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editorial

This fi fth annual edition of SeeNews TOP 100 SEE has 
tried to build on the previous issues by off ering even 
richer content, more features, analyses and a variety of 
views on the economy of Southeast Europe (SEE) and the 
region’s major companies.

We have prepared an entirely new ranking called TOP 
100 listed companies, part of the TOP listed companies 
section, giving its rationale along with a feature story on 
the stock exchanges in the region. For the fi rst time we 
have included research on Turkey and Greece, setting the 
scene for companies from the two countries to enter the 
TOP 100 rankings in the future.

The scope has been broadened with a chapter dedicated 
to culture and the leisure industry, called SEE colours, 
which brings the region into the wider context of united 
Europe.

One of the highlights of the 2012 edition is a feature writ-
ten by the President of the European Bank for Reconstruc-
tion and Development, Sir Suma Chakrabarti.

The issue also includes a series of interviews with top 
managers from SEE, feature stories by experts in human 
resources, sustainability and marketing. Our journal-
ists have contributed reviews on non-performing loans, 
M&A, generic drugs, renewable energy, bans on smok-
ing, the cinema market and many more. The new content 
features analyses of the IT and automotive sectors, along 
with detailed industry profi les prepared by our Research 
on Demand department.

Last but not least, our exclusive content partner Euro-
monitor International gives a macroeconomic perspec-
tive on SEE with an in-depth analysis on sectors whose 
performance has been on the rise in times of recession, 
a macroeconomic forecast for the SEE economies and 
thorough profi les of the 11 SEE countries of the previous 
rankings plus profi les of Turkey and Greece for the fi rst 
time in the fi ve-year history of the edition.

Mira Karadzhova
Editor-in-chief
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TOP 100 
companies

2011 2010 Company name Country Industry Total revenue 
2011

Y/Y change in 
revenue

Net profit/loss 
2011

Net profit/loss 
2010

1 1 OMV Petrom SA Romania Petroleum/Natural Gas 4 102 14.01% 853.2 419.9

2 2 INA d.d. Croatia Petroleum/Natural Gas 3 613 16.51% 261.2 239.3

3 3 Lukoil Neftochim Burgas AD Bulgaria Petroleum/Natural Gas 3 446 21.19% -69.5 -47.2

4 22 OMV Petrom Marketing SRL Romania Petroleum/Natural Gas 3 185 197.50% 29.0 26.4

5 4 Automobile-Dacia SA Romania Automobiles 3 110 15.74% 63.7 70.0

6 7 Aurubis Bulgaria AD Bulgaria Metals 2 880 47.57% 115.7 31.7

7 5 Petrol d.d. Slovenia Petroleum/Natural Gas 2 860 15.21% 11.6 37.9

8 6 Rompetrol Rafinare SA Romania Petroleum/Natural Gas 2 731 40.52% -170.3 -156.3

9 9 Naftna Industrija Srbije AD Serbia Petroleum/Natural Gas 1 983 14.24% 389.2 156.3

10 10 Lukoil-Bulgaria EOOD Bulgaria Petroleum/Natural Gas 1 783 4.04% -2.2 3.0

11 15 Rompetrol Downstream SRL Romania Petroleum/Natural Gas 1 775 23.80% -25.1 -23.1

12 8 Konzum d.d. Croatia Wholesale/Retail 1 774 5.10% 45.8 55.9

13 11 Hrvatska Elektroprivreda d.d. Croatia Electricity 1 733 3.47% 62.4 133.6

14 14 Natsionalna Elektricheska Kompania EAD Bulgaria Electricity 1 669 7.98% 35.1 52.4

15 12 Poslovni Sistem Mercator d.d. Slovenia Wholesale/Retail 1 629 -2.46% 31.1 36.8

16 New Petrotel - Lukoil SA Romania Petroleum/Natural Gas 1 594 26.66% -90.7 -70.7

17 19 British American Tobacco (Romania) Trading SRL Romania Food/Drinks/Tobacco 1 412 25.26% 73.4 51.8

18 31 Holding Slovenske Elektrarne d.o.o. Slovenia Electricity 1 365 48.32% 46.7 79.5

19 21 Kaufland Romania SCS Romania Wholesale/Retail 1 324 20.55% N/A 40.2

20 23 Lukoil Romania SRL Romania Petroleum/Natural Gas 1 266 19.56% -26.7 -38.7

21 18 JP Elektroprivreda Srbije (JP EPS) Serbia Electricity 1 262 3.83% -46.6 16.9

