese:
Maasdam, in a semi-hard
version. An SBCA short-term
expatriate expert together
with a local consultant are
guiding Lushkja through the
production process and
passing on knowledge on
how to maintain consistent
quality. 50 kg of the new
Maasdam cheese are being
launched initially .

SBCA has prepared new

Shaqir Lushkja with SBCA staff

labels, logos and casein
stamps that will help achieve
brand recognition and cus-
tomer loyalty for Lushkja’s
products.
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BRANDING DIFFERENTIATES
START-UP ENTREPRENEUR

Akper Qatipi is relatively new
in the dairy business. After
working for several years in
the dairy sector in Greece he
returned to Albania and in
2002 started his own dairy
production enterprise in El-
basan. Since he had not
received any loans Mr.
Qatipi’s initial production
was limited and relied on
traditional means of produc-
ing and on his Greek experi-
ence. In 2004, after a grad-
ual increase of production,
he built a 10 ton refrigera-
tion room and installed a
new pasteurizing line.

Now the business employs 7
people and Akper plans on
expanding his market. Dairy
businesses like his are in

need of new marketing
strategies that would
guide them beyond the
traditional sales of feta
and ‘kackavall’. Part of
these strategies is the
introduction of  other
types of cheeses, hitherto
unknown to Albanian
producers.

In early 2006 SBCA intro-
duced a new type of
cheese to Mr. Qatipi:
Panir, a white unripe
cheese made from whole
cow milk. An SBCA consult-
ant is assisting the produc-
tion process while a new logo
and labels have been de-
signed by SBCA. The new
brand name BRUAL and new
labels were developed and

Akper Qatipi at his dairy in Elbasan

applied on Qatipi’'s new
cheeses and on his other
products. The differentiation
in the marketplace and cus-
tomer loyalty gained from the
new brand identity is ex-
pected to have a significant
impact on Qatipi’s sales.

FRENCH CHEESE VARIETY INTRODUCED
To KORc A DAIRY

In March 2006 Guri Lako the
owner of GREAL, a dairy en-
terprise from Korga, received
technical assistance on how
to produce a new kind of
French cheese, Tomme de
Savoie, in a semi-hard
version. Through an SBCA
expert he learned all the
steps involved in this new
process including humidity
control, temperature, and

the use of new cultures. With
the addition of PH and
humidity meters Lako was
able to meet the
requirements for making this
type of cheese. The company
is using around 500 liters of
milk to test launch the new
cheese.

The project is also working to
enhance GREAL'’s branding

and packaging. Through the
design of a new logo SBCA
aims to boost the brand
identity while the new labels
contain reader-friendly and
useful information. In
addition, casein stamps are
being applied for the first
time and this too will
increase customer loyalty
and differentiate GREAL's

cheeses in the marketplace.

NEWNESS ADDED TO GJIROKASTRA
CHEESE TRADITION

Fredi Mahmutaj runs a dairy
business in Libohova, Gjiro-
kastér, an area renowned for
its cheese making tradition.
His business has grown
threefold since it started in
1993 and his products
include white ‘feta’,
‘kackavall’, curd and butter.
Recently he became aware
that reliance on just ‘feta’
and ‘kackavall’ would
prevent his business from
growing. The option was
clear: diversify.

However, this required new
technical expertise: different
work processes, use of other
cheese cultures and
humidity or temperature
control. For all his readiness
to add new products to his
range, Fredi lacked this
expertise and experience.
That’s why the SBCA project
guided him through the
production of the Gravier
cheese variety, designed a
new logo and labels, and
placed casein stamps on his

SBCA experts working with Fredi
Mabmutaj at his dairy.

cheese. With the addition of
the new cheese, he expects a
10% annual sales increase.

The new brand
identity together
with the production
of the Panir type of
cheese, is expected to
hawve a significant
impact on BRUAL’s

sales.
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Dairy producers are
now catering to
new market
segments that
demand cheeses
found in Western

markets.

MOZZARELLA PIONEER NOW
CAMEMBERT CHEESE

LAUNCHES

Orhan Miloti is no stranger to
innovative cheese products.
He was one of the first Alba-
nian producers to introduce
mozzarella and ricotta
cheeses into the market as
early as 1996. Equipped with

during production of Camembert

PR S
SBCA consultants working with Orban Miloti

the knowledge and experi-
ence he gained while work-
ing with dairy enterprises in
Bari, Italy, Orhan sells
cheeses that compete suc-
cessfully with Italian imports.
His enterprise, Albamilk, has
gradually gained mar-
ket share throughout
the country. Restau-
rants and pizzerias in
Y| Shkodér and Tirana

| use Albamilk’s fresh
mozzarella as well as

4 the pizza version.

Recently, Orhan has
added yet another new
product to his range:
Camembert, a French
white soft cheese
made of cow milk. This

was made possible through
the SBCA project after sev-
eral sessions of on-the-job
training and guidance. An
SBCA consultant has pro-
vided techniques and know-
how on Camembert produc-
tion. In the meantime, new
labels and a logo have been
added to Albamilk’s prod-
ucts.

The introduction of this new
kind of cheese is part of
SBCA's efforts to help
cheese producers diversify
their product range. With
another innovative product
added to its range, Albamilk
expects to increase its target
sales and gain a new market
segment.

CATERING TO NEW MARKET SEGMENTS

When Petraq Papajorgji en-
tered the dairy business in
1996 he had a purpose: to
produce innovative dairy
products. Together with his
partner, the Italian company
‘San Lazaro’ he introduced
the mozzarella cheese in the
Vlora market and also
started to produce and sell
milk packaged in glass bot-
tles. After ups and downs
caused by Albania’s prob-
lems in 1997, the business
made a new startin 2001

and focused exclusively on
the mozzarella market.

Under the brand name of
BIANCA, the company caters
to a new market segment:
medium to high income
Albanians who demand
products found in Western
markets. The company also
produces ricotta cheese,
scamorza—an ltalian yellow
cheese, and butter. With
SBCA's assistance, the com-

pany has now added a new
French type of cheese:
Selles, a soft goat cheese
with mold. Wit the addition
of the new labels the prod-
uct is now ready for launch.
SBCA consultants have
worked with the company
during 2006 and have in-
structed Papjorgji on all the
procedures. The new Selles
cheese is expected to raise
the company’s sales by
10%.

DAIRY PRODUCER FROM KAVAJA

INTRODUCES

As a dairy producer who also
runs his own retail shop, Hy-
sen Kogi noticed that
Albanian emmigrants visiting
the country or returning to
stay here, were demanding
cheeses other than the
traditional ‘feta’ and
‘kackavall’. Although able to
produce about 15 versions o
these two types, he found it
difficult to diversify into more
‘Western’ types of cheeses.
That is until SBCA offered its
assistance to Kogi's dairy

EMMENTAL CHEESE

control equipment as well as
casein labels. A new logo, new
labels and casein
stamps will serve
to create brand
awareness and
customer loyalty

enterprise, NETI. The project
introduced the
Emmental
cheese, a yellow
variety in a semi-
hard version. In

addition to for NETI's
%lrj(l)((jjlgcgt;[:r? Emmental cheese.

i The services
provided by SBCA
are helping Mr.
Koci to serve the
new market
demands.

process and
providing new
techniques, the
project has
sourced humidity

SBCA consultants working with
NETI at their dairy in Kavaja
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PRODUCTION ASSISTANCE AND BRANDING
KNOWLEDGE FOR ALBANIAN CHEESE

PRODUCERS

Production Assistance

Albania has been producing
the same three varieties of
cheeses - ‘kagkavall’, ‘feta’
and cheese spread - for at
least 50 years. With the fall
of communism and the start
of free enterprises in 1991
many dairy producers
continued (with a few
exceptions) in the same
tradition. During the last ten
years demand for
domestically made cheeses
has grown progressively.

While working to improve the
performance of dairy
businesses, the Small
Business Credit and
Assistance project has
created a network of
business promoters who
operate closely with retailers
and wholesalers. Through
this network and through
retailer focus group
research, SBCA identified
that the market for new
varieties of imported
cheeses was increasing. The
project decided to encourage
Albanian cheese producers
to try making some of these
imported varieties. This has
resulted in 10 new varieties
of Albanian cheeses that are
being presented to retailers,
hotels and restaurants on
June 16, 2006 at a
promotional event in the
Rogner Europapark Hotel in

Tirana.

Organizing the ‘New
Cheeses of Albania’ event
set up some new challenges
for the SBCA project. We
brought in a cheese
specialist from France who
worked with two local
specialists, one from the
Albanian Dairy and Meat
Association (ADAMA) and
the other from the
Agricultural University in
Tirana. Together with the
specialists, we identified
cheese processors that were
prepared to produce new
varieties of cheese. The
process only started in
January 2006 and the
enthusiazm of the processors
has enabled this event to take
place in a relatively short
time. The cheese producers
come from various parts of
Albania: Shkodér, Korcée,
Vloré, Elbasan, Gjirokastér
and Kavajé.

Introducing Branding

As well as providing the
technical assistance in the
actual production process
such as introducing new
starters, environmental
controls and casein, the
project has rebranded all of
the products for the 10
producers exhibiting at the
‘New Cheeses of Albania’
event. For some producers

_ —_—

SBCA staff with a cheese producer dur-
ing a session on branding

SBCA has created new brands
from scratch while for others
it has revamped their
branding strategies. This
includes the design of new
logos, printing of new labels
and improvements in
packaging. Since August
2005 we have introduced new
branding to 38 SBCA clients —
including the 10 cheese
producers participating in the
event — and improved the
branding of a further 8 clients.
The project also designed the
event’s logo which is shown
on the right columng together
with the logos of the 10
exhibiting companies.

This is the first time that
Albanian cheeses have been
marketed in this way. The new
branding will boost these
products’ entry into the
Albanian cheese market and
prepare producers for
potential exports.

EXAMPLES OF THE NEW LOGOS DEVELOPED

BY SBCA
- Bardhi Balla, Viore
¥

GREAL, Kor¢é

Lushkja, Kavaje

741\{?-; ‘Nikolino’, Shkodér
Jirgting
o Fredi Mahmutaj, Gjirokastér

NETI, Kavajé ._"

BIANCA, Vloré
BRUAL, Elbasan

NZI, Shkodér

Albamilk, Shkodér

For some producers
SBCA bhas created new
brands from scratch
while for others it bas
revamped their brand-
ing strategies.

SBCA has introduced
branding to 38 compa-
nies since March 2005
including the 10 cheese
producers participating
on the ‘New Cheeses of
Albania’ promotional
event.
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A BRIEF HISTORY AND DESCRIPTION OF SOME OF THE NEW

CHEESES

Fontina

Fontina cheese made in Italy

Gouda

Gouda cheese made in Holland

Panir

Panir cheese being used in Indian
cooking

Emmental

This type of cheese takes its
name from a valley in the
Italian north-west, near the
borders of France and Swit-
zerland. Fontina is dense,
smooth and elastic type of
cheese, in light-gold color. It
can melt easily it is widely
used as a dessert cheese.
The interior contains small

round holes and it has a
delicate nuttiness with a hint

of mild honey.

Fontina is a primary ingredi-
ent of the Italian fonduta. It
ripens in about three months
and it contains 45% fat. Fon-
tina is a semi-soft cheese

made of cow milk. Besides
Italy, Fontina type of cheeses
are now produced in other
countries including Den-
mark, France and the United
States. Many of the types
produced in these countries
tend to be blander and softer
than the Italian original, es-
pecially when young,.

Gouda cheese is named
after the Dutch town of
Gouda, located near Rotter-
dam and the Hague. It
makes up for more than 60%
of the cheese produced in
Holland. Gouda is a yellow
semi-hard cheese with a
sweet and fruity flavor. With
age the taste of this cheese

intensifies. Mature Gouda is
coated in black wax rind that
contrasts sharply with the
yellow interior.

Gouda is considered to be
one of the world’s greatest
cheeses. It is both a table
cheese and a dessert cheese
that can be served with fruit

and wine. It contains 40% fat
and it is made of whole or
part-skimmed cow milk.
Gouda is similar with Edam
cheese and apart from Hol-
land is also produced in vari-
ous other countries including
the United States.

Panir (or Paneer) is a semi-
soft cheese made from
cow’s milk. It originally
comes from the area cover-
ing India, Pakistan and Iran.
It is made by curdling hot
milk with fresh lemon juice
or vinegar. The fine lumpy
curd is then strained in a
muslin cloth, rinsed in water

and pressed for 10 to 15
minutes. Panir is an unripe
cheese and is usually eaten
a few days after being made.

This type of cheese is used
frequently in the Indian cui-
sine in a variety of dishes.
Since it is high in protein,
Panir is often used as a sub-

stitute for meat in vegetarian
diets. The most common use

of Panir is in curried dishes.

Emmental’s large holes are a result
of a fermentation process.

Emmental is Switzerland’s
oldest and most important
cheese. It was named after
the Emmental valley in Swit-
zerland and the original
cheese is exported in huge
wheel shapes. Emmental
has a nutty-sweet mellow
flavor that makes it perfect
for almost any use—from
shacks to an after dinner
cheese plate. It is light gold

in color and it is made of
cow’s milk.

Emmental is a pasteurized
hard cheese coated in a thin
yellow rind. It has large holes
in the interior caused by a
complicated fermentation
process. Emmental is made
of cow’s milk and sometimes
is known by names such as

Emmentaler or Emmenthal. It
is produced also in France,
Germany, Finland and the
United States. Emmental can
be used with wine, melted
while cooking or used in sand-
wiches. This cheese matures
between four months and one

year.
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Camembert cheese was
named by Napoleon accord-
ing to the Norman village
where it was first served to
him by a farmer’s daughter.
Camembert is a soft cheese
made from cow’s milk. It has
a delicate salty taste, a pale
yellow color, a soft white rind
and a creamy texture. Cam-

embert’s aroma is similar to
that of mushrooms and it is
used exclusively as a table
cheese.

When Camembert is per-
fectly ripe, it should ooze
thickly. When it is ripe it be-
comes runny and bitter. This

cheese is made in about
three weeks. Apart from
France, Camembert is pro-
duced by countries all over
the world.

Tomme de Savoie is a semi-
hard disc-shaped cheese
made from cow’s milk. It
takes its name from the Sa-
voie region in the French
Alps. The rind has a distinct,
thick, gray-brown color, while
the interior is beige or straw
color. IT has a slightly mild
and salty taste with a subtle

flavor of grass.

Tomme de Savoie is often
made with skimmed milk
after the cream has been
used to make butter. This is
why Tomme cheese is usu-

ally low in fat: only 20—40 %.

There are different varieties

of this cheese: made in win-
ter from the milk of cows
that feed on hay it is or
made in the summer from
the milk of cows that feed in
pastures.

Production Stages for the Gravier Cheese

The diagram below shows the various production stages required for the production of
Gravier cheese. SBCA has prepared similar diagrams for all the new cheeses.

Rennet, Starters

Pasteurization

<~

Fat Standardization

=4

Coagulation

N~

Curd cutting

N~

Stirring & Heating

N~

Hooping

N~

Salting in Brine

N~

Ripening at constant
temperature

Camembert

Camembert cheese

Tomme de Savoie

Tomme de Savoie cheese

SBCA has guided
the cheese producers
through each and
every step required
in the production of

the new cheeses.
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including livestock producers and dairies.

to around 830 other enterprises.

USAID has been assisting the dairy industry in Albania since 1993 through its
Livestock Service Centers project that ended in March 2006. More recently, as-
sistance has been provided through the Small Business Credit and Assistance
project that works with small and medium enterprises to improve their business
management and introduce marketing strategies and new technology. The
SBCA project started in 2002 and in its first three years provided loans, train-

ing and technical assistance to more than 4,000 enterprises throughout Albania,

On its second phase, starting in March 2005, SBCA has been providing inten-
sive firm-level technical assistance to 126 businesses from a variety of sectors,

including cheese processors. In addition, training and loans have been provided

The project staff write business plans, design marketing strategies, provide pro-
duction knowledge, create business linkages, source equipment and raw materi-

als and produce labels and logos. SBCA clients are from all over Albania and

more than 70% of them come from areas other than Tirana and Durrés.

ALBANIAN OLIVE OIL
PROMOTION DAY

On the 22—23 June, 2006,
the SBCA project will organize
the Albanian Olive Oil Promo-
tion day. Eleven of Albania’s
best olive oil producers will
display their products in this
trade fair and participate in a
quality contest. A workshop
will be held on olive oil certifi-
cation and EU export require-
ments and producers will be
able to learn on how to pre-
pare for entry into foreign
markets.

A panel of judges has been
set up to select the best olive
oil based on blind testing.
Prizes will be awarded to the

winners of three categories:

1. The Best Extra Virgin
Olive QOil for 2006.

2. The Best Virgin Olive Oil
for 2006.

3. The Best Packaged Olive
Oil for 2006.

During the event retailers,
wholesalers, hotel and res-

taurant owners will be able
to create business linkages
and learn more about the
high quality extra virgin olive
oils that are being produced
by Albanian olive oil proces-
sors.

The list of attendees will
include the US Embassy and
other embassies, USAID, the
Ministry of Agriculture, the
Albanian Certification Body,
the Association for Organic
Agriculture and the Albanian
Institute of Quality.

SBCA has assisted olive oil

producers by facilitating new
technology, improving pro-
duction management, and
introducing marketing strate-
gies. Special attention has
been put on branding by
creating new logos, labels
and sourcing new packaging.
Training and process guid-
ance has been provided in
olive oil certification and bar
coding.

Participants will be able to
see the new packaging and
labels developed by SBCA. In
addition to promoting Alba-
nia’s best olive oils in the
domestic market, SBCA is
assisting olive oil producers
to enter export markets.
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Dy lloje té reja
djathrash pér prodbue-

sin e bulmetit nga

Shkodra

Prodbues Tradicional 2

Merr Tekniké dbe
Produkt té Ri

Markimi Diferencon
Sipérmarrésin e Ri

Djath Francez i Prez-
antobet Prdbuesit nga
Korca

Pioneri i Mozzarella-s
Hedh né Treg
Djathin Camembert
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PREZANTOJME PROMOTORIN E

BIZNESIT: NJE EDICION SPECIAL MBI
AKTIVITETIN “DITA E DJATHRAVE TE
RINJ NGA SHQIPERIA”

Projekti pér Kredi dhe Asis-
tencé ndaj Biznesit té Vogél
(SBCA) publikon edicionin e
paré té buletinit Promotori i
Biznesit. Nxjerrja e kétij
numri koingidon me njé
ngjarje té shénuar: ‘’Dita e
Djathrave te Rinj nga
Shaqipéria”. Kjo ngjarje éshté
tema kryesore e kétij edi-
cioni.

Buletini synon té informojé
partnerét dhe klientét, dhe
gjithashtu té raportojé tek
USAID mbi pérpjekjet e SBCA-
sé pér té promovuar biznesin
e vogél dhe té mesém shqip-
tar. Stafi i projektit ka gené i
zéné duke asistuar mijéra
ndérmarrje né menaxhim

Pasurojme Traditen
Shqiptare té Djathit

(S)USAID ST

Posteri i aktivitetit “Djathra té Rinj né
Shqipéri” ster shoécasing some of the neé

patur disa lloje djathi
kacgkavall dhe té bardhé,
ato nuk jané reklamuar si
té tillé. Sidoqofté kérke-
sat e reja té tregut, rritja
e konkurrencés dhe rénia
e fitimeve, do té thoté se
prodhuesit e bulmetit
duhet té diversifikohen
dhe té synojné segmente
té reja té tregut.

Dita e ‘Djathrave té Reja
nga Shqipéria’ éshté pér
té bére biznes: krijimi i
punésimit pérmes rritjes
sé shitjeve. Megjithése
qéllimi éshté promovimi i
djathrave té rinj, kjo dité
do té sjellé biznes té ri
pér pjesémarrésit. Vizi-

i Shkurtér i Disa prej biznesi, rpelrketipg dhe . ruar 'Feknologjli té reja"dhg kané tc_>rét doté shijojné dhe bI_j_ejné
. vy - teknologjité e reja. Ky bulletin  késhilluar mbi menyrén simund  djathrat e reja nga dygani i
Djathrave té Rinj. do té pérpiget té pasqyrojé té plotésohen kérkesat e reja té ~ veganté i shitjeve. Gjithashtu,

kété asistencé dhe té rapor- tregut. Rezultati éshté prodhimii Promovuesit e biznesit nga
tojé mbi disa nga arritiet dne 10 llojeve té reja djathrash, té SBCA do té shkruajné porosi
sfidat g€ projekti ka patur. cilét mé paré kané gené té pan-  Nga shitésit, hotelet dhe
johur pér prodhuesit shiptaré. restorantet. SBCA do té
. . Njé fokus kryesor i SBCA-sé Deri para pak kohésh, prodhue- ~ Vvazhdojé té asistojé klientét e
Sé Shpejti ka gené puna me 69 prod- sit e bulmetit prodhonin vetém saj té bulmetit edhe pas késaj

* Promovimi i Djathrave té
Rinj nga Shqipéria: 16 ger-
shor 2006, Hotel Rogner
Europapark

* Festivali 1 Vajit té Ullirit:
22-23 Qershor tek hotel
Rogner Europapark

* Dita e Mjaltit Shqiptar:
Shtator 2006.

hues bulmeti. Konsulentét e
SBCA-sé kané prezantuar
produkte té reja, kané sigu-

tre lloje djathrash: kackavall,
djathé té bardhé ‘feta’ dhe
djathé bebe. Megjithése ka

ngjarjeje.

PROMOVIMI | DJATHRAVE TE RINJ NGA

SHQIPERIA

10 llojet e reja té djathrave
té prezantuar nga SBCA jané:
Gouda, Emmental, Maas-
dam, Tomme de Savoie,
Mozzarella, Fontina, Gravier,
Selles, Camembert, dhe
Panir. Njé pérkshrim i disa
prej kétyre djathrave vijon né
faget 6-7. Megjiithése té
njohura né tregjet peréndi-

more, kéto djathra mungonin
né tregun shqiptar. Inkura-
jimi i prodhuessve nga SBCA
pér prodhimin e kétyre
djathrave éshté pjesé e asis-
tencés qé projekti jep.

Pérvec prezantimit té
djathrave te rinj, SBCA ka
dizenjuar dhe shtypur logo

dhe etiketa pér klientét. Pér
heré té paré prodhuesit
shqiptaré do pérdorin kazein
né pjesén e jashtme té
djathit. Keto logo and etiketa
do shérbejné pér té diferen-
cuar djathrat e rinj nga ato
tradicionale si kackavall dhe
feta.



Faqe 2

Buletini 1, Edicion Special Qershor 2006

Prezantimai 1
djathrave Fontina
dhe Mozarrella tek
‘Nikolino’ synon té

rrisé shitjet me 15%

Rritja e konkurrencés
dbe rénia e fitimeve

kané shtyré prodbuesit

e djathit té kérkojné
diversifikimin me

lloje té reja produktesh

DY LLOJE TE REJA DJATHRASH
PRODHUESIN NGA SHKODRA

Vetém duke punuar deri
né 18 oré né dité né pun-
ishten e tij té quméshtit,
Arben Kolaj mund té sigu-
rojé qé produktet e tij
mbeten konkurruese dhe

o R

1
|| =

(0%

“Arben Kolaj n€ fabrikén e tij né
Shkodér

e arrijné tregun né kohé.
Né 10 vitet fundit z. Kolaj
ka prodhuar djathé té
bardhé, kackavall, kos té
paketuar, gjizé dhe salcé
kosi. Ndérsa punishten e
ka né fshatin Daj¢ té
Shkodrés, z. Kolaj furnizon
rreth 130 pika té ndry-
shme né Tirang, Lezhé,

dhe Durrés.

Pérmes projektit SBCA
Arben Kolaj ka marré 3
hua gé e kané mundésuar
até té blejé pajisje té reja
dhe té zgjerojé linjén e
prodhimit. Q€ prej vitit
2003, projekti SBCA ka
asistuar kompaniné e z.

Kolaj duke i dhéné késhilla
mbi marketingun dhe duke
prezantuar markimin. Né
vitin 2006, SBCA mundésoi
kompaniné e z. Kolaj té
prodhojé dy lloje té reja
djathrash: Fontina dhe
Mozzarella. Kjo ishte pjeé e
njé strategjie diversifikimi qé
projekti i sugjeroi Kolajt.
Gjithashtu, SBCA krijoi njé
logo té re mderne si dhe
etiketa té reja. Projekti ndér-
toi edhe fagen e Internetit
pér kété kompani:
ééé&.nikolinodairy.com.
Rezultati i pritur éshté njé
rritje prej $15,000 né shitje.

PRODHUES TRADICIONAL MERR TEKNIKE
DHE PRODUKT TE RI

Njé nga prodhuesit e bul-
metit i cili merr asistencé
nga projekti SBCA éshté
edhe Bardhi Balla nga fshati
Gjorm i Vlorés. Ai e filloi
biznesin e tij sé€ bashku me
té atin i cili kishte mé se 25
vjet pérvojé si prodhues bul-
meti. Tani ky biznes punéson
8 punétoré dhe shitjet mé té
médha vijné nga djathi i
bardhé dhe kackavalli. Pro-

dukte té tjera pérfshijné
gjalpin, gjizén dhe kosin.

Blerja e njé pasterizatori dhe
ftohésva t€ gjetura nga
SBCA, i dha mundésiné Z.
Balla @& té pérmirésojé
proceset e prodhimit. Pér sa
i pérket marketingut, projekti
ka dizenjuar logo té reja dhe
etiketa pér kété kopani, gjé
qé do té ngrejé profilin dhe
do té rrisé imazhin.

Megjithaté, éshté prezantimi i
njé lloj té ri djathi, Gravier, qé
do ta drejtojé Ballén né njé
drejtim té ri marketingu. Pér
heré té paré kompania ka njé
plan marketingu té shkruar.
Njékohésisht blerés té rinj po
identifikohen nga SBCA. Njé
rritie prej 15% té shitjeve pritet
si rezultat i kétyre zhvillimeve.

NDRYSHIM NE
PRODUKT I RI

Ashtu si prodhues té tjeré té
djathit, Shaqir Lushkja éshté
mbéshtetur kryesisht né
shitjet e djathit té bardhé
dhe atij kackavall. Por kohét
e fundit rritja e konkurrencés
dhe rénia e fitimeve e béné
até té mendojé mundési té
reja tregu.

Pér té béré té€ mundur
pasurimin e llojeve té
produkteve gé ai nxjerr né
treg, projekti SBCA sugjeroi
prodhimin e njé lloji té ri

djathi: Maasdam, né njé
version gjysém té ngurté. Dy
eksperté té SBCA-sé
ndihmuan z. Lushkja hap
pas hapi ne progesin e
prodhimit té djathit
Maasdam dhe né ruajtjen e
géndrueshme té cilésisé.
Z.Lushkja po teston 50kg té
djathit Maasdam.

Gjithashtu, SBCA ka
pérgatitur logo dhe stampa

STRATEGJINE E MARKETINGUT:
DHE MARKIM I RI

Shagqir Lushkja me Stafin e
SBCA

kazeine té cilat do té
ndihmojné produktet e
Lushkjas té dallohen né treg
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MARKA DIFERENCON NJE
SIPERMARRES TE RI

Akper Qatipi éshté njé prod-
hues i ri bulmeti. Pasi punoi
pér disa vjet né sektorin e
bulmetit né Greqi ai u kthye
né Shqipéri dhe né vitin
2002 hapi ndérmarrjen e vet
té bulmetit né Elbasan. Né

mungesé té kredisé,
prodhimi fillestar i z. Qatipi
ishte i kufizuar dhe

mbéshtetej né metoda tradi-
cionale té prodhimit si dhe
né pérvojén e marré né
Greqi. Né vitin 2004, pas njé
rritjeje graduale te
prodhimit,, ai ndértoi njé
dhomé frigoriferi 10 ton dhe
instaloi njé linjé té re paster-
izimi.

Tani biznesi i z. Qatipi
punéson 7 punétore dhe ai
planifikon té rrisé tregun e
tij. Biznese si ai i z. Qatipi

kané nevojé pér strategji té
reja marketingu gé do ti
ndihmonin ata pértej
prodhimit  tradicional té
djathit t& bardhé dhe ka-
ckavallit. Pjesé e kétyre
strategjive éshté prezantimi i
djathrave gé nuk njihen nga
prodhuesét shqiptaré.

Né filim té vitit 2006, SBCA i
prezantoi z. Qatipi njé tip té ri
djathi: Panir, njé djathé i
bardhé i pamuturuar i prod-
huar nga quméshti i lopés.
Njé konsulent i SBCA-sé po
asiston z. Qatipi né procesin
e prodhimit ndérsa njé logo
e re dhe etiketa jané dizen-
juar nga projekti SBCA. Emri i
markés sé re BRUAL dhe
etiketat jané vendosur né
djathin e ri té z. Qatipi dhe

Akper Qatipi né ndérmarrjen e tij né
Elbasan

né produktet e tjera. Diferencimi né
treg i produkteve té tij dhe bes-
nikéria e konsumatoréve gé do té
fitohen nga identiteti i ri i markés,
pritet t€ sjellé njé rritie té kon-
siderueshme tek shitjet e Qatipit.

VARIETET FRANCEZ DJATHI |
PREZANTOHET PRODHUESIT NGA KORCA

Né mars té vitit 2006, Guri
Lako, pronari i firmés GREAL,
njé ndérmarrje bulmeti nga
Korga, mori asistencé
teknike pér té prodhuar njé
lloj té ri té djathit francez
Tomme de Savoie né
versionin gjysém té forté.
Népérmjet ekspertit té SBCA-
sé, z. Lako mésoi té gjitha
hapat g€ duhet té ndigen né
kété proges: kushtet e

lagéshtirés, kontrollin e
temperaturé, pérdorimin e
kulturave té reja prodhuese
etj. Me vénien e
higrometrave pér matjen e
lagéshtirés dhe PH, z. Lako u
mundésua té prodhonte
djathin e ri. Kompania po
pérdor rreth 500 I. qumésht
per té testuar hedhjen né
treg té djathit té ri. Projekti
gjithashtu po punon pér

rritien e markimit dhe
paketimit té produkteve.Me
ané té njé logojé té re, SBCA
synon té nxisé identitetin e
markés ndérsa etiketat e
reja pérmbajné informacion
té vlefshém pér
konsumatorét. Produkteve
té GREAL éshté shtuar edhe
kazein qé do té diferencojé
produktet né treg.

PASUROHET TRADITA GJIROKASTRITE E
PRODHIMIT TE DJATHIT

Fredi Mahmutaj ka njé biznes
bulmeti né Libohové,
Gjirokastér, njé zoné e njohur
pér traditén e prodhimit té
djathit. Biznesi i tij éshté rritur
trefish gé nga viti 1993.
Produktet e z. Mahmutaj
pérfshijné djathé té bardhé,
kackavall, gjizé dhe gjalpé.
Para pak kohésh, z. Mahmutaj
u ndérgjegjésua se duke u
mbéshtetur vetém tek djathi i
bardhé dhe kackavalli, biznesi
i tij nuk do té rritej. Zgjidhja
ishte e qarté: diversifikimi.

Sidoqofté kjo kérkonte
ekspertizé té re teknike:
progese té ndryshme
prodhimi, pérdorimin e
kulturave prodhuese té reja,
dhe kontroll té temperaturés
dhe lagéshtirés. Megjithé
gatishmériné pér té shtuar
produkte té reja, Fredi nuk e
kishte kété ekspertizé dhe
pérvojé. Pér kété SBCA e
udhézoi até né prodhimin e
djathit Gravier, si dhe
pergatiti logo dhe stampa
kazein per produktet e

Ekperté té SBCA duke punuar né
baxhon e Fredi Mabmutaj.

djathit . Me hedhjen né treg te
djathit te ri, z. Mahmutaj pret njé
rritje té shitjeve prej 15%.

Identitetiiri i
markés sé bashku
me prodbimin e
djathit Panir pritet
té rrisé ndjeshém
shitjet e firmés
BRUAL




Faqe 4

Buletini 1, Edicion Special Qershor

Prodhues té
bulmetit tani
furnizojné segmente
té reja tregjesh gé
kérkojné djathra gé
shiten né tregjet

peréndimore.

PIONIERI | MOZZARELLA-S HEDH
NE TREG DJATHIN CAMEMBERT

Kur vjen fjala pér produkte
novatore djathi, Orhan Miloti
nuk éshté i huaj. Ai ishte nga
té parét prodhues shqitparé
qé prezantuan mozzarella-n
dhe ricotta-n né tregun
shqiptar gé né 1996. Pajisur

- _

e Or-

_— :
Konsulenté té SBCA-sé duke punuar m
han Milotin né fabrikén e tij Albamilk

me njohurité dhe pérvojén
€ mori duke punuar né
ndérmarrjé bulmeti né Bari,
Itali, Orhani shet djathra té
cilat konkurrojné sukses-
shém me importet Italiane.
Ndérmarrja e tij, Albamilk, ka
fituar pjesé tregu
gradualisht népér té
gjithé vendin. Resto-
rante dhe piceri né

Y| Shkodér dhe Tirané

| pérdorin mozzarella-n
e freskét té€ Albamilk si

4 dhe versionin pér pica.

Kohét e fundit Orhani
ka shtuar edhe njé
produkt tjetér té ri:
djathin Camembert,
njé djathé i bardhé i
buté prodhuar nga

qumeésht lope ose dhie. Kjo u
bé e mundur pérmes projektit
SBCA pas disa sesioneve tra-
jnimi gjaté punés dhe ud-
hézimeve. Njé konsulent i
SBCA-sé ka dhéné teknika dhe
njohuri mbi prodhimin e Cam-
embert. Njékohésisht etiketa
dhe logo té reja i jané shtuar
produkteve té Albamilk.

