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SEE TOP 100 – No Green Shoots Yet
For the third year running, SeeNews has published SEE 

TOP 100 – the only ranking of the largest non-financial 
companies, banks and insurers in Southeastern Europe (SEE). 
The 2010 edition includes four TOP 100 rankings – of the 
non-financial companies, the biggest banks and insurers, and 
the best performers in terms of total revenue per capita.

The crisis was in full swing in the region in 2009 and while 
some companies managed to benefit from it and grew, others 
just struggled to do what they could to survive. The combined 
total revenue of the TOP 100 non-financial firms dropped by 
14% from 2008. At the same time, the biggest SEE banks 
increased their total assets while their profits halved. The 
insurance companies ended last year with a 4.0% drop in gross 
written premium.

It comes as no surprise that the strongest industries in SEE 
remained unchanged - oil & gas, electricity, wholesale & retail 
and telecommunications. 

As in the previous years, we have tried to make SEE TOP 
100 a comprehensive in-depth guide to the emerging economies 
in SEE. All analyses, research reports and expert opinions are 
trying to answer the most relevant question for the year ahead 
- when will the region see green shoots of recovery?

You can find the whole content and a lot more 
information on the biggest companies and industries in SEE 
online at www.top100.seenews.com.
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Looking for Growth… Mobilising the Strengths

The crisis was most 
visible in the high 
gross external debt

Foreign investors 
are being cautious

 By A.T. Kearney team

crisis was not that severe as the average 
unemployment rates in the SEE countries 
remain at around 15%.

Scepticism of how the crisis will develop can 
also be observed in the drop in household 
consumption. High consumption levels 
have been one of the primary drivers for 
growth in many SEE countries. These 
revenues are now lacking as consumers are 
being much more careful with the ways in 
which they spend their income. Companies, 
which were reliant on consumption, are 
now facing a difficult situation in trying 

to find new ways in which to overcome 
this revenue hole. 

Lastly, SEE has traditionally been seen as an 
attractive region for foreign investments. Even 
though there are still ample opportunities for 
investments in the region, foreign investors 
are being much more cautions when opening 

companies had to focus on their home 
markets, the foreign direct investments in 
the SEE region were drastically reduced from 
9% of GDP in 2007 to 4% in 2009. The 
fall in FDI coupled with lower household 

consumption, spiralling 
gross external debt and 
high unemployment 
and as a result the SEE 
economies and markets 

started shrinking. 

Based on our statistical research, Albania’s 
economy remained the most stable during 
the crisis. This can 
mainly be attributed 
to the fact that Albania 
has a relatively small 
economy which was 
not hit hard by the 
crisis. On the other 
hand, Montenegro’s 
small economy was hit 
the hardest during this 
period with its GDP 
growth dropping by 18 
percentage points.

One of the main areas 
where the crisis has been 
most visible across the 
SEE region is the high 
gross external debt. 
Countr ies  such as 
Bulgaria, Croatia and 
Slovenia used debt as 
one of the main resources 
with which they tried 
to close the gap created 

by the lack of 
growth. It 
remains to 
be seen whether the high debt 
ratios in SEE will have a long 
term impact on the growth of 
the region’s economies. High 

unemployment in the entire region has 
been one of the main concerns for a long 
time. Therefore the total impact of the 

The impact of the global financial crisis in 
the SEE region can be seen in the slowdown 
of all economic activity. This can be traced 
back to the strong dependence of SEE 
countries on the EU. One could argue that 
when the EU is coughing, 
SEE has the flu. When the 
crisis first hit Europe the 
SEE region was not that 
strongly affected as there 
was still a relatively high trade demand 
from the EU partners. As the crisis started 
unfolding the impact could also be seen in 
SEE with a drop in exports and industrial 
production and a cut back on private 
consumption which was also one of the 
main growth drivers. This can also be 
observed by the negative GDP growth 
rate in SEE which in 2009 was almost the 
same as in the EU. As the business effects 
of the EU economy take approximately 
six months to reach SEE the exact timing 
of when the crisis will end for the region 
remains uncertain. 

To analyse the impact of the crisis on the 
SEE region we took a look at a three-year 
period from 2007 to 2009. With 2007 
being the peak of the business cycle, 2008 
as the first year of the crisis and 2009 as the 
year where the overall impact of the crisis 
is best visible. These years were followed 
through 5 macroeconomic indicators which 
can explain the effect of the crisis on the 
SEE economies and companies. 

The impact of the crisis brought the 
region’s growth back to the 2007 levels, the 
absolute GDP level of the SEE countries in 
2009 was only 2% 
higher than in 2007 
and although the 
recovery has been 
somewhat s low, 
things have not gone 
back to bottom. 
This development emphasises the region’s 
strong dependence on the EU which also 
is the main investor in SEE. As the EU 



www.top100.seenews.com

page 3

3SEE TOP 100

SEE TOP 100

-10,0%

0,0%

10,0%

20,0%

30,0%

40,0%

50,0%

60,0%

70,0%

80,0%

2007 2008 2009

SEE Main Economic Indicators

  GDP % change
  Gross external debt as % of GDP
  Unemployment in%

  Household consumption as % of GDP
  FDI as % of GDP

Source: A.T. Kearney

M&A is a viable 
option for SEE 

companies

Crucial is a rapid 
improvement of the 

sales function 

Low utilisation will 
lead to lower prices and 
margins, focus on value  

added services

up their wallets for SEE countries. Lack of 
resources from investments has in many cases 
also hurt the development opportunities for 
SEE companies which must now rely more 
on organic growth and look for internal 
resources in order to achieve their revenue 
targets.

SEE must look for their growth opportunities 
mainly in three areas: regional consolida-
tion, innovation and organic growth. Whilst 
companies are still able to maintain some 
organic growth which is the 
result of unutilised internal po-
tential for growth stemming 
from existing demand, which is 
not fully satisfied, and current 
capacities which are not used 
to their maximum.

The areas of regional consolidation and in-
novation have been somewhat neglected. The 
current crisis also offers ample opportunities 
in these two areas. The value of companies 
has decreased over the past two years making 
M&A a much more viable option for SEE 
companies which previously did not have 
the financial power to compete with the 
stronger global counterparts. Past times of 
crisis have also been strong on innovation as 
companies have to become more resource-
ful in finding new opportunities for growth 
within their existing limitations. The three 
pillars mentioned above will be crucial for 
the further growth of the top SEE companies

THE CEO PERSPECTIVE
A quick research amongst the CEOs of 50 
companies in SEE shows that growth is still 
their main focus. Investments in innovation 
and in new business development have 
not been reduced, but have in fact been 
increased significantly. Chief executives 
are spending more on marketing and 
supporting their managers to meet higher 
market demands by increasing their skills. 
Training is not an area to reduce cost.

Although overall competition has increased, 
with many companies chasing volume, SEE 
companies clearly see opportunities, since 
“cheap money” is no longer polluting the 
competition. The leading companies are 
planning to expand with new products 
and enter new market segments based 
on their core strengths. The number of 

internal SEE deals is still modest compared 
to international companies entering SEE. 
However companies in 
countries like Slovenia 
and Bulgaria are striving 
to become regional 
champions not leaving 
the consolidation to 
multinationals. The 
average deal size is small thereby reducing 
the risk of failure but we expect the deals 
to become larger as soon as the capital 

markets show more 
willingness to accept 
reasonable risks.

Market  dynamics 
alone are not enough 
anymore for our SEE 

companies to grow. The fragile domestic 
financial markets are reluctant to supply 
money for investments. SEE 
is in transition, partly going 
from “emerging” into a more 
mature stage. The crisis came 
at exactly the wrong moment 
with many SEE companies 
gathering strength to pay back heavy debts 
and to improve bad finance structures with 
too much short term debt.

SEE companies heavily invested in modern 
production capacity and new technologies. 
Now at least in the short term they are facing 
low utilisation, not generating enough cash 
flow to pay back the investments. The 

logical cosequence is price and margin 
pressure, in all industries, leading to cost 

reduction and further 
s t andard i s a t i on . 
Commoditisation is 
a real threat thereby 
n o t  g e n e r a t i n g 
enough cash  to 
invest enough in 

innovation. The answer is offering value 
added services, becoming more valuable, 
less dispensable for the customer. Using 
exactly the strength of being local and 
building on the strong manufacturing 
and logistics capabilities, tailored to the 
local needs, has become the road to higher 
margins. 

The overall performance of the chain is as 
strong as the weakest element. As many 

CEOs report, their main 
concern is to bring the 
sales force to the next 
level. In Sales the main 
topics are realising faster 

organic growth and avoiding further price 
erosion by better segmentation, providing 
tailor-made offers to even better serve the 
customers. This approach calls for new 
skills and the managers are investing more 
in training, better educated managers and 
temporarily in external expertise. 
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SEE TOP 100 Companies (in euro)

20
09

20
08 Company Name Country Industry Total Revenue 

2009
Y/Y Change in 

Revenue
Net Profit/
Loss 2009

Net Profit/
Loss 2008

1 1 OMV Petrom SA Romania Petroleum/Natural Gas 3,388,099,499 -25.89% 323,572,118 256,546,086

2 2 INA d.d. Croatia Petroleum/Natural Gas 2,701,172,224 -26.21% -105,375,852 -142,234,263

3 3 Lukoil Neftochim Burgas AD Bulgaria Petroleum/Natural Gas 2,163,059,673 -38.99% -90,022,139 -242,046,599

4 9 Automobile Dacia SA Romania Automobiles 2,147,723,381 8.07% 54,461,954 55,710,682

5 5 Petrol d.d. Slovenia Petroleum/Natural Gas 2,068,925,895 -24.31% 10,661,802 -71,145,586

6 10 Poslovni Sistem Mercator d.d. Slovenia Wholesale/Retail 1,760,096,524 -3.14% 19,281,205 32,139,000

7 12 Konzum d.d. Croatia Wholesale/Retail 1,733,178,012 -0.74% 62,000,922 59,193,599

8 7 Rompetrol Rafinare SA Romania Petroleum/Natural Gas 1,699,590,455 -23.76% -112,131,897 -116,685,020

9 13 Hrvatska Elektroprivreda d.d. Croatia Electricity 1,669,180,947 7.48% 49,250,387 -10,247,648

10 6 Lukoil-Bulgaria EOOD Bulgaria Petroleum/Natural Gas 1,633,184,377 -33.96% 3,421,565 -841,075

11 15 Natsionalna Elektricheska Kompania 
EAD Bulgaria Electricity 1,436,555,836 -4.91% 4,362,854 20,490,022

12 4 Naftna Industrija Srbije AD Serbia Petroleum/Natural Gas 1,410,539,813 -27.39% -392,497,466 -90,276,853

13 16 Metro Cash and Carry SRL Romania Wholesale/Retail 1,374,623,441 -3.37% 30,079,746 61,795,626

14 18 Aurubis Bulgaria AD Bulgaria Metals 1,362,086,684 -6.32% 107,309,940 -86,441,562

15 20 Revoz d.d. Slovenia Automobiles 1,290,986,052 5.69% 20,542,693 18,743,480

16 17 Rompetrol Downstream SRL Romania Petroleum/Natural Gas 1,248,278,616 -6.50% -19,521,541 -53,252,629

17 11 JP Elektroprivreda Srbije Serbia Electricity 1,101,404,794 4.65% -144,741 -24,991,065

18 21 Orange Romania SA Romania Telecommunications 1,062,993,606 -7.26% 271,237,580 404,443,383

19 New Nokia Romania SRL Romania Telecommunications 1,060,698,808 149.74% 37,690,118 12,801,671

20 31 British American Tobacco (Romania) 
Trading SRL Romania Food/Drinks/Tobacco 1,052,136,151 21.88% 77,331,306 91,685,417

21 26 Carrefour Romania SA Romania Wholesale/Retail 1,051,317,660 14.66% 20,815,970 18,592,717

22 29 Telekom Srbija AD Serbia Telecommunications 1,013,919,968 1.63% 162,153,620 59,688,196

23 23 Vodafone Romania SA Romania Telecommunications 982,029,953 -9.72% 244,975,368 283,186,740

24 37 Krka d.d. Slovenia Pharmaceuticals 940,264,046 12.80% 170,812,390 161,130,000

25 8 Arcelormittal Galati SA Romania Metals 923,882,868 -56.12% -335,408,884 151,779,466

26 24 GDF SUEZ Energy Romania SA Romania Petroleum/Natural Gas 896,637,164 -4.61% 89,963,453 32,264,938

27 25 Romgaz SA Romania Petroleum/Natural Gas 892,031,503 -3.38% 135,390,510 134,823,145

28 44 Kaufland Romania SC Romania Wholesale/Retail 882,188,019 28.75% 18,660,030 3,441,012

29 36 Romtelecom SA Romania Telecommunications 843,876,858 5.82% 26,727,106 991,880

30 34 Selgros Cash& Carry SRL Romania Wholesale/Retail 820,058,731 -0.13% 24,745,767 36,076,574

31 35 Holding Slovenske Elektrarne d.o.o. Slovenia Electricity 803,498,590 -6.20% 60,234,898 53,756,215

32 46 real,- Hypermarket Romania SRL Romania Wholesale/Retail 790,740,580 21.75% -57,996,631 -51,175,527

33 19 Petrotel Lukoil SA* Romania Petroleum/Natural Gas 785,423,636 -34.94% -82,598,449 -134,652,080

34 22 Lukoil Romania SRL Romania Petroleum/Natural Gas 784,872,367 -28.27% -19,878,948 2,588,355

35 30 HT - Hrvatske Telekomunikacije d.d. Croatia Telecommunications 745,987,351 -19.15% 155,355,242 327,920,496

36 47 JP Srbijagas Serbia Petroleum/Natural Gas 708,420,910 -4.78% 9,873,843 3,397,005

37 New Delta Maxi DOO Serbia Wholesale/Retail 702,792,443 8.65% 18,989,256 18,560,216

38 49 Engrotus d.d. Slovenia Wholesale/Retail 673,118,517 -0.12% 11,692,854 8,068,841

39 38 OMV Bulgaria OOD Bulgaria Petroleum/Natural Gas 641,909,573 -20.32% 11,230,526 4,304,566

40 40 E.ON Gaz Romania SA Romania Petroleum/Natural Gas 626,267,509 -15.12% 33,521,426 10,956,477

41 58 Zagrebacki Holding d.o.o. Croatia Diversified Holdings 619,993,878 1.99% 3,089,827 19,950,042

42 48 Mobiltel AD Bulgaria Telecommunications 615,063,681 -9.35% 134,132,312 166,360,573

43 39 Gorenje d.d. Slovenia Electronics 613,982,515 -22.19% -6,083,996 11,972,104

44 53 T-Mobile Hrvatska d.o.o. Croatia Telecommunications 608,675,085 -4.99% 200,595,079 214,123,578

45 42 Bulgargaz EAD Bulgaria Petroleum/Natural Gas 604,774,955 -18.03% 13,831,468 -46,293,901

46 41 C.N.T.E.E. Transelectrica SA Romania Electricity 601,173,853 -15.22% 1,451,112 10,524,711

47 New Termoelektrane Nikola Tesla DOO Serbia Electricity 598,770,284 5.48% -17,739,454 -97,846,294

48 50 Hidroelectrica SA Romania Electricity 596,572,171 -5.40% 11,441,571 16,339,980

49 68 CEZ Elektro Bulgaria AD Bulgaria Electricity 592,602,629 7.12% 2,826,422 7,348,287

50 43 Lek d.d. Slovenia Pharmaceuticals 581,597,375 -19.27% 55,301,711 67,429,614
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SEE TOP 100 Companies (in euro)

20
09

20
08 Company Name Country Industry Total Revenue 

2009
Y/Y Change in 

Revenue
Net Profit/
Loss 2009

Net Profit/
Loss 2008

51 54 CFR - Calatori SA Romania Transportation 567,477,520 -4.39% -49,755,888 -65,255,827

52 27 U.S. Steel Serbia DOO Serbia Metals 561,578,401 -44.37% -153,051,128 4,914,422

53 77 Mediplus Exim SRL Romania Wholesale/Retail 539,104,928 15.50% 19,127,388 2,854,960

54 72 HEP-Proizvodnja d.o.o. Croatia Electricity 537,173,087 1.58% 1,676,958 3,370,396

55 33 Merkur d.d. Slovenia Wholesale/Retail 533,658,244 -40.16% 13,643,838 26,474,797

56 76 Bulgarian Telecommunications 
Company AD Bulgaria Telecommunications 529,819,565 15.08% 44,210,386 -100,745,464

57 61 Electrocentrale Bucuresti SA Romania Electricity 527,067,342 -3.04% -10,137,916 -86,714,913

58 New Philip Morris Trading SRL Romania Food/Drinks/Tobacco 520,927,824 11.39% 18,776,031 3,177,792

59 51 Compania Nationala de Autostrazi si 
Drumuri Nationale din Romania SA Romania Construction 512,007,206 -17.63% -124,922,984 12,173,838

60 85 RCS & RDS SA Romania Telecommunications 509,454,998 18.12% 50,098,561 -21,167,949

61 80 HEP-Operator Distribucijskog Sustava 
d.o.o. Croatia Electricity 500,006,825 4.08% -7,261,942 27,044,549

62 71 VIPNet d.o.o. Croatia Telecommunications 494,312,824 -6.62% 101,788,625 130,859,365

63 83 JP Elektroprivreda BiH d.d. Bosnia and 
Herzegovina Electricity 482,722,642 4.09% 31,650,764 23,641,527

64 32 OMV Slovenija d.o.o. Slovenia Petroleum/Natural Gas 475,412,849 -47.93% 14,914,555 13,338,685

65 78 Telekom Slovenije d.d. Slovenia Telecommunications 472,053,821 -4.41% 57,375,244 95,968,000

66 New Mercator - S DOO Serbia Wholesale/Retail 471,600,302 318.49% 12,071,671 -4,259,543

67 New Enel Energie Muntenia SA Romania Electricity 470,927,523 173.16% 3,173,877 21,874,270

68 66 Coca-Cola HBC Romania SRL Romania Food/Drinks/Tobacco 469,373,221 -11.14% 40,756,621 61,157,276

69 New Metro Cash and Carry Bulgaria EOOD Bulgaria Wholesale/Retail 463,878,251 -7.44% 40,553,116 41,802,202

70 67 MOL Romania Petroleum Products SRL Romania Petroleum/Natural Gas 461,647,224 -11.75% 17,437,266 10,785,211

71 New Enel Energie SA Romania Electricity 459,662,755 2.51% -11,037,628 20,775,156

72 84 Cosmo Bulgaria Mobile EAD Bulgaria Telecommunications 450,662,379 -2.34% 67,665,390 83,184,633

73 63 OMV Petrom Marketing SRL Romania Petroleum/Natural Gas 434,359,053 -19.62% 8,478,449 15,243,244

74 132 GEN-I d.o.o. Slovenia Electricity 433,311,364 34.84% 9,877,832 5,216,024

75 100 J.T. International (Romania) SRL Romania Food/Drinks/Tobacco 428,057,716 12.03% -4,448,007 12,176,439

76 62 OMV Hrvatska d.o.o. Croatia Petroleum/Natural Gas 427,030,295 -24.81% 2,073,417 -8,067,151

77 New Cosmote Romanian Mobile Telecom-
munications SA* Romania Telecommunications 424,955,628 47.72% -56,087,213 -96,290,278

78 94 AETs Kozloduy EAD Bulgaria Electricity 423,920,279 -0.77% 33,255,447 35,846,674

79 65 Overgas Inc. AD Bulgaria Petroleum/Natural Gas 415,453,797 -26.86% 4,092,380 5,699,371

80 88 Mobitel d.d. Slovenia Telecommunications 414,015,617 -9.00% 41,153,825 58,954,769

81 52 Okta AD Macedonia Petroleum/Natural Gas 402,420,570 -38.02% 2,148,179 -22,424,148

82 70 SCT d.d. Slovenia Construction 401,375,966 -24.85% 775,306 7,178,798

83 95 K and K Electronics EAD* Bulgaria Wholesale/Retail 399,974,435 -5.66% 5,125,701 13,482,256

84 103 Nuclearelectrica SA Romania Electricity 397,513,588 5.33% 11,673,546 25,855,611

85 New JT International Manufacturing SA Romania Food/Drinks/Tobacco 397,491,745 15.71% 2,125,925 5,124,930

86 New Elektrovojvodina DOO Serbia Electricity 396,187,511 2.99% -6,931,560 -8,322,647

87 104 Pliva Hrvatska d.o.o. Croatia Pharmaceuticals 394,533,227 -1.31% -25,168,704 1,319,568

88 105 Vindija d.d. Croatia Food/Drinks/Tobacco 388,311,694 -1.70% 8,959,796 4,471,799

89 87 Complexul Energetic Turceni SA Romania Electricity 387,204,338 -9.72% 5,032,794 5,006,442

90 59 YugoRosGaz AD Serbia Petroleum/Natural Gas 385,286,728 -32.94% 13,715,564 23,495,704

91 129 Tisak d.d. Croatia Business and Consumer 
Services 384,907,694 14.13% 2,454,869 7,406,153

92 56 Alro SA Romania Metals 384,237,129 -33.70% 18,498,833 62,036,273

93 28 Porsche Romania SRL* Romania Automobiles 382,924,301 -57.17% 38,379,516 66,229,140

94 New Idea DOO Serbia Wholesale/Retail 377,417,060 27.12% -25,973,722 -24,001,821

95 New Rewe (Romania) SRL Romania Wholesale/Retail 371,892,253 24.48% 9,438,492 7,449,676

96 New Elektrodistribucija-Beograd DOO Serbia Electricity 371,456,458 9.94% -8,510,671 -14,322,402

97 New E.ON Bulgaria Sales AD Bulgaria Electricity 368,851,076 5.63% 971,455 -2,773,758

98 92 Lukoil - Beopetrol AD Serbia Petroleum/Natural Gas 363,339,910 -18.11% -21,220,142 -30,778,806

99 131 EVN Bulgaria Elektrosnabdiavane AD Bulgaria Electricity 360,276,200 9.54% -719,899 37,324

100 New Rudarski Basen Kolubara DOO Serbia Metals 360,101,972 -1.78% 2,284,886 -14,838,567

(*) denotes net sales revenue and gross profit/loss for 2009
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SEE Best 100 Companies’ Total Revenue Falls 14% 
to 78 Bln Euro in 2009

The total revenue of the 100 best performing 
companies in Southeastern Europe (SEE) fell 
in 2009 by 14% to 78 billion euro. The result 
is not surprising having in mind the adverse 
impact of the global crisis on the region.

Not surprisingly, oil and gas companies 
display the highest combined total revenue 
of 25.6 billion euro for 2009. Those companies 
led in the 2008 ranking as well but had a 
significantly higher revenue – around 28% 
more. Traditionally, the leader in the SEE TOP 
100 ranking is the biggest regional company 
in the oil and gas industry – Romania’s OMV 
Petrom.

OMV Petrom has the highest total 2009 
revenue among the 100 best companies in 
SEE for a third year running – 3.388 billion 
euro, down from 4.851 billion for 2008. The 
company ended last year with a net profit 

of 323.6 million euro, 26% higher than a 
year earlier. OMV Petrom’s good financial 
performance continued in 2010. For the 
first half of the year the company reported a 
significantly higher net profit of 360 million 
euro, a fourfold increase from the same period 
in 2009. The company has said this result was 
due to the favourable oil price environment 
and strict cost management. It forecast that 
the second half of the current year will be 
challenging, with difficult demand conditions 
and a continuing volatile environment 
affecting the refining margin indicator and 
forex rates.

In May 2010, Romania’s Economy Ministry 
decided to sell a stake of 11.84% in OMV 
Petrom, out of its 20.64% holdings in the 
company, through a public offering on the 
Bucharest bourse. The company said in the 
same period it would need to absorb more 

than 1.0 billion euro in annual investment 
through 2015 to support its development 
and unveiled plans for a share issue of up to 
600 million euro to raise the necessary funds.

Croatian oil and gas company INA-Industrija 
Nafte occupied the second place in the SEE 
TOP 100 ranking for 2009, unchanged from 
the previous edition. INA ended 2009 with 
total revenue of 2.7 billion euro, a quarter less 
than its total revenue of 3.65 billion euro in 
2008. INA reduced its loss to 105.4 million 
euro in 2009 from 142 million euro a year 
earlier. The company has said its revenue fell 
due to the lower selling prices although sales 
volumes of crude oil in export and oil derivatives 
remained almost at the 2008 level.

Electricity companies generated the second 
highest combined total revenue of 13.5 
billion euro in the 2009 ranking, almost 

Romania’s OMV Petrom Leads for Second Year Running, 16 New Companies Enter 
Ranking
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Methodology
SEE TOP 100 ranks the biggest companies in 
Southeastern Europe in terms of total revenue 
for the fiscal year ended December 31, 2009. 
Total revenue remains the most accurate gauge 
of the size of any business. Apart from sales 
revenue it includes financial income, which is 
an essential part of the income generated by 
export-oriented companies. The profit/loss fig-
ures of all Croatian companies, for both 2009 
and 2008, indicate pre-tax profit/loss.

The ranking covers non-financial legal 
entities registered in the following coun-
tries: Albania, Bosnia and Herzegovina, 
Bulgaria, Croatia, Macedonia, Moldova, 
Montenegro, Romania, Serbia and Slovenia. 
Banks, investment intermediaries, insurers 
and real estate investment trusts are excluded 
from the ranking as total revenue is not a 
key indicator of their performance. We have 
compiled a separate rankings for the TOP 
100 largest banks in terms of total assets and 
TOP 100 largest insurers in terms of gross 
written premium in Southeastern Europe as of 
December 31, 2009. 

The data we have used in the SEE TOP 100 

ranking is from the non-consolidated reports 
of the companies and has been derived from 
official sources of information such as national 
commercial registers, stock exchanges, govern-
ment and corporate websites, as well as indus-
try regulators, and in direct communication 
with the shortlisted companies. The initial 
data pool exceeded 1,200 firms. The ranking 
does not include companies that declined or 
failed to provide their financial data by the 
specified deadline.

To allow comparison, the financial figures for 
2009 have been converted into euro, using the 
official exchange rate of the central bank of 
the respective country for the last working day 
of 2009. The comparison figures for 2008 are 
based on the official exchange rate for the last 
working day of 2008. Changes in revenue 
were calculated by using local-currency 
figures.
Note: These companies qualified for last year’s edition of SEE 
TOP 100 ranking but did not provide data for 2009 in due 
time in order to be included in this year’s ranking: Naftex 
Petrol EOOD, Evrofutbol OOD, Assarel Medet AD (Bul-
garia), EVN Macedonia AD, Feni Industries AD (Mace-
donia), Red Union Fenosa SA (Moldova), Akela Goldeneye 
International SA, Electrica SA, Heineken Romania SA 
(Romania), Acroni d.o.o., SODO d.o.o. (Slovenia).

unchanged from 2008. 

The companies operating in the oil and 
gas sector topped the ranking in terms of 
the number of companies that qualified for 
the best 100. There were 24 oil and gas 
companies, followed by those operating in 
the electricity sector – 22, those in wholesale 
and retail – 16, and telecommunications – 15.

Surprisingly, three companies from the 
automotive industry also found place in the 
ranking with Romania’s Dacia advancing 
to 4th place from the ninth position in the 
2008 ranking. The three companies from the 
automotive industry had the fifth highest 
combined total revenue of 3.822 billion euro, 
almost 11% down from 2008.

Unchanged from last year’s edition, Romanian 
companies prevail in the 2010 edition of SEE 
TOP 100 ranking with 41 entries. The second 
place in terms of the number of companies is 
held by Bulgaria with 16 companies, followed 
by Serbia and Slovenia with 14 companies each. 
Thirteen Croatian companies also entered the 
ranking. Bosnian power utility JP Elektroprivreda 
BiH d.d. and Macedonian oil refiner Okta AD 
occupied the 63rd and the 81st place, respectively.

www.top100.seenews.com
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Interview: Romania’s OMV Petrom Looks to Diversification, 
Consolidation and Investment To Back Growth

Q: How does OMV Petrom plan to sustain 
growth, having in mind that rapid economic 
expansion in Romania is unlikely to resume soon?

A: Romania experienced a deep recession in 
2009 which continues in 2010, with growth 
expected from 2011 onwards. However, 
when you look from an investor’s point of 
view, I still expect Romania to return to 
growth levels higher than the rest of EU 
over the short to medium term.

From Petrom’s standpoint, in order to 
reach our 2015 objective of becoming the 
leading integrated energy player in SEE 
[southeastern Europe], with increased 
performance and flexibility, we will focus our 
efforts on consolidating and expanding the 
hydrocarbons business, on business portfolio 
diversification through power production, 
on improving efficiency and maximizing 
the integration value in all units.

With continuous annual investments of 
more than 1.0 billion euro, and 1.6 billion 
euro for 2010, we will continue to be a 
significant contributor to economic growth 

in Romania through the multiplying effect 
of our investments. 

Q: Your company has said it aims to expand 
gas marketing into neighboring countries and to 
reach up to 10% market share of the Romanian 
electricity market. How do you plan to achieve 
that goal and over what timeframe?

A: As we have said in our strategy for 
2015, we intend to expand gas marketing 
into neighboring countries. However, this 
depends on connecting the Romanian 
transport system to the European one. 
Petrom is also considering the appraisal of 
locations in order to enter the gas storage 
business. 

In order to position ourselves as an important 
power supplier, Petrom aims to reach a 
market share of up to 10% through the 
enlargement of its portfolio in this field 
of operation. 

We also aim to form a diversified portfolio 
which includes both gas-fired capacities 
as well as renewable capacities, especially 
wind power, as evidenced by the recently 
announced 45 MW [megawatt] wind 
project in Dobrogea, thus benefiting from 
the advantages of both technologies.    

Q: OMV Petrom has recently acquired a wind 
power generation project in which it will invest 
100 million euro. What is the potential of the 
Romanian wind energy market? Do you plan to 
enter other segments of the renewables market?

A: There are opportunities on the market and 
prices are better compared with 2008, while 
the energy demand is estimated to increase 
at a sustained pace of 2.0-3.0% per year. 

In addition, a series of very old capacities 

will have to be shut down because of 
the environmental norms and by 2025 
renewable energy must represent over 20% 
of national consumption. 

As for the wind energy market, there are 
several regions, such as Dobrogea, which 
have great potential. Romania has become 
a hot spot on the wind power generation 
map; several companies have announced the 
construction of wind parks, with capacities 
totalling around 2,000 MW. 

With electricity demand going up in the 
long term and expected to play an important 
role, as CO2-free energy carrier, our strategy 
for electricity envisages the development 
of a balanced project portfolio, from both 
conventional sources, such as gas, but also 
from renewable sources.

Q: What will be the likely impact of the austerity 
package recently adopted by the Romanian 
government on the market segments on which 
you operate?

A: An increase in taxes during an economic 
crisis will fuel inflation and affect purchasing 
power and consumption. As for the markets 
we operate on, fuel sales are expected to 
be negatively impacted by the austerity 
measures, with the decreasing trend recorded 
in 2009 continuing into 2010. The fuel 
market is expected to remain challenging, 
reflecting the economic situation in the 
country. 

The gas market is expected to be slightly 
above the 2009 level, but that is mostly due 
to a supply option granted to certain large 
consumers which have been offered supply 
from domestic production only, with special 
focus on the fertiliser industry.

Mariana Gheorghe, CEO, OMV Petrom Group

OMV Petrom is Romania’s largest oil and gas group, with activities in the Exploration and Production, Refining and Marketing, and 
Gas and Power segments. OMV Petrom exploits estimated oil and gas reserves of 1.0 billion barrels of oil equivalent and has an annual 
refining capacity of 8.0 million tonnes. The group operates 546 filling stations in Romania and 268 filling stations in Moldova, Bulgaria 
and Serbia. Austria’s OMV controls OMV Petrom, holding a 51.01% stake. Romania’s Economy Ministry holds 20.64% of the group 
and Romanian property restitution fund Proprietatea controls 20.11%. The European Bank for Reconstruction and Development 
owns a 2.03% stake in OMV Petrom. 

By Sabina Kotova (SeeNews)

To see the full-length interview, go to www.top100.seenews.com
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Most Profitable Companies

No. SEE TOP100 No. Company Name Country Return on Revenue 
2009

Return on Revenue  
2008

1 44 T-Mobile Hrvatska d.o.o. Croatia 32.96% 33.51%

2 18 Orange Romania SA Romania 25.52% 33.26%

3 23 Vodafone Romania SA Romania 24.95% 24.54%

4 42 Mobiltel AD Bulgaria 21.81% 24.52%

5 35 HT - Hrvatske Telekomunikacije d.d. Croatia 20.83% 35.63%

6 62 VIPNet d.o.o. Croatia 20.59% 24.78%

7 24 Krka d.d. Slovenia 18.17% 19.33%

8 22 Telekom Srbija AD Serbia 15.99% 5.54%

9 27 Romgaz SA Romania 15.18% 13.76%

10 72 Cosmo Bulgaria Mobile EAD Bulgaria 15.01% 18.03%

11 65 Telekom Slovenije d.d. Slovenia 12.15% 19.43%

12 26 GDF SUEZ Energy Romania SA Romania 10.03% 3.24%

13 93 Porsche Romania SRL* Romania 10.02% 6.98%

14 80 Mobitel  d.d. Slovenia 9.94% 12.96%

15 60 RCS & RDS SA Romania 9.83% -4.63%

16 1 OMV Petrom SA Romania 9.55% 5.29%

17 50 Lek d.d. Slovenia 9.51% 9.36%

18 69 Metro Cash and Carry Bulgaria EOOD Bulgaria 8.74% 8.34%

19 68 Coca-Cola HBC Romania SRL Romania 8.68% 10.91%

20 56 Bulgarian Telecommunications Company AD Bulgaria 8.34% -21.88%

(*) denotes net sales revenue and gross profit for 2009

Twelve Telecommunications Companies Among the 
20 Most Profitable in SEE

Methodology

Most Profitable is a ranking of the 20 
companies in SEE TOP 100 that reported 
the highest return on revenue in 2009. 
Return on revenue is calculated as net 
profit divided by total revenue.  

More than half of the 20 most profitable 
Southeast European companies in 2009 
are coming from the telecommunications 
sectors of Croatia, Romania, Bulgaria, Serbia 
and Slovenia. The leader in the ranking is 
Croatia’s biggest wireless operator, T-Mobile 
Hrvatska. Its return on revenue was 32.96% 
in 2009 versus 33.51% a year earlier. The 
company, which is part of Croatia’s biggest 
telecoms company, T-Hrvatski Telekom (T-
HT), had a total revenue of 608.7 million 
euro last year and a net profit of 200.6 
million euro. T-Mobile’s revenue fell 5.0% 
last year much of which was sustained in 
the second half of the year as the recession 
and new taxes began to bite. T-Mobile has 
a market share of around 45% on Croatia.

Orange Romania, an Internet and mobile 
unit of France Telecom, was the second 
most profitable company in the ranking 

with 25.52% return on revenue in 2009 
versus 33.26% in 2008. Orange Romania 
had a total revenue of 1.062 billion euro 
and a net profit of around 271 million 
euro in 2009. The company has said this 
performance was in line with its plans and 
was influenced by the economic crisis, lower 
tariffs and fluctuations of the exchange rate 
compared to the previous year. 

Orange Romania had 10.995 million clients 
at the end of 2009, up 6.2% on the year.

Another Romanian telecommunications 
company - the Romanian unit of British 
wireless giant Vodafone, ranked third among 
the 20 most profitable companies with 
return on revenue of 24.95% in 2009 versus 
24.54% a year earlier. Its 2009 total revenue 
was 982 million euro, down 9.72% from 
2008, and its net profit was 245 million euro 

last year,13.4% lower compared to 2008.

The other eight companies from the 
telecommunications sector in the ranking 
are: Mobiltel (Bulgaria), VIPNet (Croatia), 
HT - Hrvatske Telekomunikacije (Croatia), 
Telekom Srbija (Serbia), Cosmo Bulgaria 
Mobile (Bulgaria), Telekom Slovenije 
(Slovenia), Mobitel (Slovenia), and Bulgarian 
Telecommunications Company (Bulgaria).
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Money Losers (in euro)

No. SEE TOP100 
No. Company Name Country Net Loss 2009 Net Profit/Loss 2008

1 12 Naftna Industrija Srbije AD Serbia -392,497,466 -90,276,853

2 25 Arcelormittal Galati SA Romania -335,408,884 151,779,466

3 52 U.S. Steel Serbia DOO Serbia -153,051,128 4,914,422

4 59 Compania Nationala de Autostrazi si Drumuri Nationale din Romania SA Romania -124,922,984 12,173,838

5 8 Rompetrol Rafinare SA Romania -112,131,897 -116,685,020

6 2 INA d.d. Croatia -105,375,852 -142,234,263

7 3 Lukoil Neftochim Burgas AD Bulgaria -90,022,139 -242,046,599

8 33 Petrotel Lukoil SA* Romania -82,598,449 -134,652,080

9 32 real,- Hypermarket Romania SRL Romania -57,996,631 -51,175,527

10 77 Cosmote Romanian Mobile Telecommunications SA* Romania -56,087,213 -96,290,278

11 51 CFR - Calatori SA Romania -49,755,888 -65,255,827

12 94 Idea DOO Serbia -25,973,722 -24,001,821

13 87 Pliva Hrvatska d.o.o. Croatia -25,168,704 1,319,568

14 98 Lukoil - Beopetrol AD Serbia -21,220,142 -30,778,806

15 34 Lukoil Romania SRL Romania -19,878,948 2,588,355

16 16 Rompetrol Downstream SRL Romania -19,521,541 -53,252,629

17 47 Termoelektrane Nikola Tesla DOO Serbia -17,739,454 -97,846,294

18 71 Enel Energie SA Romania -11,037,628 20,775,156

19 57 Electrocentrale Bucuresti SA Romania -10,137,916 -86,714,913

20 96 Elektrodistribucija-Beograd DOO Serbia -8,510,671 -14,322,402

(*) denotes net sales revenue and gross profit/loss for 2009

Oil & Gas, Electricity Companies Post Biggest 
Losses in 2009

Although oil & gas and electricity companies 
were the best performers in terms of total 
revenue in Southeastern Europe last year, 
companies from these sectors also were the 
ones that posted the biggest losses. Thirteen 
out of the 20 companies in the region that 
recorded the highest losses in 2009 come 
from these two sectors. 

The company topping the list is Serbia’s oil 
and gas monopoly, Naftna Industrija Srbije 
(NIS), which ended last year with a net loss 
of 392.45 million euro in 2009, much higher 
compared to the net loss of 90.3 million euro 
it posted in the previous year. It continued 
to make losses in the first half of 2010 as 
rising output and revenues failed to offset 
the fall in the local dinar currency against 
the U.S. dollar. NIS, 51%-owned by Russia’s 
Gazprom, buys crude oil in dollars and sells 
the oil derivatives in dinars.

Romanian steel plant Arcelormittal Galati 

had the second highest net loss of 335 
million euro in 2009, a sharp turnaround 
from a net profit of some 152 million euro 
a year earlier. The company experienced 
severe financial difficulties last year and in 
May decided to rotate on forced leave all of 
its 11,700 employees, saying that decisions 
on the future of its operation will hinge on 
market conditions. Another SEE steel plant, 
U.S. Steel Serbia, had the third highest net 
loss of 153 million euro last year, compared 
to a net profit of 4.9 million euro in 2008.

Another seven oil and gas companies 
were among the biggest loss makers in 
2009: Rompetrol Rafinare (Romania), 
INA (Croatia), Lukoil Neftochim Burgas 
(Bulgaria), Petrotel Lukoil (Romania), 
Lukoil - Beopetrol (Serbia), Lukoil Romania, 
Rompetrol Downstream (Romania).

Four companies operating in the electricity 
sector occupied the bottom of the list of 

the 20 businesses with the highest losses in 
2009. These were: Termoelektrane Nikola 
Tesla (Serbia), Enel Energie (Romania), 
Electrocentrale Bucuresti (Romania), and 
Elektrodistribucija-Beograd (Serbia) .

Methodology
In this sub-ranking we have listed the 20 
companies in SEE TOP 100 that ended 
2009 with the highest loss. All figures 
are converted into euro from the local cur-
rencies, using the official exchange rate of 
the central bank of the respective country 
for the last working day of 2009. The 
comparative figures for 2008 are based 
on the official exchange rate for the last 
working day of 2008.  

www.top100.seenews.com
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20
09

20
08 Company Name Country Total Assets 

2009
Y/Y Change in 

Assets
Net Profit/Loss 

2009
Net Profit/Loss 

2008

1 1 Nova Ljubljanska banka d.d. Slovenia 15,509,083,000 7.13% -23,621,000 49,188,000

2 2 Banca Comerciala Romana SA Romania 15,261,074,926 0.04% 262,688,378 489,728,997

3 4 Zagrebacka Banka d.d. Croatia 12,703,185,336 3.83% 166,434,010 190,356,786

4 3 BRD – Groupe Societe Generale SA Romania 10,961,228,494 -5.88% 184,255,645 339,627,681

5 5 Privredna Banka Zagreb d.d. Croatia 8,830,720,324 1.22% 126,878,559 150,216,160

6 6 Erste & Steiermärkische Bank d.d. Croatia 6,698,499,589 7.40% 83,075,892 107,541,002

7 7 Unicredit Bulbank AD Bulgaria 5,889,496,531 4.58% 98,680,356 147,612,523

8 8 Raiffeisenbank Austria d.d. Croatia 5,412,456,463 -2.06% 55,828,756 68,375,333

9 17 Hypo Alpe-Adria-Bank d.d. Croatia 5,269,389,460 46.15% 16,173,937 20,301,662

10 New Volksbank SA* Romania 5,138,971,082 2.05% -69,869,657 25,306,268

11 New Alpha Bank Romania SA Romania 5,011,721,536 21.37% 15,420,510 33,503,714

12 New CEC Bank SA* Romania 4,920,593,916 53.70% 8,832,337 61,619,636

13 New UniCredit Tiriac Bank SA Romania 4,832,973,585 17.10% 77,735,328 89,908,232

14 9 Nova Kreditna Banka Maribor d.d. Slovenia 4,789,377,000 4.92% 12,147,000 16,250,000

15 10 Raiffeisen Bank SA Romania 4,732,412,828 3.31% 68,236,479 154,071,314

16 12 Banca Transilvania SA Romania 4,605,333,188 14.45% 14,648,086 99,581,731

17 14 Abanka Vipa d.d. Slovenia 4,510,472,000 17.97% 22,925,000 22,233,000

18 11 DSK Bank EAD Bulgaria 4,468,146,005 0.80% 88,045,485 135,809,349

19 13 United Bulgarian Bank AD Bulgaria 4,167,861,726 5.24% 51,203,325 106,698,946

20 16 Societe Generale – Splitska Banka d.d. Croatia 3,780,488,322 0.76% 42,703,463 37,069,258

21 15 Bancpost SA* Romania 3,450,764,584 -4.70% 22,014,939 32,395,614

22 18 Raiffeisenbank (Bulgaria) EAD Bulgaria 3,395,543,069 -3.47% 25,641,288 67,667,435

23 19 UniCredit Banka Slovenija d.d. Slovenia 3,267,368,000 13.01% 8,798,000 18,483,000

24 20 Banca Intesa AD Serbia 3,211,412,991 23.08% 69,642,357 66,307,091

25 21 Eurobank EFG Bulgaria AD Bulgaria 3,081,109,299 10.82% 10,430,866 49,895,441

26 25 SID – Slovenska izvozna in razvojna banka 
d.d. Slovenia 3,024,894,000 44.89% 948,000 2,767,000

27 22 SKB Banka d.d. Slovenia 2,736,593,000 5.24% 22,913,000 26,656,000

28 New ING Bank N.V. Amsterdam Branch Bucha-
rest* Romania 2,598,076,828 0.69% 5,569,337 24,237,383

29 24 Banka Celje d.d. Slovenia 2,559,083,000 6.03% 6,771,000 11,409,000

30 23 Banka Koper d.d. Slovenia 2,426,488,000 -3.01% 22,305,000 27,777,000

31 26 Hypo Alpe-Adria-Bank d.d. Slovenia 2,331,730,000 3.08% 2,713,000 10,954,000

32 New Piraeus Bank Romania SA* Romania 2,251,157,567 2.72% -11,674,779 46,240,000

33 27 Raiffeisen Bank d.d. Sarajevo Bosnia and 
Herzegovina 2,153,412,452 -1.95% 4,276,381 14,079,956

34 33 Komercijalna Banka AD Serbia 2,140,575,542 20.13% 21,436,237 31,679,120

35 28 First Investment Bank AD Bulgaria 2,093,886,994 -3.78% 16,371,055 26,040,607

36 New Banca Romaneasca SA Romania 2,041,069,249 -5.83% 1,787,758 15,469,236

37 35 Raiffeisen Banka AD Serbia 2,018,291,709 20.28% 35,048,765 78,350,396

38 34 Gorenjska Banka d.d. Slovenia 1,937,579,000 6.12% 33,839,000 42,530,000

39 32 Hrvatska Postanska Banka d.d. Croatia 1,913,566,411 -4.48% -61,429,342 1,190,128

40 29 Piraeus Bank Bulgaria AD Bulgaria 1,853,458,634 -12.49% 23,468,809 29,896,259

41 31 Raiffeisen Bank – Albania Sh.a. Albania 1,824,881,817 -0.22% 33,497,584 40,672,082

42 37 UniCredit Bank d.d. Mostar Bosnia and 
Herzegovina 1,767,425,594 4.48% 15,015,109 15,749,835

43 36 OTP Banka Hrvatska d.d. Croatia 1,717,038,230 -1.95% 12,133,121 20,281,182

44 New RBS Bank (Romania) SA Romania 1,697,262,423 -21.53% 30,847,621 15,522,731

45 39 Eurobank EFG AD Serbia 1,531,361,796 18.39% 29,633,263 47,196,141

46 43 Societe Generale Expressbank AD Bulgaria 1,476,987,264 14.96% 11,573,092 19,029,773

47 42 Hypo Alpe-Adria Bank AD Serbia 1,450,748,002 21.60% 19,058,368 27,819,276

48 50 Unicredit Bank Srbija AD Serbia 1,415,885,505 51.67% 33,064,842 35,241,811

49 41 Raiffeisen Banka d.d. Slovenia 1,381,630,000 3.13% 377,000 2,922,000

50 30 Credit Europe Bank SA* Romania 1,343,275,595 -6.68% -16,303,271 16,243,350
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SEE TOP 100 Banks (in euro)

20
09

20
08 Company Name Country Total Assets 

2009
Y/Y Change in 

Assets
Net Profit/Loss 

2009
Net Profit/Loss 

2008

51 44 Probanka d.d. Slovenia 1,274,352,000 6.89% 5,485,000 3,779,000

52 New Hypo Alpe-Adria-Bank d.d. Mostar Bosnia and 
Herzegovina 1,147,145,202 -7.76% -9,841,346 -9,722,726

53 47 Alpha Bank SA - Sofia Branch Bulgaria 1,145,609,792 4.48% -35,252,041 -11,791,925

54 55 AIK Banka AD Serbia 1,141,128,839 31.16% 64,280,416 67,945,476

55 45 Banka Sparkasse d.d. Slovenia 1,093,036,000 -7.69% 139,000 2,125,000

56 53 Stopanska Banka AD Macedonia 1,072,749,276 10.08% 11,282,277 21,978,866

57 59 Factor Banka d.d. Slovenia 1,054,151,000 20.14% 5,363,000 8,652,000

58 49 Volksbank d.d. Croatia 1,045,716,384 -0.10% 6,078,674 10,226,059

59 48 Corporate Commercial Bank AD Bulgaria 1,040,919,712 -3.32% 30,872,826 20,604,040

60 64 Societe Generale Bank Srbija AD Serbia 1,039,861,642 38.69% 18,375,483 24,628,748

61 56 Komercijalna Banka AD Macedonia 992,417,889 10.18% 17,575,180 22,454,116

62 54 EIBank AD Bulgaria 981,908,448 4.14% 2,256,842 9,720,681

63 61 Central Cooperative Bank AD Bulgaria 940,482,557 10.59% 11,423,283 10,968,745

64 63 Banka Kombëtare Tregtare Sh.a. Albania 930,627,651 25.36% 8,913,117 12,062,799

65 58 Dezelna Banka Slovenije d.d. Slovenia 911,055,000 8.57% 335,000 984,000

66 52 Vojvodjanska Banka AD Serbia 908,478,123 0.46% 2,308,831 6,928,673

67 60 Banka Volksbank d.d. Slovenia 903,931,000 4.36% 165,000 -67,000

68 New NLB Tutunska Banka AD Macedonia 898,085,371 7.80% 7,245,885 11,027,732

69 57 Intesa Sanpaolo Bank Albania Sh.a. Albania 858,521,110 7.76% 11,729,638 15,160,804

70 51 Hypo Alpe-Adria-Bank a.d. Banja Luka Bosnia and 
Herzegovina 851,854,711 -12.97% 1,187,220 4,823,016

71 74 Banca Comerciala Carpatica SA Romania 851,624,778 57.40% -4,999,814 201,225

72 46 Crnogorska Komercijalna Banka A.D. Montenegro 840,732,000 -25.87% -11,834,000 2,122,000

73 62 Allianz Bank Bulgaria AD Bulgaria 836,141,178 0.46% 2,564,129 10,659,924

74 65 MKB Unionbank AD Bulgaria 834,041,302 6.25% 2,322,288 6,781,776

75 New Garantibank International N.V. Branch 
Romania* Romania 831,083,074 92.97% 3,348,141 -19,033,195

76 66 EximBank SA* Romania 799,412,778 15.86% -38,236,261 19,589,732

77 40 OTP Bank Romania SA Romania 789,362,613 0.18% -2,467,953 2,489,712

78 68 Postna Banka Slovenije d.d. Slovenia 786,936,000 12.01% 5,004,000 2,812,000

79 73 Alpha Bank Srbija AD Serbia 768,074,426 26.29% -29,291,325 9,509,367

80 71 Volksbank AD Serbia 720,708,633 11.06% 10,083,357 10,585,618

81 70 Banca Comerciala Intesa Sanpaolo Romania 
SA Romania 702,728,639 7.08% 74,911 3,877,181

82 67 ProCredit Bank AD Serbia 677,374,261 0.22% 8,056,478 6,087,875

83 New NLB Razvojna Banka a.d. Banja Luka Bosnia and 
Herzegovina 615,648,088 -5.84% 3,580,577 7,201,035

84 86 Poljoprivredna Banka Agrobanka AD Serbia 615,336,046 49.00% 12,856,340 5,809,357

85 72 Tirana Bank Sh.a. Albania 613,521,477 3.95% 12,980,364 9,283,998

86 New Intesa Sanpaolo Banka d.d. Bosnia and 
Herzegovina 595,900,462 14.62% 1,784,920 1,427,016

87 69 Bawag Banka d.d. Slovenia 571,028,000 -18.60% -2,953,000 -576,000

88 76 Erste Bank AD Serbia 542,241,221 5.71% 4,079,528 3,757,556

89 75 Investbank AD Bulgaria 521,110,730 -8.85% 3,963,023 5,755,613

90 79 ProCredit Bank Bulgaria AD Bulgaria 519,091,639 0.97% 6,632,990 6,600,267

91 84 NLB Montenegrobanka A.D. Montenegro 515,213,000 9.96% 1,401,000 2,290,000

92 83 Hypo Alpe-Adria Bank A.D. Montenegro 507,189,000 5.16% -18,315,000 -6,168,000

93 New Marfin Bank (Romania) SA Romania 481,428,346 -13.20% 4,378,619 3,902,892

94 77 Alpha Bank – Albania Albania 470,838,163 -4.62% 2,049,375 10,430,471

95 94 Piraeus Bank AD Serbia 468,493,745 42.36% -6,083,119 3,628,464

96 78 OTP Banka Srbija AD Serbia 467,692,317 -7.17% -32,693,996 15,656,466

97 87 NLB Continental Banka AD Serbia 464,964,323 13.19% -6,179,648 2,264,850

98 New Banca Millennium SA Romania 462,707,879 64.55% -38,000,000 -40,138,177

99 New Bulgarian Development Bank AD Bulgaria 461,657,199 109.62% 8,870,914 3,485,988

100 82 Banca Comerciala Moldova - Agroindbank 
SA Moldova 458,165,695 7.26% 8,923,984 21,731,509

* denotes gross profit/loss for 2009
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Most of SEE TOP 100 Banks Increase Assets 
Despite Crisis but Halve Profits

Despite the financial crisis, most of the top 
100 largest banks in Southeastern Europe 
increased their assets last year with the 
growth rate ranging from 0.5% to 110%. 
There were 238 banks active in SEE at the 
end of 2009, serving a market of about 60.4 
million people.