22 24 Arcelormittal Galati SA Romania Metals 1 178 16.96% -143.6 -79.9

23 17 Metro Cash & Carry Romania SRL Romania Wholesale/Retail 1 156 -5.88% 22.0 32.6

24 16 Revoz d.d. Slovenia Automobiles 1 135 -14.65% 13.9 18.6

25 25 Romgaz SA Romania Petroleum/Natural Gas 1 080 10.12% 238.8 152.0

26 20 Hrvatski Telekom d.d. Croatia Telecommunications 1 041 -5.85% 240.8 252.4

27 53 E.ON Energie Romania SA Romania Petroleum/Natural Gas 998.1 69.92% -44.4 -22.3

28 28 GDF SUEZ Energy Romania SA Romania Petroleum/Natural Gas 994.2 7.21% 48.5 46.5

29 56 GEN-I d.o.o. Slovenia Electricity 989.4 70.45% 8.1 10.9

30 13 Nokia Romania SRL Romania ICT Equipment 981.5 -39.81% -2.0 42.3

31 27 Krka d.d. Slovenia Pharmaceuticals 976.5 2.87% 150.4 165.9

32 29 Carrefour Romania SA Romania Wholesale/Retail 950.0 2.64% 31.0 32.8

33 42 CFR SA Romania Transportation 942.6 31.74% -164.0 -302.1

34 30 Telekom Srbija AD Serbia Telecommunications 942.4 2.08% 213.5 149.7

35 35 OMV Bulgaria OOD Bulgaria Petroleum/Natural Gas 941.3 13.47% 2.3 17.1

36 39 Prirodni Plin d.o.o.* Croatia Petroleum/Natural Gas 937.5 20.31% 0.043 -46.7

37 26 Orange Romania SA Romania Telecommunications 935.0 -4.18% 186.5 218.0

38 60 Renault Industrie Roumanie SRL Romania Automobiles 923.1 62.80% 0.2 0.2

39 37 JP Srbijagas Serbia Petroleum/Natural Gas 884.6 8.40% 12.0 8.4

40 34 Selgros Cash & Carry SRL Romania Wholesale/Retail 880.5 4.90% 20.1 23.5

41 32 Zelezara Smederevo DOO (formerly US Steel Serbia DOO) Serbia Metals 842.8 -4.02% -149.9 -142.3

42 47 Bulgargaz EAD Bulgaria Petroleum/Natural Gas 840.4 28.14% -37.4 -19.1

43 33 Vodafone Romania SA Romania Telecommunications 821.1 -2.78% 98.5 113.7

44 55 Termoelektrane Nikola Tesla DOO Serbia Electricity 764.5 28.83% 58.7 3.8

45 49 Transelectrica SA Romania Electricity 757.7 22.14% 21.0 2.2

46 48 MOL Romania Petroleum Products SRL Romania Petroleum/Natural Gas 740.9 17.14% -3.1 19.1

47 38 Hidroelectrica SA Romania Electricity 737.3 -6.64% 1.5 68.2

48 83 Telekom Slovenije d.d. Slovenia Telecommunications 730.8 -1.08% 21.3 -237.1

49 54 OMV Petrom Gas SRL Romania Petroleum/Natural Gas 722.3 23.90% 31.9 24.3

50 84 Cargill Agricultura SRL Romania Agriculture 707.7 61.85% 7.3 -14.8

in millions of euro
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TOP 100 
companies

in millions of euro

2011 2010 Company name Country Industry Total revenue 
2011

Y/Y change in 
revenue

Net profit/loss 
2011

Net profit/loss 
2010

51 36 real,- Hypermarket Romania SRL Romania Wholesale/Retail 700.0 -13.58% -28.0 -21.2

52 41 Delhaize Serbia DOO (formerly Delta Maxi DOO) Serbia Wholesale/Retail 695.4 -7.01% -13.2 17.7