Prezantimi i kétij lloji té ri
djathi éshté pjesé e pérpjek-
jeve té SBCA-sé pér té
ndihmuar prodhues djathi né
diversifikimin e produkteve té
tyre. Me njé produkt tjetér
novator, Albamilk pret té rrisé
shitjet e veta dhe té fitojé njé
segment té ri té tregut.

GJETJA E SEGMENTEVE TE REJA TE TREGUT

Kur Petraq Papajorgji nisi
biznesin e bulmetit né€ 1996
ai kishte njé géllim: té prod-
honte produkte novatore té
bulmetit. S& bashku me part-
nerin e tij ‘San Lazaro’ ai
prezantoi djathin mozzarella
né tregun e Vlorés dhe
gjithashtu filloi té€ prodhojé
dhe té shes qumésht té
paketuar né shishe gelqi.
Mbas shumé ulje ngritjesh té
periudhés sé trazirave né
Shqipéri, biznesi rifilloi né
vitin 2001 duke u fokusuar

né ményré té veganté né
tregjet e djathit mozzarella.

Nén emrin e markés BI-
ANCA, kompania furnizon
njé segment té ri tregu:
shqiptaréve me té ardhura
mesatare dhe té larta té
cilét kérkojné produkte gé
shiten né tregjet peréndi-
more. Kompania gjithashtu
prodhon djath ricotta, sca-
morza—djath i verdhé Ital-
ian, dhe gjalp. Népérmjet

asistencés sé SBCA-sé kom-
pania tani ka shtuar njé lloj
té ri djathi francez: Selles,
djath i buté dele me myk.
Me ané té logove té reja
produkti éshté gati pér tu
hedhur né treg. Konsulenté
té SBCA-sé kané punuar me
kompaniné gjaté vitit 2006
dhe kané instruktuar Z. Pa-
pajorgji né té gjitha procedu-
rat e nevojshme. Djathi | ri
Selles pritet té rrisé shitjet
me 10%.

PRODHUES BULMETI NGA KAVAJA
PREZANTON DJATHIN EMMENTAL

Si prodhues i produkteve té
bulmetit i cili gjithashtu ka
dyganin e tij, Z. Hysen Kogi
vuri re se emigrantét
shqiptaré gé vizitojné vendin
apo kthehen té jetojné né
Shqipéri kérkonin djathra té
ndryshém nga llojet
tradicionale ‘feta’ apo
kackavall. Edhe pse prodhon
15 versione té kétyre dy
llojeve, ai kishte véshtirési té
diversifikonte né mé shumé
lloje djathrash ‘peréndimore’.
Kjo ndryshoi kur SBCA i ofroi

asistencén ndérrmarrjes sé
bulmetit NETI té Z. Kogi. Projekti
prezantoi djathin Emmental, njé (‘I.
W
5

varietet i verdhé né njé version s, ;
] F i z

gjysém té forté. Jo vetém qé u
Konsulenté té SBCA duke

ndihmua né progesin e
punuar me NETI Shpk né

prodhimit dhe sigurimit té
teknikés, por projekti gjithashtu
siguroi pajisje té kontrollit té
lagéshtirés si dhe etiketat
kazein. Njé logo e re, etiketa té
reja dhe stampa e kazeinés do
té shérbejné né prezantimin e
markés dhe rritjen e besnikérisé
sé konsumatoréve pér djathin

Emmental t& NETI-t. Shérbimet
e ofruara nga SBCA kané
ndihmuar Z. Kogi ti plotésojé
kérkesat e tregjeve té reja.
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ASISTENCE NE PRODHIM DHE NJOHURI MBI
MARKIMIN PER PRODHUESIT SHQIPTARE

TE DJATHIT

Asistencé né prodhim
Pér gati 50 vjet Shqipéria ka
prodhuar po té njéjtat nga
tre varietetet e djathrave -
kackavall, feta dhe djathé
bebe. Me rénien e
komunizimit dhe fillesén e
ndérrmarrjeve té reja né
1991 shumé prodhues té
produkteve té bulmetit
vazhduan punén (me disa
pérjashtime) me té njéjtén
tradité prodhimi. Gjaté
dhjeté viteve té fundit
kérkesa pér djathra té
prodhuar né vend éshté
rritur né ményré progresive.

Ndérsa ata punojné pér té
pérmirésuar performancén e
biznesevé té bulmetit
projekti i Kredisé dhe
Asistencés pér Biznesin e
Vogél ka krijuar njé rrjet
promovues biznesi té cilét
operojné prané shitésve me
pakicé dhe shumicé.
Népérmjet kétij rrjeti dhe
grupeve kérkimore té
shitésve me pakicé, SBCA
identifikoi se tregu pér
varietete té reja té djathrave
té€ importit ishte né rritje.
Projekti vendosi té inkurajojé
prodhuesit shqiptaré té
djathit té provojné prodhimin
e kétyre llojeve qé
importohen. Kjo rezultoi né
10 lloje té reja té djathrave
té prodhuar né Shqiptari qé
tani po i prezantohen

shitésve me pakicé,
hoteleve dhe restoranteve
né 16 Qershor 2006 né njé
aktivitet promovues né
ambjentet e Hotel Rogner
Europapark né Tirané.
Organizimi i aktivitetit
“Djathrave té Reja né
Shqipéri’ na vendosi
pérpara disa sfidave té reja
né projektin SBCA. Ne
sollém njé specialist djathi
nga Franca i cili
bashképunoi me dy
specialiste lokale, njé nga
projekti ADAMA dhe tjetra nga
Universiteti Bujgésor i
Tiranés. Sé bashku me
specialistét, ne identifikuam
prodhues djathi té cilét ishin
té pregatitur pér té prodhuar
varietetet e reja té djathit. Ky
proges filloi né Janar 2006
dhe entuziazmi i prodhuesve
béri gé ky aktivitet té
realizohej né njé kohé
relativisht t€ shkurtér.
Prodhuesit e djathit jané nga
pjesé té ndryshme té
Shqipérisé si nga Shkodra,
Korca, Vlora, Elbasani,
Gjirokastra dhe Kavaja.

Prezantimi i markés
Projekti jo vetém gé ka
siguruar asistencé teknike né
procgesin aktual té prodhimit
duke prezantuar kultura té
reja, kontroll t€ ambjentit dhe
kazein por edhe Kka rikrijuar
marka pér té gjitha produktet

_ -

Stafi i SBCA duke biseduar me njé
prodbues djathi né lidhje me krijimin e

pér té 10-té prodhuesit g€ do
té paraqiten né aktivitetin e
‘Djathrave té Reja né
Shqipéri’ Pér disa prodhues
SBCA ka krijuar marka té reja
pasi nuk kishin ndérsa pér
disa té tjeré ka zhvilluar
strategjiné e méparshme té
markés. Kjo pérfshin
dizenjimin e logove té reja,
printimin e etiketave té reja
dhe pérmirésime né paketim.
Qé prej Gushtit 2005 ne kemi
prezantuar marka té reja 38
klientéve té SBCA duke
pérfshiré edhe 10 prodhuesit
e djathit gé do té marrin pjesé
né aktivitetin e promovimit té
djathit - dhe kemi pérmirésuar
markén pér 8 klienté té tjeré.
Projekti gjithashtu ka
dizenjuar logon e kétij
aktiviteti e cila éshté e
vendosur né kollonén e
djathté gé prezanton 10 logot
e kompanive pjesémarrése.

SHEMBU) NGA LOGOT E REJA TE ZHVILLUARA NGA

SBCA
2 Bardhi Balla, Vloré NETI, Kavajé s
- BIANCA, Vioré

GREAL, Korgé

Lushkja, Kavaje

BRUAL, Elbasan
bowal

NZI, Shkodér

s ‘Nikolino’, Shkodér
iieing
o Fredi Mahmutaj, Gjirokastér

Albamilk, Shkodér

&

-

=

Pér disa nga prodhuesit
qé nuk kishin marké,
SBCA ka krijuar marka
té reja ndérsa pér té tjeré
ka rinovuar strategjiné e
markés.

SBCA ka prezantura
markim tek 38 kompani
qé nga Marsi 2005 duke
pérfshiré 10 prodhuesit qé
po marrin pjesé né ditén e
promovimit té Djathrave
té Rinj té Shqipérisé.
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NJE HISTORI DHE PERSHKRIM | DISA PREJ DJATHRAVE

TE REJA

Fontina

Djathi Fontina i béré né Itali

Gouda

Djathi Gouda i béré né Hollandé

Panir

Djathé Panir duke u pérdorur né
kuzhiné indiane

Emmental

Ky lloj djathi e merr emrin
nga njé luginé né veri-
peréndim té Italis€, praén
kufirit me Francén dhe
Zvicrén. Fontina éshté e
ngjeshur, e buté, dhe elastic,
né ngjyré té lehté floriri.
Shkrihet lehtésisht dhe pér-
doret gjérésisht si njé djath
émbélsiré. Pjesa e brend-

shme pérmban vrima té vo-
gla rrumbullake dhe ka njé
shije delikate si té€ arrés dhe
me njé grimé mjalti t€ egér.

Fontina éshté pérbérési krye-
sor i fondutés italiane.
Maturohet né rreth tre muaj
dhe pérmban rreth 45 %

yndyré. Fontina éshté njé
djath gjysém i buté i béré
nga qumeéshti i lopés. Pérvec
Italisé, lloji | djathit Fontina
prodhohet tani né shtete te
tjera duke pérfshiré Dani-
markén, Francén, dhe
Amerikén. Shumé nga llojet
e prodhura né kéto vende
tenton té jeté mé i buté sesa

Djathi Gouda e merr emrin
nga qyteti Gouda né Hol-
landé, gé ndodhet praén
Roterdamit dhe Hagés. Ky
djathé pérbén rreth 60% té
djathit té prodhuar né Hol-
landé. Gouda éshté njé
djathé i verdhé gjysém i forté
me njé shije té émbél dhe
frutore. Kur maturohet shija e

Gouda-s intensifikohet. Gouda
e maturuar éshté e veshur me
njé shtresé dylli té errét qé
kontraston me pjesén e
brendshme té verdhé.

Gouda konsiderohet si njé nga

djathrat mé té njohur té botés.

Eshté djathé tryeze dhe pér-
doret edhe pas darke apo

R —

dreke duke u shérbyer me
fruta dhe veré. Pérmban 40%
yndyré dhe prodhohet nga
qumeésht lope i ploté ose
pjesérisht i skremuar. Gouda
éshté i ngjashém me djathin
Edam dhe pérve¢ Hollandés
prodhohet edhe né vende té
tjera si SHBA.

Panir (ose Paneer) éshté njé
djathé gjysém i buté i prod-
huar nga qumésht lope. Orig-
jina éshté nga zona qé
mbulon Indiné, Pakistanin
dhe Iranin. Prodhohet duke
pérzier quméshtin e nxehté
me léng té freské limoni ose
me uthull. Pastaj, kjo gjizé
me copa shtréngohet né

pélhuré muslini, shpélahet
me ujé dhe presohet pér
10—15 minuta. Panir éshté
njé djathé i pamaturuar dhe
zakonisht hahet disa dité
pasi éshté prodhuar.

Ky lloj djathi pérdoret shpesh
né kuzhinén indiane né disa
gjellé té ndryshme. Duke

gené me sasi té larta proteine,
Panir pérdoret edhe si
zévendésues i mishit né disa
dieta vegjetariane. Pérdorimi
mé i zakonshém i Panir-it
éshté né gjellé me kérri.

Vrimat e médha té Emmentalit
Jané rezultat I njé fermentimi té

Emmental éshté djathi mé i
vjetér dhe mé i réndésishém
i Zvicrés. E merr emrin nga
lugina Emmental né Zvicér
dhe djathi origjinal eksporto-
hej né forma rrotash vigane.
Emmental ka njé shije té
buté dhe té€ émbél qé e bén
até perfekt pér pothuajse
¢do pérdorim — gqé nga ush-
qim i shpejté deri né pjatat
pas darke apo dreke. Ka njé

ngjyré té verdhé té lehté dhe
prodhohet nga quméshti i
lopés.

Emmental éshté njé djathé i
forté i pasterizuar i veshur
me njé shtresé té hollé té
verdhé. Ka vrima té médha
brenda té cilat shkaktohen
nga njé proces i komplikuar
fermentimi. Emmental prod-

hohet nga qumésht lope dhe
nganjéheré njihet me emrat
Emmentaler ose Emmenthal.
Prodhohet gjithashtu né
Francé, Gjermani, Finlandé
dhe SHBA. Emmental mund té
pérdoret me veré, mund té
shkrihet duke u gatuar ose té
futet né sanduice. Maturohet
midis gjashté muajve dhe njé
viti.
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Djathi Camembert u emérua
si i tillé nga Napoleoni sipas
fshatit Norman ku u prodhua
si fillim dhe ku iu shérbye atij
nga vajza e njé fermeri. Cam-
embert éshté njé djath i buté
i béré nga qumeéshti i lopés.
Ka njé shije delikaté kripe,
njé ngjyré té zbehté té
verdhe, njé mbéshtjellje té

bardhé té buté dhe njé masé
kremoze. Aroma e Camem-
bert—it éshté e ngjashme me
até té kérpudhave dhe pér-
doret né ményré ekskluzive
si djath tavoline.

Kur Camemberti maturohet
miré, duhet té lyhet trashé.

Camembert

Kur maturohet ai béhet i
Iéngshém dhe i hidhét. Ky
djath béhet né tre javé.
Pérvec Francés, Camembert
prodhohet né té gjithé botén.

Tomme de Savoie éshté njé
djath gjysém i forté né for-
mén e njé disku i béré nga
qumeéshti i lopés. Emrin e ka
marré nga rajoni i Savoie i
Alpeve Franceze. Lévorja
éshté e dallueshme, e trashé
dhe me ngjyré gri né kafe,
ndérsa pjesa e brendshme
éshté né ngjyré bezhé ose né

ngjyrén e kashtés. Ka njé
shije paksa té lehté, té kripur
dhe delikate si té barit.

Tomme de Savoie shpesh
béhet me qumésht té skre-
muar pasi éshté hequr maza
pér bérjen e gjalpit. Kjo
éshté arésyeja pse djathi

Djathi Camembert

Tomme de Savoie

Tomme éshté zakonisht me
nivel té€ ulét té yndyrés:
vetém 20—40 %. Nga ky
djath ka varietete té ndry-
shme: i béré né dimér nga
quméshti i lopés i ushqyer
me bar té thaté ose né veré
nga qumésht lope e ushqyer
né kullota.

Djathi Tomme de Savoie

Hapat e Prodhimit pér djathin Gravier

Diagrama e méposhtme tregon hapat e kérkuara pér prodhimin e djathit Gravier. SBCA ka

pregatitur diagrama té ngjashme pér té gjitha djathrat e reja.

Pasterizimi

<~

Standartizimi 1 yndyrés

Shéllira, Kulturat :

=4

Koagulimi
N~
Prerja e gjizé€s
N~
Pérzierja & Ngrohja
N~
Formimi
SN~
Kripje né€ Brine
N~
Maturim né temperaturé
konstante

SBCA ka drejtuar
prodbuesit e djathit
népérmjet secilit
hap té kérkuar né
prodhimin e

djathrave té rinj.
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USAID ka mbéshtetur industriné e produkteve té bulmetit né Shqipéri gé prej
vitit 1993 népérmjet projektit té Qéndrave té Shérbimit pér Bagétiné i cili pérfun-
doi né Mars 2006. Mé sé fundi, asistencé i éshté dhéné kétij sektori népérmyjet pro-
jektir té Kredisé dbe Asistencés sé Biznesit té Vogél i cili mbéshtet ndérrmarrje té
vogla dhe té mesme né pérmirésimin e menaxhimat té biznesit té tyre dhe prezan-
timin e strategjive té marketingut dbe teknologjive té reja. Projekti SBCA ka fil-
luar né vitin 2002 dbe né tre vitet e para i ka siguruar kredi, trajnime dbe asis-
tencé teknike mé shumé se 4,000 ndérrmarrjeve né té gjithé Shqipériné, duke pérf-

shiré prodhuesit e bulmetit dbe fermerét me bagéti.

Né fazén e dyté, e cila filloi né Mars 2005, SBCA i ka ofruar asistencé teknike né
nivel firme né ményre intensive 126 bizneseve nga sektoré té ndryshém, duke
pérfshiré edbe prodhbuesit e djathrave. Gjithashtu trajnime dhe kredi u jané sigu-

ruar mé shumé se 830 ndérrmarrjeve té tjera.

Stafi i projektit harton plane biznesi, dizenjon strategji marketingu, siguron
njoburi mbi prodhimin, krijon lidhje me bizneset, gien pajisje dbe léndé té pare, si
dhe prodhon etiketa dbe logo. Klientér e SBCA jané nga e gjithé Shqipéria dhe mé

shumé se 70 % e tyre nga zonat jashté Tiranés dbe Durrésit.

DITA SHQIPTARE E PROMOVIMIT
TE VAJIT TE ULLIRIT

Né datén 22—23 Qershor,
2006, projekti SBCA do té
organizojé Ditén e Pro-
movimit té Vajit té Ullirit.
Dhjeté nga prodhuesit mé té
miré té vajit té ullirit do té
paragesin produktet e tyre
né kété panair dhe té marrin
pjesé né njé konkurs cilésie.
Do té organizohet njé semi-
nar mbi gertifikimin e vajit té
ullirit dhe kérkesa té BE pér
eksport dhe nga ku prodhue-
sit do té kené mundésiné té
mEésojné si té hyjné né tregje
té huaja.

Qendra e certifikimit shqiptar,
Shogata bujgésore organike
dhe Instituti Shqiptar i Cilésisé.

Gjaté aktivitetit do té mund
té krijohen lidhje biznesi me
shités me pakicé dhe
shumicé, hotele, restorante,
dhe té mésohet mé shumé
pér cilésiné e larté té vajit té

SBCA ka asistuar prodhuesit e
vajit té ullirit duke lehtésuar né
teknologji té reja, pérmirésim
té menaxhimit té€ prodhimit si
dhe prezantimit té strategjive
marketing. VEmendje té
veganté éshté vendosur tek
marka né krijimin e logove té
reja, etiketave dhe pérzg-
jedhjeve té paketimeve té reja.
Eshté siguruar trajnim dhe
drejtim té progesit té certifiki-
mit dhe vendosjes sé bar ko-
Njé panel jurie do té pérzg- dit.
jedhé vajin e ullirit mé té
miré bazuar né provén me sy
té mbyllur. Do té ndahen
¢mime pér fituesit e tre kate-
gorive:

1. Vajii ullirit mé i miré
Ekstra i Virgjér pér vitin
2006.

2. VajiiUllirit mé i miré i
Virgjér pér vitin 2006.

3. Paketimiméimiréi
Vaijit té Ullirit pér 2006.

Pjesémarrésit do té kené
mundésiné té shohin paketime
dhe etiketa té reja té zhvilluara
nga SBCA. Si shtesé té pro-
movimit té vajit té ullirit mé té
miré Shqiptar né tregun ven-
das, SBCA po ndihmon prod-
huesit e vajit té ullirit té ekpor-
tojné né tregje té tjera.

ullirit ekstra i virgjér i cili
prodhohet nga prodhuesit
shqiptaré.

Pjesémarrés té ndryshém do
té vizitojné kété aktivitet
ndér té cilét pérfshihen Am-
basada Amerikane dhe té
tjera, Ministria e Bujgésis€,
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PROMOTING ALBANIAN OLIVE OIL

To celebrate Albanian olive oil,

SBCA, in collaboration with
USAID’s FORECAST Project
and the Albanian Association
of Edible Oil Producers, is or-
ganizing a “Promoting Alba-
nian Olive Qil” fair. The event
will be held at the Rogner Ho-
tel, Tirane on Friday June 23,
2006. The poster, especially
designed by SBCA for the
event, is shown on the right.

Ten major Albanian olive oil
producers will be exhibiting
their packaged olive oils. The
general public, restaurants,
hoteliers, and retailers will get
the opportunity to taste the
olive oil and buy a bottle from
SBCA’s “Corner Shop”.

SBCA recently held a very suc-

cessful fair to promote 10 new

varieties of Albanian cheeses.
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The trade fair’s poster image with some of Albania’s best

olive oils

Upcoming Events

* The Olive Oil Festival: 22-
23 June at the Rogner Eu-
ropapark Hotel.

¢ Albanian Honey Day:
September 2006.

* Making Cents Program:
Training Businesses on
How to Prepare Business
Plans, June—July 2006.

EXTRA VIRGIN OLIVE OIL ON THE INCREASE
IN THE ALBANIAN MARKET

For more than 3,000 years
olive oil has been one of the
most celebrated food prod-
ucts. Whether as a nutri-
tional ingredient or as a
highly prized commaodity, it
remains a source of value
and nourishment. Olive oil
and olives are associated
more than anything else with
the Mediterranean region.

While world production of
olive oil is rising slowly, de-
mand is increasing steadily.
About 90% of the olive oil
world production comes from
the Mediterranean countries.
New plantations and major

investments have increased
in the European olive oil
producing countries.

With 3.4 million olive trees
and 20 varieties of olive fruit
Albania has what it takes to
be a major producer and
exporter of olive oil. Since
the mid 1990’s Albanian
olive oil producers have been
investing in new technology,
have increased the produc-
tion output and have gradu-
ally increased the quality of
their olive oil. Many of them
have participated in interna-
tional trade fairs, workshops
and contests in various

countries and some of them
have won awards and prizes
for their products.

Although the total number of
olive oil producers is above
100 spread throughout the
country, the majority of them
are clustered in the central
and southwestern parts of
Albania. Profiles of a few
selected processors that are
receiving assistance from
SBCA are shown on pages 2
and 3.
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Shpresa Shkalla’s
extra virgin olive oil
won the prize for the
best Mediterranean
olive oil in 2006. Her
product competed
with 250 other
products from 14

countries.

Growing competition
and shrinking profits
are forcing cheese pro-
ducers to consider di-
versification into
other types of cheese

THE BEST OLIVE OIL IN THE
MEDITERRANEAN: SHKALLA SH.P.K.

In May 2006 Shpresa
Shkalla won the special
award for the best Medi-
terranean olive oil BIOL
MEDITERRANEQO in Andria,

A L
Shpresa Shkalla with her latest
award.

Italy. Her product com-
peted with 250 other olive
oils selected from 14 dif-
ferent countries from
around the world. Prizes
are awarded to the best
olive oils based on re-

gional categories.

This was not the first time
Shpresa has received an
award: in 2005 she was
given the award of 'Special
Jury Prize for Quality’.
Shpresa produces high
quality extra virgin olive oil
which she exports to Swit-
zerland. Her product and
company are also men-
tioned in Charles Quest-
Ritson’s book: Olive Oil

Eyewitness Companions
(2006).

However, 2005 was not an
easy year for SHKALLA
sh.p.k. When newly bought
equipment could not be
installed and olive supplies
were limitied, SBCA inter-
vened by contacting the
Italian supplier that in-
stalled the equipment.
SBCA also identified new
olive suppliers. This en-
abled Shpresa’s business to
resume production, con-
tinue supplying her cus-
tomer in Switzerland and
continue to repay her bank
loan. The project has also
built the company website:

www.shpresashkalla.com

CREATING A BRAND IDENTITY FOR A
QEPARO OLIVE OIL PRODUCER

Anastas Gjikondi had worked
in the state-owned olive oil
processing industry since
1970. With the collapse of
the communist system, the
opportunity arose for him to
privatize the olive oil factory.
He established his company
GJIKONDI sh.p.k. in Qeparo,
in the south of Albania in
1995. Through a Japanese
grant he acquired a new

processing line and began to
produce extra virgin and virgin
olive oil.

Recently Gjikondi has been
receiving assistance from
USAID’s Small Business Credit
and Assistance project. SBCA
provided training in HACCAP
and ISO certification and intro-
duced Good Manufacturing
Practices to the company. For

the first time GJIKONDI
sh.p.k. will have its own
brand name to its products.
SBCA has designed a new
logo and new labels that dis-
tinguish the company’s prod-
ucts in the marketplace and
contain relevant information
for consumers. To further
raise the company’s profile,
SBCA is designing Gjikondi’'s
website: www.gjikondioil.com

PRODUCER OF ORGANIC EXTRA VIRGIN
OLIVE OIL TARGETS EXPORTS

Vesaf Musai has been pro-
ducing olive oil from the vil-
lage of Skrofotiné in Vlora
since 1995. What sets him
apart from other producers is
the organic quality of his
olive oil. In January 2006
Musai’s olive oil was certified
by the Italian Institute for
Ethical and Environmental
Certification (ICEA) as a prod-
uct that conforms to EU stan-
dards. At the same time, the
olive plantations that supply
him with olives were recog-
nized as wholly organic.

Initially Musai processed olive
oil for the area’s farmers who
use it for their own consump-
tion. More recently however,
the SBCA project has chal-
lenged Musai to look beyond
the local market and expand
his sales in Albanian and ex-
port markets. SBCA has intro-
duced new branding to
Musai’s oil: a new logo, labels
and stationary that will identify
his products clearly in the
marketplace. The project also
built Musai’s website:

www.musaioliveoil.org.

ALER&;
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Vesaf Musai at bis Jactory

The project’s assistance is
expected to raise Musai’s
sales by 15% in the next year.
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VLORA OLIVE OIL PRODUCER ASSISTED
IN BRANDING AND CERTIFICATION

Lulézim Kapllani is another
Vlora-based producer of high
quality extra virgin and virgin
olive oil. He established his
company SABIN sh.p.k. in
1995 and since then has seen
a gradual increase in sales.
Kapllani uses two native olive
varieties: Kalinjot and Algridh.
The level of acidity is 0.8%
which is within the level for
classification as extra virgin
olive oil.

Kapllani sells his olive oil
throughout the country with
the main sales going to Tirana,
Durrés, Vloré, Fier and Berat.
Recently he has invested in
the factory building and wants
to start a new processing line.
He also needed to upgrade his
labeling and learn more about
certification procedures. To

assist him in these ar-
eas the Small Business
Credit and Assistance
project, SBCA, has be-
gan working with Kapl-
lani since 2005.

Like similar producers
Mr. Kapllani is aware of
the increase in demand =
for olive oil and plans on  Lulézim Kapllani working with SBCA
expanding his market. suffon his branding,

However, his product
needs to be differentiated in
the domestic market place
and get certification for en-
tering export markets.

for Kapllani. It is also imple-
menting Good Manufacturing
Practices and introducing new
production techniques. The
HACCAP system has been
introduced for the first time to
this company and SBCA is
guiding Kapllani through the
certification  process. This
should prepare him for poten-

That is why SBCA has fo-
cused on helping him with
branding and certification.
The project has designed a
new logo and produced new

labels and business cards

tial exports.

CLASSIFICATION OF OLIVE OILS

Olive oil is grouped into four
categories: Virgin Olive QOil;
Olive QOil, Refined Olive Oil;
and Sansa Olive Oil. The
products on the display at
the “Promoting Albanian
Olive QOil” event are Virgin
Olive Oils.

Virgin Olive Oil

This is the highest quality of
olive oil and is classified by
the European Union accord-
ing to the level of the natural
acidity it contains. Although
acidity is a measure of fresh-
ness and quality, it cannot
be detected by tasting alone
even by experienced olive oil
tasters until it exceeds 6%.

1. Virgin Olive Oil.
There are three types of vir-
gin olive oil:

i. Extra Virgin Olive Oil- this
contains 0.8% or less acidity.

ii. Virgin Olive Qil- this has an
acidity of between 0.8 and

2.0%

iii. Lampante Olive Oil- this
has an acidity of more than
2% and is not suitable for
human consumption.

2. Olive Qil is a blend of non-
lampante virgin and refined
olive oil and has an acidity of
1% or less.

3. Refined Olive Qil is usually
made from lampante olive oil
that has been chemically
treated to reduced acidity to
0.3% or less.

4. Sansa Qil- is oil made
from the waste left over from
virgin olive oil extraction. It is
an inferior type of olive oil
and cannot be compared to
the other three types.

Organic Extra Virgin Olive Qil

For an extra virgin olive oil to
be classified as organic the

olives used in producing the
oil must be grown in planta-
tions that conform to recog-
nized European standardiza-
tion bodies such as the Ital-
ian Institute for Ethical and
Environmental Certification
( ICEA). Albania already has
two processors of certified
organic extra virgin olive oil-
Shpresa Shkalla and Vesaf
Musai.

Examples of extra virgin olive oil
produced by Albanian processors

To meet the
increasing demand
for olive oil
producers need to
improve branding
and achieve
certification for their

products.
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ALBANIA SMALL BUSINESS CREDIT
AND ASSISTANCE PROJECT

We’re on the Web!

www. shca-project.org.al

SBCA Project
Sky Tower Nr. 144
Tirana, Albania

Phone: 3554271475

Fax: 3554271478

E-mail:  stta@shca-project.org.al
info@shca-project.org.al

USAID’s SBCA project has been providing support to the Albanian olive oil
sector since March 2002. This has taken the form of training and one-on-one
consulting not only to producers but also to the olive growers that are the back
bone of the olive processing industry. SBCA has also provided commercial
loans through its two financial partners BKT (Banka Kombétare Tregétare)
and PSHM (Partneri Shqiptar pér Mikrokredi).

More recently SBCA has been providing intensive technical assistance to se-
lected processors to prepare marketing strategies, including branding and pack-
aging, that will enable these processors to compete more effectively first in the

domestic and secondly in the export markets.

The SBCA project staff write business plans, design marketing strategies, pro-
vide production knowledge, create business linkages, source equipment and raw
materials and produce labels and logos. SBCA clients are from all over Albania

and more than 70% of them come from areas other than Tirana and Durrés.

NATIONAL ALBANIAN HONEY
DAY

SBCA has been providing technical assistance to a total of 394 Albanian
honey producers since March 2002. The photo below shows an SBCA-
supported honey fair held on a very rainy day, in Korcé in October 2005.
SBCA also supports the Albanian Beekeepers’ Association and its main

publication, Bleta.

honey fair in Kor¢a, October 2005.

In September 2006 SBCA will organize an Albanian Honey Promotion
event, where high quality honey and new packaging and branding will be

on display.
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né Mesdbe: Shkalla sh.p.k.

Krijimi i Identitetit té 2
Markés pér Prodbuesin
nga Qeparoi

Prodhues i Vajit té Ul- 2
lirit Organik Ekstra té
Virgjér Synon Eksportin

Prodhues i Vajit té Ul- 3
lirit nga Vlora Asistobet

né Markimin dbe

Certifikimin e Produktit

Klasifikimi i Vajrave té 3
Ullirit

PROMOVIMI | VAJIT SHQIPTAR TE

ULLIRIT

Pér té festuar vajin shqiptar té
ullirit, SBCA né bashképunim me
projektin e USAID-it FORECAST
dhe Shoqgatén Shqiptare té Vajit
Ushgimor po organizon panairin
‘Promovimi i Vajit Shqiptar té Ul-
lirit’. Aktiviteti do té mbahet né
Hotel Rogner né Tirané, té Prem-
ten mé 23 Qershor 2006. Posteri i
dizenjuar né ményré té vecanté
nga SBCA pér kété aktivitet
tregohet kétu né té djathté. Dhjeté
prodhues kryesoré té vajit té ullirit
do té ekspozojné vajrat e tyre té
ullirit té paketuara. Publiku i gjeré,
restorantet, hotelet dhe shitésit
me pakicé do té kené rastin té
shijojné vaj ulliri cilésor dhe té
blejné njé shishe nga “Dyqgani i
Qoshes” i ngritur nga SBCA.

SBCA kohét e fundit organizoi njé
panair té suksesshém pér pro-
movimin e dhjeté llojeve té rinj té
djathit nga Shqipéria.
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Posteri i panairit me disa nga vajrat mé té mira té ullirit

shqiptar

Seé Shpejti

* Panairi i Vajit té Ullirit:
22-23 Qershor tek Rogner
Europapark Hotel.

* Dita e Mjaltit Shqiptar:
Shtator 2006.

* Programi ‘Making Cents’:
Trajnim 1 Bizneseve mbi
Pérgatitjen e Planit té
Biznesit, Qershor—Korrik
2006.

TREGU SHQIPTA

RI1 VAJIT TE

EKSTRA | VIRGJER NE RRITJE

Pér mé shumé se 3,000 vjet jané rritur né vendet Evropi-

vaji i ullirit ka gené njé nga
ushgimet mé té festuara né
boté. Qofté si pérbérés ush-
gimor ose si mall me ¢mim
té larté, ai mbetet njé burim
vlerash dhe ushqimi. Vaji i
ullirit dhe ullinjté lidhen si
asgjé tjetér me rajonin e
Mesdheut.

Ndérsa prodhimi botéror i
vajit té ullirit po rritet
ngadalé, kérkesa po rritet
géndrueshém. Rreth 90% e
prodhimit botéror té vajit té
ullirit vien nga vendet e
Mesdheut. Plantacione té
reja dhe investime madhore

ane gé prodhojné vaj ulliri.

Me 3.4 million pemé ulliri
dhe 20 varietete té frutit té
ullirit, Shqipéria i plotéson
kushtet pér té gené njé prod-
hues dhe eksportues me
réndesi i vajit té ullirit. Qé
nga mesi i viteve 90 prod-
huesit shqitparé té vajit té
ullirit kané investuar né
teknologji té reja, kané rritur
daljen prodhuese dhe kané
shtuar cilésiné e vajit té tyre
te ullirit. Shumé prej tyre
kané marré pjesé né panaire
ndérkombétare, seminare
dhe konkurse né vende té

ULLIRIT

ndryshme té botés dhe disa
prej tyre kané fituar gmime
dhe dekorata.

Megjithése numri total i
prodhuesve té vajit té ullirit
éshté mbi 100 népér té
gjithé Shqipériné, pjesa mé e
madhe jané té grumbulluar
né pjesén gendrore dhe jug-
peréndimore té Shqipérisé.
Profilet e disa pérpunuesve
té zgjedhur t€ cilét asistohen
nga SBCA, mund t'i lexoni né
faget 2 dhe 3.
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Vaji i ullirit ekstra i
virgjér i Shpresa
Shkallés fitoi gmimin
e vajit mé té miré té
Mesdbeut pér 2006.
Produkti i saj
konkurroi me 250
produkte té tiera nga
14 vende.