Each of the top four of the 100 largest banks 
in SEE ended last year with assets worth 
more than 10 million euro. The same four 
banks led the ranking of the regional banks 
in the previous year with assets above the 
10-million-euro mark each as well.

Most banks in the region either halved their 
net profit or turned to loss in 2009 as the 
financial crisis and the economic downturn 
took their toll on the region. One of the 
main reasons for the drop in profit was 
the rise in provisions that banks set aside 
to compensate for the increasing number 
of non-performing loans in their portfolios 
(loans with more than 90 days delay in 
payments). Although bad loans continued 
to increase as share of their credit portfolio 
in 2010, most banks are optimistic that this 
trend will be reversed in the last quarter 
of the year.

Slovenia’s largest bank, Nova Ljubljanska 
Banka (NLB), led the SEE TOP 100 
Banks ranking for a second year running, 
ending 2009 with 15.5 billion euro in total 
assets. However, the bank reported an non-
consolidated net loss of 23.6 million euro 
in 2009 due to higher provisions. In 2008, 
NLB had a net profit of 49.2 million euro.

In mid-2010 NLB said it planned to raise 
its capital by 400 million euro by the end 
of the year to finance its strategic growth 
as a regional bank and to ensure capital 
strength. At the end of 2009 NLB’s capital 
totalled 1.178 billion euro with the biggest 
shareholders being the Republic of Slovenia 

with 33.1% and Belgium’s KBC Bank 
with 30.57%.

Romania’s largest bank, Banca Comerciala 
Romana (BCR), occupied the second place 
in the 2009 ranking, unchanged from 2008. 
It had total assets worth 15.3 billion euro 
at the end of 2009. BCR ended last year 
with the highest net profit among the SEE 
Top 100 banks, 262.7 million euro, or down 
from 489.7 million euro in 2008. The bank 
decided to skip dividend payment for 2009 
and use the profit to raise its capital. This 
was the first time when BCR has skipped 
dividend since 2005, when Austria’s 
Erste Bank acquired 69.3% of it from the 
Romanian government.

Croatia’s Zagrebacka Banka (ZABA) ranked 
third with 12.7 billion euro in assets at the 
end of 2009, advancing one notch from its 
fourth place in 2008. ZABA also showed 
the third highest profit among the top 
100 banks in Southeastern Europe – 166.4 
million euro, down from 190.4 million euro 
in 2008. The bank’s biggest shareholders 
at the end of 2009 were UniCredit Bank 
Austria AG with a stake of 84.21% and 
Allianz SE with 11.72%.

Another big Romanian bank – BRD (a unit 
of French banking group Societe Generale), 
ranked fourth, dropping one place from 
2008 with 10.96 billion euro in total assets. 
BRD, however, was the bank with the 
second highest net profit in 2009 – 184.3 
million euro, significantly lower compared 
to its 339.6 million euro net profit in 2008. 

Romania leads the SEE TOP 100 Banks 
ranking by the number of entries with 
21 lenders, followed by Slovenia with 
18 and Bulgaria and Serbia with 17 
each. Croatia is represented by nine 
banks in the 2009 ranking, Bosnia and 
Herzegovina – by six, and Albania – by 

five. Three Macedonian lenders (Stopanska 
Banka, Komercijalna Banka and NLB 
Tutunska Banka majority-owned by the 
ranking leader, NLB) also qualified for the 
ranking. So did three Montenegrin banks 
(Crnogorska Komercijalna Banka, NLB 
Montenegrobanka – also majority-owned 
by NLB, and Hypo-Alpe Adria Bank), and 
one Moldovan bank (Banca Comerciala 
Agroindbank).

Methodology
TOP 100 Banks is a ranking of the 
100 largest banks in Southeastern Eu-
rope in terms of total assets shown on 
their non-consolidated balance sheets as 
of December 31, 2009. We have also 
provided net profit or loss figures for 
these banks for the last two years.

To make figures comparable, all results 
are converted into euro from the respec-
tive local currencies, using the central 
banks’ official exchange rates for the 
last working day of 2009 and 2008, 
respectively. We used figures in local 
currencies when calculating the year-
on-year changes in total assets.

The pool of banks from Southeastern 
Europe comprises more than 230 lend-
ers registered in the region, including 
branches and representative offices of 
foreign banks. The official sources we 
used to compile the ranking include the 
central banks and the governments of 
the countries in the region, the national 
commercial registers and financial reg-
ulators, bank associations and corporate 
websites.

Slovenia’s NLB Tops Ranking for Second Year Running, Romania’s BRD Posts 
Highest Net Profit
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Interview: Bureau Veritas Sees Rising Demand for Data 
Security Certification Services in Bulgaria

Q: A lot of myths about information security 
have appeared recently. What is your opinion 
on this issue?

A: Information security usually has to do 
with particular information technology 
(IT) solutions. The technology resolves 
only part of the problems, because despite 
the advanced solutions the overall level 
of information security at a particular 
company doesn’t change. Information 
security depends on the technology, as well 
as on the physical infrastructure, employees, 
business models, internal communication 
and operating procedures. Investment only 
in IT solutions is not justified as it is not 
effective from organizational point of view. 
We need a change in the global vision and 
priorities.

Q: Could you elaborate on that point?

A: We have to kill the myth that information 
security is about confidentiality. The 
protection of the confidential and valuable 
information is only one component. But 
there are two more: availability and integrity 
of information. Information security is a 
question of balance. Every company is 
different and should define the required 
level of all three components as per their 
needs. This is a dynamic process, the needs 
change with fluctuations in the business 
environment, legislation and competition.

For example for a notary office, the 
availability of information is not a priority. 
There is no big difference whether the 
needed information will be made available 
in one day or one second. This is the 
nature of the notary business – the deals 
are executed in days. The biggest priority 
is data integrity, i.e. no mistakes, omissions 
or discrepancies. On the other hand, for an 
FX broker the availability of information is 
of top importance. It is assumed that the 
information will not be precise, reliable 
and error-free, but it is important to get 
it on time, before things happen. Every 
second counts.

Q: Does this mean that information security is 
possible without confidentiality?

A: Yes, it does. Taking care to ensure data 
integrity and availability means you are taking 
care of information security as well. Taking 
measures to ensure that the information is 
processed correctly without errors with proper 
controls against falsification or destruction 
means a specific level of information security 
is achieved. It is used by the public authorities 
and non-governmental organizations to ensure 
transparency. All forms of information security 
are possible depending how much confidentiality, 
integrity and availability we need.

Q: What is necessary to achieve information 
security?

A: Achieving information security is a 
chimera. We can achieve an acceptable 
level of information security and maintain 

it when priorities, the environment or 
business changes. Most important is to 
nail the problem. Then the management 
and shareholders need to decide whether 
they need information security or not. If 
they do, the management needs to elaborate 
and to define the desired levels of the three 
components: confidentiality, integrity and 
availability. Of course, the management 
needs to take into account the business 
needs, traditions, operational business 
model and habits of people and to work 
systematically with the key stakeholders. 
At all times, the management needs to 
bear in mind the value of the information, 
the levels of risk and business effects and to 
select adequate measures. After all, it makes 
no business sense to safeguard information 
if the cost of data protection is greater than 
the information’s value.

Q: Is it a question of balance then?

A: Yes, it is. The management system is 
the only way to achieve a balance within 
the organization. It helps the management 
to attune the three information security 
components to their needs. The information 
security management system is a set of 
business and operation rules, procedures 
and instructions, policies, technological 
solutions, trained people, feedback methods, 
monitoring, measurement and management 
control. It changes the behavior of 
the employees. With time, all rules are 
transformed into tradition and company 
culture. 

Q: You are coming up with quite a maverick 
view about information security. Is it accepted 
by the Bulgarian business?

A: Yes, it is, especially by the top managers. 
I have encountered a variety of views on this 
among our corporate clients but we all share 
the same opinion about the balance and 
the global approach. The most interesting 
part is that this opinion is shared by small 
private entrepreneurs as well as by large 
corporations like IBM. Paradoxically, the 

Kalin Panev graduated at the Technical Univer-
sity of Varna majoring Information Technologies. 
He holds a Master’s Degree in IT after specializing 
at the University of Kingston. He joined Bureau 
Veritas in 1996 after induction in the central 
certification office in London. Kalin Panev is one 
of the 52 corporate auditors of IBM and the first 
Bulgarian information security lead auditor (ISO 
27001) registered in IRCA. His information secu-
rity experience covers IT, aerospace, defense, banking 
and public sectors. Since 2001 he has been the 
director of Bureau Veritas Certification (Bulgaria). 
Kalin Panev also holds a Master’s Degree in Busi-
ness Administration (MBA) from the University of 
Sheffield (UK) and Diploma for Business Strategy 
from the Chartered Management Institute (CMI 
UK) as member MCMI.

Bureau Veritas is one of the largest conformity assessment organizations in the world. It was founded in 1828 and since then has 
developed a network of 900 offices and laboratories in 160 countries employing over 40,000 people. It is the biggest certification body 
in the world covering quality, environment, health and safety, security and social accountability. Bureau Veritas has been present in 
Bulgaria since 1994, certifying the first Bulgarian company for compliance with the ISO 9000 standard
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biggest enthusiasm for information security 
comes out of the non-IT sector, believe it 
or not. The most significant issue, however, 
is who really needs information security.

Q: Which sectors do you think really need 
information security?

A: First, all of the organisations required 
to implement information security 
policies by law. These are all the public 
administrations, because they process and 
handle a lot of data that generally don’t 
belong to them. Secondly, there are the 
health organizations that process highly 
sensitive data regarding the health of their 
patients, as well as data critical for saving 
human lives such as personal allergies. This 
is also applicable, but to a lesser extent, 
to clinical laboratories and pharmacies. 
Thirdly, there are the specialized business 
services: investment, law and tax consulting, 
insurance, payroll, archiving, auditing and 
finance. All of these providers of business 
services have the necessary goodwill and 
ensure the inclusion of confidentiality clauses 
in the relevant contracts, but only a few of 
them can guarantee information security due 
to a lack of systematic approach. Another 
sector is banking where the situation is 
slightly different, as they deal with money, 
which, actually, represents just electronic 
data in their information systems. The 
emphasis is not on the confidentiality as 
many might think, but on the data integrity, 
availability and business continuity. There 
are parliamentary debates in Hungary, for 
instance, about mandatory implementation 
of an information security standard at 
all banks. I recall the case with Lloyds 
Bank in the UK two years ago, when the 
pension data of 10 million people was lost 
and could not be properly retrieved. In 
rare cases, data could be retrieved from 
memory, of course. Data processing, billing 
and courier companies also deal with 
information security issues. The printing 
out and delivery of invoices requires access 
to the databases of the telecoms and utility 
companies, which contain sensitive data 
about the end customers. How would 
you feel if information about your home 

telephone number and calls becomes 
public? Information about a household’s 
consumption of gas, electricity and water 
can be used to determine people’s habits, 
i.e. when there is nobody at home, etc. 
Would you insist that this information is 
safeguarded? Then there are the outsourcing 
companies, which work on secret projects for 
big corporations. All outsourcing companies 
conclude NDA (Non Disclosure Agreement). 
All of them have the intention to uphold 
the agreement but how many of them can? 
You see, if you want to be in this business, 
your information security capabilities need 
to be proven. Information security is also 
an issue for special institutions like police, 
defense and the like where data is either 
a state secret or is very sensitive. The law 
of classified information stipulates what 
needs to be done. The information security 
management system explains how it should 
be done. All these institutions work with a 
broad range of suppliers, who also need to 
take into consideration their information 
security requirements. 

Q: Well, it appears that many sectors have 
different reasons to implement information security 
policies. Isn’t that very expensive?

A: On the contrary! Elimination of risks 
is very expensive. Implementation of 
information security system does not 
eliminate the risks, but reduces them to 
an acceptable level. By doing so, data 
sets with varying degree of value receive 
different level of protection. The level of 
protection depends on the identified risks. 
There is no business sense to spend money 
on information protection if the value of 
the information is less than the cost of the 
protection. Because of this “business logic”, 
the top managers are very accepting of 
information security. A lot of companies 
have implemented good information security 
practices, but haven’t integrated everything 
together. It is time that they make a return 
on their investment in information security. 
The fastest way is to approach the issue 
systematically. Then we have a pay-off.

Q: It still appears that the implementation of an 
information security system is a task that only 

big companies can take on. Is that so?

A: I don’t think so. One well organized 
small pharmacy meets about 90% of the 
information security standard requirements. 
The same applies to the small private medical 
laboratories, which I had contacts with. 
What is missing is the synchronization of 
the security controls, analysis and awareness 
of the risks and business continuity plans. 
Small firms have a small volume of valuable 
information and can protect it easier with 
less protection mechanisms. A smaller staff 
offers some advantages like easier prevention 
of information leaks. The time for training 
and awareness is also shorter. 

Q: Does it mean that the smaller firms don’t 
need to implement all requirements and security 
controls?

A: Yes, it does. The information security 
standard allows justified exemptions. If 
we come back to the small pharmacy 
example, all network control requirements 
can be excluded. There are very seldom 
more than two computers – no need for 
network segregation, routing security 
or other network controls. We only do 
what is needed. This is the essence of the 
information security standard. It applies 
to small and big companies, to everyone.

Q: Are there many companies in Bulgaria that 
have implemented this standard?

A: There is no definitive answer. A lot 
of companies have implemented a lot of 
requirements and control measures, without 
knowing that such a standard exists. If we 
talk about the companies that can prove 
the implementation there are about 60. 

Q: How can the companies prove their information 
security level?

I have only one answer to that – accredited 
certification. There are about 60 companies 
in Bulgaria that hold accredited certificates 
for information security. I had the pleasure 
to audit most of them. The interest 
towards information security certification 
is increasing. The excitement is yet to come. 
I am confident about the future.

Bureau Veritas Certification
4th Floor, 81A, Bulgaria Blvd., 1404 Sofia, Bulgaria
Tel. +359 (2) 983 60 00; Fax +359 (2) 983 60 65
certification.bulgaria@bg.bureauveritas.com
http://www.bureauveritas.com
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No. Company Name Country Gross Written 
Premium 2009

Y/Y Change in 
GWP

Net Profit/Loss 
2009

Net Profit/Loss 
2008

1 Zavarovalnica Triglav d.d. Slovenia 744,455,698 -1.26% -1,810,699 14,931,170

2 Croatia Osiguranje d.d Croatia 415,314,307 -6.46% 9,538,475 8,862,266

3 Allianz - Tiriac Asigurari SA Romania 304,120,491 -7.12% 7,012,629 5,766,150

4 Zavarovalnica Maribor d.d. Slovenia 266,040,607 5.64% -555,369 2,791,783

5 Omniasig Vienna Insurance Group SA Romania 263,565,443 -5.68% 10,267,754 35,404,355

6 Adriatic Slovenica Zavarovalna Druzba d. d. Slovenia 260,825,869 1.52% 10,529,307 -14,905,729

7 Vzajemna Zdravstvena Zavarovalnica d.v.z. Slovenia 248,390,555 5.74% 6,418,860 -608,522

8 Astra SA Romania 191,445,893 24.55% 1,467,963 875,330

9 Dunav Osiguranje AD Serbia 153,073,216 -0.11% 1,528,854 N/A

10 Asigurarea Romaneasca - Asirom Vienna Insur-
ance Group SA Romania 152,757,096 -13.90% 1,220,486 -16,976,615

11 Pozavarovalnica Sava d.d. Slovenia 147,082,330 9.16% -12,598,645 -7,991,649

12 Euroherc Osiguranje d.d. Croatia 142,837,700 -3.93% 8,162,465 7,425,875

13 BCR Asigurari Vienna Insurance Group SA Romania 136,241,987 6.00% -13,135,311 -1,431,706

14 Allianz Zagreb d.d. Croatia 134,976,351 -12.03% 5,880,486 2,255,877

15 Groupama Asigurari SA Romania 127,000,439 -41.46% -8,967,853 -27,968,647

16 ING Asigurari De Viata SA Romania 124,653,288 -21.13% 18,286,891 4,255,216

17 Generali Asigurari SA Romania 119,896,485 21.41% 3,771,631 227,248

18 UNIQA Asigurari SA Romania 117,473,544 -2.04% 585,940 -35,986,418

19 DDOR Novi Sad AD Serbia 116,486,347 -14.74% 2,718,388 N/A

20 Bulstrad Vienna Insurance Group AD Bulgaria 107,110,481 -5.61% 48,603 1,060,931

21 DZI - Obshto Zastrahovane EAD Bulgaria 103,253,262 -0.10% -12,870,751 -12,060,353

22 Delta Generali Osiguranje AD Serbia 97,824,355 10.24% N/A N/A

23 Jadransko Osiguranje d.d. Croatia 90,474,978 -2.82% 5,173,958 5,018,137

24 Lev Ins AD Bulgaria 85,926,278 5.99% 3,744,190 6,054,718

25 Asigurare Reasigurare Ardaf SA Romania 77,363,392 -8.16% -21,405,725 -46,414,774

26 Armeec AD Bulgaria 75,793,290 1.56% 1,521,093 990,372

27 Kvarner Vienna Insurance Group d.d. Croatia 73,983,170 0.41% -2,837,590 -4,198,964

28 Allianz Bulgaria AD Bulgaria 72,479,086 -14.10% 5,633,414 4,637,417

29 Zavarovalnica Tilia d.d. Slovenia 72,225,013 5.79% 820,497 -182,674

30 KD Zivljenje d.d. Slovenia 69,279,741 -0.79% 789,158 -2,839,973

31 Generali d.d. Slovenia 67,250,987 13.15% 194,027 -2,621,625

32 Triglav Zdravstvena Zavarovalnica d.d. Slovenia 67,212,891 13.71% 592,541 323,044

33 Bul Ins AD Bulgaria 66,892,085 -15.60% 2,952,711 5,043,383

34 Euroins Romania Asigurare-Reasigurare SA Romania 66,488,427 96.82% -1,922,907 -4,047,345

35 BCR Asigurari De Viata Vienna Insurance 
Group SA Romania 60,340,447 59.31% 2,673,207 2,039,837

36 Grawe Hrvatska d.d. Croatia 56,943,578 -3.23% 3,604,845 4,473,116

37 Triglav Osiguranje d.d. Croatia 54,759,936 5.88% -14,508,912 -6,499,077

38 Basler Osiguranje Zagreb d.d. Croatia 50,764,435 -6.55% -5,103,611 -11,031,856

39 Wiener Re AD Serbia 46,899,857 2.42% N/A N/A

40 Carpatica Asig SA Romania 46,546,879 122.88% 5,252,867 -681,891

41 Alico Asigurari Romania SA Romania 45,290,852 -33.00% 16,353,627 13,390,491

42 Merkur d.d. Slovenia 45,124,831 3.56% 5,505,051 3,590,654

43 Merkur Osiguranje d.d. Croatia 40,505,057 -0.26% 3,403,548 112,500

44 Euro Ins AD Bulgaria 37,996,280 -9.75% -699,959 -6,854,890

45 Generali Osiguranje d.d. Croatia 37,239,205 2.11% -4,281,570 -7,709,684

46 Lovcen Osiguranje AD Montenegro 35,773,196 -3.11% -7,373,000 473,000

47 GRAWE Zavarovalnica d.d. Slovenia 35,392,786 -2.81% 3,948,752 713,921

48 Energia AD Bulgaria 34,372,068 16.31% 12,278,675 10,581,185

49 UNIQA AD Bulgaria 32,243,850 -34.29% -1,108,481 -1,802,815

50 UNIQA Osiguranje d.d. Croatia 32,074,264 27.66% 345,186 416,551
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No. Company Name Country Gross Written 
Premium 2009

Y/Y Change in 
GWP

Net Profit/Loss 
2009

Net Profit/Loss 
2008

51 Garanta Asigurari SA Romania 31,869,070 20.94% 2,543,740 1,994,480

52 AGRAM zivotno Osiguranje d.d. Croatia 31,172,793 -3.41% 4,398,464 7,075,304

53 Generali Zastrahovane AD Bulgaria 29,135,641 -8.65% 2,600,431 -8,440,918

54 Sarajevo Osiguranje d.d. Bosnia and 
Herzegovina 27,619,254 0.62% 679,507 818,578

55 Bulgarski Imoti AD Bulgaria 25,657,962 -3.87% 385,003 -1,862,125

56 Allianz Bulgaria Life AD Bulgaria 25,160,063 -25.13% -1,564,553 3,068

57 Victoria AD Bulgaria 25,130,094 11.38% -1,176,483 -1,463,829

58 Sunce Osiguranje d.d. Croatia 24,720,275 -3.09% 1,868,263 1,743,965

59 Bosna - Sunce Osiguranje d.d. Sarajevo Bosnia and 
Herzegovina 24,293,743 2.28% 1,414,233 1,565,576

60 UNIQA Non-Life Insurance AD Serbia 24,187,548 11.90% N/A N/A

61 NLB Vita d.d. Slovenia 24,149,037 -22.97% 2,477,325 916,481

62 Aviva Asigurari De Viata SA Romania 24,112,113 -5.27% -3,180,849 -5,352,472

63 Takovo AD Serbia 21,992,412 19.17% 606,244 N/A

64 Vardar Skopije AD Macedonia 21,515,435 -3.80% N/A 727,223

65 Chartis Romania SA Romania 21,262,135 -9.56% -471,174 1,763,298

66 HOK - Osiguranje d.d. Croatia 19,863,613 38.14% -1,050,752 19,114

67 Euroherc Osiguranje d.d. Mostar Bosnia and 
Herzegovina 18,820,069 15.82% N/A 845,165

68 Triglav Kopaonik AD Serbia 18,500,409 4.02% 129,494 17,599

69 Bosna Reosiguranje d.d. Sarajevo Bosnia and 
Herzegovina 18,161,088 -6.47% 933,108 1,207,671

70 Grawe AD Serbia 18,018,736 13.86% N/A N/A

71 Croatia Osiguranje d.d. Bosnia and 
Herzegovina 17,943,379 -5.13% 512,952 775,118

72 DZI AD Bulgaria 17,738,169 -17.68% 179,463 194,291

73 Grawe Romania Asigurare SA Romania 17,589,372 -13.92% 1,798,604 -329,121

74 Sava Tabak AD Macedonia 16,729,270 1.96% N/A N/A

75 UNIQA Osiguranje d.d. Sarajevo Bosnia and 
Herzegovina 16,311,647 -4.03% 290,925 717,343

76 Triglav BH Osiguranje d.d. Sarajevo Bosnia and 
Herzegovina 16,092,358 -3.33% 1,524,672 1,126,376

77 AMS Osiguranje AD Serbia 16,031,685 19.06% 537,560 N/A

78 SIGAL UNIQA Group Austria sh.a. Albania 15,857,232 22.55% N/A N/A

79 Interamerican Bulgaria AD Bulgaria 15,567,104 50.29% 115,041 101,747

80 QBE Macedonia AD Macedonia 14,893,009 -23.17% 543,573 170,979

81 Municipal Insurance Company AD Bulgaria 14,711,135 102.58% 812,443 383,469

82 Moldasig SRL Moldova 14,555,280 1.91% 5,831,219 4,091,289

83 Sava Osiguranje AD Serbia 14,031,441 23.95% -1,491,029 274,816

84 Helios Vienna Insurance Group d.d. Croatia 13,690,868 -11.57% -2,885,769 -4,273,783

85 Croatia Zdravstveno Osiguranje d.d Croatia 13,277,312 9.49% 613,203 425,317

86 Bulstrad Life Vienna Insurance Group AD Bulgaria 12,795,769 2.58% -492,374 -696,891

87 Eureko Asigurari SA Romania 12,299,833 -35.35% -4,494,192 -6,544,923

88 Erste Osiguranje Vienna Insurance Group d.d. Croatia 12,156,867 18.01% N/A N/A

89 Cosmopolitan Life Vienna Insurance Group - 
Osiguranje d.d. Croatia 12,017,915 7.34% -9,102,681 -1,558,484

90 VGT Osiguranje d.d. Visoko Bosnia and 
Herzegovina 11,868,641 -3.44% N/A 559,353

91 Alico Bulgaria EAD Bulgaria 11,462,041 -29.54% 1,252,154 880,445

92 Jahorina Osiguranje a.d. Bosnia and 
Herzegovina 11,330,563 24.58% 144,650 -3,454,945

93 SID – Prva Kreditna Zavarovalnica d.d. Slovenia 11,066,575 -21.01% -6,528,879 344,630

94 Sava Montenegro AD Montenegro 10,873,467 -4.26% -2,672,000 -2,366,000

95 Asito SA Moldova 10,289,867 -5.04% 828,701 1,510,951

96 Milenijum Osiguranje AD Serbia 10,247,297 20.72% 182,357 N/A

97 Eurolink Insurance AD Macedonia 10,020,058 1.13% N/A N/A

98 Credit Europe Asigurari-Reasigurari SA Romania 10,013,812 30.68% 877,614 165,537

99 HDI Zastrahovane AD Bulgaria 9,832,923 1.97% 35,279 24,542

100 Kosig Dunav Osiguranje a.d. Bosnia and 
Herzegovina 9,810,161 -8.61% -1,640,211 -627,704

www.top100.seenews.com
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SEE TOP 100 Insurers 2009 Premiums Fall 4.0% 
to 6.929 Bln Euro

The gross written premium income of 
the SEE Top 100 insurance companies in 
Southeastern Europe fell by 4.0% in 2009 
to 6.929 billion euro as the global financial 
crisis took its toll.

The leader in the SEE Top 100 Insurers 
ranking, Slovenia’s Zavarovalnica Triglav, 
also led its domestic market in terms of gross 
premium income. The Slovenian insurer 
ended 2009 with a gross written premium 
of some 744.5 million euro, down from the 
previous year’s 754 million euro, but almost 
double the premium income of second-
ranked Croatia Osiguranje. Zavarovalnica 
Triglav turned to a net loss of 1.8 million 
euro in 2009 from a net profit of 14.9 
million euro a year earlier. According to 
the company’s annual report, the operating 
results were affected negatively by a spell 
of summer storms that battered the greater 
part of Slovenia and by the financial crisis.

Zavarovalnica Triglav has decided to launch 
the closure of its Slovak unit by the end 
of this year - four years after entering that 
market, as part of a broader process of 
group consolidation which is one of the key 
strategic goals of its management.

Outside Slovenia, Zavarovalnica Triglav 
also has units in Croatia, Bosnia and 
Herzegovina, Serbia, Montenegro and 
Macedonia. The units in Serbia (Triglav 
Kopaonik) and Bosnia (Triglav BH 
Osiguranje) also entered the SEE Top 100 
Insurers ranking, at the 68th and the 76th 
place, respectively.

Insurance group Croatia Osiguranje 
occupied the second place in the ranking 
with a gross written premium income of 
some 415 million euro, down from 443 
million euro in 2008. Despite the decrease 
the company registered a higher net profit 
of 9.5 million euro in 2009, compared to 

8.9 million in 2008. It plans to distribute 
around 135,000 euro from the 2009 profit 
as dividend to the holders of preferred shares 
and to retain the remainder. At the end of 
July 2010 Croatia Osiguranje’s Supervisory 
Board decided to lay off 5.0% of the group’s 
2,853 employees but gave no further 
details. The company has subsidiaries in 
Serbia, Kosovo, Macedonia and Bosnia. 
The Croatian government owns around 
82% of Croatia Osiguranje.

Romanian insurer Allianz-Tiriac Asigurari 
ranked third with 2009 gross written 
premium of 304 million euro, down 7.1% 
year-on-year. The company had a net profit 
of 7.0 million euro last year. Allianz-Tiriac 
Asigurari has said it does not have very 
high expectations for 2010, regarding its 
growth prospects. The company has said 
it expects both market segments – general 
insurance and life insurance - to shrink 
in Romania this year, and would aim at 
standing its ground. Data for the first half 
of 2010 show the company is on track to 
meet this objective: its owner, German 
financial group Allianz, reported that 
the operating profit from its Romanian 
insurance operations remained flat on the 
year at 2.0 million euro.

Romania leads in the SEE TOP 100 
Insurers ranking by the number of entries 
with 20 companies, followed by Bulgaria 
with 19 and Croatia with 18. Slovenia is 
represented by 13 companies, Serbia by 
11, and Bosnia and Herzegovina has 10. 
Macedonia participates with four insurance 
companies (Vardar Skopije, SAVATABAK, 
QBE Macedonia, EUROLINK). Two 
Montenegrin insurance companies 
(Lovcen Osiguranje, Sava Montenegro), 
two Moldovan (Moldasig, Asito) and one 
Albanian (SIGAL UNIQA Group Austria) 
also qualified for the ranking.

Methodology
TOP 100 Insurers is a ranking of the 

100 largest insurers in Southeastern 

Europe in terms of gross written pre-

mium shown on their non-consolidat-

ed income statements as of December 

31, 2009. We have also provided net 

profit or loss figures for these insurance 

companies for the last two years. 

To make figures comparable, all re-

sults are converted into euro from the 

respective local currencies, using the 

central banks’ official exchange rates 

for the last working day of 2009 and 

2008, respectively.

We used figures in the local curren-

cies when calculating the year-on-year 

change in gross written premiums.

The whole pool of insurance companies 

from Southeastern Europe comprised 

more than 220 legal entities registered 

in the region. We have researched all 

insurers which provide life, non-life 

or both types of insurance, as well as 

re-insurance companies. The official 

sources we used were central banks, 

national commercial registers, finan-

cial supervision commissions, insur-

ance associations, government and 

corporate websites.

Slovenia’s Triglav Leads Ranking in Terms of Premium Income, Romania Leads by 
Number of Companies
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Interview: Investment Network Merar Connects 
Underfunded Asia Pacific, CEE and Africa SMEs with 
Financial Backers 

Q: What was the business rationale behind the 
launch of the platform? Why the focus on emerging 
markets? 

A: Emerging markets are where business 
opportunities are greatest and that is 
no news. We believe that the strongest 
prospect for sustainable growth in emerging 
markets is private entrepreneurship and 
private business.  Unlike on developed 
markets, however, there is less awareness 
of financing and capital opportunities.  
Similarly, for investors looking to engage 
capital effectively, there are fewer established 
channels to identify potential targets.   

Here is a simple example. Every business 
needs money to grow, survive a rough patch 
or just spread out the risk. Very often, and 
especially with the ongoing financial crisis, 
businesses struggle to get bank credits. 

On the other side, we have the world of 
angel investors, venture capitalists, private 
equity and mezzanine funds and a lot of 
companies looking for good merger and 
acquisition opportunities to expand. Most 
of them, led by potentially high internal 
rates of return, are looking for investment 

opportunities in the markets of Asia Pacific, 
Central and Eastern Europe and Africa. 
They read analysis and reports about new 
and emerging opportunities and promising 
returns but do not always have the tools to 
identify interesting and broad enough targets 
and build up their investment portfolio.

Here is where Merar strives to help. Our 
goal is to help businesses and investors meet, 
establish contact and start negotiations. 
To facilitate the contact we operate in 4 
languages (Russian, Turkish, Chinese and 
English) and all projects descriptions and 
investors’ CVs are translated into English.

Q: What investment opportunities are currently 
available on the markets covered by the platform? 
What are the main industries which Merar’s 
platform is currently attracting? What geographic 
areas are investors flocking to? 

A: Currently we have listings for investment 
opportunities from 21 countries across 26 
industries with a combined value of almost 
$2 billion.

Opportunities in India, China and Russia 
have a significant share of the listings on the 
platform. This shows the pent-up demand 
for investment in those countries and the 
inevitable growth of private business and 
entrepreneurs in all industry sectors. 

Q: What are the key factors that would make 
a business in the regions covered by the platform 
attractive to investors? What role does innovation 
play in this process?  

A: Each emerging economy has its particular 
advantages, whether it is the focused support 
and entrepreneurial energy of investment 
and technology centers such as India’s 
Bangalore or the overall macro-economic 
growth outlook in places like Vietnam.

For Eastern Europe, which is the focus of this 
publication, it seems clear that we will see 
a large number of well-managed privately-
held businesses coming to the market over 
the next decade as the original founders, 
who set up the operation following the fall 
of communism, go into retirement. This 
will provide the fuel for increased private 
investment throughout Eastern Europe and 
the more efficient use of capital. We would 
then expect those companies to develop 
under new ownership both eastwards into 
Russia and Asia, as well as to compete 
head-to-head with western European firms. 

Q: What are the challenges facing technology/
innovation-based businesses in developing markets?

A: As with other businesses, perhaps the 
two main challenges are human resources 
and financing.  

Innovation companies need to attract 
highly intelligent and technically skilled 
individuals with financial and business savvy 
and all emerging economies potentially 
suffer from talented personnel moving  to 
the U.S. and Western European universities 
and companies. 

Secondly, corporate failure can have 
heavy legal and personal implications in 
many emerging countries, which restricts 
entrepreneurship and helps maintain the 
status-quo of established entities. 

Last but not least, the business environment 
for innovation and high-tech companies 
in more developed countries can be more 
forgiving. In the U.S., for example, there are 
well-established mechanisms for companies 
to make their pitch and attract debt financing 
and venture capital and this is the process 
that Merar hopes to facilitate in emerging 
markets.

Ralitsa Bobochikova, 
Managing Director, Merar

Merar (www.merar.com) provides a global web-based platform in English, Russian, Turkish and Chinese where business managers and 
owners promote their companies in need of growth capital or exit to interested investors and investment intermediaries.

www.top100.seenews.com
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Interview: Slovenian Insurer Triglav Sees Upside in 
Unfavourable SEE Demographics, Underserved Market
By Georgi Georgiev (SeeNews)

Q: How did the Slovenian insurance sector 
perform in 2009 and what is your outlook for 
2010, judging from the market trends in Q1? 

A: The major factors that influenced 
last year’s performance of the insurance 
companies present in the Slovenian insurance 
market were the extensive weather-related 
damages and the economic and financial 
crisis. Due to the expected continuation of 
last year’s trends, Zavarovalnica Triglav has 
adopted a series of measures to mitigate the 
negative impacts of the financial crisis on 
the operating results, such as streamlining 
of costs, especially those not directly related 
to insurance acquisition. 

Q: In February, Triglav forecast it will collect 
1.04 billion euro in consolidated gross premiums 
this year. Are you sticking to this estimate?

A: The financial plans for the end of this 
year have not been altered; therefore, the 
forecast remains the same.

Q: What do you perceive to be the biggest risk 
to insurance growth in Slovenia going forward?

A: The increase in insurance volume largely 

depends on the general economic and social 
conditions. The financial and economic crisis 
also impacts the insurance business after a 
certain delay. The combined fallout from 
the economic slowdown, the drop in export 
and import activities and job uncertainty 
has undercut demand for insurance products 
and, with that, the amount of insurance 
premiums. At the same time, the global 
financial crisis on the capital markets had 
a negative impact on the value of some of 
the investments, which represent a large 
share of the insurers’ assets.

Q: What are the challenges facing the pension 
insurance market in Slovenia? How is Triglav 
positioned on this segment and what is your 
growth strategy?

A: Slovenia is no exception when it comes 
to the unfavourable demographic trends 
that are putting a strain on pension schemes 
across the EU.  To ensure adequately high 
and safe retirement allowances that can be 
maintained from the public and the financial 
point of view, the existing pension system 
must undergo some changes. 

At the moment, the Slovenian Pension 
and Disability Insurance Act has reduced 
the rights stemming from the compulsory 
pension insurance and restricted conditions 
for retirement. The second pillar of 
pension insurance, which will stimulate 
the population to make supplementary 
savings for future retirement allowances, 
was also introduced.

According to the above-mentioned 
problems of the Slovenian pensions scheme, 
a new proposal for the amendments of 
the Pension and Disability Insurance Act, 
which will further restrict conditions for 
retirement and foresees lower retirement 

allowances within the compulsory pension 
insurance  – raising of the retirement 
age, reduction of pension rating base for 
calculation of old-age pension, is currently 
under public debate. This is foreseen to 
enter into force in the beginning of 2011.

Retirees can no longer count only on their 
income provided by compulsory schemes 
and, going forward, people that retire 
will receive the majority of their income 
from other sources like pension annuity 
and life insurance. Therefore the current 
demographics, however, represent a big 
opportunity for financial institutions, 
especially for life insurance companies and 
pension fund providers.

Q: Triglav has signed a letter of intent to 
acquire Albanian peer Albsig and earlier this 
year said it was buying a 9.9% stake in the 
company. Could you provide an update on the 
process? In late 2009, Triglav said it also 
planned to enter Kosovo. Could you provide 
a tentative timeframe for your market entry 
there?

A: The penetration into the Albanian 
insurance market is being examined 
through the purchase of a minority equity 
stake in Albsig, one of the smaller Albanian 
insurance companies. The time and the 
method of entering the Kosovo insurance 
market have not yet been finalised and 
partially depend on the success of the 
project in Albania. In all SEE and Balkan 
markets where insurance activity is less 
developed – Kosovo and Albania included, 
there are many opportunities for growth 
and development, especially in the long 
term. As far as potential goes, there is still 
a vast area for premium growth in the field 
of life and property insurance, as well as 
health and pensions insurance.

Igor Stebernak, member of the managing board of 
insurer Triglav

Slovenian insurance company Triglav (www.triglav.si), which also is active in reinsurance, pension insurance, wealth management and 
bancassurance, reported a consolidated pre-tax profit of 2.1 million euro last year on consolidated gross insurance and co-insurance 
premium income of 1.022 billion euro. Across the SEE region, Triglav has units in Croatia, Bosnia and Herzegovina, Serbia, Montenegro 
and Macedonia. The Slovenian government, through several state-owned funds, owned 62.53% of Triglav as of December 31, 2009.

To see the full-length interview, go to www.top100.seenews.com



29SEE TOP 100 Insurers

SEE TOP 100 Insurers

page 29

Bumpy Road for SEE Insurers in 2009
By Valentin Stamov (SeeNews)

The analysis is based on public information 
gathered from the official insurance regulatory 
bodies in the countries of Southeast Europe 
(SEE). The conversion exchange rates of the local 
currencies are for the end of the respective period.

After a period of strong growth the insurance 
sector in Southeast Europe (SEE) was hit by 
the global economic crisis with premiums 
falling in 2009. The combined insurance 
premium income in Albania, Bulgaria, Croatia, 
Moldova, Montenegro and Serbia decreased 
by 4.5% to EUR 2.873 bln in 2009. The 
strongest influence for the decline came from 
the shrinking of the Bulgarian and Croatian 
markets, which accounted for nearly 75% of 
total premium revenue. 

The falling premium income of the insurance 
sector in some of the listed countries reflects 
the severe economic downturn in the region, 
where the average real GDP drop was 4.2% 
in 2009, equal to the average for the EU-
27, according to official statistical data. In all 
SEE countries the non-life insurance segment 
continues to generate the biggest part of 
the sector’s total premium revenue. In the 
above mentioned countries non-life insurance 
premiums accounted for more than 80% of 
all premiums.

In 2008 the SEE insurance sector saw premium 
income growing by 11.1% to EUR 7.315 bln. 
This shows the trend in the development of the 
insurance sector before the global economic 
recession hit the economies in the region.

Paid Insurance Claims
The paid insurance claims in Albania, Bulgaria, 
Moldova and Croatia registered an average 
growth of 6.8% to a combined EUR 1.078 bln 
in 2009. In the first three countries the paid 
claims marked an annual increase of more than 
11%, calculated in the national currencies, with 
Bulgaria showing the highest growth rate of 
12.3% to BGN 771 mln (EUR 394 mln). At 
the bottom end was Croatia, where the settled 
claims went up by just 4.1% to HRK 4.781 
bln (EUR 654 mln).

LIFE-INSURANCE
In 2009, the combined life insurance 
premiums in Albania, Bulgaria, Croatia, 
Montenegro and Serbia went down by 3.4% 
to EUR 549.7 mln. Although life insurance 
premiums in Albania, Montenegro and 
Serbia grew significantly, the decrease on 
the Bulgarian and Croatian markets, which 
together contributed 82.7% of the total, led 
to an overall reduction. Especially strong was 
the shrinking of the Bulgarian life insurance 
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market, where premiums dropped in local 
currency terms by 17.7% in 2009, compared 
to a 14.7% growth in 2008.

In 2009 in terms of life insurance penetration 
(the share of life insurance premium income 
in the country’s GDP), the average rate of 
0.7% in the SEE region (represented by 
Slovenia, Croatia, Bulgaria, Romania and 
Serbia) was way below the E-33 average of 
4.5%, according to Swiss Re. UK stood atop 
with a rate of 10%, while the leading SEE 
country – Slovenia, had a rate of 1.8%, and 
the average rate of the remaining countries 
in the region was only 0.4%. 

The average life insurance premium income 
per capita in Slovenia, Croatia, Bulgaria, 
Romania and Serbia fell by 9.4% to USD 
119.2 in 2009, while the E-33 average 
was USD 1,244, Swiss Re data showed. 
The sharpest decrease was registered in 
Romania and Bulgaria, where the per capita 
life insurance premiums plummeted by 
23%, while in E-33 the drop was 10.7%. 
In 2009, Slovenia was in the lead in terms 
of life insurance premium income per capita 
in SEE with USD 431, compared to USD 
472.3 in 2008.

Premium revenues from life insurance 
policies continued to generate the bulk of 
the segment’s total income, ranging from 
42% in Moldova to 89.6% in Montenegro. 
Falling capital markets led to a slump 
in premium revenues from unit-linked 
insurance policies last year. In Bulgaria 
and Croatia unit-linked insurance policies 
marked the biggest drop in premium income 
in the life insurance segment - by 42.1% 
and 27.1%, respectively.

In 2009 the Herfindahl-Hirschman Index 
(HHI), which is an indicator of the amount 
of competition among companies in a given 
industry, stood at 1156 for Bulgaria’s life 
insurance segment, signifying that the 
market was moderately concentrated. 
HHI readings of 0 to 1000 indicate a 
non-concentrated market - high level of 
competition; 1000-1800 - moderately 
concentrated market, and 1800-10000 - 
highly concentrated market – monopoly. 
The HHI has been steadily decreasing since 
2006 when it measured 1801, which shows 
the growing competition on the Bulgarian 
life insurance market. The market share 
of the country’s four largest life insurers 
continued to shrink in 2009 when they held 
a combined 58.1% of the market, compared 
to 62.7% in 2008, 64.5% in 2007 and 72% 
in 2006, FSC data showed. 

Albania’s life insurance market is becoming 
more concentrated with its HHI index 

climbing to 4033 in 2009 from 3413 in 
the previous year. 

In 2009 the Moldovan life insurance 
market was highly concentrated with its 
HHI standing at 8642. The dominant life 
insurer was Grawe Carat Asigurari SA with 
a market share of 93% and premium income 
amounting to MDL 46.9 mln (EUR 2.659 
mln), CNPF data showed.

Paid claims in life insurance
In 2009, the life insurers in Albania, Bulgaria 
and Croatia paid combined claims of EUR 
174.6 mln, a 24.1% jump in comparison 
to 2008, calculated on the basis of data 
from the countries’ insurance regulators. 

A particularly strong growth of 36.4% 
in paid claims was recorded in Croatia, 
which accounted for 73% of total premium 
income. Paid claims on life insurance policies 
continued to account for the bulk of total 
settled claims, reaching more than 90% in 
Croatia and Albania.

NON-LIFE INSURANCE
In 2009, the combined premium income of the 
non-life insurers in Albania, Bulgaria, Croatia, 

Montenegro and Serbia went down by 4.4% 
on the year to EUR 2.278 bln, data from the 
countries’ insurance watchdogs showed. Similar 
to the situation on the life insurance market, 
the non-life insurance segment in Albania 
and Montenegro saw an increase of premium 
income by 8.9% and 5.3%, respectively, while 
the three other countries reported a drop, the 
highest one of 4.9% being in Bulgaria.

The fall in non-life insurance premiums 
reflected upon the premium income per capita 
in Slovenia, Croatia, Bulgaria, Romania and 
Serbia. The sharpest plunge in premium income 
per capita of nearly 16% was registered in each 
of Serbia and Romania in 2009.

 In 2009, the average premiums per capita in 
the SEE countries stood at USD 325.7, 5.7% 
down on the year, Swiss Re reported. Although 
the per capita premium income in E-33 also 
went down (by 6.2%), it remained twice higher 
than in SEE at USD 750.6.

 In terms of non-life insurance premium 
income measured as percentage of the GDP 
in 2009 the SEE countries also lagged behind 
the E-33 average – with 2.3%, compared to 
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Premium Income and Operating Profit of Major European Insurers From Operations in Central and Eastern 
Europe in 2009

Company SEE 
Representation

Insurance premium 
income (EUR bln) Y/Y change Operating Profit 

(EUR mln) Y/Y change

Life Non-life Life Non-life Life Non-life Life Non-life

Allianz BG, RO, SI and HR 1.0 2.6 -9.0% -14.0% 76  230 59% -23%

Generali BG, HR, RO, MNE, CS and SI 0.7 2.2 -10.5% -7.6% 297 336 138% -25%

Uniqa SI, HR, RO, BiH, BG, CS, AL, 
MK and KS 0.4 0.7 -28.2% 4.1% N/A N/A N/A N/A

Vienna Insurance Group AL, BG, HR, RO and CS 1.4 2.8 5.5% -2.9% N/A N/A N/A N/A

BG - Bulgaria; RO - Romania; SI - Slovenia; HR - Croatia; MNE - Montenegro; CS - Serbia; BiH - Bosnia and Herzegovina; AL - Albania; MK - Macedonia; KS - Kosovo
Sources: SeeNews; Allianz; Generali; Uniqa; Vienna Insurance Group

E-33 average of 3.0%. Only Slovenia was 
above the E-33 average with non-life premiums 
equivalent to 4.2% of its GDP.

The main factors affecting the development of 
the non-life insurance segment are the shrink-
ing household consumption caused by rising 
unemployment and falling disposable income. 
The decline in sales of both new and second-
hand cars, the reduction of leasing contracts 
and lending restrictions imposed by banks had 
a negative effect on the demand for most types of 
non-life insurance products. As motor insurance, 
which includes comprehensive car insurance and 
motor third-party liability insurance policies, 
accounts for the bulk of the non-life insurance 
premiums, the dropping sales of new vehicles 
further impeded the development of the insur-
ance market in the region. 

In 2009, new car sales in Bulgaria, Croatia and 
Romania halved in comparison to 2008. In 
Bulgaria, the sales of new cars, buses, trucks 
and motorcycles were pushed back to their 
2004 levels with only 26,813 motor vehicles 
sold in 2009.

Regarding competition on the non-life 
insurance market, Bulgaria and Bosnia and 
Herzegovina were the countries with the lowest 
HHI among the SEE countries in 2008. In 
Bulgaria, the HHI was 922 and remained at 
the same level in 2009 with the leading four 
companies holding a combined market share 
of 49.9%, FSC data showed.

Paid claims in non-life insurance
In 2009 and 2008 the paid claims on motor 
insurance policies continued to account for 
more than 60% of the total paid non-life 
insurance claims in SEE.

In 2008 a total of EUR 2.569 bln was paid 

on non-life insurance policies in Bulgaria, 
Macedonia, Slovenia, Romania and Croatia, or 
21.5% more than in the previous year.

For 2009 data was available only for Albania, 
Bulgaria, Croatia and Moldova, where the 
paid claims amounted to a combined EUR 
902.6 mln, of which motor insurance policies 
accounted for an average of 67% of the total.

MAJOR PLAYERS ON SEE INSURANCE 
MARKET
Many of the largest Western European 
insurance companies set foot on the SEE 
insurance market in the past ten years. After 
their liberalization, the underdeveloped 
insurance markets in the region became very 
attractive for big international insurance 
groups, which used the opportunity to boost 
their growth. The upward development of the 
insurance sector also allowed local insurers such 
as Slovenia’s Zavarovalnica Triglav d.d., Croatia 
Osiguranje d.d. and Bulgaria’s Euroins AD to 
expand in the regional market, thus creating 
new financial groups.

In 2009 the global economic recession put 
an end to the expansive development period 
in the SEE insurance sector and now the 
region’s market is increasingly shifting to 
making growth in operating profit rather than 
targeting an increase in premium revenue. This 
trend is already evident in the performance of 
some of the largest European insurers operating 
in the region.

FUTURE DEVELOPMENT
The life insurance market is unlikely to recover 
quickly as the economies in the SEE region are 
expected to grow at a slow pace in 2010 and 
2011. Falling consumer spending together 
with growing indebtedness will put additional 

pressure on the demand for life insurance 
policies. However, a revival of the capital 
markets in SEE should bring to life demand 
for unit-linked policies.

The slow economic recovery of the SEE 
region will keep demand for motor insurance 
policies at low levels, thus holding back 
the development of the non-life insurance 
segment in 2010. A growth in non-life 
insurance premiums is possible in 2011 when 
the overall economic environment is expected 
to improve but the development will be much 
weaker than in the period before the global 
economic downturn.

The development of the insurance market in 
SEE depends not only on the overall economic 
situation but also on the insurance culture 
of the population. As this report showed, 
the insurance penetration in the SEE region 
is much lower than in most of the other 
European countries, which reflects the weak 
insurance culture in the region. Most of those 
insured in SEE have signed only mandatory 
policies and consider them as taxes and 
that does not help the improvement of the 
insurance culture.

Customer dissatisfaction in the sector is due to 
unawareness of the types of insurance contracts 
and their conditions as well as unrealistic 
expectations about their advantages, according 
to experts. In this situation the governments 
should develop regulations supporting 
people’s insurance awareness, while the 
insurance companies should find the balance 
between investing in the development and 
advertisement of existing and new products 
and cost cutting measures - and all this in a 
difficult economic environment.

www.top100.seenews.com
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SEE TOP 100 Per Capita (in euro)
No. SEE TOP100 No. Company Name Country Revenue per Capita 

2009
Revenue per Capita 

2008
1 5 Petrol d.d. Slovenia 1,031.53 1,361.54
2 6 Poslovni Sistem Mercator d.d. Slovenia 877.55 905.11
3 15 Revoz d.d. Slovenia 643.66 608.40
4 2 INA d.d. Croatia 601.68 812.99
5 24 Krka d.d. Slovenia 468.80 415.18
6 137 Elektroprivreda Crne Gore A.D. Montenegro 455.48 442.27
7 31 Holding Slovenske Elektrarne d.o.o. Slovenia 400.61 426.68
8 7 Konzum d.d. Croatia 386.06 387.79
9 9 Hrvatska Elektroprivreda d.d. Croatia 371.80 344.90

10 38 Engrotus d.d. Slovenia 335.60 335.67
11 43 Gorenje d.d. Slovenia 306.12 393.02
12 3 Lukoil Neftochim Burgas AD Bulgaria 300.23 488.20
13 50 Lek d.d. Slovenia 289.97 358.81
14 55 Merkur d.d. Slovenia 266.07 444.19
15 64 OMV Slovenija d.o.o. Slovenia 237.03 454.76
16 65 Telekom Slovenije d.d. Slovenia 235.36 245.96
17 10 Lukoil-Bulgaria EOOD Bulgaria 226.68 340.49
18 74 GEN-I d.o.o. Slovenia 216.04 160.05
19 80 Mobitel  d.d. Slovenia 206.42 226.60
20 82 SCT d.d. Slovenia 200.12 266.02
21 11 Natsionalna Elektricheska Kompania EAD Bulgaria 199.39 208.01
22 81 Okta AD Macedonia 194.71 313.82
23 325 Crnogorski Telekom A.D.* Montenegro 191.83 205.57
24 12 Naftna Industrija Srbije AD Serbia 191.15 284.58
25 14 Aurubis Bulgaria AD Bulgaria 189.06 200.20
26 102 Slovenske Zeleznice d.o.o. Slovenia 178.29 206.86
27 105 IMPOL d.o.o. Slovenia 175.54 260.46
28 35 HT - Hrvatske Telekomunikacije d.d. Croatia 166.17 204.92
29 121 Geoplin d.o.o. Slovenia 161.11 206.50
30 122 CIMOS d.d. Slovenia 160.75 201.37
31 1 OMV Petrom SA Romania 152.51 218.04
32 142 Elektro Ljubljana d.d. Slovenia 150.61 143.08
33 17 JP Elektroprivreda Srbije Serbia 149.26 154.19
34 144 Sava Tires d.o.o. Slovenia 148.33 180.49
35 143 Makedonski Telekomunikacii AD Macedonia 146.08 154.60
36 148 Kemofarmacija d.d. Slovenia 146.05 138.88
37 153 Makpetrol AD Macedonia 138.27 191.11
38 41 Zagrebacki Holding d.o.o. Croatia 138.10 135.01
39 22 Telekom Srbija AD Serbia 137.40 146.15
40 166 Druzba za Avtoceste v Republiki Sloveniji d.d. Slovenia 135.78 120.45
41 44 T-Mobile Hrvatska d.o.o. Croatia 135.58 142.28

Traditionally, the SEE TOP 100 Per Capita 
ranking is dominated by companies from 
Slovenia, a country with population of just 
over two million people. The 2009 ranking is 
no exception: 44 Slovenia-based companies, 
including the leader in the ranking, fuel 
retailer Petrol, qualified among the best 
performers in terms of total revenue per capita. 
Petrol’s revenue per capita was 1,031.53 euro 
last year, down from 1,361.54 euro in 2008.