53 44 Gorenje d.d. Slovenia Electronics 694.7 2.55% 7.3 2.9

54 64 OMV Slovenija d.o.o. Slovenia Petroleum/Natural Gas 692.9 24.51% 16.3 16.1

55 57 Naftex Petrol EOOD Bulgaria Petroleum/Natural Gas 692.1 19.44% -19.1 11.7

56 40 Romtelecom SA** Romania Telecommunications 686.5 -9.71% -294.3 -351.0

57 85 Interagro SA Romania Diversified Holdings 684.8 58.59% 37.7 20.6

58 51 RCS & RDS SA Romania Telecommunications 672.9 12.72% -2.9 -16.4

59 68 Okta AD Macedonia Petroleum/Natural Gas 671.0 31.16% -1.1 1.8

60 43 Engrotus d.d. Slovenia Wholesale/Retail 658.0 -2.94% 6.1 7.9

61 63 Mediplus Exim SRL Romania Wholesale/Retail 646.3 16.38% 13.0 8.6

62 50 Electrocentrale Bucuresti SA Romania Electricity 643.8 4.53% 24.7 39.0

63 58 Lek d.d. Slovenia Pharmaceuticals 639.6 10.07% 73.9 47.9

64 52 CEZ Elektro Bulgaria AD Bulgaria Electricity 636.5 6.41% 1.2 1.6

65 73 Overgas Inc. АD Bulgaria Petroleum/Natural Gas 625.4 26.58% 8.2 7.1

66 70 Alro SA Romania Metals 620.9 22.46% 52.9 37.3

67 72 OMV Hrvatska d.o.o.* Croatia Petroleum/Natural Gas 617.8 24.55% 4.3 7.5

68 62 CFR - Calatori SA Romania Transportation 596.6 7.30% 0.4 -20.2

69 46 Compania Nationala de Autostrazi si Drumuri Nationale din Romania SA Romania Construction 589.8 -11.56% 57.0 23.4

70 New Celestica (Romania) SRL Romania ICT Equipment 571.3 44.51% 2.9 -13.5

71 71 IMPOL d.o.o. Slovenia Metals 569.8 12.22% 5.1 2.2

72 75 Mercator - S DOO Serbia Wholesale/Retail 561.4 13.91% 20.7 6.9

73 80 J.T. International (Romania) SRL Romania Food/Drinks/Tobacco 551.1 21.99% 1.4 -14.1

74 77 Philip Morris Trading SRL Romania Food/Drinks/Tobacco 549.0 16.68% 3.5 6.8

75 65 HEP-Proizvodnja d.o.o.* Croatia Electricity 543.4 3.09% -1.1 72.7

76 97 Oscar Downstream SRL Romania Petroleum/Natural Gas 534.1 35.22% 6.2 8.6

77 69 HEP-Operator Distribucijskog Sustava d.o.o. * Croatia Electricity 529.9 5.68% 46.0 14.6

78 59 Mobiltel EAD Bulgaria Telecommunications 529.2 -7.48% 39.1 112.6

79 New Michelin Romania SA Romania Rubber/Rubber Products 528.7 40.29% 10.4 13.5

80 91 Continental Automotive Products SRL Romania Rubber/Rubber Products 524.1 27.82% 46.8 44.6

81 New Cosmote Romanian Mobile Telecommunications SA Romania Telecommunications 518.5 13.82% -7.1 -33.1

82 New Zeleznice Srbije AD (formerly JP Zeleznice Srbije) Serbia Transport 511.1 96.19% 121.5 -165.3

83 66 Daewoo-Mangalia Heavy Industries SA Romania Transportation 506.4 -0.94% -16.9 -32.7

84 67 Zagrebacki Holding d.o.o.* Croatia Diversified Holdings 498.0 -1.55% -57.6 -67.1

85 New Complexul Energetic Turceni SA Romania Electricity 490.7 37.35% 12.9 -16.2

86 81 JP Elektroprivreda BiH d.d. Bosnia and Herzegovina Electricity 489.3 8.12% 0.8 -7.4

87 New Stomana Industry AD Bulgaria Metals 480.1 31.82% -2.4 1.4

88 New Dedeman SRL Romania Wholesale/Retail 477.8 29.50% 47.6 35.8

89 61 Bulgarian Telecommunications Company AD Bulgaria Telecommunications 470.8 -16.39% 4.7 58.1

90 94 Elektrovojvodina DOO Serbia Electricity 470.0 17.51% 5.1 -11.6

91 100 Idea DOO Serbia Wholesale/Retail 469.3 18.45% -17.9 -22.3

92 New Brodosplit - Brodogradiliste d.o.o.* Croatia Transportation 466.5 130.92% 207.9 -57.8

93 88 JT International Manufacturing SA Romania Food/Drinks/Tobacco 463.8 11.02% -2.9 1.2