Disa prodhues té vajit
té ullirit po nxiten qé
té synojné tregun e
eksportit.

VAJI | ULLIRIT ME

I MIRE NE

MESDHE: SHKALLA SH.P.K.

Né Maj 2006 Shpresa
Shkalla fitoi gmimin
special pér vajin mé té
miré té Mesdheut: BIOL
MEDITERRANEO né An-

A L
Shpresa Shkalla éith ber latest
aéard.

dria, Itali. Produkti i saj
konkurroi me 250 vajra té
tjera ulliri té zgjedhura nga
14 vende té€ ndryshme nga
e gjithé bota. Cmimet iu
dhané vajrave mé té mira
bazuar né kategori
rajonale.

Kjo nuk ishte hera e paré
gé Shpresa merr njé cmim:
né vitin 2005 ajo fitoi
‘Cmimin Special Té Jurisé
Pér Cilési’. Shpresa
prodhon vaj ulliri ekstar té
virgjér té€ cilésisé sé larté
té cilin ajo e eksporton né
Zvicér. Produkti dhe
kompania e saj
pérmenden edhe né librin
e Charles Quest-Ritson,
Vaji i Ullirit (2006).

Megjithaté 2005 nuk ishte
njé vit i lehté pér SHKALLA
sh.p.k. Kur pajisjet e sapo-
blera nuk po instaloheshin
dhe furnizimi me ullinj ishte
i pakét, SBCA ndérhyri duke
kontaktuar furnizuesin Ital-
ian i cili mé né fund e insta-
loi pajisjen. SBCA gjithashtu
gjeti furnizues té rinj té ul-
linjve. Kjo e mundésoi
biznesin e Shpresés qé té
rifillonte prodhimin, té
vazhdonte furnizimin e
klientit té saj né Zvicér dhe
té paguante huané bank-
are. Projekti gjithashtu ka
ngritur fagen e Internetit te
kompanisé:

www.shpresashkalla.com

KRIJIMI | IDENTITETIT TE MARKES PER
PRODHUESIN NGA QEPAROI

Anastas Gjikondi kish punuar
né industriné shtetérore té
vajit té ullirit gé nga viti
1970. Me rénien e sistemit
komunist, ai pati rastin té
privatizonte fabrikén locale
té vajit té ullirit. Kompania e
re, GJIKONDI sh.p.k. u ngrit
né Qeparo, né vitin 1995.
Pérmes njé granti Japonez ai
mori njé linjé té re pérpunimi
dhe filloi té prodhonte vaj

ulliri ekstra té virgjér dhe té
virgjér.

Kohét e fundit Gjikondi ka
marré asistencé nga projekti i
USAID-it pér Kredi dhe Asis-
tencé ndaj Biznesit té Vogél,
SBCA. Projekti i ka dhéné
trajnim mbi sistemet HACCAP
dhe ISO, mbi gertifikimin dhe
ka prezantuar Praktikat e
Prodhimit té Miré. Pér heré té

paré GJIKONDI sh.p.k. do té
keté markén e vet né pro-
dukte. SBCA ka dizenjuar njé
logo dhe etiketa té reja té
cilat e dallojné produktin e
kompanisé né treg dhe pérm-
bajné informacion me réndési
pér konsumatorin. Pér té
rritur profilin e kompaniség,
SBCA ka krijuar fagen e Inter-
netit: www.gjikondioil.com

PRODHUES | VAJIT TE ULLIRIT EKSTRA |
VIRGJER SYNON EKSPORTIN

Vesaf Musai ka prdhuar vaj
ulliri nga fshati Skrofotiné né
Vloré gé nga 1995. Ajo gé
éshté e vecanté pér té, éshté
cilésia organike e vajit té tij
té ullirit. Né Janar 2006, vaji
i ullirit t&€ Musait u certifiikua
nga Instituti Italian pér
Certifikimin Etik dhe
Mijedisor (ICEA) si njé
produkt g€ i pérshtatet
standardeve té BE-sé. Né té
njétén kohé, plantacionet gé
furnizojné até me ullinj jané
njohur si 'krejtésisht or-
ganik’.

Né fillim Musai pérpunonte vaj
ulliri pér bujqgit e zonés té cilét
e pérdorin até pér konsum
familjar. Kohét e fundit projekti
SBCA e ka sfiduar Musain pér
té shikuar pértej tregut lokal
dhe pér té zgjeruar shitjet né
tregjet shqiptare dhe ato té
eksportit. SBCA ka prezantuar
markim té ri pér vajin e Musait:
logo té€ re, etiketa té reja, dhe
kartvizita té cilat do té identi-
fikojné até gartésisht né treg.
Projekti gjithashtu ngriti fagen
e Internetit t€ Musait:
www.musaioliveoil.org.

ALER&;
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Vesaf Musai né fabrikén e tij

Asistenca e projekti pritet té
rrisé shitjet e Musait me 15%
gjaté vitit té ardhshém.
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PRODHUES | VAJIT TE ULLIRIT NGA VLORA
ASISTOHET NE MARKIM DHE CERTIFIKIM

Lulézim Kapllani éshté njé
tjetér prodhues nga Vlora i vajit
té ullirit ekstra té virgjér dhe te
virgjér me cilési té larté. Ai e
ngriti kompaniné e tij SABIN
sh.p.k. né 1995 dhe gé atéheré
ka patur njé rritie graduale né
shitje. Kapllani pérdor dy varie-
tete amtare té ullirit: Kalinjot
dhe Algridh. Niveli i aciditetit
éshté 0.8% gé éshté brenda
nivelit pér klasifikim si vaj ulliri
ekstra i virgjér.

Kapllani e shet vajin e tij té
ullirit népér gjithé vendin me
shitjet kryesore né Tirané, Dur-
rés, Vloré, Fier dhe Berat. Kohét
e fundit ai ka investuar né njé
ndértesé té re dhe do té nisé
njé linjé té re pérpunimi. Ai
gjithashtu kérkonte t€ pér-
mirésonte etiketimin dhe té
mésonte mbi progedurat e
certifikimit. Pér ta asistuar até

né kéto aspekte,
projekti pér Kredi dhe
Asistencé nda Biznesit
té Vogél, SBCA, ka
filluar té punojé me
Kapllanin qé nga viti I
2005.

Ashtu si dhe prodhues
&€ tjeré Z. Kapllani

=

éshté i ndérgjegjshém Lulézim Kapllani duke punuar me
pér rritien e kérkesés siafin e SBCA-sé pér markimin.

pér vaj ulliri dhe plani-
fikon té zgjerojé tregun e tij.
Sidoqofté, produkti i tij ka
nevojé té diferencohet né
tregun e brendshém dhe té
marré certifikim pér té hyré
né tregjet e eksportit.

Ja pse SBCA éshté fokusuar
né ndihmén pér markimin
dhe certifikimin. Projekti ka
dizenjuar njé logo té re dhe
ka prodhuar etiketa té reja si

dhe kartvizita pér Kapllanin.
Po implementon gjithashtu
Praktikat e Prodhimi té Miré
dhe po prezanton teknika té
reja prodhimi. Sistemi HAC-
CAP éshté prezantuar pér
heré té paré dhe SBCA po
udhézon Kapllanin  népér
procedurat e certifikimit. Kjo
do ta pérgatisé até pér
eksporte t€ mundshme.

KLASIFIKIMI

Vaji i ullirit grupohet né katér
kategori: Vaj Ulliri i Virgjér;
Vaj Ulliri; Vaj Ulliri i Rafinuar;
dhe Vaj Ulliri Sansa. Produk-
tet e ekspozuara né panairin
“Promovimi i Vajit Shqiptar té
Ullirit” jané vajra ulliri té
virgjéra.

Vaiji i Ullirit i Virgjér

Kjo €hté cilésia mé e larté e
vajit té ullirit dhe klasifikohet
nga Bashkimi Evropian sipas
nivelit té aciditetit natyral qé
pérmban. Megjithése acid-
iteti éshté masé e freskisé
dhe cilésisé, ai nuk mund té
dallohet vetém nga shijimi
gofté edhe nga testues me
pérvojé té vajit té ullirit deri
kur aciditeti kalon 6%.

1. Vaj Ullirit i Virgjér
Ka tre lloje té vajit té ullirit té
virgjér:

i. Vaj Ulliri Ekstra i Virgjér—ky
pérmban 0.8% ose mé pak
aciditet.

ii. Vaj Ulliri i Virgjér- ky ka njé
aciditet nga 0.8 deri né 2.0%

| VAJIT TE ULLIRIT

iii. Vaj Ullirit Lampante - ky
ka njé aciditet prej mé
shumé se 2% dhe nuk éshté
i pérshtatshém pér kon-
sumim nga njerézit.

2. Vaj Ullirit éshté njé
pérzierje e vajit jo lampante,
té virgjér dhe té rafinuar dhe
ka njé aciditet prej 1% ose
mé pak.

3. Vaj Ulliri i Rafinuar zakon-
isht prodhohet nga vaj ulliri
lampante i cili éshté trajtuar
kimikisht pér té reduktuar
aciditetin deri né 0.3% ose
mé pak.

4, Vaj Sansa - éshté vaj i
prodhuar nga mbeturianat e
nxjerrjes sé vajit té virgjér.
Eshté njé lljoj inferior i vajit
té ullirit dhe nuk mund té
krahasohet me tre llojet e
tjera té vajit té ullirit.

Vaj Ulliri Ekstra i Virgjér Or-
ganik

Qé njé vaj ulliri ekstra i
virgjér té klasifikohet si or-
ganik, ullinjté e pérdorur pér
prodhim duhet té jené rritur
né plantacione gé i

pérshtaten institucioneve té
njohura Evropiane si Instituti
Italian pér Certifikimin Etik
dhe Mjedisor ( ICEA).
Shqipéria ka dy pérpunues
té certifikuar té vajit té ullirit
ekstra té virgjér organik:
Shpresa Shkalla and Vesaf
Musai.

Shembuj té vajit 1€ ullirit ekstra té
virgiér prodbuar nga pérpunues

Pér té plotésuar
kérkesén né rritje pér
vaj ulliri prodhuesit
dubet té
pérmarésojné
markimin dbe té
arrijné gertifikimin

e produkteve té tyre.
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E-mail:  stta@sba-project.org.al
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Projekti SBCA i USAID-it i ka dhéné mbéshtetje sektorit té vajit té ullirit né
Shqipéri qé nga Marsi 2002. Kjo ka gené né formén e trajnimit dbe konsulencés
njé-né-njé jo vetém pér prodhuesit por edbe pér rritésit e ullirit té cilét jané
shrylla kurrizore e industrisé sé pérpunimit té ullirit. SBCA ka dhéné gjithashtu
hua komerciale pérmes dy partneréve financiaré: BKT (Banka Kombétare
Tregétare) dbe PSHM (Partneri Shqiptar pér Mikrokreds).

Kohét e fundit SBCA u ka dhéné asistencé teknike pérpunuesve té pérzgjedbur
né pérgatitjen e strategjive té marketingut, markimait dbe paketimit, qé do t’i
aftésojné kéta pérpunues pér té konkurruar mé me efektivitet sé pari né tregun e

brendshém dbe sé dyti né tregjet e eksportit.

Stafi i projektit harton plane biznesi, dizenjon strategji marketingu, siguron
njoburi mbi prodhimin, krijon lidhje me bizneset, gjen pajisje dbe léndé té paré,
st dbe prodhon etiketa dbe logo. Klientét e SBCA jané nga e gjithé Shqipéria dhbe

mé shumé se 70 % e tyre nga zonat jashté Tiranés dbhe Durrésit.

DITA KOMBETARE E MJALTIT
SHQIPTAR

SBCA i ka dhéné asistencé teknike rreth 394 prodhuesve té mjaltit qgé nga
Marsi 2002. Fotoja e méposhtme tregon njé panair mjalti t&€ mbéshtetur
nga SBCA dhe té mbajtur né Korcé né njé dité me shi né Tetor 2005.
SBCA gjithashtu mbéshtet Shoqatén Shqiptare té€ Bletérritésve dhe
publikimin e saj Bleta.

% sl VoA g Loy
Prodbues t€é mjaltit shfaqin produktet e tyre gjaté njé
panairi né Kor¢é, Tetor 2005.

Né Shtator 2006 SBCA do té organizojé njé aktivitet pér promovimin e
mjaltit shqiptar, ku do té ekspozohet mjalt me cilési té larté dhe paketime
dhe markime té reja.
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THE NEW CHEESES OF ALBANIA: FROM
PRODUCTION ToOo THE MARKETPLACE

Introduction of New
Cheeses

On the 16th of June 2006
SBCA presented 10 new types
of cheeses at the ‘New
Cheeses of Albania” trade fair
that was held at the Rogner
Hotel in Tirana. The general
public as well as retailers,
wholesalers, and restaurants
were able to see, taste, and
buy the new cheese varieties
at the 'Corner Shop’. Several
stores and retailers are inter-
ested in buying these cheese
varieties. In addition, consum-
ers liked the new cheeses and
asked where could they find
them.

This event was the culmination
of several months’ work during
the first half of 2006. SBCA’s
cheese specialist Marc de
Carheil together with three
local specialists worked with
10 dairies on new cheese

production tech-
nologies. Their
assistance in-
cluded the intro-
duction of start-
ers and the use
of pH and hu-
midity meters.

In addition to
production tech-
niques, SBCA
provided assis-
tance in brand-
ing for the 10
dairies by devel-
oping new logos,
new labels and packaging.

The Minister of Agriculture and the General Manager of
Albania’s biggest supermarket during the “New Cheeses

of Albania’ trade fair.

What Happens Next?

SBCA is working to ensure the
cheese producers continue to
apply their newly learned tech-
niques. Production manuals
were prepared so that producers
can manage all the steps in-
volved in production. These
manuals take into considera-
tion . .. (Continued on page 5)

Nevertheless, the experimen-
tal production of the new
types of cheeses is only a
start. Dairies need to pro-
duce consistent quality and
be able to continue produc-
ing the new varieties with
limited technical assistance.

Promoting Albanian Honey
Trade Fair: November 2006.

A loan client conference will
take place in November 2006.

A workshop on operational
and production management
will be held between the 24th
and 26th of October in Ti-
rana.

EUREPGAP certification
ceremony: October 271h,
2006, Hotel Rogner, Tirana

SBER

WATERMELON PRODUCERS RECEIVE
EUREPGAP CERTIFICATION

In cooperation with ECAS, a
Dutch organization that
wards EUREPGAP certifica-
tion, and ALCEBO, the Alba-
nian Certifying Body, SBCA
has brought five watermelon
producers closer to EU stan-
dards. The project intro-
duced the EUREPGAP certifi-
cation to producers from
Xaré, in the district of
Saranda and will host a for-
mal award ceremony for
them in Tirana, on the 27th

SBCA assisted the imple-
mentation process through
workshops on production
standards and through appli-
cation of EUREPGAP guide-
lines at each step of the
growing and collecting proc-
ess.

During implementation of
EUREPGAP standards SBCA
consultants assessed the
farms, drafted quality manu-
als, conducted internal audit-

ALCEBO specialists were
trained and gained their first
practical experience of
EUREPGAP implementation.
ALCEBO will continue to use
these specialists for future
EUREPGAP certification.

Water melons produced in
Xare - just south of the an-
cient site of Butrint - are of
high quality and are pro-
duced earlier than other
regional products. The certifi-

of October 2006. ing and completed the appli- cation will increase their
cation procedure for certifi- export potential to EU coun-
cation. In addition, two local tries.

DISCLAIMER

The views and information provided in this newsletter do not necessarily reflect the views and positions of the U.S.

Agency for International Development or the U.S. Government.
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“We Albanian
entrepreneurs are new
to market realities
and need all the
assistance we can get.
What do we stand to
lose if we follow
sound business

adviced”

CLIENT Focus: FoOoD PROCESSOR
WITH EXPORT POTENTIAL

Processing and packaging
traditional Albanian food or
“zaire” as it is called locally,
is proving a successful busi-
ness for Spiro Fuqi. In 2004
he set up his new factory

Spiro Fugqi at his food processing factory in Tirana.

“Vasili sh.p.k.” in Tirana and
started producing egg-plant
salad, stuffed peppers,
roasted pumpkin, fried spin-
ach and mixed pickles among
other products. Fuqi’s prod-
ucts combine a unique local
taste with ready-to-use fea-
tures which made them suit-
able for export to a client in
Switzerland.

“With my products | try to
maintain the Albanian food
tradition and at the same
time offer modern and unique
packaging”, says Spiro. In
less than two years his jars
containing the
‘Fuqi’ brand
name are pre-
sent in most
Albanian super-
markets and the
! number of retail-
ers keeps in-
creasing. Vasili
sh.p.k. products
cater to medium
and higher in-
come consum-
ers.

When USAID’s
Small Business
Credit and Assis-
tance project
(SBCA) started to
assist Spiro, he
had decided to
focus on export-
ing and had ignored the local
market. SBCA suggested a
different strategy: most of the
company’s sales could come
from the Albanian market
with a smaller portion coming
from exports. The project
backed up this strategy with
action when SBCA'’s business
promoters started to offer
Spiro’s products to new su-

permarkets and stores. Cur-
rently almost 70 new retailers
sell Vasili sh.p.k. products and
his sales have expanded be-
yond his expectations. SBCA’s
advice was proven right: now
nearly 80% of the company
sales take place in the Alba-
nian market.

“We Albanian entrepreneurs
are new to market realities and
need all the assistance we can
get” comments Spiro on
SBCA's assistance. “What do
we stand to lose if we follow
sound business advice?” he
adds.

Regardless of Spiro’s keen
entrepreneurial skills and the
quality of his products, the
business had never conducted
a sales and inventory analysis
until SBCA started to assist.
The project prepared the bal-
ance sheet and the cash flow
statement, and conducted a
cost analysis for the company.
In addition the project ar-
ranged for farmers from Tirana
and Lushnje areas to produce
vegetables exclusively for Vasili
sh.p.k. This resulted in a
steady production flow and
ensured a fresh supply of vege-
tables for the business. SBCA’'s
intervention has already led to

a $100,000 sales increase.

NEWS IN BRIEF

Five water melon producers
from the Saranda region have
received EUREPGAP certifica-
tion in September. SBCA will
organize an award ceremony
to mark this milestone for
Albania.

38 farmers and seedlings
producers received training
on certification and legisla-
tion for seedling growers. The
training took place in Vlora
between the 14th and 19th
of June and included special-
ist advice and practical dem-
onstrations on reproduction

and grafting techniques. Partici-
pants also received information
on where to get seedlings that
meet Albanian genetic and

phytosanitary criteria.

A new supply contract for cu-
cumbers was signed between
two SBCA clients: HODO sh.p.k.,
a vegetable processor from
Mallakastra and Trifon Stam-
bolliu, a vegetable producer.
The contract enables HODO
sh.p.k. to plan its production
and ensures a reliable supply.
At the same time, Stambolliu
has found a long-term customer

for his cucumbers.

Three olive oil producers
from Tirana and Vlora are
getting better market access
through SBCA’s business
promoters’ network. The
project is aiming to bring the
extra virgin and virgin olive
oil from these producers to a
retailer network made up of
30 stores and supermarkets.
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FIVE OLIVE OIL PRODUCERS To FORM
MARKETING COOPERATIVE

SBCA proposed the establish-
ment of an olive oil marketing
cooperative immediately after
the ‘Promoting Albanian Olive
Oil’ trade fair on the 23d of
June 2006. Feedback from
participants made it clear that
in order to educate retailers
and attract consumers, olive
oil producers needed to work
together. While low quality
olive oil producers and pack-
agers have found their way
into the market, mainstream
producers have focused more
on production and less on
sales of high quality olive oil.
There has been very limited
distribution of high quality
olive oil in the Tirana-Durrés
market.

The cooperative will focus on
improving distribution by ar-
ranging joint supply contracts
and distributing directly to
retailers. By not using whole-
salers, producers will earn
higher profit margins, get to
know their final consumers
and make better production

and marketing
decisions.

“High quality
olive oil produc-
ers must coop-
erate in order
to penetrate —
the marketand |
to win over l
unfair competi-

tion”, says Andi
Stefanllari, the
SBCA Advisor
responsible for
assisting this
initiative. “The
difference between a mar-
keting cooperative and an
association is that a coop-
erative is formed by several
members as a commercial
enterprise, whereas an asso-
ciation serves all the produc-
ers in a sector. In our case,
the overall goal is increased
sales through cooperation.”

= Y

SBCA office.

Five of the ten producers
who participated in the fair
expressed interest in getting

Olive oil producers discussing cooperation at the

the cooperative started. As a
result of the cooperative,
SBCA expects to see a more
effective distribution of quality
olive oil, an increased ability
to accept larger orders and
better educated retailers and
consumers. Through the coop-
erative SBCA aims to intro-
duce best practices that result
in a sustainable enterprise. Its
success however, will depend
on the ability of producers to
work together.

HIGHLIGHTS OF ‘PROMOTING
ALBANIAN OLIVE OIL’ TRADE FAIR

The Albanian Olive Oil Associa-
tion, the FORECAST project
and SBCA organized a work-
shop and special fair on June
22 and 23 at the Rogner Ho-
tel in Tirana. The event aimed
to educate Albanian consum-
ers on olive oil benefits, show-
case the progress, quality and
potential of these producers,
and encourage retailer and
wholesaler interest for quality
Albanian olive oil.

During the first day SBCA held
a workshop on olive oil quality
standards, export procedures
and costing. These are issues
of high priority for olive oil
producers. Before they can
expand into export markets
they need to improve their
costing and pricing, learn
about legal requirements and
conform to international qual-
ity standards.

The second day was special:
10 of Albania’s best olive oil
producers exhibited their extra
virgin and virgin olive oils at
the trade fair. The opening
ceremony included brief
speeches from USAID’s Mis-
sion Director, Mr. Harry Birn-
holz, the Deputy Minister of
Agriculture, Mr. Ndue Preka,
and SBCA'’s Chief of Party, Mr.
Jeff Houghton.

Three prizes were awarded to
olive oil producers for Best
Extra Virgin Olive Oil, Best Vir-
gin Olive Oil and Best Olive QOil
Packaging for 2006. After the
awards, participants were in-
vited to attend the fair, talk to
producers, and taste and buy
their favorite olive oil.

SBCA designed new and reus-
able exhibition stands for every
producer. the newly-branded
and packaged olive oils. Only
high quality branded and pack-
aged olive oils were exhibited

at the fair. A Corner Shop
selling products produced by
SBCA clients was also part of
the fair. This allowed visitors
to buy the olive oils they had
tasted on the exhibition
stands.

More than 300 visitors came
at the event, and 250 bottles
of olive oil were sold to a
value of $1,200. Two news-
paper articles and five TV
reports covered the event.
SBCA produced and distrib-
uted 1000 leaflets titled
‘Understanding the Benefits
of Olive Qil’. The project will
continue to distribute these
leaflets to retailers along with
the poster designed specifi-
cally for this event. SBCA
hopes that the prizewinning
event will become an Alba-
nian annual event for the
dairy sector.

“High quality olive oil
producers must
cooperate in order to
better penetrate the
market and to win
over unfair

competition”
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“SBCA is guiding
EUROPA sh.p.k. in
the process of applying
for ISO 9001

standards.”

STEEL COMPANY ASSISTED IN
PRODUCTION AND MARKETING

Among the several plants
located at the huge former
metallurgical compound in
Elbasan, there is a private
enterprise that produces a
variety of steel structures.
EUROPA sh.p.k. is co-owned
by Vangjel Rula, his wife
Adile and his brother Thanas.
They established it as a lim-
ited liability company in
March 1995.

EUROPA sh.p.k. employs 16
full-time employees and a
number of part-time workers
depending on work volume.
It designs, fabricates and
assembles metallic struc-
tures for the construction
and telecommunication
industry. The company is one
of the few in the country that
can produce fuel tanks, steel
roofs, storehouse structures,
processing line components,
high voltage towers, eleva-
tors and various types of
filters. Currently it sells its
products only in the domes-
tic market and its main cli-
ents include the Turkish-run
steel company KURUM, also
in Elbasan, the Italo-Albanian
company DARFO and EFC.

While the maximum produc-

tion capacity is 100 tons per
year, EUROPA sh.p.k. is utiliz-
ing only 20% of that capacity.
However growth can already

be identified: from 1,000

safety cages
produced in
2004, the
figure was
2,000 units |
in 2005. :
Total sales
for that year
were nearly
$500,000.

Currently
the com-
pany aims
to reach
interna-
tional quality standards, util-
ize its full production capacity
and improve its marketing
and sales. SBCA is helping in
all of these areas. Since April
2005 the project is assisting
the company in its efforts to
sign a contract with a Texas-
based US company. This con-
tract would enable EUROPA
sh.p.k. to increase its sales by
20% and add more employ-
ees.

A manual of procedures was
prepared through SBCA that
has improved the order-taking
process for the company. The
project is sourcing equipment
and guiding EUROPA sh.p.k. in
achieving the I1SO 9001 certifi-
cate. Meanwhile, in order to
improve the company’s im-
age, SBCA has designed a
new logo and business cards.

Workers welding at EUROPA sh.

p.k. plant in Elbasan

Through one of its subcon-
tracted accountants SBCA is
conducting a financial analy-
sis and is preparing a busi-
ness plan. An SBCA produc-
tion specialist is providing
assistance in production man-
agement including a produc-
tion procedures’ manual and
fast track training for workers.

SBCA has been providing sup-
port to 60 construction com-
panies through loans, training
and technical assistance.
EUROPA sh.p.k. is one of the
first companies in this sector
to apply for the ISO 9001
qualification.

GJIKONDI: WINNER OF TwWo OLIVE OIL

PRIZES

Anastas Gjikondi is proud of
winning two different prize
categories during the contest
organized by SBCA, FORE-
CAST and the Albanian Olive
Qil Association. Through blind
testing by a panel of expert
judges, Gjikondi’s olive oil was
selected as the Best Extra
Virgin Olive Oil for 2006. The
panel also awarded the prize
of Best Olive Oil Packaging for
2006 to Gjikondi’s bottle de-
sign, produced with SBCA’s
assistance.

A contest of this kind is new to
Albanian producers and SBCA
hopes to use it as an example
of promoting local olive oil in

the domestic market. Gjikondi

is one of Albania’s biggest olive

oil producers, based in Qeparo
village, between Himara and
Saranda.

SBCA has provided assistance
to Gjikondi on branding, busi-
ness planning, marketing and
good manufacturing practices.

Anastas Gjikondi during a
visit at the SBCA office
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THE NEW CHEESES OF ALBANIA:
FROM PRODUCTION To THE
MARKETPLACE

(Continued from page 1)

. .the realities of Albania’s
local conditions such as milk
quality, supply, equipment,
etc.

Four of the new types of
cheeses are already being
produced regularly. They are
Fontina, Maasdam, Tomme
de Savoie, and Gouda. In
addition, SBCA provided as-
sistance in improving these
producers’ existing dairy prod-
ucts.

For quality standards, SBCA is
making use of local labora-
tory specialists. This should
help producers make better

decisions on cultures,
additives and starters. |
The SBCA specialists %-
advised producers on g
conducting measur-
ing, analysis and the
monitoring of key
control points during
the production proc-
ess.

Dairies are being en-
couraged to maintain

New cheeses for tasting at exhibition stands during

technical and financial the trade fair

records. This opens

the way for better production
and financial management.
SBCA consultants are provid-
ing advice on costing that
should result in higher profits
and improved efficiency.

SBCA is also assisting in the
setting up of a cheese produc-
ers’ marketing cooperative.
The project’s business promot-
ers are finding retailers for the
new cheeses in the Durrés-
Tirana area.

THE CHEESE PRODUCERS’ COOPERATIVE: A NEwW
MARKETING STRATEGY

Following the ‘New
Cheeses of Albania’ trade
fair organized by SBCA in
June 2006, the project is
now taking the process one
step further. By bringing
producers together and
encouraging them to form
marketing cooperatives,
the project aims to push
the new cheeses into the
Albanian market and par-
ticularly into the Tirana-
Durrés area.

Dairies will cooperate in
terms of sales contracts,
distribution and promotion.
If the new cheese produc-
ers are to become sustain-
able and reap rewards
from their diversification

they need to work together.

The initial reception for the
new cheeses was favorable
both for consumers and
retailers during the trade
fair. However, buyers need
to know where can they
buy the new cheeses and
what quantities are avail-
able. Retailers expect a
steady supply of the new

products. Producers were also
concerned about wholesalers
charging a high margin and
mishandling the new cheeses
during transportation.

To overcome these issues,
SBCA suggested producers
form marketing cooperatives
that will coordinate their ef-
forts and meet retailers’ de-
mands. The majority of cheese
producers welcomed this prin-
ciple and SBCA is in the proc-
ess of assisting in the setting
up the cooperative.

Most of the problems cheese
producers face are common
to all of them. A group of proc-
essors has more clout than
individual producers trying to
solve problems on their own.

With guidance from SBCA
specialists, the dairies have
understood the need to focus
their marketing efforts. The
new cheeses will be targeting
medium to high income buy-
ers in the bigger cities. This
market can be difficult for
small producers to reach indi-
vidually.

Due to the communist leg-
acy, Albanian producers are
reluctant to enter into any
form of cooperation - the
word cooperative itself has
carried a negative connota-
tion since 1990. Gradual
growth and market dynamics
are changing that mentality
and business people are now
more open to cooperating.
SBCA aims to use the mar-
keting cooperatives as pro-
moters of change and as
market drivers. Increased
sales of the new and existing
cheeses are expected as a
result.

SBCA envisages the coopera-
tive as a tool for quality im-
provement and reduction in
distribution costs. The pro-
ject hopes to provide techni-
cal support for the new or-
ganization, the rest is up to
the members.

“Through production
manuals, lab facilities
and data recording,
SBCA is enabling the
producers to continue
producing and selling
the new types of cheeses”
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“The Making Cent$
training module is
unique in that it en-
courages participants
to analyze business
situations. It provides
ways of improving the
functioning of their
business.”

ENTREPRENEURSHIP TRAINING

More than 100 Albanian businesses have been trained through a new methodology designed spe-
cifically for small and medium businesses

During June, July and August
SBCA'’s business service pro-
viders (BSP’s) have trained
over 100 businesses using
the Making Cent$ module,
developed by a company from
Washington D.C. The training
sessions took place in Fier,
Vlora, Gjirokastér, Sarandé,
Korga, Elbasan and Tirana.
They included businesses
from various sectors: vegeta-
ble producers, wood proces-
sors, construction, dairies and
agricultural input dealers.

Participants were provided
with a new perspective on
business planning and man-
agement, entrepreneurial
skills, marketing and financial
management. In general they
agreed that these training
sessions were different, more
attractive and more produc-
tive than other sessions they
had attended previously.

So, why is this training differ-
ent from other modules?

First, sessions start with the
introduction of entrepreneu-
rial qualities and skills. The
SBCA facilitator opens up a
discussion on how to analyze
indicators of qualifications
and skills and how these can
be improved.

Next, a business situation is
simulated during the session

whereby participants
conduct a market feasi-

bility study, analyze con- .

sumer behavior, and
identify their own
strengths and weak-
nesses, and those of
their competitors. The
role playing is rooted in
practical situations and
provides real-life solu-
tions. The power of analogy
is combined with teamwork
and interactive discussion on
realistic business problems.

The third step is a simulated
marketing exercise where
participants deal with ele-
ments of the marketing mix
and learn communication
and negotiation skills.
Through work in groups they
gain knowledge and skills in
analyzing supply and de-
mand for a given product or
service.

Finally, participants focus on
business planning and cost
calculations. They improvise
solutions based on real
situations and towards the
end of the module have to
produce a business plan.

One of the advantages of
this module is that it pro-
vides participants with the
opportunity to complete a
business plan for their busi-
ness, or develop a business

A training session taking place in Korca

idea. It provides ways of intro-
ducing key business functions
that are components of any
business.

What is new in this training
module is the participatory
and interactive approach it
uses instead of classroom
teaching. The simulation of
business situations in the
training room is also new. It's
not unusual for real produc-
tion, negotiations and bank
deals to take place during the
training session.

Beneficiaries of the training
program range from students
and start-up businesses to
advanced and established
entrepreneurs. As a result of
participating in the Making
Cent$ training SBCA clients
have increased their ability to
write business plans and im-
proved their organizational,
interpersonal and negotiation
skills.

FOR YOUR INFORMATION

Since March 2005 (during Phase 2) the SBCA project has achieved the following:

° 1751 Enterprises that have benefited directly from SBCA’s assistance

. 316 Enterprises that have applied new technology as a result of SBCA’s assistance
° 844 Enterprises that have received training in new technologies

. 37 Enterprises that have applied good management practices

° 564 Enterprises that have received training in good management practices

° 64 Enterprises that have applied marketing strategies

° 97 Enterprises that have received training in marketing strategies

° 84 Number of Loans disbursed through Commercial Banks

° 305 Number of Loans disbursed through Non-Bank Financial Institutions

° $2,021,760 The value of Loans from Commercial Banks

° $3,462,200 The value of Loans from Non-Bank Financial Institutions
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ALBANIAN GOVERNMENT RECEIVES
SBCA PROPOSAL FOR SUPPORTING
THE OLIVE OIL SECTOR

The Ministry of Agriculture,
Food and Consumer Protec-
tion is planning to support
the olive oil sector in Albania
through a special fund. With
the assistance of USAID the
Ministry formed a working
group that included Ministry
representatives and special-
ists from USAID projects.

The goal was to collect and
discuss ideas from members
of the working group that
could be incorporated into a
proposal prepared by the
Ministry for assisting the
olive oil sector. All members
of the group have been as-
sisting olive oil producers
and are familiar with the
realities of the olive oil sector
in Albania.