Another Slovenian company, retailer Poslovni 
Sistem Mercator, came second with a revenue 
per capita of 877.55 euro in 2009 versus 
905.11 euro in the previous year. The third in 

the ranking was French car maker Renault’s 
Slovenian unit Revoz with a total revenue 
per capita of 643.66 euro in 2009, up from 
608.40 euro a year earlier.

Croatian companies were the second most 
widely represented in the ranking with 19 
firms. Nine Bulgarian companies also found 
place in SEE TOP 100 Per Capita. Although 
dominating the SEE TOP 100 ranking in 
terms of total revenue, Romanian companies 
did not perform well in terms of total revenue 
per capita. Only three companies from the 
country of some 22 million people qualified 
for the ranking.

Slovenian Companies Dominate SEE TOP 100 Per 
Capita Ranking, Croatian Ones Follow

Methodology
SEE TOP 100 Per Capita is a ranking 
based on the same pool of 1,200 companies 
as SEE TOP 100 and is derived by divid-
ing the total revenue of each company by the 
population estimate of the country where it 
is headquartered. The benchmark shows the 
companies’ local and regional importance and 
gives a fair basis for scaling and comparability 
of the overall enterprise efficiency.
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SEE TOP 100 Per Capita (in euro)
No. SEE TOP100 No. Company Name Country Revenue per Capita 

2009
Revenue per Capita 

2008
42 455 Telenor D.O.O. Montenegro 130.72 138.90
43 178 Tobacna Grosist d.o.o. Slovenia 128.63 123.92
44 173 Elem AD Macedonia 128.30 96.38
45 195 BSH Hisni Aparati d.o.o. Slovenia 120.82 114.63
46 196 Primorje d.d. Slovenia 119.74 169.33
47 54 HEP-Proizvodnja d.o.o. Croatia 119.65 117.44
48 201 Termoelektrarna Sostanj d.o.o. Slovenia 118.34 127.98
49 203 Posta Slovenije d.o.o. Slovenia 116.66 124.60
50 214 Salus d.d. Slovenia 111.65 106.04
51 61 HEP-Operator Distribucijskog Sustava d.o.o. Croatia 111.37 106.69
52 62 VIPNet d.o.o. Croatia 110.11 117.56
53 63 JP Elektroprivreda BiH d.d. Bosnia and Herzegovina 104.63 101.03
54 494 Rudnik Uglja A.D. Montenegro 102.66 68.37
55 235 Elektro Maribor d.d. Slovenia 100.89 97.99
56 242 GEN Energija d.o.o. Slovenia 99.67 96.11
57 4 Automobile Dacia SA Romania 96.68 94.78
58 36 JP Srbijagas Serbia 96.00 108.99
59 37 Delta Maxi DOO Serbia 95.24 94.76
60 76 OMV Hrvatska d.o.o. Croatia 95.12 126.13
61 252 Renault Nissan Slovenija d.o.o. Slovenia 93.93 116.73
62 517 Roksped D.O.O. Montenegro 93.36 103.50
63 520 Montenegro Airlines A.D. Montenegro 91.43 91.07
64 263 SI.Mobil d.d. Slovenia 89.70 99.72

65 39 OMV Bulgaria OOD Bulgaria 89.10 110.93

66 525 Kombinat Aluminijuma Podgorica A.D. Montenegro 88.94 0.00

67 272 Hella Saturnus Slovenija d.o.o. Slovenia 88.45 67.04

68 87 Pliva Hrvatska d.o.o. Croatia 87.88 88.78

69 277 Hypo Leasing d.o.o. Slovenia 87.00 125.57

70 88 Vindija d.d. Croatia 86.50 87.73

71 91 Tisak d.d. Croatia 85.74 74.90

72 42 Mobiltel AD Bulgaria 85.37 93.43

73 283 Henkel Slovenija d.o.o. Slovenia 85.29 81.59

74 274 T-mobile Makedonija AD Macedonia 85.19 87.52

75 285 Droga Kolinska d.d. Slovenia 84.94 100.71

76 136 Bechtel&ENKA Simple Partnership Albania 84.84 83.19

77 45 Bulgargaz EAD Bulgaria 83.94 101.59

78 297 Elektro Celje d.d. Slovenia 82.87 88.03

79 49 CEZ Elektro Bulgaria AD Bulgaria 82.25 76.17

80 301 Adria Airways d.d. Slovenia 82.10 103.22

81 304 Vegrad d.d. Slovenia 81.49 113.74

82 47 Termoelektrane Nikola Tesla DOO Serbia 81.14 83.16

83 543 Plus Commerce A.D. Montenegro 80.58 85.59

84 8 Rompetrol Rafinare SA Romania 76.50 106.31

85 328 HIT d.d. Slovenia 76.44 89.70

86 52 U.S. Steel Serbia DOO Serbia 76.10 147.89

87 110 Uljanik Brodogradiliste d.d. Croatia 75.58 63.77

88 112 Plodine d.d. Croatia 75.20 65.80

89 332 Danfoss Compressors d.o.o. Slovenia 75.17 87.69

90 167 Operatori i Sistemit te Shperndarjes (OSSH) Sh.a. Albania 74.46 40.89

91 336 Ljubljanske Mlekarne d.d. Slovenia 74.04 86.11

92 117 Dalekovod d.d. Croatia 73.60 69.31

93 56 Bulgarian Telecommunications Company AD Bulgaria 73.54 63.39

94 120 Metro Cash & Carry d.o.o. Croatia 72.71 78.58

95 340 Elektro-Slovenija d.o.o. Slovenia 72.15 90.86

96 349 Talum d.d. Slovenia 69.74 154.40

97 131 Mercator - H d.o.o. Croatia 69.47 79.38

98 139 Hrvatske Sume d.o.o. Croatia 67.66 70.98

99 130 ASA Group Bosnia and Herzegovina 67.64 88.92

100 133 BH Telecom d.d. Bosnia and Herzegovina 67.10 69.90

(*) denotes consolidated report figures
** denotes total revenue for the first nine months of the year
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The four leading industries in the 2008 
ranking kept their positions in 2009 with 
some changes in total revenue and net profit 
or loss.
Oil and gas companies led the SEE Industrial 
ranking in terms of total revenue for the 
second year running. The companies 
operating in this sector had a combined 

revenue of 25.6 billion euro in 2009 – much 
higher compared to the revenue of each of 
the other sectors represented in the ranking 
but 28.04% lower than in 2008. 
The 24 companies from the oil & gas industry 
that entered the SEE TOP 100 ranking 
pared their combined net loss to around 
149 million euro last year from 445 million 
in 2008. According to industry officials the 
2009 performance was influenced by lower 
oil prices and declining market for natural 
gas and motor fuels.
The second biggest industry in SEE in terms 
of total revenue was again the electricity 
sector. Twenty-two companies from this 
sector, which ended 2009 with a combined 
total revenue of around 13.5 billion euro, 
entered the SEE TOP 100 ranking. This 
result was 0.81% up from 2008 and 
the electricity companies increased their 
combined net profit more than fivefold to 
164.4 million euro last year from 31.9 million 
euro in 2008. The lower revenue was due to 

a 7.0% contraction in the 2009 electricity 
consumption and lower prices of primary 
energy resources. 
Not surprisingly, the wholesale/retail industry 
kept its strong position in the region, 
ranking third in terms of total revenue. 
Twelve companies from the sector entered 
the  SEE TOP 100 ranking with a combined 

total revenue of 12.95 billion euro in 2009. 
The wholesale and retail industry had the 
highest growth in total revenue (+1.37% 
compared to 2008) among the five best 
performing sectors. However, its net profit 
dropped to 222.3 million euro in 2009 from 
250.5 million in 2008.
The telecommunications sector ranked fourth 
in terms of total revenue (10.2 billion euro in 
2009, up 0.85% from 2008) but it had the 
biggest net profit of around 1.54 billion euro 
last year. This was slightly lower compared 
to its net profit of 1.62 billion euro in 2008 
and industry officials attributed the fall to 
the economic crisis.
The automotive industry advanced one 
position, ranking 5th with a combined total 
revenue of 3.8 billion euro in 2009. It had 
a net profit of 113.4 million euro last year, 
down from 140.7 million in 2008. The sector 
suffered from the economic crisis and had 
worse financial indicators compared to 2008 
(-10.68% total revenue, -19.4% net profit).

One new industry entered this year’s edition 
- Business and Consumer Services, which 
ranked 13th with total revenue of around 
385 million euro in 2009, while the chemical 
industry was dropped from the ranking.

SEE Oil & Gas Companies Have Highest 2009 
Revenue, Telecoms Most Profitable

Methodology
SEE Industrial pools together the rev-
enue generated by all companies in 2009 
within a certain sector in SEE TOP 
100, and ranks the industries that per-
formed best in terms of cumulative rev-
enue. The sub-ranking of the industries 
with the highest return on revenue was 
calculated by dividing the cumulative net 
profit/loss within each industry by the 
cumulative revenue. Please note that the 
industry classification we use is propri-
etary and the following specifics should be 
taken into consideration: filling station 
operators and gas trading and distribu-
tion companies are included in the Petro-
leum/Natural Gas industry; pharmacies 
are included in Wholesale/Retail.

SEE Industrial (in euro)

20
09

20
08 Industry Total Revenue 

2009
Y/Y Revenue 

Change
Net Profit/
Loss 2009

Net Profit/
Loss 2008

1 1 Petroleum/Natural Gas 25,618,138,594 -28.04% -148,919,911 -445,255,325

2 2 Electricity 13,516,040,090 0.81% 164,396,104 31,908,462

3 3 Wholesale/Retail 12,945,639,399 1.37% 222,255,602 250,494,583

4 4 Telecommunications 10,228,520,143 0.85% 1,539,071,244 1,620,279,593

5 6 Automobiles 3,821,633,734 -10.68% 113,384,163 140,683,302

6 5 Metals 3,591,887,055 -37.94% -360,366,353 117,450,033

7 8 Food/Drinks/Tobacco 3,256,298,351 3.82% 143,501,672 177,793,652

8 10 Pharmaceuticals 1,916,394,648 -1.86% 200,945,397 229,879,182

9 12 Construction 913,383,172 -23.48% -124,147,678 19,352,636

10 7 Diversified Holdings 619,993,878 2.24% 3,089,827 19,950,042

11 11 Electronics 613,982,515 -22.19% -6,083,996 11,972,104

12 9 Transportation 567,477,520 -9.89% -49,755,888 -65,255,827

13 New Business and Consumer 
Services 384,907,694 14.41% 2,454,869 7,406,153

Most Profitable Industries

Industry Return on Revenue 
2009

1 Telecommunications 15.05%

2 Pharmaceuticals 10.49%

3 Food/Drinks/Tobacco 4.41%

4 Automobiles 2.97%

5 Wholesale/Retail 1.72%

6 Electricity 1.22%

7 Business and Consumer 
Services 0.64%

8 Diversified Holdings 0.50%

9 Petroleum/Natural Gas -0.58%

10 Electronics -0.99%

11 Transportation -8.77%

12 Metals -10.03%

13 Construction -13.59%
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Romanian Oil & Gas Companies Contribute 
46.5% of SEE Industry Revenue in 2009

SEE TOP 20 Oil & Gas Companies (in euro)

No.
SEE 

TOP100 
No.

Company Name Country Total Revenue 
2009

Y/Y Change in 
Revenue

Net Profit/Loss 
2009

Net Profit/Loss 
2008

1 1 OMV Petrom SA Romania 3,388,099,499 -25.89% 323,572,118 256,546,086

2 2 INA d.d. Croatia 2,701,172,224 -26.21% -105,375,852 -142,234,263

3 3 Lukoil Neftochim Burgas AD Bulgaria 2,163,059,673 -38.99% -90,022,139 -242,046,599

4 5 Petrol d.d. Slovenia 2,068,925,895 -24.31% 10,661,802 -71,145,586

5 8 Rompetrol Rafinare SA Romania 1,699,590,455 -23.76% -112,131,897 -116,685,020

6 10 Lukoil-Bulgaria EOOD Bulgaria 1,633,184,377 -33.96% 3,421,565 -841,075

7 12 Naftna Industrija Srbije AD Serbia 1,410,539,813 -27.39% -392,497,466 -90,276,853

8 16 Rompetrol Downstream SRL Romania 1,248,278,616 -6.50% -19,521,541 -53,252,629

9 26 GDF SUEZ Energy Romania SA Romania 896,637,164 -4.61% 89,963,453 32,264,938

10 27 Romgaz SA Romania 892,031,503 -3.38% 135,390,510 134,823,145

11 33 Petrotel Lukoil SA* Romania 785,423,636 -34.94% -82,598,449 -134,652,080

12 34 Lukoil Romania SRL Romania 784,872,367 -28.27% -19,878,948 2,588,355

13 36 JP Srbijagas Serbia 708,420,910 -4.78% 9,873,843 3,397,005

14 39 OMV Bulgaria OOD Bulgaria 641,909,573 -20.32% 11,230,526 4,304,566

15 40 E.ON Gaz Romania SA Romania 626,267,509 -15.12% 33,521,426 10,956,477

16 45 Bulgargaz EAD Bulgaria 604,774,955 -18.03% 13,831,468 -46,293,901

17 64 OMV Slovenija d.o.o. Slovenia 475,412,849 -47.93% 14,914,555 13,338,685

18 70 MOL Romania Petroleum Products SRL Romania 461,647,224 -11.75% 17,437,266 10,785,211

19 73 OMV Romania Marketing SRL Romania 434,359,053 -19.62% 8,478,449 15,243,244

20 76 OMV Hrvatska d.o.o. Croatia 427,030,295 -24.81%  2,073,417 -8,067,151 

(*) denotes net sales revenue and gross profit/loss for 2009

Romania dominates the SEE TOP 20 
Petroleum & Gas ranking in both the number 
of companies and the total revenue generated 
by each of them. Ten Romanian companies 
entered the ranking, together contributing 
11.2 billion euro, or 46.5%,to the industry’s 
total revenue of some 25.6 billion euro last year.
Four Bulgarian, two Croatian, two Serbian, 
and two Slovenian acompanies entered the 
ranking.
Romania’s OMV Petrom, the leader in the 
SEE TOP 100 ranking, also tops the SEE 
TOP 20 Petroleum & Gas. It is followed 
by Croatia’s INA and Bulgaria’s Lukoil 
Neftochim Burgas, both among the top five 
companies in the flagship ranking.
Although the oil and gas industry kept its 

leading position in the region of Southeastern 
Europe, the combined revenue of the 20 best 
performing companies in the sector dropped 
by an average of 28% in 2009 as none of the 
ranked companies increased its total revenue 
last year. The biggest drop of 38.99% was 
posted by the third in the ranking - Bulgaria’s 
Lukoil Neftochim Burgas.

Despite the drop in their total revenue, 13 
of the 20 companies ended last year with 
a net profit. Again, Romanian companies 
are in the lead.

OMV Petrom performed best, ending last 
year with a net profit of around 324 million 
euro, up from 257 million euro in 2008. It 
is followed by another Romanian company, 
Romgaz, that had a net profit of 135.4 

million euro, almost unchanged from 134.8 
million in 2008. The third in terms of 2009 
net profit was GDF SUEZ Energy Romania 
with 89.96 million euro.

Three oil and gas companies posted a net 
loss of more than 100 million euro each 
last year. Serbia’s Naftna Industrija Srbije 
made the biggest loss of some 393 million 
euro, versus 90.3 million euro net loss in 
2008. Romania’s Rompetrol Rafinare had 
the second biggest net loss of 112 million 
euro, just down from 117 million euro loss 
in 2008. Croatia’s INA pared its net loss to 
105 million euro in 2009 from 142 million 
euro in the previous year. 
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Local Needs, International Pipeline Projects To 
Spur SEE Gas Market
By Ilko Mitkovski (SeeNews)

The national natural gas markets in 
Southeastern Europe (SEE) are predominantly 
small, fragmented and strongly dependent 
on Russian supplies. They are generally 
underdeveloped and virtually non-existent 
in Albania, Kosovo and Montenegro. The 
current state of the region’s gas infrastructure 
has often been attributed to its tumultuous 
historical background, questionable 
economic attractiveness, accompanied by 
high implementation costs and legislative 
impediments. Presently, the gas networks in 
the better-developed markets of the region 
are branching out in dense patterns, as in 
Romania with transportation pipelines of 
more than 13,000 km and a distribution 
grid of some 33,000 km. In contrast, 
the gas systems in Albania, Bosnia and 
Herzegovina and Macedonia feature solely gas 
transportation mains and pipelines bringing 
gas to a couple of industrial consumers.

Albania, together with Kosovo, Montenegro, 
and Macedonia to a certain extent, are the 
countries in SEE that have no working gas 
distribution networks. It is the insufficient 
number of pipelines across the individual 
markets that still holds back natural gas 
consumption in Southeastern Europe.
Long-planned projects for pumping gas into 
SEE are surrounded by uncertainty and come 
with a bunch of preconditions attached. 
Thus, it is unclear whether and when there 
will be a Western Balkan gas ring or new 
underground gas storages (UGS) in Albania, 
Bulgaria, Croatia and Serbia, or regasification 
terminals in Croatia and Albania. 

Existing Gas Networks in 
Southeastern Europe

Country Transmission 
Network (km)

Distribution 
Network (km)

Albania 293 -

Bosnia and 
Herzegovina 191 975

Bulgaria 2,645 3,519

Croatia 2,113 17,577

Kosovo 254 -

Macedonia 165 37

Montenegro - -

Moldova 1,800 17,000

Romania 13,110 33,315

Serbia 2,140 10,500

Slovenia 960 3,770
Sources: SeeNews; The Energy Community; National Energy 

Regulators

Some analysts believe that the implementation 
of major international gas pipeline projects 
in Europe such as the European Union-
backed Nabucco and the Russian-backed 
South Stream would give an impetus to 
the gas markets in SEE where these new 
pipelines are planned to be laid. Without 
adequate improvements in the national 
regulatory frameworks it would be very 
difficult for the SEE governments to attract 
investments in the gas sector and expand the 
infrastructure, which means all the benefits 
from the expected additional flows of natural 
gas transiting the region will be missed. 

GAS PRODUCTION AND 
CONSUMPTION IN SEE
Southeastern Europe is a net importer of 
natural gas, with consumption exceeding 
the region’s indigenous production almost 
twice in 2008. Moreover, local demand will 
continue to grow in the short term, reaching 
39 billion cu m in 2015, according to experts.
Of the SEE countries only Romania and Croatia 
have gas resources of their own large enough 
to cover most of their domestic demand. In 
Romania, 84% of the gas consumed in 2008 
came from domestic sources, while in Croatia 
the share of local production in domestic 
consumption stood at 63%.
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* All figures for 2008, except for Albania and Moldova where available data is for 2007
Sources: SeeNews; The Energy Community; National Energy Regulators

SEE Proven Reserves of Natural 
Gas (2009)

Country Volume (trillion cu ft)
Albania 0.03

Bulgaria 0.20

Croatia 1.01

Romania 2.23

Serbia 1.70

Source: U.S. Energy Information Administration
*1 cubic foot (cu ft)=0.02831 cubic meters (cu m)

SECURITY OF SUPPLY, 
DIVERSIFICATION OF 
SOURCES
The security of natural gas supply is a 
particularly sensitive issue for the SEE 
countries which rely heavily on Russian gas. 
A potential disruption of supplies such as 
those that resulted from from price disputes 
between Russia and Ukraine in 2006 and 
2009, would again shake the energy sectors 
and the economies of the SEE countries.
Little has been done so far at the regional level 
towards the diversification of gas sources. 
Hopes are currently pinned on the Nabucco 
pipeline (for Caspian and Middle East gas), 
and the South Stream pipeline (for Russian 
gas). Unfortunately, both projects are at 
stages long before implementation.

Diversification of gas supplies to Europe 
might be attempted through the construction 
of interconnections. Now, with Turkey having 
reached an agreement for transiting natural 
gas with resourceful Azerbaijan, and the 
EU’s prior agreement with Turkey settling 
the transit issues, gas could reach the SEE 

At the same time, increased consumption 
of domestically-derived natural gas on 
the national markets in SEE in the future 
will deplete national gas reserves and, 
eventually, will deepen the reliance on gas 
imports with all the risks related to the 
security of supply.
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region en route to the heart of Europe - in case 
there is a supply contract and a functioning 
pipeline. In fact, Bulgaria suggested in July 
2010 that it could develop an interconnection 
pipeline with Turkey that would become the 
first operating section in the future Nabucco 
pipeline.
Another way of boosting security in times 
of disruptions and achieving a degree of 
independence from gas imports is the 
construction of gas storages. There are eleven 
active UGS across Southeastern Europe and 
there are projects for new storage facilities 
to be built in Albania, Bulgaria, Croatia 
and Serbia. 

Gas Storages in SEE

Country Gas Storage Operator Storage Capacity 
(billion cu m)

Albania* Divjaka
Dumre

-
-

0,06
0.65-1.20

Bulgaria Chiren Bulgartransgaz EAD 0.45

Croatia Okoli Plinarco d.o.o. 0.63

Romania

Bilciuresti
Sarmasel
Targu Mures
Urziceni
Gherceati
Cetatea de Balta
Nades-Prod-Seleus
Balaceanca

Romgaz SA
Romgaz SA

Depomures SA
Romgaz SA
Romgaz SA
Romgaz SA
Amgaz SA
Romgaz SA

1.55
1.02
0.35
0.27
0.43
0.25
0.08
0.05

Serbia Banatski Dvor - Phase I JP Srbijagas 0.30

* Projects for UGS, feasibility study completed                  Sources: Storage Operators; National Energy Regulators; The Energy Community 

interested in the construction of LNG 
terminals on its Adriatic coast near Fier but 
the future of those projects is yet unclear.  

LOCAL INCENTIVES IN THE 
GAS SECTOR
The national gas systems in Southeastern 
Europe are at different stages of development. 
While Romania, Bulgaria, Serbia, Croatia 
and Slovenia have more or less mature gas 
markets, their neighbours are still studying 
the possibilities to build their own gas 
networks. 
Throughout the region, all the countries 
have drawn up expansion plans for their 

gas networks. Even Albania and Kosovo 
are sketching the routes of their future grid 
connections. A 120-km link between the gas 
transportation systems of Bosnia and Croatia 
is projected to be built in the near future; 
Macedonia is also preparing projects for 
extending its transmission pipelines further 
west to its border with Albania, to Kosovo 
in the north and to Greece in the south.
Beside the projects of national importance, 
there are projects of a larger scale, connecting 
three or more markets in the region – the 
Ionian-Adriatic Pipeline (IAP) and the 
Energy Community Gas Ring (or the gas 

ring of the Western Balkans).
IAP will be a 400 km high-pressure pipeline 
that would link Albania and Croatia via 
Montenegro. The pipeline will carry 5.0 
billion cu m of natural gas portioned out 
between Albania, Montenegro, Bosnia 
and Croatia. The aim of the project is to 
establish domestic gas markets in Albania 
and Montenegro and to set the stage for the 
implementation of the Energy Community 
Gas Ring.
The gas ring in the Western Balkans is a 
preliminary concept for linking the markets 
of Albania, Bosnia, Croatia, Kosovo, 
Macedonia, Montenegro and Serbia. 
According to estimations of the SEE Regional 
Gasification Study, the total length of the ring 
will be nearly 1,300 km and the calculated 
costs for installing the pipelines only will top 
USD 775 mln. The project has a couple of 
options in terms of supply – via the existing 
routes carrying gas from Russia; through 
the Greek transmission system; from the 
proposed Nabucco pipeline, or the Blue 
Line. Yet, either of these alternatives would 
require additional offtakes to pump gas from 
the main transmission pipeline into the ring, 
which will incur additional capital spending.
Resting on too many conditions and 
promising little chances of success, the gas 
ring in SEE remains a remote concept for 
the development of a regional gas system. 

SEE AT THE CENTRE OF TWO 
MAJOR PROJECTS 
The SEE countries hope that the future major 
pipelines like Nabucco and South Stream, 
which would cross the region carrying 
Russian, Caspian and Middle East gas to 
central and western Europe, would boost 
the development of their own gas networks.
The Nabucco pipeline will cross the territories 
of Bulgaria and Romania and provide them 
with connections to Turkey and Hungary, 
respectively. The South Stream pipeline will 
probably split into two arms: a southwestern 
one that will go via Bulgaria and Macedonia 
to Greece and further west to Italy; and a 
northwestern one heading from Bulgaria to 
Romania, Serbia and Slovenia, before ending 
at the Baumgarten gas hub in Austria.
If these projects win enough investor support 
and political approval across the region, 
the countries along their routes will benefit 
from the new gas infrastructure within their 
territories and the potential volumes of gas 
deliveries for the local economies.
Ultimately, the construction of a number 
of smaller spur lines to either Nabucco 
or South Stream could bring natural gas 
to neighbouring gas systems left astray 
and speed up the connection between the 
individual gas systems in the region.

Data for 2008 and 2009 where available
Sources: SeeNews; The Energy Community; National Energy Regulators

Regasification terminals could also bring 
diversification of gas supplies, yet the need 
for such facilities in SEE is strongly debatable. 
Croatia has been expecting its LNG (liquefied 
natural gas) terminal on the Island of Krk 
for quite a while. In June 2010 investors in 
the project, among which Austria’s OMV 
AG and Germany’s E.ON Ruhrgas, once 
again postponed their final decision for 
the construction of the terminal due to 
oversupply on the European gas market. The 
terminal is not expected to come on stream 
before 2017, according to OMV officials.
Albania has also invited foreign investors 
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Q: What will be Bosnia’s gas consumption this 
and next year? 

A: We saw a 17% annual growth in 
consumption in Bosnia and Herzegovina 
(BiH) in the first half of 2010. The current 
state of affairs in the economy did impact the 
consumption and the timely payment of bills 
by the buyers. With the market stabilising 
we expect a mild rise in consumption next 
year as the increase should intensify in the 
years after.

Q: How is the global crisis affecting your business 
and clients? When do you see a rebound?

A: The effects are primarily related to 
problems with collecting debt from clients 
and therefore have caused certain deviation 
from plan. Although the market recovery 
has started, we expect gas consumption to 
return to its pre-crisis level in 2012-2013 
and to continue rising after that.

Q: What is the share of natural gas in Bosnia’s 
energy consumption? What dynamics of gas 
consumption do you expect in the coming years?

A: Since BiH has plenty of energy resources, 
above all significant coal reserves and hydro 
potential, natural gas consumption accounts 
for some 6.0% of the consumption. The

Federation government’s development 
strategy for the sector comprises several 
priority projects for the construction of 
gas transport networks in the Federation 
and in Bosnia. They are included in the 
company’s business plan and with their 
implementation gas consumption would 
reach 1.2-1.5 billion cu m a year.

Q: What financial results does BH-Gas expect 
in 2010?

A: Being a company dealing in natural 
gas import, transport and trade, BH-
Gas is under the direct influence of the 
movements in the prices of energy resources 
on the world market, and above all of the 
prices of oil and oil products, while the 
currency risk is also present. Bearing in 
mind how turbulent these markets could 
be, the possibility of deviation from plans is 
undeniable, especially if you add the impact 
of the continuing economic crisis. However, 
BH-Gas continues to sustain its operations 
within the planned framework with little 
changes in the level of implementation.

Q: Which are the biggest investment projects BH-
Gas has in progress and on the drawing board?

A: We are totally committed to the 
development of high-pressure gas network 
in the Federation and to projects of a regional 
character that would connect BiH with the 
European gas corridors. The project, which 
is currently in progress, is the gasification 
of the Central Bosnia Canton (some 40 
kilometres of pipeline), which would allow 
the gasification of four municipalities. BH-
Gas has already signed a credit agreement 
with the European Bank for Reconstruction 
and Development for it and will shortly 
open a public tender for the procurement 
of pipes and supplementary equipment.

Other projects include:

-  The Bosanski Brod-Zenica pipeline (130 
km);

-  The Una-Sana canton gasification (80 km 
in the first phase);

- The Zenica-Travnik pipeline (40 km);

-  The Sarajevo-Mostar-Ploce pipeline (175 
km) or the alternative Split-Posusje-
Tomislavgrad-Bugojno pipeline with an 
interconnection for Mostar (107 km);

-  Connecting the Kakanj thermal power 
plant with the natural gas grid (100 MW 
installation).

With the implementation of the above 
projects the total length of the gas 
transportation network in Bosnia is expected 
to reach 560 km, enabling estimated 
consumption of 1.2 to 1.5 billion cu m. 

Q: In what way do problems between Russia and 
transit countries affect Bosnia’s gas deliveries? 

A: The safety of supply and the diversification 
of sources and routes of supply are precisely 
the two key targets determining this 
company’s development projects. BH-Gas 
has signed a letter of understanding with 
Croatian gas transmission system operator 
Plinacro, which call for the construction 
of three interconnections – the Bosanski 
Brod one (in the north), the Trzaska Rastela 
(in the northwest), and the final one is 
the southern interconnection at Ploce or, 
alternatively, at Split. 

At the same time, Croatia has launched its 
own activities for the construction of an 
interconnection with Hungary. Through 
this model BiH would have at its disposal 
one main pipeline running from north to 
south with a possibility to later connect it 
to Nabucco or a similar gas pipeline project.

Interview: Bosnian Gas Monopoly Sees Consumption 
Tripling After Network Expansion

BH-Gas (www.bh-gas.ba) is Bosnia’s sole gas importer. The country ships from abroad some 350-400 million 
cubic metres (cu m) of gas annually for the needs of its two entities – the Federation and the Serb Republic, solely 
from Russia via a single pipeline stretching across Ukraine, Hungary and Serbia. 

Almir Becarevic, CEO BH-Gas

To see the full-length interview, go to www.top100.seenews.com

By Iskra Pavlova (SeeNews)
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Electricity Generates Second Biggest Total 
Revenue among SEE Industries

SEE TOP 20 Electricity Companies (in euro)

No.
SEE 

TOP100 
No.

Company Name Country Total Revenue 
2009

Y/Y Change in 
Revenue

Net Profit/Loss 
2009

Net Profit/
Loss 2008

1 9 Hrvatska Elektroprivreda d.d. Croatia 1,669,180,947 7.48% 49,250,387 -10,247,648

2 11 Natsionalna Elektricheska Kompania EAD Bulgaria 1,436,555,836 -4.91% 4,362,854 20,490,022

3 17 JP Elektroprivreda Srbije Serbia 1,101,404,794 4.65% -144,741 -24,991,065

4 31 Holding Slovenske Elektrarne d.o.o. Slovenia 803,498,590 -6.20% 60,234,898 53,756,215

5 46 C.N.T.E.E. Transelectrica SA Romania 601,173,853 -15.22% 1,451,112 10,524,711

6 47 Termoelektrane Nikola Tesla DOO Serbia 598,770,284 5.48% -17,739,454 -97,846,294

7 48 Hidroelectrica SA Romania 596,572,171 -5.40% 11,441,571 16,339,980

8 49 CEZ Elektro Bulgaria AD Bulgaria 592,602,629 7.12% 2,826,422 7,348,287

9 54 HEP-Proizvodnja d.o.o. Croatia 537,173,087 1.58% 1,676,958 3,370,396

10 57 Electrocentrale Bucuresti SA Romania 527,067,342 -3.04% -10,137,916 -86,714,913

11 61 HEP-Operator Distribucijskog Sustava d.o.o. Croatia 500,006,825 4.08% -7,261,942 27,044,549

12 63 JP Elektroprivreda BiH d.d. Bosnia and 
Herzegovina 482,722,642 4.09% 31,650,764 23,641,527

13 67 Enel Energie Muntenia SA Romania 470,927,523 173.16% 3,173,877 21,874,270

14 71 Enel Energie SA Romania 459,662,755 2.51% -11,037,628 20,775,156

15 74 GEN-I d.o.o. Slovenia 433,311,364 34.84% 9,877,832 5,216,024

16 78 AETs Kozloduy EAD Bulgaria 423,920,279 -0.77% 33,255,447 35,846,674

17 84 Nuclearelectrica SA Romania 397,513,588 5.33% 11,673,546 25,855,611

18 86 Elektrovojvodina DOO Serbia 396,187,511 2.99% -6,931,560 -8,322,647

19 89 Complexul Energetic Turceni SA Romania 387,204,338 -9.72% 5,032,794 5,006,442

20 96 Elektrodistribucija-Beograd DOO Serbia 371,456,458 9.94% -8,510,671 -14,322,402

The electricity sector occupied the second 
position in the industry ranking in terms 
of total revenue in SEE for a second year 
running. The top industry in terms of total 
revenue in the 2010 ranking was the oil 
and gas sector.
Besides keeping its second position in the 
ranking, the total revenue of the electricity 
industry in Southeastern Europe (SEE) was 
little changed with 13.5 billion euro generated 
in 2009 versus 13.9 billion euro in 2008.
Most of the companies in the electricity 
sector were profitable in 2009, with some 
even increasing their profit, while others 
pared their loss.
Romanian companies contributed most to 

the total revenue generated by the electricity 
industry in 2009 with seven of them entering 
the year’s ranking. Serbia was second with 
four companies. Croatian and Bulgarian 
companies followed with each country 
sending three into the 2009 ranking.

Two Slovenian companies - the state-
owned power conglomerate Holding 
Slovenske Elektrarne (HSE) and electricity 
trader GEN-I entered the 2009 industry 
ranking. Bosnia’s sole representative in the 
ranking is the state-owned power utility JP 
Elektroprivreda BIH.

The state-owned power grid operators of 
Croatia, Bulgaria and Serbia -  Hrvatska 
Elektroprivreda (HEP), NEK and JP 

Elektroprivreda Srbije, grabbed the first 
three leading positions in the ranking. Each 
of them had a total revenue exceeding one 
billion euro in 2009.

Three companies entered the ranking for 
the first time in 2009: Romanian power 
distributrors Enel Energie Muntenia and 
Enel Energie, majority-owned by Italy’s Enel, 
and Elektrovojvodina, the power distribution 
company of Serbia’s northern province of 
Vojvodina.

Companies that are wholly or majority owned 
by the state dominated the 2009 ranking 
which reflects the still partial liberalisation 
of the electricity market in Southeastern 
Europe.
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Southeastern Europe Toddles to Regional 
Electricity Market
By Ilko Mitkovski (SeeNews)

In 2009, electricity consumption in Southeastern Europe (SEE) 
contracted by almost 7.0% from a year earlier to 185,505 GWh, due 
to a slowdown in the region’s economic activity as a result of the global 
crisis. A drop in demand from residential and industrial customers and 
lower prices of primary energy resources doomed electricity producers 

to smaller profit margins, which in turn led to a 4.3% decline in power 
generation in the region to 194,140 GWh last year.
Last year, Romania remained the regional leader in terms of power 
production and consumption and like Bulgaria, Serbia, Slovenia 
and Bosnia and Herzegovina, it was a net electricity exporter in 
Southeastern Europe. At the same time, favourable hydrological 
conditions in the region and the portfolio optimization of power 
producers in neighboring countries dented the dominance of Romania 
and Bulgaria on the electricity exports market.
Although the majority of the countries in the region produced more 
electricity than they consumed, Southeastern Europe remained a net 
importer, with volumes purchased from abroad representing 6.5% of 
the region’s power consumption in 2009. A development report for 
2008 of Vienna-based Energy Community Regulatory Board (ECRB) 
showed that only 20% of the SEE power consumption had been 
allocated for cross-border trade among the countries, a figure standing 
below the level of cross-border exchange of other European regions.
Ensuring an intensive cross-border trade in SEE and overcoming 
the barriers to local markets integration are pivotal stages for the 
Energy Community of Southeastern Europe (ECSEE) towards the 
establishment of a regional electricity market.
The SEE countries work for the effective opening of their markets, 
yet the progress is limited due to resilient market models, strongholds 
of state-owned generation companies and single-buyers. Further 
impediments arise from customers not exercising their eligible status, 
opting for the lower regulated tariffs, and the seldom switching 
between suppliers.

KEY ROLE OF TSOS

Transmission system operators (TSOs) have a central place in the 
electricity market model. They not only function as connecting 
elements between generation plants, distribution units and end-
customers, and providers of access to the electricity network, but 
also ensure the security of supply and manage the capacity allocation 
in cross-border trade. Thus, the establishment of well-functioning 

and independent TSOs is considered a foremost priority in the 
formation of a regional electricity market.
As the TSOs are also responsible for nominating the available 
transmission capacity between the countries (or the bidding areas), 
the general idea is that they can be involved naturally in the process 

of market integration by introducing the day-ahead market (DAM) 
principle to cross-border trade.
The TSOs of SEE countries have already achieved a good level of 
cooperation in terms of allocation of capacity, and if they spend further 
efforts on harmonization of their regulatory framework, there will 
be some prerequisites for integration of the national power markets 
in Southeastern Europe. In fact, Romania and Slovenia took part 
in an implicit (both connected markets feature spot markets) day-
ahead market coupling initiatives, aiming to deepen the integration 
of neighbouring power markets.
Meanwhile, the SEE countries participated in explicit (none or only 
one of the connected markets features spot market) auction initiatives 
again to enhance the cooperation in the field. However, the initiatives 
faced governmental and regulatory obstacles, insufficient level of 
interest from the different parties and inadequate technical solutions. 
According to ECRB experts, the liberalization of the electricity 
markets will require TSOs to take on the role of facilitators of the 
market and market couplings. 

Electricity Generation and Consumption in SEE (2009)
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Cross-border Electricity Exchange in SEE 

Source: Poyry Energy Consulting
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EU’S THIRD LEGISLATIVE PACKAGE
The successful implementation of an internal market of electricity 
demanded effective unbundling of the vertically-integrated companies 
in the SEE power sector. EU’s Directive 2003/54/EC significantly 
contributed to the separation of generation, distribution and supply 
activities, yet it created no provisions for the legal and functional 
independence of the transmission system operators.
In July of 2009 the EU adopted Directive 2009/72/EC, repealing the 
old Directive 2003/54/EC, which paved the way for the unbundling 
of the TSOs by March 3, 2012. The new package of measures, 
aiming to establish “a truly competitive energy market”, is also 
known as the Third Energy Liberalisation Package.
The proposed goals in the package also include:
- to improve the effectiveness of national regulators;
- to facilitate cross-border trade in energy;
- to promote cross-border collaboration and investment;
- to work for greater market transparency on network operation and supply.

HEADING TOWARDS REGIONAL ELECTRICITY 
MARKET
According to Roland Matous, electricity expert at ECRB, Southeastern 
Europe could set up an integrated electricity market in six to ten 
years from now. The main barriers, apart from political and regulatory 
issues, are the unharmonised congestion management schemes and 
the unrealistically low electricity prices for tariff consumers.
National electricity markets in the majority of SEE countries are 
dominated by wholesale public suppliers, which leaves little room 
for free trade. Electricity deals, with the exception of the Romanian 
and Slovenian markets, are concluded under bilateral agreements 
and TSOs manage the cross-border trade.
A Central East European Energy Exchange (CEEPEX) Workshop, 
held in April 2010 in Vienna, forecast that most of the SEE countries 

will stay outside the European market coupling initiatives until 2015 
at least. Slovenia has the best chances to pool its interconnection 
capacities into the European power market by a proposed market 
coupling with Italy in 2012. Romania intends to link its market 
with Hungary and join the common market of electricity in the 
following year.
The formation of a regional power market goes through several key 
stages, the first being the harmonisation of regulatory framework 
across SEE countries. As a second step comes the establishment of 
day-ahead market (DAM) that will coexist with bilateral trade and 
will bring state-owned generation units to the market. Besides, the 
DAM will foster market integration by TSOs putting up available 
transmission capacities for trade. The foundation of Coordinated 
Auction Office (CAO), as representative of the TSOs, is the next move 
intended to bring forth the regional market. The CAO will manage 
the cross-border capacity trade, carry out explicit auctions and provide 
the regional market with daily capacities for the implicit auction.
Southeastern Europe would have to choose between two alternative 
models of regional markets – centralised and decentralised. The 
centralised design features the set up of a single regional market/
power exchange operator, while the decentralised model requires 
the existence of national market/power exchange operators in each 
country that will form a regional market by coupling. Presently, the 
decentralised model seems the most viable alternative for SEE national 
markets, especially those of Bulgaria, Macedonia and Serbia, with 
experts recommending either step-by-step expansion, or coupling 
with functionally developed markets of Romania and Slovenia.
 The major concern accompanying the establishment of a SEE 
electricity market is related to liquidity. CEEPEX Workshop data 
shows that from all national markets only the Romanian is capable 
of ensuring higher level of liquidity, 9.0% in 2008, due to its size 
and stage of development. The Slovenian power market, though 
established in 2008, also managed to achieve some liquidity - around 
5.0%. However, the Slovenian power market has the ambitious 
goal to become the power exchange of Southeastern Europe, with 
electricity from Serbia already trading and intentions to develop 
trading infrastructure with Macedonian power producer ELEM AD 
that according to initial plans will bring to the market Macedonian 
power sometime in 2010.

Current Situation of TSOs in Southeastern Europe

Country TSO Status and Ownership

Albania 100% state-owned; legally unbundled

Bosnia and Herzegovina 100% state-owned; independent

Bulgaria 100% state-owned; legally unbundled

Croatia 100% state-owned; legally unbundled

Kosovo 100% state-owned; legally unbundled

Macedonia 100% state-owned; legally unbundled

Montenegro functionally unbundled

Romania 100% state-owned; legally unbundled

Serbia 100% state-owned; legally unbundled

Slovenia 100% state-owned

Planned SEE Wholesale Market Opening
Phase Period Objective

Phase I end of 2011 * Operational DAM
Mandatory - Serbia; Romania
Candidates - Croatia; Bulgaria; Slovenia; other 
countries prepared to join

Phase II end of 2012 * Financial Forward Markets in Phase I Countries

Phase III end of 2015 * All countries join regional DAM

Source: Poyry Energy Consulting

Source: Poyry Energy Consulting

“Lost in Transition” - Energy and Utilities in Southeastern Europe
The European vision of an efficiently operating and integrated energy landscape in SEE was once built on a clear rationale: sustainable economic growth could only 
be achieved if the highly fragmented energy players are cooperating on market rules.
Except for several waves of regulatory initiatives, privatisations and divestments the region today is far away from being able to agree on and execute a joint master 
plan. The preservation of an integrated state-owned player in Croatia, the ongoing re-invention of a national champion in Bulgaria, the stop-and-go discussion of 
nuclear power relevance in the region are beside several delayed key infrastructure projects. But while the international market integration is not achieving the 
required progress, decision makers of key players in the industry claim that the limited reliability of the local market framework is creating additional burden on their 
agenda. Successful players are therefore searching for options to develop their current business models and value chain towards a setting that would allow sufficient 
flexibility. 
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Half of SEE TOP 20 Retailers Increase Total 
Revenue in 2009 Despite Crisis

SEE TOP 20 Retail & Wholesale Companies (in euro)

No. SEE TOP100 
No. Company Name Country Total Revenue 

2009
Y/Y Change in 

Revenue
Net Profit/Loss 

2009
Net Profit/
Loss 2008

1 6 Poslovni Sistem Mercator d.d. Slovenia 1,760,096,524 -3.14% 19,281,205 32,139,000

2 7 Konzum d.d. Croatia 1,733,178,012 -0.74% 62,000,922 59,193,599

3 13 Metro Cash and Carry SRL Romania 1,374,623,441 -3.37% 30,079,746 61,795,626

4 21 Carrefour Romania SA Romania 1,051,317,660 14.66% 20,815,970 18,592,717

5 28 Kaufland Romania SC Romania 882,188,019 28.75% 18,660,030 3,441,012

6 30 Selgros Cash& Carry SRL Romania 820,058,731 -0.13% 24,745,767 36,076,574

7 32 real,- Hypermarket Romania SRL Romania 790,740,580 21.75% -57,996,631 -51,175,527

8 37 Delta Maxi DOO Serbia 702,792,443 8.65% 18,989,256 18,560,216

9 38 Engrotus d.d. Slovenia 673,118,517 -0.12% 11,692,854 8,068,841

10 53 Mediplus Exim SRL Romania 539,104,928 15.50% 19,127,388 2,854,960

11 55 Merkur d.d. Slovenia 533,658,244 -40.16% 13,643,838 26,474,797

12 66 Mercator - S DOO Serbia 471,600,302 318.49% 12,071,671 -4,259,543

13 69 Metro Cash and Carry Bulgaria EOOD Bulgaria 463,878,251 -7.44% 40,553,116 41,802,202

14 83 K and K Electronics EAD* Bulgaria 399,974,435 -5.66% 5,125,701 13,482,256

15 94 Idea DOO Serbia 377,417,060 27.12% -25,973,722 -24,001,821

16 95 Rewe (Romania) SRL Romania 371,892,253 24.48% 9,438,492 7,449,676

17 112 Plodine d.d. Croatia 337,584,398 13.93% 5,872,518 6,899,576

18 113 Romania Hypermarche SA Romania 333,671,481 -4.89% 20,014,558 18,191,720

19 120 Metro Cash & Carry d.o.o. Croatia 326,435,356 -6.61% 12,560,546 9,176,388

20 123 Arabesque SRL Romania 320,700,474 -25.57% -2,066,267 -1,563,202

*denotes net sales revenue for 2009

The global economic downturn influenced the 
performance of the leading SEE retail chains last 
year with half of them registering a fall, while 
the other half managed to increase their total 
revenue despite the drop in consumer spending. 

In euro terms, the top 20 SEE retailers reported 
a 5.97% growth of total revenue to 14.2 billion 
euro in 2009. However, the combined net profit 
of these companies went down by 8.83% to 
258 million euro.

Nearly half of the leading 20 retailers in SEE are 
Romania-based. Their combined total revenue 
of 6.484 billion euro contributed 45.5% of the 
overall figure. In euro terms, the total revenue 
of the Romanian retailers more than doubled 
last year but their net profit fell by 13.4% to 
82.8 million euro. 

In 2009, the fastest growing retailer among 
the leading 20 was Serbia’s Mercator-S, which 
more than quadrupled its total revenue to 
471.6 million euro. The main reason for the 
surge was the acquisition of the company peer 
M-Rodic, which had a total revenue of 303.6 
million euro in 2008.

Slovenian retail chain Mercator occupied the 
first place among the retail companies in SEE 
Top 100 in 2009 for a second year running with 

a total revenue of 1.76 billion euro.  However, 
its total revenue and net profit fell by 3.14% 
and 40%, respectively, last year. According to 
Mercator, the negative results can be attributed 
to the economic crisis, which weakened the 
purchasing power of the population.

In the fourth quarter of 2009 Mercator set foot 
in Bulgaria and Albania by opening stores in 
Bulgaria’s sixth largest city of Stara Zagora and 
in Tirana, the capital of Albania. The Slovenian 
company is also present in Serbia, Croatia, 
Montenegro and Bosnia, and plans to expand 
to Macedonia and Kosovo by the end of 2011.

Mercator also was the leader on the SEE retail 
market in terms of total revenue per capita in 
2009 with 877.6 euro. Croatia’s Konzum was 
distant second with 386.1 euro per capita and 
Slovenian retailer Engrotus was third with 
335.6 euro per capita.

Konzum also was runner-up in terms of total 
revenue among the SEE retailers with 1.733 
billion euro in 2009, down from 1.741 billion 
euro in the previous year. The retail chain, 
owned by the Croatian concern Agrokor, had 
a market share of between 25% and 30% in 
2009, according to the Croatian Competition 
Agency. In 2009 Konzum invested more than 

1.0 billion kuna (137 million euro) in nine 
Super Konzum shopping centres in Croatia. 
The company runs more than 700 outlets in 
the country.

The combined total revenue of the Romanian 
units of Germany’s Metro Group - Metro Cash 
and Carry and real,- Hypermarket Romania, 
fell by 1.5% to 2.165 billion euro in 2009. 
According to the group the decrease was due to 
the weakening of the  Romanian leu currency 
and shrinking demand. 

The total revenue of Metro Romania in 2009 
was 1.375 billion euro, giving the company the 
third place among the top 20 SEE retailers. The 
company’s total revenue fell by 3.4% in local 
currency and was 8.9% lower in euro terms, 
while its net profit halved to 30.1 million euro 
in 2009.

Among the leading 20 SEE retailers there were 
two Bulgarian companies - Metro Bulgaria and 
K&K Electronics. Metro ranked 13th with a 
total revenue of 463.9 million euro, one place 
ahead of consumer electronics chain K&K 
Electronics, which had  a total revenue of 400 
million euro. Both Bulgarian retailers reported a 
decrease in their 2009 net profits in euro terms 
with that of K&K Electronics slumping by 62%.

Slovenia’s Mercator Keeps Lead 



SEE TOP Industry Profiles

45SEE TOP Industry Profiles

page 45

www.top100.seenews.com

SEE Offers Vast Room for 
Growth to Internet Retailers
By Nikola Kosutic and Ivan Uzunov from Euromonitor International

Internet retailing in the countries of the 
former Yugoslavia is still in the early stages 
of development, according to a study con-
ducted by Euromonitor International. The 
ex-Yugoslav market is relatively underde-
veloped in comparison with Western Eu-
rope, where average spending on internet 
retail per household reached EUR 325 in 
2009.  In general, Eastern Europeans are 
a bit sceptical about internet shopping, 
but internet sales have been on a constant 
rise over the last five years, growing by 
approximately 28% per year in terms of 
consumer retail value per household. Rus-
sia, Poland and the Czech Republic are the 
largest internet retail markets in Eastern 
Europe. Bosnia-Herzegovina and Slovenia 
were among the fastest growing ones last 
year, reaching EUR 1 mln and EUR 74 
mln, respectively. Talking about the mar-
kets of the former Yugoslavia alone, Slo-
venia and Croatia were the countries with 
the highest spending on internet shopping 
in 2009. 
In Romania and Bulgaria, internet sales 
have grown faster than conventional retail 
sales over the last several years as increasing 
salaries and growing disposable income fueled 
a sizeable growth in the retail sector as a 
whole. The global financial crisis has had a 
largely negative effect on traditional retailers 
and has caused a significant slowdown in the 
sales of large retail chains but has not led to 
a decrease of online sales. On the contrary, 
many internet retailers have been recording 
significant growth. Internet retail value grew 
annually by 18% in Bulgaria and by 30% 
in Romania over the last five years.