94 74 YugoRosGaz AD Serbia Petroleum/Natural Gas 458.0 -7.52% 14.7 18.9

95 New Autoliv Romania SRL Romania Automobiles 456.4 18.66% 37.3 34.4

96 New Elektrosrbija DOO Serbia Electricity 455.8 26.66% 27.1 3.8

97 90 AETs Kozloduy EAD Bulgaria Electricity 455.7 9.49% 58.4 30.9

98 New Lukoil Srbija AD (formerly Lukoil - Beopetrol AD) Serbia Petroleum/Natural Gas 451.1 15.85% -9.5 -32.9

99 78 Enel Energie SA Romania Electricity 449.8 -3.15% -10.0 -7.6

100 98 Alfred C. Toepfer International (Romania) SRL Romania Agriculture 441.9 12.50% -4.0 -7.0

(*) denotes gross profit/loss for 2011 and 2010
(**) denotes consolidated figures
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The economic woes, however, might turn 
out to be the bitter pill which would help the 
SEE corporate world adapt faster to the ever-
changing economic environment and show 
its recovery is fi rmly on track.

Growth trends
The combined revenue of the top 100 com-
panies reached 101 billion euro in 2011, a 
sizeable jump from the 2010 level of 87.4 
billion euro. Despite the crisis, the 100 big-
gest companies in the region boosted their 
revenues last year in a clear sign of recovery. 
The combined profi t of the companies rose 
from 2.322 billion  euro in 2010 to 3.006 bil-
lion euro in 2011. Thus, the fi rms in the rank-
ing have returned to the revenues and prof-
its they had before the crisis. Twenty-one 
companies posted inferior revenues in 2011, 
compared with 20 in 2010. Furthermore, the 
revenue threshold for SEE TOP 100 consider-
ably increased to 441.9 million euro in 2011 
from 391.8 million euro in 2010, exceeding 
the pre-crisis level of 405.4 million euro re-
corded in 2008 and showing the market had 
already started recovering from the crisis. 
Moreover, 29 fi rms were in the red in 2011, 
down from 36 a year earlier.

Oil and gas rules the chart
The oil and gas sector rules the 2011 edition 
of TOP 100 once again with a total of 28 
companies, up from 27 in the previous year. 
Traditionally, the sector dominates the chart 
– it has eight companies in the top 10 in 2011, 
versus 7 in 2010 and 6 in 2009. 
The electricity sector is the second-strongest 
industry on the list with 18 companies, un-
changed from 2010. Thirteen retailers and 
wholesalers made it to the top 100, down 
from 16 in 2010. Telecoms numbered 10, ver-
sus 13 in 2010. 
Another interesting trend is the disappear-
ance of retailers from the top 10 league. In 
2011, none of the retailers made it to the list 
of the 10 biggest players in the region, against 
one present in 2010, two in 2009 and three in 
2007. The trend could be explained with the 
fall in consumer spending in a time of crisis.

Heavyweights dominate
Romanian oil and gas behemoth OMV 
Petrom, majority-owned by Austria's OMV, 
has strengthened its position as the lead-
ing company in the region. It topped the 
SEE TOP 100 Companies ranking once again 
in 2011 with a total revenue of 4.102 billion 

euro, marking an annual jump of 14%. The 
Romanian heavyweight has been at the top 
of the chart in each of the last four years. 
OMV Petrom booked a record-high net prof-
it of 853 million euro last year, up from 420 
million euro in 2010, mirroring better oper-
ating performance underpinned by continu-
ous investments and a favourable price en-
vironment.
The top three in the ranking remained un-
changed for yet another year in 2011. For 
the fourth consecutive year the runner-up is 
Croatian oil and gas major INA, which man-
aged to boost its top line by 16.5% to 3.613 bil-
lion euro. INA's net profi t jumped to 261.2 mil-
lion euro from 239.3 million euro. The main 
reasons behind the improved fi nancial per-
formance were the higher operating profi t 
and the lower fi nancial loss.
Like in the previous years, the third spot 
is occupied by Bulgarian oil refi nery Lukoil 
Neftochim. The loss-making refi nery booked 
a 21.2% surge in its revenue to 3.446 billion. 
Its net loss, however, widened to 69.5 mil-
lion euro in 2011 from 47.2 million a year ear-
lier. The refi nery lost its fuel trading licence 
in July 2011 after it missed the deadline for 
the installation of meters linked to the cus-

On the path of recovery
by Mira Karadzhova

The economies of Southeast Europe 
set out on a hard and long road to 
recovery last year, trying to beat 
the challenge of sluggish demand 
for their exports in the eurozone, 
their main trading partner. 
Unsurprisingly, the EU member 
states in the region fared worse 
than their non-EU neighbours due 
to their stronger integration with 
the western European markets. In 
contrast, non-EU member states 
capitalised on their looser links 
with the EU to post bigger growth 
in their gross domestic product 
(GDP). 