SBCA’s SME Advisor
Andi Stefanllari is a
member of the work-
ing group. Each group E
member submitted a
paper with ideas on
how the Ministry
could support the
sector through their
fund. Several of
SBCA'’s ideas were
included in the paper
drafted by the Minis-
try. The project’s ideas and
suggestions will be used in
the Government'’s final pro-
ject on olive oil support to be
approved by the Prime Minis-
ter

SBCA has supported the
olive oil sector since 2002
with cultivation techniques,

- A N
Olive Oil producers participating in a workshop on
export and certification organized by SBCA

production processes, mar-
keting, industry cooperation
and certification. The project
provided 12 loans to olive oil
producers. In addition it
trained 339 olive growers
and has provided consulta-
tion to 70 processors.

MANDARIN PRODUCERS START
THE EUREPGAP CERTIFICATION PROCESS

In mid August 2006 SBCA
started to assist 5 mandarin
producers from Saranda with
EUREPGAP certification. The
aim is to increase sales for
these producers by enhanc-
ing their export potential.
Through its business service
providers, the Vlora Regional
Development Agency and
the Albanian Institute for

Quality, the project has intro-
duced the basic concepts of
this international quality
system and has made the
farmers aware of the bene-
fits EUREPGAP certification
brings.

The five farmers are located
in Saranda, very close to the

Greek port of Igumenitsa.
This could be their first poten-
tial export route. SBCA is
working with ALCEBO, the
new Albanian Certifying Body,
which is the only institution
authorized to award EUREP-
GAP certification in the coun-
try. The certification is sched-
uled to complete in Decem-
ber 2006.

SOME OLIVE OIL BENEFITS
(Extracts from ’Understanding The Benefits of Olive Oil’ leaflet)

1. It slows down the ageing of cells and reduces the risk of arteriosclerosis, Parkinson’s, blood
vessels and diabetes.

2. Helps in preventing breast and colon cancer.

3. Improves blood circulation, reduces the risk of heart diseases by stabilizing blood pressure and

the absorption of glucoses, helps prevent thrombosis, and facilitates the functioning of the

small blood vessels.

4. Reduces the amount of bad cholesterol (LDL) and increases the good cholesterol (HDL), fights
against the blockage of the arteries and heart attacks.

5. It works as an easy digestive: taking some before a meal helps the intestines, has a positive
effect on ulcers and gastritis both in adults and in children.

6. It is effective in treating urinary tract infections, reduces gall bladder cases and helps improve

liver functions.

7. It has been viewed as the ‘Beauty Oil’: it softens the skin, reduces skin infections and is cura-

tive for burns.

8. Improves the growth and development of children due to its oleic acid contents, which is in the
same amount as that found in mother’s milk, encourages brain development and bone

strengthening,.

SBCA is enabling 5
mandarin producers
to receive
EUREPGAP
certification in
December 2006
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ALBANIA SMALL BUSINESS CREDIT
AND ASSISTANCE PROJECT

We’re on the Web!

www. shca-project.org.al

SBCA Project
Sky Tower Nr. 144
Tirana, Albania

Phone: 355 4271475

Fax: 3554271478

E-mail: stta@sbca-project.org.al
info@sbca-project.org.al

Growing Albanian Businesses

ABOUT SBCA

USAID’s Small Business Credit and Assistance project has been promoting the
growth of small and medium enterprises since March 2002. This has been car-
ried out through the provision of loans, group training and one-on-one consult-
ing. SBCA has provided commercial loans through its two financial partners
BKT (Banka Kombétare Tregétare) and PSHM (Partneri Shqiptar pér Mikrok-
redi).

Since March 2002 SBCA has provided credit and assistance to more than 5000
businesses. The project disbursed more than 1000 loans and achieved a 98% re-
payment rate. Currently SBCA is focusing on a selected number of clients with
growth potential. By providing knowledge on new technology, business manage-
ment practices and marketing strategies the project aims to increase sales and

expand the employment potential of its client companies.

SBCA team members write business plans, train clients, formulate marketing
strategies, provide production knowledge, create business linkages, source equip-
ment and raw materials and design labels and logos. SBCA clients are from all
over Albania. More than 70% are located in areas outside the Tirana-Durrés

corridor.

COMING UP NEXT IN THE BUSINESS
PROMOTER

In the future editions of The Business Promoter newsletter we will be covering some
areas where our work has made a visible impact. This ranges from the way we measure
impact to clients’ actual sales. Following is a list of topics you will be seeing in these
pages in our future editions:

. The impact SBCA has bad on Albanian businesses. How many jobs have we
helped create; what amount of sales have we encouraged; what types of new tech-
nologies are being applied by our clients, etc.

. Branding. What type of branding strategies has SBCA suggested to its clients;
how many logos has the project developed; why have the new labels and packag-
ing transformed some client businesses, etc.

. Business Plans. SBCA is working to complete business plans for 50 of its clients.
The Business Promoter newsletter will feature why business planning is impor-
tant for Albanian enterprises, what elements it should contain, what advantages
does SBCA’s standard business plan format offer, etc.
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DJATHRAT E RINJ TE SHQIPERISE: NGA
PRODHIMI NE TREG

Prezantimi i Djathrave té
Rinj

Né 16 Qershor 2006 SBCA
paraqiti 10 lloje té rinj
djathrash né panairin ‘Djathrat
e Rinj té Shqipérisé’ té mbajtur
né Hotel Rogner né Tirané.
Publiku i gjeré si dhe shitésit
me pakicé, shitésit me
shumicé dhe restorantet
mundén té shohin, té shijojné,
dhe té blejné varietetet e rinj
tek ‘Dygani i Qoshes’. Njé
numér dyganesh dhe shitésish
me pakicé u interesuan né
blerjen e kétyre llojeve té
djathrave. Gjithashtu konsu-
matorét i pélgyen djathrat e
rinj dhe pyetén se ku mund t'i
gjenin ato.

Kjo ngjarje ishte kulmi i disa
muajve puné gjaté gjysmeés sé
paré té 2006-€s. Spcialisti
SBCA-sé pér djathrat, Marc de
Carheil, sé bashku me tre spe-
cialisté lokalé punuan me 10
prodhues bulmeti duke pér-

dorur teknologji té §
reja. Asistenca e
tyre pérfshiu prez-
antimin e kul-
turave dhe pér-
dorimin e
matésve té acid-
itetit (pH) dhe té
lagéshtirés.

Pérvec teknikave
té prodhimit,
SBCA asistoi né
markimin e
produkteve té té
10 ndérmarrjeve
pérmes dizenjimit
té logove té reja, etiketave
dhe paketimit.

Ministri i Bujqésisé dhe Menaxheri i Pérgjithshém i
supermarketit mé té€ madh té Shqipérisé gjaté panairit
‘Djathrat e Rinj té Shqipérisé’.

Cfaré Ndodh Mé Tej?

SBCA po siguron gé prodhuesit
té vazhdojné té zbatojné tekni-
kat e sapomésuara. Pér kété
jané pérgatitur manuale
prodhimi qé ndihmojné prodhue-
sit né menaxhimin e té gjithé
hapave té prodhimit. Manualet
marrin parasysh realitetin e ku-
shteve . .. (Vazhdon né fagen 5)

Megjithaté, prodhimi eksperi-
mental i djathrave té rinj
éshté vetém fillimi. Kéta
prodhues duhet té prodhojné
cillési té géndrueshme dhe
té vazhdojné t'i prodhojné
djathrat vetém me pak asis-
tencé nga jashté.

PRODHUES SHALQINI CERTIFIKOHEN NGA

EUREPGAP

Né bashképunim me ECAS,
organizatén hollandeze e cila
jep gertifikimin EUREPGAP,
dhe ALCEBO, Trupi Shqiptar i
Certifikimit, SBCA ka sjellé
pesé prodhues shalgini mé
afér standardeve té BE-sé.
Projekti i prezantoi
certifikimin EUREPGAP prod-
huesve nga Xara, né rrethin
e Sarandés. Njé ceremoni
formale pér dhénien e
certifikimit do té mbahet né
Tirané né 27 Tetor 2006.

SBCA asistoi procesin e
zbatimit té standardeve

EUREPGAP pérmes
seminareve mbi standardet
e prodhimit dhe pérmes
aplikimit té udhézimeve nga
EUREPGAP né ¢do hap té
mbjelljes, rritjes dhe vjeljes
sé frutave.

pérvojén e tyre té paré prak-
tike té zbatimit té EUREP-
GAP. ALCEBO do té vazhdojé
t'i pérdoré kéta specialisté
pér certifikimin EUREPGAP
né té ardhmen.

Shalqinjté e prodhuar né
Xaré - né jug té Butrintit -
jané té hershém dhe me
cilési té larté krahasuar me
produkte té tjera rajonale.
Certifikimi do té rrisé
potencialin e tyre té eksportit
pér né vendet e BE-sé.

Konsulentét e SBCA-s€ kryen
vlerésimin e fermave,
skicuan manualet e cilésisé,
mbikqyrén auditimin e
brendshém dhe pérfunduan
procedurén e aplikimit pér
certifikim. Gjithashtu, dy
specialisté lokalé nga AL-
CEBO u trajnuan dhe fituan

ABDIKIM

Piképamjet dhe informacioni i dhéné né kété bulletin nuk pasqyrojné detyrimisht piképamjet dhe pozicionin e Agjen-
cisé pér Zhvillim Ndérkombétar té Shteteve té Bashkuara apo té Qeverisé sé Shteteve té Bashkuara.
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DJATHRAT E RINJ TE SHQIPERISE:

PRODHIMI NE TREG

(Vazhdon nga fagja 1)

.. .lokale té Shqipérisé si
cilésia e quméshtit, sasia e
furnizimit, pajisjet, etj.

Katér nga llojet e reja té
djathrave tashmé po prod-
hohen rregullisht. Ata jané
Fontina, Maasdam, Tomme
de Savoie, dhe Gouda.
Gjithashtu, SBCA asistoi né
pérmirésimin e produkteve
ekzistuese té kétyre prod-
huesve.

Pér standarded e cilésisé,
SBCA po pérdor specialisté
lokalé laboratori. Kjo do té
ndihmojé prodhuesit pér té
marré vendime mé té mira
mbi kulturat dhe shtesat.

Specialistét e SBCA-
sé€ késhilluan prod- -
huesit mbi kryerjene =
matjeve, analizave
dhe mbikqgyrjes né
pika kyce té kontrollit
gjaté progesit té
prodhimit.

Kéto ndérmarrje po
inkurajohen gé té
regjistrojné té dhénat
teknike dhe financi-
are. Kjo hap rrugén
pér menaxhim mé té
miré té prodhimit dhe
financés. Konsulentét e SBCA-
sé po késhillojné mbi llogarit-
jen e kostove me géllim rritjen
e fitimit dhe pérmirésimin e
eficiencés.

NGA

Djathrat e rinj té ekspozuar pér shijim né stenda
gjaté panairit

SBCA gjithashtu po ndihmon
né ngritjen e njé kooperative
marketingu pér prodhuesit e
djathit. Promovuesit e SBCA-sé
pér biznesin po gjejné shités
pakice pér djathrat e rinj né
zonén Durrés-Tirané.

KOOPERATIVA E PRODHUESVE TE DJATHIT: NJE
STRATEG)I E RE MARKETINGU

Pas panairit ‘Djathrat e Rinj
té Shqipérisé’ té organizuar
nga SBCA né Qershor
2006, projekti tani po e
gon progesin njé hap mé
tej. Duke sjellé sé bashku
prodhuesit dhe duke i
inkurajuar ata té formojné
kooperativa marketingu,
projekti synon té gojé
djathrat e rinj né tregun
shqiptar dhe veganérisht
né zonén Tirané-Durrés.

Ndérmarrjet do té bash-
képunojné pér kontrata
shitjesh, shpérndarjen dhe
promovimin. Né se prod-
huesit e djathrave té rinj
duan té béhen té géndrue-
shém dhe té korrin fryte
nga diversifikimi, ata duhet
té punojné bashké.

Pritja fillestare e djathrave
té rinj ishte e favorshme si
nga konsumatorét edhe
nga shitésit me pakicé.
Sidoqofté, blerésit duan té
diné ku mund té blejné
djathrat e rinj dhe c¢faré
sasish jané té
disponueshme. Shitésit me
pakicé presin njé furnizim
té vazhdueshém té produk-

teve té reja. Prodhuesit
gjithashtu jané té shqetésuar
mbi faktin se shitésit me
shumicé kérkojné njé marxhin
té larté té fitimit si dhe mund
té keqpérdorin djathrat e rinj
gjaté transportimit.

Pér té tejkaluar kéto prob-
leme, SBCA u sugjeroi prod-
huesve gé té formojné njé
kooperativé marketingu e cila
do té koordinojé pérpjekjet e
tyre dhe do té plotésojé kérke-
sat e shitésve me pakicé.
Pjesa mé e madhe e prod-
huesve e mirépriti kété parim
dhe SBCA éshté duke asistuar
ngritien e kooperativés.

Pjesa mé e madhe e proble-
meve qé prodhuesit pérballo-
jné jané té pérbashkéta pér té
gjithé ata. Njé grup pérpunue-
sish ka mé shumé fugqi se sa
prodhuesit individualé né
zgjidhjen e problemeve.

Me udhézime nga specialistét
e SBCA-sé ndérmarrjet kané
kuptuar nevojén pér té foku-
suar pérpjekjet e tyre té mar-
ketingut. Djathrat e rinj do té
synojné blerés me té ardhura
t€ mesme e t€ larta né qytetet

e médha. Ky treg mund té
jeté i véshtiré pér t'u depér-
tuar nga prodhues té vegjél
né ményré individuale.

Pér shkak té trashégimisé
komuniste, prodhuesit shqip-
taré jané rezistenté ndaj cdo
forme té bashképunimit —
veté fjala kooperativé ka
patur ngjyra negative gé nga
1990. Rritja graduale dhe
dinamikat e tregut po e ndry-
shojné kété mentalitet dhe
biznesmenét tani jané mé té
hapur pér té bashképunuar.
SBCA synon té pérdoré koop-
erativat e marketingut si pro-
motoré té ndryshimit dhe si
nxités té tregut. Rritja e shit-
jeve pér djathrat e rinj dhe
atyre ekzistues pritet si rezul-
tat.

SBCA e sheh kooperativén si
njé mjet pér pérmirésimin e
cilésisé dhe reduktimin e
kostove té shpérndarjes. Pro-
jekti shpreson té mbéshtesé
teknikisht organizatén e re,
pjesa tjetér i takon anétaréve.

“Pérmes manualeve té
prodbimit, labora-
toréve dbe regjistrimit
té té dhénave, SBCA
po aftéson prodhuesit
qé té vazhdojné té
prodhojné dbe té she-
sin llojet e reja té
djathrave.”
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“Ne sipérmarrésit
shqiptaré jemi té rinj
né realitetet e tregut
dhe kemi nevojé pér té
gjithé asistencén qé
mund té marrim.
Cfaré humbim ne né
se ndjekim késhilla té

mira mbi biznesing”

FoKkus MBI KLIENTIN: PERPUNUES
USHQIMOR ME POTENCIAL EKSPORTI

Pérpunimi dhe paketimi i
ushgimeve tradicionale
shqiptare ose “zaireté’ sic
quhen né vend, ka dalé njé
biznes i suksesshém pér
Spiro Fuqin. Né 2004 ai ngriti

Spiro Fuqi né fabrikén e tij pérpunuese né Tirané.

fabrikén e re “Vasili sh.p.k.”
né Tirané dhe filloi té prod-
hojé sallaté patélixhani,
speca té€ mbushur, kunguj té
pjekur, spinaq té skuqur dhe
turshi té pérziera ndérmjet
produkteve té tjera. Produk-
tet e Fuqit kombinojné shijen
e veganté lokale me karakter-
istikat ‘gati-pér-pérdorim’, gjé
gé i ka béré ato té
pérshtatshme edhe pér
eksport tek njé klient né

Zvicér.

“Me produktet e mia uné
pérpigem té ruaj traditén
shqiptare té ushgimeve dhe
né té njéjtén kohé té ofroj
paketim modern
dhe té veganté”,
thoté Spiro. Né mé
L pak se dy vjet
kavanozét me
markén ‘Fuqi’ jané
té pranishme né

' shumicén e super-
marketeve shqip-
tare dhe numri i
shitésve me pakicé
vazhdon té rritet.
Produktet e ‘Vasili
sh.p.k.” i shérbejné
konsumatoréve me
té ardhura té
mesme dhe té
larta.

Kur projekti i
USAID-it pér Kredi
dhe Asistencé ndaj
Biznesit té Vogél
(SBCA) nisi té ndihmojé Spi-
ron, ai kish vendosur té foku-
sohej tek eksporti dhe e kish
IEné pas dore tregun vendas.
SBCA sugjeroi njé strategji
tjetér: pjesa mé e madhe e
shitjeve té kompanisé mund
té vinin nga tregu shqiptar
dhe njé pjesé mé e vogél
mund té vinte nga eksportet.
Projekti e mbéshteti kété
strategji me veprim: pro-
movuesit e biznesit t& SBCA-

sé filluan té ofronin produktet
e Spiros né supermarkete dhe
dygane té reja. Aktualisht
pothuajse 70 shités té rinj
pakice shesin produktet e
‘Vasili sh.p.k.” dhe shitjet jané
zgjeruar pértej asaj qé priste
Spiro. Késhilla e SBCA-sé u
provua e drejté: tashmé rreth
80% e shitjeve té€ kompanisé

vijné nga tregu shqiptar.

“Ne sipérmarrésit shqiptaré
jemi té rinj né realitetet e tre-
gut dhe kemi nevojé pér té
gjithé asistencén qé mund té
marrim”, komenton Spiro mbi
asistencén e SBCA-sé€. “Cfaré
humbim ne né se ndjekim
késhilla té& mira mbi biznesin?”,
shton ai.

Pavarésisht aftésive sipérmar-
rése té Spiros dhe cilésisé sé
produkteve té tij, kompania
nuk kish kryer analizé té shit-
jeve dhe inventarit derisa SBCA
filloi té asistonte. Projekti pér-
gatiti bilancin dhe pasqyrén e
rrjedhjes sé parave dhe kreu
njé analizé kostosh. Gjithashtu
projekti siguroi gé disa fermeré
nga Tirana dhe Lushnja té
prodhojné vetém pér ‘Vasili
sh.p.k.". Kjo rezultoi né njé
vazhdimési prodhimi dhe sigu-
roi furnizim me perime té fre-
skéta pér kété biznes.
Ndérhyrja e SBCA-sé tashmé
ka guar né njé rritje té shitjeve
prej $100,000.

LAJME SHKURT

Pesé prodhues shalqini nga
Saranda kané marré
certifikimin EUREPGAP. SBCA
do té organizojé njé ceremoni
pér té shénuar kété arritje pér
Shqipériné.

38 fermeré dhe prodhues
fidanésh morén trajnim mbi
certifikimin dhe legjislacionin
pér rritésit e farave. Trajnimi
u bé né Vloré nga 14 deri né
19 Qershor dhe pérfshiu
késhillim té specializuar dhe
shfagje praktike té teknikave
té riprodhimit dhe shartisjes.
Pjesémarrésit gjithashtu

morén informacion se ku mund
furnizohen me fidané té cilét
pérmbushin kriteret gjenetike

dhe fitosanitare pér Shqipériné.

Njé kontraté e re furnizimi pér
kastraveca u nénshkrua midis
dy klientéve té SBCA-sé, HODO
sh.p.k., njé pérpunues pe-
rimesh nga Mallakastra and
Trifon Stambolliu,njé prodhues
perimesh. Kontrata mundéson
HODO sh.p.k. gé té planifikojé
prodhimin dhe siguron njé
furnizim té besueshém. Né€ té
njéjtén kohé, Stambolliu ka
gjetur njé klient afat-gjaté pér

kastravecat e tij.

Tre prodhues té vajit té ullirit
nga Tirana dhe Vlora po gje-
jné depértim mé té miré né
treg pérmes rrjetit té€ pro-
movuesve té€ biznesit té
SBCA-sé€. Projekti synon té
¢ojé vajin e ullirit ekstra té
virgjér dhe té virgjér té kétyre
prodhuesve tek njé rrjet
shitésish pakice té pérbéré
nga 30 dygane dhe super-
markete.
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PESE PRODHUES TE VAJIT TE ULLIRIT
FORMOJNE KOOPERATIVE MARKETINGU

SBCA propozoi krijimin e njé
kooperative marketingu té
vajit té ullirit menjéheré pas
panairit ‘Promovimi i Vajit
Shqiptar té Ullirit’ né 23 Qer-
shor 2006. Reagimi nga
pjesémarrésit tregoi se pér té
edukuar shitésit me pakicé
dhe pér té térhequr konsuma-
torét, prodhuesit duhet té
punojné bashké. Ndérsa prod-
huesit dhe paketuesit e vajit
té ullirit me cilési té dobét
kané gjetur rrugé pér né treg,
prodhuesit cilésoré jané foku-
suar mé shumé tek prodhimi
dhe mé pak tek shitjet. Ka
patur shumé pak shpérndarje
t€ vajit té ullirit me cilési té
larté né tregun Tirané-Durrés.

Kooperativa do té fokusohet
né pérmirésimin e shpérndar-
jes duke rregulluar kontrata
furnizimi té pérbashkéta dhe
duke sjellé produktet
drejtpérsédrejti tek shitésit me
pakicé. Duke mos pérdorur
shitésit me shumicé, prodhue-
sit do té fitojné marxhina mé
té larta té fitimit, do té njohin
konsumatorét pérfundimtaré

dhe do té marrin
vendime mé té
mira mbi
prodhimin dhe
marketingun.

“Prodhuesit e
vajit té ullirit me
cilési té larté
duhet t€ bash-
képunojné me
qéllim gé té .
depértojné tregun F_ T

dhe té fitojné mbi  Prodhues té vaijit té ullirit duke disktuar bash-

konkurrencén e
pandershme”,
thoté Andi Stefanllari, Késhill-
tar i SBCA-s€ pérgjegjés pér té
asistuar kété iniciativé.
“Ndryshimi midis njé koopera-
tive marketingu dhe njé sho-
gate éshté se kooperativa
formohet nga disa anétaré si
njé ndérmarrje tregétare,
kurse shogata i shérben té
gjithé prodhuesve té njé sek-
tori. Né rastin toné géllimi i
pérgjithshém éshté rritja e
shitjeve pérmes bashképun-
imit.”

Pesé nga dhjeté prodhuesit té

képunimin né zyrat e SBCA-sé.

cilét morén pjesé né panair
shprehén interes né fillimin e
kooperativés. Si rezultat SBCA
pret njé shpérndarje mé efek-

tive té vajit té ullirit cilésor, njé

rritje té€ aftésisé pér té
plotésuar porosi té sasive té
médha, dhe konsumatoré dhe
shités pakice mé té edukuar.
Pérmes kooperativés SBCA
synon té prezantojé praktika té
mira gé rezultojné né njé ndér-
marrje t€ géndrueshme. Sido-
gofté, suksesi i saj varet nga
aftésia e prodhuesve pé té
punuar bashké.

SPIKATJE NGA PANAIRI ‘PROMOVIMI |
VAJIT SHQIPTAR TE ULLIRIT

Shoqgata Shqiptare e Vajit Ush-
gimor, projekti FORECAST i
USAID-it dhe SBCA organizuan
njé seminar dhe njé panair né
datat 22 dhe 23 Qershor né
Hotel Rogner né Tirané. Kjo
ngjarje synoi té edukonte kon-
sumatorét shqitparé mbi dobité
e vajit té ullirit, té shfaqgte pro-
gresin, cilésiné dhe potencialin
e kétyre prodhuesve, dhe té
inkurajonte interesin e shitésve
me pakicé dhe atyre me
shumicé pér vajin shqiptar
cilésor té ullirit.

Gjaté dités sé paré, SBCA mba-
jti njé seminar mbi standarded
e cilésisé pér vajin e ullirit,
procedurat e eksportit dhe
llogaritja e kostove. Kéto
céshtje kané pérparési pér
prodhuesit e vajit té ullirit. Para
se ata té zgjerohen népér treg-
jet e eksportit ata kané nevojé
té pérmirésojné mbajtjen e
kostove dhe cmimeve, té
mésojné mbi kérkesat ligjore
dhe t'i pérshtaten standardeve

ndérkombétare té cilésisé.

Dita e dyté ishte e veganté: 10
nga prodhuesit mé té miré
shqiptaré té vajit té ullirit
ekspozuan vajrat e tyre té ul-
lirit ekstra té virgjér dhe té
virgjér né njé panair. Ceremo-
nia e hapjes pérfshiu fjalime té
shkurtra nga Drejtori i Misionit
té USAID-it, Z. Harry Birnholz,
Zv. Ministri i Bujgésisé, Z.
Ndue Preka, dhe Shefi i Projek-
tit SBCA, Z. Jeff Houghton. Tre
¢mime u dhané pér Vajin e
Ullirit Ekstra té Virgjér mé té
Miré, Vajin e Ullirit t& Virgjér
mé té Miré dhe Paketimin mé
té Miré té Vajit té Ullirit pér
2006 (shih fagen 4). Pas
¢cmimeve pjesémarrésit u ftuan
né panair pér té folur me prod-
huesit, dhe pér té provuar dhe
bleré vajin e tyre té preferuar
té ullirit.

SBCA dizenjoi stenda

ekspozimi té reja dhe té ripér-
dorshme pér secilin nga prod-
huesit. Né panair u ekspozuan

vetém vajra ulliri té cilésisé sé
larté, té markuar dhe té
paketuar. Njé Dygan i Qoshes
ku shiteshin prodhime té prod-
huara nga klienté té SBCA-sé
ishte gjithashtu pjesé e
panairit. Kjo i lejonte vizitorét
g€ té blinin vajrat e ullirit té
cilét i kishin provuar népér
stenda.

Mbi 300 vizitoré erdhén né
kété ngjarje, dhe 250 shishe
vaji ulliri u shitén me njé vleré
prej $1,200. Dy artikuj ga-
zetash dhe pesé reportazhe
TV e mbuluan kété ngjarje.
SBCA prodhoi dhe shpérndau
fletépalosje té titulluara ‘Té
Njohim Dobité e Vajit té Ullirit’.
Projekti do té vazhdojé té
shpérndajé fletépalosjen tek
shitésit me pakicé sé bashku
me posterin e dizenjuar pér
kété ngjarje. SBCA shpreson
se dhénia e cmimeve do té
kthehet né njé ngjarje vjetore
pér sektorin e vajit té ullirit.

“Prodbuesit e vajit té
ullirit me cilési té larté
dubet té bashképunojné

mé qéllim qé té
dépértojné mé miré
tregun dbe té firojné

mbi konkurrencén e

pandershme”
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“SBCA po udhézon
EUROPA sh.p.k. né
progesin e aplikimit
pér standarded 1SO

9001.”

KOMPANI METALESH ASISTOHET
NE PRODHIM DHE MARKETING

Midis ndértesave industriale
qé ndodhen né ish-
kombinatin metalurgjik té
Elbasanit éshté edhe njé
ndérmarrje private e cila
prodhon disa lloje struktu-
rash geliku. EUROPA sh.p.k.
éshté nén pronésiné e Vang-
jel Rulés, gruas sé tij Adile
dhe véllait té tij Thanas. Ata
e krijuan até si njé shoqéri
me pérgjegjési té kufizuara
(sh.p.k.) né Mars 1995.

EUROPA sh.p.k. punéson 16
punonjés me kohé té ploté
dhe njé numér punonjésish
me kohé té pjesshme né
varési té volumit té punés.
Kompania dizenjon, fabrikon
dhe monton struktura
metalike pér industriné e
ndértimit dhe até té teleko-
munikacioneve. Kjo éshté
njé nga kompanité e pakta
né vend e cila mund té prod-
hojé tanke karburanti, ¢ati
celiku, struktura
magazinash, pjesé
pérbérése té linjave té
pérpunimit, kulla elektrike té
voltazhit t€ larté, ashensoré
dhe lloje té ndryshme fil-
trash. Aktualisht ajo shet
vetém né tregun e brend-
shém dhe klientét e saj pérf-
shijné kompaniné turke té
celikut KURUM, kompaniné
Italo-Shqiptare DARFO and
EFC.

Ndérsa kapaciteti maksimal i
prodhimit éshté 100 ton pér

vit, EUROPA
sh.p.k. po pér-
dor vetém 20%
té kétij ka-
paciteti. Sido-
qofté, rritja
mund té shi-
het: nga 1,000
kafazé sigurie

2004, shifrau |
rrit né 2,000
njési né 2005.
Shitjet totale
pér até vit
ishin gati
$500,000.

Aktualisht kompania synon té
arrijé standarded ndérkom-
bétare té cilésisé, té pérdoré
kapacitetin e ploté té
prodhimit dhe té pérmirésojé
marketingun dhe shitjet.
SBCA po ndihmon né té gjitha
kéto fusha. Q& nga Prilli 2005
projekti po e asiston kompan-
iné né pérpjekjet e saj pér té
nénshkruar njé kontraté mé
njé kompani amerikane nga
Teksas. Kjo kontraté do ta
aftésonte EUROPA sh.p.k. pér
té rritur shitjet me 20% dhe
pér té shtuar numrin e punon-
jésve.

Njé manual progcedurash u
pérgatit pérmes SBCA-sé i cili
ka pérmirésuar progesin e
marrjes sé porosive. Projekti
po gjen pajisje dhe po ud-
héheq EUROPA sh.p.k. né

Punétoré té EUROPA sh.p.k. duke

salduar

marrjen e certifikatés 1ISO
9001. Ndérkohé, mé géllim
qé té pérmirésohet imazhi i
kompanisé, SBCA ka dizenjuar
njé logo té re dhe kartvizita.
Pérmes njé prej llogaritaréve
té nénkontraktuar, SBCA po
Kryen njé analizé financiare
dhe po pérgatit njé plan
biznesi. Njé specialist
prodhimi i SBCA-sé po asiston
né menaxhimin e prodhimit
gjé qé pérfshin njé manual
procedurash dhe trajnim té
shpejté pér punonjésit.

SBCA u ka dhéné mbéshtetje
60 kompanive té ndértimit
pérmes huave, trajnimit dhe
asistencés teknike. EUROPA
sh.p.k. éshté njé nga kom-
panité e para né kété sektor e
clia po aplikon pér certifikimin
ISO 9001.

GJIKONDI: FITUES | DY CMIMEVE TE

TE ULLIRIT

Anastas Gjikondi éshté krenar
pasi fitoi dy ¢gmime té ndry-
shme gjaté konkursit té or-
ganizuar nga SBCA, FORE-
CAST dhe Shogata Shqiptare
e Vajit Ushgimor. Pérmes
testimit té verbér nga njé
panel ekspertésh, vaji i ullirit
nga Gjikondi u zgjodh si Vaji i
Ullirit Ekstra i Virgjér Mé i Miré
pér 2006. Paneli gjithashtu
dha ¢mimin e Paketimit Mé té
Miré té Vajit té Ullirit pér 2006
pér dizenjon e shisheve té
Gjikondit, prodhuar me
asistencén e SBCA-sé.

Njé konkurs i kétij lloji éshté i ri

pér prodhuesit shqiptaré dhe
SBCA shpreson ta pérdoré até

si njé shembull té promovimit té

vajit té ullirit lokal né tregun e

brendshém. Gjikondi éshté njé
nga prodhuesit mé té médhenj

té vajit té ullirit, bazuar né
Qeparo, midis Himarés dhe
Sarandés.

SBCA ka asistuar Gjikondin né

markim, planifikim biznesi,
marketing dhe praktikat e
prodhimit té miré.

VAJIT

Anastas Gjikondi gjaté njé
vizite né zyrat e SBCA-sé
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“Moduli i trajnimit
Making Cent$ éshté i
vecante sepse
inkurajon
presémarrésit té
analizojné situatat e
biznesit. A1 siguron
meényra per té pér-
mirésuar funksionin e
bizneseve té tyre.”

TRAJNIM SIPERMARRJESH

Mbi 100 biznese shqiptare jané trajnuar pérmes njé metodologjie té re té krijuar vecanérisht pér

biznese té vogla dhe té mesme

Gjaté Qershorit, Korrikut dhe
Gushtit 2006 dhénésit e shér-
bimeve té biznesit té SBCA-sé
(BSP-t€) kané trajnuar mbi
100 biznese duke pérdorur
modulin Making Cent$, té
pérgatitur nga njé kompani
nga Washington, D.C. Sesio-
net e trajnimit u béné né Fier,
Vloré, Gjirokastér, Sarandé,
Korcé, Elbasan dhe Tirané.
Ato pérfshiné biznese nga
sektoré té ndryshém: prod-
hues perimesh, pérpunues
ushqgimi, ndértim, bulmet dhe
tregétaré inputesh bujgésore.

Pjesémarrésve iu dha njé
perspektivé e re mbi planifiki-
min dhe menaxhimin e bizne-
sit, aftésité sipérmarrése,
marketingut dhe menaxhimit
financiar. Né pérgjithési ata
rané dakord qé kéto sesione
trajnimi jané té ndryshme, mé
térheqése dhe mé produktive
se sesione té€ tjera té cilat ata
i Kishin ndjekur mé paré.

Po pse éshté ky trajnim ndry-
she nga module té tjera?

Sé pari, sesionet fillojné me
njé hyrje né cilésité dhe
aftésité e sipérmarrésve. Le-
htésuesi i SBCA-s€ hap njé
diskutim se si té analizohen
treguesit e cilésive dhe
aftésive dhe si kéto mund té
pérmirésohen.

Pastaj, simulohet njé situaté

biznesi ku pjesémarrésit

Kryejné njé studim tregu, F

analizojné sjelljen e kon-
sumatorit, dhe identifiko-
jné forcat dhe dobésité e
tyre dhe té konkur-
rentéve té tyre. Kjo lua-
jtje roli éshté e rrénjosur
né situata praktike dhe

Jjep zgjidhje reale. Fugia e Nijé sesion trajnimi né Korcé

analogjisé kombinohet

me punén né grup dhe me
diskutime ndéraktive mbi
problemet realiste té€ bizne-
seve.