INTERNET-ENABLED 
COMPUTER POSSESSION IN 
SEE STILL RELATIVELY LOW 
The expanding Internet penetration and 
the unrestricted use of credit cards across 
a country are the key growth drivers of 
internet retailing. With the increase of online 
access a larger number of shoppers, including 
consumers from smaller rural areas, becomes 
able to initiate online transactions from 
popular e-commerce portals like eBay or 

Amazon. Latest research by Euromonitor 
International shows that internet-enabled 
computer possession in 2009 in the countries 
of the former Yugoslavia ranged from 58% 
in Slovenia to 32% in Croatia and 10% 
in Bosnia-Herzegovina. Internet-enabled 
computer possession was directly related 
to the ranking of the top internet retail 
markets in the region in 2009: Slovenia 
(EUR 101 per household), Croatia (EUR 29 
per household), Bosnia-Herzegovina (just 
EUR 1 per household). It should also be 
noted  that the internet retailing business 

is highly dependent on telecommunications 
providers and the purchasing power of the 
population. 

The greatest problem for the non-store retail 
channel remains lack of awareness of its 
potential and its possible positive impact on 
the economy. Younger people, aware about 
the benefits of Internet retailing are able to 
increase the popularity of this industry and 
will contribute to its development which 
will increase competition in the retailing 
channel. However, the greatest problem is 
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the poorly developed Internet network and 
outmoded legislation. Internet retailing 
might remain limited by poorly developed 
Internet infrastructure, outmoded laws, 
lack of consumer awareness and a lack of 
Internet access. Still, some countries in the 
region, made rapid shifts in the development 
of Internet retailing. The online retail 
market in Romania and Bulgaria remained 
underdeveloped as well when compared to 
Western European countries with EUR 6 and 
EUR 14 per household in 2009, respectively. 
The reason is that most Bulgarians and 
Romanians prefer to buy online and then 
pay cash upon delivery, while only 10% 
of the buyers pay online using a payment 
card. As a result, less than 10% of the online 
shops in the two countries support online 
payment. In addition, most online stores in 
the two countries remain in the grey sector 
of the economy and more than 99% of them 
do not have the necessary infrastructure to 
expand their business online.

Furthermore, in 2009 Private Final 
Consumption Expenditure as part of the GDP 
recorded an average decline of 5% across all 
the countries of the former Yugoslavia. It was 
the first decline after almost 2 decades of 
continuous growth. Obviously, this decline 
slowed down the sales of internet retailers 
but the industry still managed to record a 
growth rate of 2% in 2009. This increase, 
however, was a far cry from the average 
annual growth rate of 34% recorded in the 
2004-2009 period. 

INTERNET IS NO RIVAL TO 
OTHER NON-STORE RETAIL 
CHANNELS IN EX-YUGOSLAVIA

Euromonitor International considers internet 
retailing as part of the broader category of non-
store retailing schemes, which also comprises 
vending, direct selling and home-shopping. 
However, internet retail sales do not compete 
with these other categories in ex-Yugoslavia. 
For example, vending in the region of the 
former Yugoslavia includes mainly beverages 
and confectionery products which are almost 
never bought online. Home-shopping and 
direct selling are quite popular among non-
store retailers but internet retailing does not 
suffer from high level of competition. The 
items most widely sold through direct selling 
in the countries of the former Yugoslavia are 
beauty and personal care products which 
accounted for 56% of total direct sales in 
2009. Avon’s and Oriflame’s products are very 
popular among younger female population 
and this drives the expansion of the direct 
selling market. However, consumers usually 
buy standard-price products via direct sellers 
– in contarst to expensive beauty and personal 
care products usually being bought online. 
In 2009, the most popular product types 
sold through the internet were consumer 
electronics and media products  accounting 
for 34% and 15% of total internet sales, 
respectively. 

SUPERMARKET SALES ONLINE 
TO BEAT ELECTRONIC AND 
BOOK SALES
In Croatia, books are the most popular 
type of goods purchased via the internet, 
followed by the sales of goods offered by 
supermarket chains Konzum and Mercator 
which introduced their internet shops recently. 
Since the popularity of supermarket sales 

via the internet is growing, Euromonitor 
International forecasts that supermarkets 
will become the top internet sellers in Croatia 
during the next 2 years. In Serbia, Slovenia, 
Romania and Bulgaria the leading positions 
are occupied by consumer electronics stores. 
Consumers do not purchase a TV or a laptop 
online, as they prefer to check the products 
physically before paying but, on the other 
hand, cell phones and photo cameras are 
sold largely online because of the lower prices 
offered by the online retailers. Also, Slovenian 
retailer Mimovrste is constantly expanding 
its supply and is about to introduce more 
non-electronics items to its list of internet 
retailing items. However, similar to Croatia, 
the supermarkets in Slovenia and Serbia are 
expected to take over the leading positions 
soon driven by strong convenience trends. 
Many consumers find it very comfortable 
and time-saving to do their weekly grocery 
shopping via the internet.

INTERNET RETAILING SET TO 
GROW IN EX-YUGOSLAVIA
Euromonitor International expects to see 
continued development of internet retailing 
in the countries of the former Yugoslavia in 
the next five years. The key trends driving the 
market expansion are the convenience (the 
easiness of buying products from your own 
home), the increasing purchasing power of 
consumers affecting the growth of possession 
of internet-enabled computers, and finally, 
the rise in the number of entrepreneurial 
initiatives. Euromonitor International 
forecasts internet retail sales will increase 
by about 17% annually in retail value terms 
in the countries of ex-Yugoslavia over the 
2010-2015 period.
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Romanian Companies Dominate Telecoms 
Industry Ranking

SEE TOP 20 Telecommunications Companies (in euro)

No.
SEE 

TOP100 
No.

Company Name Country Total Revenue 
2009

Y/Y Change in 
Revenue

Net Profit/Loss 
2009

Net Profit/
Loss 2008

1 18 Orange Romania SA Romania 1,062,993,606 -7.26% 271,237,580 404,443,383

2 19 Nokia Romania SRL Romania 1,060,698,808 149.74% 37,690,118 12,801,671

3 22 Telekom Srbija AD Serbia 1,013,919,968 1.63% 162,153,620 59,688,196

4 23 Vodafone Romania SA Romania 982,029,953 -9.72% 244,975,368 283,186,740

5 29 Romtelecom SA Romania 843,876,858 5.82% 26,727,106 991,880

6 35 HT - Hrvatske Telekomunikacije d.d. Croatia 745,987,351 -19.15% 155,355,242 327,920,496

7 42 Mobiltel AD Bulgaria 615,063,681 -9.35% 134,132,312 166,360,573

8 44 T-Mobile Hrvatska d.o.o. Croatia 608,675,085 -4.99% 200,595,079 214,123,578

9 56 Bulgarian Telecommunications Company AD Bulgaria 529,819,565 15.08% 44,210,386 -100,745,464

10 60 RCS & RDS SA Romania 509,454,998 18.12% 50,098,561 -21,167,949

11 62 VIPNet d.o.o. Croatia 494,312,824 -6.62% 101,788,625 130,859,365

12 65 Telekom Slovenije d.d. Slovenia 472,053,821 -4.41% 57,375,244 95,968,000

13 72 Cosmo Bulgaria Mobile EAD Bulgaria 450,662,379 -2.34% 67,665,390 83,184,633

14 77 Cosmote Romanian Mobile 
Telecommunications SA* Romania 424,955,628 47.72% -56,087,213 -96,290,278

15 80 Mobitel  d.d. Slovenia 414,015,617 -9.00% 41,153,825 58,954,769

16 108 Telenor DOO Serbia 342,205,179 -0.50% 27,774,724 38,702,654

17 133 BH Telecom d.d. Bosnia and 
Herzegovina 309,543,643 -3.53% 73,732,516 73,125,476

18 143 Makedonski Telekomunikacii AD Macedonia 301,897,498 -5.62% 112,944,606 101,850,282

19 184 Telekom Srpske a.d. Bosnia and 
Herzegovina 252,391,288 3.83% 52,475,530 60,950,851

20 234 Ericsson Nikola Tesla d.d. Croatia 202,462,182 -21.75% 17,357,463 28,940,212

(*) denotes net sales revenue and gross profit/loss for 2009

Romania’s telecommunications market, 
which is the largest in the region of 
Southeastern Europe, dominated the ranking 
in the sector this year as expected.

Romania, a country of 21.5 million, has six 
wireless operators, all of which entered the 
2009 ranking.

The largest of them, Orange Romania, 
topped the ranking in the sector with a 
total revenue exceeding 1.0 billion euro. 
The company had 10.471 million clients 
as of end-June.

The second and the third-ranked companies, 
Nokia Romania, a unit of Finnish supplier 
of telecommunications equipment Nokia, 
and former monopoly Telekom Srbija, also 
posted a total revenue in excess of one billion 
euro each.

Besides Orange, the other five Romanian 
telcos that entered the 2009 ranking were 
the local units of global telecoms giant 
Vodafone and Greece’s Cosmote, Romanian 
telecommunications group RCS&RDS, and 
Romtelecom, majority-owned by Greece’ 
OTE.

Romania’s mobile phone penetration rate 
rose to 118.2% at the end of 2009 from 
113.8% a year earlier, data of the  country’s 
telecommunications regulator ANCOM 
showed.

The number of mobile telephony subscribers 
in Romania rose by 3.7% last year to 25.4 
million, while the number of fixed-line 
subscribers fell by 0.7% to 4.09 million.

The top three Bulgarian telecoms also entered 
the 2009 industry ranking. The country’s 

biggest wireless operator, Mobiltel, part 
of Telekom Austria, led the ranking of the 
Bulgarian telecoms. It was followed by 
Cosmo Bulgaria Mobile, part of the largest 
Greek telecoms group OTE that operates 
in Bulgaria under the Globul brand. Third 
among the Bulgarian representatives was the 
Bulgarian Telecommunications Company 
(BTC), operating under the Vivacom brand.

Besides telecoms operators, the only other 
companies that entered the 2009 ranking 
were Nokia Romania and the Croatian 
manufacturer of telecommunications 
equipment Ericsson Nikola Tesla, of which 
Swedish telecoms equipment giant Ericsson 
owns 49.07%.
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Electronic communications sector revenue growth and share in
GDP by country in 2008 
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Mobile Telephony Fuels Telecoms Sector’s Growth
By Valentin Stamov (SeeNews)

KEY TRENDS IN SEE 
TELECOMMUNICATIONS 
SECTOR IN 2009: 
• G r o w t h  o f  r e v e n u e  i n  t h e 
telecommunications sector, which includes 
fixed and mobile telephony, and increase in 
the provision of internet services and cable 
television;

• Drop in revenue and lower penetration 
of fixed-line telephony in most countries;

• Growth of  revenue and increase in mobile 
telephony penetration;

• Rise in revenue and coverage of 3G 
services, growth of smartphone sales.

REVENUE
The total revenue of the telecommunications 
sector in 2008 in Bulgaria, Moldova, 
Montenegro, Romania and Serbia amounted 
to 8.667 billion euro, up 10.7% on the 
year. The revenue from mobile telephony 
was 5.289 billion euro, accounting for 61% 
of the sector’s total, while fixed telephony 
contributed 31.8% to the total revenue with 
sales of 2.755 billion euro. 

Data for 2009 was available for Moldova 
and Serbia only. The 12.8% annual drop 
in fixed-line telephony revenue in Moldova 
entailed a 1.7% fall in the total revenue of 
the telecommunications sector. Fixed-line 
telephony revenue was 5.630 billion Moldovan 
lei (319 million euro*), while mobile telephony 
revenue totalled 3.034 billion lei (172 million 
euro) in 2009, up 4.1% year-on-year. 

In 2009 the total revenue of Serbia’s 
telecommunication sector amounted to 
1.510 billion euro (4.8% of the country’s 
gross domestic product, GDP), compared 
to 1.610 billion euro (4.9% of GDP) in 
2008. However, the average annual growth 
of telecommunications in the period from 
2005 to 2009 was 13%, which makes it 
one of the most profitable sectors of the 
national economy. In 2009 the share of 
mobile telephony revenue in the total 
telecommunications revenue fell to 54.8% 
from 61% a year earlier, while the share of 
fixed-line revenue rose to 29% from 25%.

In Albania, Bulgaria, Moldova, Montenegro, 

* Editor’s note: The exchange rate used in the conversion is for
the end of respective period.

Romania, Serbia and Slovenia the total 
revenue of the telecommunications sector 
accounted for between 3.3% and 9.9% of 
the countries’ GDP for 2008. The share of 
telecommunications revenue as a percentage 
of GDP was highest in Montenegro, 9.9% 
and in Moldova, 9.1%. 

FIXED-LINE TELEPHONY
In 2009 the growth in the number of fixed-
line subscribers slowed down due to the 
widespread use of mobile phones and VoIP 
services provided by software applications 
such as Skype, Google Talk and Jutvoip.

The steady rise in the use of IP telephony 
can be attributed to the advantages that 
such technology offers – lower monthly 
calls costs and subscriber fees, and the 
option for integration of new technologies 
and combination with other electronic 
communications services. This rapid growth 
is expected to persist, with IP telephony 
replacing the traditional fixed telephone 
services in the future. This evolution is best 
observed in Slovenia. In the beginning of 
2009 more than 232,840 such connections 
were established, up 91.2% year-on-year 
and a nearly fourfold rise compared to the 
beginning of 2007.

Although the market share of the incumbent 
fixed line operators in terms of both value 

and volume continued to shrink in 2008 and 
2009, they still dominate the fixed telephony 
market in all SEE countries and their market 
share is much higher than the average for the 
EU-27 countries. In terms of total revenue 
from fixed-line calls, the average market 
share of the incumbent operators in Bulgaria, 
Macedonia, Moldova and Serbia was 96% 
for 2008, while the average EU level was 
70.2%. Only in Croatia the market share, 
by revenue and by minutes of traffic, of the 
alternative operators exceeded 20% in 2009.

In July 2009 the fixed-line telephony 
penetration rate in the EU-27 countries 
stood at 40%. In the whole SEE region 
there are considerable variations in the levels 
of fixed line telephony penetration, with 
Albania and Kosovo at relatively low levels 
and Croatia and Serbia at levels comparable 
to the EU-27 average.

The fixed broadband penetration rate in 
the SEE countries lags behind the EU-27 
average. It was highest in Slovenia, at 22.9% 
as of January 2010, and in Croatia, at 13.44% 
as of July 2009. In Romania and Bulgaria the 
penetration rate was 12.30% and 11.90%, 
respectively. In January 2010 the EU-27 fixed 
broadband penetration rate was 24.80%.

MOBILE TELEPHONY
Mobile telephony remains the driver of the 
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telecommunications market in the EU and 
SEE countries. In 2009 the average mobile 
penetration in SEE was 111%, still below the 
EU-27 average of 127%. However, mobile 
penetration continued to grow in all SEE 
countries except Macedonia, reaching and 
sometimes exceeding the EU-27 level. At the 
head were Bulgaria, with a penetration rate 
of 141%, Croatia with 137% and Albania 
with 132%.

The growth of mobile penetration was 
accompanied by intensified competition 
and falling retail prices. Macedonia, Albania, 
Montenegro, Serbia and Kosovo saw a 
significant drop of retail mobile prices. 
However, especially in Bulgaria, consumer 
prices for calls between different mobile 
networks (off-net) are still significantly higher 
than prices for calls within a single network 
(on-net) thus forcing consumers to hold more 
than one mobile subscription.

Regarding mobile number portability, 
Kosovo, Albania, Montenegro, Serbia and 
Moldova failed to introduce the service in 
2009. In Serbia mobile number portability 
will be introduced in January 2011.

The growth of the mobile broadband 
continued with 3G mobile services now 
available in most SEE countries. Dedicated 
mobile data cards in Croatia achieved 4.5% 
penetration, surpassing the EU-27 average of 
4.2%. However, in terms of 3G penetration, 
the level in Eastern and Southeastern Europe 
of 15.1% was considerably lower than in 
the Western European countries, where it 
reached 37.6% in 2009.

3G MOBILE SERVICES
Growing 3G penetration boosted mobile 
internet revenue but 3G services still account 
for only a small share of the total revenue of 
the mobile telephony operators. The revenue 
from mobile internet in Bulgaria for 2008 
made only 1.0% of the local sector’s total 
revenue, while for the EU-27 the average 
rate was 4.0%.

The 3G mobile services are pushing up handset 
sales and data transfer revenue of telecom 
operators across Southeastern Europe as the 
region aims to catch up with Western Europe 
where the smartphone penetration rate is 
already at around 18%, according to an analysis 
published by SeeNews in July 2010.

In Croatia smartphones already account for 
a third of the handsets sold by the country’s 
iPhone carrier Hrvatski Telekom (T-HT). 
Vipnet, another wireless carrier in Croatia, also 
said it sees constant growth in smartphone sales. 

Number of Fixed Telephone Lines (in millions)
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In Macedonia smartphones made up 3.0% 
of mobile handset sales at mobile telephony 
operator T-Mobile, the iPhone carrier on the 
local market. The company expects the sales 
of smartphones to rise thanks to the new types 
of operating system installed in the phones 
and new services to be offered.

With Bulgarian mobile carrier GLOBUL 
smartphone users account for around 13% 
of the customers and their share continues 
to grow. Although voice services continue 
to be the dominant segment of mobile 
communications, the use of data transfer 

services by GLOBUL subscribers has seen 
three-digit growth since 2007.

Smartphones as of July 2010 made up 15-16% 
of the handset sales of Bulgaria’s incumbent 
telecommunications company Vivacom, which 
provides both fixed-line and mobile services.  

The smartphone penetration rate in Bulgaria 
was 4.0% in 2009, significantly below the 
global average of 18%, according to LG 
Electronics Bulgaria. The low penetration 
rate gives the segment an opportunity for 
strong growth in the future. LG Electronics 
Bulgaria expects that smartphone sales in 
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Major Acquisitions in SEE Telecommunications Sector in 2009

Target Country Buyer Vendor Deal size/Details

AMC (mobile phone operator) Albania Cosmote SA (Greece) N/A a 12.6% stake for EUR 48.2 mln.

Orbitel AD (telecoms and internet 
service provider)

Bulgaria

Spectrum Net AD (Bulgaria) Magyar Telekom Nyrt 
(Hungary) EUR 5.0 mln

M Svyat (mobile phone retail chain) Mobiltel EAD - M-Tel (Bulgaria) N/A 20 stores countrywide and M Svyat 
brand

2be (mobile phone retail chain) BTC AD - Vivacom N/A 112 stores countrywide

Tis.kis (IT company) Croatia Kapsch CarrierCom AG (Austria) TIS Grupa d.o.o.  (Croatia) a 68% stake

Cosmofon AD (mobile phone 
operator)

Macedonia Telekom Slovenije d.d. (Slovenia) Cosmote SA (Greece) a 100% stake for EUR 190 mln
Germanos Telekom AD (mobile 
phone retail chain)

Telemobil SA - Zapp brand (mobile 
phone operator) Romania Cosmote SA (Greece) Saudi Oger Ltd (Saudi 

Arabia) a 100% stake for EUR 207 mln

UPC Slovenia (cable and broadband 
operator) Slovenia Mid Europa Partners LLP (UK) Liberty Global Inc (USA) N/A

Source: SeeNews

“Communication breakdown?” - Telecoms in Southeastern 
Europe
Telecom companies are almost back in the normal world. With EBITDA still at very high levels, above 35 %, the pain is bearable, but growth rates are in the lower 
digits. Voice is a commodity, like electricity and water, and with a stagnating market, prices are likely to drop fast.
Mobile, the growth motor, has suffered from the crisis and the resulting lower level of activity. The habit of having multiple SIM cards, enabled by the focus on 
pre-paid, has led to an average of more than 2 SIM cards per inhabitant in some smaller SEE countries, now resulting in high churn rates. The legal requirement 
of registration of pre-paid customers will further reduce the number of cards. 
The consumers should be alert and flexible, as prices will go down rapidly. The battle for market share will become more fierce and the high EBITDA will allow the 
telcos to go down quite a bit. With price sensitive markets they will have to, otherwise new entrants with ‘discount’ formats will enter quickly. The existing telcos 
will therefore most likely offer new discount brands themselves, as we have seen in Western Europe.
The main challenge for telcos is finding new ways to grow. In the traditional markets they can only grow by stealing market share leading most certainly to a price 
war and lower margins. New fields to explore are the small & medium enterprises and small & home offices. New services will be developed to serve these segments 
better and to compete with existing ICT boutiques. Much attention will go to the market launch of new services, using the mobile advantage to fulfil consumer 
needs on the spot. Mobile payment, shopping recommendations and support, insurance services and of course entertainment, with games and gambling, must 
increase the usage by the consumer, keeping consumers on-line while on the road. Compensating the lower unit prices by selling more units will be the challenge 
for the coming years.

the country will jump several times, perhaps 
reaching 10% of the total market in 2010.

INVESTMENTS, MERGERS AND 
ACQUISITIONS
A total of 1.648 billion euro were invested in 
the telecommunications sector in Bulgaria, 
Romania and Slovenia in 2008, down by 
2.7% on the year. In Romania and Slovenia 
the investments in the sector as a portion 
of the countries’ GDP stood at 0.7%, while 
in Bulgaria they accounted for 1.2% of the 
GDP for 2008. Slovenia was third, Bulgaria 
fourth and Romania ranked sixth in the EU 
in terms of investment over revenues ratio 
with 22.5%, 22.3% and 21.2%, respectively. 

The EU average stood at 14%.

In Moldova investments in telecommunications 
amounted to 1.750 billion Moldovan lei (99.3 
million euro), down 10.9% on the year in 2009. 

The SEE region saw several acquisitions and 
three mergers in 2009. The most active player 
was Greek mobile phone operator Cosmote 
SA, which took part in three acquisition deals.

Major mergers in the SEE telecommunications 
sector took place in Bulgaria, Croatia and 
Macedonia. In Bulgaria and Croatia the 
mobile arms of the countries’ incumbent 
telecom companies merged with their other 
operations - BTC Mobile EOOD (operating 
under the brand Vivatel) merged with 

Bulgarian Telecommunications Company 
AD (BTC), which now operates under the 
brand Vivacom. A similar process happened 
in Croatia where the incumbent telecom 
HT–Hrvatske Telekomunikacije d.d. merged 
with its mobile telephony subsidiary T-Mobile 
Hrvatska d.o.o. Following the merger, it 
changed its name to Hrvatski Telekom d.d. 

In Macedonia, Slovenia’s telecommunication 
company Telekom Slovenije d.d. acquired 
Cosmofon DOO, the Macedonian wireless 
unit of Greek Cosmote SA. Later the Slovenian 
company merged Cosmofon and Macedonian 
internet and fixed-line operator On.net into 
ONE Operator DOO.
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Interview: Bulgaria’s VIVACOM Pins Growth Hopes on 
Comprehensive Solutions
By Iva Doneva-Sirakova (SeeNews)

BTC (www.vivacom.bg) is Bulgaria’s largest provider of landline services. Its wireless unit was set up in 2005 
under the Vivatel brand as the third mobile operator in the country after Mobiltel and Globul. It was renamed 
later to Vivacom. BTC is majority owned by U.S.-based AIG Investments.

Q: Which are the main development trends in the 
telecommunications sector globally and which of 
these trends we can expect to demonstrate themselves 
on the local market in the medium term?

A: Telecommunications have been headed 
for unprecedented integration at all levels 
in recent years. No company offers anymore 
only Internet or only mobile service, or 
only fixed-line telephony. The convergence 
of services determines the future survival. 
The trend is already noticeable on the 
Bulgarian telecoms market with the offer 
of a universal service which delivers all kinds 
of telecommunications to the client via a 
single connection and from a single supplier.

Q: Do you think that the Bulgarian telecoms 
market has reached its point of saturation? What 
is the mobile telephony penetration rate and is 
there more space for growth in that segment?

A: The mobile penetration rate was around 
140% in the first quarter of the year but 

the options for the development of the 
market and the rearrangement of players 
will depend increasingly on the facilitation 
of the number portability procedures and 
the bundling of mobile telephony services 
with a package of supplementary services 
which add more value to end customers, at 
the same time easing the management of 
their budgets and the cutting of spending 
on telecoms services.

Q: What is the corporate strategy VIVACOM 
will rely on in the medium and long term?

A: We expect the careful choice of an offer 
and the freedom of choice of a telecoms 
operator to set the parameters of the market 
in the future as well. This approach fits into 
VIVACOM’s strategic policy of offering 
comprehensive solutions of new generation 
thanks to which customers save money even 
though they use more services and talk with 
no time limits. 

Q: VIVACOM’s customer base continued to grow 
last year. What are you projections for the future?

A: We expect a growth in VIVACOM 
customer base in the coming years as we 
will continue changing our company until 
we transform it into a highly competitive 
and customer-oriented organisation offering 
a wide range of convergence services.

Q: What is VIVACOM current market share? 
How is the company doing in each of the market 
segments it is operating on?

A: The company remains the biggest landline 
operator despite strong competition from 

fixed-line offers from the other two mobile 
operators. VIVACOM increases its market 
share and keeps its leading position on the 
strongly fragmented broadband Internet 
market. And being the third arrival on the 
market, the company is constantly increasing 
its market share offering one of the lowest 
prices and boosting the competitiveness in 
the mobile services sector in the country.

Q: What is VIVACOM’s strategy for keeping 
its clients of landline services in times of a rise in 
the number of users of wireless services?

A: The VIVACOM strategy to bundle its 
services and to transfer its strategy directly 
to the end client has proved its effiiciency. 
The package solutions, which we offer to 
businesses and to households, can reduce 
their spending on telecoms services by up 
to 50%, and at the same time offer more 
time for talking and lower prices.

Q: Which customers – household or business ones 
- offers greater growth potentials for VIVACOM?

A: No one has the right to underestimate 
whichever of these groups. It is a fact that 
integrated services enter the market at 
stages - from large customers towards 
small ones but VIVACOM has a particular 
approach toward each group and neither 
group is neglected in the strategic planning 
of services. The quality and the content of 
the package of universal services, which 
you offer, now are more important than 
the quantity and the diversity of offers with 
which the telecoms have been flooding their 
customers until very recently.

Alexander Dimitrov, chief 
commercial officer, VIVACOM
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Executives facing capital intensive investment 
alternatives must consider not what is 
trendy today, but rather what brings the 
organisation’s stakeholders the greatest long-
term value. In other words, today’s financial 
decisions reflect a company’s ingenuity 
tomorrow and define its future values for 
decades. The associated difficulty in accurately 
forecasting future fuel prices, electricity 
tariffs, and policies aimed at internalising 
environmental externalities creates business 
risks. Sustainable development is a natural 
hedge against these unknowns.

While sustainable development has 
become the hottest buzz in business, few, 
if any, precedents exist when it comes to 
implementing internationally recognised or 
certifiable management guidelines designed 
to achieve sustainability. While there are 
effective tools for managing the components 
of sustainability, such as OHSAS and ISO 
14001, there is no universally accepted 
practice or system that espouses to provide 
its users with sustainability.    

This is because sustainability is not an 
extra 10% to the bottom line or another 
company outing to plant trees, sustainability 
is an approach. It is not a list of activities 
one must check to achieve some objective, 
because being sustainable depends on many 
things. There is sustainable development, 
sustainable health care, sustainable transport, 
and sustainable building. For all of these 
things the method or approach used depends 
on numerous variables – things like the exact 
industry, geographic location, and culture to 
name just a few. Contemporary sustainability 
is a concept that was introduced only 22 

years ago. Many are still arguing whether 
sustainability is actually a science or not. 
Taking a step backwards, most agree that our 
understanding of sustainability as a society 
is evolving. As we acquire knowledge and 
find new innovative solutions, we learn more 
about what is sustainable and what is not.

At such an early stage in the development of the 
science of sustainability, the lack of consensus 
on a definitive list of 
activities, indices, 
or methods that are 
sustainable is simply 
an indicator of the 
concept’s, and our society’s state of evolution.

The field of sustainable development can be 
conceptually broken into three constituent 
parts: environmental sustainability, economic 
sustainability and social sustainability. 
Therefore, the present review is divided 
into three dimensions, which analyse the 
current situation related to Bulgarian 
businesses.
Engrained in one of the continent’s 
fundamental documents, The Lisbon Treaty, 
sustainable development is both a primary 
objective and a uniting force of the European 
Union (EU). As globalisation forces the 
EU to further re-evaluate its economic 
and geopolitical position in the world, the 
European Commission continues to set an 
ever-higher bar for the private sector in 

terms of improving competitiveness. One 
of the tools promoted by the EU that 
aims to improve competitiveness through 
more sustainable business operations is 
corporate social responsibility (CSR) – “A 
concept whereby companies integrate social 
and environmental concerns [into their 
business model] and in their interaction 
with their stakeholders on a voluntary 

basis.”. Responsible 
business behaviour is 
an essential element 
of building consumer 
conf idence  in  a 

market economy, and ensuring openness 
as well as free and fair trade.

THE ROLE OF THE NON-
GOVERNMENT SECTOR
In addition to policymakers, non-
governmental organisations (NGOs) are 
a key driver of CSR. Their support and 
interest in assisting businesses with facing 
the challenges associated with CSR related 
issues, seems to be setting a precedent for 
mutually beneficial partnerships between 
the private sector and civil society. Many 
examples can be found such as the World 
Wildlife Foundation’s Climate Savers 
program and the Global Reporting Initiative, 
which provides a truly sustainable approach 
combining not only NGOs and business, but 
also government institutions. Global best 

Leading the Way to Sustainability 
A denkstatt Report on Sustainability as a Management Practice in Bulgaria 
and the Region 

Sustainability is an 
approach

Sustainability as a management 
practice is not simply philanthropy 
or corporate social responsibility 
(CSR). It is a paradigm, in 
which companies increase 
long-term shareholder value 
by identifying, measuring, and 
mitigating economic, social, and 
environmental risks. 
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practices have demonstrated that combining 
the forces of these three key elements of 
society – NGOs, business, and government 
– is a model that is not only financially 
stable, but also streamlines projects that 
could otherwise face debilitating red tape 
and thus succeeds to bring positive change 
more efficiently. 

Over the last decade, the media has begun 
to devote more and more attention to the 
topic of sustainability, first in the more 
developed West, and more recently in 
transitional economies. In recent years, 
the number of international and national 
initiatives promoting the implementation 
of socially responsible practices has been 
increasing. A series of studies on the state 
of CSR in Bulgaria have been conducted, 
although none have been comprehensive and 
findings have been mixed in terms of how 
sustainability is accepted. In 2007 – 2008, 
within the framework of the regional project 

of the EU and United Nations Development 
Program (UNDP) in eight new member 
states and candidate countries for EU 
membership, a baseline study on CSR 
initiatives and major stakeholders was 
carried out. The study recommended the 
implementation of a strategic approach by the 
states. A result was the creation of a network 
of Bulgarian companies that are members 
of the UN Global Compact initiative (the 
world’s largest platform for the dissemination 
and sharing of CSR practices). At the end 
of 2008, 120 companies had signed on 
to the Global Compact initiative. This is 
the largest number of companies that has 
joined an initiative related to CSR.

CERTIFICATION
Another measure of the Bulgarian business 
community’s acceptance of the transition 
to sustainability can be seen by those 
organisations that take the initiative to become 
ISO 14001 certified. This certification is 
earned by companies that demonstrate the 
implementation of a systematic approach to 

improving their environmental performance 
through a dedicated management system. 
According to the Club 9000 association, which 
tracks the implementation of environmental 
management systems on the territory of 
Bulgarian, there are over 650 companies 
that are actively ISO 14001 certified. The 
Association has divided the companies 
into 39 sectors, with 
construction having 
the highest number 
of certifications.

Bulgaria participates 
in an international 
initiative for the development of ISO 26000 
– “Guidelines for social responsibility”, which 
provides guidance on fundamental principles 
and questions, forming social responsibility 
and the ways of implementation within an 
organisation. ISO 26000 has begun to emerge 
as a popular mechanism for demonstrating 
companies’ holistic approach to managing the 

triple bottom line. However, in Bulgaria no 
register of standardised companies exists to 
provide a comprehensive listing of ISO 26000 
certified companies. This in itself can be seen 
as an indicator of the low level of development 
related to the theme locally.
In October 2007, the National Corporate 
Governance Code was adopted by 58 
Bulgarian public companies. The Bulgarian 
Association of Industrial Capital, together 
with the Association of Directors of Investor 
Relations in Bulgaria has elaborated a manual 
of best practices in CSR, which is currently 
applied in the activities of 130 Bulgarian 
c o m p a n i e s .  T h e 
Bulgarian Business 
L e a d e r s  F o r u m 
established a Code of 
Ethics and established 
annual awards for 
socially responsible 
business but the overall 
number of companies in its CSR directory 
- around 50 - represents an insignificant 
share of the total business community. 

And this estimate is gracious as many of 
the organisations have been double counted 
as they have more developed sustainability 
programmes that pursue development on 
multiple fronts.

Despite the growing number of companies 
declaring their commitment to implement 
socially responsible practices, an insignificant 

number  o f  C SR 
reports have been 
written by Bulgarian 
organisat ions  on 
the i r  soc ia l  and 
e n v i r o n m e n t a l 

performance. According to the Global 
Reporting Initiative, not a single CSR report 
from Bulgaria has been created. According 
to CorporateRegister.com, the largest and 
primary reference point for CSR reports and 
resources, two Bulgarian reports have been 
created. This is indicative of the idea that 
companies in Bulgaria have not yet realised 
the economic benefit of demonstrating a 
transparent and responsible approach to 
transitioning towards not just financial, but 
also environmental and social sustainability. 

There are few companies on the market 
nowadays, which cover the triple bottom line. 
Those that have taken a step ahead are largely 
representatives of multi-nationals or global 
brands. In the overwhelming majority of cases, 
these are simply claims to be sustainable, which 
organisations have added to their corporate 
websites and communicate little more than 
what CSR is, rather than what the company 
is doing to operate responsibly. 

The research revealed about 10 companies, 
which have achieved increased performance 
in economic, social and environmental aspects 
related to their Bulgarian operations. As 
explained above, most of these companies 
are run by foreign management and therefore 
import valuable know-how related to 
implementing sustainable practices. Issues 
related to the environment in particular are 
increasing in their level of priority to both 
the public and business space on a world 
scale. Organisations have begun to realise that 

using environmental 
m a n a g e m e n t 
techniques, they can 
reduce their waste, 
increase efficiency and, 
therefore, reduce costs, 
while they are able to 

raise their image as organisations. This practice 
is likely to continue to grow at an increasing 
pace as globalisation forces organisations to 

Today’s financial decisions 
reflect a company’s 
ingenuity tomorrow

At the end of 2008, 120 
companies had signed on 

to the Global Compact 
initiative

“When talking about sustainability, I would say that for most of the companies 
on the Bulgarian market it is, unfortunately, more or less a “trendy” term, 
without common understanding and application. As yet there are a few 
companies that perceive sustainable development as an integrated part of 
their business processes, rather than a separate and often one-off activity. 
The organizations that apply a holistic approach and have clear strategies 
and practices in this direction are mostly part of multinational structures.”
Hrisa Deliiska, Senior Corporate Responsibility Specialist, GLOBUL
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exploit every facet of efficiency. This will only 
positively impact Bulgarian business, society, 
and the environment. 

POLICY FINDINGS
The terms CSR and CR could not be found 
in Bulgarian legislation. However, integrating 
the requirements of environmental protection 
activities into the operations of business has been 
successfully applied through the use of tools 
such as Environmental Impact Assessments 
(EIA), Environmental Assessments (EA) and 
Integrated Pollution Prevention, and Control 
Permits (IPPC Permits). 

With The Environmental Protection Law the 
effective implementation of the Regulation on 
the European Community on Eco-label scheme 
in Bulgaria is allowed. Eco-label scheme is 
applied to a wide range of products (goods 
and services) excluding food, drink, drugs 
preparations and medical devices. To obtain a 
label, the products must belong to a specific 
product group, for which specific environmental 
criteria are developed.

The Law on Environmental Liability determines 
the liability for prevention and removal of 
environmental damage in accordance with the 
“polluter pays” principle, which aligns financial 
incentives with the principles of sustainable 
development.

In terms of Bulgarian policy, a CSR Strategy 
for the period 2009-2013, was elaborated 
in cooperation with seven ministries. This 
is an expression of political commitment by 
the Government to create and strengthen 
a favorable environment for implementing 
socially responsible practices in Bulgaria and 
while it is useful in promoting CSR awareness 
and CSR business culture, it has not aligned 
economic incentives with the implementation 
of responsible business practices. The Strategy 
is a document, in which the Government 
presents its vision and priorities promoting 
CSR. Key themes of the Strategy relate to 
employees and workers, consumers and business 
representatives, environmental transparency 
and respect for human rights. In a broad sense, 
it refers to the objectives of the renewed Lisbon 
Strategy as well as many other documents 
of the EC, which provide guidance on the 

implementation of socially responsible corporate 
practices in Member States.

Bulgaria has also created a National Sustainable 
Development Strategy, which elaborates the 
country’s engagements on international 
level. The main purpose of the Sustainable 
Development Strategy is to outline and 
implement activities that will enhance the 
quality of life in Bulgaria for present and 
future generations. It outlines a vision for 
the country’s development for the short and 

long term (2020). A system of indicators for 
monitoring and assessment has also been 
elaborated as support for evaluating the aspects 
of SD; however this strategy has had weak 
implementation, has had no noticeable support 
by the current Government, and is all but 
ignored by businesses and NGOs alike.

TYING IT TOGETHER IN 
THE REGION
In Bulgaria the situation, concerning the 
understanding and implementation of CSR is 
similar to that of Member States included in 

the fifth EU enlargement. Among the main 
obstacles to the implementation of CSR is the 
lack of uniform, national, or sectorial policies and 
strategies for CSR. The existence of many units 
and departments in which distinct ministries 
or executive agencies have responsibilities 
and include topics related sustainability, but 
are not precisely and clearly spelled out. The 
absence of a multilateral format coordinating all 
stakeholders on CSR issues was also observed.

While regulations have been largely effective, 

they are not representative of the sustainable 
practices companies typically implement. The 
main difference is that regulations are often 
associated with unwelcomed expenses, which 
in most cases drives businesses to associate 
environmental protection with expenses. On 
the other hand, voluntary initiatives to protect 
the environment or the rights of workers or 
society are typically carried out in the form 
of innovative projects that not only promote 
improved environmental performance, but 
just as importantly improved economic 
performance.

denkstatt Bulgaria is the premier consultancy in Bulgaria for developing corporate sustainability strategies. As one of Central and 
Eastern Europe’s most experienced companies in the sphere of sustainable development and environmental management, the firm is 
suitably headquartered in Vienna, Austria.

The eight service groups that the company offers match the diversity of the themes that arise in the quest to answer the challenges of the 
twenty-first century: Sustainable Business, Environmental Management, Climate Care, Product Sustainability, Nature Conservation, 
Social Design, Waste Management and Sustainable Building.

“Ways of doing business have changed in recent years. Companies are 
focusing more on investing in practices that ensure sustainable development 
and social responsibility. Sharing profits and benefits from development 
projects with community stakeholders is more and more becoming a 
part of doing business. In Bulgaria, though it is still early days, socially 
responsible corporate and business behavior is already visible. However 
small or isolated, these activities generate capacity in people to develop 
bigger and more meaningful initiatives on both local and national level.”
Adrian Goldstone, Vice President Environment and Sustainable 
Development for Canadian Dundee Precious Metals Inc.
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Size Matters: Now is the Time to Build More Scale

SEE firms are cautious with 
regards to inorganic growth 

opportunities

Average deal value 
between USD 10 and 

USD 20 million

Romanian companies the 
most attractive

Bulgaria and Slovenia 
bought a total of 64 SEE 

companies worth 
USD 1.0 billion

In the field of Mergers & Acquisitions 
the Southeast European countries are 
still primarily targets as opposed to 
being acquirers. SEE companies are being 
cautious with regards to inorganic growth 
opportunities. Only companies from 
Bulgaria and Slovenia seem to actively use 
the crisis to drive regional consolidation to 
achieve long term sustainable growth. 

The crisis slowed 
down the M&A 
activity across the 
region in 2009, but 
has not stopped 
financial investors who constantly look for 
new opportunities. The resulting decrease 
in company value is seen as a chance to 
acquire healthy SEE companies at lower, 
more normal prices.

SEE companies are less likely to look at 
inorganic growth as a growth strategy. SEE 
companies are being taken over at a higher 
rate than acting as acquirers themselves. 
The total M&A value of countries outside 
the SEE region acquiring companies 
in the SEE was USD 5.8 billion in 292 
deals, as opposed to the USD 1.5 billion 
of acquisitions made by the SEE countries 
in 155 deals. And when they acquire they 
are rather cautious. In the deals, in which 
SEE companies 
were the target, the 
average deal value 
was USD 20 million, 
on the other hand 
when acquiring the 
average deal value was USD 10 million. 
Understandable, considering the smaller 
company size of most SEE companies, but 
the conclusion is that SEE companies are 
making not enough use of the consolidation 
opportunity in the region. The value of 
creating larger entities is captured by 
companies outside SEE and by private 
equity companies.

When focusing on the SEE companies as 
targets, most companies are acquired not 
surprisingly in the largest industry sectors 

in the region, such as utilities and energy, 
telecommunications and oil & gas. These 
sectors represent approximately 60% of all 
deal value in 2009. These deals were mainly 
intra industry, 96% of the total deal value. 

Romanian companies were seen as the 
most attractive acquisition targets in 2009 
with a total deal value of USD 1.6 billion 

and 30% of all deals 
in SEE. However 
the acquisitions 
in the SEE region 
are mainly being 
done by companies 

coming from outside the region’s borders. 
East European companies from the Czech 
Republic and Russia account together 
with the United 
Kingdom and Italy 
for half of the deal 
value. 

There are only two 
SEE countries in 
the top 10 country 
list; Bulgaria and 
Slovenia bought a total of 64 SEE companies 
in the value of USD 1 billion. Companies 
from these two countries seem to believe 
in regional consolidation and view M&A’s 
as an opportunity to grow their business 

beyond their local 
borders.

The M&A activity 
of SEE countries as 
acquirers is modest. 
The main focus is on 

the region itself, with 97% of all deal value 
being generated within the SEE borders. 
The three most attractive countries for 
acquisitions are 
Bulgaria, Macedonia 
and Slovenia with 
Macedonia being an 
exception because 
of the Slovenian 
Telekom’s takeover of Cosmofon. The 
industry structure of acquiring companies 
is comprised mainly of companies from the 

financial sector, such as Bulgarian EQT 
Partners. The most attractive industries for 
SEE acquirers were telecommunications, 
utilities & energy and consumer products 
which represented 67% of all M&A value.

Extrapolating these developments, SEE 
companies could follow the example of 
countries in the region where basically 
all important companies are bought by 
non-SEE companies. One could argue 
that this is a natural development, 
accepting the dominance of established 
companies. Most Western countries have 
several strong domestic companies that 
had time to develop into international 
champions. Recent examples in high tech 
and other selected industries have shown 

that there is always 
the possibility to 
grow and become a 
regional champion. 
F u r t h e r m o r e , 
research has shown 
that companies 
growing faster 

than the market are not so much beating 
the market as a whole, but are able 
to systematically identify the specific 
segments and niches that simply grow 
much faster. Although these segments 
are much smaller, they are of course more 
than sufficient for small and medium-size 
companies.

These companies were able to identify 
internal capabilities that were not 
dominated by the necessity of scale; at 
least not immediately. They centered 
their M&A strategy around leveraging 
the specific capabilities they have as a 

company and that 
enables them to 
grow faster than 
competitors. 

SEE companies 
should follow 
this example and 

make the strategic assessment on what 
makes them able to out-compete inter-

 By A.T. Kearney team
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Smaller companies 
use the product 
and/or regional 

focus

M&A developments 
in the SEE are 

picking up again
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The S-curve shows the level of consolidation of industries on a global or regional scale based on the market 
share of the three largest c ompanies of the total market. The analysis is based on our Value-Building Growth 
database (34,000 companies)

Industry consolidation follows a predictable pattern

national companies in market segments. 
First, they must know exactly what it is 
that makes them com-
petitive and clearly un-
derstanding what it will 
take for them to leverage 
this capability, and of 
course, to expand it. Just 
as important, they must 
understand what it will 
take likely competitors, and how long, to 
be at their level. 

OUR RESEARCH IDENTIFIES 
4 POSSIBLE GROWTH 
CAPABILITIES

1. Product and/or regional focus.

Many smaller companies focus on a regional 
niche with specific offering, often products 
with specific local services. This capability 
cannot be exported, but can be brought to 
other customer segments

2. Market related capabilities.

The simple proximity to markets gives 
a significant advantage in logistics, 
marketing and customer service related 
activities. Again difficult to export, but 

easy to extend to other product segments

3. Product  re l a ted 
capabilities.

Synergies in developing 
and applying specific, less 
common technologies, as 
well as commercializing 
innovations and even 

developing a specific business network of 
suppliers and cooperation partners can 
deliver an unique competitive advantage. 
Even better, this advantage can be used 
outside the own country and even region; 
albeit within the same field of technology.

4. S c a l e  r e l a t e d 
capabilities.

Economies of scale drive 
unit cost in many indus-
tries allow access to capi-
tal and therefore build 
acquisition power and attractiveness for 
ideas and innovations. Difficult to beat 
and difficult to achieve for SEE companies. 
However in specific segments or technolo-
gies the relevant scale can be realized and 
should then be leveraged.

Smaller companies, as most SEE companies 
are compared to Western European com-

petitors, are using 
the product and/or 
regional focus. Most 
segments are simply 
too small yet for in-
ternational competi-
tors. The advantage 
can be increased by 
carefully making the 
product and service 
very specific for the 
local market. This 
advantage is bound 
to disappear by 
time and therefore 
successful compa-
nies are developing 
market related ca-
pabilities. Market 
capabilities are de-
veloped by building 
a strong local brand 
or by becoming very 
close to the target 
customer segments. 

In non-consumer segments target group 
marketing is successfully applied. Knowing 
what the customer wants and offering the 
complete portfolio to solve his problem, 
instead of only delivering a product. For 
SEE companies this strategy can be the 
way to go, but it requires serious invest-
ment in people and in customer relations. 

Careful selection of target companies sup-
porting the selected growth scenarios is 
the homework SEE companies need to do 
before growing more boldly with M&A. 
Others are seeing the opportunity with 
company prices being attractive and al-
lowing creating value by consolidation. 

Despite 2009 being a cri-
sis year the M&A develop-
ments in the SEE are pick-
ing up again. More realistic 
company values are cer-
tainly helping. A good sign 

is the stronger presence of private equity 
companies, even willing to make smaller 
deals to capture the value of the ongoing 
consolidation. Companies from the utility 
& energy, telecommunications and oil & 
gas industry are seen as attractive targets. 
We expect more SEE companies to come 
out of their shell in 2010 and drive the 
regional consolidation.
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SEE Managers Cope with Challenging 
Environment
By A.T. Kearney team

The region of Southeast Europe 
(SEE) was hit to a large extent 
by the economic crisis. We asked 
CEOs across industries in the 
region what anti-crisis measures 
they undertook and how they 
see the coming 1-2 years.

The answers  conf irm the 
s t r engths  o f  the  r eg ion . 
Although the crisis is far from 
over in SEE, expectations are that only in 2012 recovery will 
start; the companies are continuing to focus on growth. The 
crisis did certainly not stop SEE businesses from undertaking 
growth initiatives. Most of the managers reported sales initiatives 
which resulted in growth above budget and we are happy to 
say that this was not only because of cautious planning. The 
sales initiatives were supported by increased marketing efforts, 
meaning that the initial reduction of marketing investment was 
only a short-term cash out reduction measure.

Understandably, the growth initiatives are directed towards 
short term sales improvement. Only few of the interviewed 
businesses say they initiated growth activities such as Greenfield 
investments regionally or internationally, which typically take 
more time to generate results and in the short term require cash 
investments. Consolidation activities were observed in certain 
industries but the strong reduction in the number of deals in 
the past year shows that this was not seen as one of the most 
desirable and possible growth options.

Besides short term sales growth initiatives, SEE businesses did 

not turn their attention away from longer term development 
activities, like innovation. R&D and innovation budgets were not 
among the areas subject to severe cuts as part of cost management 
programs. SEE managers state they initiated major innovations 
over the past 18 months, with a focus on innovation in operations 
and processes. Many companies work on innovation to enter in 
new segments next to the core activities. Innovation in main 
existing segments is 
on ly  r anked  a s 
third; here the more 
short term sales 
push init iat ives 
are the preferred 
course of action. 
Managers  a s se s 
the overall revenue 
impact from these 
i n n o v a t i o n s  a t 
5-10% of  to ta l 
sales plan for 2010 
(YTD).

What are the major technological changes and investments SEE 
managers have undertaken over the past year? Most companies 
invested in new equipment and technologies for their core 
operations, much in line with the statements on focus areas of 
innovation. Cost efficiency is crucial and has the constant attention. 

“In 2010 the activity of 
CON-A  company will 
increase by al least 20% 

in comparison with 2009. In 
2011 we forecast an increase 
of 7-8% towards 2010” 

Mircea Bulboaca, President, 
CON-A

“From our perspective, the growth 
potential of Romania and the 
South East European markets 

remains intact despite the current 
economic difficulties. Therefore, we 
continued our regional development by 
investing in expanding on our locally-
manufactured product range offered 
in the region, and on our production 
capabilities at our regional industrial 
platform located in Calarasi. Also, the 

crisis offered us the opportunity to find new, innovative strategies to grow 
our business regionally, to build sustainable competitive advantages, 
and to improve efficiency along the value chain.” 
Ovidiu Pascutiu, CEO, Saint-Gobain Glass Romania

“ Investing in Marketing 
in 2010, practically 
going opposite to the trend, 

coupled with some re-engineering 
in our processes, really paid back , 
bearing fruits already during 
first half 2010.”

Ioannis Polykandriotis, 
Executive Director, EKO 
Bulgaria

“ The dramatic fall of business in 
freight transport required quick 
and extensive improvement 

measures from the management and the 
employees of the company. By cost reduction 
and increased marketing efforts, we were 
able to offset some of the negative impacts 
of the crisis. Now we are ready to foster 
the growth of the rail business, which is 
slowly regaining the pace.” 
Goran Brankovic, General Director, 
Slovenian Railways
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Much in line with this is the often mentioned investment in 
replacement of old equipment for the core operations.

Sustainability is high on the management agenda and is not 
regarded as ‘hype’ or as a ‘topic from the West’. Most of the 
managers reported formal sustainability objectives, which are 
practical and also save costs. Often mentioned are actions such 
as 1) reducing waste; 2) reducing paper usage; and 3) using 
recycled materials. Using 
renewable energy, however, 
is still a low priority. Only 
around 10% of the companies 
did not set any sustainability 
goals over the past period.

Over the past year, businesses 
had to cope with reduced 

demand and limited access to financing. So, what about cost 
reduction and cash management? Off course, all companies took 
immediate actions with tough cost control programmes, they 
often combined reduction of direct expenses with limiting new 
investments and labor cost reduction. 

The SEE companies we interviewed say the management actions 
with the highest impact on handling the crisis were: 1) freezing 
new hires; 2) reducing / postponing investments; and 3) reducing 
inventory level. Many companies froze salaries. The lowest impact 
came from measures such as selling assets; understandable, 
considering the low market prices at the moment. As we said 
already above, we are happy to report that, contrary to many 
expectations, reduction of direct expenses in IT and cuts in R&D 

and innovation 
b u d g e t s  w e r e 
avoided by SEE 
managers as much 
as possible. SEE 
keeps investing 
i n  t h e  f u t u r e 
a n d , a l t h o u g h 
constrained  by 
cash availability, it 
is actually using the 
crisis to strengthen 
i t s  l ong  - t e rm 
market position.