Breakdown of industries in SEE TOP 100 in 2011

224
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Top 100 companies combined fi nancial 
results 2007-2011

4,286 3,048 1,700 2,322 3,006

85,207

95,672

77,994

87,402

100,967

Net profit in mln euro
Total revenue in mln euro

20112010200920082007*

Threshold 

441.9
391.8

360.1
405.4

376.4

(*) - Revised data due to change in the 
methodology

toms agency’s database. The refi nery got its 
licence back in early-2012.
The list of the fi ve biggest companies in 
SEE registered a switch in positions four 
and fi ve in 2011, which in 2010 remained 
unchanged from the previous year. OMV 
Petrom Marketing makes a huge leap to 
number four from number 22 as the com-
pany's revenue soared 197.5% year-on-year 
to 3.185 billion euro in 2011, thus marking 
the highest annual increase in revenue in 
the entire ranking.
Renault-owned Dacia slips one spot to 
number fi ve in the 2011 ranking even though 
its revenue rose 15.7% to 3.11 billion euro.
In the 2011 ranking of SEE TOP 100 twelve 
newcomers entered the chart, seven of 
which from Romania. The highest new en-
trant, at number 16, is Romania’s Petrotel - 
Lukoil SA. The number of companies dropped 
from the 2011 ranking is 12, fi ve of which from 
Romania. 
Romania, being the biggest economy in SEE, 
was the country with the largest presence in 
the 2011 ranking with 49 entrants, up from 
47 a year earlier. Serbia outranked Bulgaria as 
the runner-up with 14 entrants in 2011, from 
11. Bulgaria followed with 13 representatives, 

Top 10 of TOP 100 companies 2007-2011

2011 2010 2009 2008 2007

1 OMV Petrom SA OMV Petrom SA OMV Petrom SA Petrom SA Ina-Industrija Nafte D.D.

2 INA d.d. INA d.d. INA d.d. INA d.d. Petrom SA

3 Lukoil Neftochim 
Burgas AD

Lukoil Neftochim 
Burgas AD

Lukoil Neftochim 
Burgas AD

Lukoil Neftochim 
Burgas AD

Naftna Industrija 
Srbije AD

4 OMV Petrom Marketing 
SRL Automobile Dacia SA Automobile Dacia SA Naftna Industrija 

Srbije AD Petrol d.d.

5 Automobile-Dacia SA Petrol d.d. Petrol d.d. Petrol d.d. Lukoil Bulgaria EOOD 

6 Aurubis Bulgaria AD Rompetrol Rafinare SA Poslovni Sistem Mercator 
d.d. Lukoil-Bulgaria EOOD Rompetrol Rafinare SA

7 Petrol d.d. Aurubis Bulgaria AD Konzum d.d. Rompetrol Rafinare SA Cumerio Med AD

8 Rompetrol Rafinare SA Konzum d.d. Rompetrol Rafinare SA Arcelormittal Galati SA Delta Holding DOO

9 Naftna Industrija 
Srbije AD

Naftna Industrija 
Srbije AD

Hrvatska Elektroprivreda 
d.d. Automobile Dacia SA Poslovni Sisitem 

Mercator d.d. 

10 Lukoil-Bulgaria EOOD Lukoil-Bulgaria EOOD Lukoil-Bulgaria EOOD Poslovni Sisitem 
Mercator d.d. 

Metro Cash and Carry 
SRL

against 14 in 2010. Slovenia came next with 
12 and Croatia with 10, versus 13 each in 2010. 
Unsurprisingly, Macedonia and Bosnia and 
Herzegovina each had a single representative 

in the 2011 chart, just like the previous year. 
None of the biggest companies in Montene-
gro, Albania, Kosovo and Moldova made it to 
the 2011 TOP 100.