Hapi i treté éshté njé ushtrim
marketingu ku pjesémarrésit
merren me elementet e mik-
sit té marketingut dhe méso-
jné aftési komunikimi dhe
negocijimi. PErmes punés né
grupe ata fitojné njohuri dhe
aftési mbi analizimin e
kérkesés dhe ofertés pér njé
produkt apo shérbim té cak-
tuar.

Sé fundi, pjesémarrésit foku-
sohen né planifikimin e
biznesit dhe llogaritjes sé
kostove. Ata improvizojné
zgjidhje té bazuara mbi
situata reale dhe né fund té
modulit duhet té prodhojné
njé plan biznesi.

Njé nga avantazhet e kétij
moduli éshté se i jep
pjesémarrésve mundésiné
pér té plotésuar njé plan
biznesi pér ndérmarrjen ose

pér té zhvilluar njé ide biznesi.
Trajnimi jep ményra té prezan-
timit té funksioneve kyce té
bizneseve té€ cilat jané pjesé
pérbérése e ¢do biznesi.

Ajo g€ éshté e re né kété
modul trajnimi éshté metoda
pjesémarrése dhe ndéraktive
qé pérdoret né vend té
mésimdhénies shkollore.
Simulimi i situatave té biznesit
né sallén e trajnimit éshté
gjithashtu i ri. Nuk éshté e
pazakonté pér prodhim, nego-
ciata dhe marréveshje bank-
are gé té ndodhin gjaté sesio-
nit té trajnimit.

Pérfituesit e programit té tra-
jnimit fillojné gé nga studentét
dhe bizneset fillestare deri tek
sipérmarrésit e avancuar dhe
té stabilizuar. Si rezultat i
pjesémarrjes né trajnimin
Making Cent$, klientét e
SBCA-s€ kané rritur aftésiné
pér té shkruar plane biznesi
dhe kané pérmirésuar aftésité
organizacionale, ndérperson-
ale dhe negociuese.

PER INFORMACION:

Qé nga Marsi 2005 (faza 2) projekti SBCA ka arritur si mé poshté:

o 1751
° 316
o 844
o 37

. 564
° 64

. 97

° 84

o 305

° $2,021,760

° $3,462,200
Bankare

Ndérmarrjet qé kané pérfituar drejtpérsédrejti nga asistenca e SBCA-sé
Ndérmarrjet gé kané aplikuar teknologji té reja pas asistencés sé SBCA-sé
Ndérmarrjet gé kané marré trajnim mbi teknologjité e reja

Ndérmarrjet gé kané zbatuar praktikat e menaxhimit té miré

Ndérmarrjet gé kané marré trajnim né praktikat e menaxhimit té miré
Ndérmarrjet gé kané zbatuar strategji marketingu

Ndérmarrjet gé kané marré trajnim mbi strategjité e marketingut

Numri i kredive té shpérndara pérmes Bankave Tregétare

Numri i kredive té shpérndara pérmes Institucioneve Financiare Jo Bankare
Vlera e kredive gé SBCA ka shpérndaré pérmes Bankave Tregétare

Vlera e kredive gé SBCA ka shpérndaré pérmes Institucioneve Financiare Jo




Promotori i Biznesit
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QEVERIA SHQIPTARE MERR PROPOZIMIN
E SBCA-SE PER TE MBESHTETUR
SEKTORIN E VAJIT TE ULLIRIT

Ministria e Bujgésisé, Ush-
gimit dhe Mbrojtjes sé Kon-
sumatorit po planifikon té
mbéshtesé sektorin e vajit té
ullirit né Shqipéri pérmes njé
fondi t€ veganté. Me
asistencén e USAID-it, Minis-
tria formoi njé grup pune qé
pérfshiu pérfagésues nga
Ministria dhe specialisté nga
projektet e USAID-it.

Synimi éshté té grumbullo-
hen dhe té diskutohen ide
nga anétarét e grupit té
punés. Kéto ide do té pérfshi-
hen né njé propozim té pér-
gatitur nga Ministria pér té
asistuar sektorin e vajit té
ullirit. Té gjithé anétarét e
grupit kané asistuar prodhue-
sit e vajit té ullirit dhe njohin
realitetet e sektorit té vajit té
ullirit né Shqipéri.

Késhilltari i SBCA-sé
pér SME-té Andi Ste-
fanllari €shté njé nga
anétarét e grupit té
punés. Cdo anétar
paragiti njé memo me
ide se si Ministria
mund té mbéshtesé
kété sektor pérmes ;
fondit té Qeverisé. Al ; %
Disa nga ideté e SBCA- proghyes té vajit té ulliit giaté njé seminari mbi
sé u pérfshine NE Pro-  eksportet dhe certifikimin organizuar nga SBCA
pozimin fillestar té

Ministrisé. Ideté dhe sug-
jerimet e dhéna nga projekti
do té pérdoren né projektin
pérfundimtar té Qeverisé i cili
do té miratohet nga
Kryeministri.

prodhimit, marketingut, bash-
képunimit industrial dhe
gertifikimit. Projekti siguroi 12
kredi pér prodhuesit e vajit té
ullirit. Gjithashtu ka trajnuar
339 rrités ullinjsh dhe u ka
dhéné konsulencé 70 pér-

SBCA ka mbéshtetur sektorin punuesve.

e vajit té ullirit gé nga 2002
pérmes teknikave té kul-
tivimit, progeseve té

PRODHUESIT E MANDARINAVE

FILLOJNE

PROCESIN E CERTIFIKIMIT EUREPGAP

Né mesin e Gushtit 2006
SBCA filloi té asistojé 5 prod-
hues mandarinash nga
Saranda pér certifikimin
EUREPGAP. Synimi éshté té
rriten shitjet pér kéta prod-
hues duke ngritur poten-
cialin e tyre eksportues. Pér-
mes dhénésve té shérbi-
meve té biznesit - Agjencia
Rajonale e Zhvillimit né Vloré

dhe Instituti Shqiptar pér
Cilésiné - projekti prezantoi
konceptet themelore té kétij
sistemi ndérkombétar té
cilésisé dhe rriti ndérgjeg-
jésimin e fermeréve mbi
dobité gé sjell gertifikimi
EUREPGAP.

né Sarandé, jo larg nga porti
grek i Igumenicés. Kjo mund
té jeté edhe rruga e tyre mé e
mundshme pér eksportim.
SBCA po punon me ALCEBO,
Trupin Shqiptar té Certifikimit
i cili éshté i vetmi institucion i
autorizuar pér té dhéné
certifikimin EUREPGAP.
Certifikimi éshté planifikuar

Té pesé fermerét ndodhen pér né Dhjetor 2006.

DisA DoBI TE VAJIT TE ULLIRIT (SHKEPUTUR
NGA FLETEPALOSJA 'NJOHJA ME DOBITE E VAJIT TE ULLIRIT)

1. Ngadaléson plakjen e gelizave dhe ul rrezikun e sémundjeve té arteriosklerozés, Parkinsonit,
enéve té gjakut dhe diabetit.

2. Ndihmon né parandalimin e kancerit té gjirit dhe té zorréve.

3. Pérmiréson garkullimin e gjakut, ul rrezikun e sémundjeve té zemrés duke stabilizuar pre-

sionin e gjakut dhe thithjen e glukozés, ndihmon kundér trombozave, dhe lehtéson funk-

sionimin e enéve té gjakut.

4, Ul sasiné e kolesterolit té& keq (LDL) dhe rrit kolesterolin e miré (HDL), lufton kundér bllokimit té
arterieve dhe infarktit t& zemrés.

5. Vepron si njé tretés i lehté: marrja para njé vakti ndihmon zorrét, ka njé efekt pozitiv kundér
ulcerés dhe gastritit si tek té rriturit ashtu edhe tek fémijét.

6. Eshté efektiv né trajtimin e infeksioneve té kanaleve urinare, ul rastet e gurit né témth dhe
pérmiréson funksionin e mélgisé.

7. Eshté quajtur si ‘Vaji i Bukurisé’: zbut 18kurén, ul infeksionet e I&kurés, dhe kuron djegiet.

8. Pérmiréson rritjen dhe zhvillimin e fémijéve né sajé té pérmbaijtjes sé acidit oleik i cili ndodhet

né té njéjtén sasi si edhe né qumeéshtin e nénés, nxit zhvillimin e trurit dhe forcon kockat.

SBCA po bén té
mundur qé 5 prodbues
mandarinash té
marrin certifikimin
EUREPGAP né
Dhbjetor 2006
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PROIENTI | KREISE DHE ASISTENCES
PER BIZNESIN E VOGEL

Ne jemi né Web!

www. shca-project.org.al

Projekti SBCA
Sky Tower Nr. 144
Tirang, Shqipéri

Telefon: 355 4 271475

Faks: 3554271478

E-mail: stta@sbca-project.org.al
info@sbca-project.org.al

Rrisim Bizneset Shqiptare

RRETH SBCA-sé

Projekti i USAID-it pér Kredi dbe Asistencé ndaj Biznesit té Vogél ka nxitur
rritjen e ndérmarrjeve té vogla dbe té mesme qé nga Marsi 2002. Kjo éshté kryer
pérmes dhénies sé kredive, trajnimeve né grup dhe konsulencé njé-pér-njé. SBCA
ka dhéné kredi tregétare pérmes dy partneréve financiaré, BK'T (Banka Kom-
bétare Tregétare) and PSHM (Partneri Shqiptar pér Mikrokreds).

Qé nga Marsi 2002 SBCA u ka dhéné kredi dbe asistencé mé shumé se 5000
bizneseve. Projekti shpérndau mé shumé se 1000 kredi dbe siguroi njé normé
ripagimi prej 98%. Aktualisht SBCA po fokusohet né njé numér té pérzgjedhur
klientésh me potencial pér rritje. Duke dbéné njoburi mbi teknologjité e reja,
praktikat e menaxhimit té biznesit dbe strategji marketingu projekti synon té

rrisé shitjet dbe té zgjerojé potencialin punésues té kompanive kliente.

Anétarét e skuadrés sé SBCA-sé shkruajné plan biznese, trajnojné klienté, formu-
lojné strategji marketingu, japin njoburi mbi prodhimin, krijojné lidhje biznesi,
prokurojné pajisjie dhe léndé té paré, dbe dizenjojné etiketa dbe logo. Klientét e
SBCA-sé vijné nga e gjithé Shqipéria. Mbi 70% e tyre ndodhen pértej korridorit

Tirané-Durreés.

SE SHPEJTI TEK ‘PROMOTORI | BIZNESIT’

Né edicionet e ardhshme té buletinit ‘Promotori i Biznesit’ do té mbulojmé disa fusha
ku puna joné ka krijuar njé efekt té dukshém. Kjo fillon qé me ményrén si e matim efek-
tin deri tek shitjet aktuale té klientéve. Mé poshté keni njé listé té ¢éshtjeve gé do té shi-
hni né kéto faqe gjaté numrave té ardhshém:

. Efekti q¢ SBCA ka patur mbi bizneset shqiptare. Sa vende pune kemi
ndibmuar qé té krijoben; sa shitje kemi nxitur; ¢’lloj teknologjish po aplikoben
nga klientét tané, et.

. Markimi. Cfaré lloj strategjish markimi u ka sugjeruar SBCA klientéve; sa logo
ka zhvilluar projekti; pse disa biznese jané transformuar pérmes etiketave dbe
logove té reja, et).

. Plan Biznese. SBCA po punon pér té plotésuar plan biznese pér 50 nga klientét.
Buletini "Promotori i Biznesit’ do té figurojé pse planifikimi i biznesit éshté i
réndésishém pér ndérmarrjet shqiptare, ¢faré elementesh dubet té pérmbajé, ¢faré
avantazhesh ofron formati standard i SBCA-sé pér plan bizneset, etj.
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QUALITY ALBANIAN HONEY
PROMOTED DURING TRADE FAIR

If trade fair organizing was a
profession, then SBCA staff
would be the top specialists in
Albania. The project organized
its third trade fair for this year
as part of its efforts to pro-
mote Albanian agribusiness
products and establish intra-
sector business links. Whereas
the first two events in June
2006 promoted cheese and
olive oil, the latest one fo-
cused on Albanian honey and
other bee products.

The event was held at the
Riviera Business Center in
Viora on the 15th of Decem-
ber. 20 of the most advanced
bee-keepers and input suppli-
ers in the country displayed
their products and promo-
tional materials. SBCA has
worked with 12 of them to
improve marketing, introduce
branding and increase sales
opportunities.

Between 700 and 800 visitors

attended the event. The busi-
ness center is centrally lo-
cated and it contains Vlora’s
newest and most modern
shopping mall. This helped to
attract a high number of visi
tors.

The total sales at the end of
the fair were $30,000. In
addition to honey, producers
were able to also sell by-
products such as propolis,
pollen, candles, and other
decorative items made of
beeswax. Gézim Skerma, a
producer from Korca signed
a $15,000 order with a dis-
tributor from Vlora. This or-
der will be repeated every
two months.

In addition, producers ex-
changed supplies, signed
contracts and established
business links. Mr. Tomorr
Begiraj, a manufacturer of
beehives from Korga,
received a purchase order

The Mayor of Vlora, Mr. Shpétim

Gjika, testing products during the
Honey Day.

for 200 beehives with a total
value of $9,000.
(continued on page 3)
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MARKET EXPANDED FOR NEW CHEESES AND
QUALITY OLIVE OILS

After introducing ten new
types of cheeses and pro-
moting high quality olive oil,
SBCA is now aiming to take
these products to the market
and ensure they stay there.
By using its business promot-
ers the project has already
opened up new markets for
Fontina, a soft yellow cheese
produced by NIKOLINO in
Shkodér, and Guda, pro-
duced by NZI also from
Shkodér. The strategy fol-
lowed by SBCA’s business
promoters aims to push the

DISCLAIMER

new products into the top ten
supermarkets such as EURO-
MAX and BIG MARKET. A suc-
cessful entry into these types
of retailers is expected to have
a multiplying effect on other
retailers too.

“So far we have had a good
reception from the retailers”,
says Igli Gjoni, one of the busi-
ness promoters. “They prefer
the new cheeses because
prices are lower than imported
cheese, yet the quality and
packaging are comparable”. In

addition, the new cheeses
are packaged in sizes ranging
from 250 gto 1 kg. Thisis a
marked difference from the
mainstream cheese that is
sold only in big wheel shapes.
"Apart from the price the new
cheeses have another advan-
tage over imported cheese:
they are fresher”, says Igli.

Both cheese types are being
sold now in Tirana, which is
Albania’s biggest market.
(continued on page 2)

The views and information provided in this newsletter do not necessarily reflect the views and positions of the
U.S. Agency for International Development or the U.S. Government.
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The quantity of
honey produced in

Albania has doubled
in the last 10 years

200 packages of the
new cheeses have been

sold to retailers

ALBANIA’S BEEKEEPING: FROM
TRADITION TO INDUSTRY

Ancient records indicate that
beekeeping was widespread
in what is now Albania. The
lllyrians reportedly produced
many bee products including
wine made of honey. This
tradition remained alive
throughout the centuries,
albeit in a limited way.

Ever since the collapse of
communism, a new honey
industry has emerged in Alba-
nia. A younger generation of
producers not only have re-
vived the tradition but have
also embraced new market
orientation. In the last 15
years beekeeping has seen
the largest growth in terms of
numbers of beehives, farm-
ers, and quantity and quality
of products.

There are currently nearly
6,000 honey producers and
beekeepers in the country.
The quantity of honey pro-
duced in the country has dou-
bled in the last 10 years and
the number of bee families
has increased to 123,961.
Several associations, both
national and regional have
been formed by producers
and beekeepers.

However, only 10% of the
farmers claim to have bee-
keeping as their primary busi-
ness activity. The majority
exercise it only as a secon-
dary business.

Some of the main issues bee-
keepers need to address
relate to product branding
and packaging, consumer
education and unfair competi-

tion. They also need to prepare
for future exports to the EU

market. According to Dr. Pél-
lumb Aleksi, from the Institute
of Food and Veterinary Safety,

Albanian beekeepers need to
start preparing now for a po-

tential entry into the EU mar-
kets.

The EU consumes about 22%
of the world’s honey and that is
slightly on the increase. A re-
cent study by CBI, the Center
for Promoting Imports from
Developing Countries (based in
the Netherlands) revealed that
the EU produces only 50% of
the honey it consumes. That
leaves half of the honey con-
sumed open to imports. Alba-
nian honey producers and bee-
keepers could find an export
opportunity here.

(continued on page 3)

MARKET EXPANDED FOR NEW CHEESES AND
QUALITY OLIVE OILS

(continued from page 1)
According to Igli, in addition
to the ten supermarkets, the
promoters are also contact-
ing twenty other mid-size
retailers. Two other cheeses
will be ready to hit the mar-
ket by mid-December 2006:
Tomme de Savoie from
GREAL in Korca, and Maas-
dam from NETI in Kavaja.
Some types of cheeses
made of goat and sheep milk
will be ready starting in
spring 2007 when the pro-
duction starts.

Nearly 200 packages of the
new cheeses have been sold
to retailers. SBCA aims to
open up new markets for the
producers and then enable
them to continue to serve
those markets. Sustainability
has already been achieved
at the production level. Pro-
ducers are able to continue
producing the new varieties
on their own with occasional
support from local special-
ists.

SBCA is now working to do
the same in marketing. En-
tering the Tirana-Durrés mar-

ket is the most impor-
tant step for ensuring
sales continuity. This is
being initiated

through SBCA'’s busi-
ness promoters. After
identifying the biggest
supermarkets, using a
database of contacts
and short listing the
most relevant retailers,
the business promot-
ers make calls or or-
ganize direct sales.

The new cheeses compete well with imports due

to their low prices and new packaging

As regards olive oil, the
situation is different. The extra
virgin olive oil produced by
SBCA'’s clients tends to have a
higher price compared to im-
ported olive oil. Since most
producers can not benefit
from economies of scale—due
to the small size of their busi-
nesses— they can not compete
with lower pricing as the
cheese producers are doing.
Albanian consumers on the
other hand are unaware of
olive oil quality and this affects
demand.

SBCA'’s business promoters
are using a different strategy
for pushing high quality Alba-

nian olive oil in the market
place. They are aiming to
maintain the existing retailer
network by coordinating sup-
ply efforts and taking in larger
orders. At the same time they
are educating additional retail-
ers on the advantages of high
quality domestic olive oil.

“It will take longer for extra
virgin olive oil to occupy more
market territory compared to
the new cheeses”, says Igli
Gjoni. “Tough competition
from imported olive oil pre-
vents local producers from
gaining more market share”.
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QUALITY ALBANIAN HONEY

PROMOTED DURING TRADE FAIR

(continued from page 1)

An exclusive supplier of EZI -
an award winning royal jelly
system - sold 4 systems during
the trade fair and received an
additional order for 6 systems,
totaling $2,800 in sales. This
particular system increases
efficiency when extracting
royal jelly.

Every producer had a specially
-designed stand containing
banners with logos, photos
and highlights. For many pro-
ducers this was the first op-
portunity to display new pack-
aging, labels, and brand
names. The event reinforced
SBCA'’s theme that good
branding is crucial for building
loyalty and consistence in the
honey and bee-product mar-
kets.

Producers
exchanged
experiences
and were able
to get to know
their competi- §
tors. Of par-
ticular interest fa
was the dis-
cussion
among bee-
keepers re-
garding bee-
hive migration Center in Viora
from north to

south and vice-versa. An
agreement was reached on
working together on migra-
tion and on fighting dis-
eases.

The trade fair represented a
landmark marketing event
and set a standard for the
whole beekeeping industry.
No other fair has gathered

A view of the honey trade fair at the Riviera Business

— e

such a high number of bee-
keepers and honey producers.
Different from similar events,
producers displayed pack-
aged and labeled products on
professional stands. SBCA
expects this type of event to
continue regularly in the fu-
ture as an effective way of
boosting sales and creating
links.

ALBANIA’S BEEKEEPING: FROM

TRADITION TO INDUSTRY

(continued from previous
page)

Another opportunity for Alba-
nian honey producers could be
the market for organic prod-
ucts. A growing interest in
health and fitness among
Europeans is being translated
as increased demand for qual-
ity honey in the European mar-
ket. Direct consumption makes
up 85% of the honey market
and within this segment or-
ganic honey takes up a major
share or about 6,500 tons per
year. The production of organic
honey within the EU is very
limited due to the varroa mite,
pollution and cold winters.

In addition there is a growing
market for monofloral types of
honey such as acacia and clo-
ver, and for beeswax. The lat-
ter one is used for candles,
cosmetics, pharmaceuticals,
and polishing materials. An
estimated 8,000 tons of bees-
wax was consumed in the EU
in 2005. In addition, beeswax
is exempt from import tax
which can make it a viable
export opportunity for many
Albanian producers.

Some countries like Germany,
the Netherlands and the UK
also apply fair-trade policies in
order to favor products from
developing countries. Honey
and other bee products made
in Albania could find their way
into the fair-trade chain of
stores but this requires syn-
ergy of efforts. Before they
consider exporting honey and
its by-products, Albanian bee-
keepers must conform their
products to European stan-
dards.

Visitors at the stands during the Honey Day trade fair in Vlora

L

In the case of honey for exam-
ple, there should not be any
chloramphenicol present as
this can cause a fatal blood
condition in certain consum-
ers. Or when it comes to or-
ganic honey, the EU regula-
tions prohibit the use of vet-
erinary medicines that are
used to fight varroathosis.

Preparations for EU market
entry also include industry-
wide cooperation in order to
broaden the supply capacity.
By cooperating producers can
ensure larger supply orders.

The honey trade fair
organized by SBCA
represented a land-
mark marketing
event and set a stan-

dard for the whole
beekeeping industry.

Opportunities for
exporting honey and
bee products to the EU
are there, but
Albanian honey
producers must first
meet the international

standards.
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New logos, labels
and a Website are
building brand
loyalty for
Mebmetaj’s bee
products

INNOVATIVE BEEKEEPER REVIVES
MARKETING AND BRANDING

A former army officer's fu-
ture did not seem bright in
the early 90’s in Albania.
That’s why Fatmir Mehmetaj
decided to try his luck else-
where. His father had been a
beekeeper before the com-
munist regime took under
state control all agribusiness
activities. Fatmir, together
with his brother, Jetnor, set
out to revive his family tradi-
tion by entering the honey
production business with
their Bletafarma enterprise.

For several years Fatmir
learned all he could about
bees, honey production and
by-products. He bought the
latest books on these sub-
jects in Italy, and studied in
particular propolis and royal
jelly. Both brothers had de-
cided to come up with
unique products and differ-
entiate themselves from the
mainstream honey produc-
ers.

Ever since 1994 this family
business has moved beyond
just honey production. It has
diversified into unique honey
by-products such as royal
jelly, pollen, propolis, and
more recently into cosmet-
ics, vinegar and raki. This
business was the first to

produces and
sell royal jelly
in larger quan-
tities. In vari-
ous trade fairs
the Mehmetaj
brothers have
appeared with
a surprising
amount of
innovative

products.

The strategy
of selling a
variety of by-
products and
relying on new products has
paid off. Bletafarma’s cos-
metic products are sold at
Tirana’s main bio shop and
at several pharmacies. Most
of the sales take place via
purchase orders over the
telephone or e-mail. Trade
fairs have proven to be the
main marketing tool for Fat-
mir and Jetnor.

In 2002 Fatmir came into
contact with SBCA, the Small
Business Credit and Assis-
tance project. The project
encouraged him to improve
his production facility and
sharpen Bletafarma’s mar-
keting. Fatmir still remem-
bers the first contact with
SBCA as a turning point in

Fatmir Mehmetaj working with SBCA staff on
branding

his business: “The advice |
received was to move my
production from my home
into a separate facility”.

A new phase of cooperation
has started recently when
Fatmir and Jetnor ap-
proached SBCA in order to
improve some of their mar-
keting aspects. The project
introduced a new logo to
Bletafarma’s  products in
order to boost customer
loyalty. A website was built
that informs potential cus-
tomers about the company
and its product variety. SBCA
has also prepared a com-
pany brochure.

ADDING

One of main features SBCA
introduced to the arena of
Albania’s trade fairs was the
theme poster. For each of
the three events organized in
2006 the project staff con-
ceptualized, designed,
printed and distributed post-
ers that reinforced the main
message. The process of
finalizing each poster in-
volved brainstorming with all
project staff, design studios
and external consultants.

During intense discussions
ideas would eventually ma-
ture that resulted in slogans,
photos, logos, and other

S/ USAID

=/

SBCA’s theme poster for the National
Albanian Honey Day

DITA E MJALTIT SHQIPTAR

IMAGE TO TRADE FAIRS

graphic elements. The final
versions were send to the de-
sign studios and then to print-
ers.

A combination of authentic
Albanian themes and modern
images are featured in the
posters. By maintaining an
original Albanian look and feel,
SBCA posters provide a strong
connection with audiences and
consumers. This is often lack-
ing in commercial or develop-
ment campaigns organized
locally. In addition, client busi-
nesses learned a great deal
about including images and
themes to their marketing ef-
forts.
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SALES INCREASE AND NEW
BRANDING FOR VLORA BEEKEEPER

The area of Smokthiné in
Vlioré is a remote mountain-
ous region with plenty of pine
forests, meadows and pas-
tures. There is no other road
near the area except for the
one that leads to the na-
tional road near Tepelena.
Smokthiné is perfect for
beekeeping due to the cli-
mate, rich mountainous pas-
tures and flora. One of the
local villagers who is suc-
cessfully running a honey
business is Bilbil Cobaj. His
enterprise “Bletoria Vlora”
has been producing and
selling honey and related
products since the early
90’s.

Bilbil continued on a family
tradition that was started by
his father. In 1990 when
private enterprise was al-
lowed in Albania, Bilbil de-
cided that he would make a
living out of honey produc-
tion. In addition to the knowl-
edge he inherited from his
family, he studied literature
on bees and honey, and
experimented with new tech-
niques.

In 1993 Bilbil worked for
several months with a bee-
keeping business in Patra,
Greece. Seeing Bilbil's skills

and knowledge
in honey produc-
tion, his boss
encouraged him
to go back and
start his own
business.

Equipped  with
new experience
and with new
models, he re-

turned to Alba- Bilbil Cobaj caring for his beehives at his farm in .

nia and since Smokthing, Vioré

1993 his busi-

ness has seen impressive
growth. Whereas in the begin-
nings his products would stay
in stock for months or even
years, now he sells within
days of production. From 14
beehives that he owned in
1990, he now runs 400. In
addition to 4 family members
working in the business, Bilbil
employs 3 sales people who
cover the regions of Saranda,
Vlora and Tirana.

When SBCA provided training
in Vlora on business plans,
Bilbil decided to utilize the
project’s assistance. He
learned for the first time how
to manage his finance and
calculate costs. In 2002 he
was able to double his annual
sales due SBCA’s assistance
with his sales channels.

Up until that point Bilbil was
using second-hand packaging
(plastic bottles) that con-
tained no information, brand
name or logo. He found that
clients were turned off by this
poor presentation of his prod-
ucts. SBCA introduced new
packaging by replacing plastic
bottles with glass jars, adding
new labels which customers
immediately appreciated, and
designing a company logo.
This has enabled an increase
of sales for Bilbil's business.

SBCA invited Bilbil at the Na-
tional Honey Day trade fair in
Vlora on December 15th,
where he sold the equivalent
of $400 and received good
exposure among consumers
and retailers.

OTHER THEME POSTERS DEVELOPED BY SBCA

Left: theme poster developed
for the “Promoting Albanian

Olive Oil’ trade fair.

Right: ‘Enriching the Albanian
Tradition of Cheese’, theme
poster designed for the
cheese event on the |6th of
June 2006.

Shgqiptare € Djathit

\ Pasurojmé Traditén 5

New packaging and
branding has en-
abled Cobaj to in-
crease his honey sales
and create recogni-
tion in the market-

place.
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A new production

model developed by
SBCA has cut costs
by 5% for EdiPack.

MUSSELS’ EXPORTER EQUIPPED

WITH BUSINESS PLAN

All assistance
provided by SBCA
to Viktor’s busi-
ness was de-
signed in such a
way as to enable
him to expand his
market and start
exporting. The
business plan is
the final link in the
chain of SBCA’s
assistance. Mar- A
keting advice, a
new website, pro-
motional materi-
als, bar code application,
introduction of branding,
financial management and
sales expansion were all part
of the overall assistance.

Viktor Cela’s mussels have
found their way into EU
markets after recent legal
changes that allow several
Albanian products to be sold
within the Union. This export
opportunity was exactly what
SBCA had in mind when it
introduced new packaging
and branding to Viktor’'s
company, ‘Butrinti Imp-Exp’.

More recently SBCA added
yet another element to its
services towards the com-
pany: a business plan. The
plan is developed according
to a new format the project
designed specifically for its
client businesses. It will
serve as Viktor Cela’s road-
map for the months and
years to come.

jars

Equipped with the business
plan, Viktor will be able to

‘Butrinti ImpExp’ emp.lolyee displayinmussel

¥

plan his operations in a more
accurate way than before. In
addition, the business plan
will provide more opportuni-
ties for future credit and
loans.

EDIPACK: NEW PRODUCTION
MANAGEMENT SYSTEM CUTS COSTS

Every entrepreneur wants to
reduce production costs. In
the case of Bardhyl Ballteza,
reducing paper waste during
production of cardboard
boxes would mean a substan-
tial decrease in costs. The
company’s main problem was
how to reduce cardboard
waste. Its cutting machines
utilized only 87-90% of the
cardboard material while the
production manager was de-
voting up to 5 hours of work to
manually calculate each pro-
duction run. With 50 orders
per week for a wide range of
box sizes and order quanti-
ties, the costs were high both
in terms of material and lost

operate longer produc-
tion runs.

Now all it takes for the
company’s production
manager is to enter
product codes and
quantities, and the
model does the rest. It
identifies which combi-
nation gives the least
waste, proposes the
most efficient combina-
tion for the next run and
calculates the time it
takes for each run.
SBCA worked with EDI-
PACK’s production and
finance specialists to
install the program and

productivity time. trained them in its use.

The company implemented
the new model and is now
utilizing 94% of its cardboard
material. Preparation times
have been cut down five fold:
the production manager now
needs only 1 hour of prepa-
ration for each run, down
from the 5 hours he used to
spend before. The total value
of the savings is an esti-
mated $150,000 per year

When SBCA identified this
problem it suggested to EDI-
PACK a new solution: create a
computer program that will be
able to calculate many possi-
ble cutting patterns. SBCA’s
Production Management spe-
cialist built a new Excel model
that can calculate up to
375,000 combinations. It also
enabled the machinery to

SBCA’s Chief of Party and a marketing consult-
ant during a session with Bardhyl Ballteza

compared to the old manual
system - equivalent to more

than 15% of the company’s

turnover.

In addition, this saving will
increase as sales and there-
fore production volume in-
creases. For Bardhyl Ball-
teza’s business, SBCA’s
assistance has reduced
costs and built the basis for
a new production manage-
ment system.
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DEVELOPING BUSINESS PLANS FOR ALL
TYPES OF BUSINESSES
SBCA has created a standard businesses aware of
format for business plans the strategic impor-
that is being used for 50 of tance of planning. The
its clients. The format caters new format is a tool
to all types and sizes of busi- designed to help own-
ness and contains all the ers manage their busi-
elements necessary for run- nesses and improve
ning enterprises. their operations. SBCA
developed its business
. . plan standard based
Among Albanian companies, on a model by Ernst & .
business plans are mostly Young. The types Ofb%Sl-

prepared for loan applica-
tions. Even then banks se-
cure their loans through col-
lateral which means busi-
ness plans are almost never
used as instruments for deci-
sion-making in the business.
The business owners who
usually hire local business
service providers to prepare
the plan, often do not under-
stand its contents or its sig-
nificance and never refer to
it after they have received
the loan.

By introducing a new stan-
dard format for business
plans, SBCA aims to make

The project, however,
sees the business
plan only as a starting
point for ongoing con-
sultations. A business plan is
out of date almost as soon as
it is written. The consultant
should work alongside the
owners in updating the plan to
keep it current and relevant to
the needs of the business.

Currently 6 business plans
are completed and 20 more
are under way. Several con-
sultants have provided input
for these business plans that

S S &

Miell Tirana sh.a. is one of the companies that has
a business plan based on SBCA’s format

include marketing, production
management and finance
sections. The types of compa-
nies that are now being
equipped with business plans
include food processors, tex-
tile manufacturers, mussel
growers, olive oil producers
and construction enterprises.
SBCA is encouraging owners
and managers to continue to
fine-tune the plan to the
changing needs of their busi-
nesses.

BENEFITS OF A BUSINESS PLAN

Why should businesses invest in preparing a business plan? After five years of working
with Albanian small and medium sized businesses, SBCA has identified several ways busi-
ness plans can help these enterprises. The following is a list of benefits that SBCA clients

nesses equipped with
business plans in-
clude food processors,
textile manufactur-
ers, mussel growers,
olive oil producers
and construction en-
terprises.

and other businesses can gain through a business plan.

° Determines your break-even point

° Defines your goals, objectives, operations and future direction

. Addresses specific aspects of your products and services

. Increases your understanding of your market and prospects

. Determines your image, pricing, promotion and other strategies

. Analyzes your competition

° Structures your production and distribution methods

° Links your financial projections with production, marketing, human resources and

facilities




Growing Albanian Businesses

SBER

ALBANIA SMALL BUSINESS CREDIT
AND ASSISTANCE PROJECT

We’re on the Web!

www. shca-project.org.al

SBCA Project
Sky Tower Nr. 144
Tirana, Albania

Phone: 355 4271475

Fax: 3554271478

E-mail: stta@sbca-project.org.al
info@sbca-project.org.al

ABOUT SBCA

USAID’s Small Business Credit and Assistance project has promoted the growth
of small and medium enterprises since March 2002. This has been done through
the provision of loans, group training and one-on-one consulting. SBCA has

provided commercial loans through its two financial partners BKT (Banka
Kombétare Tregétare) and PSHM (Partneri Shqiptar pér Mikrokreds).