“The past year was extremely 
challenging for Croatia, 
the GDP dropped by 

approximately 5,8 per cent, a 
special tax was imposed on mobile 
telephony services, a crisis tax was 
introduced, the VAT rate went up. 
Since we have foreseen the pressure 
which the economic recession would 
impose on our business operation, 
we started the year by assigning 
priority to the protection of our 
revenues and margins. I believe 

that our strategy was effective and that we achieved stable results 
reflecting a high level of service quality and strict cost control, which 
helped us to fight the economic downturn. 
The crisis tax reduced the means which citizens were willing to spend 
on our services, so that, for the first time, we experienced a drop in 
revenue, but taking into account the overall economic situation, I 
think that our Company’s results in the past year were fine. In spite 
of the crisis and of the hits our operations had to take, we continued 
to invest; in the year 2009, we invested more than 1.5 billion HRK 
into infrastructure and services development , which is 18.2 per cent 
of gross revenue, taking care of our sub-contractors, of infrastructure 
development, of the future. 
We will remain focused on customer recruitment and retention, while 
keeping in mind cost reduction. Also, we successfully merged T-Mobile, 
and the Group gained a good position for the forthcoming period 
of economic recovery. By the acquisition of Combis, an IT services 
provider, we are expanding our operations; we intend to increase 
and develop ICT operations in order to meet the needs of business 
customers in Croatia” 
Ivica Mudrinic, CEO, T-HT Businesses

“ Because of the crisis, 
cash became the most 
important. That’s lead 

us to improve significantly our 
stock management” 

Fabrice Cambolive, Commercial 
Director, Dacia

“ The main activities over the past 
18 months were to rely on sales 
improvement and cost reduction almost 

in back office. We launched private labels 
product in order to increase sales, did a lot 
of promotions on sales points. We have slowed 
down our investment cycle, but still continue 
to develop the retail chain. We decided to 
set up the new discount format in order 
to achieve customer expectations regarding 
the price level. We put more focus on sales 
improvement than on cost reduction in the  
last 6 months and it was vice versa before.”  
Dragan Filipovic, Delta Holding

“ Cutting costs desperately, often having as a result under 
capacity of the operation to perform further, is not exactly 
what we did. We tried and succeeded to strongly promote to 

our clients our innovations in the area we are working, to maintain 
the organization functional and happy, under the assumption that 
crises come and go but a professional structure has to stay. We did not 
pay too much attention to ridiculous reduction of office supplies, light 
bulbs energy savings and other such tiny stuff. We concentrated on 
reducing stocks, both raw mat and finished products, and we had huge 
achievements, loading trucks almost straight from our production line. 
We reviewed our structure and adjusted it upon the strong seasonality 
of our business, by outsourcing some needs in high season, rather than 
keeping them in house as it was the case. All changes in fact were 
started before the crisis came, there were common sense measures. My 
principle is to act always as if approaching/ being in a crisis, because 
Romania particularly had been always in a crisis in its history.” 
Cristian Cornea, CEO, Canpack
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Sofia-based Business Tax (www.businesstax-bg.com) provides tax, accounting, foreign investment and legal advisory services to public 
and private customers. The company’s expertise covers a wide range of industries from telecommunications, water supply and mineral 
resources through power production and aviation to construction and shipbuilding. The list of its clients features Alstom/Areva, BASF, 
Raiffeisen and Heildelberg Cement.

Q: sector shows the highest demand for the types 
of services provided by Business Tax?

A: One of the interesting market trends 
has been a sharp pick-up in demand for 
advisory services among small and medi-
um-sized enterprises and private persons. 
On the one hand, this is due to the appar-
ent need among business entities for pro-
fessional solutions. Their implementation 
always has a positive knock-on effect on 
small businesses, especially amid an eco-
nomic downturn. This is also a telltale sign 
that the business philosophy of these com-
panies is changing. It is notable, that the 
foreign businesses that have re-
cently leaned on our expertise 
before setting foot in Bulgaria 
have avoided significant con-
tingent losses that could have 
been incurred as a result of 
wrong taxation and accounting 
moves. The pre-emptive move 
of hiring Business Tax to pre-
pare them for the market entry is some-
thing which they can then leverage into a 
competitive advantage.

Q: In what sector do you see the biggest growth 
potential for your business?

A: Our strategy is to establish long-term 
relationships with the company’s clients. 
We are developing in lockstep with them 
and therefore cannot afford the luxury of 
overlooking any of their needs. Our big-
gest challenge is companies that plan to 
invest in Bulgaria. Real investment has 
posted a decline but I am confident that 
the trend will soon be reversed. Our clients 

are very cautious and practical in mapping 
out their actions. These are companies that 
have long-term goals. And this is where we 
anticipate a strong growth in demand for 
our services.

Q: is the annual size of the market for tax and 
accounting advisory services in Bulgaria?

A: The value of the market is very dynamic. 
The local services sector as a whole has gone 
through a marked slowdown in the past two 
years. Tax and accounting services, however, 
have managed to buck the general trend. 
The annual value of the local market for tax 

and accounting ser-
vices is relatively low 
at around 15 million 
euro but it has en-
joyed a steady and 
sustainable growth 
rate. This is an ap-
pealing proposition 
and the segment is 

attracting new entrants. We are supportive 
of the whole process but also aware that 
the market benchmarks are service quality, 
professionalism and reliability of the offered 
solutions.

Q: What are the business trends shaping its devel-
opment over the mid-term? 

A: Offering comprehensive services is the 
key market trend. Our experience has shown 
that unless you are in a position to offer top-
to-bottom services – tax lawyer, tax advisor 
and accountant, there are no grounds for a 
longer-term business relationship. 

Interview: Bulgaria’s Business Tax Bets on A-to-Z Range of 
Advisory Services

Q: What is your particular plan for Bulgaria? 

A: The plan for Bulgaria is to continue 
bolstering our position as the leading mo-
bile value-added services provider in the 
country. As we continue to innovate and 
deliver firsts in the country, more and more 
leading brands and mobile operators are 
turning to Velti for their mobile marketing 
and advertising needs. For instance, Velti 
is the only provider of the cutting edge 2D 
bar code technology and, consequently, in-
novative brands such as Becks and J&Bs 
have turned to us to deliver great cus-
tomer engagement initiatives at parties 
and events across the country. We will also 
aim to build on the key mobile marketing 
and advertising projects we’ve already de-
livered for leading mobile operators M-Tel, 
Globul and Vivacom.

Q: What are the advantages/disadvantages of 
Bulgaria’s taxation system from the point of 
view of the potential foreign investor? 

A: As an European Union member state, 
Bulgaria can seek competitive advantage 
only in terms of direct tax policy as indi-
rect taxes are regulated by EU directives. 
In our view, with a 10% tax rate, Bulgaria 
offers the best tax terms for business en-
tities and private persons. It is impera-
tive that this competitive edge is coupled 
with a reliable locally-based tax advisor so 
that every potential foreign investor could 
make the best out of the favorable tax en-
vironment.

By Georgi Georgiev (SeeNews)

Our strategy is 
to establish long-
term relationships 
with the company’s 

clients
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Galina Dimitrova is the Country Manager of Danos in alliance with BNP Paribas Real Estate since July 2009. She has over 8 years 
of experience within the real estate consultancy business, having consulted a large number of multinational clients in their real estate 
ventures. In 2006 Ms. Dimitrova started the logistics and industrial real estate segment at Colliers, where she has over 6 years of 
management experience. Ms. Dimitrova graduated from Lake Forest College, IL, US with a double major in Economics and International 
Relations and a minor in French.
Danos in alliance with BNP Paribas Real Estate, International Property Consultants and Valuers, is a leading company providing a wide 
range of real estate services. Danos in alliance with BNP Paribas Real Estate has offices in Athens, Thessaloniki, Nicosia, Limassol, Crete, 
Tirana, Sofia and Belgrade. 
BNP Paribas Real Estate is a leading international real estate provider and the market leader in Europe. It offers its clients a comprehensive 
range of services that span the entire real estate lifecycle.
BNP Paribas Real Estate has local expertise on a global scale through its presence in 29 countries (14 wholly-owned and 15 alliances) 
across Europe, India, Middle East and United States with 3,500 employees and 129 offices. 

“2010 is the 0 year for the real estate market in Bulgaria. After a rapid and sporadic growth within 2005-2008, the 2 years that followed have 
completely changed the real estate model not only locally but globally. The past two years of economic uncertainty have proved that only highly professional 
players with solid background and know-how can sustain the volatilities of the economic cycles,” says Galina Dimitrova, Danos an alliance member 
of BNP Paribas Real Estate Bulgaria Country Manager.

Q: What are the main trends on the real estate 
market in Bulgaria at present? What developments 
do you expect?
A: The global economic downturn has overcome 
Bulgaria by surprise, it turned out that even 
viable real estate projects are at a difficulty due 
to financial projections then which differed 
substantially from the macroeconomic indicators 
now. Throughout 2010 we saw small steps to 
recovery, real estate values are leveling out, 
credit is easing, and transactions started taking 
place. We have observed new private equity 
funds entering the market, moreover new funds 
being created with special investment purposes 
for Bulgaria and the region, inclusive of Turkey.
Q: What are the current realities for investors?
A: The investors have to cope with massive 
rent renegotiations within every segment, as 
tenants are pressured to reduce operational 
costs. This on the other hand puts yet again 
more pressure on investors who have financed 

Interview: 2010 is the Year 0 for the Real Estate 
Market in Bulgaria

country. The very same tendency is valid for the 
Bulgarian market, the major investment will be 
fueled from neighboring countries, especially 
Greece and also from local investors. 
Q: What will fuel the real estate market’s recovery in 
the region and when can we expect recovery to start?
A: With regards to future development the 
financial institutions will be ever more strict with 
providing leverage for projects, in most cases 
forming syndication loans in order to bring them 
to life. Due to this fact quality, sustainability and 
feasibility are the most important and demanded 
features in the process of obtaining leverage.
According to the observations and the practice of  
Danos / BNP Paribas RE team, the qualitative 
property valuation, feasibility and investment 
consultancy services are  of outmost importance. 
Renowned investment funds and development 
companies are aiming to be, as precise in their 
project appraisals and expectations as possible, 
relying on few certified real estate professionals 
to assist in the process of investment decision.
The banks are becoming not only financial 
partners, but major holders of property assets. 
This is in fact a catalyst to new practices and 
perspectives on the real estate market processes.
Again, going back to the year 0 for the real 
estate market in Bulgaria, I am expecting to see 
more conservative investors, looking to secure 
core and well planned assets; better and more 
sustainable business models within the real 
estate market and not only; real value added 
as concerning day-to-day business, now this is 
not too bad of a perspective, is it?

Galina Dimitrova,Country Manager of Danos 

their projects mostly 3 to 5 years ago and are 
now part of the banking restructuring process 
of their real estate portfolios.
The time for quick and easy profit is over, this 
is the time where skill, know-how and in-depth 
competence are particularly important.
Q: What do investors search for in the real estate 
market in Bulgaria?
A: Investors are going back to basics, looking 
at core commercial real estate assets, that are 
either income generating, i.e. fully operational 
and let; or are on the way to be structured as 
such. Higher yielding assets are now being 
pushed to the side, as they roll higher risk, 
having said that however, investors expect up 
to 2 basis points higher yields when investing 
in core assets.  In line with this, the cities of 
interest are the major Bulgarian cities and 
predominantly Sofia.
Q: How do you evaluate the other markets in the 
region on which Danos operates?
A: Danos/BNP Paribas Real Estate is now 
present in 5 countries; the management of 
the company saw an opportunity to expand 
the geographic coverage and in 2009 opened 
offices in Sofia, Belgrade and Tirana. Since then 
the company continues to expand and has on its 
agenda other markets in the region for 2010. 
Q: What are the volumes of foreign investment that 
you foresee?
A: In the first half of 2010 the investment 
volumes in the EU have quadrupled when 
compared to 2009, this is to say that the markets 
are on the way of recovery, still close to 60% of 
the cross border investment has been EU to EU 
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Interview: IT, Infrastructure, Energy Offer Biggest Growth 
Potential in Southeast Europe
By Svetozara Davidkova (SeeNews)

Q: With the end of the global crisis in sight, 
which are the main challenges facing Bulgaria 
and Southeast Europe now? Has the crisis 
opened up new opportunities for the country and 
the region? Have any sectors of the economy 
emerged as having bigger potential than before 
the crisis?

A: The global financial crisis significantly 
affected the volume of transactional work 
and deals led by financial investors across 
the region. However, although the end of 
the crisis for Bulgaria may still be some 
time away, we have seen this year new 
lending from the financial sector and a 
renewed interest in potential acquisitions 
from international investors. 

In the last twenty years, Southeast Europe 
has been a region attracting foreign 
investment and development. This will 
not change and there remain many 

opportunities, notwithstanding the crisis, 
for international companies to invest 
in the region, particularly in areas such 
as industrial production, IT software & 
systems development, technology transfer, 
infrastructure and energy. We also expect 
the continuous growth of transactions 
and investments by Bulgarian and SEE 
companies globally. 

Q: Should Bulgaria boost its nuclear power 
production to ensure its energy safety, or should 
it scrap its plans for new generation facilities 
and focus on alternative options instead? Is 
becoming a leader in the region in the production 
and supply of nuclear energy a feasible goal for 
Bulgaria?

A: In short, yes. Nuclear generation 
is and will be a critical component in 
supplying sufficient energy safely and 
securely. Bulgaria has public support 
for nuclear generation, a pool of highly 
qualified nuclear engineers, construction 
and development capacity for new units at 
[its nuclear power plant] Kozloduy where 
no additional grid capacity is required, 
and, by resolving project and structural 
issues, potential generation capacity at 
[the planned nuclear power plant] Belene. 
It is already constructing a fuel-storage 
capacity. 

Q: The renewable energy sector is gaining 
momentum across Southeast Europe. What are 
the problems connected with the development of 
this sector? Does Bulgaria need to make changes 
to its legislation to promote investments in the 

manufacturing of equipment for renewable 
energy projects in order to sustain growth in the 
sector?

A: As you rightly indicate, some of the 
issues for the development of renewable 
energy relate to the pricing and speed 
of development of renewable energy 
technology, not only legislation and tariff 
regulation.

Bulgaria can make legislative changes to 
encourage investment in the manufacturing 
of RES components. This may be through 
encouragement of R&D and technology 
transfer from international countries into 
Bulgaria, as well as investment grants and 
the easing of ‘red-tape’ for manufacturing 
facilities. 

Q: Where do you see the biggest potential for 
development? 

A: For Bulgaria generally, the prospects for 
the next years can be substantially helped 
with a Government policy that encourages 
investment in major energy, infrastructure 
and manufacturing projects. 

Today, Bulgaria has an attractive headline 
tax rate, but other policies and actions 
may also help. These can range from ‘soft’ 
actions such as significantly reducing 
administrative red-tape and improving 
public-sector knowledge about business to 
‘structural’ actions such as supporting the 
private financing of major projects.

Vienna-based Wolf Theiss (www.wolftheiss.com) is one of the major law firms doing business in Central and Southeast Europe. It has 
offices in 12 countries in the region providing consultancy in banking and finance, mergers and acquisitions, competition and antitrust, 
dispute resolution, employment law, energy, infrastructure, telecommunications and information technology, real estate projects, 
regulatory and procurement, and tax law.

Richard Clegg, Office Managing Partner, 
Wolf Theiss
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FULLY CONNECTED - Our local knowledge is unrivalled across the CEE/SEE region

Wolf Theiss is one of the leading law fi rms in Central and Eastern Europe and Southeastern
Europe (CEE/SEE). Our team brings together 300 lawyers from a diverse range of backgrounds, 
working in 12 offi ces throughout the CEE/SEE region.

We concentrate our energies on a unique part of the world: the complex, fast-moving markets of 
the CEE/SEE region. Through our international network of offi ces, we work closely with our clients 
to help them solve problems and create opportunities.

Find out more at www.wolftheiss.com

ALBANIA   AUSTRIA   BOSNIA & HERZEGOVINA   BULGARIA   CROATIA   CZECH REPUBLIC   HUNGARY
ROMANIA   SERBIA   SLOVAK REPUBLIC   SLOVENIA   UKRAINE Offi ce details at: www.wolftheiss.com/offi ces
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Eurobuilding Engineering (www.eurobuildingengineering.com), set up in 2005 with headquarters in the Black Sea port city of Burgas, 
is active in the construction of residential, holiday, industrial and infrastructure property. The company has offices in Sofia, Varna and 
Veliko Tarnovo.

Interview: Quality Products at Reasonable Prices Will Be 
Key to Bulgarian Construction Sector Revival
By Iva Doneva-Sirakova (SeeNews)

Q: How do you assess the current development 
of the real estate market in Bulgaria? When 
do you see crisis ending and do you believe the 
market would come back to its pre-crisis levels?

A: The truth is that the construction sector 
was one of the sectors that suffered the worst 
blows of the economic crisis. The current 
situation is so much different compared to 
two years ago that we can say that we have 
a completely new market. The pre-crisis 
levels are irreversibly lost and what we 
should do, instead of looking backwards, 
is to put new, realistic goals ahead of us.

Q: do you assess the current state of the Bulgarian 
holiday property market?

A: Despite the stagnation on the real estate 
market the interest in holiday villages 
remains. At the moment, this segment is 
oriented mainly towards Russian clients for 
whom the Bulgarian Black Sea coast offers 
an opportunity for an attractive investment 
at a good price. Eurobuilding Engineering 
is working on the construction of several 
seaside holiday property projects. Before the 
beginning of the tourist season, we topped 
out the Golden Line project with a total 
built up area of 27,000 square metres in the 

Golden Sands resort. The project’s investor 
is one of the largest construction holding 
companies in the northwestern region of 
Russia, Etalon LenSpec SMU. We work also 
on the construction of the Marina Park in 
St. Vlas resort, Golden Dunes in the town 
of Primorsko and Sarafovo Sea Club in the 
city of Burgas, where we are the builder 
and the investor.

Q: What are the main market trends at the 
moment and what is the key growth engine that 
will drive the market forward in the medium 
and longer run?

A: The price is the key determinant for 
investors and end clients at the moment. 
The construction 
companies which re-
alised this and suc-
ceeded to adapt to 
a more flexible price 
formation pattern 
will continue work-
ing at a good pace. 

Q: Which are the 
main factors that will 
fuel investment in and demand for property in 
Bulgaria in the future? 

A: The change in market conditions 
suggest an increase in demand for property 
offering an optimal cost to the investor 
and an optimal price for the client. We are 
ready to offer a competitive price, consistent 
with what the clients can afford, but not at 
the expense of the quality of the building 
materials and the construction methods. 
The future belongs to the companies that 
consistently develop and offer quality 
products on the market. 

Q: What are the main priorities in Eurobuilding 
Engineering’s corporate development strategy in 
the medium run? 

A: Our main goal is the establishment 
of the good reputation of Eurobuilding 
Engineering as a stable and reliable investor 
and construction company. Quality work 
and reasonable deadlines give the company 
a key competitive advantage. We maintain 
high standards with the help of modern 
technology, certified materials and effiicient 
work organisation. We are now even 
expanding our machine fleet. In addition, 
we also invest in the development and the 
improvement of the skills of our employees.

Q: What new projects are in the pipeline?

A: Currently we are developing two multi-
storey projects. Orchid Gardens is a luxury, 

mul t i - func t iona l 
16-storey building 
in the central part of 
the city of Varna that 
will be finished by the 
end of the year. We 
are preparing several 
housing and holiday 
complexes, which are 
at the building permit 

stage. Now, we have to finalize the budget 
and launch pre-construction preparations.

Georgi Tanev Eurobuilding Engineering

Our main goal is 
the establishment of 

Eurobuilding Engineering 
as a stable and reliable 

investor and construction 
company
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Development of Regional Champions… 
the Time is Right

There are only very few 
successful, profitable 

companies able to be a 
leader in their specific 

segment

SEE companies tend to rely 

much on distribution and 

sales partners. Instead they 

must be rapidly developing 

sales and market entry 

skills

 By A.T. Kearney team

The crash of 2008 has severely tested 
leading companies around the world. 
Many have seen their markets shrink and 
their financial statements overflow with 
red ink. 

One of the disadvantages for the compa-
nies in SEE is the small size of the home 
market. Scale is crucial for success. Scale 
not only allows to operate on competitive 
cost levels, but more and more because 
scale allows possession of or at least access 
to the required funds to grow, organically 
and by acquisitions. Lack of resources, 
even worsened by the lower develop-
ment of the financial sector, is a serious 
disadvantage for SEE companies to re-
alise growth ambitions. Instead, they are 
threatened to become the target of take-
overs themselves. 
Our research has 
shown that there 
are only very few 
successful, profit-
able companies 
able to be a leader 
in their specific 
segment. These 
few could not keep 
this position over a longer term. We have 
to conclude that sooner or later small 
leading companies disappear; either they 
manage to grow by acquisitions or will be 
taken over. 

Consolidation of the industry will go on. 
The crisis has maybe slowed this process 
down, but we observed the consolidation 
as an economic law in all industries since 
World War II. It is not a matter whether it 
happens, the only question for each CEO 
is how fast and how to position best to 
become either an attractive target or, as a 
more visionary strategy, to drive regional 
consolidation or consolidation in selected 
niche markets.

As every disadvantage also has a posi-

tive side, the small size of SEE companies 
leaves a lot of organic growth opportuni-
ties for the short and the medium term. 
Most companies have really not exploited 
their current product portfolio enough. 
Sales channel strategies can be improved 
much, as the market approach is still very 
traditional. SEE companies tend to rely 
much on distribution and sales partners. 
Instead they must be rapidly developing 
sales and market entry skills. Crucial is 
the training of managers, giving them 
the opportunity to work in international 
environment. Young high potentials must 
be sent much more outside the region to 
gain expertise. This will help in the me-
dium and the long term; in the short term 
a clever mix of internationally experienced 
managers and more use of international 

management con-
sultants can help 
solve the problem. 
Not to take over 
the management, 
but to coach and 
support. Compa-
nies have gained a 
lot more expertise 
since the markets 

opened, many thought that SEE compa-
nies have gained enough expertise. The 
crisis has shown, however, that most SEE 
companies are relatively vulnerable and 
unable to react quickly beyond the usual 
cost reduction measures. Focus was tra-
ditionally put more on technology and 
manufacturing, sales & marketing capa-
bilities have not been developed with the 
same pace. A capability that is crucial to 
compete with more agile international 
companies.

A.T. Kearney’s has followed over years 
Global Champions, companies that have 
shown impressive top-line and value 
growth even under the most distressed 
economic conditions. The diversity in 
terms of size, industry and country 

of origin, underscores that there is no 
single formula for achieving superior 
performance, but there are commonalities, 
common threads. Common threads, that 
can serve as benchmarks for the SEE top 
100 companies and that are confirmed 
again in 2009 when studying the Global 
Champions. 

1. LEADERSHIP STYLE OF A 
LONG DISTANCE RUNNER
Global Champions benefit from leadership 
continuity. The vision and shared culture 
and values these leaders have embedded in 
their companies enables these companies 
to pursue their strategies consistently over 
an extended period of time. The clear 
strategy provides stability and direction 
in times of economic turbulence. One 
of the common characteristics of Global 
Champions is effective succession planning 
with change of leadership always offering 
challenges, but also opportunities.

In SEE several key entrepreneurs and 
their families have key stakes in their 
companies. The ownership provides an 
effective protection from hostile takeover 
attempts, less focus on quarterly results, 
owners normally take a more balanced 
approach to risk and are therefore able to 
pursue a long-term strategy. Succession 
and simply keeping the company together 
are on the other hand challenges in the 
coming years. 

Continues on page 70
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The first question private equity firms 
have when considering to finance or buy 
a company is the quality of the manage-
ment. Dependency on one person and/or 
family does not allow 
more complex struc-
tures. Introduction of 
pragmatic systems and 
controls will enable 
more professional man-
agement and further 
growth. We see many 
companies not grow-
ing beyond a specific 
size, simply because 
the omnipresent leader 
cannot handle more in 
the usual way. Trust in 
‘new’ managers can be developed together 
with strict management information and 
clear business planning and joint target 
setting.

2. SIZE DOESN’T MATTER, 
AT LEAST NOT EVERY-
WHERE
Company size alone is not a necessary pre-
condition for superior growth. If anything, 
it may be a hindrance. Incumbent mar-
ket leaders are often slow in reacting to 
market opportunities, a severe challenge 
for top performance. This is a large oppor-

tunity for smaller, more agile SEE com-
panies to outperform the overall market 
leaders in new markets with more inter-
esting growth rates and profitability. SEE 

companies should 
be investing more in 
market research and 
external relation to 
systematically iden-
tify those upcom-
ing new markets, 
often hidden as part 
of larger segments. 
As a positive side-
effect the innovation 
capability will be 
strengthened, lead-
ing to new products.

3. STICKING TO ONE’S 
KNITTING
Overall, companies focused on organic 
growth in their core market segments have 
done much better in the face of the economic 
and financial crisis. Many of the Global 
Champions 2009 rely more on technology, 
innovation and customer intimacy to fuel 
organic growth than on mega-acquisitions 
that make headline news. Their relentless 
drive for superior solutions has enabled 
them to differentiate themselves and capture 
defendable market positions.

OUR OUTLOOK – THE CRISIS 
AS AN OPPORTUNITY

Of course, even the best of the best have 
not been able to escape the harsh effects 
of the financial crisis and the economic 
downturn. The global recession has 
forced many of the Global Champions 
to embark on rigorous restructuring 
initiatives, containing cash flow, curbing 
cost, and reducing capital investment. 
The financial crisis has forced some fast 
growing companies to scale back. Industry 
consolidators with a high debt burden 
have come under pressure to reduce their 
financial leverage and shed assets. Not able 
to refinance some of their debt otherwise, 
they have to divest. Others had to shelve 

merger and acquisition plans due to the 
deteriorating market conditions and the 
lack of available funding.

However, their inherent strengths 
and solid balance sheets have helped 
them to weather those headwinds. In 
fact, many have used the crisis as an 
opportunity to position themselves 
for future growth. Adjusting capacity, 
streamlining organizational structures, 
and reconfiguring supply chains will 
make them leaner and better prepared to 
take advantage of improving economic 
conditions. 

For potential SEE regional champions 
we see clear opportunities to realize their 
vision. This is the time for the brave to 
take over companies for current decent 
prices and to swap business for companies 
that better fit the company portfolio.

Barrier to growth is the 
lack of empowerment of 
non-family, professional 

managers, thereby limiting 
the size as the ‘family and 

friends’ structure does 
not allow more complex 

structures

SEE companies should 
be investing more in 
market research and 
external relation to 

systematically identify 
those upcoming new 

markets, often hidden as 
part of larger segments

Exploitation of customer opportunities

Exploitation of geographical opportunities

Realization of efficiency and effectiveness

Leveraging the full group/partner potential

Provision of optimal resources and allocation

Ensure optimal capabilities and skills

Ensure directed drive and momentum

Realization of pricing opportunities

Exploitation of channel opportunities

Full usage of existing offerings

Full usage of existing offerings

Full usage of existing offerings

1. Customer segments

2. Geographical coverage

9. Processes & tools

4. Cross selling

10.Resources

11.Skills & competencies

12. Incentives & motivation

5. Pricing

3. Channels & partnerships

6. Product portfolio

7. Solution portfolio

8. Service portfolio

Areas for short-term growth

Short-term growth typically comes from twelve areas
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SEE companies have not fully exploited their growth potential



SEE Corporate Management

71SEE Corporate Management

page 71

www.top100.seenews.com



SEE Corporate Management

72 SEE Corporate Management

page 72

Five Challenges for the Banking Industry: SEE 
Perspective

After months of turmoil, the banking 
industry in Southeast Europe (SEE) is 
starting to show a sign of stability. Liquidity 
in the banking sector is good and none of 
the banks withdrew from the markets or 
went bankrupt. Of course, uncertainty 
remains. Credit portfolios continue to be 
under pressure in most of the markets and 
will cause still more negative effects on 
profitability. 

The banking industry in the region is 
working diligently to restore capital and 
profitability. Operating margins and 
operating profits are mostly above average.  
The best banks are already preparing for 
the new market environment – striving 
to meet the unique needs of a new breed 
of customers while also dealing with the 
inevitable new regulations. 

True success in next-generation banking 
will go to those who will master the five 
main challenges of the industry in the 
coming years: 

- Deal with the new bank customer, 

- Implement the new approach to risk 
management, 

- Follow the new external and internal 
regulations and rules,

- Actually use new technology and 
infrastructure to improve process 
effectiveness and efficiency, and 

- Achieve the right profit to attract 
sufficient and attractively priced capital. 

Let us have a closer look at these challenges: 

1.  THE NEW BANK 
CUSTOMER

The world is facing profound changes 
over the next decade. Demographic, social 
and technological factors will fragment 
customer needs, tastes and preferences.  
As people live longer, travel more and 
work and play “virtually”, banks will not 
only have to manage their costs, but also 
refine their value propositions and service 
concepts if they are to compete effectively. 

As banks look for ways to design specific 
products and services to address these 
changes, packaging, technology supported 
services and customer education will 
become crucial. Diminished public 
confidence in the banking system 
worldwide will force banks to pay 
special attention to restoring consumer 
confidence. Deposit bases in SEE are in 
most countries above the pre-crisis levels 
which shows that trust in the banking 
sector has been restored to a large extent. 

How can banks serve these various 
segments profitably? Choices will need 
to be made regarding the consistency of 
approach to defining product offerings, 
channels, brands and cost-efficient 
delivery; flexibility; ensuring the right 
IT infrastructure; new and traditional 
models of branch banking; brands and 
service models; corporate banking new 
requirements and profiles. As customer 
habits shift towards modern channels and 
start using more cost effective e-services 
and technology-supported products, 
the banks will have to develop ways to 
keep personal relationship with clients 
and revisit their branch design and cost 
structure of the branch network.

2.  NEW APPROACH TO RISK 
MANAGEMENT

The impact of the economic downturn on 
the supply in the financial-services industry 
depends on the industry’s structural 
changes and competitive intensity, as well 
as on the way institutions bring products 
and services to market. 

Liquidity in the banking sector is at the 
time being adequate or even high. Why 
is then the liquidity in the economies, 
corporate customers, governments and 
even in retail segment not as good? We see 

Federal Reserve European 
Central bank

Central Bank
of England

2,121,715

+133% September 2007
April 2009

Figure 1:
Central banks’ assets, September 2007 
to April 2009 (local currency, billion)
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Figure 2:
Bonds comprise a larger percentage of global debt

Sources: Central banks’ balance sheets; A.T. Kearney analysis

Sources: Thomson Financial; A.T. Kearney analysis

 By A.T. Kearney team
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two major reasons: behavior of banks and 
customer demand for credit.  Banks are 
more cautious and selective in providing 
loans than before the crisis. Some banks 
have portfolios that need special attention 
and focus shifted from placing loans to 
collection. Additional capital for many 
banks in the SEE region is hard to get, 
what in turn also means cautious growth.  
Due to economic downturn the likelihood 
of repayment is in fact smaller with many 
customers, but on the other hand credit 
worthy customers are also more risk averse 
after the crisis and are simply asking for 
less credit. 

There are a number of factors to be 
considered. Questions arise as to what 
is the optimal size (the current crisis has 
taught us that there is no bank too big to 
fail), crisis triggered options and caused 
consolidation; are there limits of generic 
risk buffers (equity is such a buffer in 
banking); what product synergies could 
be achieved (although once applauded, the 
idea of combining banking and insurance 
is still not viable).

3.  NEW EXTERNAL AND 
INTERNAL REGULATIONS 
AND RULES

Regulators are rethinking their monitoring 
practices, and this could lead to new 
accounting standards, capital adequacy 
and even the restructuring of the entire 
financial system. The focus is on several 
areas: limiting mark-to-market accounting 
practices, despite their advantages in 
times of high liquidity; determining 
capital adequacy of credit and liquidity 
provisioning; and allocating capital to 
different banking areas. But the focus may 
spread further. Regulators could demand 
online and confidential access to the risk 
provision of every supervised situation, 
thereby creating a “heat map” as risk 
builds. They could then claim the right to 
limit certain risks.

Other forces to be considered are the 
volatility trap (smoothing the securities 
valuation by averaging pricing over an 
agreed and relevant period may help 
combat volatility); share buybacks 
(virtually every bank has repurchased 
shares in the past several years, thus 
effectively reducing capital); central-banks 

balance sheets (whether they should buy 
up so-called “toxic assets”).

4.  ACTUALLY USING NEW 
TECHNOLOGY AND 
INFRASTRUCTURE

In information technology and 
infrastructure – covering functions such as 
loan processes, risk management, straight 
through processing, clearing and settlement 
– improvements have yet to be made fully, 
so there are numerous opportunities for 
cutting costs and upgrading capabilities in 
this area. The process of opening accounts 
is still largely a manual one, and mandate 
management still involves extensive 
paperwork. It’s telling that in countries with 
high penetration of broadband Internet, 
up to 80 percent of bank customers use 
online banking. Law-making bodies can 
be catalysts for IT change by mandating 
or offering incentives to handle bank 
documentation electronically. But the 
industry must also act to take full advantage 
of IT’s potential.

Usage of online banking  in SEE differs 
significantly across countries and is well 
related to Internet penetration. What goes 
for all markets is that additional services in 
online banking need to be developed and 
presented to customers. 

5.  ACHIEVING THE RIGHT 
PROFIT

The fifth – and perhaps most important 
– challenge is performance and profits. 
Emerging from the downturn, questions 
arise: what type of profits can be expected 
over the next few years? Is profit potential 

attractive enough to secure access to 
capital? Should governments allow special 
tax breaks for banking?

And the answers are not so easy. So far, it 
is still not clear what type of profitability 
can be expected. As the economy recovers, 
additional capital requirements could 
dampen returns, thereby rendering the 
sector unattractive for investors. What we 
are seeing now is a long-term mortgage 
on the soundness of the banking system. 
Competitive returns are needed if the 
industry is to be viable, but until we get 
more clarity on credit losses, it will be 
difficult to ascertain the extent of those 
returns. Banks in SEE in general have 
decent or even high operating profits, but 
the end results are highly impacted by 
provisions that need to be made for the 
still deteriorating credit portfolios. Until 
economic environment remains difficult, 
many banks will feel pressure on the 
profitability and investors will be reluctant 
to invest in the sector.

RESTORING PROSPERITY 
There is a legion of serious bankers trying 
to strengthen the industry. While they are 
trying to restore capital and profitability, their 
customers are rapidly fragmenting into new, 
unique segments with new needs that require 
capital investments. Inevitably, increased 
regulation will require more investment. 
The banking industry must develop well-
thought-out initiatives to manage both talent 
and money if prosperity is to be restored. 
Segment specialization, IT upgrading and 
transforming into leaner institutions are 
among the key ingredients for banks to 
succeed in the not-so-distant future.

The future of 
retail banking

Improve 
process 

efficiency

Manage 
complexityDevelop 

smart 
re-pricing 
strategies

Provide 
differentiated 

services

Deliver 
convenience

Source: A.T. Kearney analysis
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The results of the annual study, which 
in 2009/2010 surveyed nearly 123,000 
employees and 2,700 senior leaders across 
the region, show that organisations will 
become more vulnerable as the economic 
situation improves due to the increased risk 
of losing talent.  However, the study also 
shows that the Best Employers with highly 
engaged and motivated people can create 
competitive advantage.

This year’s Hewitt Associates Best Employers 
Study emphasises that despite the positive 
signs in the economy, senior leaders are 
still very cautious about the future of their 
organisations. 42% of senior leaders still 
expect to downsize in the coming years 
and 64% also believe that their companies 
are likely to experience reduced economic 
resources and budget cutbacks. But it is the 
human factors that are the likeliest causes 
of concern for organisations. Approximately 
1/3 of all top managers identify attracting 
and retaining talent as one of the key issues 
that organisations will have to cope with in 
the mid-term. 

Rita Veres, Engagement practice leader for 
Hewitt in Europe, said:

“Essentially, the recession will no longer 
serve as a retention vehicle, with employees 
reluctant or unable to move jobs.  
Organisations now need to think about how 
to engage and retain their employees - and 
in particular, their top performers.”

“As the economy improves and throws 
up more opportunities, employees are 
reconsidering their career options and 
are also taking stock of how much extra 
effort they want to contribute to their 
organisations. They are reflecting on the 
actions taken by their organisation over the 
past year and in some cases reconsidering 

their loyalty.” 

The Hewitt study shows that 
in Central and Eastern Europe, 

it is not only the senior leaders who are not 
bursting with optimism. Employees still 
do not fully trust the positive economic 
signs; generally they are even more worried 
about losing their job than they were last 
year, with a 4% decrease in job stability. 
This is especially true in Bulgaria (-12%), 
Ukraine (-17%) and Hungary (-6%). But 
this does not mean that they are truly 

engaged with their organisations.

At the same time only 4% more employees 
on average consider the process and time for 
finding a new job more challenging now 
than a year or more ago.

Furthermore, the gap in engagement 
is growing. There is a large separation 

between organisations. Those with high 
engagement and better results continue to 
improve their engagement and are poised 
to do well and to recruit top talent from 
others who may be struggling. This gap will 
continue to grow, and Best Employers with 
a highly engaged team can gain significant 
competitive advantage and get well ahead 
of the market. 

Rita Veres said:

“The good news is that even in turbulent 
times it’s possible to produce positive 
business results. Our global research proves 

Retention of Talent Key Priority as 
Economy Improves
Four Companies from SEE are on the List of CEE Best Employers 
2009/2010

Current Challenges – Organisation and Employee Views

Organisations are... Employees are...

•Managing costs while demonstrating commitment to employees Examining organisational reputation

•Managing flexibility and productivity Resetting expectations

•Re-establishing the employee deal Looking for trust and confidence 

•Assessing retention risk Exploring other options

•Developing retention strategies for key talent Increasing their ‘employability’

Employee Research Database

Benchmark Period 5 years

Organisations 5,000

Employees surveyed 4,7 million

Markets Researched 126

Industries 68

Languages 60

Global 1200 
(large organisations)

115

Hewitt Associates:
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Best Employers in Central Eastern Europe
Small Scale Company Category

Rank Company Country Industry

1 Superlit Turkey Manufacturing

2 LLC “Mary Kay (Ukraine) Ltd.” Ukraine Direct Sales

3 Microsoft Ukraine LLC Ukraine Software

4 Representative Office of AstraZeneca 
UK Ltd. Bulgaria Bulgaria Pharmaceutical industry

5 Imperial Tobacco Slovakia a.s. Slovakia Tobacco industry / FMCG

6 Toyota Katowice & Toyota Czesto-
chowa (M.G. Centrum Sp. z o.o.) Poland Automotive

7 Key-Soft Incorporated Company Hungary IT

8 Liberty Direct Poland Finance (insurance)

9 Intendis Turkey Pharmaceutical industry

10 Nutricia, a.s. Czech Republic FMCG – Food

Medium Scale Company Category

Rank Company Country Industry

1 INTEL Technology Poland Sp. z o.o. Poland IT

2 ZPC Mieszko S.A. Poland FMCG

3 Shell Bulgaria EAD Bulgaria Retail, Wholesale Trade

4 FGSZ Natural Gas Transmission 
Company Hungary Energetics / natural gas transmission

5
AVENDI Bulgaria

Marketing and distribution of 
FMCG

6
BÁCSVÍZ Co. Ltd. Hungary

Water supply and wastewater 
treatment

7 Public Joint Stock Company «Mir-
gorod Mineral Water Plant»

Ukraine Production of mineral waters

8 Pfizer, spol. s r.o. Czech Republic Pharmaceutical

9 JTI Polska Sp. z o.o. Poland FMCG

10 Pramerica Zycie Towarzystwo Ubez-
pieczen i Reasekuracji S.A. Poland Insurance

Large Scale Company Category

Rank Company Country Industry

1 CEVA Logistics Turkey Logistics

2 Foreign Enterprise “Coca-Cola Bever-
ages Ukraine Limited” Ukraine FMCG

3 McDonald's Bulgaria Bulgaria Food Service Retailer

4 McDonald's Ukraine Ltd Ukraine Food Service Retailer

5 Operator Gazociagów Przesyłowych 
GAZ-SYSTEM S.A. Poland Energy / Gas Company

6 Ericsson Hungary Ltd.
Hungary

Telecommunications 
network

7 Frito Lay Turkey FMCG

8 Matrai Power Plant Closed Company 
Limited by Shares Hungary Energy

9 PC "Erste Bank" Ukraine Banking

10 Magyar Telekom Plc Hungary Telecom industry

Hewitt’s research 
throughout the years 

shows that the re-
engaging effect of a 

promotion or significant 
salary increase slightly 

erodes in two years. 

that high performing organisations with 
highly engaged teams still managed to offer 
above average return to their shareholders. 
Many of the most successful companies in 
this year’s Study are proof of that.” 

This year the Central and Eastern European 
Study’s list of large companies was topped by 
Ceva Logistics Turkey, with Intel Technology 
Poland heading the list for medium-
sized companies and Superlit Turkey for 
small-sized companies. The SEE region is 
represented only by Bulgarian employers but 
with doubtless presence among the ‘best-in-
class’ – Representative Office of AstraZeneca 
UK Ltd. Bulgaria, Shell Bulgaria, Avendi 

and McDonald’s Bulgaria. Those companies 
prove that regardless of industry, economic 
difficulties and unpredictability of the 
environment, highly engaged teams and 
the efforts to keep the engagement level is 
the key for positive business results.

What are the tools that organisations use 
nowadays to gain people’s commitment and 
motivation? Are measures like: increasing 
the frequency of meeting the leaders, 
receiving feedback and moral recognition, 
being provided interesting tasks – in one 
word: showing employees how important 
they are for the company – enough to impact 
the actual engagement of employees? In 
general 10% more of the employees in the 
Best Employers compared to the average 
results for CEE praise very positively the 
efforts of their organisations in the above 
mentioned aspects, proving their increasing 
importance.

Although the average engagement of 
employees in CEE stays unchanged (53% 
in 2008/2009 and 52% in 2009/2010) larger 
number of participants register decline in 
engagement compared to previous years.

Rita Veres, Engagement practice lead for 
Hewitt in Europe:

‘We live in uncertain and 
complex times. While the 

www.top100.seenews.com
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Hewitt Engagement 
Expertise
• We pioneered the concept of 

employee engagement 
in the early ’90s

• We have conducted surveys in 
more than 
120 countries, 60 languages 
and in nearly every industry 

• We operate globally. Our 

capabilities includes 150 
engagement consultants across 
35 countries

• Hewitt is a leader in 
integrating engagement 
research with practical 
applications

• We have one of the largest and 
most robust databases in the 
marketplace

Methodology
123,000 employees, 2,700 top leaders, and 

HR professionals out of 600 companies joined 
Hewitt’s Study in seven Central and Eastern 
European countries (Bulgaria, Czech Repub-
lic, Hungary, Poland, Ukraine, Slovakia and 
Turkey). The survey covered workplace qual-
ity with organisations eligible if they employed 
more than 50 people, with operations in the 
given country for at least two years. 

The ranking is based on an objective, inde-
pendent scoring methodology. 60% of the score 
depends on employees’ opinion and 40% comes 

from the “alignment score” (showing how closely 
the leaders’ perspective, employees’ needs and 
HR practices are aligned). The study examines 
three aspects:

 Hewitt Employee Engagement Survey: 
completed by a representative sample of employ-
ees. 80 questions on: the work environment, 
career and development, salary and compen-
sations, top management, internal relations, 
work/life balance, HR practices and company 
processes. Opinions are measured on a six-level 
scale with the opportunity to explain opinions. 

 Leadership Team Survey: completed by the 

business leader (CEO) or equivalent to indicate 
his/her opinion on the companies’ HR strategy 
and philosophy, and their companies as employ-
ers. It focuses on: leadership engagement, inter-
nal conformity of leadership, company strategy 
and business priorities, HR priorities, and 
leadership communication.

 HR Audit Questionnaire: completed by 
the HR manager plus department. It focuses on: 
employer branding, talent management, HR 
activity and practice efficiency, compensation/
perks, performance management, work/life bal-
ance, HR strategy, HR effectiveness.

About Hewitt Associates
Hewitt Associates (NYSE: HEW) provides leading organisations around the world 

with expert human resources consulting and outsourcing solutions to help them 
anticipate and solve their most complex benefits, talent, and related financial 

challenges.  Hewitt works with companies to design, implement, communicate, 
and administer a wide range of human resources, retirement, investment 

management, health care, compensation, and talent management strategies.  With 
a history of exceptional client service since 1940, Hewitt has offices in more than 
30 countries and employs approximately 23,000 associates who are helping make 

the world a better place to work.  
For more information, please visit 

www.hewitt.com

The last two years have been a difficult environment 
for employee engagement

How long ago… Less than 
6 months

7 – 12 
months

13 – 18 
months

9 - 24 
months

More or 
never

…did you get your most re-
cent promotion? 15% 12% 8% 11% 54%

…did you get your most re-
cent salary increase? 26% 19% 11% 11% 33%

…did your organization go 
through a major organization 
change?

34% 16% 9% 10% 31%

Source: Hewitt European Best Employers Study, 2009

    

global economy slowly emerges from its 
worst recession in six decades, the economic 
landscape remains uncertain. The risks that 
organisations must manage – changing 
regulatory environments, restructuring, 
social risks and an ageing workforce – are 
increasingly complex. New paradigms of 
working are emerging and organisations 
are seeking to understand and act on issues 
of diversity and inclusion, corporate social 
responsibility and the ability to manage a 
cross-generational workforce. Despite these 
changes one thing remains certain: the need 
for performance.

Hewitt Associates research over the past 
10 years shows that employee engagement, 
the emotional and intellectual involvement 
that motivates employees to contribute 
to organisational success, is a significant 
contributor to organisation performance. 
However, data from our latest research 
points to an ‘engagement recession.’ At 
a time when organisations are looking 
to employees to help them reduce costs, 
identify areas for growth, streamline 
processes and innovate faster than their 
competitors, employees are showing 
fatigue in response to the lengthy period 
of stress, uncertainty and confusion that 
the downturn has brought.

More than ever, engagement matters. The 
organisations that emerge stronger and 
wiser from the current turmoil will be 
those organisations that are able to attract 
the best employees, keep the talented 
employees they already have, motivate their 
employees to give their best, and monitor 
levels of employee well-being.”
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SEE in World Bank’s Doing Business Report 

Macedonia ranks third among the top 10 
reformers worldwide with reforms in seven 
of the ten measured areas that makes doing 
business easier, while Moldova is sixth, the 
World Bank Group said in its Doing Business 
2010 report.

Macedonia and Bulgaria lead southeast 
European countries in the overall ranking, 
taking the 32nd and 44th position, 
respectively.

Doing Business 2010 is the seventh in a 
series of annual reports investigating the 
regulations that enhance or constrain 
business activity. It presents quantitative 
indicators on regulations affecting 10 stages 
of the life of a business compared across 183 
economies worldwide.

Following reforms, starting a business in 
Macedonia takes four days as the central 
registry forwards company information to 

the other institutions and some documents 
no longer have to be notarised. Moldova 
offers quick, 24-hour, company registration 
service for an extra fee. Montenegro unified 
name verification and registration with the 
company registry and expedited registrations 
with pension and health funds and social 
security and income tax authorities. Serbia 
implemented a one-stop shop combining 
company and tax registration. Montenegro 
kept registration in the court, but made 
registrars and administrative officers 
responsible. Slovenia automated company 
registration, cutting the time by 13 days. 
Macedonia and Romania introduced time 
limits for property registration, reducing 
the process by eight days in Macedonia and 
by 35 in Romania.

Bulgaria accelerated property transfer by 
four days by establishing online procedures. 

Eastern Europe and Central Asia are the 

regions with most reforms in dealing 
with construction permits. Reforms were 
conducted in Bosnia, Croatia, Macedonia, 
Montenegro and Slovenia.

Macedonia introduced software allowing 
the public credit bureau to receive data on 
a monthly basis. 

Serbia now guarantees borrowers the right 
to inspect their own data.

Regarding investor protection, in July 
2008 the Macedonian parliament approved 
amendments increasing disclosure obligations 
and modifying the approval process for 
related-party transactions. 

Albania gave traders online access to its 
interchange system, and amended its 
bankruptcy law establishing an agency to 
supervise and issue licenses to insolvency 
administrators.

SEE Ranking (Among 183 Economies)
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Albania 82 86 46 173 105 70 15 138 66 91 183 15

Bosnia and 
Herzegovina 116 119 160 136 111 139 93 128 63 124 63 61

Bulgaria 44 45 50 119 53 56 41 95 106 87 78 4

Croatia 103 106 101 144 163 109 132 39 96 45 82 61

Macedonia 32 71 6 137 58 63 20 26 62 64 115 43

Moldova 94 103 77 161 141 17 109 101 140 22 90 87

Montenegro 71 90 85 160 46 131 27 145 47 133 44 43

Romania 55 47 42 91 113 92 41 149 46 55 91 15

Serbia 88 94 73 174 94 105 73 137 69 97 102 4

Slovenia 53 54 26 59 162 108 20 84 84 60 40 87

Macedonia Ranks Third Among World’s Top 10 Reformers, Moldova Is Sixth
By Kire Nedelkovski (SeeNews)

Methodology
In SEE Country Profiles we rank the top 10 companies from each of the 10 countries in SEE. In order to make the ranking more comprehensive, we 
have looked beyond the 100 companies in our flagship ranking and expanded the scope to the entire pool of over 1,200 enterprises. 
The countries are listed in descending order by the number of their companies represented in SEE TOP 100.

Source: World Bank
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Romania at a Glance
By Euromonitor International

The economy experienced a deep recession 
in 2009. Held back by financial troubles, 
the recovery will be anaemic in 2010. The 
IMF and the EU lent Romania 20 billion 
euro in aid to help offset the drop in inflows 
of private capital. More than 100 state 
agencies were restructured in late 2009 
and in 2010 in an effort to reduce the wage 
bill of the public sector. With appropriate 
policies, real GDP growth of 5-6% per 
year is achievable after the recovery begins.

BUSINESS ENVIRONMENT 
Bucharest has pursued a number of 
policy reforms in order to meet the EU’s 
requirements. A significant part of the 
energy sector was privatised in 2005 
and 2006 and more sales are planned by 
2010. Many of the original privatisations, 
however, have subsequently been proven 
to be superficial and of little benefit. 

A flat tax (16%) on personal income and 
corporate profit was  introduced in order 
to spur investment and draw much of the 
country’s sizeable black economy into the 
open. Employers’ contributions to social 
security, healthcare and unemployment 
were cut in 2007. 

OVERVIEW OF THE 
ECONOMY
Romania made considerable progress 
in recent years, culminating in EU 
membership in 2007. Real GDP growth 
averaged better than 6% per year in 2003-
2008 and investment surged after the entry 
in the EU. A boom in consumer spending 
was driven by a rapid rise in borrowing 
which left Romania highly vulnerable 
when the global financial crisis hit. 

The economy faces other problems once it 
gets back on track. Romania has the lowest 
income per capita in central Europe, the 
worst environmental standards, the largest 
tax arrears, the most pervasive corruption and 
the lowest education spending. Unreported, 
untaxed economic activity is estimated to 
represent nearly half of real GDP. 

ECONOMIC PROSPECTS
Real GDP is forecast to rise by 0.8% in 
2010. The turnaround mainly reflects 

improvements in export markets. Inflation 
this year will fall to around 3.7%. The 
budget deficit will be cut to 5.9% of GDP 
in 2010 as a result of sharp reductions 
in public spending, including a freeze on 
wages in the public sector. 

Private consumption (at constant prices) fell 
12.1% in 2009 and growth in the medium 
term will be far less than historical trends. 
The slowdown is due to the weakening 
financial conditions of households and high 
levels of unemployment. Imbalances in the 
domestic economy and credit restrictions 
aggravate the situation. Consumer 
spending should pick up in the second half 
of 2010 as the economy gains momentum. 
In 2009, the government was forced to 
turn to the EU and the IMF for 20 billion 
euro in aid when lenders refused to finance 
the country’s rising public debt. 