Methodology

TOP 100 companies ranks the biggest companies in Southeast Europe 
by total revenue for the fi scal year ended December 31, 2011. Both 2011 
fi gures and 2010 comparative counterparts are sourced from 2011 an-
nual non-consolidated reports. 
The TOP 100 companies ranking covers non-fi nancial companies reg-
istered in Albania, Bosnia and Herzegovina, Bulgaria, Croatia, Mac-
edonia, Moldova, Montenegro, Romania, Serbia and Slovenia. Banks, 
investment intermediaries, insurers and real estate investment trusts 
(REITs) are excluded from the ranking as total revenue is not an accu-
rate indicator of their performance. We have compiled separate rank-
ings of the largest 100 banks and insurers. Holding companies, on the 
other hand, are represented in the ranking by their subsidiaries. 
All data is sourced from national commercial registers, stock exchang-
es, government and corporate websites, industry regulators and com-
panies themselves. 
The initial pool of companies exceeds 1,200. The ranking does not in-
clude companies that declined or failed to provide fi nancial results by 
the time TOP 100 companies’ content was fi nalised, thus Coca-Cola 
HBC Romania SRL is not included in the ranking. In July 2011 Slove-
nian mobile operator Mobitel d.d. was taken over by Telekom Slovenije 
d.d. and was written off from the national trade register.
To allow comparison, all local currencies in the rankings have been 
converted into euro, using the respective central bank’s offi cial ex-
change rate on the last working day of 2011 and 2010. Year-on-year 
changes in the companies’ fi nancial indicators have been calculated us-
ing the fi gures in the original currency.
Elsewhere, local currency fi gures referencing past periods have been 
converted into euro using the respective central bank exchange rate as 
of the end of the relevant period while all other local currency fi gures 
have been converted using the exchange rate as of the date the relevant 
editorial content was fi nalised.
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NIN: 1590082
Legal form: Joint Stock Company
Status: Active
Stock exchange: Bucharest Stock Exchange
Stock symbol: SNP
ISIN: ROSNPPACNOR9

Board of Directors and Executives 
CEO - Mariana Gheorghe
CFO - Daniel Turnheim
Exploration and Production Director - Johann Pleininger
Refi ning and Marketing Director - Neil Anthony Morgan
Gas and Power Director - Hilmar Kroat-Reder

Supervisory Board
Chairman of the Board - Gerhard Rois
Deputy-Chairman of the Board - David C. Davies
Member of the Board - Manfred Leitner
Member of the Board - Hans-Peter Floren
Member of the Board - Constantin Dascalu
Member of the Board - Gheorghe Ionescu
Member of the Board - Riccardo Puliti
Member of the Board - Jacobus Huijskes
Member of the Board - Joseph Mobius

Oct 27, 1997 – State-
run Societatea 
Nationala a Petrolului 
Petrom SA is estab-
lished in the capital of 
Romania, Bucharest. 
In 2009 the company 
changes its name to 
OMV Petrom SA.

July 23, 2004 – The 
Romanian Privatisa-
tion Authority (AVAS) 

sells 33.34% in Petrom 
SA to OMV, Austria for 
668.815 million euro. 
On Dec 14, 2004 OMV 
becomes the majority 
shareholder in Petrom 
SA with a 51% stake.

January 2006 - Petrom 
SA acquires a 99.9% 
stake in three OMV 
companies: OMV Min-
eraloel Romania SRL, 
OMV Bulgaria OOD and 

OMV Jugoslavija DOO 
(later renamed to OMV 
Srbija DOO), in a deal 
worth 234.4 million 
euro.

September 2007 - 
Petrom SA signs a 328.5 
million euro contract 
for the acquisition of 
the oil service activities 
of Romania’s Petrom-
service.

April 2010 - OMV 
Petrom SA acquires 
a 100% stake in 
Romania-based Wind 
Power Park SRL for 100 
million euro and later 
changes its name to 
OMV Petrom Wind 
Power SRL.

September 2010 - OMV 
Petrom SA sold explo-
ration assets in Russia 

to its minority partner 
Mineral and Bio Oil 
Fuels Limited (MBO).

June 2012 - OMV 
Petrom sells its lique-
fi ed petroleum gas 
(LPG) business to local 
LPG distributor Crimbo 
Gas International SRL.

History

OMV Petrom SA is a leading Romanian oil exploration and refi nery, which is also active in the refi ning and trade of oil and gas.

Owners Subsidiaries

OMV Petrom has 12 subsidiaries – six in Roma-
nia, three in Kazakhstan and one in Moldova, 
Serbia and Bulgaria. The company also has 
two associated companies – one in Romania 
and on the Isle of Man.

OMV Petrom

51.01
OMV AG (Austria)

20.64
State (Romania) 

20.11
Fondul 

Proprietatea
SA (Romania)

8.24
Other

Address  22 Coralilor Str, Sector 1, 
 13329 Bucharest, Romania

Website:  www.petrom.com
 www.omv.com

Tel: +40 372 161 547
 +40 213 068 518

E-mails: press.offi  ce@petrom.com
 investor.relations.petrom@petrom.com
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In February 2012 OMV Petrom and ExxonMobil Exploration and Pro-
duction Romania Ltd (EMEPRL) announced a gas discovery at the ex-
ploration well Domino-1 located in the Romanian sector of the Black 
Sea. The potential of the gas deposit is estimated between 42 billion 
cu m and 84 billion cu m.
OMV Petrom claimed a 37% market share on the Romanian market of 
fuels in 2011.
In September 2011 the Romanian government approved a three-year 

extension of the exploration licences of OMV Petrom in the country 
until Sept 12, 2014.