Since March 2002 SBCA has provided credit and assistance to more than 5000
businesses. The project disbursed more than 1000 loans and achieved a 98% re-
payment rate. Recently SBCA focused on a selected number of clients with
growth potential. By providing knowledge on new technology, business man-
agement practices and marketing strategies the project aimed to increase sales

and expand the employment potential of its client companies.

SBCA team members write business plans, train clients, formulate marketing
strategies, provide production knowledge, create business linkages, source equip-
ment and raw materials and design labels and logos. SBCA clients are from all
over Albania. More than 70% are located in areas outside the Tirana-Durrés

corridor.

SBCA COMING TO A CLOSURE

On the 28th of February 2007 the SBCA project will come to an end. After a full
five years of working with Albanian businesses, the project staff is proud to have
assisted many enterprises in improving their operations and achieving their busi-
ness goals.

SBCA has succeeded in achieving USAID targets regarding the development of
small and medium enterprises in Albania. The project passed on knowledge of
new technology, marketing strategies, business plans, financial management tools,
production management systems and good branding practices to more than 5000
Albanian businesses. It injected fresh energy to businesses of various types and sup-
plied credits to over 1000 entrepreneurs. An increase in sales of $31,455,147 has
occurred among client businesses as a result of SBCA’s assistance.

Through the Small Business Credit and Assistance project, USAID has helped to
change business practices among Albanian small and medium sized companies. It
has strengthened a very important sector of Albania’s economy and encouraged
growth in terms of sales, jobs and competitiveness.

SBCA would like to thank all the partners and clients whom we have worked
with in the last five years for their contribution to the success of the project.
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PROMOVOHET GJATE PANAIRIT

Né se organizimi i panaireve
do té ishte profesion, atéheré
stafi i SBCA-sé do té ishin spe-
cialistét mé té miré né
Shaqipéri. Projekti organizoi
panairin e treté pér kété vit si
pjesé e pérpjekjeve pér té
promovuar produkte shqiptare
agrobiznesi dhe pér té vendo-
sur lidhje ndérsektorale
biznesi. Ndérsa dy ngjarjet e
para né Qershor 2006 pro-
movuan djathrat dhe vajin e
ullirit, ky i fundit u fokusua tek
mjalti dhe produktet e tjera té
bletés.

Panairi u mbajt tek Qendra e
Biznesit Riviera né Vioré mé
15 Dhjetor. 20 nga bletér-
ritésit mé té avancuar dhe
furnizues inputesh demon-
struan produktet dhe materi-
alet e tyre promocionale.
SBCA ka punuar me 12 prej
tyre pér pérmirésimin e mar-
ketingut, prezantimin e marki-
mit dhe rritjen e shitjeve.

Numri i vizitoréve ishte rreth
700-800. Qendra e biznesit
ndodhet né gendér té qytetit
dhe pérmban supermarkete
dhe dyganet mé té reja né
Vioré. Kjo ndihmoi né tér-
hegjen e njé numri t€ madh
vizitorésh.

Shitjet totale né fund té
panairit ishin  $30,000.
Pérve¢ mijaltit, prodhuesit
shitén edhe nén-produkte si
propolis, polleni, qirinj, dhe
artikuj té tjeré dekorues té
béré nga dylli i bletés. Gézim
Skerma, njé prodhues nga
Korga nénshkroi njé porosi
me vleré $15,000 me njé
shpérndarés nga Viora. Kjo
porosi do té pérséritet cdo dy
muaj.

Gjithashtu prodhuesit
shkémbyen furnizime, fir-
mosén kontrata dhe krijuan
lidhje biznesi. Tomorr
Beqiraj, njé prodhues zgjo-
jesh Korca, mori njé porosi

Kryetari i Bashkisé sé Vlorés, Shpétim
Gjika, duke provuar produktet gjaté
Dités sé Mijaltit

pér blerjen e 200 zgjojeve me
njé vleré totale prej $9,000.
(vazhdon né fagen 3)

SEE(R]

PROJEKT! | KREDISE DHE ASISTENCES
PER BIZNESIN E VOGEL

TREGU ZGJEROHET PER DJATHRAT E REJA

DHE VAJIN E ULLIRIT CILESOR

Pasi prezantoi dhjeté lloje té
reja djathi dhe pasi promovoi
vaji ulliri té cilésisé sé larté,
SBCA tani po synon t'i ¢ojé
kéto produkte né treg dhe té
sigurohet gé ato géndrojné
aty. Duke pérdorur
promotorét e biznesit
projekti ka hapur tregje té
reja pér djathin Fontina, njé
lloj i buté dhe i verdhé i prod-
huar nga NIKOLINO né
Shkodér, dhe Guda, prod-
huar nga NZI gjithashtu né
Shkodér. Strategjia e ndjekur
promotorét e biznesit synon

ABDIKIM

t'i shtyjé kéto produkte né
dhjeté supermarketet kryesore
duke péfshiré EUROMAX dhe
BIG MARKET. Njé hyrje e suk-
sesshme tek kéta shités
pakice pritet té keté njé efekt
shumézues tek shitésit e tjeré
me pakicé.

“Deri tani kemim patur njé
pritje té miré nga shitésit me
pakicé”, thoté Igli Gjoni, njé
nga promotorét e biznesit. “Ata
preferojné djathrat e reja
sepse ¢cmimet jané mé té uléta
se djathi i importuar, ndérsa

cilésia dhe paketimi jané té
krahasueshme me to”.
Gjithashtu, djathrat e reja
paketohen né masa nga 250
g deri né 1 kg. Ky éshté njé
ndryshim i madh nga djathrat
e zakonshém qgé shiten
vetém né formé rrotash té
médha. "Pérve¢ cmimit
djathrat e reja kané njé
avantazh tjetér mbi djathin e
importuar: ato jané mé té
freskéta”, thoté Igli.

Té dy kéto lloje djathi po
shiten né Tiranég, éhich is

Piképamjet dhe informacioni i dhéné né kété bulletin nuk pasqyrojné detyrimisht piképamjet dhe pozicionin e Agjen-
cisé pér Zhvillim Ndérkombétar té Shteteve té Bashkuara apo té Qeverisé sé Shteteve té Bashkuara.
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Sasia e mjaltit té
prodbuar né Shqipéri
éshté rritur dyfish né
dbjeté vitet e fundit

200 paketa me djath-
rat e rinj jané shitur

tek shitésit me pakicé

BLETERRITJA SHQIPTARE: NGA
TRADITE NE INDUSTRY

Té dhénat nga lashtésia tre-
gojné se bletérritja ka gené e
pérhapur né territorin e asaj
qé tani éshté Shqipéria.
Raportohet se llirét prod-
honin shumé produkte nga
bleta duke pérfshiré edhe
verén e béré nga mjalti. Kjo
tradité mbeti e gjallé pérmes
shekujve, megjithése né
ményré té€ kufizuar.

Qé nga rénia e komunizmit,
njé industri e re e mjaltit
éshté shfaqur né Shqipéri.
Njé brez mé i ri i prodhuesve
jo vetém e kané ringjallur
traditén por gjithashtu kané
pérgafuar njé orientim té ri
nga tregu. Né 15 vitet e fun-
dit bletérritja ka paré rritjen
mé té€ madhe pérsa i pérket
numrit t€ zgjojeve, fermeréve,
dhe sasis€ dhe cilésisé sé
produkteve.

Aktualisht ka rreth 6,000
prodhues mijalti dhe bletér-
rités né Shqipéri. Sasia e
mjaltit té prodhuar né vend
éshté dyfishuar né 10 vitet e
fundit dhe numri i kolonive té
bletéve éshté rritur né
123,961. Disa shoqgata, qofté
kombétare apo rajonale, jané
formuar nga prodhuesit dhe
bletérritésit.

Sidoqofté, vetém 10% e fer-
meréve deklarojné se bletér-
ritja €shté biznesi i tyre
parésor. Pjesa mé e madhe e
ushtrojné até si aktivitet
dytésor.

Disa nga c¢éshtjet kryesore gqé
bletérritésit duhet té
adresojné kané té béjné me
markimin dhe paketimin e
produkteve, edukimin e
konsumatoréve dhe
konkurrencén e pandershme,

Ata gjithashtu duhet té
pérgatiten pér eksporte té
ardhshme né BE. Sipas Dr.
Péllumb Aleksi, nga Instituti i
Sigurisé Ushgimore dhe Veteri-
nare. Bletérritésit shqiptaré
duhet té€ pérgatiten tani pér njé
hyrje t&€ mundshme né tregjet e
BE-sé.

BE konsumon rreth 22% mijaltit
botéror dhe kjo sasi po rritet
nga pak. Njé studim i fundit
nga CBI, Qendra pér Pro-
movimin e Importeve nga Ven-
det né Zhvillim (me zyra né
Hollandé) nxorri se BE prodhon
vetém 50% té mjaltit qé konsu-
mon. Kjo I€ gjysmén e mjaltit t&
konsumuar té hapur pér impor-
tet. Prodhuesit e mjaltit dhe
bletérritésit shgiptaré mund té
gjiejné njé mundési eksporti
kétu.

(vazhdon né faqgen 3)

TREGU ZGJEROHET PER DJATHRAT E REJA

DHE VAJIN E ULLIRIT CILESOR

(vazhdon nga faqgjal)

Sipas Iglit, pérvec dhjeté
supermarketeve, promotorét
po kontaktojné njézeté
shités té tjeré pakice. Dy lloje
té tjera djathi do té jené gati
pér té hyré ne treg né€ mesin
e Janarit 2007: Tomme de
Savoie nga GREAL né Korcé,
dhe Maasdam nga NETI né
Kavajé. Disa lloje djathrash
té prodhuara nga qumeéshti i
dhive dhe i deleve do te jené
gati né pranveré 2007 kur
fillon prodhimi sezonal i
kétyre llojeve té quméshtit.

Rreth 200 paketa me djath-
rat e reja jané shitur der tani.
SBCA synon té hapé tregje té
reja pér prodhuesit dhe t'i
aftésojé ata pér té vazhduar
t'i shérbejné atyre tregjeve.
Qéndrueshméria éshté ar-
ritur né nivelin e prodhimit.
Prodhuesit jané né gjendje té
vazhdojné veté prodhimin e
llojeve té reja me ndihmé
rastésore nga specialisté
lokalé.

SBCA po punon té€ arrijé té
njéjtén gjé né nivelin e mar-
ketingut. Hyrja né tregun
Tirané-Durrés éshté hapi mé
i réndésishém pér té sigu-

ruar vazhdimési shit-
jesh. Kjo po iniciohet
pérmes promotoréve té
biznesit. Pas identifiki-
mit t€ supermarketeve
mé té médha, pérdori-
mit té njé baze té
dhénash dhe krijimit té
njé liste me shitésit e
duhur, promotorét e
biznesit kontaktojné me
telefon ose kryjné shitje
direkte me té pérzgjed-
hurit.

Pérsa i pérket vajit té ullirit,
gjendja éshté ndryshe. Vaji i
ullirit ekstra i virgjér i prodhuar
nga klientét e SBCA-sé tenton
té keté njé ¢gmim mé té larté
krahasuar me vajin e ullirit té
importuar. Duke gené se
shumica e prodhuesve nuk
mund té pérfitojné nga
ekonomité e shkallés—pér
shkak té pérmasave té vogla té
bizneseve té tyre—ata nuk
mund té konkurrojné me
¢mime té uléta si¢ béjné
prodhuesit e djathit.
Konsumatorét shqiptaré nga
ana tjetér nuk jané té
ndérgjegjésuar mbi cilésiné e
vajit té ullirit dhe kjo ndikon
mbi kérkesén.

Promotért e biznesit po pér-

.'-i. . Lt e I‘EE

Djathrat e rinj konkurrojné miré me importet
pér shkak té ¢mimit té ulét dhe paketimit

dorin njé strategji tjetér pér
shtyrjen e vajit té ullirit me
cilési té larté né treg. Ata po
mbajné rrjetin actual té
shitésve dhe po koordinojné
furnizimin duke marre porosi
pér sasi mé t€ médha. Né té
njétjén kohé ata po edukojné
shitésit e tjeré mbi avantazhet
e vajit té ullirit me cilési té
larté té prodhuar né vend.

“Do té duhet mé shumé kohé
qé vaiji i ullirit ekstra i virgjér té
okupojé mé shumé territory né
treg, krahasuar me djathrat e
reja”, thoté Igli Gjoni.
“Konkurrenca e importeve
éshté shumé e forté”.
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(vazhdon nga fagja 1)

Njé furnizues ekskluziv i EZI -
njé sistem pér quméshtin e
mbretéreshés qé ka fituar
¢mime ndérkombétare - shiti
4 sisteme gjaté panairit dhe
mori njé porosi shtesé pér 6
sisteme, me njé vleré totale
prej $2,800. Ky sistem rrit
eficiencén né nxjerrjen e
gqumeéshtit té mbretéreshés.

Secili prodhues kishte stendé
té dizenjuar posacérisht me
logo, foto dhe informacion. Pér
shumé prodhues kjo ishte
mundésia e paré pér té
demonstruar paketim té ri,
etiketa dhe emra markash.
Panairi theksoi temén e SBCA-
sé gé markimi i miré éshté
themelor pér ndértimin e bes-
nikérisé dhe vazhdimésisé né
tregjet e mjaltit dhe produk-
teve té bletés. Prodhuesit
shkémbyen pérvoja dhe njo-

hén mé miré .

konkurrencén.
I njé interesi
té veganté
ishte diskutimi
midis
bletérritésve
né lidhje me
migrimin e
zgjojeve nga
veriu né jug
dhe
anasjelltas.
Pjesémarrésit
arritén njé
marréveshje mbi
bashképunimin pér migrimin
dhe luftén kundér
sémundjeve.

né Viroré

Panairi pérfagésoi njé ngjarje
domethénése marketingu
dhe vendosi njé standard pér
té gjith€ industriné e bletér-
ritjes. Asnjé panair nuk ka
grumbulluar njé numér kaq
té larté bletérritésish dhe

Pamje nga panatiri i mjaltit tek Qendra e Biznesit Riviera

=

prodhuesish té mjaltit. Ndry-
she nga ngjarje té ngjashme,
prodhuesit shfagén produkte
té paketuara dhe té etiketu-
ara né stenda profesionale.
SBCA pret gé ky lloj panairi té
vazhdojé rregullisht né té
ardhmen si njé ményré efek-
tive pér té nxitur shitjet dhe
pér té krijuar lidhje.

BLETERRITJA SHQIPTARE: NGA
TRADITE NE INDUSTRY

(vazhdon nga fagja e mér-
parshme)

Njé tjetér mundési pér prod-
huesit shqiptaré té€ mjaltit
mund té ishte tregu pér pro-
dukte organike. Njé interes né
rritie mbi shéndetin dhe
mirégénien midis Europianéve
po pérkthehet si njé kérkesé
né rritje pér mjalté cilésor né
tregun Europian. Konsumi i
drejtpérdrejt pérbén rreth 85%
té tregut t€ mjaltit dhe brenda
kétij segmenti mjalti organik
merr njé pjesé t& madhe ose
rreth 6,500 ton né vit.
Prodhimi i mjaltit organik
brenda BE-sé éshté shumé i
kufizuar pér shkak té varroa-
tozés, ndotjes dhe dimrave té
ftohté.

Gjithashtu ka njé treg né rritje
pér llojet e mjalteve njélulesh
si akacia apo térfili, si dhe pér
dyllé. Ky i fundit pérdoret pér
qirinj, kozmetiké, farmaci, dhe
pér materiale shkélqyese.
Rreth 8,000 ton dyllé u konsu-
mua né BE né 2005.
Gjithashtu, dylli éshté i pér-
jashtuar nga taksat e importit
gjé gé e bén até njé mundési
eksporti mé térheqgése pér

prodhuesit shqiptaré.

Disa vende si Gjermania, Hol-
landa, dhe Britania aplikojné
politika té tregétisé sé nder-
shme me synimin pér té favori-
zuar produkte nga vendet né
zhvillim. Mjalti dhe produkte té
tjera té bletés nga Shqipéria
mund té gjejné rrugé pér né
zinxhirin e dyganeve té
tregétisé sé ndershme, por kjo
kérkon renditje té pérpjekjeve.
Pérpara se té eksportojné
mjalté dhe produkte té bletés,
bletérritésit shqiptaré duhet t'u

-

Vizitoré pérgjaté stendave né panairin e Dités sé€ Mjaltit né Vloré

pérshtaten standardeve Eu-
ropiane.

Né rastin e mjaltit pér shem-
bull, nuk duhet té keté klo-
ramfenikol sepse ky mund té
shkaktojé njé gjendje fatale
tek disa konsumatoré. Ose
pérsa i pérket mjaltit organik,
rregullat e BE-sé e ndalojné
pérdorimin e ilaceve
veterinare qé pérdoren pér té
luftuar varroatozén.

Preparations for EU market
entry also include industry-
éide cooperation in order to

Panairi i mjaltit or-
ganizuar nga SBCA
pérfaqgésoi njé ngjarje
marketingu té
réndésishme dhe ven-
dosi njé standard pér
té gjithé industriné e
bletérritjes.

Mundésité pér té
eksportuar mjalté dbe
produkte blete pér né

BE jané aty, por
prodhuesit shqiptaré

té myjaltit dubet té
plotésojné standardet

ndérkombétare




Page 4

Issue Nr. 4,

November—December 2006

Logo dbe etiketa té
reja dbe njé fage né
rrjet po ndértojné
besnikéri ndaj
markés pér
produktet e
Mebmetajt

BLETERRITES NOVATOR RINOVON
MARKETINGUN DHE MARKIMIN

E ardhmja pér njé ish-
ushtarak nuk dukej e
shkélgyer né fillim té viteve
90-t€ né Shqipéri. Prandaj
Fatmir Mehmetaj vendosi té
provojé fatin tjetérkund. Ba-
bai i tij kish gené bletérrités
para se regjimi komunist té
merrte te merrte kontrollin e
té gjithé aktiviteteve té agro-
biznesit. Fatmiri sé bashku
me Véllain e tij, Jetnorin,
nisén ringjallien e tradités
sé familjes duke i hyré bizne-
sit té prodhimit té mjaltit me
ndérmarrjen e tyre Bleta-
farma.

Pér disa vjet Fatmiri mésoi
¢’mundi mbi bletét,
prodhimin e mjaltit dhe nén-
produktet. Ai bleu librat mé
té fundit mbi kéto fusha né
Itali dhe studioi né veganti
mbi propolisin dhe
quméshtin e mbretéreshés.
Té dy véllezérit vendosén té
nxirrnin produkte té veganta
dhe té diferencoheshin nga
prodhuesit e zakonshém té
mjaltit.

Q€ nga 1994 ky biznes famil-
jar ka shkuar mé tej se
prodhimi i mjaltit. Ai éshté
diversifikuar né produkte si
quméshti i mbretéreshés
polleni, propolisi, dhe sé
fundi né kozmetiké, uthull,
dhe raki. Ky biznes ishte i
pari gé prodhoi dhe shiti

qumésht

mbretéreshe
me sasi té
médha. Né
panaire té
ndryshme

véllezérit Meh-
metaj jané

paragitur me
nj¢ sasi té
habitshme té
produkteve
novatore.

Strategjia € p&r markimin
shitjes sé njé
shuméllojshmérie té nén-
produkteve dhe mbéshtetjes
tek produktet e reja ka rezul-
tuar shpérblyese. Produktet
kozmetike té Bletafarmas
shiten né dyqganin kryesor
bio té Tiranés si dhe né disa
farmaci. Shumica e shitjeve
béhen népérmjet porosive
pér blerje né telefon ose né
e-mail. Panairet jané provuar
si mjeti mé i suksesshém i
marketingut pér Fatmirin dhe
Jetnorin.

Né 2002 Fatmiri kontaktoi
SBCA-né, projektin pér Kredi
dhe Asistencé pér Biznesin e
Vogél. Projekti e inkurajoi até
qé té pérmirésonte ambien-
tet e prodhimit dhe té mpre-
hte marketingun. Fatmiri
akoma kujton takimin e paré
me SBCA-né si njé piké
kthese né biznesin e tij:

E
Fatmir Mehmetaj duke punuar me stafin e SBCA-sé

“Késhilla qé m’u dha ishte té
|éevizja ambientet e
prodhimit nga shtépia pér né
njé ambient té veganté”.

Njé fazé e re bashképunimi
ka filluar kohét e fundit kur
Fatmiri dhe Jetnori i kérkuan
SBCA-s€ té asistonte né pér-
mirésimin e marketingut.
Projekti prezantoi njé logo té
re pér produktet e Bleta-
farmas me qéllim nxitien e
besnikérisé sé klientéve. Njé
fage rrjeti u ndértua e cila
informon klientét e mund-
shém mbi kompaniné dhe
llojet e produkteve té saj.
SBCA gjithashtu ka pérgati-
tur njé broshuré pér kompan-
iné.

SHTIMI

Njé nga vecorité qé SBCA i
shtoi arenés sé panairve né
Shqipéri ishte posteri-temé.
Pér secilin nga kéto tre
panaire té organizuar né
2006 stafi i projekti koncep-
toi, dizenjoi, shtypi dhe
shpérndau postera té cilét
theksuan mesazhin kryesor.
Procesi i finalizimit té ¢do
posteri pérfshinte debate me
stafin e projektit, studio
dizenjimi dhe konsulenté té
jashtém. .

Gjaté diskutimeve intensive
ideté mé sé fundi maturo-
heshin dhe rezultonin né
slogane, foto, logo, dhe ele-

IMAZHIT NE PANAIRE

DITA E MJALTIT SHQIPTAR Mente grafike. Versionet finale
u dérgoheshin studiove té di-

zenjos dhe mé pas
shtypshkronjave.

Njé kombinim i temave auten-
tike shqiptare dhe imazheve
moderne éshté karakteristik né
kéta postera. Duke ruajtur njé
pamje origjinale shqiptare, pos-
terat e SBCA-sé€ japin njé lidhje
té forté me audiencat dhe kon-
sumatorét. Kjo shpesh mungon
né fushatat komerciale ose ato
té zhvillimit. Gjithashtu, bizne-
set kané mésuar shumé mbi
shtimin e imazheve dhe temave
né marketingun e tyre.

Posteri-temé i SBCA-sé pér Ditén Kom-
bétare té Mjaltit
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RRITJE SHITJESH DHE MARKIM | RI
PER BLETERRITESIN NGA VLORA

Zona e Smokthinés né Vloré
éshté njé rajon malor i
veguar me shumé pyje
halore, Iéndina dhe kullota.
Nuk ka rrugé tjetér lidhése
né kété zoné pérveg asaj qé
té lidh me rrugén kombétare
prané Tepele- nés. Smok-
thina éshté e pérsosur pér
bletérritie né sajé té klimés,
kullotave dhe florés. Njé nga
fshatarét e zonés éshté edhe
Bilbil Cobaj i cili po drejton
me sukses njé biznes mjalti.
Ndérmarrja e tij “Bletoria
Viora” ka prodhuar dhe shi-
tur mjalté dhe produkte te
tjera gé nga fillimi i viteve
90-té.

Bilbil vazhdoi njé tradité fa-
miljare e cila u filluar nga
babai i tij. Né 1990 kur ndér-
marrjet private u lejuan né
Shqipéri, Bilbili vendosi qé
do té jetonte pérmes
prodhimit te mjaltit. Pérveg
njohurisé qé ai trashégoi nga
familja e tij, ai studioi
literaturé mbi bletét dhe
mjaltin, dhe eksperimentoi
me teknika té reja.

Né 1993 Bilbili punoi pér
disa muaj me njé biznes
bletérritésish né Patra,
Greqi. Duke paré aftéisté
dhe njohurité e Bilbilit pro-
nari e inkurajoi até té
kthethej né Shqipéri dhe te

fillonte biznesin
e tij.

| pajisur me pér-
vojé té re dhe
me modele té
reja, ai u kthye
né Shqipéri dhe
gé nga 1993
ndérmarrja e tij
ka pérjetuar njé
rritje
domethénése.

Bilbil Cobaj duke u kujdesur pér zgjojet né fermé

Ndérsa né fillim e tjj né Smokthing, Vioré

produktet e tij

géndronin né magaziné pér
muaj apo edhe vite, tani ai
shet brenda ditesh apo javésh
té prodhimit. Nga 14 zgjoje qé
ai kishte né 1990, ai tani
zotéron 400. Pérve¢ 4
anétaréve té familjes qé
punojné, Bilbili ka punésuar
edhe 3 shités té cilét
mbulojné zonat e Sarandés,
Vlorés, dhe Tiranés.

Kur SBCA dha njé trajnim né
Vloré mbi planet e biznesit,
Bilbili vendosi té pérdorte
asistencén e projektit. Ai
mésoi pér heré té paré si té
menaxhonte financat dhe té
llogariste kostot. Né 2002 ai
dyfishoi shitjet si pasojé e
asistencés sé SBCA-sé
népérmjet gjetjes sé tregjeve.

Deri atéheré Bilbili po pér-

dorte paketim té dorés sé
dyté (shishe plastike) té cilat
nuk pérmbanin asnjé informa-
cion, marké apo logo. Ai pa se
klientét largoheshin pér shkak
té prezantimit té varfér té
produkteve. SBCA prezantoi
paketim té ri duke zévendé-
suar shishte plastike me
kavanozé qelqi, duke shtuar
etiketa té reja mé interesante
pér klientét dhe duke dizen-
juar njé logo té kompanisé.
Kjo ka béré té mundur rritjen
e ndjeshme té shitjeve pér
biznesin e Bilbilit.

SBCA e ftoi Bilbilin né panairin
e mijaltit né Vloré né 15 Dhje-
tor, ku ai shiti rreth $400 dhe
u ekspozua tek konsumatorét
dhe shitésit me pakicé.

POoSTERA-TEME TE DIZENJUAR NGA SBCA

Maijtas: poster-temé pér
panairin ‘Promovimi i Vajit
Shqiptar té€ Ullirit’.

Djathtas: ‘Pasurimi i Tradités
Shgiptaré té Djathit’, poster-
temé dizenjuar pér ditén e

djathit mé 1 6 Qershor 2006.

Shgqiptare € Djathit

\ Pasurojmé Traditén 5

Paketimi dbe
markimi i ri e kané
aftésuar Cobajn gé té
rrisé shitjet e mjaltit
dbe té krijojé njohje
né treg.
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Njé model i ri
prodhimi 1
zhvilluar nga
SBCA ka reduktura
kostot me 5% pér
EdiPack

EKSPORTUES | MIDHJEVE PAJISET
ME PLAN BIZNESI

Midhjet e Viktor Celés kané
hyré né tregjet e BE-s€ pas
ndryshimeve té fundit qé
lejojné disa produkte
shqiptare pér t'u shitur
brenda Bashkimit Europian.
Kjo mundési eksporti ishte
ajo gé SBCA kishte né
mendje kur prezantoi
paketim dhe markim té ri pér
kompaniné e Viktorit,
‘Butrinti Imp-Exp’.

Sé fundmi, SBCA shtoi edhe
njé element tjetér né shérbi-
met ndaj kompanisé: njé
plan biznesi. Plani u zhvillua
sipas njé formati té ri té di-
zenjuar pér klientét. Ai do té
shérbejé si harta e Viktor
Celés pér muajt dhe vitet né
vazhdim.

E gjithé asistenca e dhéné

nga SBCA pér kété
kompani u planifi-
kua qé ta
mundésonte
zgjerimin e treg-
jeve dhe fillimin e
eksporteve. Plani i
biznesit éshté
hallka e fundit né
zinxhirin e asis-
tencés sé SBCA-
sé. Késhilla mar-
ketingu, njé faqe
e re né rrjet, ma-
terial promocion-
ale, aplikimi pér
bar kodin, prezantimi i marki-
mit, menaxhimi financiar dhe
zgjerimi i shitjeve ishin té
gjitha pjesé e asistences.

| pajisur me njé plan biznesi

Viktori do té jeté né gjendje
pé planifikojé operacionet e

Njé punonjése e “‘Butrinti impExp’ duke emon-
struar produkte té kompanisé

tij Nn€ ményré mé té sakté se
mé paré. Gjithashtu, plan
biznesi do té sigurojé mé
shumé mundési pér kredi
dhe hua.

EDIPACK: SISTEM 1 RI MENAXHIMI
REDUKTON KoOSTOT

Gdo sipérmarrés kérkon té
reduktojé kostot e prodhimit.
Né rastin e Bardhyl Balltezés
reduktimi i letrés sé humbur
gjaté prodhimit té kutive té
kartonit do té sillte njé ulje té
ndjeshme kostosh. Problemi
mé kryesor pér kompaniné
ishté si té reduktonte mbetjet
e kartonit. Makinat prerése
pérdornin vetém 87-90% té
materialit ndérsa menaxheri i
prodhimit po i kushtonte deri
né 5 oré puné llogaritjes
manuale té ¢do operacioni.
Me 50 porosi né javé pér
shumeé lloje kutish dhe pér
sasi té ndryshme, kostot ishin
tepér té larta si né materiale
ashtu edhe né kohé.

Kur SBCA identifikoi kété
problem, i sugjeroi EDIPACK
njé zgjidhje té re: krijimin e njé
programi kompjuterik gé do té
llogariste shumé modele prer-
jeje. Specialisti SBCA-sé pér
menaxhimin e prodhimit ndér-
toi njé model té ri né i cili
llogarit deri né to 375,000
kombinime. Ky model
gjithashtu mundéson gé

makineria té punojé pér £
kohéra mé té gjata. =
E gjitha ajo qé i duhet
menaxherit té prodhimit
té kompanisé éshté
futja e kodeve té pro-
dukteve dhe sasive, dhe
modeli e bén pjesén
tjetér. Ai identifikon cilat
kombinime japin mé
pak humbje, propozon
kombinimin mé té miré
pér operacionin dhe
llogarit kohén gé duhet
pér ¢cdo operacion.
SBCA punoi me special-
istét e EDIPACK pér
prodhimin dhe financén
dhe instaloi programin
si dhe i trajnoi ata pér pér-
dorimin.

Kompania zbatoi modelin e ri
dhe tani po pérdor 94% té
materialit t€ kartonit. Koha e
pérgatitjes u zvogelua
peséfish: menaxheri i
prodhimit tani merr vetém
njé oré pér pérgatitjen e ¢do
operacioni. Vlera totale e
kursimit éshté rreth
$150,000 né vit krahasuar
me sistemin e vjetér man-

Shefi i projektit SBCA dhe njé konsulente
marketingu gjaté njé sesioni me Z Ballteza

ual- baraz me 15% té xhiros
vjetore.

Gjithashtu, ky kursim do té
rritet me rritjen e véllimit té
prodhimit dhe té shitjeve.
Pér biznesin e Bardhyl Ball-
tezas, SBCA ka reduktuar
kosto dhe ka ndértuar bazén
pér njé sistem té ri té
menaxhimit té prodhimit.
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PERGATITJA E PLANEVE TE BIZNESIT PER
TE GJITHE LLOJET E BIZNESEVE

SBCA ka krijuar njé format
standard pér plan biznese i
cili po pérdoret pér 50
klienté. Formati i shérben té
gjitha llojeve dhe pérmasave
té biznesit dhe pérmban té
gjithé elementét e duhur pér
té drejtuar njé ndérmarrje.

Midis kompanive shqiptare,
plan bizneset pérgatiten
kryesisht pér té aplikuar pér
kredi. Edhe atéheré bankat e
sigurojné kredité pérmes
kolateralit qé do té thoté se
plan bizneset pothuajse
asnjéheré nuk pérdoren si
instrumente pér vendim-
marrje né biznes. Pronarét e
bizneseve té cilét punésojné
dhénés lokalé té shérbimeve
té biznesit pér té€ pérgatitur
plan bizneset, shpesh nuk e
kuptojné pérmbaijtjen e
planit apo domethénien e tij
dhe kurré nuk i referohen atij
pasi kané marré krediné.

Pérmes prezantimit té njé
formati té ri pér plan bizne-
set, SBCA synon t'i béjé kom-
panité mé té ndérgjegjshme

mbi réndésiné strateg-
jike té planifikimit. For-
mati i ri éshté njé mjet
g€ ndihmon pronarét gé |
té menaxhojné bizneset
e tyre dhe té pérmiréso-
jné operacionet. SBCA e
krijoi standardin e saj
bazuar mbi njé model té
Ernst & Young.

Projekti megjithaté e
sheh plan biznesin
vetém si njé pikeé fillimi
pér konsulencé té
vazhdueshme. Njé plan
biznesi del jashté kohé
pothuajse sapo éshté
shkruar. Konsulenti duhet té
punojé me pronarin pér
pérditésimin e planit pér ta
mbajtur até aktual.

Né kété moment 6 plan
biznese jané plotésuar dhe 20
té tjera jané né bérje e sipér.
Disa konsulenté kané dhéné
kontribut pér kéto biznese
dhe kjo pérfshin. marketin-
gun, menaxhimin e prodhimit
dhe pjesén financiare. Llojet e

s} 35 S——
Miell Tirana sh.a. éshté njé nga kompanité e cila
ka njé plan biznesi sipas formatit t& SBCA-sé

kompanive gé po pajisen me
plan biznese pérfshijné pér-
punues ushqgimesh, fabrika
tekstili, rrités midhjesh, prod-
hues vaji ulliri dhe ndérmarrje
ndértimi. SBCA ka inkurajuar
pronarét dhe menaxherét qé
té vazhdojné té axhustojné
planin sipas nevojave né ndry-
shim té biznesit té tyre.