The current account deficit has been halved 
but remains a problem. It is expected to 
total about 5.6% of GDP in 2010. In the 
past, much of the deficit was financed by 
remittances from Romanians working 
elsewhere in Europe. However, during the 
global recession, remittances fell sharply 
and many Romanians returned home. 
Unemployment rate in 2009 was 6.5%. It 
is expected to fall to around 6.2% during 
2010 as the economy improves.

EVALUATION OF MARKET 
POTENTIAL
Romania’s economic outlook is improving 
as exports recover. Real GDP growth of 
around 5% per year is forecast by 2012. With 
guidance from the IMF, monetary and fiscal 

policies are being tightened although public 
spending will rise to boost competitiveness 
and help low-income households. 

Further pressure arises from required 
accession-related spending which forces 
the government to co-finance a quarter 
of all post-accession EU grants (estimated 
to be 4% of GDP in 2009). In addition, 
Romania is required to contribute about 
1% of its GDP to the EU as a member of 
the bloc. In 2010, the government agreed 
on a plan to scale back the pension system. 

CONSUMER EXPENDITURE
Romania’s consumer market is still far from 
mature, presenting significant opportuni-
ties for investors and retailers. Consump-
tion grew at a staggering annual average 
of 10.2% in real terms in the period 2004-
2008. In 2009, consumption declined by 
10.1% from the previous year as a result 
of rising unemployment and the economic 
downturn. Not only did credit availability 
dry up but the government is set to imple-
ment a freeze of public sector salaries an-
nounced in January 2010, denting both 
the spending power of a large section of 
the population and general consumer con-
fidence. In 2010, consumption is expected 
to recover feebly at 2.0% in real terms, a 
fifth of the average of the boom years. Ex-
penditure on food and beverages, housing, 
health and social protection, insurance and 
financial services is expected to outdo the 
average recovery. Expenditure on personal 
care, luxury goods, clothing materials, 
maintenance and repairs of dwellings is 
expected to contract further.

The Romanian parliament
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OMV Petrom Keeps Lead in Romania TOP 10 
Ranking, Dacia Climbs to 2nd Position

Romania TOP 10 (in euro)

No.
SEE 

TOP100 
No.

Company Name Total Revenue 
2009

Y/Y Change in 
Revenue

Net Profit/Loss 
2009

Net Profit/Loss 
2008

1 1 OMV Petrom SA 3,388,099,499 -25.89% 323,572,118 256,546,086

2 4 Automobile Dacia SA 2,147,723,381 8.07% 54,461,954 55,710,682

3 8 Rompetrol Rafinare SA 1,699,590,455 -23.76% -112,131,897 -116,685,020

4 13 Metro Cash and Carry SRL 1,374,623,441 -3.37% 30,079,746 61,795,626

5 16 Rompetrol Downstream SRL 1,248,278,616 -6.50% -19,521,541 -53,252,629

6 18 Orange Romania SA 1,062,993,606 -7.26% 271,237,580 404,443,383

7 19 Nokia Romania SRL 1,060,698,808 149.74% 37,690,118 12,801,671

8 20 British American Tobacco (Romania) Trading SRL 1,052,136,151 21.88% 77,331,306 91,685,417

9 21 Carrefour Romania SA 1,051,317,660 14.66% 20,815,970 18,592,717

10 23 Vodafone Romania SA 982,029,953 -9.72% 244,975,368 283,186,740

The largest oil and gas group in southeastern 
Europe, OMV Petrom, perched comfortably 
in the leading position among Romania’s 
Top 10 companies for a second straight year 
in 2009. Despite a fall in its total revenue 
last year, the group generated more than 
one-fifth of the aggregate revenue in the 
national Top 10 ranking which amounted 
to 15.1 billion euro.

OMV Petrom also headed the SEE TOP 
100 ranking for a second year running.

Car manufacturer Automobile Dacia, a unit 
of France’s Renault, leapfrogged oil refinery 
Rompetrol Rafinare, advancing to the 2nd 
place from the fourth position in the 2008 
ranking. Automobile Dacia sold 311,280 
vehicles last year, an increase of 20.5% 

from 2008. Its exports increased by 56% 
to 269,420 cars, with 201,000 of them sold 
in the markets of Western Europe.

There were only two loss-making 
companies in the Romanian TOP 10 in 
2009, oil refiner Rompetrol Rafinare and 
Rompetrol Downstream, both part of 
Dutch-based Rompetrol Group. The oil 
refiner moved one position lower to No. 3, 
while Rompetrol Downstream moved up 
to the fifth place.

The newcomers in the 2009 ranking were 
Nokia Romania, British American Tobacco 
(Romania) Trading, and retailer Carrefour 
Romania. Steel plant Arcelormittal Galati, 
oil refiner Petrotel Lukoil and Lukoil 
Romania, which were present in the 2008 

national ranking, failed to make it to the 
Top 10 in 2009.

The local unit of German hypermarket 
chain Metro Cash and Carry climbed one 
position from the 2008 national ranking 
to become fourth.

The telecommunications industry was 
represented by mobile operators Orange 
Romania and Vodafone Romania. The latter 
kept its 10th place from the 2008 national 
ranking, while Orange Romania advanced 
two positions to number six.

Except for Vodafone Romania, the rest of 
the Top 10 Romanian companies had total 
revenues of over one billion euro each in 
2009.
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Q: How has Deltastock managed to stay 
competitive during the financial crisis? Has the 
company been affected by the crisis?

A: Probably very few companies can state 
that they haven’t experienced the effects 
of the financial crisis. But at Deltastock, 
we prefer to view the crisis more like an 
opportunity than a threat. Although our net 
revenue for 2009 has been lower compared 
to 2008, we still registered positive figures 
in contrast to some of our competitors. 
Particularly, 2009 and the first half of this 
year have been quite strong for Deltastock, 
we registered over 90% increase of client 
accounts and more than 43% increase in 
client attracted funds.

During this period Deltastock focused on 
expanding abroad and became the first 
financial institution from the new EU 
member-states to receive an approval to 
open a branch in London under the UK 
Financial Services Authority regulation. 
Moreover we expanded our business 

presence worldwide by opening fully-
licensed branches in Bucharest and Madrid. 

Q: What type of financial instruments does 
Deltastock offer? 

A: Deltastock’s clients can trade online 
Forex (72 currency pairs), spot gold and 
silver and more than 1000 Contract For 
Differences (CFDs) on shares, indices, ETFs, 
commodities, oil and financial futures on 
more than 20 financial and stock markets in 
Europe, North America, Asia and Australia. 

Q: What are the opportunities and benefits of 
trading these instruments?

A: Forex (Foreign Exchange Market) is the 
largest and most liquid market in the world, 
with a daily turnover of over 4.1 trillion U.S. 
dollars. Traders choose Forex because of the 
ability to trade on margin, low transaction 
costs, high liquidity, profit potential from 
both rising and falling markets, hedging 
options and 24-hour market access. On the 
other hand, online CFD trading is one of the 
most popular and fast developing financial 
services. CFDs can be traded on margin, 
they also allow a profit potential from 
both rising and falling markets, and have 
lower transaction costs and commissions 
compared to direct market access for buying 
shares.

Q: How do Deltastock’s clients access the Global 
Financial Markets?

A: Our clients can choose from two 
platforms – Delta Trading™ or MetaTrader 
4. With our proprietary trading platform 
Delta Trading™ clients can trade Forex, 

spot gold and silver and over 1000 CFDs. 
What makes our platform unique is its FX 
ECN/STP module, where from one account 
clients can trade with a several well known 
banks, brokers and market makers such as 
Deutsche Bank, FXCM, Interactive Brokers 
and Deltastock. 

For those who prefer the MetaTrader 
4 platform, we also offer Deltastock 
MetaTrader 4. The advantages of 
Deltastock MetaTrader 4 are the large 
number of instruments offered – 72 
currency pairs, spot gold and silver – as 
well as the favorable trading conditions 
which include low spreads, no requotes and 
no commissions.  

Q: What are your company’s plans for future 
growth?

A: We plan to continue to expand 
internationally by opening more branches 
across EU countries in the next couple of 
years. Our next stop is very likely to be 
Germany, as it is the most probable home 
of the upcoming set-up of a Single Financial 
Services Regulator. We are also working 
on the enlargement of our market share in 
countries from Eastern Europe, mainly via 
partnership programs we offer to individual 
and legal entities. Recently Deltastock 
established a strategic partnership with one 
of the top 10 brokers in Romania - SSIF 
Carpatica Invest. This strategic move will 
provide Deltastock’s clients with full access 
to the Bucharest Stock Exchange, while 
the clients of Carpatica Invest will be able 
to trade all financial instruments provided 
by Deltastock. 

Interview: Bulgarian Broker Deltastock To Step up 
Push into EU Markets

Vladimir Kisyov, Head of Business Development

Deltastock (www.deltastock.com)  is a global Forex & CFD Broker founded in 1998 with the mission to provide comprehensive solutions 
for online trading on the global financial markets to individual and institutional investors. It is regulated by the FSC under the EU 
Directive on the Markets in Financial Instruments (MiFID), and operates fully-regulated branches in London (UK), Bucharest (Romania), 
Madrid (Spain) and Sofia (Bulgaria). Deltastock’s clients include retail investors, money managers, asset and portfolio managers, corporate 
and institutional clients, introducing brokers and brokerage firms from over 90 countries worldwide.
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Bulgaria at a Glance 
By Euromonitor International

The Bulgarian parliament

A sharp economic contraction began in 2009 
and the recession is expected to last until 2011. 
Productivity growth has been slow, making 
Bulgarian firms lose ground in international 
markets just at a the time when the country’s 
EU membership exposes them to increased 
competition. Private consumption contracted 
in 2009 and a further decline is expected in 
2010. Meanwhile, the population is decreasing 
and ageing at the same time. 

ECONOMIC STRUCTURE 
AND MAJOR INDUSTRIES
Bulgaria has the potential to become a major 
agricultural supplier for all of Central Europe 
but its farms are inefficient and underfinanced. 
Agriculture accounts for 6.6% of GDP. Aid 
from the EU was resumed in 2009 after 
being cut off in 2008 over suspected cases of 
corruption and organised crime. EU subsidies 
equivalent to 1.7% of GDP will go to the 
Bulgarian agriculture over the next three years. 
Bulgaria’s grain harvest fell by around 20% 
in 2009.

In the manufacturing sector, output and 
manufactured exports both fell in 2009. 
Particularly hard hit were the industries 
producing metal products. Local subsidiaries of 
foreign companies have sometimes run short of 
cash because of dwindling credit and retail sales 
are weak. Tourism holds promise, especially 
sites along the Black Sea coast. Tourist receipts, 
however, fell by 1.7% in real terms in 2009 and 
a further decline of 1.0% is forecast in 2010. 

OVERVIEW OF THE 
ECONOMY
Capital inflows dried up in 2009 and GDP fell 
by real 5.0%. This was the first decline since 
the country’s economic crisis in 1996. With 
the recession, gross external debt-to-GDP ratio 
started to edge upwards once again. Bulgaria 
will probably still be the poorest EU member 
for years to come. The country will need more 
than 20 years to achieve a per capita income of 
two-thirds of the EU average. 

ECONOMIC PROSPECTS
The Bulgarian economy is not expected to 
recover from the recession in 2010. Though 

rates of growth will rise in subsequent years, 
the economy’s performance will not match 
historic trends in the medium term. 

Private consumption declined by 7.3% in 
2009 in real terms and a further drop of 0.7% 
is expected in 2010 owing to the weak jobs 
market. Increased spending on infrastructure 
(funded mainly through EU support) should 
lead to a rebound in fixed investment by 2011, 
helping to stabilise the economy. 

Unemployment is expected to jump to 
around 7.8% in 2010 from 6.8% last year. 
The government plans to use state funds to 
preserve up to 150,000 jobs but job losses are 
especially high in the construction industry. A 
freeze on public wages was imposed in 2010. 

The current account deficit soared in previous 
years as domestic demand strengthened. In 
2008, the current account gap was equivalent 
to 24% of GDP and narrowed to 9.4% in 2009. 
It is expected to fall further to around 6.3% in 
2010 and should remain around this level over 
the medium term.

Local shopping habits changed dramatically 
between 2004 and 2008 when large 
international retail chains opened outlets in 
Bulgaria, with outdoor markets and small 
urban shops seeing the biggest drop in client 
numbers. Local firms have fought back by 
trying to develop family-oriented convenience 
stores that combine traditional neighbourhood 
shopping with modern features.

EVALUATION OF MARKET 
POTENTIAL
Growth in the medium term will remain 
well below the pre-recession performance. 
Large amounts of external debt and regional 
uncertainties pose risks to the country’s 
economic prospects. Potential rates of growth 
in the future are thought to have dropped 
owing to a sharp drop in capital inflows and the 
possible end to Bulgaria’s investment boom. 

Officials still hope to make real gains of more 
than 5% a year once a genuine recovery has 
started. The government’s strategy will require 
higher levels of productivity, slower growth 
in wages and a resumption of investment. 
Sustained growth will require a shift in the 
country’s macroeconomic strategy with less 
emphasis on real estate and construction and 
a higher priority assigned to exports and the 
development of new industries. 

Bulgaria’s fertility rate is one of the lowest in the 
world and far below replacement level. With 
a shrinking and rapidly ageing population, 
the potential for further employment growth 
is limited. Marginal gains in employment 
will be accompanied by a steady decline in 
unemployment rate. Thus, the labour market 
situation will become increasingly tight, with 
shortages developing in some industries. This 
is expected to lead to noticeably higher wage 
gains in the future. 



83SEE Country Profiles

SEE Country Profiles

page 83

www.top100.seenews.com

Energy Firms, Copper Smelter Remain Top 5 by 
Total Revenue in Bulgaria 

Bulgaria TOP 10 (in euro)

No.
SEE 

TOP100 
No.

Company Name Total Revenue 
2009

Y/Y Change in 
Revenue 

Net Profit/Loss 
2009

Net Profit/Loss 
2008

1 3 Lukoil Neftochim Burgas AD 2,131,079,388 -39.37% -90,022,139 -242,046,599

2 10 Lukoil-Bulgaria EOOD 1,624,966,383 -34.09% 3,421,565 -841,075

3 11 Natsionalna Elektricheska Kompania EAD 1,434,452,892 -4.94% 4,362,854 20,490,022

4 14 Aurubis Bulgaria AD 1,217,363,984 -6.96% 107,309,940 -86,441,562

5 39 OMV Bulgaria OOD 641,909,573 -20.32% 11,230,526 4,304,566

6 42 Mobiltel AD 615,063,681 -9.35% 134,132,312 166,360,573

7 45 Bulgargaz EAD 604,645,087 -17.48% 13,831,468 -46,293,901

8 49 CEZ Elektro Bulgaria AD 590,193,422 7.20% 2,826,422 7,348,287

9 56 Bulgarian Telecommunications Company AD 529,819,565 15.08% 44,210,386 -100,745,464

10 69 Metro Cash and Carry Bulgaria EOOD 463,878,251 -7.44% 40,553,116 41,802,202

Despite a drop of up to 40% in their total 
revenue in the crisis year of 2009, the 
first five of Bulgaria’s TOP 10 Companies 
kept their positions unchanged from the 
previous year’s ranking.

Oil refiner Lukoil Neftochim Burgas and 
fuel trader Lukoil-Bulgaria, both majority 
owned by Russian giant Lukoil, remained 
in the lead as No.1 and No.2 in Bulgaria’s 
national ranking for a second year running.

In a sign of improvement, Lukoil 
Neftochim Burgas also reduced its loss in 
2009 and Lukoil-Bulgaria even turned to 
profit last year.

The oil refiner paid 864 million levs in 
taxes and social insurance contributions 
and invested $279.6 million last year.

Lukoil Neftochim Burgas is the only 
operational oil refinery in the country. 
It covers about 80% of Bulgaria’s motor 

fuel needs and exports about a third of its 
output. It has an installed refining capacity 
of 8.8 million tonnes of crude oil.

State-owned power grid operator NEK, the 
Bulgarian unit of Europe’s biggest copper 
producer, Aurubis, and OMV Bulgaria, 
a unit of Austria’s OMV, followed in the 
next three positions from the top, also 
unchanged from the 2008 ranking.

Gas monopoly Bulgargaz and leading 
mobile operator Mobiltel, part of Telekom 
Austria, switched positions, with Mobiltel 
climbing to No.6 position, while Bulgargaz 
descended to the seventh place in the 2009 
ranking.

Newcomers in the 2009 ranking occupy 
the last three positions: CEZ Elektro 
Bulgaria, part of Czech power group 
CEZ, the Bulgarian Telecommunications 
Company (BTC), operating under the 

Vivacom brand, and Metro Cash&Carry 
Bulgaria, part of the German hypermarket 
chain Metro Cash & Carry.

Naftex Petrol, the wholesale unit of 
Bulgaria’s largest fuel retailer, Petrol,  
steel mill Stomana Industry, part of Greek 
metallurgical group Viohalco, and leading 
gas retailer Overgas Inc., which were at 
the bottom of the 2008 Top 10 national 
ranking, did not make it to the 2009 
ranking.

Although the combined revenue of the top 
10 Bulgarian companies fell to 9.85 billion 
euro last year from 12.9 billion euro in 
2008, some of the companies in the 2009 
ranking had increased their total revenues. 
Most of the companies included in the 
2009 national Top 10 ranking reported 
smaller losses or even a turnaround to 
profit last year.
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Bulgarian Congress Tourism Seeks Post-crisis 
Growth Options
By Dessislava Dimitrova (SeeNews)

An international airport, a variety of shops, 
good cuisine – Sofia can offer all these 
to companies that would like to hold a 
corporate event in the Bulgarian capital, says 
Hristo Drumev, the manager of the county’s 
largest congress centre, the National Palace 
of Culture.

Even though the country has still not fully 
revealed its potential as a congress tourism 
destination, partly due to unsufficient 
promotion and to sometimes inadequate 
conditions its congress centres offer, the 
congress facilities managers are having their 
schedules full to the brim in the hot summer 
days of 2010.

For example, although 2011 seems far away, 
the National Palace of Culture, more often 
referred to by its acronym NDK, is preparing 
to host the European Cities Marketing 
Congress between 
March 15 and 19 
next year, which 
the management 
of NDK sees as 
one of its major 
challenges.

“This is of extreme 
benef i t  to  us , 
it supports our 
actions to prove 
that Sofia and Bulgaria are a good place for 
congress tourism,” Drumev told SeeNews 
in a telephone interview.

He is in charge of a facility, opened in 1981 
to mark the 13 centuries passed since the 
founding of the first Bulgarian state. NDK 
has a built-up area of 123,000 square me-

tres, featuring eight 
floors and three un-
derground levels.

NDK was ranked 
as the best congress 
centre in the world for 
2005 by the Interna-
tional Organization of 
Congress Centres.

The former glory, 
however, is not of 
much help today as 
the global financial crisis has affected the 
NDK business, too, Drumev admits. 

“We are also suffering from the crisis, but 
we are still holding on, we are taking part 
in major forums, such as the IMEX at the 
Frankfurt fair, which is the biggest event in 
our business and we are satisfied with our 
participation,” he said.

To  e x p a n d  i t s 
activities, NDK needs 
government support 
which it completely 
lacks now, he added. 

NDK was subsidised 
by the state until 1991, when the complex, 
though still state-owned, was transformed 
into several commercial partnerships and 
the the budget subsidies were cut off.

Drumev welcomed the 
competition of smaller 
congress centres and hotels 
that offer similar services.

“We are even happy with 
them because they help to 
develop a habit.”

The country offers great 
opportunities for the so 
called incentive trips, 

Drumev said.

“Unlike the usual tourist trips, the 
participants in the incentive trips would 
spend 500 euro ($665) instead of 50 euro per 
day and those costs will be tax deductible,” 
he added.

The government’s 2009-2013 strategy for 

the sustainable develop-
ment of the tourism in-
dustry lacks a separate 
programme for the de-
velopment of congress 
tourism, which industry 
officials see as a major 
weakness.

Besides, the strategy 
blueprint admits there 
is still a small number 
of companies that offer 

congress tourism services, while the 
product needs to be further developed. 
Another disadvantage is the lack of enough 
conference rooms in the country’s major 
hotels and the fact that most business 
visitors are concentrated in the biggest cities.

In order to make the country more attractive 
for congress tourism, the strategy envisages 
diversification of the usage of congress 

centres in Bulgaria.

Bulgaria is well known 
for its mountain and 
seaside resorts, which 
every year attract lots 
of local and foreign 

tourists. The country also has a tradition 
in organising international seminars and 
conferences. In 1968 Bulgaria became a 
member of the International Congress and 
Convention Association (ICCA) and since 
then has hosted numerous such events.

Currently, Bulgaria counts mainly on tourists 
spending their vacations at its Black Sea 
resorts in the summer, which comprise more 
than half of the whole tourist inflow to the 
country. The country’s ski resorts come next, 
followed by cultural tourism and spa and 

Unlike the usual tourist 
trips, the participants in 
the incentive trips would 
spend 500 euro instead 
of 50 euro per day and 
those costs will be tax 

deductible

Congress tourism in 
Bulgaria has a great 

growth potential

Business contacts are 
also easily combined 
with recreation and 

entertainment in both 
the capital Sofia and the 
country’s mountain and 

seaside resorts.

Continues on page 88
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Interview: Leading Sheraton Sofia Hotel Balkan Targets 
Higher Market Share
 By Iva Doneva-Sirakova (SeeNews)

Q: What stands behind the success story of the 
Sheraton Hotel in Sofia?

A: The hotel has a long history due firstly to 
the fact that it was the first internationally 
managed hotel in the former Eastern 
European bloc countries. 

The location of the hotel, which is the best 
in the city, plus the fact that throughout 
the years the hotel has acquired market 
leader status in the hospitality industry also 
contributes to its success.

Obviously, our hotel is a landmark building, 
it is a very historical building, it has hosted 
various important government delegations, 
all important people have stayed in our 
hotel. For the Balkan region I would say 
it ranks among the best hotels currently. 
The location of the hotel also makes it 
a very important business and leisure 
destination because it is in the centre of 
the capital of Bulgaria. Last but not least

 is the hotel staff that has been here for many 
years that makes the difference because each 
and everyone of our guests is welcomed 
personally by the hotel General Manager 
or a member of the management team.and 
throughout our guest’s stay we make sure 
they feel at home. 

Q: What are the top three priorities in your 
business and marketing strategy?

A: The number one priority is to increase 
market share by being very focused on sales 
and marketing activities as well as constantly 
to be extrovert and expose our hotel to 
various business and market segments here 
in Sofia, so that’s one. 

Secondly, it’s to carefully navigate through 
this difficult time of crisis that affects 
everybody and we are very careful with 
managing costs and we try to see ways 
of constantly improving our services thus 
enhancing the guest’s experience.  

Number three is to constantly train our 
staff and bring them on par with updated 
techniques of hotel keeping.

Q: Has the crisis affected your business?

A: Somehow, it affected it very little because 
since last year we have taken all the measures 
in order to protect the hotel from the crisis 
that we foresaw it was coming.

Q: What were those measures?

A: Being very flexible with our price 
structure, being very competitive in the 
market, improve our services and our 
standards of operation, being very focused 
on various sales and marketing activities 

that we undertook in our hotel and outside 

of it in order to expose our hotel to various  

business and market segments. And also 

very importantly, we are  close to our 

customers, we always listen to their advice 

and try to improve our products through it.

Q: Do you plan new investment in the hotel?

A: One of our core strategies is to implement 

preventive maintenance constantly when 

business allows it, to upkeep and maintain 

the hotel at its best because it is an old 

building, so therefore we always need to 

look for ways to improve the infrastructure 

and the hotel facilities.. 

Q: What are your estimates for the development 
of business and congress tourism in Sofia?

A: The business tourism seems to show 

some signs of stagnation as well as the 

congress tourism and I believe there is a 

lot of room for improvement and I think 

all parties together including the private 

sector and the government should be getting 

more often together in order to discuss the 

promotion of Sofia as a world-class business 

and congress destination.

Q: Do you have any estimate on the current 
occupancy rate in your business segment in Sofia?

A: It varies with the season and on a monthly 

basis you can see some fluctuations but 

in general for five-star hotels in Sofia it is 

year-to-date approximately 55% to 65%. 

The Sheraton Hotel (www.luxurycollection/sofia), located in downtown Sofia, offers 184 luxurious soundproof rooms and suites, 
including one presidential suite, 17 spacious suites, seventeen smart rooms and 71 non-smoking rooms. Built in 1954 as Hotel Balkan, 
it was a status symbol in the former era. After going into private ownership in 1996 it has become a preferred accomodation location 
for dignitaries, business delegations and world celebrities.

Gerasimos Perdikaris, General Manager, 
Sheraton Sofia Hotel Balkan
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Share of Tourist Products in Bulgaria
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Congress
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Bulgaria is a popular 
destination for the 

business world, since it 
offers all the necessary 
facilities for congresses, 
symposia, conferences, 

bilateral and international 
meetings

 Last year a total of 7.9 
million foreign nationals 

visited Bulgaria, of 
which 3.8 million came 
for a vacation and over 
1.0 million people came 

to do business

recreational tourism. 
Congress tourism has 
approximately the 
same small share of the 
market as ecotourism, 
hunting tourism is 
even less developed, 
while golf tourism is 
in a nascent stage.

Government officials 
admit that the number 
of corporate events organised in the country 
has dropped due to the global economic 
crisis.

A lot of companies have decided to cut 
costs by either skipping such events or 
organising the so called webinars - online 
conference broadcast, an event held across 
the internet where everyone views the 
conference simultaneously while taking 
part in it, Ivo Marinov, deputy economy 
minister in charge of tourism, told SeeNews.

He said that congress tourism, which 
currently comprises around 4.0% of all 
tourist services offered in Bulgaria, has a 
great growth potential.

Data of the country’s statistics office show 
that last year a total of 7.9 million foreign 
nationals visited Bulgaria, of which 3.8 
million came for a vacation and over 
1.0 million people came to do business. 
Compared to 2008,  the total number of 
tourists fell by 7.7% last year due to the 
negative impact of the global economic 
downturn, marking the worst year in the 

Bulgarian tourism 
sector in the last 15 
years.

According to a study, 
carried by the Uni-
versity of Information 
Technology and Man-
agement in Rzeszow, 
Poland, the prerequi-
sites needed for con-
gress tourism include: 

multi-purpose facilities in main convention 
centres and hotels, simultaneous transla-
tion and sound systems, film projectors 
and copiers, audiovisual and video equip-
ment, high-category hotels conforming to 
international standards, reasonable prices, 
first-class service, rich choice of national 
dishes and traditional European cuisine, 
specialties and drinks 
and exciting excursions, 
special interest tours, and 
protocol events. 

The study ranks cities in 
the U.S., England, France 
and Spain as top destina-
tions in terms of demand 
for congress tourism sites 
and gives Bulgaria as a 
good example in Europe.

“Bulgaria is popular des-
tination for the business world since it offers 
all the necessary facilities for congresses, 
symposia, conferences, bilateral and inter-
national meetings,” the study concluded.

Business contacts are also easily combined 
with recreation and entertainment in both 
the capital Sofia and the country’s mountain 
and seaside resorts. Modernly equipped 
meeting facilities, top service and special 
business programmes are available to guests, 
the study reads.

“Of, course, this market has the potential to 
grow, but it depends on what we can offer,” 
deputy economy minister Marinov said.

Technical equipment 
at congress venues is 
of great importance, 
h e  a d d e d  a n d 
explained that only 
several hotels in Sofia 
meet the requirements 
for sound equipment 
in order to be able to 
organise certain big 
events.

The level of technical 
equipment, however, is not the main reason 
for the recent slump in corporate events, 
Polina Djoneva from Partner Travel travel 
agency in Sofia told SeeNews.

It is the financial crisis that has made 
companies cut spending on organising such 
events, she said.

“For example, so far this year we have 
organised just two such events, while last 
year their number was 15,” she said, adding 
that the crisis started to adversely affect the 
business in October of 2009.

Djoneva also said that companies preferred 
to hold team building events, which usually 
means a weekend spent in a spa resort.

“The companies prefer to take their 
employees to spa resorts such as Velingrad 
and Hisarya and usually prefer to do this 
in the autumn,” Djoneva said.

If a company has a really big staff, a team 
building event is usually organised in Sofia 
or in a resort on the Black Sea coast, where 
there are bigger conference halls on offer.

Source: Bulgarian Government
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Serbia at a Glance 
By Euromonitor International

Serbia Current Account Balance (% of GDP)
2005 2006 2007 2008 2009

-8.7 -10.1 -15.6 -17.5 -5.7

Source: Current Account Balance as % of GDP: Euromonitor International from national statistics
©2010 Euromonitor International

The Serbian parliament

Serbia expects a fragile recovery in 2010. 
A fall in remittances along with a drop in 
inflows of FDI will make it very hard to 
finance the current account deficit. The 
rate of unemployment continues to rise 
while most new jobs are being created in 
the informal economy. Sharp cutbacks in 
public spending should lead to fall in the 
fiscal deficit. The country’s population 
has been declining since the 1990s and is 
rapidly ageing. 

BUSINESS ENVIRONMENT
A shift to indirect taxes is nearly complete. 
Excise taxes on fuel and tobacco were 
raised and pensions will be frozen. Business 
regulations will be simplified in an effort 
to reduce the costs of doing business. A 
reform of the pension system has begun. 
Finally, an increase in the VAT may be 
needed to deal with rising government 
deficits. 

The role of the state has been reduced 
and the private sector’s share in total 
employment has risen. However, the 
remaining state-owned firms continue to 

make significant losses. Serbia plans to 
offer for sale all firms in its privatisation 
agency’s portfolio but the quality of 
assets on offer could pose problems. State 
ownership in banks will be phased out. 

OVERVIEW OF THE 
ECONOMY

Serbia’s economy enjoyed real GDP growth 
of more than 5% per year in 2004-2008. 
The Belgrade area attracted some of the 
largest investments by foreign companies 
in south-eastern Europe. Activity in the 
private sector rose significantly during this 
period. 

By the fourth quarter of 2008, the pace of 
growth had fallen sharply and the economy 
slipped into recession in 2009. Exports, 
imports and industrial production all fell 
at a double-digit pace during the year. 
The growth of credit markets also dried 
up while fixed investment plummeted 
and the dinar depreciated. Real GDP 
contracted by 2.9% in 2009. In response, 
the government introduced an emergency 

spending programme valued at 3 billion 
euro to stimulate production and exports. 

ECONOMIC PROSPECTS
Real GDP growth of 2.0% is forecast for 
2010. Inflation should fall to 4.8% this 
year. Investment and exports are expected 
to provide some momentum but Serbia’s 
tiny private sector limits the country’s 
potential benefits during the recovery. 
Consumer demand also remains weak. 

Remittances from Serbs working abroad 
have been running at more than 17% 
of GDP per year in recent years but fell 
sharply in 2009. The drop has hurt private 
investment (much of it in housing) and 
consumer spending. 

Serbia’s current account deficit will rise 
to 8.2% of GDP in 2010 and should 
increase further in 2011. The imbalance 
leaves the economy highly vulnerable to 
external shocks. Any further reduction in 
FDI will make it even harder to finance 
the current account deficit in the medium 
term. Amortisation of external debt equals 
as much as 15% of GDP. 

There is general agreement that the 
public sector’s huge claims on resources 
must be scaled back in order to realise 
the transformation to a genuine market 
economy. The government hopes to 
contain the fiscal deficit to 4.3% of 
GDP in 2010 and 3.0% in 2011 and has 
announced a plan to reduce the share of 
public spending in GDP to 32.5% by 
2015. An aggressive programme of fiscal 
reforms aimed at controlling spending on 
education and health care is underway.

Unemployment reached 16.1% in 2009 
and is expected to rise further to 18.0% 
in 2010. Wage settlements that have 
exceeded the growth of productivity 
further complicate the operation of the 
labour market. Only 52% of the working 
age population is employed. A freeze 
on public wages and pensions has been 
imposed. 
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NIS, EPS Lead Again Serbia’s TOP 10 Ranking

Serbia TOP 10 (in euro)

No.
SEE 

TOP100 
No.

Company Name Total Revenue 
2009

Y/Y Change in 
Revenue

Net Profit/Loss 
2009

Net Profit/Loss 
2008

1 12 Naftna Industrija Srbije AD 1,415,354,463 -27.14% -393,851,753 -92,165,916

2 17 JP Elektroprivreda Srbije 1,101,404,794 4.65% -144,741 -24,991,065

3 22 Telekom Srbija AD 1,013,919,968 1.63% 162,153,620 62,646,388

4 36 JP Srbijagas 708,420,910 -4.78% 9,873,843 3,397,005

5 37 Delta Maxi DOO 702,792,443 8.65% 18,989,256 18,560,216

6 47 Termoelektrane Nikola Tesla DOO 598,770,284 5.48% -17,739,454 -97,846,294

7 52 U.S. Steel Serbia DOO 561,578,401 -44.37% -153,051,128 4,914,422

8 66 Mercator - S DOO 471,600,302 318.49% 12,071,671 -4,259,543

9 86 Elektrovojvodina DOO 396,187,511 2.99% -6,931,560 -8,322,647

10 90 YugoRosGaz AD 385,286,728 -32.94% 13,715,564 23,495,704

There are no changes in the first two 
positions in Serbia’s Top 10 ranking for 
2009 in comparison with the previous 
year: oil monopoly NIS leads, followed by 
state-owned power monopoly EPS.

There were four newcomers in the 2009 
ranking of the Top 10 Serbian companies 
in terms of total revenue: Termoelektrane 
Nikola Tesla, Mercator – S, retailer Delta 
Maxi and Elektrovojvodina.

The 10 companies had a combined 2009 
total revenue of 7.36 billion euro.

NIS, majority controlled by Russia’s 
Gazprom, ranked first among the Top 10 

companies in Serbia last year with total 
revenue of 1.42 billion euro, or 19% of 
the aggregate figure. The company’s net 
loss widened to 393.9 million euro in 2009 
from 92.2 million euro in 2008.

Elektroprivreda Srbije (EPS) ranked second 
with total revenue of 1.1 billion euro in 
2009, 4.65% up from the previous year. 
The company’s 2009 loss fell to 144,741 
euro from 25 million euro in the previous 
year.

The incumbent fixed-line operator Telekom 
Srbija climbed to the third position 

in the 2009 national ranking from the 

fifth spot in 2008. Its 2009 total revenue 

added 1.63% to 1.01 billion euro. The 

company’s net profit more than doubled 

to 162.2 million euro in 2009 from 62.6 

million euro in the previous year.

The state-owned gas monopoly Srbijagas 

ranked fourth in 2009, climbing two 

positions from the 2008 ranking. The 

company’s total revenue decreased by 

4.78% to 708.4 million euro in 2009 but 

its net profit almost tripled to 9.9 million 

euro.
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Slovenia at a Glance 
By Euromonitor International

Slovenia’s economy was in recession in 2009 
and a weak recovery is expected in 2010. 
Unemployment has increased and this trend 
is likely to continue through 2010. Increased 
public spending will push up government 
debt. A sizeable portion of the economy 
still remains in state hands. Slovenia will be 
one of the European economies worst-hit by 
population ageing. 

BUSINESS ENVIRONMENT
The state plays a major role in the economy 
with government spending accounting for 
about 45% of GDP. The government is 
moving too slowly on privatisation. Most 
of Slovenia’s largest companies remain 
domestically owned, and only a third of 
the banking assets are in foreign hands. 
The monopoly phone company remains 
majority state-owned as do many other large 
companies. 

A further progress was made in the financial 
sector where changes in regulations and new 
legislation brought about greater integration 
of local firms into the global market. 

Taxes were cut but remain high by regional 

standards at about 40%. There are generous 
public benefits and superior, though costly, 
public services. Wage guidelines are set to lag 
productivity growth but are often breached. 
Labour rules are rigid with large trade unions 
wielding greater influence compared to their 
peers in most post-communist countries. 

Payroll taxes were abolished in 2009 in an 
effort to improve labour flexibility. Labour 
markets, however, are still highly regulated 
and hinder the productivity growth. The 
government cut the corporate tax rate to 
20% in 2010.

ECONOMIC PROSPECTS
A GDP growth of 1.1% is forecast for 
2010. Somewhat higher rates of growth are 
expected in the medium term. Domestic 
demand will be slow to recover. The real 
growth rates of private consumption will 
be just 3.2% in 2010 and will fall before 
climbing to around 3.7 % by 2014.

Public investment in infrastructure – 
especially roads and railways – will be an 
important source of economic growth in the 
medium term. Improvements in the railway 

system alone are expected to represent about 
30% of current GDP over the next decade. 

Unit labour costs have steadily risen, 
weakening the country’s competitive edge. 
Labour productivity is also dropping in most 
economic sectors. Unemployment was 5.7% 
in 2009 and is expected to rise to 7.1% 
during 2010. The number of jobless people 
will not fall before 2011.

Weaknesses in domestic demand, along 
with favourable movements in commodity 
prices, are reducing Slovenia’s current 
account deficit, which will be equivalent to 
1.5% of GDP in 2010 and will fall to 1.2% 
in 2011. Net external debt is rising, driven 
up by the increasing debt of both companies 
and households. Household debt, at just 
30% of GDP, is much lower than the Euro-
area average. Corporations, however, carry 
much greater debt and are vulnerable to 
an unanticipated deterioration in financial 
markets. The general government deficit 
jumped to 5.7% of GDP in 2009, from just 
1.7% the previous year. 

EVALUATION OF MARKET 
POTENTIAL
The recovery will be slow but real GDP 
growth of 2-4% per year is expected in 
2011-2014. Large increases in government 
debt are expected to be a drag on growth. In 
2008, gross government debt stood at just 
22.5% of GDP but it is expected to reach 
48% by 2011. 

Generous welfare and retirement benefits 
have reduced labour participation. In 
addition, Slovenia has one of the fastest 
ageing populations in Europe. Both these 
facts highlight the challenge to long-term 
fiscal sustainability. A reform of the pension 
system is planned.

Slovenia C/A Balance, FDI Intensity (% of GDP)
2005 2006 2007 2008 2009

Slovenia

Current Account Balance (% of GDP) -1.7 -2.6 -4.7 -6.1 -0.6

FDI Intensity 1.6 1.7 3.0 3.3 -

Sources: 1. Current Account Balance as % of GDP: Euromonitor International from national statistics
2. FDI Intensity: Euromonitor International from national statistics

©2010 Euromonitor International

The Slovenian parliament
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Combined Total Revenue of Slovenia’s TOP 10 
Companies Drops in 2009

Slovenia TOP 10 (in euro)

No.
SEE 

TOP100 
No.

Company Name Total Revenue 
2009

Y/Y Change in 
Revenue

Net Profit/Loss 
2009

Net Profit/Loss 
2008

1 5 Petrol d.d. 2,068,925,895 -23.98% 10,661,802 -64,430,066

2 6 Poslovni Sistem Mercator d.d. 1,760,096,524 -4.30% 19,281,205 32,139,000

3 15 Revoz d.d. 1,290,986,052 5.69% 20,542,693 18,743,480

4 24 Krka d.d. 940,264,046 12.80% 170,812,390 161,130,000

5 31 Holding Slovenske Elektrarne d.o.o. 803,498,590 -6.20% 60,234,898 53,756,215

6 38 Engrotus d.d. 673,118,517 -0.12% 11,692,854 8,068,841

7 43 Gorenje d.d. 613,982,515 -23.47% -6,083,996 11,972,104

8 50 Lek d.d. 581,597,375 -20.24% 55,301,711 67,429,614

9 55 Merkur d.d. 533,658,244 -40.16% 13,643,838 26,474,797

10 64 OMV Slovenija d.o.o. 475,412,849 -47.93% 14,914,555 13,338,685

The aggregate total revenue of Slovenia’s 
Top 10 companies fell to 9.7 billion euro 
in 2009, from 11.5 billion euro in 2008.

There were no changes in the first three 
positions in the ranking of Slovenia’s Top 
10 companies by total revenue in 2009 
compared to a year earlier. No newcomers 
featured in the 2009 ranking, either.

Fuel retailer Petrol led the national Top 
10 ranking with a total revenue of 2.069 
billion euro last year, ahead of retailer 
Mercator with a total revenue of 1.760 
billion euro. In the 2008 Top 10 ranking 
Petrol also was in the first position and 
Mercator was second.

Petrol turned to a net profit of 10.662 
million euro in 2009 from a net loss of 

64.430 million euro a year earlier.

In 2009 Petrol’s revenue decreased by 24% 
due to reduced sales of oil products and 
partly because of the fall in the prices of 
these products on the world markets.

Mercator’s net profit fell to 19.281 
million euro in 2009 from 32.139 million 
euro a year earlier. The economic crisis 
has extended over the entire year 2009, 
weakening the purchasing power of the 
population, the company has said. 

Mercator is the leading retail chain in 
Slovenia. It also operates stores in Serbia, 
Bosnia and Herzegovina, Montenegro, 
Albania and Bulgaria and plans to 
set foot in Macedonia and Kosovo.

Revoz, a unit of French car maker Renault, 
ranked third, with a total revenue of 1.291 
billion euro in 2009, 5.69% up from a year 
earlier. Its net profit rose to 20.543 million 
euro last year from 18.743 million euro a 
year ago.

Of the remaining seven companies in 
the 2009 Top 10 ranking, Krka, Lek, 
Engrotus, Holding Slovenske Elektrane 
and Gorenje moved higher, while Merkur 
and OMV Slovenije descended.

Nine of the 10 Slovenian companies in 
the 2009 Top 10 ranking posted a profit 
and only home appliances maker Gorenje 
ended the year with a net loss of 6.084 
million euro.



93SEE Country Profiles

SEE Country Profiles

page 93

www.top100.seenews.com

Croatia at a Glance 
By Euromonitor International

Croatia Current Account Balance (% of total GDP)
2005 2006 2007 2008 2009

-5.7 -6.8 -7.6 -9.0 -5.0

Source: Current Account Balance as % of GDP: Euromonitor International from national statistics
©2010 Euromonitor International

The Croatian patliament

The Croatian economy will see little or no 
real growth during 2010. A full recovery 
is unlikely before 2012. Imbalances in the 
economy leave it extremely vulnerable to 
new external shocks. Household debt as a 
share of GDP is one of the highest in Cen-
tral Europe. Regional differences in income 
are growing with the central and eastern re-
gions of the country lagging behind. 

BUSINESS ENVIRONMENT
Croatia lags behind its neighbours in creating 
an appealing business environment. Most re-
forms are being held back by legal wrangles, 
the objections of vested interests and a legal 
framework which favours insiders. 

Over the medium term, economic and 
structural policies will be driven by the 
goal of EU accession. State aid will have to 
be reduced further, the public administra-
tion modernised, and room made for new 
accession-related expenditures. The partial 
sales of the state-owned oil company and 
the national telecommunications company 
are recent advances. 

OVERVIEW OF THE 
ECONOMY
Based on most economic indicators, 
Croatia performed better than Romania or 
Bulgaria throughout most of this decade. 
The economy is open to trade and capital 
flows, and privatisation is well advanced, 
although uneven. Croatia’s openness has 
left the country especially vulnerable to 
the recession in western Europe and real 
GDP fell by 5.8% in 2009.

Rapid lending growth has resulted in a 
significant increase in debt. The banking 
system has been privatised but the state’s 
dominance of the economy remains. An 
unanticipated jump in private borrowing 
has led to a continued rise in debt which 
now amounts to more than 80% of GDP. 

The large public sector imposes a drag on 
growth. Public agencies and enterprises 
are not subject to strict financial discipline, 
and state aid in various forms exceeds that 
in other Central and Eastern European 
countries. 

Unemployment is high and the real incomes 
of many workers have yet to reach the levels 
they enjoyed in 1990. Savings rates are 
lower than in neighbouring countries and 
have fallen further in the past few years. 

ECONOMIC PROSPECTS
Real GDP is expected to rise by just 0.2% 
in 2010. Export demand will continue to 
be weak during the year. Unemployment 
was 9.3% in 2009 and is forecast to rise 
to 9.8% in 2010. The jobless total will 
remain high in the medium term. 

Domestic demand should continue to be 
the main driver although the nominal rates 
of growth for private consumption in the 
future will be lower than in recent years. 
Consumption is held back by household 
debt which, as a share of GDP, is one of 
the highest in Central Europe. 

The current account deficit was 5.6% of 
GDP in 2009 as exports and imports both 
declined. It is expected to grow further to 
roughly 6.3% of GDP in 2010. Croatia’s 
gross external debt is also high – 83% 
of GDP in 2009 and twice the value 
of exports. These imbalances leave the 
economy exposed to external shocks. 

EVALUATION OF MARKET 
POTENTIAL
Growth should resume in the medium 
term but is not expected to reach the 
pre-crisis levels. The competitiveness of 
Croatia’s external sector remains in doubt. 

The government has adopted a plan to 
resolve its long-standing debt to current 
pensioners, which amounts to about 1.2% 
of GDP. The bulk of this debt has been 
repaid, and will be paid off completely by 
2013. The payments should help to boost 
consumer spending. 
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INA, Konzum, HEP Retain Lead in Croatia’s 
TOP 10 Ranking 

Croatia TOP 10 (in euro)

No.
SEE 

TOP100 
No.

Company Name Total Revenue 
2009

Y/Y Change in 
Revenue

Net Profit/Loss 
2009

Net Profit/Loss 
2008

1 2 INA d.d. 2,701,172,224 -26.21% -105,375,852 -142,234,263

2 7 Konzum d.d. 1,733,178,012 -0.74% 62,000,922 59,193,599

3 9 Hrvatska Elektroprivreda d.d. 1,669,180,947 6.90% 49,250,387 -10,247,648

4 35 HT - Hrvatske Telekomunikacije d.d. 922,701,176 -0.05% 155,355,242 327,920,496

5 41 Zagrebacki Holding d.o.o. 619,993,878 1.99% 3,089,827 19,950,042

6 44 T-Mobile Hrvatska d.o.o. 608,675,085 -4.99% 200,595,079 214,123,578

7 54 HEP-Proizvodnja d.o.o. 537,173,087 1.58% 1,676,958 3,370,396

8 61 HEP-Operator Distribucijskog Sustava d.o.o. 500,006,825 4.08% -7,261,942 27,044,549

9 62 VIPNet d.o.o. 494,312,824 -6.62% 101,788,625 130,859,365

10 76 OMV Hrvatska d.o.o. 427,030,295 -25.89% 2,073,417 -8,067,151

There were no changes in the first four 
positions in Croatia’s Top 10 ranking for 
2009. There were no newcomers either: 
the same companies that entered Top 10 in 
2008, made it to the 2009 ranking again.

The combined total revenue of the 10 
companies in the Croatian ranking fell to 
around 10.2 billion euro in 2009, from 
11.2 billion euro in 2008.

Oil and gas company INA ranked first 
among the Top 10 companies in Croatia 
last year with total revenue of 2.7 billion 
euro. It pared its net loss to 105.4 million 
euro in 2009, from 142.2 million euro in 
2008.

The global economic crisis decreased 
INA Group’s profitability and cash flow 
generation capacity in a period when 
significant investment projects were in 
progress. 

Although INA’s management immediately 

reviewed and rescheduled investments, 
respective cash outflows could be 
decreased only with delayed effect due 
to commitments already taken in these 
projects. As a result of these commitments 
and the limitation of available credit lines, 
INA Group could not meet the payment 
obligation of certain liabilities in due time 
in 2009.

Croatia’s biggest retailer, Konzum, ranked 
second with total revenue of 1.733 billion 
euro in 2009, 0.74% down from the 
previous year. Its net profit, however, 
rose to 62 million euro in 2009 from 59.2 
million kuna a year earlier.

Konzum had a market share of between 
25% and 30% last year, Croatia’s anti-
trust regulator has said. The retailer has 
over 700 outlets across Croatia.

State-owned power utility Hrvatska 
Elektroprivreda d.d. (HEP) was third in 

Croatia’s Top 10 ranking for 2009. Its total 
revenue rose 6.9% to 1.669 billion euro 
last year.

HEP turned to net profit of 49.250 million 
euro in 2009 from a net loss of 10.248 
million euro in 2008.

Telecommunications company HT-
Hrvatske Telekomunikacije was in the 
fourth place in the national ranking with 
total revenue of 922.7 million euro in 
2009, 0.05% down from 2008.

Hrvatski Telekom’s 2009 net profit fell 
to 155.4 million euro from 327.9 million 
euro a year earlier.

Of the remaining six companies in 
Croatia’s Top 10 ranking for last year, 
HEP Proizvodnja, HEP –Operator 
Distribucijskog Sustava and Zagrebacki 
Holding moved higher, while T-Mobile 
Hrvatska, VIPNet, OMV Hrvatska 
descended.
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Bosnia and Herzegovina at a 
Glance 
By Euromonitor International

The Bosnian parliament

The economy of Bosnia and Herzegovina 
slipped into recession in 2009 and a very 
slim growth is expected in 2010. The 
downturn has been most severe in the 
Federation (the entity led by Bosniak-
Muslims and Croats). The informal sector 
of the Bosnian economy is equivalent 
to 30% of GDP. The country’s complex 
legal situation hinders the functioning 
of many institutions and deteriorates the 
business environment. Roughly a fifth of 
the country’s population still lives in severe 
poverty. FDI inflows are among the lowest 
in the region.

BUSINESS ENVIRONMENT

The Serb Republic, or Republika Srpska 
(the country’s other entity predominantly 
inhabited by ethnic Serbs), is pursing sever-
al programmes for privatisation with sales 
conducted at the entity level by separate 
agencies. The Federation also has its own 
privatisation programme. Large differences 
in the corporate income tax between the 
Republika Srpska and the Federation make 
it difficult for businesses operating in both 
entities. In the Republic, corporate tax is 
10% while in the Federation it is 30%. The 
two tax bases also are different. 

Bosnia and Herzegovina’s private sector is 
expanding but government spending still 
amounts to nearly 40% of GDP.

OVERVIEW OF THE 
ECONOMY
After the collapse of Bosnia’s Communist-
era economy wracked by war and the de-
terioration of heavy industry in the 1990s, 
a remarkable recovery took place. Growth 
averaged 6% per year in 2003-2008 but 
it will still take more than a decade before 
economic activity returns to its pre-war lev-
els. Around 18% of the population live in 
poverty and another 30% (including many 
state employees) are only slightly better off. 

Steady growth in recent years has created 
various macroeconomic imbalances that 
showed themselves at a time when the 
economy began to slow. Until 2008, credit 

to the private sector was rising by about 
30% per year, pushing up the current 
account deficit. Exports growth stalled in 
2008 and fell in 2009.

A large portion of all economic activity 
is still conducted in the informal sector. 
Growth in the formal economy remains 
partially dependent on the international 
aid going to the country but these funds 
are now being supplied in smaller amounts 
and with tougher conditions attached. 

ECONOMIC PROSPECTS

Real GDP contracted by 3.0% in 2009 
and growth of 0.5% is forecast for 2010. 
The recession was most severe in the 
Federation, while the Serb Republic fared 
somewhat better last year. Lending growth 
came to a virtual standstill, forcing a drop 
in domestic demand. The current account 
deficit fell to 8.8% of GDP in 2009 owing 
to the recession, from 14.7% in 2008. It is 
expected to rise to 9.1% in 2010. 

Increased government spending has 
turned the Federation’s budget surplus 
into a deficit. Presently, the Federation 
government spending accounts for roughly 
half of GDP. In contrast, the Serb Republic 
has a sound fiscal position, buttressed by 
higher proceeds from privatisation and 
cautious spending policies. 

Country-wide unemployment rate jumped 
to 24.1% in 2009 and will be about 
26.1% in 2010. Over 50% of young 
adults lack formal employment. Because 
labour mobility is limited, unemployment 

in depressed areas is very high. Monthly 
salaries in the country as a whole average 
only about BAM 1,400. 