Products / Services

Markets & Sales

Exploration and production of crude oil and natural gas, onshore and off shore; refi ning crude oil into products (gasoline, diesel, heavy fuel oil, 
LFO, mineral oils, bitumen); retail and wholesale of oil products; import and export of oil products; power production

Investments

In the period 2005-2011 OMV Petrom SA’s investments totaled 29.601 
billion lei. In 2012 the company plans to invest 5.2 billion lei and up to 
60 billion lei by 2030.
OMV Petrom invested a total 1.0 billion euro in the modernisation of 
its two refi neries by 2011.
In December 2009 OMV Petrom secured a 500 million euro loan for 

investments and general corporate needs.
In June 2009 OMV Petrom started the construction of the 860 MW 
Brazi gas-fi red power plant, worth some 500 million euro. In May 2009 
the European Investment Bank (EIB) and the European Bank for Recon-
struction and Development (EBRD) extended a 200 million euro loan 
each to OMV Petrom for the construction of the plant.

Capacity

In Romania and Kazakhstan, OMV Petrom Group exploits proved oil 
and gas reserves of approximately 812 million boe, of which 786 mil-
lion boe in Romania and had a maximum annual refi ning capacity of 
4.5 million tonnes as of end-2011.
OMV Petrom has a total of 793 fi lling stations in Romania, Moldova, 
Serbia and Bulgaria, operating under the Petrom and OMV brands.
In Romania the company also operates an 860 MW power plant in 
Brazi, in central Romania, and a 45 MW wind park in Dorobantu, in 
southeastern Romania.

Products 2011 2010 2009
Sales of refined products 
(million tonnes) 5.230 5.470 6.180

Gas sales (million cu m) 5.055 4.917 4.846

OMV Petrom sales

Refinery 2011 2010 2009
Arpechim (closed in March 2011) 0.749 2.170

Petrobrazi 3.567 3.153 2.991

Total 3.567 3.902 5.161

OMV Petrom processed crude oil (kt), inlcuding condensate

2011 2010 2009
Total assets 33 820 32 102 26 714

Total equity 18 891 16 195 14 056

Issued capital 5 664 5 664 5 664

Total liabilities 6 933 8 372 6 384

Total revenue 17 718 15 540 14 326

Net profit 3 686 1 799 1 368

ROE 19.51% 11.11% 9.73%

ROA 10.90% 5.60% 5.12%

Net profit margin 22.25% 12.89% 10.65%

Total liabilities/assets 20.50% 26.08% 23.90%

Total liabilities/equity 36.70% 51.69% 45.42%

Fixed assets turnover ratio 0.58 0.52 0.58

Number of employees 22 052 25 176 30 398

Financial Information

The fi nancial results are non-consolidated and in billions of lei

profiles.seenews.com
The business and financial company information 
of SeeNews are also available on your Bloomberg 
terminal.
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The rise in oil prices was one of the 
factors that helped the 71% rise in 
Petrom’s net profi t in 2011. What 
are your expectations regarding the 
price environment this year? 
The oil price is very volatile and diffi  cult to es-
timate; for 2012 we expect the average Brent 
price to be above 100 U.S. dollars per barrel. 
The favorable oil price, which in 2011 reached 
a yearly average of 111.26 U.S. dollars per barrel 
for Brent crude – the highest yearly average 
price in recent times – was one of the factors 
contributing to our good fi nancial results.
Another key factor was the operational im-
provements in the company, across all divi-
sions and departments, which resulted from 
the massive investments performed in the 
past seven years, 7.7 billion euro. Therefore, 
the record net profi t recorded in 2011 was a 
direct result of these investments.

The Romanian government plans to 
impose new taxes on exceptional 
earnings of energy companies. How 
will the introduction of new taxes 
impact the company’s investment 
plan?
The government plans to draft a package of 
tax, royalty and regulatory measures for the 
oil and gas sector by end-2012. 
So far, there are no specifi c measures to be 
reported. We rely on a reasonable outcome 
of the consultations in order to stimulate in-
vestments in the energy sector, which is an 
important driver for economic growth.
Related to our investments, we have recently 

announced our strategy until 2021 with esti-
mated investments of up to 1.2 billion euro 
per year in the next two-three years, in the 
conditions of an investment-friendly environ-
ment with predictable, fair and transparent 
fi scal  and regulatory regimes. 