DOBITE PLANIT TE BIZNESIT

Pérse duhet té€ investojné bizneset né pérgatitien e njé plan biznesit? Pas pesé vjet pune

me biznese té pérmasave té vogla dhe té mesme, SBCA ka identifikuar disa ményra pér-

mes té cilave planet e biznesit ndihmojné ndérmarrjet. Mé poshté éshté njé listé e dobive
gé klientét e SBCA-s€ dhe biznese té tjera mund té pérfitojné pérmes planit té biznesit.

. Pércakton pikén e rentabilitetit

. Pérkufizon synimet, objektivat, operacionet dhe drejtimin e té€ ardhmes

. Adreson aspekte té vecanta té produkteve dhe shérbimeve tuaja

. Rrit njohurité tuaja mbi tregun dhe mbi pérspektivat tuaja

. Pércakton imazhin tuaj, cmimin, promovimin, dhe strategji té tjera

. Analyzon konkurrencén

. Strukturon metodat e prodhimit dhe shpérndarjes

° Lidh projektimet financiare me prodhimin, marketingun, burimet njerézore dhe am-

bientet

Llojet e bizneseve té
pajisura me plan
biznesi pérfshijné
pérpunues ush-
qimesh, fabrika tek-
stili, rrités midhjesh,
prodhues vaji ulliri
dhe ndérmarrje
ndértimi.




Rrisim Bizneset Shqgiptare
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PROJEKT! | KREDISE DHE ASISTENCES
PER BIZNESIN E VOGEL

Ne jemi né rrjet!

www. shca-project.org.al

SBCA Project
Sky Tower Nr. 144
Tirang, Shqipéri

Phone: 355 4271475

Fax: 3554271478

E-mail: stta@sbca-project.org.al
info@sbca-project.org.al

RRETH SBCA-sé

Projekti i USAID-it pér Kredi dbe Asistencé ndaj Biznesit té Vogeél ka nxitur
rritjen e ndérmarrjeve té vogla dbe té mesme qé nga Marsi 2002. Kjo éshté
kryer pérmes dbénies sé kredive, trajnimeve né grup dbe konsulencé njé-pér-nje.
SBCA ka dhéné kredi tregétare pérmes dy partneréve financiaré, BKT (Banka
Kombétare Tregétare) and PSHM (Partneri Shqiptar pér Mikrokreds).

Qé nga Marsi 2002 SBCA u ka dhéné kredi dbe asistencé mé shumé se 5000
bizneseve. Projekti shpérndau mé shumé se 1000 kredi dbe siguroi njé normé
ripagimi prej 98%. Kohét e fundit SBCA u fokusua né njé numér té pérzgjedhur
klientésh me potencial pér rritje. Duke dhéné njoburi mbi teknologjité e reja,
praktikat e menaxhimit té biznesit dbe strategji marketingu projekti ka

ndibmuar né rritjen e shitjeve dbe zgjerimit té potencialit pér punésim.

Anétarét e skuadrés s¢ SBCA-sé shkruajné plan biznese, trajnojné klienté, for-
mulojné strategji marketingu, japin njoburi mbi prodhimin, krijojné lidbje
biznesi, prokurojné pajisje dbe léndé té paré, dbe dizenjojné etiketa dbe logo.
Klientét e SBCA-sé vijné nga e gjithé Shqipéria. Mbi 70% e tyre ndodben pértej

korridorit Tivané-Durrés.

PROJEKTIT SBCA | AFROHET MBYLLJA

NEé 28 Shkurt 2007 projekti SBCA do té pérfundojé. Pas plot pesé vjet pune me
bizneset shqiptare, stafi i projektit éshté krenar qé ka asistuar shumé ndérmarrje né
pérmirésimin e operacioneve dhe né arritjen e synimeve té biznesit.

SBCA ka patur sukses né arritjen e synimve té USAID né lidhje me zhvillimin e
ndérmarrjeve té vogla dhe té€ mesme né Shqipéri. Projekti pérveg 1144 kredive, ka
dhéné njohuri mbi teknologjité e reja, strategji marketingu, plan biznese, mjete té
menaxhimit financiar, sisteme te menaxhimit té prodhimit dhe praktika pér
markimin e miré tek mé shumé se 5000 biznese shqiptare. Ai ka future energji té
reja tek biznese té llojeve té ndryshme. Njé rritje né shitje pre $31,455,147 ka ndod-
hur tek bizneset kliente si rezultat 1 asistencés sé¢ SBCA-sé.

Pérmes projektit té Kredisé dhe Asistencés pér Biznesin e Vogél, USAID ka
ndihmuar né ndryshimin e praktikave té biznesit midis kompanive t€ pérmasave té
vogla dhe té mesme né Shqipéri. Ai ka forcuar njé sektor shumé té réndésishém pér
ekonominé e Shqipérisé dhe ka inkurajuar rritje pérsa i pérket shitjeve, punésimit
dhe aftésive konkurruese.

SBCA déshiron té falénderojé té gjithé partnerét dhe klientét me té cilét kemi
punuar né pesé vitet e fundit pér kontributin e tyre né suksesin e projektit.







iktor Marku is the only
producer o f towelsin B E F o R E
Albania cover-ing about
15% o f the domestic
market. He started in
2000 by privatizing the FLORJAN -V
former state textile fac-
tory int he northern Albaniant own of EPSHKODER
Shkodér which was renowned throughout

the country for its quality towels. In eight Tel. - Fax : 00355. 224. 89-59
00355 682151662

years Mr. Marku's business, Florjan-V, has 00355 692167847
doubled insize and now it employs 20
workers in addition to 4 family members.
In 2005 the company reached $200,000 in
sales, one third of which was exports.
Now the company supplies 30 clients with
towels o f variouss izes, colors and
designs, and it p roduces 15,000 towels
per month. A $30,000 loan facilitated by
the Small Business Credit & Assistance
project (SBCA) in2 002 helped Marku
repair his equipment and double his pro-
duction capacity. In three years he paid off
the loana nd in2 005 SBCA p rovided
another loan aimed at securing Florjan-V's
electricity supply and improving distribu-
tion channels.

Marku has a high rate of repayment for his
loans and dis-plays an open attitude. He
understands the benefits of ser-vices pro-
vided by S BCA and continually seeks
advice on developing his business. He has
a forward | ooking vision for his business
and a collaborative approach w hen it
comes to receiving donor assistance.
Recently a new logo and labels were pro-
vided for Florjan-V by SBCA that has cre-
ated brand value for the company. To help
this business improve its image and brand
identity, SBCA also designed a company
Web site: www.florjan-v.com a nd pro-
duced b usiness cards, envelopes, letter-
heads and a product catalogue. Assistance
is being provided to the company in find-
ing equipment spare parts, utilizing exist-
ing equipment and improving warehouse
and shop floor spaces.

Currently Marku needs to improve inven-
torym anagement, keep accurate
turnover r ecords, and increase p roduc-
tion capacity. In 2005 SBCA introduced a
computerized produc-tion management
system. This enables Florjan-V to improve
accounting, cash flow statements and pro-
duction control. Staff is being trained on
computer use and other IT skills.

SBCA's network of Business Promoters is
helpingt o find markets for Florjan-V
products while SBCA consultants as-sist in
sales a nalysis, m arketing strategies a nd
business planning. SBCA assistance h as
resulted in an increase of $70,000 in this
company's sales.
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or more than 12 years
Tomé Malshi has been run-
ning his food processing
business based in the
Pllané village, in the north-
ern district of Lezhé. He
started in 1994 by collect-
ing, packaging and selling olives and after 9
years of growth, decided to expand his busi-
ness and process various types of fru+it and
vegetables.
Tomé noticed that the north of Albania had
only one significant food processor and the
market was dominated by products made in
the south of the country. He decided to fill
this market gap and in 2003 invested up to
$200,000 in setting up a new factory for
processing peppers, cucumbers, peaches,
plums, figs and olives.
The new enterprise was named AMARILTO
and is run by Tomé, his wife and his brother.
It employs 7 full-time workers and 8 sea-
sonal workers and this number might
increase depending on sales and business
growth. The company's sales for 2005 were
ap-proximately $190,000 and the product
range includes 12 products. Olive sales
accounted for 100,000 kg while packaged
peppers sold about 10,000 kg.
Since 2005 the company has been working
together with USAID's Small Business
Credit and Assistance project, in order to
improve its performance in the market.
According to Tomé the cooperation has
been fruitful in the sales and marketing
aspects. The result has been a 28-30%
increase in sales during this period.
This sales increase is the outcome of SBCA's
work through its business promoters who
have opened up new sales channels for
AMARILTO and have established new mar-
ket contacts. A major breakthrough was to
gain market share in the cities of Tirana and
Shkodér. SBCA's business promoters have
helped the company introduce its products
to these markets.
In addition the project is assisting by devel-
oping the company's branding. New labels
were produced for 4 AMARILTO products
while a company leaflet and a catalogue
were printed in early 2006. Tomé is now
using business cards containing the company
logo developed by SBCA.
The assistance provided by SBCA has aimed
at a holistic growth for this company. Sales
and marketing support has been provided
alongside with cost calculation and business
planning. This en-ables AMARILTO to har-
monize efforts and achieve better busi-ness
management. For the immediate future,
Tomé is aiming at a 40% increase in sales
which he deems possible seeing that the
market is absorbing his products quickly.
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FLORIN-V
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Albania
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Italia _ _
Tel: 0039086158269
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Cel: 00393356966473
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pending up to 18 hours per
day at his milk processing B E F o R E
facility is the only way for
Arben Kolaj to ensure his
products stay competi-tive
and reach the market on
time. 'Nikolino' sales were
nearly $750,000 in 2004
with the highest sales taking place during
Spring and Summer. The company's white
cheese - the Albanian equiva-lent of 'feta’
cheese - sold nearly 217,000 kg during
2004. Other products include packaged
yoghurt, Swiss style 'kackavall' cheese,
curd, and yoghurt sauce.
Based in the village of Dajg, in the northern
Albanian district of Shkodér, Mr. Kolaj
employs || people in addition to 3 family
members and 2 distributors. Ten years
after starting his milk proc-essing business
he supplies 130 clients in Lezhé, Lag,
Rréshen and Rubik in the north, as well as
Tirana and Durrés in central Albania.
320 farmers supply Kolaj daily with milk
which is later processed into 700 kg of
white cheese and 9500 yoghurt packages.
‘Nikolino' sh.p.k. was contracted by
'‘Mercy', a US organization that supplies a
number of schools with free yoghurt for
children.
Since 2003 the Albanian Small Business
Credit & Assistance pro-ject (SBCA) has
provided Nikolino with loans and technical
assis-tance. The project facilitated three
loans that Kolaj used for expanding the
production line and purchasing new equip-
ment. Because of this experience, Mr. Kolaj
came to understand the benefits of receiv-
ing technical assistance both for himself
and for his employees.
Through a client survey, SBCA found that
Nikolino sh.p.k. needs better management
skills. Currently the project is assisting Mr.
Kolaj in expanding his markets, introducing
new products, improv-ing equipment and
technology, and implementing marketing
activi-ties. An SBCA consultant is helping
Nikolino sh.p.k. upgrade its production
techniques and increase its cheese quality
in order to make it more competitive.
In 2006 SBCA introduced to the company
two new types of cheeses, Fontina and
Mozzarella. This was part of a wider diver-
si-fication strategy SBCA has suggested to
this business. Through SBCA the company
now has its own Web site www.nikolin- e -
odairy.com, as well as a new logo, labels i FreaneTa I Slesore
and busi-ness cards. SBCA also has worked ek .
with Mr. Kolaj in sourcing new yoghurt
packaging equipment and in finding new
markets. SBCA's intervention is expected
to add $5,000 in yoghurt sales and a fur-
ther $15,000 in cheese sales.

NATYRAL ME VLERR
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2 NIKOLIND sh.p.k. - Microsoft Internet Explorer
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FILLIMI ENGLISH
Miré se vini né NIKOLINO sh.p.k

E ndodhur ne Daj¢, Bregu i Bunés, fshat qé ndodhet afér Shkodrés.
prodhimet e bulmetit té Nikolino-s konsumohen né shtat qytete.
Rreth 300 fermeré té asaj zone e furnizojné Nikolino Sh.p.k. me
MbiNe o | dumésht P

olino Sh.p.k. ka njé kontraté me "Mercy”, njé organizaté nga
Produkte -« Sh.B.A.-té dhe dy distributore.

Na Kontakto =

Produktet tona

kagkavall
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FILLIMI ENGLISH
Giithcka mbi NIKOLINO sh.p.k.

A Z. Arben Kolaj ka né pronési njé fabriké pér pérpunimin
1 e quméshtit né Dajc, fshat gé ndodhet afér Shkodrés.

3 Prodhimi i Nikolino Sh.p.k. ka ardhur duke u rritur

J gradual-isht qé nga fillimi, dhe prodhimet & bulmetit t&
Nikolino-s konsumohen né Lac, Rréshen. Rubik,

. v Tirang, Durrés dhe Fushékrujé. Prodhimet kryesore
Mbi Ne « jané kosi, djathi i bardhé dhe djathi kackavall

Produkte =
Na Kontakto =

(llogaritar?).
Rreth 300 fermeré t& asaj zone e furnizojné Nikolino Sh.p.k.
me qumésht. Ata prodhojné rreth 700 kg djathé té bardhé,
2000 gota kos 500 gram dhe 7500 litra kos ne gota 200
grameshe.

Ne vitin 2005, Nikolino ka hapur nje dygan ne gytetin e Tiranes, prane Uzines
Dinamo. Nikolino Sh.p.k. ka njé kontraté me "Mercy”, njé organizaté nga Sh.B.A.-1é
e cila fumizon falas disa shkolla me kos pér fémijét.
Kompania ka etiketén e saj q& pér momentin pér-
doret vetém pér kosin. Z. Kolaj po punon pér
dizenjimin e etiketés edhe pér djathin. Ai ka pérftuar
asistencé teknike nga Projekti i USAID-it i Qendrés
B pér Kafshé dhe Shérbime né Shgipéri gjaté viteve té
of kaluara.

Kjo fage u financua nga USAID nepermjet SBI

[ Internet




n the early 90's many Albanian B E F o R E

entrepreneurs  started to
import fertilizers and pesticides
and sell them to farmers. Soon
USAID encouragedt hemt o
enter agribusiness production
since trading inputs alone
would not be sustainable in the
long term. Hysen Kogi was one of the fer-
tilizer dealers who decided to become a
dairy producer. He also had another reason
for starting his agribusiness enterprise: he
wanted to lure his sons who had immigrat-
ed to ltaly, back to A Ibania. S ince 1994
Hysen Kocgi's dairy enterprise, N ETI, has
gradually grown and now he employs 7 full
time workers and 8 family members. When
he started he only had a small facility and he
used primitive equipment. After identifying
new m arket opportunitiesi n Durrés in
2000, M r. K oci upgraded his technology
and purchased new equipment. Salesin
2005 were $655,000 and the range of
products includes |5 varieties of cheeses,
yoghurt, butter and milk. Around 3 - 3.5
tons of milk are processed everyday. Kogi's
clients are retailers and he also o wnsa
retail shop in Durrés. The company has a
loyal customer base and Kogi's productsand
customer service h avew on him high
esteem among
many regular c lients. Currently t his busi-
ness is receiving assistance from the Small
Business Credit and Assistance project
(SBCA). The project is providing new pro-
duction techniques and is introducing pack-
aging and labeling to NETI. Recently there
have been low profit margins from sales of
traditional white 'feta’ and yellow 'kagkavall
cheeses. At the same time a new market
segment has emerged: medium and higher
income Albanians and immigrants visiting
the country during holiday and summer
seasons. This segment demands m ore
sophisticated cheeses and Mr. Koc¢i decided
to work with SBCA to meet this demand.
SBCA experts are working with the com-
pany to p roduce a new type of cheese:

Emmental, ina hard version. About 50 kg s Hysen Koci
of this cheese are being tested and accord-

. . . Adresa: Cet: 068 20 22 587
ing to Mr. Koci the new process is not that B i e

difficult. SBCA has s ourced the supply of
2000 casein pieces and introduced casein

stamps t o NETI. Ina ddition, K oci h as =

received advice and new equipment o n E"g z
humidity control. To strengthen the mar- e gﬁ
keting aspect f or t he new p roduct, new w §§ "%
labels and a new |logo are being prepared E§§ Eg
by SBCA.Mr.Kogiis optimistic that his 2e2 RE
newly branded Emmental cheese will soon %é &z
gain market share. Eg E




uri Lako started
his dairy business
inM arch 1999
when Albania was
flooded with
Kosovar refugees
and NATO troops
were  stationed
throughoutt he
country. He estab-lished GREAL sh.p.k.in
Korgé, an area renowned for its rich agricul-
tural and livestock traditions. After noticing
thatt he local m arketw as f ull of dairy
imports from Greece or Italy, Lako decided
this was a business that would be beneficial
to him and the community.
After 6 years the company has gradually
increased sales reaching $700,000 in 2005.
GREAL's products include: f eta cheese,
sheep and goat cheese, 'kackavall' cheese,
yo-ghurt, butter and curd. D ifferent f rom
other |ocal producers who only sell in the
Korga region, L ako's market extendst o
Tirana, Durrés, Elbasan and Saranda, as well
as in Korgé.
GREAL's main clients are 5 wholesalers and
405 retailers spread t hrough the various
regions. They receive supplies via the com-
pany's distribution vehicles. There are 5 full
time e mployees i ncluding a n accountant,
technical specialist, driver and guard. Up to
4,500 tons o f milk can be processed at
GREAL's facility and the company has its
own laboratory.
The company plans on diversifying its prod-
ucts, building a longer-term strategy and
adding m ore employees. | n order to
achieve these, Mr. Lako is being assisted by
SBCA, the Small Business Credita nd
Assistance project. SBCA is w orking to
introduce a new typeo f cheese and
improve the company's product image.
Since March 2006 an SBCA expert has
introduced to GREAL a new type of French
cheese: Tomme de Savoie, ina semi-hard
version. The company is| earning new
methods o f producing more c heese types
and hopes t o differentiate i tself from t he
mainstream competition. Around 500 liters
of milk are being used to test launch the
new Tomme cheese.
Most cheese producers fail to identify their
products and do not include a seal. That's
why SBCA has introduced the ca-sein labels
and has sourced a casein supplier for
GREAL. With this type of label, the compa-
ny can ensure a more loyal customer base
and differentiate its products in the market.
The new p roduct and label w ill boost
GREAL's presence in the Albanian c heese
market.

BEFORE
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Guri Lako @

President

Adresa:
Rruga Nacienale Korgé-Dishnicé;

Cel: 068 20 59 343
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rothers Ziaja and lzet
Alijahaj were Vvisiting
their family in Alba-nia
in September 1994
after having spent two
years  workingi n
Greece. | t was during
that visit that their older b rother, Naim,
convinced them to start a dairy business in
their home village of Trush, in the northern
Albanian d istrict of S hkodér. Thet wo
brothers had worked in a milk processing
factory where they learned new techniques
and practices on dairy production. Their
company, N ZI s h.p.k., was established in
November 1994.
Initially t he enterprise had a supply of 70
liters of milk per day - currently it gets a
supply of 10,000 liters per day - and it was
a strictly family business. The only product
was white 'feta’ cheese and distribution was
done via a horse-driven cart until they
bought their first van in 1995.
Although competition fromi mported
cheese was tough, demand for domestical-
ly made cheeses was growing. In 1997 the
Alijahaj brothers started producing the yel-
low 'kackavall' cheese after they noticed its
absence in the market. At the same time
milk supply was on the increase and a grant
from a Dutch foundation enabled the com-
pany to purchase new equipment and install
a proper processing line.
Currently N Zl' s h.p.k. a nnual sales are
$1,435,000 and ite mploys 25 people
including several family members and part-
time w ork-ers. The main p roducts are
three types of cheeses and yoghurt. L ike
similar Albanian businesses, NZI sh.p.k.
needed new p ro-duction knowledge and
improved marketing. T o assist int hese
areas, t he S mall Business Credita nd
Assistance project ( SBCA) i s providing
expertise i n production processes and in
marketing.
During a training session SBCA introduced
to Naim Alijahaj the idea of producing new
types of ¢ heeses such as Goudaa nd
Emmental. However, he could not produce
them by himself. S ince | anuary 2006, a n
SBCA expert has been working with NZ| to
introduce the production of Gouda cheese.
The company ist estingi ts first Gouda
cheese and notifying its existing retail clients
on the new product. SBCA provided a hu-
midity meter to NZI in order to improve
humidity control, a very important aspect
of cheese production. In addition, SBCA is
re-vamping the NZI p roduct | ogos and
designing a new label for the Gouda cheese.
SBCA's assistance aims at i ncreasing sales
by 15%.

BEFORE
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B E F o R E kper Q atipiis rela-
tively new int he
dairy business.
After working f or
several years in
Greece he returned
to A Ibaniaa nd in
2002 started h is
own dairy production enterprise. Since he
had not received any loans Mr. Qatipi's ini-
tial pro-duction was limited and relied on
traditional means of pro-ducing and in his
Greek experience. In 2004, after a gradual
increase o f production, he builta 10 ton
refrigeration room and installed a new pas-
teurizing line.
Located in t he central A Ibanian town o f
Elbasan, Qatipi sells h isc heeses and
yoghurt to s everal r etail shopsin Elbasan
and Tirana. The business employs 7 people
including a few family m embers and milk
A F T E R supplies come f rom two nearby villages.
Sales r eached $64,000 in 2004 - ort he
equivalent o f about 18 tons of products.
Full production capacity is 50 tons per year.
Like other cheese producers, Mr. Qatipi is
now looking to expand his market through
product diversification. A Ithough recently
there has been a growing demand for
domestic cheeses, the Albanian marketis
dominated b y two tradi-tional cheese
types: white 'feta' and yellow 'kackavall'. In
addition, profit margins for these products
are s hrinking and dairy entrepreneurs like
Qatipi are in need of new marketing strate-
gies.
In these areas Mr. Qatipi is receiving assis-
tance from the Small Business Credit and
Assistance project, SBCA. The first service
SBCA provided to this business was a train-
ing session on food and safety standards and
quality manage-ment delivered in Elbasan in
June 2004.S ince then SBCA has been
working to improve the overall marketing
strategy for Qatipi in the areas of branding,
packaging, labeling and sales. The new
brand name of BRUAL was introduced to
Qatipi's products which until recently had
no brand associa-tion.
In early 2006 SBCA introduced a new type
of c heese to M r. Q atipi: Panir,a w hite
unripe cheese made from whole cow milk.
An SBCA consultant is assisting the produc-
tion proc-ess while a new logo and labels
have been designed by SBCA. BRUAL labels
will be placed on Qatipi's new c heese as
well as on his other products. The differen-
tiation in t he marketplace a nd customer
loyalty gained from the new brand identity
is expected to have a significant impact on
Qatipi's sales.
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N

fter spending a few
years in G ermany B E F o R E
Shpresa Shkalla
_ A
in 1996 and started w ,i
her o wn business. e
family's tradition in Extra Virgin
olive oil production, she established a small
of Albania's capital Tirana. With initial sup-
port from GTZ and later from USAID, her /
duction capacity and she moved the facility
to M ullet, a nother v illage f urther s outh.
6 seasonal workers. In 2004 sales reached
$85,000 and export sales amounted to S T K a _
$25,000. T he exported p roduct goes .
with a s pecial label s uitable for the Swiss
market. Domestic sales were 5,625 liters, A F T E R
In April 2005 Shkalla's o live oil won the
International Competition on Bio-Extra
the 10 best olive oils among 213 companies
from 40 countries. Mrs. Shkalla p roduces
with a low level of acidity, of around 0.2%.
Another p art of Shkalla's business is t he
who produce their own oil for family con-
sumption.
project (SBCA) has assisted Mrs. Shkalla for
the last two years. In June 2004 a training
techniques, fertilizer usage, olive tree pro-
tection and bio-products quality manage-
During 2005 Shkallas h.p.k. w as at risk
when two new o live oil producers built VA] ULLIRI
olive supplies. In the same year Mrs. Shkalla ORGANIK
received a loan from Tirana Bank and pur-
Italian equipment supplier was not available
toset up the new t echnology and solve
domestic contracts signed, loan repayments
due, lack of olive supplies and new technol-
danger of losing her business.
SBCA consultants intervened and identified
Vlora, a nd secured sufficient s upplies for
the company. Then SBCA contacted the
tion process and ensured Shkalla's equip-
ment b ecame operational int ime for

returned to Albania

Continuing on her I OLlVE OlL
processing line in Farka, || km south-east
company 'Shkalla sh.p.k." increased its pro-
Shkalla sh.p.k. now employs 8 full time and
Switzerland and is packaged in 0.5] bottles
mostly in 0.51 bottles and 5l containers.
Virgin Olive Oil, in Andria, Italy, as one of
extra virgin olive oil of very high quality and
processing of olives for the area's farmers,
The Small Business Credit and Assistance
session was provided by SBCA to M rs. S :
Shkalla and her suppliers. They learned best ol ,Ih‘.i.l. ; /—\
practices on olive plantinga nd growing ORGANIK
ment.
their factories in the vicinity, eating up on EKSTRA 1 VIRGJER
chased a new processing line. However the
technical p roblems. W ith export and
ogy she could not operate, Shpresa was in
alternative o live suppliers in T irana and
Italian supplier, facilitated the communica-

I




October's olive supplies.

A new | ogo and labels were designed by

SBCA in 2005 and the company's Web site

was built ( www.shpresashkalla.com). pergr—e
SBCA's assistance m adg it possible for E:u..i.f..f.:_fm Rreste 8] T i I
Shkalla to restart production and supply her :
Swiss and domestic clients. This in t urn é SHERLLA sner

ensured a steady repaymento f the loan. v T : : =
Currently SBCA consultants are working to - . i Ul O gk a1 i g Sl

create a reliable network of olive fruit sup- 8 o e e ey
pliers that will enable Shkallato estimate | ca-

her output at any given time. Assistance is T TR B e

also focused on improving financial manage- £

ment, conducting c ost analysis on waste - A

processing t echnology and on identifying e im pa e s .
suppliers of such technology. Shpresa's busi-

ness is again thriving thanks in no small part

to SBCA's inter-vention.
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iktor Cela started h is
business of mussel pro-
duction and proc-essing
|0 years agoi n the
southern Albanian town
of D elviné. H e rented
the formerly state-
owned mussel farm o f Saranda, famous
throughout A lbania for a tradition in pro-
ducing quality mussels. Now Butrinti Imp-
Exp is the only producer of bottled mussels
in the country and its competitive advan-
tage stems from its product freshness, mus-
sel size and organic techniques of growing.
The company employs 40 workers and its
sales in 2004 were $110.000. About 40 tons
of mussels are produced each year and they
come in various sizes and three flavors. The
final products are packaged in glass jars or
vacuum-packed bags bearing Butrinti's Pearl
logo and diversified into n atural flavored,
olive oil and spicy. They are distributed to 8
main clients, mainly wholesal-ers and retail-
ers as well as several restaurants in Tirana
and Dur-rés.
Mr. Cela builta new factory using lItalian
technology in Vrion, Delving, some 25 km
north of Saranda, in June 2005. By modern-
izing his manufacturing i nfrastructure h e
plans to reach out into the regional export
markets of K osova, M acedonia and
Montene-gro. He is also aiming to expand
his product range and increase sales.
To s upport this c ompany, USAID's Small
Business Credit and As-sistance project
(SBCA) is working to improve its produc-
tion proc-esses and marketing strategies.
SBCA instructs Butrinti Imp-Exp staff on
carrying out| ab a nalysis according to
Nutritive C odex quality parameters. | n
addition the company is becoming familiar
with financial analysis, balance sheets, cash
flow and income statements, w hich will
improve its financial management.
SBCA introduced bar coding and helped the
company start the application procedure
for obtaining bar codes. New labels and a
logo w ere designed for Butrinti Imp-Exp
and SBCA facilitated the registration of
Butrinti's Pearl trademark. Through SBCA a
Web site w as created for the company
(www.butrintico.com) a nd new printed
promotional materials were produced. This
results in a bet-ter image for the company
and helpsi n makingits products more
acceptable both for the domestic and
export markets.
SBCA's network of Business Promoters is
expanding this com-pany's client base and
identifying new sales channels in the Alba-
nian and export markets. As a result, SBCA
expects Butrinti Imp-Exp to have an annual
increase in sales of at least 25%.
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ZJ BUTRINTI IMP-EXP - Microsoft Internet Explorer
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Kompania Joné

"BUTRINTI IMP-EXP" prodhon midhje né
kavanoza t€ madhésive dhe licjeve té
ndryshme. Kompania ndodhet né gytetin
e Delvinés, né Shqipériné e Jugut. Pronari
i saj, Viktor Cela, i siguron midhjet nga
rezervati | Sarandés, té cilin e ka marré
me gera. Rezervati

ekziston gé nga

R e A & USAID Albania
periudha e komunizmit. Midhjet e rezervatit kané e

njé tradité té miré si né mbaré Shgipériné ashtu Related Link
edhe jashté vendit. Viktor Cela ka ndértuar njé Partner Link
fabriké té re né Vrion, Delving, rreth 25 km nga Saranda. Al e ka Related Link
sjellé teknologjiné e re nga Italia. Fabrika e filloi veprimtaring né

Qershor 2005. Viktor Cela ka marré njé grant japonez pérmes 2 KR.

Aktualisht né kompaniné BUTRINTI IMP-EXP jané té&
punésuar 40 veté. Ai ka etiketat e tij mbi cdo kavanoz.
BUTRINTI IMP-EXP éshté pérpunuesja e vetme e
midhjeve né Shqipéri. Albania. Né vit ajo prodhon

40 ton produkte té madhesive dhe
llojeve té ndryshme. Kompania
prodhon midhje pikante, me vaj
ulliri dhe natyrale.

BUTRINTI IMP-EXP vepron né rajonin e Sarandés dhe ka klienté shités
shumice dhe pakice nga Tirana, Durrési, etj. Z. Cela synon zgjerimin
e biznesit pérmes eksportimit pér né Jugosllavi, Kosové dhe

Magedoni.
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Amballazhimi: 100y dhe 160y
Konsumimi: Konsumohet e gatshme,
Pérbirisit: Midhje, acid acetik, salos
domate, kripe.

Tié ruhet né vende 18 freskita.

Midhje me vaj ulliri

Konsumimi: Konsumehet e gatshme.
Pirbarsit: Midhje, acid acetik, vaj ullir, krigd.

Té# ruhet né vende té freskEta.

Midhje

Ambaliazhimi: 1807 dhe 5809,
Konsumimi: Konsumohet e gatshme.
Pérhgresit: Midhje, acid acetik, krpe.

Té ruhet né vende té freskiéta,

Kempanin giithashtu ofron midhje té freskiéta né guacke, né
paketime 10 kg, 15 kg dhe 20 kg.

jo fage U financua nga LISAID nepermist SBCA (Projektl | Kredlse dhe Asigtsnces per Biznesn & Vioged)
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Rruga e Kavajes, Tirane - ALBANIA
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ADRESA: Mill Tirana, Riuga i Kavajss,
Linaza ¢ Re (prané qylett 18 mdinsve)
TelfFax: 3554 225619; Cel: D68 20 24660
Weebstie: wwwmielititana.com

E-malk: Nourtiranaalbaniaonline net
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i Te rejat e fundit

- Ml Tirana e Flora del Levamte -

© Wil Tirwnn da te marre njsss ne

© ownainin imternasional ne: Flere dal
\evarte ne Barl te Ralive

© Prsdubt |1 e togun shaiptar

£ -Miwl Tireens hedh per here te pare.
e treg, mielin & prketusr me peshe
1hg: Ky prodult eshte prodhus

© pumacaricht par amizat shaiptare.

- T e

Historiku | Kompanise Te rajat e fundit

“Winll Tirana® sha. estite themeluar ne wiin 1994, 5 rezultst | privatinimet te ish NSHGP. Miall Twrana ne Flern del Levante -

tw Drithiemen, Mgl Tirseve do-te murre pieze ne
panairin lederraciansl ne Fere del
levunite ne Birl te Halce

M priustizimin o keza) thogeris ne tin
1958 drmfbid § “Winll Thrns® ihoa u Produlet | i ne tregun shaiptar -
mebhibchian nga nfe staf | A inchinjarc-tekall © Migll T hedh per Bere te pare
nen drejtimin ¢ L Boland Hyse. Fale * nm treg, minltin @ pakstusr me pethe
witazion shume te lerts profesionale Bhe  © 1 kg Ky prodult sbte predhus

§ hjohec chume te mire te pacipedtiont 1 | pocscaricht per amwicat thalptare,
shoillime shonamik te vendit prej tyre, u

¥ hartus strategin o ristruktyrimit dhe

= madecnidim® te kesa] fabirike, Eethti ne
Witin 2002 nie bete fabrike i be nje iveitin ©
shume | fugiches dube Instaluae linjen

# teknoliagiike zdcersne to markes BUMLER
me kapacitet 240 Lan ne dite, 9o eshte

I Foland Hysa, president | Migh Tirana taknologia nr, | e bote per prodhimit &
miglit. Wy |nwertim modern bee te mundur |

ae te shtohel Jo vetem kapaciet! prodhues dhe wortimenti | prodhimeve ton, por mblte

whiths te sl clerln v sipas E :

St draftust Inchinfern Taknlk | fsbrikes tane athte | It 1 trajnusr Jathits ThEAtE rgs
specisists 2ceran dhe gherman dhe ks nie nivel shume te larte profesional. Linjy
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Cllasia @ larté @ vajit pas disa analizave né Universitetin
Bujglsor hte njd befasi plr vots eksportet,

Vaji | prodhuar vierésohet si mé | shituri né supermarkete
dha né hipermarket. Nuk &shté e véshtira te kuptosh arsyet
@ & bajé kets vaj t8 kérkuar .58 pari, ulin olésor dhe
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temperaturd 18 grade.