EVALUATION OF MARKET 
POTENTIAL
Exports should begin a recovery in 2010, 
helping to boost the economy’s perfor-
mance. Officials calculate that an increase 
in domestic savings of around 10 percent-
age points of GDP is needed to sustain cor-
porate fixed investment. Fiscal policy must 
be tightened, a move that will require cuts 
in subsidies and public spending. Addi-
tional financial assistance from the IMF is 
being sought. This, most likely, will come 
with stringent conditions on spending and 
revenue polices. 

CONSUMER SPENDING

Annual disposable income and savings are 
low in Bosnia and Herzegovina. In 2009, 
the disposable income per capita stood at 
$3,678. The savings ratio in 2009 stood at 
-0.5% of disposable income, in line with 
Bosnia’s average for the period 2004-2009.

Income distribution is highly uneven and 
large sectors of the population (by Euro-
pean standards) still spend the best part of 
their disposable income on basics. In 2009, 
around 45% of total consumer expenditure 
came from food and non-alcoholic beverag-
es, and housing and total consumer expen-
diture stood at BAM 19.3 billion ($13.7 
billion), having contracted by 5.2% over 
the previous year as a result of the crisis.
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Elektroprivreda BiH Shines Again in Bosnia TOP 
10 Ranking, ASA Group Remains 2nd 

Bosnia and Herzegovina TOP 10 (in euro)

No.
SEE 

TOP100 
No.

Company Name Total Revenue 
2009

Y/Y Change in 
Revenue

Net Profit/Loss 
2009

Net Profit/Loss 
2008

1 63 JP Elektroprivreda BiH d.d. 482,722,642 4.09% 31,650,764 23,641,527

2 130 ASA Group 312,068,429 -23.54% N/A N/A

3 133 BH Telecom d.d. 309,543,643 -3.53% 73,732,516 73,125,476

4 184 Telekom Srpske A.D. 252,391,288 3.83% 52,471,597 60,950,851

5 227 JP Elektroprivreda Republike Srpske 208,913,582 -3.20% 3,345,459 3,300,427

6 244 Aluminij d.d. 197,582,687 N/A -20,997,961 N/A

7 249 Arcelormittal d.o.o. Zenica 190,931,216 -47.92% -61,526,309 N/A

8 281 Energoinvest d.d. 171,749,897 N/A 872,507 1,715,000

9 315 JP Elektroprivreda HZ Herceg Bosne d.d. 159,453,991 -8.08% 11,935,547 3,749,303

10 370 HIFA-OIL d.o.o. 129,518,232 N/A N/A N/A

Bosnia’s largest electricity producer 
Elektroprivreda BiH kept its lead among 
the 10 biggest companies in the country in 
2009. The power utility’s total revenue rose  
4.0% to 482.72 million euro, contributing 
one-fifth of the aggregate revenue  of the 
10  companies. Elektoprivreda BiH sold 
6,607 GWh of electricity in 2009, raising 
433.12 million euro in sales revenue.

Elektroprivreda BiH is the sole Bosnian 
company in the SEE TOP 100 ranking for 
2009, where it has leapt 20 positions from 
2008 to the 63rd .place.

Despite an annual drop of 23.5% in total 
revenue to 312.07 million euro, diversified 
company ASA Group, primarily dealing in 
trade in motor vehicles, remained second 
in the national ranking in 2009. The 
company’s exports totalled 148.27 million 
euro last year.

Bosnia’s telecommunications sector was 

represented by the Federation-based 
BH Telecom and its Serb Republic peer 
Telekom Srpske, both of which advanced 
in comparison with the 2008 ranking. 
BH Telekom, the country’s largest telco, 
advanced one position to No. 3 on the back 
of expansion of ADSL and mobile services, 
while Telekom Srpske leapfrogged to the 
fourth place from the sixth one in 2008, 
driven by a likewise growth of broadband 
Internet and mobile services. The company 
reported a 3.8% rise in 2009 total revenue.

Bosnia’s second-largest power utility 
Elektroprivreda RS moved two positions 
higher to  No. 5 even though its total 
revenue contracted by 3.2% to 208.91 
million euro in 2009. The power producer 
generated 5,629 GWh of electricity thanks 
to favourable hydrological conditions. The 
third and the smallest power company 
in Bosnia, Elektroprivreda HZ Herceg 
Bosne, slid to the ninth place even though 

it achieved a record-high output of 1,940 
GWh in 2009.

Aluminium plant Aluminij is the newcomer 
in the 2009 Bosnia ranking, occupying 
the sixth position with a total revenue 
of 197.58 million euro. Oil derivatives 
supplier Hifa-Oil joined the ranking of 
the 10 largest Bosnian companies in the 
tenth place.

Steelmaker Arcelormittal nosedived to 
the seventh position in 2009 from the 
third place in the previous year due to a 
48% drop in its total revenue last year. 
Engineering company Energoinvest also 
retreated by three positions to the eighth 
place with a total revenue of 171.75 
million euro.

Fuel retailer Energopetrol and coal mining/
energy complex RiTE Ugljevik, presented 
in the 2008 national ranking, failed to 
make it to the Top 10 last year.
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Macedonia at a Glance 
By Euromonitor International

Macedonia’s GDP contracted in 2009 but 
a modest recovery is expected to begin 
in 2010 with stronger rates of growth in 
subsequent years. Approximately 20-25% 
of the population is working abroad but 
unemployment in the domestic economy 
is still over 32%. The current account 
deficit was cut but remains a serious 
threat to macroeconomic stability. Private 
consumption grew slightly in 2009 and is 
expected to grow further in 2010. 

ECONOMIC STRUCTURE 
AND MAJOR INDUSTRIES
Agriculture accounts for about 11% of 
GDP and employs 18% of the work 
force. Macedonia’s 180,000 private 
farmers produce about three-quarters 
of agricultural output on fragmented 
holdings with an average size of only 2.8 
hectares each. Important agricultural 
products include wheat, corn, maize, 
barley, tobacco, fruit and vegetables. 
Dairy farming is also significant. The 
government will spend 10 million euro 
in 2010 to boost farm productivity and 
improve rural infrastructure. Industrial 
output contracted by 7.7% in 2009 as 
many export-oriented firms encountered 
shrinking markets. However, a recovery 
began at the end of 2009 and healthy rates 
of growth are expected in 2010. 

BUSINESS ENVIRONMENT
Privatisation has been largely completed 
but the methods employed allow insiders 
a distinct advantage, resulting in a smaller 
boost in efficiency than had been expected. 
The sale of the few remaining state-owned 
enterprises has slowed down owing to 
lack of investor interest. Property rights 
are weakly enforced and corruption in the 
customs department adds to the cost of 
trading. 

ECONOMIC PROSPECTS
Macedonia’s real GDP fell by 0.7% in 2009 
and growth of 2.0% is forecast for 2010. 
Private consumption, which increased 
only slightly in 2009 as remittances and 
consumer confidence waned, is expected 
to recover in 2010, growing by 4.0% with 
stronger gains anticipated in subsequent 
years.

Remittances reached 19% of GDP in 
recent years but fell slightly in 2009 
as the labour market situation in host 
countries weakened. Inflows of FDI fell 
by approximately 20% in 2009. This was 
similar to the decline in neighbouring 
countries. Unemployment is a serious 
problem which could worsen over time. 
The official jobless rate was 32.2% in 2009. 

The current account deficit fell to 7.3% in 
2009 and is expected to improve slightly 

to reach 6.0% in 2010. A smaller trade 
deficit will be the main reason for the 
decline. However, the imbalance in the 
current account is still a serious threat to 
macroeconomic stability. Public debt is 
expected to rise to around 30% of GDP 
by 2011. 

EVALUATION OF MARKET 
POTENTIAL
Real growth of 4-5% per year is forecast 
in 2011-2014. The government aims to 
achieve sustainable growth of at least 6.5% 
per year over the medium term. The stock 
of FDI is lower than the regional average, 
and substantially less than in Bulgaria, 
Croatia and Romania. An increase will be 
necessary if the government’s target is to 
be reached. 

With high rates of unemployment, high 
youth unemployment, and low rates of 
labour force participation, it appears that 
much of the unemployment is structural 
in nature. This means it will be more 
difficult to reduce. Macroeconomic policies 
must also be more carefully managed 
to avoid the stop-and-go outcomes that 
characterised government budgets in 
recent years. 

Statistical Summary

2008 2009

Inflation (%) 7.2 -0.3

Exchange rate (per $) 41.87 44.1

Lending rate 9.7 10.1

GDP (% real growth) 4.8 -0.7

GDP ($ millions) 9,517.9 9,221.0

Population, mid-year (‘000) 2,040.4 2,041.1

No. of households (‘000) 603.8 609.8

Total exports ($ millions) 3,920.5 2,690.7

Total imports ($ millions) 6,843.6 5,031.8

Source: Euromonitor International, 2010
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Okta Oil Refinery Retains Lead in Macedonia’s 
TOP 10 Ranking

Macedonia TOP 10 (in euro)

No.
SEE 

TOP100 
No.

Company Name Total Revenue 
2009

Y/Y Change in 
Revenue

Net Profit/Loss 
2009

Net Profit/Loss 
2008

1 81 Okta AD 402,420,570 -38.02% 2,148,179 -22,424,148

2 143 Makedonski Telekomunikacii AD 301,897,498 -5.62% 112,944,606 101,850,282

3 153 Makpetrol AD 285,766,267 -27.73% -4,659,214 4,258,746

4 173 Elem AD 265,162,780 32.98% 3,137,013 -3,586,132

5 274 T-mobile Makedonija AD 176,072,302 -2.76% 65,700,846 70,934,266

6 470 Alkaloid AD 79,004,008 9.62% 8,226,920 7,347,820

7 476 USJE AD, Skopje 76,736,970 -9.85% 25,120,788 20,996,379

8 487 Makstil AD 71,513,718 -36.07% 26,433 1,111,869

9 495 Arcelormittal Skopje (CRM) AD 68,763,625 -47.00% -18,924,840 -6,264,436

10 496 Pivara Skopje AD 68,644,079 -6.51% 10,468,637 10,256,110

Macedonia’s Okta oil refinery tops the 
2009 ranking of the 10 largest companies 
in the country for a second year running 
with total revenue of some 402.4 million 
euro, 38.02% down from 2008. The 
company, however, turned to a net profit 
of over two million euro in 2009 from a 
22.4 million euro net loss in 2008. It is 
the sole company from Macedonia that 
entered the SEE Top 100 ranking in both 
2009 and 2008.

There were four newcomers in the 2009 
ranking of the Top 10 Macedonian 
companies: power producer ELEM, cement 
plant Usje, steel plant Arcelormittal 
(CRM) and brewer Pivara.

Out of the ten, only two companies - ELEM 
and drug maker Alkaloid, registered a rise 
in their 2009 total revenue, by 32.98% 
and 9.62%, respectively.

Fixed-line and Internet provider 
Makedonski Telekom and wireless operator 
T-Mobile Macedonia both made it to the 
2009 national ranking, occupying the 
second and the fifth place, respectively.

Makedonski Telekom climbed by one 
position from 2008 even though its total 
revenue fell by 5.62% to nearly 301.9 
million euro in 2009. It posted the biggest 
net profit of 112.9 million euro among 
the 10 companies in the 2009 national 
ranking. 

Macedonia’s largest fuel retailer 
Makpetrol, the last year’s runner up, 
descended to the third place as its total 
revenue fell by 27.73% to over 285.7 
million euro in 2009.. Makpetrol turned 
to a loss of 4.6 million euro last year from 

a 4.3 million euro net profit in 2008.

The state-owned ELEM ranked fourth 
with total revenue of some 265.2 million 
euro.in 2009. T-Mobile Macedonia kept 
its fifth position with total revenue of over 
176 million euro, 2.76% down from 2008.

The sixth, Alkaloid, ended 2009 with a 
total revenue of 79 million euro and a 
12.3% rise in net profit to 8.2 million euro.

Cement plant Usje ranked seventh with 
total revenue of 76.7 million euro in 2009. 
Steel mill Makstil was eighth with total 
revenue of 71.5 million euro in 2009, 
36.07% down from a year earlier, followed 
by steel plant Arcelormittal Skopje (CRM).

Macedonia’s largest brewer Pivara Skopje 
was in the 10th position with a total 
revenue of 68.6 million euro last year.
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Macedonia To Rely on Subsidies, Low-Cost Carriers 
To Improve Air Links with Europe
By Valentina Dimitrievska (SeeNews)

European Union-aspiring Macedonia seeks to 
improve its air links with the rest of Europe 
by subsidizing flights on key destinations and 
bringing in low-cost carriers, aiming to support 
its tourism sector and enjoy the benefits of 
visa-free travel.

The European Union granted a visa-free travel 
to Macedonian citizens as of December 2009 but 
air travel from the country’s capital of Skopje 
to major European cities is still expensive and 
no affordable flights are available to many 
destinations.

Prices of two-way tickets for destinations in 
Europe vary from 150 to 400 euro ($184-$491), 
while the average salary in Macedonia is around 
330 euro. For example, one cannot fly directly 
from Skopje to Warsaw in Poland but should 
transit via Budapest in Hungary or Prague in 
the Czech Republic instead, which makes the 
flight much more expensive.

Macedonian travel agency Orbita offers on 
its website a Skopje-Amsterdam flight for 59 
euro but when airport taxes and other fees are 
included, the price of a two-way ticket soars 
to 227 euro. This is the reason why many 
Macedonian citizens are looking for alternative 
solutions, and travel to Sofia in neighbouring 
Bulgaria to buy much cheaper tickets to Europe. 
Low-cost carriers offer flights for 25 to 50 euro, 
airport tax included, from Sofia to the main 
European destinations.

Passenger service fee at the Skopje international 
airport is 17.5 euro and 16.2 euro at the airport 
of the lakeside resort of Ohrid. Local media 
quoted industry officials as saying earlier that 
other fees and expensive fuel make flights from 
Macedonia very expensive.

Poor air links are also hampering Macedonia’s 

bids to develop its tourism industry. The Skopje 
airport handled less than 600,000 passengers in 
2009, while the airport of Kosovo’s capital of 
Pristina registered 1.2 million travelers last year.

No budget airline operates currently in 
Macedonia and the country is trying to bring 
in some as neighbouring Serbia did, the acting 
director of Macedonia’s Civil Aviation Agency, 
Zoran Krstevski, told SeeNews last month.

“Cheap flights assume entering agreements with 
low-cost carriers, whereas the difference in prices 
should be paid by someone. The Macedonian 
government has set up a working group that 
visited a dozen of discount carriers and we expect 
their interest to increase with the opening of 
air traffic,” Krstevski said. 

The Open Skies project, which Macedonia joined 
by signing the ECAA (European Common 
Aviation Area) agreement in 2006 will create 
new opportunities thanks to the integrated 
aviation market of 36 countries and more than 
500 million people. The project will also lead 
to the establishment of equally high standards 
for air travel safety and security across Europe.

Krstevski said the Macedonian government 
has no plans to set up a national flag carrier 
as it believes this model of operation is an 
outdated one in view of EU-led single aviation 
market project.

Recently adopted amendments to Macedonia’s 
Civil Aviation Law, harmonized with EU 
legislation, set the stage for a PSO (Public 
Service Obligation) model of operation that 
implies holding tenders for the launch of air 
routes that are seen important for the country 
or subsidizing crucial but economically not 
viable links, he said. 

According to Krstevski, municipalities may 
also participate in this model by supporting 
air routes for tourists or other purposes. This 
holds true particularly for the Ohrid airport, 
located near Macedonia’s most popular lakeside 
resort town.

Since gaining its independence in 1991, 
Macedonia, a country of two million people, 
has had several airlines but the state has never 
been a majority owner in any of them.

Palair, Avioimpex and Air Vardar all collapsed 
due to financial troubles and because Macedonia 

is a small market, Krstevski said. The last in the 

chain of collapse was MAT that was grounded 

last year over failure to repay more than 20 

million euro in debt.

Having no flag carrier, however, is not a big 

handicap for Macedonia, having in mind that 

some national airlines in the neighborhood also 

collapsed like Greece’s Olympic Airways and 

Bulgaria’s Balkan Airlines. Serbian flag carrier 

Jat Airways is in deep financial crisis. Elsewhere, 

Italy’s Alitalia has failed, Swiss Air was sold, 

as well as Austrian Airlines, Krstevski said.

The Macedonian air transport can hope for 

brighter skies after Turkey’s TAV announced 

an investment of 200 million euro in the 

international airports in Skopje and Ohrid 

which it started operating under a 20-year 

concession in March. TAV has said it plans 

to attract many foreign airlines and to make 

the Skopje airport a regional hub, following a 

thorough upgrade.

Meanwhile, the emergence of a third 

Macedonian-registered airline, MAT Airways, is a 

sign that things are getting better. MAT Airways, 

owned by Serbian travel agency Kon Tiki Travel, 

was licensed last week to start operations. It has 

said it will fly to many European destinations 

but has revealed no details yet.

Macedonia has another two locally registered 

airlines: passenger carrier Airlift Service and 

Star Airlines, a Macedonian-Turkish company 

licensed for cargo transport.

Seventeen regular international flights are 

operated at the Skopje airport including ones 

to and from Vienna, Istanbul, Ljubljana, Zurich, 

Budapest, Podgorica, Düsseldorf, Belgrade, 

Rome, Brussels, Amsterdam and Prague.

Croatia Airlines, Slovenia’s Adria Airways, 

Austrian Airlines, JAT Airways and Hungary’s 

MALEV Airlines are among the foreign 

airlines that operate regular flights to and 

from Macedonia.
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Albania at a Glance 
By Euromonitor International

Albania Foreign Debt 
(in mln euro)

2007 2008 2009
1,069.3 1,475.3 1,640.4

Source: 1. International Monetary Fund (IMF), International 
Financial Statistics

©2010 Euromonitor International

The Albanian parliament

Albania’s per capita income has doubled 
since 2000 and is now near to that of 
Romania. The informal or “black” economy 
accounts for nearly one-third of Albania’s 
GDP but this share is falling. Remittances, 
which are critical to the country’s economy, 
have been decreasing. Large losses in the 
electricity industry put a major strain on the 
government’s budget and reduce potential 
growth prospects but several privatisations 
are planned in the near future. Roughly a 
quarter of the population still lives below 
the poverty line. 

BUSINESS ENVIRONMENT
The Albanian government’s strategy to 
improve the business environment calls 
for the removal of administrative barriers 
to investment. The privatisation agenda is 
gaining momentum with almost all small and 
medium-sized enterprises having been sold 
off. All commercial banks have been placed 
under private management. The electricity 
industry is in a state of constant crisis. The 
company handling electricity distribution is 
being prepared for privatisation. Selling the 
minority state-owned stake in Albtelecom 
has been approved. Half the proceeds from 
privatisation will be used to reduce public debt.

Poor transport, telecommunications and 
other infrastructure are considered the main 
obstacles to investment. The government 
plans to increase spending on transport 
systems during the current development 
plan. An estimated 6,000 kilometres of roads 
will be rehabilitated by 2013. 

Corruption remains a serious problem. 
Smuggling also flourishes and is believed 
to be one the main sources of income. Both 
problems are a reflection of Albania’s weak 
legal system. In the future, the government 
plans to broaden the tax base, a move which 
should eventually allow a reduction in the 
corporate income tax rate. 

OVERVIEW OF THE 
ECONOMY
Albania was Europe’s poorest country 
for many years, but its per capita income 
more than doubled over the past decade. 
Despite these achievements, the country’s 

economy remains vulnerable on several 
fronts because of a culture of tax evasion, 
significant amounts of long and short-term 
domestic public debt, and weak anti-money 
laundering laws. Investment is badly needed 
to broaden the export base.

The incidence of poverty has been reduced 
from 25% in 2002 to around 18.5% today. 
Poverty is worst in rural areas because family 
farms have low levels of productivity. 

ECONOMIC PROSPECTS
Exports are dropping, remittances have 
declined and lending growth has slowed 
down. Bank credit to the private sector 
is also increasing rapidly but is still the 
lowest in the region (roughly 9% of GDP). 
Inflationary pressures are growing owing to 
rising food and electricity prices. 

Almost one-third of Albania’s population 
works outside the country. The remittances 
they provide help to alleviate poverty and 
drive a boom in housing construction. 
Remittances, estimated at about one  billion 
euro per year in recent years, have begun 
to fall owing to the recession in Western 
Europe. Unemployment is still very high 
though falling (13.2% in 2007) despite the 
large number of Albanian nationals working 
abroad. The problem is that much of this 
income does not create sustainable jobs. 

Privatisation receipts have been used to 
cut public debt to around 54% of GDP. 
The government has set a goal of cutting 

public debt to 50% of GDP by 2011. This 
will require cuts in spending although 
development needs must still be met. 

EVALUATION OF MARKET 
POTENTIAL
Over the medium term, Albania’s economic 
growth will be increasingly driven by rising 
foreign and domestic export-generating 
investment. Public and private consumption is 
expected to fall as a share of GDP as the business 
sector assumes a larger role. Ongoing reforms 
to enhance the efficiency of tax administration 
– combined with a concerted effort to reduce 
the size of the informal economy – should raise 
tax revenue as a share of GDP. 

Sustaining the present growth performance 
will require significant improvements in 
infrastructure and in the investment climate, 
including reforms to strengthen governance, 
property rights protection and the rule 
of law. The large losses in the electricity 
industry put a major strain on the budget 
and reduce growth potential. Collection 
rates in the industry are only around 50%.
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Construction Tie-in Leads Albania TOP 10 

Albania TOP 10 (in euro)

No. SEE TOP100 
No. Company Name Total Revenue 

2009
Y/Y Change in 

Revenue
Net Profit/Loss 

2009

1 136 Bechtel&ENKA Simple Partnership 308,782,670 2.54% 8,866,076

2 167 Operatori i Sistemit te Shperndarjes (OSSH) Sh.a. 270,989,246 83.09% 869,817

3 258 Vodafone Albania Sh.a. 184,465,232 -9.29% 10,205,857

4 296 Albanian Mobile Communication Sh.a. 166,403,971 -19.57% 11,423,601

5 322 A.R.M.O. Sh.a. 156,500,830 -14.33% 1,721,576

6 447 Kastpetrol Sh.a. 93,932,018 N/A 160,564

7 448 Korporata Elektroenergjitike Shqiptare Sh.a (KESH) 92,900,607 -75.85% N/A

8 451 Albtelekom Sh.a. 91,976,151 14.49% 1,026,408

9 459 Kurum International Sh.a. 85,950,955 N/A 344,593

10 462 Taci Oil Sh.a. 83,802,454 2.66% 26,964

Even though no Albanian company made 
it to the 2009 SEE Top 100, the country 
has two representatives in the ranking of 
the 100 biggest companies in Southeastern 
Europe in terms of total revenue per capita 
last year: the construction tie-in Bechtel-
ENKA, which was 136th, and power 
distributor OSSH which was 167th. 

Probably the biggest surprise in the 
separate ranking of the 10 biggest 
Albanian companies in terms of total 
revenue in 2009 was the leader, the tie-
in of U.S. Bechtel and Turkey’s Enka. 
The consortium, with total revenue of 
308.8 million euro in 2009, was assigned 
Albania’s most important infrastructure 
project so far – the construction of 418 
million euro 55-kilometre section of 
a motorway linking Albania’s largest 
Adriatic port of Durres with Pristina, the 
capital of the neighbouring landlocked 
Kosovo. The consortium will also build 
Kosovo’s part of the motorway worth 
800 million euro after it was awarded the 
contract in April 2010.

Telecommunication and electricity 
companies dominate the national ranking 
in Albania. Most of the 10 biggest 
companies are wholly or majority foreign-
owned. 

Power distributor OSSH, once part of 
state-run power monopoly KESH, is the 
second largest company in the ranking 
with total revenue of 271 million euro. 
Czech state-owned power group CEZ last 
year bought 76% of OSSH for 102 million 
euro and pledged to invest at least 200 
million euro in it to reduce power thefts 
and transmission losses.

KESH was seventh among the Top 10 
largest companies in Albania last year even 
though its total revenue plunged some 
76% on an annual basis to 92.9 million 
euro. 

The three largest Albanian telecoms are all 
present in the ranking. Wireless operator 
Vodafone Albania, part of the Vodafone 
Group, ranked  third with 184.5 million 
euro in total revenue, while its peer 
Albanian Mobile Communications (AMC), 

part of Greece’s Cosmote, ranked fourth 
with total revenue of 166.4 million euro. 
Dominant telecoms group Albtelecom 
owned by a consortium between Turk 
Telekom and Turkey’s Calik Enerji, 
ranked eighth with 92 million euro in 
total revenue. 

Albania’s sole oil refinery ARMO was fifth 
with revenue of 156.5 million euro in 2009. 
A tie-in of U.S.-based Refinery Associates 
of Texas and Swiss-based companies Anika 
Enterprises and Mercuria Energy Group 
bought 85% of the company in 2008. 
The consortium’s CEO is Rezart Taci, who 
owns Albanian fuel distributor Taci Oil, 
the company that ranked tenth with 83.8 
million euro in total revenue in 2009.

Another fuel distributor, domestically-
owned Kastpetrol, was sixth in the national 
ranking. Its 2009 revenue totalled 93.9 
million euro.

Steel producer Kurum International, part 
of Turkish group Kurum, was the ninth 
largest Albanian company with total 
revenue of 86 million euro.
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Moldova at a Glance 
By Euromonitor International

Moldova Current Account Balance
2005 2006 2007 2008 2009

$ mln -226 -389 -674 -987 -428

As % of GDP -7.6 -11.4 -15.3 -16.3 -7.9

Sources: 1. Current Account Balance as % of GDP: Euromonitor International from national statistics
2. Current Account Balance: Euromonitor International from International Monetary Fund (IMF), International Financial Statistics

©2010 Euromonitor International

The Moldovan parliament

Moldova is one of the poorest countries 
in Europe. Remittances have plummeted 
since Russia slipped into recession and 
Moldova, itself, is experiencing a sharp 
recession. Any recovery may be several 
years away. Progress in structural reforms 
is slow but the government is making 
efforts to improve the business climate. 
Moldova’s public sector still dominates the 
economy and is much larger than that in 
neighboring countries.

ECONOMIC STRUCTURE 
AND MAJOR INDUSTRIES
The economy depends heavily on 
agriculture. Crops include fruit, vegetables, 
grapes and tobacco. Farm output rose 
in 2009. Half the country’s population 
depends on subsistence farming. The 
agricultural sector is still largely in 
government hands. Wine exports are 
recovering after a dispute with Moscow 
resulted in a temporary embargo by Russia. 

Light industry consists mainly of textiles 
and consumer goods. Low labour costs 
give these firms a competitive advantage. 
In addition, there is a modest chemical 
industry. There is some evidence of a 
shift of resources and employment into 
manufacturing (mainly textiles).

BUSINESS ENVIRONMENT
Progress in structural reforms is slow. 
Despite efforts to simplify licensing and 
business registration, there has been no 
significant improvement in the business 
climate. Officials hope to accelerate the 
privatisation programme and the sale 
of a large bank is nearing completion. 
Corporate income taxes have been reduced 
and an amnesty has been granted. These 
moves are partly designed to encourage 
inflows of FDI. Other reforms aimed at 
improving the investment climate are 
underway.

The government plans to cut employment 
in the public sector by 2010 but has 
recently agreed to grant a large increase 
in public wages.

The government has issued a list of firms 

it intends to privatise but interference in 
the private sector, including formal and 
informal restrictions on exports of certain 
agricultural goods, remains a barrier to 
reform. Corruption is widespread and 
governance weak.

OVERVIEW OF THE 
ECONOMY
The economy was growing prior to the 
global recession though disputes with 
Moscow slowed progress. The country was 
especially hard hit by the global downturn. 
Exports and inflows of foreign investment 
both fell. Remittances have traditionally 
been several times greater than FDI, and 
are among the highest of any country in 
central Europe but they declined during 
2009. 

GDP contracted by a surprising 8% in 
the first half of 2009, while domestic 
demand dropped even faster. Poverty 
and unemployment rates have soared. 
Moldovan nationals continue to emigrate 
at a rapid pace. The government estimates 

that more than 500,000 have left the 
country to work abroad, either in Western 
Europe or Russia. 

ECONOMIC PROSPECTS
The economy shrank by 9.0% in 2009 and 
no growth is forecast for 2010. Demand 
is being driven by investor interest and 
a vigorous privatisation programme. The 
economy is especially competitive in low 
value-added industries such as textiles.

The current account deficit fell to 11.8% 
of GDP in 2009 as the economy collapsed. 
It is expected to rise again as economic 
activity recovers and will continue to 
present a serious threat to progress. 

Prices are higher than regional standards 
and efforts to control inflation were 
hurt by the adverse effects of a drought. 
Promoting domestic savings and exports 
through growth oriented and structural 
reforms is the government’s key medium-
term challenge, the IMF said earlier this 
year.
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Energy Firms, Telecoms Keep Lead in Moldova 
Ranking

Moldova TOP 10 (in euro)

No. SEE TOP 
100 No. Company Name Total Revenue 

2009
Y/Y Change in 

Revenue
Net Profit/Loss 

2009
Net Profit/Loss 

2008

1 236 Moldovagaz SA 201,177,064 -54.57% -52,644,518 25,952,863

2 364 Moldtelecom SA 135,220,338 -9.09% 27,665,313 26,746,969

3 384 Orange SA 125,827,565 8.84% N/A 67,673,776

4 465 Energocom SA 81,660,036 -24.72% 560,917 500,971

5 510 CET2 SA 64,864,794 2.65% 2,149,252 81,484,352

6 552 Floarea Soarelui SA 48,510,775 -26.19% 1,345,727 5,945,272

7 553 Suedzucker Moldova SA 48,084,818 50.53% 1,893,532 4,791,549

8 554 Tirex-Petrol SA 47,687,014 -34.16% 840,949 3,301,873

9 557 Moldcell SA 39,978,780 -9.07% N/A 7,338,610

10 559 RED Nord SA 38,467,054 4.90% -2,231,773 4,322,930

Gas utility company Moldovagaz and 
telecommunication services provider 
Moldtelecom retained their positions at 
the top of the national ranking of the 10 
biggest companies in Moldova in terms 
of total revenue in 2009 for a second year 
running.

The leader of the 2008 ranking, 
Moldovagaz, by, ranked first again in 2009 
with a total revenue of almost 201 million 
euro. The company, majority owned by 
Russia’s Gazprom, ended last year with 
a 53 million euro loss mainly due to the 
depreciation of the Moldovan leu currency 
against the U.S. dollar. 

Just like in 2008, Moldtelecom was second 
in the national ranking for 2009. It had 
a total revenue of 135.2 million euro 
last year. Besides fixed-line telephony 
Moldtelecom provides wireless services 

under the Unite brand. The company has 
a market share of 98.96% in the fixed-line 
segment in terms of sales.

The two biggest Moldovan wireless 
operators, Orange and Moldcell, also 
made it to the ranking, at the third and 
the ninth position, respectively. Orange 
moved higher from the fourth position in 
2008, while Moldcell retained its place.

Orange, present in Moldova since 1998, 
had 1.83 million subscribers in the country 
of four million people at the end of 2009. 
It covered 98.8% of Moldova’s territory 
and 99.4% of its population last year.  
Moldcell, which started operations in 
2000, covered 97.15% of territory and 
96.81% of population at the end of 2009. 
It had 845,964 subscribers at the end of 
last year.

Two electricity companies are the 

newcomers to the 2009 Top 10 national 
ranking - electricity trader Energocom 
and power distributor RED Nord. The 
two companies occupied the fourth and 
the last position, respectively.

The national ranking also includes two 
companies, operating in the food sector 
- the country’s largest sugar producer 
Suedzucker Moldova, a unit of Germany’s  
Suedzucker, and edible oil producer 
Floarea Soarelui. Suedzucker Moldova 
moved higher to the seventh position 
from the tenth place in the 2008 ranking. 
Floarea Soarelui ranked sixth, unchanged 
from 2008 

The aggregate total revenue of the top 10 
Moldovan companies was 831.5 million 
euro in 2009.
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Montenegro at a Glance 
By Euromonitor International

Montenegro’s recession is expected to last 
through 2010. The country’s dependence 
on tourist receipts, foreign investment and 
easy credit has been undermined by the 
global recession. The informal economy 
is thought to generate as much as 40% 
of GDP. Unemployment remains in 
double digits and could rise further as the 
economy struggles. 

ECONOMIC STRUCTURE 
AND MAJOR INDUSTRIES
Manufacturing makes up just 6.0% 
of GDP. The most dynamic industries 
are machine building and chemicals. 
Aluminium processing is the dominant 
industry. Steelmaking and food 
processing are other significant industries. 
Manufacturing output contracted in 2009 
and the recovery will be a modest one. 

Tourism accounts for about two-fifths of 
all export earnings and employs almost 
30,000. Arrivals have risen in recent years 
but the real value of tourist receipts fell 
by 8.0% in 2009. A modest recovery is 
expected in 2010. However, investment of 
60 million euro is underway and revenues 
are expected to triple during the course of 
the coming decade. 

BUSINESS ENVIRONMENT
The banking sector, telecommunications, 
and oil imports and distribution in 

Montenegro are 100% privately owned. 
The government has passed new legislation 
which will improve the environment for 
business development, investment and 
economic growth. The government has set 
a flat corporate profit tax of 9% and a flat 
personal income tax of 15% (to be lowered 
to 9% in 2010). The labour market 
remains rigid, limiting the ability of firms 
to restructure. 

OVERVIEW OF THE 
ECONOMY
Montenegro’s economy grew steadily 
between 2003 and 2008 and inflation 
slowed after the adoption of the euro as 
a legal tender in the country. Demand 
was supported by large increases in 
credit. Employment and wages rose and 
unemployment fell sharply from 30.3% in 
2005 to 16.8% at the end of 2008. The 
country experienced a property boom in 
2006 and 2007 with wealthy Russians 
and Europeans buying property along the 
coast. However, the economy slipped into 
recession in 2009 when property prices 
fell by more than 50%. Real GDP fell by 
7.0% over the year. 

ECONOMIC PROSPECTS
Real GDP is forecast to fall by 1.7% in 
2010 but a strong recovery should begin 
in 2011. The start of a major highway 

project could boost growth in the medium 
term. Other factors governing economic 
prospects include future trends in minerals 
prices and inflows of foreign investment. 

As domestic demand weakened, the 
country’s huge current account deficit fell. 
In 2008, it was equivalent to more than 
50% of GDP but fell to 27.2% of GDP in 
2009 and should decline further to 17.0% 
in 2010. Improvements in competitiveness 
will be essential to alleviate fears that the 
current account balance will worsen again 
once the economy gains strength. Public 
debt has risen to 39% of GDP and could 
rise further in the medium term. To reverse 
this trend, harsh cuts in capital spending 
and wages are being imposed. 

Unemployment rose to 18.6% in 2009 
and is expected to exceed 27% this year. 
It should fall in subsequent years as the 
economy recovers but could still remain 
over 20%. 

Inflows of FDI fell by 90% in 2008 and 
virtually disappeared in 2009. Most of 
this decline was due to the deteriorating 
global economy but there are also fewer 
local companies that are attractive to 
foreign investors. Continued losses in 
competitiveness are likely to have a 
negative impact on foreign investment.

Statistical Summary

2008 2009

Inflation (%) 9.0 3.6

Exchange rate (per $) 0.7 0.7

Lending rate 9.2 9.4

GDP (% real growth) 6.9 -7.0

GDP ($ millions) 4,516.3 4,086.8

Population, mid-year (‘000) 627.4 628.6

No. of households (‘000) 184.2 184.9

Total exports ($ millions) 983.7 878.2

Total imports ($ millions) 2,387.6 2,112.3

©2010 Euromonitor International
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Power Utility, Two Telecoms TOP 10 
Montenegrin Ranking Again

Montenegro TOP 10 (in euro)

No.
SEE 

TOP100 
No.

Company Name Total Revenue 
2009

Y/Y Change in 
Revenue

Net Profit/Loss 
2009

Net Profit/Loss 
2008

1 137 Elektroprivreda Crne Gore A.D. 306,165,802 2.08% 4,142,268 -17,607,696

2 371 Crnogorski Telekom A.D.* 128,942,319 -7.51% 28,613,501 24,641,067

3 455 Telenor D.O.O. 87,866,200 -6.72% 24,800,000 39,600,000

4 494 Rudnik Uglja A.D. 69,008,249 48.82% -12,883,509 -5,242,324

5 517 Roksped D.O.O. 62,751,760 -10.60% 2,006,036 2,698,580

6 520 Montenegro Airlines A.D. 61,455,682 -0.49% -3,984,559 -701,347

7 525 Kombinat Aluminijuma Podgorica A.D.** 59,785,927 N/A -31,966,532 N/A

8 543 Plus Commerce A.D. 54,167,317 -6.68% 48,132 123,316

9 562 13 Jul - Plantaze A.D. 32,423,175 -7.59% 3,102,610 5,529,993

10 568 Crnagoraput A.D.*** 26,393,578 31.52% -4,218,006 -11,206,495

* the data is from the consolidated report
** denotes total revenue for the first nine months of the year

*** denotes pre-tax profit

State-controlled electricity company 
Elektroprivreda Crne Gore (EPCG) took 
the pole position among the Top 10 
companies in Montenegro for a second year 
running in 2009, with total revenue rising 
2.1% to 306.16 million euro. After two 
years in the red, the company ended last 
year with a net profit of 4.14 million euro. 
In 2009 the Montenegrin government sold 
a stake of 43.7% in EPCG for 413 million 
euro to Italian regional utility A2A.

The 2008 runner-up Crnogorski Telekom 
kept its second position among the 10 
leading companies in Montenegro in 2009 
despite a drop of 7.5% in its total revenue. 
The company added almost 4.0 million 
euro to its net profit last year, probably due 

to the rising number of ADSL customers 
and IPTV viewers, as well as prosperous 
mobile telephony trade. 

Montenegro’s leading mobile telephony 
provider Promonte, which in May 2009 
was rebranded to Telenor, ranked third 
again. Telenor held a 37.16% share of the 
Montenegrin mobile telephony market in 
December 2009 with 480,871 clients.

Coal mining company Rudnik Uglja, a 
newcomer to the 2009 national ranking, 
made its debut straight in the fourth place 
with a total revenue of 69 million euro, an 
increase of nearly 50% from 2008.

Another four newcomers - car importer and 
dealer Roksped, flag carrier Montenegro 
Airlines, aluminium plant Kombinat 

Aluminijuma Podgorica and retail chain 
Plus Commerce, occupied positions from 
five to eight, pushing the 2008 No. 4, wine 
producer 13 jul – Plantaze, down to the 
ninth place. The aluminum plant could 
have climbed even higher as it was ranked 
on the basis of its nine-month results only 
and the No. 5 position is just 1.3 million 
euro away.

Montenegrin road builder Crnagoraput 
entered the Top 10 national ranking in 
2009 in the 10th position thanks to  a 
31.5% rise in its total revenue to 26.4 
million euro.

The Top 10 Montenegrin companies had a 
combined total revenue of 888.96 million 
euro in 2009.
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Q: Montenegro recorded a significant rise in FDI 
[foreign direct investment] during the past years. 
Do you expect this trend to continue in 2010?

A: The inflow of foreign direct investment to 
Montenegro in 2009 was record high – over 
1.0 billion euro. However, this should not 
cloud our judgment but serve as a constant 
reminder. If we want to sustain the upward 
trend in foreign investment recorded in 
the past five years, we should make less 
mistakes and compromises, be faster and cut 
red-tape. The inflow of foreign investment 
in 2010 will depend on the readiness to 
implement big projects, because without a 
single major project, we will hardly reach the 
2009 level of investment. The energy sector 
has come into focus and, in my opinion, 
this momentum should be maintained. The 

competitive advantages of the Montenegrin 
economic system compared to other 
countries will be crucial for a further, even 
bigger foreign investment influx. Although 
they are of major significance, tax rates are 
not the only thing investors are interested 
in.  The rule of law, free trade, a smaller 
role for the government in the economy 
are important as well.

Q: Don’t you think it is too early for the opening-
up of the energy sector in Montenegro?

A: No, just the opposite. I think we 
are already late. Just to remind you, 
the privatisation of Montenegro’s 
telecommunications sector drew a lot of 
criticism. However, today we have three 
very prominent mobile operators, 12-13 
internet providers, many new products, a 
downward trend in service charges, solid 
regulation and, what is most important, a 
telecommunications system that provides a 
basis for fast business development.  We need 
to have all this in the energy field as well. 
Without competition in the energy sector 
we won’t be able to meet the expectations 
of consumers, regardless of whether they 
are companies or households, and what they 
expect is a quality product and lower prices. 
We have already signed the [country’s] first 
contracts for the construction of wind power 
stations with Spain’s Fersa and Japan’s 
Mitsubishi, a tender for the construction 
of four hydro power plants on the Moraca 
river is in progress, while a tender has been 
opened for a solar power development 
strategy and for the implementation of 

the first project on this rapidly changing 
segment.  Together with other already 
identified projects, the energy sector could 
attract investments of over 4.0 billion euro. 
Investments of this type should not be 
choked off by bureaucratic and technocratic 
ways of understanding the economy. Do you 
remember the story about Professor Erhard? 
Many link the boom of the German economy 
after World War II with Ludwig Erhard – a 
virtually unknown professor of economics 
from Furth. He based the reconstruction of 
the German economy not on planning but 
on competition. When U.S. general Lucius 
Clay called him and asked how he came up 
with the idea of changing the regulations, 
which is beyond his responsibilities, he 
answered: “Pardon me, but I did not change 
the regulations. I cancelled them.”  

Q: Is the economic crisis having an impact on 
the investment in Montenegro?

A: It depends. The crisis has not ended yet. 
Those companies that have made use of 
the crisis to restructure, cut costs, improve 
competitiveness and win new markets will 
have a huge advantage. The firms which 
have failed to do so, and there are plenty 
of them in Montenegro, will have to pay 
a price for waiting around, reacting slowly 
and delaying tackling their problems. This 
will be a year of great collapses.   Some well-
known firms will start to disappear. At the 
same time, completely new and unknown 
ones will emerge, some of them will become 
leaders in the next 10-20 years or more. 
The challenge facing the Montenegrin 
Investment Promotion Agency is to identify 
precisely such firms. 

In addition, never in the history has so much 
money been pumped into the system as has 
during the last crisis. If there is someone who 
reckons this will solve the problems with 
bad debt, failed real estate deals, expensive 
and inefficient business operations, etc, 
they are under a big illusion. Economic 
problems have never been successfully 
solved by printing money. If it were possible, 
perhaps there would be no need to have an 
economic system. 

Interview: Montenegro Sees Entrepreneurship and 
Energy Sector as Key FDI Drivers

Petar Ivanovic, Chief Economic Advisor to the 
Montenegrin Prime Minister
CEO Montenegrin Investment Promotion Agency
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Q: What do you think Montenegro should do to 
exit the crisis as soon as possible? 

A: First, we should put in more work. I am 
constantly saying that value is created in 
the private sector, which is not as strong 
as many in Montenegro think. Next, 
we need to return to the philosophy of 
entrepreneurship and the strengthening 
of economic freedom. It seems to me that 
we have been neglecting this philosophy 
and investors have started to take note. 
Montenegro will miss out on its development 
opportunities if we systematically blend into 
the European Union. We have our own 
economic identity and should develop it 
further.  In my opinion, yielding blindly to 
every request that comes from a European 
address will not strengthen but, on the 
contrary, will weaken our economy. To avoid 
any misunderstanding, I am not referring 
to the European economic values related 
to competition, free trade, free enterprise 
or the rule of law, but to those related to 
the quiet and less visible harmonization 
which bureaucratically and slowly wipes out 
Montenegro’s competitive advantages. And 
thirdly, we need to rely more on knowledge 
and less on political compromise.

Q: Not long ago, the Montenegrin government 
adopted a decision to allow business people to 
receive a Montenegrin passport by investing in 
the country. How would you comment on this 
decision?

A: As a logical step in the further 
democratisation of the society! If we talk 
about the concept itself, it’s not news. 
The opportunity to get a Montenegrin 
passport already existed although this 
fact is hardly mentioned in any of the 
recent comments. However, with the 
new [citizenship programme] guidelines, 
this sphere becomes regulated in a more 
transparent way. There are more criteria. 
One of them is an investment of at least 
a million euro in the core capital of a new 
business, employment of 20 Montenegrin 
citizens, implementation of new technologies 
and an increase in exports. Do you see 
anything that is bad for Montenegro, its 
citizens or for our economy in such criteria? 
If [Portuguese football manager Jose] 
Mourinho agrees to become a trainer of 
some football club in Montenegro and is 
successful, everyone will support the idea 
that he receive Montenegrin citizenship. But 
if we succeed in bringing a Mourinho into 
the economy and he manages to provide 

work for our citizens who are now jobless and 
increases exports, then the matter becomes 
controversial straight away.  

Q: But is there potential for abuse that would, for 
example, lead to the laundering in Montenegro 
of the money of rich people or people that do not 
operate within the confines of law?

A: Firstly, the [citizenship programme] 
guidelines set out the criteria for assessing 
whether there is economic interest for 
Montenegro in someone receiving a 
citizenship. This means you will not 
automatically receive citizenship if you 
have invested a million euro and met the 
remaining criteria I have already mentioned.

Secondly, as far as money-laundering is 
concerned, all indicators point to the use of 
cash in Montenegro decreasing from year to 
year. All kinds of cross-border transactions 
are made through A-list banks which have 
well-developed procedures to trace the 
origin of the money. Banks do not deal 
with perception problems, respectively with 
the problem whether we think someone is 
laundering money, but they deal with the 
practical problem whether the origin of 
the money meets the legal requirements 
of this country or not. This further means 
that, if an investor arrives who wants to 
invest his money in Montenegro, he should 
transfer this money from his parent bank 
through a foreign bank that is on the A 
list to a bank that is active in Montenegro 
and only then set out to do business. It 
means such an investor should first scam 
the bank in his home country, then one of 

the correspondent banks and, eventually, 
one of the local banks before beginning his 
operations in Montenegro. 

Thirdly, there will always be good and 
bad people, good and bad investors, 
those who respect the laws and those who 
violate them. Nevertheless, the decision-
making instruments are in the hands of 
the Montenegrin institutions and not in 
those of potential investors who would try 
to abuse this mechanism. 

Q: Are there any other criteria to obtain 
Montenegrin citizenship?

A: Yes, there are criteria applied to individuals 
who buy real estate on Montenegrin territory 
worth at least 1.5 million euro, on which 
they pay a value added tax, as well as criteria 
that apply to combined requirements for the 
purchase of real estate and securities and 
for making a deposit, on the one hand, or 
a donation to the Montenegrin budget, on 
the other, all with a total value of 500,000 
euro. The verification process and procedures 
are the same as the ones for the investors, 
although here the target group is different 
and comprises top experts and business people 
with irrefutable international reputation. 

Q: What have been the first reactions of foreign 
businessmen and investors to the [citizenship 
programme] guidelines the Montenegrin 
government has adopted?

A: The first reactions have been positive and 
dominated by optimism that Montenegro, as 
a young country, could attract the attention 
of prominent business people in this way, 

Mamula Island - a challenge for investors with a vision
Source: MIPA
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which would further boost our image and 
raise business standards. Business is like 
oil, it does not mix with anything else 
than business! I hope that the standards of 
behavior will also change fast, especially on 
the political arena. It would be great when 
the mindset in Montenegro also changes a 
little bit, but this will happen. It all takes 
time!

Q: During your contacts with investors, have 
you ever experienced a desire by some of them to 
obtain Montenegrin citizenship?

A: Yes, I have, but not as much as people 
here might think. Generally, people in 
Montenegro pay very little attention to 
the efforts to understand the meaning of 
the term competition and the effects that 

competition produces. Nowadays, the 
competition among the countries vying to 
attract people who have money to invest 
is bigger than ever! The largest number of 
such people has no need to obtain another 
citizenship unless they see some benefit in 
getting it. This benefit should be provided 
by the system we are building. For example: 
lower taxes, better education, better health 
services, greater ease of doing business, 
better connections with the world, etc. If 
these benefits do not exist, then there will 
be no need to seek citizenship. During a 
Formula 1 race in Monte Carlo [racing 
team owner] Gianni Agnelli once told a 
curious journalist: “They have a faster car. 
We have a faster driver. We could improve 
the car. They cannot improve the driver.” 

Foreign direct investment in Montenegro is 
the driver and we have to adjust the further 
development of the system to him.

FOREIGN INVESTORS - 
SUMMARY
In the past five years, Montenegro has 
not only recorded a continuous rise in 
foreign direct investment but has also been 
constantly increasing the number of active 
foreign companies (in the 2005-2009 period 
this number rose from 1,145 to 5,070). At 
the same time, the number of the countries 
the foreign investors are coming from has 
also increased to 86, which indicates the 
very high level of openness our economy has.

Table 1. Countries of origin of the largest investors in Montenegro

Country of origin Investor Investment in Montenegro

Norway Telenor ProMonte (greenfield)

Canada PM Securities Arsenal Tivat (Porto MNE) (greenfield)

Italy A2A Elektroprivreda Crne Gore

Egypt Orascom Development Lustica Peninsula (greenfield)

Luxembourg CVC Capital Partners Niksicka Brewery

Turkey Gintas Mall of Montenegro (greenfield)

France Societe Generale Podgoricka Banka

Germany T-Com Telecoms

Hungary OTP CKB Banka

Japan Daido Metal, Mitsubishi ILK Kotor, Energy

Singapore Aman Sv.Stefan Hotels

The Netherlands Ogalar M:tel  (greenfield)

Russia Rusal; Salomon Enterprise, Luk Oil KAP; Rudnici Boksita; Oil products

Croatia Agrokor; Dalmacijacement Printing, Industry

Serbia Delta Delta City Mall (greenfield)

Belgium Royal Tourism (greenfield)

U.S. Microsoft; Go Daddy; Hilton Web domain; Crna Gora Hotel

Slovenia HIT Nova Gorica; NLB Banka Hotel Maestral; Banking

Switzerland BT International 4. Novembar

Austria Erste, Hypo Alpe Adria Group Banking (greenfield)

UK Bappler and Jacobson Hotel Avala

Spain Fersa Energy (greenfield)

Greece Hellenic Petroleum Oil products

Source: MIPA
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Romania
Official name: Republic of Romania; Territory: 238,391 sq km ; Capital: Bucharest 
Official language: Romanian; Political system: Parliamentary republic

Romania is bordering the Black Sea, 
Bulgaria, Hungary, Moldova, Serbia and 
Ukraine. The Carpathian mountains 
dominate its landscape. The Danube river, 
running along Romania’s southern border 
and flowing into the Black Sea, gathers 
all the river flow from the country, before 
creating the largest delta in Europe. Modern 
Romania was born in 1859, when the 
principalities of Moldav ia and Wallachia 
merged, and became an independent state 
in 1877. The country was expanded in 1918 
when Transylvania, Bucovina and Basarabia 
were included. Nearly 87% of Romania’s 
population is Orthodox Christian and 4.7% 
is Roman Catholic. Around 6.6% is of 
Hungarian origin, while 2.5% is Roma.

Main political parties: Democratic-Liberal Party (PD-L), Social Democratic Party 
(PSD), National Liberal Party (PNL), Democratic Union of the Hungarians in 
Romania (UDMR)

22.21 million Leu (RON) GMT +2

History and Population

Politics

President:
Traian Basescu, of 
the PD-L, elected 
for a second 
consecutive term in 
December 2009

International Affairs

Religion/ethnic map

Romania became a member of NATO in 
2004 and joined the EU in 2007. In June 
2009 Romania voted for the second time 
for Members of the European Parliament. 
The Social Democratic Party, which ran on 
a joint ticket with the smaller Conservative 
Party, won 11 out of the 33 seats allocated 
to the country. The Democratic-Liberal 
Party sent 10 representatives to the 736-
seat European Parliament. Romania was 
among the eleven countries which in 
1992 founded the Black Sea Economic 

Government Borrowing

Economics

(Source: CIA, July 2009 est.)