Fabrika & Derpumrmtu llinjve pbr Vaj, ERVM bén pjess né i
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Durrés,Shkoder dhe pre) 3 vietesh Klientela eshte e
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rauomhn i cilesi g# ofronte vaj | prodhuar né kets
abeike.
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hen Shezai
Shehu entered
the business of
egg production
and sell-ing in
1994, the
Albanian market
had been newly
opened after dec-ades of communism. His
limited liability company "SHEHU sh.p.k. is
based in the village of Drenové, in the
Albanian southeastern region of Korca. After
I | years the company has increased its num-
ber of employees to 17, while annual sales
were $310.000 in 2005.

The company supplies 205 clients through-
out the Korca district and is renowned for its
high-quality fresh eggs. There are two major
com-petitive advantages for SHEHU sh.p.k.:
freshness and quality. Con-sumer concerns
over freshness are addressed by making eggs
available immediately after production.
According to Mr. Shehu, the risk of eliminat-
ing refrigeration and inventory and taking the
product directly into the market pays off due
to consumers' preferences for a fresh daily
supply of eggs. As it stands, all eggs produced
by SHEHU sh.p.k. are sold within the day in
restaurants, shops, and supermar-kets.

The other advantage of this company is a
unique quality made possi-ble through the
use of a patented hen feed. A specialized
workforce prepares the hen feed on a daily
basis. Only natural vegetarian in-gredients
are used which in turn guarantees the high
quality, nutri-tional value and good taste of
Shehu's eggs. With a production capacity of
3,500,000 eggs per year the company is
looking to in-crease its domestic market
share and also start exporting. This how-
ever calls for a new marketing strategy and
improvement of production standards.

The Small Business Credit and Assistance
project (SBCA) works with SHEHU sh.p.k.
to improve its performance. SBCA assis-
tance to this company has resulted in a
$70,000 increase in sales and the creation of
15 jobs. Initially, SBCA provided training and
advice on loan appli-cation and marketing
strategies. As a result Mr. Shehu was able to
receive a loan that he used for repairing and
upgrading his equip-ment. In 2004 SBCA
introduced the company to ISO standards
and assisted in the quality management
process.

SBCA prepared a new logo for SHEHU
sh.p.k. and produced his first company
leaflet. The company's Web site www.she-
hushpk.com was built through SBCA and bar
codes were introduced and added to the
company labels. To encourage sales, SBCA
has identified new sales channels; it conducts
negotiations on behalf of Mr. Shehu and facili-
tates sales contracts. However, like all egg
producers, SHEHU sh.p.k. has been badly
affected by the bird flue scare.

On a more strategic level, SBCA is helping
the company's decision-making process and
is preparing a business plan that covers the
next seven year period.
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Oligomineral Water.

Ice Blue g

Bottled by the JETA Company,Shkoder, Albania.

It is processed using reverse osmosis, carbon
filtration, UV treatment, and is bacteriologically-
“tested making it a great tasting mineral water!
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n 2003 lliriana Kutrolli started
the business of c hicken meat
processing in Drenovg, in the
southeastern district of Korca.
She established 'Korca Fresk',
a company that packages and
sells various s ized chickens,
chicken fillets, | egs and other
by-products. I n less than two
years the company has become one of the
4 main Albanian chicken producers and is
now | ooking t o compete with H ungarian
importers.
'KORCA FRESK' employs 4 full time and 8
seasonal work-ers while its 2004 turnover
was $320,000. A total of 145,000 packaged
chickens were sold in addition to 4000 kg of
proc-essed chicken meat. Most of the sales
are in Tirana, El-basan and Korga districts.
The company supplies 10 wholesalers and
55 retailers. | ts biggest clientis EHW, a
meat processing company that owns retail
chains through-out the country.
One unique advantage for the company is
the use ofthe COBB chickens t hat are
famous for their high quality meat. In addi-
tion, the hen feed is all organic and Kutrolli
maintains strict hygiene standards through-
out the production cycle. The final products
are packaged in plastic film and contain-ers
carrying t he Korga Fresk labela nd logo.
The f ull produc-tion capacity is a bout
300,000 chickens pery ear, o r twice as
much as its current sales.
In order to increase performance, the Small
Business Credit and Assistance project
(SBCA) is working to improve Korca Fresk's
marketing operations and introduce quality
man-agement. Ont he marketing level,
SBCA is preparing a 5 year business plan -
the first for this company - and is ad-vising
on best sales strategies. In addition to set-
ting up a new  Web site
www.korcafresk.com, SBCA reinforced the
company's brand identity through a new
logo and labels.
On the production level, SBCA introduced
the company to quality management prac-
tices such as HACCAP and ISO and has
started the first stepsin meeting these
international standards. Through SBCA's
intervention KORCA FRESK will start
applying bar codes to its products. This will
facili-tate sales and prepare t he company
for future exporting in the region.
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Korga "FRESK" - Prodhim mish pule “Korga Fresk” vendos standarte industriale ne prodhimin dhe
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Miré se vini n& Mugaj sh.p.k

Komp eshle e spect, ne P dhe ekspori
bimesh mjeksore per perdonim (e ndryshem, si aromalizues per ushgim,
mjekim, elj. Kompania ndodhe! ne Bajze, Malesi & Madhs, ne veri le
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SBCA, through training and one-on-one consulting, provides the following range of services to its clients.

IMPROVING PRODUCTION TECHNOLOGY

e Sourcing of equipment, raw materials and
packaging.

e Introducing computerized production control
systems.

e Organizing and managing the production
process.

e Improving shop floor supervision.
e Identifying new technology specialists.

e Implementing new techniques for improving
productivity.

e Introducing new techniques to extend the
selling season.

e Facilitating agreements with new suppliers.

e Selecting and using appropriate inputs (seeds,
seedlings, fertilizers, etc).

e Training of production staff and technical
specialists.

e Introducing growing and disease control
techniques.

IMPROVING BUSINESS MANAGEMENT

e Preparing financial accounts (balance sheet,

income statement, cash flow).

e Training of accounting staff.

e Introducing production costing systems.

e Introducing computerized accounting systems.
e Preparing business plans.

e Preparing job description and organization

structures.

e Introducing techniques for recruiting and

retaining staff.

e Introducing and implementing quality

management systems, ( e.g. HACCAP ISO
9000 and EUREPGAP).

e Improving environmental standards.

e Building the capacity of local Business

Service Providers.

SALES AND MARKETING STRATEGIES

Introducing branding (designing logos,
stationery, labels, etc.)

Introducing new packaging and labeling.
Assisting with tfrademark registration.
Implementing bar coding.

Conducting market research.
Developing marketing strategies.

Product testing in Consumer Focus groups
and Retailer groups.

Finding new markets.

Training in selling techniques and marketing
management.

Building and publishing client web sites.

Designing promotional materials (catalogues
leaflets, etc.)

Target Clients

SBCA has built a database of more than 4,500 clients
it has assisted since 2002. The Project monitors its
impact through a performance based management
(PMP) system that tracks key indicators such as sales,
jobs and loans.

The types of businesses assisted by SBCA include:

—  Fruitand vegetable producers and processors;
—  Cheese and yoghurt processors;

-~ Olive oil processors;

—  Food processors;

—  Cutflowerand seedling growers;

—  Mineral water processors;

—  Bakeries, patisseries and flour producers;
—  Livestock farmers;

—  Beekeepers;

—  Towels and carpets manufacturers;

—  Wood processors;

—  Construction material producers; and

—  Othermanufacturers;

A milk processor in Rrogozhina.
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Who are we?

The Albanian SBCA Project promotes the economic
growth of communities through the development of
Albanian small and medium enterprises (SMEs) which
represent about 95 percent of businesses in Albania.
The Project started in March 2002 and is currently in its
second phase that is scheduled to end in February
2007. The SBCA Project is funded by the U.S. Agency
for International Development (USAID). During its first
phase, SBCA established an SME Loan Fund at PSHM
and the SBCA Loan Fund at BKT as well as providing
technical assistance to enterprises.

Phase 1 Resulis:
Credit and Assistance

From March 2002 to February 2005, the SBCA Project
met or exceeded its goals — providing technical
assistance and training to 4,148 businesses and
successfully overseeing the disbursement of 713
loans, while achieving 98% repayment rates, through

e

partner financial institutions PSHM and BKT. More than
70% of SBCA clients were from outside of the Tirana-
Durres Prefectures. Moreover, SBCA demonstrated
that it is possible and profitable for financial institutions
to lend to small and medium agricultural and
manufacturing enterprises.

Phase 2 Goals: From Credit and
Assistance to Jobs and Sales

Since March 2005, SBCA has been focusing in on
increasing access fo credit for targeted clients and
assisting entferprises along the value chain in
increasing sales and generating employment.
Drawing upon the experience and business
relationships in Phase 1, SBCA aims to generate
2,240 new jobs, increase sales by $4.5 million, and
facilitate approximately 300 additional loans to
targeted clients in the amount of $8.5 million. With an
emphasis on developing the capacity of both client
enterprises and partner institutions, SBCA focuses on
working with entrepreneurs to improve their

32

production techniques, business management skills
and sales and marketing strategies. A full description
of the types of assistance available is given on the
reverse of this brochure.

" Sales training participants.

SBCA Project Partners

Business Service Providers (BSPs)
SBCA subcontracts around 25 BSPs to provide
technical support to client businesses. The BSPs, in
turn, have access to 150 individual technical
specialists throughout Albania that deliver training and

L]
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‘producer in"Shkodra.

technical assistance (TA) on behalf of SBCA. This
complements the TA provided directly by SBCA's own
team of SME specialists in Tirana. The Project also uses
a network of 8 SBCA business promoters that sell the
products of selected clients in the domestic market.

Partneri Shqiptar né Mikrokredi (PSHM)
PSHM has been an active micro-lender in Albania for
more than seven years. The project established an
SME Loan Fund at PSHM, which enables the Project to
make loans in the $3,000 to $50,000 range. By the
end of 2005, SBCA had disbursed 806 loans
thorough its SME Fund at PSHM.

Banka Kombetare Tregtare (BKT)

BKT is a full-service commercial bank with US$ 560
million in assets, ranking it as the second largest
private bank in Albania. The project established an
SBCA Loan Fund at BKT, which enables SBCA to make
loans in the $10,000 to $50,000 range. By the end of
2005, the Project had disbursed 173 loans through its
SBCA Fund at BKT.

A seedling producer outside Tirana. .

ALBANIA SMALL BUSINESS CREDIT
AND ASSISTANCE PROJECT

Rruga Déshmorét e 4 Shkurtit
Sky Tower, No. 144
Tirana, Albania

Tel: +355 4 271475 * 271476 » 271477
Fax: +355 4 271478
info@sbca-project.org.al
www.sbca-project.org.al



PERMIRESIMI | TEKNOLOGJISE SE PRODHIMIT

Gietja e burimeve pér paijisie, 1€ndé t& paré
dhe paketim.

Futia e sistemeve t& kompjuterizuara pér
kontrollin e prodhimit.

Organizimi dhe menaxhimi i proceseve t&
prodhimit.

Pérmirésimi i mbikqgyrijes né sallat e prodhimit.

Identifikimi i specialistéve t& teknologjive t&
reja.

Zbatimi i teknikave 1& reja pér pérmirésimin e
prodhimtarisé.

Prezantimi i teknikave té reja pér zgjatien e
stinés sé shitjeve.

Leht&simi i marréveshjeve me furnizues t& rinj.

Zgjedhja dhe pérdorimi i inputeve t& duhura
(faréra, fidang, plehéra kimike, efj.).

Trajnimi i personelit & prodhimit dhe
specialistéve tekniké.

Prezantimi i teknikave rritése dhe atyre &
kontrollit t& sémundijeve.

PERMIRESIMI | MENAXHIMIT TE BIZNESIT

Pérgatitia e llogarive financiare (bilanci,
deklarata e t& ardhurave, rriedha e parave).

Trajnimi i llogaritaréve dhe kontabilistéve t&
ndérmarrieve.

Prezantimi i sistemeve t& llogaritjes s& kostove
t& prodhimit.

Prezantimi i sistemeve t& kompjuterizuara t&
kontabilitetit.

Pérgatitia e planeve t& biznesit.

Pérgatitia e strukturave organizative dhe
pérshkrimi i pozicioneve t& punés.

Prezantimi i teknikave pér rekrutimin dhe
mbaitien e personelit.

Prezantimi dhe zbatimi i sistemeve t&
menaxhimit t& cilésisé (p.sh., HACCAP ISO
9000 dhe EUREPGAP).

Pérmirésimi i standardeve t& mjedisit.

Ndértimi i kapaciteteve t&€ Ofruesve t&
Shérbimeve t& Biznesit (organizata lokale).

SBCA, pérmes trajnimeve dhe késhillimeve individuale, siguron shérbimet e méposhtme pér klientét e vet.

STRATEGJI SHITJESH DHE MARKETINGU

Prezantimi i markimit (dizenjimi i logove,
kancelerisg, etiketave, etj.)

Prezantimi i paketimeve dhe etiketimeve t&
reja.

Asistimi né regjistrimin e markave.

Zbatimi i spekirit t& produkteve (bar coding).
Kryerja e kérkimeve té tregut.

Zhvillimi i strategjive t& marketingut.

Testimi i produkteve né grupe té fokusuara
konsumatorésh dhe shitésish.

Gietja e tregjeve té reja.

Trajnime né teknikat e shitjeve dhe né
menaxhimin e marketingut.

Ndértimi dhe publikimi i fageve t& Internetit
pér klientét.

Dizenjimi i materialeve t& promovimit
(katalogg, fletépalosie, etj.)

Klientét e Synuar

SBCA ka ndértuar nié bazé t& dhénash t& mé shumé
se 4.500 klientéve té& ciléve i ka asistuar gé nga
2002. Projekti monitoron efektfin e tij pérmes njé
sistemi t& menaxhimit & bazohet mbi ecuring i cili
gjurmon treguesit kryesoré si véllimi i shitjeve,
vendet e punés 1& krijuara dhe huaté.

Llojet e bizneseve té cilat asistohen nga SBCA
pérfshijné:

—  Prodhues dhe pérpunues té frutave dhe perimeve;
—  Pérpunues té djathit dhe kosit;

—  Pérpunues té vaiit t& ullirit;

—  Pérpunues té ushgimeve;

—  Rritésite luleve dhe fidanéve;

—  Pérpunuesit e ujit mineral;

—  Prodhuesit e miellit, furrat e bukés dhe pasticerité;
—  Fermeréte gjésé sé gjallg;

—  Bletérritésit;

—  Prodhuesit e peshgiréve dhe gilimave;

—  Pérpunuesté drurit;

—  Prodhues t& materialeve t& ndértimit; dhe

—  Prodhues té tjeré.

"USAID
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Kush Jemi Ne?

Projekti SBCA pér Shqipériné nxit rritien ekonomike
t& komuniteteve pérmes zhvillimit & ndérmarrjeve té
vogla dhe t& mesme (SME) t& cilat pérfagésojné
rreth 95 pér gind té bizneseve né Shqipéri. Projekti
filloi né Mars 2002 dhe tani ndodhet né fazén e dyté
e cila pritet t& pérfundojé né Shkurt 2007. Projekti
SBCA financohet nga Agjensia pér Zhvillim
Ndérkombétar e Shteteve t€ Bashkuara t&€ Amerikés
(USAID). Gjaté fazés sé paré, SBCA krijoi Fondin e
Kredisé pér SME-t& prané Partnerit Shgiptar né
Mikrokredi (PSHM) dhe Fondin e Kredisé SBCA
prané Bankés Kombétare Tregétare (BKT) si dhe u
siguroi asistencé teknike ndérmarrjeve.

Rezultatet e Fazés 1:
Kredi dhe Asistencé

Né periudhén Mars 2002 Shkurt 2005, projekti
SBCA i realizoi dhe i tejkaloi synimet duke u dhéné
asistencé teknike dhe trajnim 4148 bizneseve dhe
duke mbikqgyrur 1&vrimin e 713 huave. Gijithashtu
projekti ka siguruar njé normé ripagimi deri né 98%

pérmes institucioneve partnere PSHM dhe BKT. Mbi
70% e klientéve t& SBCA ishin nga zona pértej
prefekturave t€ Tiranés dhe Durrésit. Pér mé tepér
SBCA tregoi se |&vrimi i kredive pér ndérmarriet e
vogla dhe t& mesme né fushén e bujgésisé dhe
prodhimit &shté¢ i mundshém dhe fitimprurés pér
institucionet financiare.

Synimet e Fazés 2: Nga Kredia dhe
Asistenca tek Punésimi dhe Shitjet

Q& nga Marsi 2005, SBCA é&shté pérgéndruar né
rritien e mundésive pér kreditimin e klientéve t&
pérzgjedhur dhe né dhénien e ndihmés ndaj
ndérmarrieve né ményré qé ato 1& rritin shitjet dhe &
krijojné punésim. Bazuar né pérvojgn dhe
marrédhéniet me biznesin gjaté Fazés 1, SBCA synon
1€ krijojé 2240 vende pune, 1é rrité véllimin e shitjeve
me 4.5 milioné USD, dhe t& lehtésojé I&vrimin e 300
huave shtesé pér klienté t€ pérzgjedhur me nijé
shumé prej 8.5 milion USD. N& ndryshim nga faza e
parg, theksi tani &shté tek zhvillimi i kapacitetit t&
ndérmarrjeve kliente si dhe té institucioneve
partnere. SBCA tani punon me sipérmarrésit pér té

Njéprodhues vezésh né Durrés

pérmirésuar teknikat e prodhimit, oftésité e
menaxhimit 1& biznesit dhe strategjive & shitjeve dhe
marketingut. Né fagen e prapme t& késaj broshure
jepet nig pérshkrim i ploté i llojeve t&€ ndryshme té&
asistencés gé ofron Projekti SBCA.

4 Pjesmarrésit né trajnimin pér shitjet

Partnerét e Projektit SBCA

Ofruesit e Shérbimeve té Biznesit

SBCA lidh kontrata me rreth 25 ofrues 1&
shérbimeve t& biznesit t& cilat jané organizata apo
institucione gé u sigurojné mbéshtetie teknike
bizneseve klienté t& SBCA-s&. Kéto nga ana e tyre
kané kontakt me 150 specialisté tekniké népér té

\

Njé prodhues kosi e djathi né Shkodér

gjithé Shqipériné té cilét japin trajnime dhe asistencé
teknike n& emér t& Projektit SBCA. Kjo plotéson até
asistencé teknike qg& jepet nga veté ekipi i
specialistéve brenda SBCA-s&. Projekti gjithashtu
ndihmon bizneset népérmijet njé rrieti prej 8
promovuesish & biznesit t& cilét shesin produktet e
disa klientéve né tregun e brendshém.

Partneri Shqiptar né Mikrokredi (PSHM)
PSHM é&shté ofruesi i huave & vogla né Shqipéri prej
mé shumé se shtaté vietésh. SBCA ka krijuar Fondin
e Kredisé SME prané PSHM-sg, fond i cili bén t&
mundur dhénien e huave nga 3.000 USD deri né
50.000 USD. Deri né fund té& vitit 2005, SBCA ka
l&vruar 806 hua pérmes kétij fondi.

Banka Kombétare Tregétare (BKT)

BKT éshté njé banké tregétare qé ofron shérbim t&
ploté dhe qé ka 560 milion USD né aktivé, gjé qé e
bén até bankén e dyté né& Shqipéri pér nga
madhésia. SBCA ka krijuar Fondin e Kredisé¢ SBCA
prané BKT-s&, duke béré t& mundur késhtu dhénien
e huave nga 10.000 USD né& 50.000 USD. Deri né
fund t& 2005, Projekti SBCA ka lévruar 173 hua
pérmes Fondit SBCA prané BKT-sé.

Njé prodhues fidanésh né rrethin e Tiranés

-Piesmurrésit né takimin me tregtarét e pakicés
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Prodhimi i Vajit té
Ullirit né Shqipéri

Ullishtaria shgiptare numéron mé shumé se 20

Ruaitia dhe Konsumi | varietete lokale. Ndér varietet kryesore té ullirit té
Jy pérdorura pér prodhimin e_vajit jané: Kalinjoti,
Vaji i ullirit duhet té ruhet né mjedise larg drités dhe né njé temperaturé i \  Frantoio, Ulliri i Bardhe i Tiranés, Mixani, etj. Né

18-20°C, por jo mé té larté se 25°C, né ené prej gelqi, té mbyllura mirg, Shqipéri ka rreth 3,4 milion peme ulliri né prodhim.
mundésisht opake, ose té veshura me letér. Ruajtja né temperatura te larta Shqipéria jep nje prodhim mesatar vjetor té vajit té
eshte faktor kryesor ne uljen e cilésisé sé vaijit té ullirit. ullirit rreth 4.000-5.000 ton. Numri i njésive

pérpunuese té vajit té ullirit né té gjithé vendin,

N& ndryshim nga disa veréra, vaji i ullirit, edhe ai i virgjér ekstra, nuk pérmirésohet éshté mbi 100. Qé nga mesi i viteve ‘90, prodhuesit
duke u vjetéruar. Zakonisht periudha mé e miré e pérdorimit té kétij vaji éshté gjaté shgiptaré kané véné né pérdorim linja té reja
t8 njgjtit vit prodhimi, pérgjithésisht ai duhet t& konsumohet brenda 20 muajve, nga teknologjike dhe kané rritur standardet e prodhimit
data e presimit. Vjetérimi rrezikon rritje t& shkallés sé aciditetit dhe humbje té té vajit té ullirit. Kjo ka béré t& mundur rritjen e

aromave. cilésisé sé vajit té ullirit dhe rritjen e pjesés sé

tregut té dominuar nga prodhuesit vendas. Disa prej
tyre kané arritur té certifikojné produktet e tyre
nga organizata Evropiane té standardeve
ndérkombétare te cilésisé. Ata kané marré pjesé
denjésisht né konkurse ndérkombétare té cilésisé,
kané marré cmime duke pérfshiré njé cmim special
té cilésisé si njé nga vajrat mé té miré né hoté.

Njé cilési mé e larté pér nga vlerat éshté vaji Organik i virgjér ekstra, qé bashkon
Cilgsité e vajit té virgjér ekstra me praktikat e pérdorimit minimal t& kimikateve né
bujaési. Ky vaj, pérveg vlerave & larta dobiprurése, pérjashton praniné e mbetjeve
té plehrave kimike dhe pesticideve né vajin e eméruar si té tillé. Deri tani, vetém dy
prodhues shqiptaré jané t& certifikuar nga agjensi ndérkombétare pér té prodhuar
vaj té tillg.

Autor: Prof. As. Renata Kongoli,
Universiteti Bujqésor i Tiranés,
Departamenti i Teknologjisé Agroushgimore

REFERENCA
Késhilli Ndérkombétar i Vajit té Ullirit:
http://www.internationaloliveoil.org
Rregullore Europiane e vajrave dhe yndyrnave,
http://europa.ew.int/eur-lex/en/lif/reg/en_register_036059.html
Organizata e Ushgimit dhe Bujgésisé (FAO): http://www.fao.org
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Karakteristikat e Vajit té Ullirit

Vaji i Ullirit éshté njé nga ushgimet mé t& veganta dhe té pazévéndésueshme, i veanté
pér aromén dhe efektet e tij shéndetsore dhe kuruese. Duke u nisur nga disa faktoré t&
prodhimit si: niveli i pjekjes sé ullirit, teknologjia e vjeljes, koha e pérpunimit té ullinjve
né fabriké, cilésia e frutit t& ullirit etj. mund t& prodhohen disa kategori cilésie té vajit t&
ullirit. Nga kéto, vaj ulliri i virgiér dhe veganérisht ai ekstra i virgjér, sjellin efektet
dobiprurése né shéndetin toné t& shpjeguara hollésisht mé posht.

Kategorité e Cilésisé sé Vajit té Ullirit

Nuk duhet menduar se vaji i ullirit &shté vetém njé cilési. Pérkundrazi. Pér vlerésimin e
tij ka disa kritere si: ai kimik, pamor, shijor dhe aromatik. Vlerésimi kimik, i cili mbetet
nga mé kryesorét, bazohet né pércaktimin sasior t& aciditetit € vajit t& ullirit, shprehur
si % e acidit oleik. Sipas kétij vierésimi, cilésia me e larté e vajit t& ullirit éshté Vaji i
Virgjér Ekstra, i dyti éshté Vaji i Ullirit i Virgjér, ndjekur nga Vaji i Ullirit i Virgjér i
Zakonshém. Gilésia mé e ulét e vajit, ai Lampant/ndricues (q& mund t& pérdoret vetém pér
djegie) nuk mund t& konsumohet pa u pérpunuar. Lidhja e cilésisé sé vajit t& ullirit me

aciditetin jepet né tabelén e méposhtme:
: Kategoria e vajit té ullirit Aciditeti (%)

Samé i larté té jeté aciditeti, aq mé e ulét Vo) N et s Lot

€shte cilésia e vajit. Psh. me i vogel se  Eystra  Virgiér mé pak se 0.8
0,8% Eshte saktesisht i virgiér ekstra, por g i Virgier 08-20
0,5% &shte me cilesi me & larte. g i vigr  Zakonshém  2.0-33
Aciditeti, si cilesi negative, rritet gjaté v ampant 33

fazave & prodhimit, nga tejpjekja e
ullinjve, intervalet shumé t& gjata ndérmjet vjeljes dhe pérpunimit & ullinjve,
moskujdesit gjaté punés. Aciditeti nuk mund té ndjehet né shijen e vajit, por mund té
pércaktohet vetém me ané té analizave kimike.
Pérvec aciditetit tregues t€ tjerd t8 cilésisé sé vajit t€ virgjér jané: ngjyra, shija dhe era.
Karakteristika e par8 dalluese e njé vaji ulliri t& virgjér éshté aroma e frutit, qé t& kujton
kundrmimin e frutit t& ullirit, ndérsa kokrra shtypet me gisht. Vaji i virgjér prodhohet nga
ullinj t& papjekur miré, t& vjelé nga gjysma e dyté e Tetorit dhe gjaté Nentorit. Vaji i virgjér
pérftohet nga presimi i ullinjve t& trajtuar me shumé kujdes gjaté fazés sé prodhimit dhe
t8 pérpunuar brenda 24 oréve pas vieljes. Vaji i virgjér ekstra éshté vaji me cilésiné mé t&
larté qé ka efekte mé t8 médha dobiprurése né shéndetin toné se vaji i virgjér dhe ai i
virgiér i zakonshém. Pér kété arsye, ky produkt &shté i shtrenjté. Vaji i ullirit konsiderohet
organik kur ulliri nga i cili prodhohet &shté trajtuar pa kimikate t& démshme. Vaji i ullirit
ekstra i virgjér ka njé shije té lehté djegése dhe hidhérimi. Vajrat e tjerd té pérftuar nga
fruta mé té pjekur kané njé shije mé t& émbél dhe mé delikate. Ngjyra e tij mund té luhatet
nga e gjelbér e shkélqyer né & verdh@ intensive. Sidogofé, ngjyra nuk &shté prové e cilésisé
sé vajit. Varieteti i ullinjve, pérbérja e terrenit né t& cilin ulliri éshté kultivuar dhe sistemet
e shtrydhjes pércaktojné ngjyrén. Vajrat ekstra t& virgjér né vetvete, nuk jané té gjithé té
njéjté: shija karakteristike dhe era luhaten né varési t€ origjinés sé rajoneve té kultivimit
dhe prodhimit t& ullirit. Vaji i cilésisé sé larté ekstra i virgjér, i virgjér dhe i virgjér i
zak0n§,hém pérdoren pér konsum gfdhe mund & tregtohen né gjendjen e tyre natyrale.
Vaji i ullirit lampant/ndricues nuk mund &
pérdoret pér konsum. N@ treg ka edhe vajra
t8 pérzier e t& rafinuar q&, ndonése té
konsumueshém, nuk kané vlerat e vajit ekstra t&
virgiér dhe t& virgiér t& pérmendura mé poshtg.
Lexoni me kujdes informacionin e dhéné né etiketd!.

—

Efektet dobiprurése té Vajit té Ullirit té Virgjér

Nga pikpamja e vlerave ushqyese, ndihmon né:

1. Ruajtjen e njé balance t& miré t& metabolizmit t& njeriut, paraqit efekte pozitive né
zhvillimin e trurit dhe té sistemit nervor dhe ndihmon né rritjen normale té trupit dhe té
kockave.

2. Furnizimin e organizmit me sasi t& larté t& vitaminés E, e cila ka veting té ngadalésojé
procesin e plakjes natyrale t€ qelizave.

3. Asimilohet me lehitési nga organizmi.

4. Eshté njé ushqim i shkélqyer pér fémijét dhe t& moshuarit, qé& kané probleme me
forcimin e kockave.

Sic thoné mjekét, parandalimi éshté faktori numér 1 pér njé shéndet té miré.
Nga piképamja shéndetésore, konsumi i vajit té ullirit té virgjér:

1. Ngadaléson procesin e plakjes sé qelizave, duke ulur rrezikshméring e prekjes nga

sémundje si: arterioskleroza, parkinsoni, enét e gjakut, diabetit.

2. Ndihmon né parandalimin e kancerit t& gjirit dhe t8 zorrés sé trashé.

3. Pérmiréson garkullimin e gjakut, zvogélon rrezikun e shfagjes sé sémundjeve te zemrés

duke pérmirésuar presionin e gjakut, metabolizmin e glukozés, shmang trombozén,

lehtéson funksionin e enéve t& vogla té gjakut.

4. Zvogglon nivelin e kolesterolit t& keq (LDL) dhe rrit kolesterolin e miré (HDL), duke

penguar bllokimin e arterieve dhe atakun kardiak.

5. Vepron si njé tretés i lehté: duke e piré pérpara njé vakti, shérben si zbutés dhe

ndihmon aparatin e zorréve, ka efekt pozitiv ndaj ulgerave dhe gastriteve tek té rriturit dhe

tek fémijét.

6. Eshté i efektshém né trajtimin e infeksioneve t8 traktit urinar, ul rastet e gurit té témthit

dhe ndihmon né funksionimin e mire t& mélgisé.

1. Eshté paré gjithmoné si ‘Vaji i Bukurisé™: zbutés i I8kurés, zvogélon rrezikun e

infeksioneve t€ saj, &shté kurues ndaj djegieve.

8. Pérmiréson rritjen dhe zhvillimin e fémijéve, sepse sasia e acidit oleik té pranishém né vajin e

ullirit, éshté né € njéjtén sasi me até & gjetur tek quméshti i nénave, duke qéné késhtu

supplementi mé i miré pér rritjen e foshnjave, shpejton zhvillimin e trurit dhe forcimin e kockave.
Ju merrni shumé mé tepér vlera shtesé pér shéndetin e jetés kur bleni Vaj Ulliri
Cilésor si ai ekstra i virgjér dhe i virgjér. Sa mé shumé vaj cilésor té pérdorni, ag

mé shumé pérfiton shéndeti juaj dhe i familjes suaj.

I

1.4

Pérdorimi i Vajit té Ullirit

Vaji i ullirit éshtd njé pérbérés bazé i t& ashtuquajturés “Dieta Mesdhetare”. Studimet
mjekésore tregojné se vendet Mesdhetare, vuajné mé pak nga sémundjet e zemrés se ¢do
vend tjetér né boté ku konsumi i yndymave shtazore éshtd i lart. Njé prej shkageve éshté =
pérdorimi i shpeshté i vajit t& ullirit né dietén e tyre. Vaji i ullirit éshté i pranishém pothuajse =
né té gjitha recetat e gatimit. Pérmiréson ndjeshém shijen e perimeve té freskéta dhe & ziera, J i
suprave, zévendéson gjithashtu yndyrmat shtazore né gatimin e llojeve € ndryshme {8
mishrave dhe t& produkteve t& detit, né ményré cilésore dhe t€ shéndetshme. Theksohet:se
vaji i ullirit éhté i pérkryer pér t'u pérdorur “i ftohte” tek cdo ushgim ose pjaté, éshté mé
pérshtatshmi pér t& gatuar dhe i ngriré. Vaji i ullirit pérdoret pér skugjen e produkteve te
freskéta dhe ruan verat e tij t& paprekura deri né temperatura shumé|té larta.

Té gjithé vajrat e tjeré ushqimorg kang pérbérje t&
ndryshme kimike dhe jané t& distiluar. Kjo i bén ata shumé .
mé pak té shéndetshém dhe € dobishém pér njerézit. Eshté e késhillueshme *
zévéndasimi i shum@ prej vajrave ushqimoré & distiluar nga menuja e pérditshmé me vaj
ulliri. Sasia optimale pér konsum ditor éshté 40 ml né dité pér t& rriturit. Njé ndér produktet
e vajit t8 ullirit ésht& dhe vaji i ullirit aromatik. Vaji i ullirit aromatik &shté pérdorur si ilag gé
né kohét e lashta dhe si ushqim pikant si pasojé e erézave t& ndryshme qé shtoheshin né t&.
Vaji Aromatik i ullirit prodhohet nga vaji me cilési € larté me tone delikate aromatike dhe me
njé aromé-shije jo t€ dallueshme, duke shtuar eréza té ndryshme, madje edhe fruta e perime.
Erézat qé pérdoren: Koriandér, fara uzoje, kanellé, xhenxhefil, piper, fara feneli.

Bimé aromatike: Borzilok, rigon, mente, rozmaring, najazmé, trumzé, kopér té freskét,
koriandér, majdanos, dafing.

Perime: Spec i kuq djegés, spec i kuq té émbél, domate té thara né diell, hudhra, kérpudha
kineze, tartuf.

Gjellé ku pérdoret vaji i ullirit pérfshijné: Sallaté me patélixhang, qofte me kérpudha,
imam bajalldi, japrak, sallatra pranverore, gatime me prodhime deti, byrek me zarzavate,
buké t& mbushura me ullinj, kungulleshka t& mbushura, sallaté me bishtaja dhe peshk ton,
sallaté domate, pasta t& ndryshme, etj.
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