 Orthodox Christians
 Catholic Christians
 Protestant Christians
 Penticostals
 Others 

 Romanians
 Hungarians
 Roma
 Other

  PD-L
  PSD-PC
  PNL

  UDMR
  Mixed parliamentary group

  PD-L
  PSD-PC
  PNL
  UDMR

  Minorities other than 
Hungarians

  Independents 

  Avg CPI
  Real GDP (Y/Y pct change)

  Jobless rate (pct of workforce)

Source: Romania’s Chamber of Deputies

Source: Romania’s Central Bank

Source: Romania’s Central Bank

Romanian National Assembly

Main Economic Indicators

Foreign Direct Investment (mln euro)

Senate

Chamber of Deputies

-2
-4
-6
-8

0
2
4
6
8

10

2005 2006 2007 2008 2009

2005 2006 2007 2008 2009
0

1 000
2 000
3 000
4 000
5 000
6 000
7 000
8 000
9 000

10 000

Romania is a parliamentary republic with a 
bicameral legislature. The lower house, the 
Chamber of Deputies, has 334 seats, and 
the upper one, the Senate, has 137 seats. 
The president is the head of state and 
has the right to veto legislation but the 
position is largely ceremonial. The centre-
right Democratic-Liberal Party, PD-L, and 
the leftist Social Democratic Party, PSD, 
won the most votes in the November 2008 
general election and formed a coalition 
cabinet. The head of PD-L, Emil Boc, 
became prime minister, replacing Calin 
Popescu Tariceanu, of the National Liberal 
Party (PNL). In October 2009 PSD left 
the ruling coalition and Boc’s minority 
cabinet lost a no-confidence vote shortly 
after. Following two unsuccessful PM 
nominations, President Traian Basescu 

named Boc for premier and parliament 
endorsed him.

Cooperation (BSEC) organisation. The 
country is a member of the World Trade 
Organization and the Organisation for 
Security and Co-operation in Europe.

Foreign debt as of end-2009 (bln euro)

Short-term foreign debt 38

Long/medium term foreign debt 28

- Public debt 16

- State-guaranteed debt 7

- Non-guaranteed debt 5

Foreign resident deposits 6

Total foreign debt 80.2

Source: Romania’s Central Bank

Budget Balance (% of GDP)
2005 2006 2007 2008 2009

-1.2 -2.2 -2.5 -5.4 -8.3
Source: Eurostat

Current Account Balance (% of GDP)
2005 2006 2007 2008 2009

-8.7 -10.4 -13.4 -11.8 -4.5
Source: Romania’s Central Bank



page 112

112 SEE Country Scorecards

SEE Country Scorecards

Bulgaria
Official name: Republic of Bulgaria; Territory: 110,550 sq km; Capital: Sofia 
Official language: Bulgarian; Political system: Parliamentary republic

Main political parties: GERB (Citizens for European Development of Bulgaria), Bulgarian 
Socialist Party (BSP), DPS, Ataka, The Blue Coalition 

President:
Georgi Parvanov, 
of the BSP, 
re-elected in 
October 2006 for 
a second term

7.56 million Lev (BGN) GMT +2

Located in the Balkans, Bulgaria offers 
a highly diverse landscape: the north is 
dominated by the vast lowlands of the 
Danube and the south by highlands and 
elevated plains. In the east, the Black 
Sea coast attracts tourists all year round. 
Founded in 681, Bulgaria is one of the oldest 
states in Europe. The country’s history has 
been marked by its location near Europe’s 
frontier with Asia. Some 85% of Bulgarians 
is Orthodox Christian and 13% is Muslim. 
Around 10% of the population is of Turkish 

origin, while 3% is Roma.

History and Population

Politics

Bulgaria is a parliamentary republic with 
a 240-seat unicameral chamber elected 
for a four-year term. Former Sofia Mayor 
Boiko Borisov became Bulgaria’s prime 
minister on July 27, 2009, after his centre-
right GERB party won the most votes in 
the July 5, 2009 parliamentary elections. 
GERB now has 117 seats in parliament. 
The Socialist-led Coalition for Bulgaria has 
40 seats, followed by the ethnic Turks’ DPS 
party with 37 seats. Strongly nationalist 
Ataka party has 21 representatives in 
parliament. The Blue Coalition, comprising 
the Union of Democratic Forces, SDS, and 
Democrats for Strong Bulgaria, DSB, led 
by ex-premier Ivan Kostov, has 14 seats, 
and 11 MPs are independent. 

International Affairs

Government Borrowing

Bulgaria became a member of NATO in 
2004 and joined the EU in 2007 together 
with Romania. It has set March 2011 as a 
target date for accession to the Schengen 
zone. In 2009 Bulgaria held its second 
elections for Members of the European 
Parliament. GERB won 5 seats, while 
the Socialist Party won 4 seats. Bulgaria 
was among the eleven countries, which 
in 1992 founded the Black Sea Economic 
Cooperation (BSEC) organisation. 
Bulgaria is a member of the UN since 
1955. It was a non-permanent member 
of the UN Security Council for the period 
2002-2003.
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Foreign debt as of end-2009 (mln euro)

World Bank 1,052.2

EBRD 619.4

EIB 649.7

Other Multilateral 
Organizations 307.5

General Government 132.3

Monetary Authorities 6.3

Banks 13,123.8

Other Sectors 6,047.5

Traded Debt Securities 1,283.1

Long-term Intercom-
pany Lending 14,483.9

Total 37,705.8

Source: Bulgarian National Bank

Economics

  Avg CPI (Y/Y pct change)
  Real GDP (Y/Y pct change)

  Jobless rate (pct of workforce)

Sources: Eurostat. Bulgaria’s Statistics Office

Source: Euromonitor International

Main Economic Indicators

Foreign Direct Investment (mln euro)

-6,0
-4,0
-2,0
0,0
2,0
4,0
6,0
8,0

10,0
12,0
14,0

2005 2006 2007 2008 2009

0,00
1 000,00
2 000,00
3 000,00
4 000,00
5 000,00
6 000,00
7 000,00
8 000,00
9 000,00

10 000,00

2005 2006 2007 2008 2009

Budget Balance (% of GDP)

2005 2006 2007 2008 2009

1.9 3.0 0.1 1.8 -3.9
Source: Bulgarian National Bank

Current Account Balance (% of GDP)

2005 2006 2007 2008 2009

-12.4 -18.4 -26.8 -24.0 -9.4
Source: Bulgarian National Bank

Source: Bulgaria’s Statistics Institute



www.top100.seenews.com

page 113

113SEE Country Scorecards

SEE Country Scorecards

Serbia
Official name: Republic of Serbia; Territory: 77,474 sq km (Source: CIA); Capital: 
Belgrade; Official language: Serbian; Political system: Parliamentary republic

Main political parties: Democratic Party (DS), Socialist Party of Serbia (SPS), G17 Plus, 
Serbian Radical Party, Serbian Progress Party (SNS), Democratic Party of Serbia 
(DSS), Liberal-Democratic Party (LDP)

7.38 million Dinar (RSD) GMT +1

President:
Boris Tadic, of 
DS, re-elected in 
May. 2008

Serbia is located in the centre of the 
Balkan peninsula with key transport 
corridors linking Europe and Asia crossing 
its territory. Serbia became one of the 
six constituent republics of the Socialist 
Yugoslav Federation after World War II. 
The federation disintegrated in the 1990s 
in a series of ethnic wars. In 1992, the 
governments of Serbia and Montenegro 
agreed to create a new Yugoslav federation 
called the Federal Republic of Yugoslavia. In 
2006, Montenegro declared independence 
from Serbia. Serbia’s restive province of 
Kosovo, where 90% of the population is 
ethnic Albanian, declared independence 
from Belgrade in 2008.

History and Population

Politics

Serbia is a parliamentary republic with 
a 250-seat unicameral chamber elected 
for a four-year term. A pro-European 
government took office on July 8. It has set 
as its top priority Serbia’s integration into 
the EU, leaving behind, though not giving 
up, the diplomatic fight for the return of 
Kosovo. The cabinet is formed by ZES - 
a pro-European coalition headed by the 
Democratic Party (DS) of President Boris 
Tadic, and an alliance led by the Socialist 
Party (SPS) of ex-strongman Slobodan 
Milosevic. 

International Affairs

The Balkan country made substantial 
progress towards EU accession with the 
signing of a Stabilisation and Association 
Agreement (SAA) in April 2008 and with 
the arrest of Bosnian Serb wartime leader 
Radovan Karadzic in August 2008. But 
its progress towards accession has been 
hindered by the government’s failure to 
arrest fugitive Bosnian Serb war crimes 
indictee General Ratko Mladic. The 
European Union scrapped visas for Serbian 
citizens travelling to the bloc member 
states in December. In 2004 Serbia joined 
the Black Sea Economic Cooperation 
(BSEC) organisation.

The Balkan country formally applied to 
join the EU in December 2009.

Government Borrowing

IBRD 1.24

IDA 0.47

EUROFIMA 0.10

IFC 0.22

EIB 0.74

European Community 0.27

EUROFOND 0.06

EBRD 0.68

Governments 2.26

Paris Club 1.77

Other Governments 0.50

London Club - regulated 0.75

London Club - non-regulated 0.06

Other creditors 12.38

Short-term 2.28

TOTAL 22.79
Source: Serbia’s Central Bank

(Source: CIA, July 2009 est.)
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Economics
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Foreign debt as of end-2009 (mln euro)

Long-term 20.43

International Lenders 4.98

IMF 1.11

Budget Balance (% of GDP)
2005 2006 2007 2008 2009

0.9 -1.6 -2 -2.5 -4.5
Source: Serbia Investment and Export Promotion Agency

Current Account Balance (% of GDP)
2005 2006 2007 2008 2009

-10.1 -13.1 -16.2 -18.2 -6.2
Source: Serbia Investment and Export Promotion Agency

www.top100.seenews.com



page 114

114 SEE Country Scorecards

SEE Country Scorecards

Economics

  CPI (end-year. Y/Y pct 
change)

  Real GDP (Y/Y pct change)
  Jobless rate (pct of workforce)

Sources: Eurostat. Slovenia’s Statistics Office

Source: Euromonitor International

Main Economic Indicators
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State Debt (% of GDP)
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27 26.7 23.4 22.6 35.9
Slovenia's Statistics Office

State Debt (mln euro)

2005 2006 2007 2008 2009

7, 755 8,289 8,085 8,389 12,519
Slovenia's Statistics Office

Current Account Balance (% of GDP)

2005 2006 2007 2008 2009
(prelim)

-1.7 -2.6 -4.7 -6.1 -0.6
Source: Euromonitor International

Slovenia 

Slovenia lies in the heart of Europe, bordering 
Austria, Italy, Hungary and Croatia. Its 
Adriatic coastline stretches approximately 
43 km from Italy to Croatia. The tiny Alpine 
country, which was part of ex-Yugoslavia, 
declared independence in 1991, following 
a referendum held in December 1990, 
when 88% of the population voted for 
sovereignty. The country waged a 10-day 
war against the Yugoslav army to assert 
its independence. Italian and Hungarian 
are recognised as official languages in the 
ethnically mixed regions near the borders 
with the two countries. Despite its relatively 
small territory, the country ranks low among 
the other European countries in terms of 
population density with only 99 inhabitants 
per square kilometre.

2.0 million Euro (EUR) GMT +1

History and Population

Politics

Slovenia is a parliamentary republic with a 
90-seat unicameral chamber elected for a 
four-year term. Two seats in the National 
Assembly are reserved for representatives 
of the Hungarian and Italian minorities. 
In the latest general elections, held in 
September 2008, the centre-left Social 
Democrats (SD) won 30.45% of the vote. 
SD formed a coalition cabinet with two 
other centre-left parties, Zares and LDS, 
and the pensioners’ party DeSUS. The 
four parties together control 50 seats in 
the chamber.

International Affairs

Office in 2005, was the Chairman of the 
International Atomic Energy Agency 
Board of Governors in 2006-2007, was 
the first of the ten 2004 EU newcomers to 
hold the EU’s rotating presidency and was 
chairing the Council of Europe in the latter 
half of 2009.

Government Borrowing

(Source: CIA, July 2009 est.)

Official name: Republic of Slovenia; Territory: 20,273 sq km (Source: CIA); Capital: 
Ljubljana; Official language: Slovenian; Political system: Parliamentary republic

Main political parties: Democratic Party (SDS), Social Democrats (SD), Liberal 
Democrats (LDS), Zares, DeSUS (the pensioners’ party)

President:
Dr Danilo Turk, 
senior U.N. 
diplomat, elected 
in November 2007

Slovenia joined the European Union 
in 2004, becoming its first SouthEast 
European member. Slovenia joined 
NATO in 2004. In 2007 it became 
the 13th member of the Eurozone and 
implemented the Schengen Agreement. 
In 2008 the country was the first post-
communist state that held the Presidency 
of the Council of the European Union 
from January to June. Slovenia held its 
second elections for European Parliament 
in 2009, when the Democratic Party 
and the Social Democrats won two seats, 
while the Liberal Democrats, Zares and 
New Slovenia – Christian People’s Party, 
had one seat each. Slovenia is a charter 
World Trade Organisation member. 
Members of the Slovenian Armed Forces 
are participating in NATO, EU, and 
UN operations in Afghanistan, Bosnia, 
Kosovo, and elsewhere. Slovenia served 
as the Organization for Security and 
Cooperation in Europe Chairman-in-

58%

2%
2%

16%

22%

83%

2%
2%

1%

12%

Religion/ethnic map

 Catholic
 Orthodox
 Islam 
 Did not want to reply
 Other
 

 Slovenes
 Serbs
 Croats 
 Bosniacs 
 Other

  Social Democrats SD
  Slovenian Democratic Party 

SDS
  ZARES - New Politics Deputy 

Group
  Slovenian Peoples Party SLS
  Slovenian National Party 

Deputy Group (SNS)

  Democratic Party of Pension-
ers of Slovenia Deputy Group 
(DeSUS)

  Deputy Club of the Lib-
eral Democracy of Slovenia 
Deputy Group (PK LDS)

  Other

Slovenian National Assembly

Source: Slovenia’s Parliament



page 115

115SEE Country Scorecards

SEE Country Scorecardswww.top100.seenews.com

talks and to sign an accession treaty in 
early 2011. The country is member of the 
Council of Europe, the Organisation for 
Security and Co-operation in Europe, the 
World Trade Organization, CEFTA. The 
UN General Assembly elected the country 
as a non-permanent member of its Security 
Council for the period 2008-2009. In 
2008 Croatia became a founding member 
of the Union for the Mediterranean.

Croatia is located in the Western Balkans, 
between Bosnia and Herzegovina and 
Slovenia. The country has 1,185 islands in 
the Adriatic Sea, out of which only 47 are 
inhabited. It formed a kingdom with Serbs 
and Slovenes in 1918. After the World 
War II, it became a constitutional federal 
republic of the Socialist Federal Republic of 
Yugoslavia. From the 1950s, Croatia had 
autonomy within Yugoslavia, being ruled 
by the Communist Party. Croatia declared 
independence in 1991, which was followed 
by the 1991-1995 war against local ethnic 
Serb rebels and the Yugoslav army. Croatia 
was internationally recognised in January 
1992 by the European Union and the United 
Nations. During that time, Croatia controlled 
less than two-thirds of its legal territory. The 
first country to recognise Croatia was Iceland 
in December 1991. 
Roman Catholics make up 87.8% of the 
population, followed by 4.4% Orthodox 
Christians and 1.3% Muslims. According to 
the 2001 census, Croatia has a population 
of around 4.4 million, out of whom nearly 
four million are Croats and around 201,600 
Serbs. The country’s ethnic minorities include 
Bosnians, Italians, Slovenes, Hungarians, 
and Slovaks.

History and Population

Politics

International Affairs

Croatia joined NATO in April 2009. 
Croatia’s EU membership talks, launched 
in 2005, hit a major snag in 2008, 
when its neighbour Slovenia vetoed any 
further progress in the negotiations with 
the government in Zagreb because of a 
dispute over their Adriatic Sea border in 
the Bay of Piran. The dispute is dating 
back to the collapse in 1991 of the 
former Yugoslav Federation, of which 
both Croatia and Slovenia were parts. In 
September 2009, Croatia and Slovenia 
reached an agreement on the resumption 
of accession talks between the bloc and the 
government in Zagreb and on continuing 
their negotiations in thet long-standing 
bilateral border dispute. Croatia hopes to 
complete the technical part of the accession 

Government Borrowing

Croatia
Official name: Republic of Croatia; Territory: 56,594 sq km (Source: CIA); Capital: 
Zagreb; Official language: Croatian; Political system: Parliamentary republic

Main political parties: HDZ (Croatian Democratic Union), Social Democratic Party of 
Croatia (SDP), Croatian People’s Party (HNS), Croatian Peasant Party (HSS) 4.49 million Kuna (HRK) GMT +1

President:
Ivo Josipovic 
from SDP, elected 
in January, 2010

(Source: CIA, July 2009 est.)

Croatia is a parliamentary republic. The 
Croatian parliament (Hrvatski Sabor) has 
between 100 and 160 members, depending 
on voter turnout among ethnic minorities 
and expatriates. Currently, the parliament 
has 153 members elected for a four-year 
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Croatia’s Central Parliament

  Croatian Democratic Union 
(HDZ)

  Social Democratic Party (SDP)
  Croatian Peasant Party (HSS)

  Croatian People’s Party (HNS)
  Other

Source: Croatia’s Central Bank

Source: Croatia’s Statistics Office

Economics

  CPI (end-year Y/Ypct change)
  Real GDP (Y/Ypct change)

  Jobless rate (pct of workforce)

Sources: Eurostat. Croatia’s Statistics Bureau

Source: Croatia’s Central Bank

Main Economic Indicators
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Foreign debt as of end-2009 (mln euro)
Portfolio investment 5,185.3

Currency and deposits 6,328.1

Official creditors 4,068.5

Private creditors 27,501.9

Total 43,083.7
Source: Croatia’s Central Bank

term. In November 2007 Ivo Sanader 
and his conservative HDZ party won the 
parliamentary elections, gaining 66 seats. 
The main opposition party, the SDP, won 
56 seats. In January 2008 Sanader headed a 
centre-right coalition government. In July 
2009, Sanader resigned and was replaced 
by Deputy Prime Minister Jadranka Kosor. 
On July 6, parliament endorsed a HDZ-
dominated cabinet proposed by Kosor.
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President:
Zeljko Komsic 
(Croat)

President:
Nebojsa Radmanovic 
(Serb)

President:
Haris Silajdzic (Muslim)

The chairmanship of the presidency 
rotates in eight months.

A mountainous country, Bosnia has access 
to the Adriatic Sea via a corridor south of 
Mostar. After the World War II, it became 
one of the six constituents of the Socialist 
Federal Republic of Yugoslavia. The 1992-
1995 civil war, part of the violent break-
up of the former Yugoslav Federation, left 
the country divided along the ethnic lines 
of the three main groups of its population: 
Muslim Bosniaks, Orthodox Christian Serbs 
and Roman Catholic Croats.

History and Population

Politics

Following the 1992-1995 civil war, 
the country now consists of a Muslim-
Croat Federation, a Serb Republic and a 
neutral Brcko district, each having its own 
government, parliament and justice system. 
The country also has a weaker central 
government, parliament and judiciary. The 
federation is divided into 10 cantons, each 
having its own government and parliament.
The sixth vote for members of parliament 
in Bosnia since the 1992-1995 war will take 
place on October 3, 2010. Voters will elect 
the 42 members of the lower chamber of 
Bosnia’s central parliament, the House of 
Representatives, for a four-year term, and 
the three members of Bosnia’s rotating 
presidency, representing the country’s three 
main ethnic groups. They will also vote for 
members of the separate parliaments the 
Federation and the Serb Republic.
In addition, voters in the Serb Republic will 
elect their own president and vice-president, 

International Affairs

Bosnia signed a Stabilisation and Asso-
ciation Agreement with the EU in June 
2008. However, in November 2008 the 
EC condemned the rise of nationalist rhet-
oric in Bosnia as the main obstacle on the 
country’s path towards EU membership.

Government Borrowing

Foreign debt as of end-2009 (mln euro)
Total 2,677.1

EIB 188.2

EBRD 182.5

World Bank Group 1,053.3

European Development Bank 16.4

Intl Fund for Agricultural Development 28.6

IMF 198.9

EUROFIMA 6.6

European Commission 39.9

Others* 5.1

Saudi Development Fund 12.3

Paris Club 423.3

Japan 29.7

Kuwait 14.8

Other govts** 106.3

London Club 332.9

Other private creditors 37.3
* Includes OPEC Fund  ** Includes Austria. Belgium. Hungary. 
Portugal. Spain. Sweden. Korea. the Netherlands and German 
state-owned KfW Agency
Source: Bosnia and Herzegovina’s Central Bank

(Source: CIA, July 2009 est.)

Bosnia and Herzegovina
Official name: Bosnia and Herzegovina; Territory: 51,197 sq km (Source: CIA); 
Capital: Sarajevo; Official language: Bosnian, Croatian, Serbian; Political system: 
Parliamentary republic
Main political parties: Party for Democratic Action (SDA), Union of Independent Social 
Democrats (SNSD), Social Democratic Party of Bosnia and Herzegovina (SDP), Party 
for Bosnia and Herzegovina (SBiH), Serb Democratic Party (SDS), Croatian Democratic 
Union (HDZ-BiH), Party for Democratic Progress (PDP) 

4.61 million Marka (BAM) GMT +1

while those in the Federation will vote for the 
parliaments of the region’s 10 cantons. The 
Federation president and his two deputies 
are appointed by the region’s parliament.

Tripartite Presidency 
(Took office November 6, 2006):
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  Party for Democratic Action 
(SDA)

  Party for Bosnia and Herze-
govina (S-BiH)

  Union of Independent Social 
Democrats (SNSD)

  Social Democratic Party (SDP)

  Croatian Democratic Union 
(HDZ-HNZ)6

  Serbian Democratic Party 
(SDS)

  HDZ 1990-HZ-HSS-HKDU-
HDU-Christiandemoctarts

  Others 

Bosnia’s Central Parliament

Economics

  Avg CPI (Y/Y pct change)
  Real GDP (Y/Ypct change)

  Jobless rate (pct of workforce)

Source: Bosnia and Herzegovina’s Central Bank

Sources: Foreign Invesment Promotion Agency of 
Bosnia and Herzegovina. CIA

Source: Bosnia’s Central Bank

Main Economic Indicators
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Macedonia
Official name: Republic of Macedonia; Territory: 25,713 sq km (Source: CIA); Capital: 
Skopje; Official language: Macedonian. Albanian*; Political system: Parliamentary 
republic
Main political parties: Democratic Party of Macedonian National Unity (VMRO-DPMNE), 
Social Democratic Union of Macedonia (SDSM), Democratic Union for Integration (DUI),
Democratic Party of Albanians (DPA), New Democracy

2.07 million Denar (MKD) GMT +1

(*) In the areas predominantly populated by ethnic Albanians

President:
Gjorge Ivanov, 
elected in April 
2009

Macedonia was part of the former 
Socialist Yugoslav Federation. It declared 
independence in 1991 and was recognised 
by the United Nations two years later.

However, due to a dispute over its name 
with neighbouring Greece, the country was 
admitted into the world organisation under 
the name of Former Yugoslav Republic of 
Macedonia. 

Following the two Balkan wars of 1912 
and 1913 and the disintegration of the 
Ottoman Empire, most of its European 
territories were divided between Greece, 
Bulgaria and Serbia. The territory of the 
modern Macedonian state was then named 
Juzna Srbija (Southern Serbia). After the 
World War II Macedonia became one of 
the six republics of the Yugoslav federation. 
Following the federation’s renaming as the 
Socialist Federal Republic of Yugoslavia 
in 1963, Macedonia was renamed to 
the Socialist Republic of Macedonia. It 
dropped the “Socialist” from its name when 
it peacefully seceded from Yugoslavia in 
1991. Macedonia proclaimed independence 
from Yugoslavia following a referendum. 
Bulgaria was the first state to recognise it.

History and Population

Politics

the Social Democrats who won 27 seats. 
Among the ethnic Albanians’ parties, DUI 
won 18 seats and DPA got 11. Gruevski 
was re-elected as Prime Minister to lead 
the government formed by conservative 
VMRO-DPMNE party and its smaller 
coalition partners ethnic Albanian party, 
DUI. After several party realignments, 
VMRO-DPMNE currently has 53 seats in 
parliament, while opposition SDSM has 18 
deputies. Among ethnic Albanian parties, 
DUI has 18 seats, DPA has five and New 
Democracy has four seats. 

International Affairs

to Skopje to join NATO, and urged 
the country to change its constitutional 
name. The European Union granted visa-
free travel to Macedonian citizens as of 
December 19, 2009.

Government Borrowing

Macedonia was granted an EU candidate 
status in December 2005 and is still 
awaiting a date for starting accession talks. 
In December 2009, the European Union 
postponed its decision for launching entry 
talks with Macedonia until the country 
resolves the name dispute with the 
neighbouring Greece. Athens objects to 
the use of the name Republic of Macedonia, 
saying it implies territorial claims to the 
Greek province of the same name. In 
2008, Greece also blocked an invitation 

(Source: CIA, July 2009 est.)

Macedonia is a parliamentary republic with 
a 120-seat chamber elected for a four-year 
term. The conservative VMRO-DPMNE-
headed coalition led by Prime Minister 
Nikola Gruevski won 63 seats in a snap 
general election in June 2008, ahead of 
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Economics

Source: Macedonia’s central bank

Source: Macedonia’s central bank
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Foreign debt as of end-September 2009 
(mln euro)

Total 1,357.5

General Public Debt 1,098.0

- Central Government Debt 1,098.0

- Municipalities 0.0

Central bank 71.5

Public Enterprises 188.1

Source: Macedonia’s Finance Ministry
Note: By the time the edition went to print figures for end-2009 

were not available

  CPI (Y/Ypct change)
  Real GDP (Y/Ypct change)

  Jobless rate (pct of workforce)
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(Source: CIA, July 2009 est.)

President:
Bamir Topi, of 
the PD, elected 
in July 2007

Located at the southeastern end of the Adriatic 
Sea, Albania is featuring a predominantly 
mountainous landscape. Its coastline is 362 
kilometres long and extends along the Adriatic 
and Ionian Seas. The country is the direct 
descendent of ancient Illyria which, after its 
final conquest by the Romans in 167 BC, 
supplied Rome’s famous Praetorian Guard and 
even some of its emperors. In 1912 Albania 
proclaimed independence after five hundred 
years under Ottoman domination. Between the 
two World Wars the country was a kingdom 
until the Socialist People’s Republic of Albania 
was established in 1946. During the Cold War 
the authoritarian regime in the country had 
close relations first with the USSR, then with 
China. Some 70% of the population is Muslim, 
and the remainder is Orthodox Christian (20%) 
and Roman Catholic (10%). A total of 95% of 
the population is Albanian, some 3.0% is of 
Greek origin.

History and Population

Politics

Albania was dominated for more than 40 
years by Communist leader Enver Hoxha, 
who died in 1985. The new regime 
introduced partial liberalisation including 
efforts to improve its international 
relations. Six years later, in 1991, the 
Communist regime collapsed after a 
general strike and the country held its first 
multiparty general election.

Since 1991 the political life in the country 
has been dominated by the Democratic 
Party of Albania and the Socialist (post-
Communist) Party of Albania.

International Affairs

Government Borrowing

After decades of restricted international 
relations (USSR, China), Albania opened 
to the world in the 90s. The country 
started the process of accession to the 
EU in 2003 and formally applied to join 
the EU in April 2009. Albania became 
a NATO member on April 1, 2009. It 
was among the eleven countries, which 
in 1992 founded the Black Sea Economic 
Cooperation (BSEC) organisation. Albania 
is a member of the United Nations, 
NATO, the Organisation for Security and 
Cooperation in Europe, the Council of 
Europe, the World Trade Organisation, 
the Organisation of the Islamic Conference 
and one of the founding members of the 
Union for the Mediterranean.
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Albania
Official name: Republic of Albania; Territory: 28,748 sq km (Source: CIA); Capital: 
Tirana; Official language: Albanian; Political system: Parliamentary republic

Main political parties: Democratic Party (PD), Socialist Party (PS), Socialist Integration 
Movement (LSI) 3.64 million Lek (ALL) GMT +1

 Democratic Party (PD)
 Socialist Party (PS)
 Socialist Movement for 

 Integration (LSI)
 Others

Albanian National Assembly

Source: Parliament of Albania

Gross foreign debt as of end-2009 (mln euro)

Gross external debt - total 3,310.6

General government 1,645.2

Monetary authorities 109.0

Banks 479.4

Other sectors 651.6

Direct investment - intercompany 
lending 425.4

Source: Albania's Central Bank

  CPI (end-year. Y/Y pct 
change)

  Real GDP (Y/Ypct change)
  Jobless rate (pct of workforce)

Sources: CIA. Albania’s Foreign Affairs Ministry

In the latest parliamentary elections held 
in June 2009 a Democrat-led 16-party 
coalition headed by Prime Minister Sali 
Berisha won 47% of the vote. Since 
then, the main opposition party, left-
wing Socialist Party, which came short 
after the Democrats, has been boycotting 
parliament sittings seeking a recount of 
the votes.

Economics

Source: Albania’s Statistics Office

Source: Bank of Albania

Main Economic Indicators

Foreign Direct Investment (mln euro)
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Kosovo
Official name: Republic of Kosovo; Territory: 10,887 sq km (Source: CIA); Capital: 
Pristina; Official language: Albanian. Serbian and English 
Political system: Parliamentary republic

On February 17, 2008, after almost nine years 
under the United Nations administration, the 
southern Serbian province of Kosovo declared 
its independence from Belgrade, putting 
conclusively the end to the former Yugoslavia. 
The new state has so far been recognised by 
69 countries, mainly in Western Europe, the 
United States and a few Muslim states, and 
has become member of the International 
Monetary Fund and the World Bank.

Serbia, backed by its long-term ally Russia, 
has said it would never recognise Kosovo’s 
independence.

On July 22 the International Court of Justice 
(ICJ) in The Hague said in a non-binding 
opinion the independence declaration did 
not break international law.

The bone of contention between the ethnic 
Albanians, who form nearly 90% of the 
Kosovo population and call themselves 
Kosovars, and the Serbs is the Kosovo 
territory, where invading Ottoman troops 
defeated Serb forces in 1389, ushering in 
500 years of Ottoman rule. Serbs consider 
the Kosovo territory a hallowed ground and 
the birthplace of their identity. Kosovo has 
also become a symbol to Serbia as the beacon 
of Orthodox Christianity.

Kosovo’s capital and largest city is Pristina.

Besides ethnic Albanians, Kosovo’s population 
of around two million people comprises 
smaller communities of Serbs, Turks, Bosniaks 
and other groups. 

Kosovo is currently supported by the largest 
civilian mission ever launched under the 
European security and defence policy, the 
European Union Rule of Law Mission in 

Main political parties: Democratic Party of Kosovo (PDK), The Democratic League of 
Kosovo (LDK), Alliance for the Future of Kosovo (AAK), New Kosovo Alliance (AKR)

1.80 million Euro (EUR) GMT +1

History and Population

Politics

President:
Fatmir Sejdiu, 
affiliated to 
LDK, reelected 
in January 2008

Kosovo’s parliament has 120 seats. Out of 
them, 100 are allocated to Kosovars, 10 – 
to Kosovo Serbs and 10 – to other ethnic 
groups. The Democratic Party of Kosovo 
(PDK) headed by former ethnic Albanian 
guerrilla commander Hashim Thaci won 
35 seats in the November 2007 general 
election, followed by the Democratic League 
of Kosovo (LDK). PDK formed a coalition 
government with three other parties

Kosovo has shown significant progress in 
moving to market economy and maintaining 
macroeconomic stability over the past few 
years, but its economic development still 
depends to a large extent on international 
donor aid, estimated to account for some 
15% of GDP, and remittances from the 
diaspora, estimated at another 15% of GDP. 
Kosovo possesses the world’s fifth-largest 
proven lignite reserves, estimated at 14.7 
billion metric tones. Mining of zinc, lead, 

silver, gold, chrome, cadmium and bismuth 
is concentrated at the Trepca mines, in the 
north. Kosovo is developing major projects 
for increasing lignite output and building 
a new coal-fired power plant, taking into 
consideration the high demand for electricity 
in the region. The lead and zinc reserves of 
Kosovo are estimated at some 48 million 
tonnes, and nickel reserves at 16 million 
tonnes. Chrome reserves amount to 89 
million tonnes and bauxite reserves to 13.2 
million tonnes. 

With some 60% of the population living in 
rural areas, Kosovo agriculture contributes 
19% to the GDP and is the main source of 
income for the majority of the population. 
It accounts for 16% of the value of Kosovo 
exports. 

Kosovo remains one of the poorest countries 
in Europe with an estimated GDP per capita 
of 1,731 euro in 2009 and with the highest 
unemployment rate of 40-50 percent, 
according to various estimates.

Economics

 PDK Group
 LDK Group
 AKR Group
 AAK Group

 LDD Group
 Other

Kosovo’s National Assembly

Source:Kosovo’s Parliament

Kosovo (EULEX), the U.N. Mission in Kosovo 
(UNMIK), and a 17,000-strong NATO-led 
force, KFOR.

(Source: CIA, July 2009 est.)

Source: Kosovo’s Statistics Office
Note: The main religious groups 
in Kosovo are Muslims. Orthodox 
Christians and Roman Catholics. 
No oficial sttistics on the number 
of these religious groups is avail-
able but unofficial sources put the 
share of Muslims at some 90% 
of the population. while Roman 
Catholics are estimated at 4%.

  CPI (Y/Y pct change)
  Real GDP (Y/Ypct change)

  Jobless rate (pct of workforce)

Source: Kosovo’s Central Bank

Sources: Kosovo’s Statistics Office. Central Bank. Finance Ministry
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(Source: CIA, July 2009 est.)

Moldova
Official name: Republic of Moldova; Territory: 33,851 sq km (Source: CIA); Capital: 
Chisinau; Official language: Moldavian; Political system: Parliamentary republic

Main political parties: : The Democratic Party (PDM), the Liberal Party (PL), the Liberal 
Democratic Party (PLDM), Our Moldova Alliance (AMN) and the Communist Party (PCRM) 4.32 million Leu (MDL) GMT +2

Acting 
President: 
Mihai Ghimpu, 
the leader of the 
Liberal Party

Moldova occupies the biggest part of the 
territory located between the Prut and the 
Dniestr rivers. The landlocked country of 
33,851 square kilometres is wedged between 
Romania and Ukraine. Annexed by the Russian 
Empire in 1812, the province of Basarabia 
reunited with Romania in 1918 only to come 
back under Moscow’s control in 1940 as the 
Moldovan Soviet Socialist Republic (MSSR) 
following the Nazi-Soviet Non-Aggression 
Pact. During World War II the MSSR was 
controlled by Romania, which allied with 
Nazi Germany, seeking re-unification with its 
former province. In 1944, when Soviet troops 
occupied Romania, Moldova was returned to 
the Soviet Union and became one of its 15 
constituent republics. The country declared its 
independence in August 1991.
In 1990, a strip of Moldova’s territory on the 
east bank of Dniestr river proclaimed itself a 
Transdniestrian Moldovan republic. Tensions 
between Moldova and the region rose, leading 
to armed clashes between Moldovan forces and 
Transdniestrian separatists in 1992. Moldova 
has offered the region broad autonomy but 
Transdniestria, population around 580,000, is 
still seeking full independence.  

History and Population

Politics

party or a coalition mustered enough support to 
elect a president. Moldova held parliamentary 
elections twice in 2009.
The current parliament, elected in a snap vote 
in July 2009, made two unsuccessful attempts 
to elect the head of state last year. Under 
the constitution, Parliament Speaker Mihai 
Ghimpu was made acting President.
The current government coalition comprising 
the Democratic Party, the Liberal Party, the 
Liberal Democratic Party and Our Moldova 
Alliance, controls 51 seats in the chamber. 
Opposition Communist Party has 43 seats.
A referendum held on September 5 on 
shifting the election of Moldova’s president 
from parliament to the people failed due 
to low turnout. The proposed change in 
the constitution aimed to break a political 
impasse that has stalled key reforms in the 
country for more than a year. 

International Affairs

Government Borrowing
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on a new contractual agreement that would 
replace the current Partnership and Cooperation 
Agreement, in place since 1998. Moldova is 
also one of the six ex-Soviet republics within 
the Eastern Partnership that was launched in 
May 2009 and holds out the perspective of 
political association and economic integration 
with the EU. Moldovans also benefit from a visa 
facilitation agreement with the EU. Moldova is 
also a member state of the United Nations, the 
Council of Europe, the World Trade Organisation. 

  The Communists Party 
(PCRM)

  The Liberal Democratic 
Party (PLDM)

  The Liberal Party (PL)

  The Democratic Party 
(PDM)

  Our Moldova Alliance 
(AMN)

  Independends

Moldovan National Assembly

Source: Moldova’s Parliament
Note: Data excludes the breakaway region of Transdniestria

Source: Moldova’s Statistics Office
Note: Data excludes the breakaway region of Transdniestria

Gross foreign debt as of end-2009 ($ mln)
State debt 957.54
Monetary authorities 153.33
Banks 481.97
Other sectors 1,994.48
Direct investment- inter-company 
credits 781.51

Total foreign debt 4,368.83
Source: Moldova’s Central Bank

Note: Data excludes the breakaway region of Transdniestria

Economics

  CPI (Y/Y pct change)
  Real GDP (Y/Ypct change)

  Jobless rate (pct of workforce)

Source: Moldova’s Statistics Bureau
Note: Figures exclude the breakaway region of Transdniestria

Source: Moldova’s Economy Ministry
Note: Data excludes the breakaway region of Transdniestria

Main Economic Indicators

Foreign Direct Investment (mln euro)
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Moldova is a parliamentary republic with a 101-
seat unicameral chamber elected for a four-year 
term. Moldova’s parliament elects the president 
who needs the support of at least 61 MPs to 
get elected. This requirement led to a political 
deadlock in Moldova last year after no political 

Moldova is a member of the Commonwealth of 
Independent States, which brings together some 
of the former Soviet republics. Moldova’s long-
term goal remains European Union membership. 
The EU has started negotiations with Moldova 
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Politics

(Source: CIA, July 2009 est.)

President:
Filip Vujanovic, 
of DPS, 
re-elected in 
April, 2008

Montenegro was the tiniest of the six 
republics that made up the Socialist Yugoslav 
Federation set up after World War II to 
replace a kingdom that united Serbs, Croats 
and Slovenes before the war. Josip Broz Tito, 
who headed the federation, broke ranks with 
Stalin’s USSR in 1948 and started balancing 
between Western democracies and the 
Communist bloc, hushing down nationalist 
bickering in Yugoslavia with Western-style 
economy and Socialist-style benefits.

After Tito’s death in 1980, a rise of 
nationalist sentiment led to violent 
disintegration of Yugoslavia in the early 
1990s when Slovenia, Croatia, Bosnia and 
Macedonia all proclaimed independence. 
Montenegro, however, remained tied in a 
loose union with Serbia that replaced rump 
Yugoslavia between 2003 and 2006. At 
a referendum held on May 21, 2006 the 
Montenegrins decided to break up the 
state union with Serbia and restore their 
country’s independence

History and Population

Montenegro is a parliamentary republic 
with a president as the head of state. It has 
a unicameral parliament, where the number 
of seats varies according to the number of 
eligible voters. The main political parties 
are the Democratic Party of Socialists and 
the Social Democratic Party, which are 
part of the current government coalition, 
and opposition unionist Socialist People’s 
Party and New Serb Democracy (NOVA) 

International Affairs

Government Borrowingparty. The incumbent head of state, Filip 
Vujanovic, was elected for a second five-year 
term of office on April 7, 2008.

Montenegro applied for European Union 
membership in December 2008 after signing 
a Stabilisation and Association Agreement 
(SAA) in October 2007. The EU granted its 
citizens a visa-free travel in December 2009.

Montenegro joined NATO’s Partnership for 
Peace (PfP) pre-membership programme in 
December 2006. In December 2009 NATO 
granted Montenegro its request to join the 
Membership Action Plan (MAP), a NATO 
programme of advice, assistance and practical 
support tailored to the individual needs of 
countries that wish to join the alliance.

The Central European Free Trade Agreement 
(CEFTA) came into force for Montenegro at 
the end of July 2007. The CEFTA regional 
initiative was undertaken by the Stability 
Pact for Southeast Europe and the European 
Union in December 2006, creating a common 
market of some 29 million people.

Montenegro
Official name: Republic of Montenegro; Territory: 13,812 sq km (Source: CIA); Capital: 
Podgorica; Official language: Montenegrin; Political system: Parliamentary republic

Main political parties: Democratic Party of Socialists, Social Democratic Party, Socialist 
People’s Party, New Serb Democracy 672,180 Euro (EUR)* GMT +1

*Montenegro uses the euro as its offi-
cial currency even though the country 

is not part of the Eurozone

Montenegrin National Assembly

  Democratic Party of Socialists 
(DPS)

  Social Democratic Party (SDP)
  Socialist People’s Party (SNP)
  New Serb Democracy 

(NOVA) party
  Movement for Change (PzP)

  Bosniak Party (BS)
  Democratic Union of 

Albanians (DUA). Forca. 
Democratic League in Mon-
tenegro (DSCG). Albanian 
Alternative.  

Source: Montenegro’s Parliament

74%

18%

4% 4%

43%

32%

5%

8%
12%

Religion/ethnic map

 Orthodox Christians
 Muslims
 Catolic Christians
 Other

 

 Montenegrins
 Serbs
 Albanians
 Bosniacs
 Other 

Source: Montenegro’s Statistics Office

Foreign debt as of end-2009 (mln euro)
IBRD 181.8
IFC 6.9
Paris Club 124.4
IDA 53.9
EIB 62.3
EBRD 18.6
Council of Europe Development Bank 1.0
European Community 5.5
KfW 10.6
Austrian Loan 4.1
Hungarian Loan 12.9
Polish Loan 11.7
Societe General 1.5
French Loan 8.5
EUROFIMA 22.5
Czech EXIM 43.4
Steirmarkische Bank und Sparkassen AG 9.1
Erste Bank 30.0
Credit Suisse Bank 90.3
Spanish Loan 0.9
Total 699.9

Source: Montenegro's Finance MinistryMinMMMMMMMMMMMMMMMMMiMi istry

Economics

  CPI (end-year Y/Y pct 
change)

  Real GDP (Y/Ypct change)
  Jobless rate (pct of workforce)

Sources: Montenegro’s central bank. IMF

Source: Montenegro’s central bank

Main Economic Indicators

Foreign Direct Investment (mln euro)
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Budget Balance (% of GDP)
2005 2006 2007 2008 2009
-1.7 2.1 6.7 -0.3 -3.2

Sources: IMF. Montenegro's central bank

Current Account Balance (% of GDP)
2005 2006 2007 2008 2009
-8.6 -24.1 -39.5 -51.8 -27.2

Sources: IMF. Montenegro's central bank
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Company Name ARTEKS ENGINEERING AD Stock Symbol: A84A
Alternative Names Arteks Engineering JSC; Artex Engineering JSC; Artex Engineering AD

Date Established Nov 4, 1996

Corporate History

Nov 4, 1996 – Arteks Engineering OOD is registered in Sofia as a small construction company.
Oct 16, 2006 – The company transforms into a joint stock company.
2007 – ARTEKS ENGINEERING AD sets up its local subsidiaries Arteks Bulgaria 1996 AD, Arteks Belagio AD and 
Belagio Bulgaria AD.
July 3, 2008 – The company issues secured corporate bonds with a nominal value of EUR 6.0 mln, with a maturity of 7 
years from the date of issue (ISIN number: BG2100016083).
Nov 24, 2008 – The company’s corporate bonds starts trading on the Bulgarian Stock Exchange.

Headquarters 46, Neofit Rilski Str., 1000 Sofia, Bulgaria

Tel: +359 2 980 05 56
+359 2 988 22 40 E-mail:

office@arteks.net
arteks@abv.bg
sales@arteks.net

Fax: +359 2 980 05 57 URL: www.arteks.net

Company Overview ARTEKS ENGINEERING AD is a leading Bulgarian real estate investment trust. The company is engaged in construction 
and sale of residential and office buildings mainly.

No of Employees 294 (2009); 317 (2008); 362 (2007) Identification Number: 175155346  

Management
Executive Board: Board of Directors:
CEO Plamen Mladenov Miryanov Chairman of the Board Plamen Mladenov Miryanov

Member of the Board Vesela Ivanova Miryanova

Member of the Board Danail Zhelyazkov Zhelyazkov

Member of the Board Miroslava Yankova Dimova

Ownership
Shareholders/Investors: Subsidiaries & Affiliated companies:
Individuals 100% Arteks Bulgaria 1996 AD (Sofia, Bulgaria) 98%

Arteks Bellagio AD (Sofia, Bulgaria) 98%

Bellagio Bulgaria AD (Sofia, Bulgaria) 98%

Products / Services
ARTEKS ENGINEERING AD main activity includes design, construction and sale of public and residential buildings, as well as interior design and concept implementa-
tion.  ARTEKS ENGINEERING AD is active in purchasing of plots of land, carrying out construction works and improvements and real estate letting, leasing and selling. 

Markets & Sales
ARTEKS ENGINEERING AD operates on the domestic market. It has licence No.1-000124 issued by the Bulgarian Construction Chamber. 
Between 1996 and 2010 ARTEKS ENGINEERING AD completed 37 multistorey residential buildings, 2 office buildings, 4 big residential houses, investment 
projects for other construction companies, and design and performance of construction works in hotels, administrative and residential buildings. The main source of the 
company’s revenue is the sale of residential buildings in the region of Sofia, as well as rents. In 2008 the company’s investment assets accounted for 60% - 80% of the 
total assets.
Among the company’s major local partners are Pension Assurance Company Doverie and Doverie General Pension Fund.
The company was awarded the Building of the Year prize in 2007 and in 2004. In 2006 the Bulgarian Construction Chamber granted Arteks The Best Construction 
Company prize for 2007 and 2005. The Chamber of Builders in Bulgaria awarded the company the Silver Certificate for the best building practice in 2006.

Investmens
ARTEKS ENGINEERING AD investments:

ARTEKS ENGINEERING AD have used a portion of the funds, reiased from 
the corporate bond issue, to settle its bank loans with Eurobank EFG Private 
Bank Luxembourg SA and with Eurobank EFG Bulgaria AD.

Year mln BGN
2009 31.364
2008 32.148
2007 23.297

Main Competitors
ARTEKS ENGINEERING AD main competitors are more than 300 construction companies with more than 300 employees and 47 local real estate investment trusts.

Financial Information and Key Financial Ratios
The financial results are non-consolidated and in BGN.
Year Q1 2010 2009 2008 2007
Net Sales Revenue 10,107,000 15,175,000 20,425,000 17,784,000

Total Revenue 10,107,000 20,291,000 21,112,000 17,784,000

Net Profit/Loss 1,558,000 2,039,000 2,377,000 2 ,150,000

Total Assets 45,740,000 45,530,000 42,293,000 27,337,000

Total Liabilities 34,516,000 35,864,000 34,666,000 22,087,000

Total Equity 11,224, 000 9,666,000 7,627,000 5,250,000

ROE 13.88% 21.09% 31.17% 40.95%

ROA 3.41% 4.48% 5.62% 7.86%

ROIC 4.15% 5.47% 6.44% 10.64%

OPERATING MARGIN 17.13% 14.95% 12.93% 13.45%

EBIT 1,731,000 2,269,000 2,641,000 2,392,000

EBITDA 1,824,000 2,773,000 3,077,000 2,714,000
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Company Name Bulgarian Properties OOD

Alternative Names Bulgarian Properties LTD; Bulgarian Properties LLC

Date Established Nov 14, 2003

Corporate History

Nov 14, 2003 – Real estate company Bulgarian Properties OOD is established in Sofia, Bulgaria as a limited liability 
company.
June 1, 2009 – It launches BusinessForSale.BG, specialising in providing consultancy and mediation services on mergers, 
acquisitions and renting businesses in Bulgaria. 

Headquarters 19 Yakubitsa Str., 1164 Sofia, Bulgaria

Tel: +359 2 868 11 88
+359 877 777 888 E-mail: info@businessforsale.bg

info@bulgarianproperties.com

Fax: +359 2 868 11 05 URL: www.businessforsale.bg
www.bulgarianproperties.com

Company Overview Bulgarian Properties OOD is a leading Bulgarian real estate company.

No of Employees 35 (2010); 40 (2009); 49 (2008)
44 (2007); 30 (2006) Identification Number: 131164582

Management

Executives:

CEO Michail Hristov Chobanov

Managing Director Nikola Nikolov Stoyanov

Ownership

Shareholders/Investors: Subsidiaries & Affiliated companies

Individuals 100%

Products / Services Capacity / Raw Materials

Bulgarian Properties OOD is active in providing real estate services and proper-
ties management.
Its new product BusinessForSale.BG is focused on:
- consultancy and optimisation of business processes and operations;
- mediation in merger and acquisition deals;
- povision of legal and financial services.

Capacity:
Bulgarian Properties OOD is headquartered in Sofia.
The company has 14 offices in Bulgaria – in Burgas, Varna and Sunny Beach, 
on the Black Sea coast, in Elhovo, Bansko, Stara Zagora and Plovdiv, southern 
Bulgaria as well as in Vidin, northwestern Bulgaria.
It also runs 8 offices abroad.

Markets & Sales

Bulgarian Properties OOD reported more than 10,000 deals, contracted 
between 2003 and 2010. The company works with more than 450 foreign 
partners.
BusinessForSale.BG is a product of Bulgarian Properties OOD, aiming to 
provide brokerage services, consultancy and mediation for business mergers and 
acquisitions, as well as renting businesses via the product website www.Business-
ForSale.bg. BusinessForSale.BG offers ‘all under one roof’ services for its clients, 
including up-to-date legal, tax and EU funding advices.
BusinessForSale.BG is directed to owners of Bulgarian companies, entrepre-
neurs, developers, inventors, people with business ideas, franchisers, contractors, 
business professionals (including professional managers), business developers, 
Bulgarian and foreign business buyers and investors.
For the period starting with the launch of the product in June 2009 to June 
2010 there were concluded more than 300 contracts for selling businesses and 
over 50 contracts for purchasing businesses.
BusinessForSale.BG is a registered trademark of Bulgarian Properties OOD.
Companies active in real estate and tourism, property management, business, 
consultancy and financial services operate within the corporate structure of 
Bulgarian Properties Group:

• Lux Imoti (www.luximoti.com) is an agency specialized in luxury properties 
in Bulgaria and abroad, set up in 2007, it is a registered trademark of Bulgar-
ian Properties OOD;

• Property Management BG OOD (www.propertymanagement.bg) is a 
property management company. It manages more than 1000 real estate proper-
ties across Bulgaria. PropertyManagement.BG is a registered trademark in the 
Patent Office of Republic of Bulgaria;

• Bulgaria Insurance OOD - offers full range of insurance products;

• Furnish BG OOD (www.furnish.bg) offers interior design and complete 
furnishing. It is established in 2005 and has its own brand Home Design;

• ApartmentsBulgaria.net (www.apartmentsbulgaria.bg) is an online portal for 
booking vacation apartments in Bulgaria;

• VisitBulgaria.net (www.visitbulgaria.net) provides online platform for hotel 
reservations, flight tickets selling and car rental services;

• Silky Holidays EOOD is a tour operator.

Investment Plans Main Competitors

In 2009 Bulgarian Properties OOD expanded the range of its partners from the 
EU countries, Switzerland and countries from Eastern Europe.
It aims in 2010 to gain new clients, boost sales volume and sales revenue, 
increase real estate offering abroad and the number of its offices.

Bulbrokers Consulting EOOD (Bulgaria)
Entrea Capital OOD (Bulgaria)
KPMG Bulgaria OOD (Bulgaria)
Bulgarian Business Advisors
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Strategic Partner

Strategic Content Partner

Supported by

Media Partners

People Management Consultant

Exclusive Partner for Croatia Exclusive Partner for Bulgaria

sustainable 
thinking

TIRANA TIMES
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