Earlier this year, Petrom and Exxon-
Mobil announced a potentially sig-
nifi cant gas discovery at the Neptun 
block with new 3D seismic acquisi-
tion planned during 2012. Can you 
provide a timeframe and the esti-
mated value of the planned invest-
ments in the further exploration and 
development of the well? 
The deep water area of the Black Sea is a virtu-
ally unexplored basin and the Neptun project 
is a unique, unprecedented discovery in the 
Romanian sector of the Black Sea. The next 
step is further exploration work on the Nep-
tun block. ExxonMobil and OMV Petrom plan 
new 3D seismic acquisition during 2012. It is 
too early to determine whether the Neptun 
block will ultimately prove to be commercially 
developable or not. However, should further 
work confi rm the technical and commercial 
feasibility of deep water gas production, fur-
ther investment during both the exploration 
and development phases could reach several 
billion U.S. dollars with the potential for fi rst 
production towards the end of the decade.

Is OMV Petrom interested in partici-
pating in exploration projects out-
side Romania?

We recently participated in a joint bid for the 
off shore Skifska area in Ukraine along with 
ExxonMobil, Shell and Ukraine’s Nadra. The 
bid, led by ExxonMobil, was selected as the 
winner of the tender for the execution of a 
production sharing agreement for the de-
velopment of the hydrocarbons within the 
off shore Skifska block. Our focus is now on 
successfully negotiating the production shar-
ing agreement.

Do you plan to increase production 
from Tasbulat and Turkmenoi fi elds 
in Kazakhstan this year and by how 
much?
In Kazakhstan we had a very successful year 
in 2011, we had a 20% increase in oil and gas 
production, mainly due to increased gas 
production at the Tasbulat and Turkmenoi 
fi elds. 
For 2012, in Kazakhstan we will pursue stabi-
lisation of production volumes at the Kom-
somolskoe fi eld and we will pursue a fi eld 
re-development plan in the fi elds of TOC 
company, Tasbulat, Turkemenoi and Aktas, 
which is expected to contribute to the in-
crease of production. 

Is OMV Petrom interested in entering 
other segments of the renewables 
market after opening the Dorobantu 
wind park in Romania in October last 
year?
We are considering exploring opportunities 
in the fi eld in the medium to long term; there 
are no specifi c plans for the near term.

OMV Petrom to invest up to 
1.2 bln euro per year in 2012-2014

Mariana Gheorghe, 
OMV Petrom’s chief executive 
offi cer since 2006, joined 
the company in 2004 as 
representative of the European 
Bank for Reconstruction and 
Development (EBRD) on the 
board of directors. Since 1993, 
she has been working for 
EBRD as an Associate Banker 
and then as a Senior Banker 
for Southeast Europe and the 
Caucasus Region.

by Kristina Belkina
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Idea DOO

Stomana Industry AD

Enel Energie SA
Lukoil Srbija AD (former 
Lukoil - Beopetrol AD)

Alfred C. Toepfer Interna-
tional (Romania) SRL
JT International 
Manufacturing SA

Romtelecom SA

Zelezara Smederevo DOO (former US Steel Serbia DOO)

CFR SA

JP Elektroprivreda BiH d.d.
Complexul Energetic Turceni SA

Dedeman SRL
Elektrovojvodina DOO

Bulgargaz EAD

E.ON Energie Romania SA

Renault Industrie Roumanie SRL
Prirodni Plin d.o.o.
OMV Bulgaria OOD

Krka d.d.

Orange Romania SA
Telekom Srbija AD

Vodafone Romania SA

GDF SUEZ Energy Romania SA

Carrefour Romania SA

Selgros Cash & Carry SRL

JP Srbijagas
GEN-I d.o.o. 

Nokia Romania SRL

Delhaize Serbia DOO (former Delta Maxi DOO)
real,- Hypermarket Romania SRL

Hidroelectrica SA

MOL Romania Petroleum 
Products SRL

CEZ Elektro Bulgaria AD

Engrotus d.d. 
Okta AD

RCS & RDS SA

Overgas Inc. AD

OMV Slovenija d.o.o.

Telekom Slovenije d.d.

OMV Petrom Gas SRL

Termoelektrane Nikola Tesla DOO

Transelectrica SA

Brodosplit - Brodogradiliste d.o.o.

Lek d.d.

Electrocentrale Bucuresti SA

Mediplus Exim SRL

Interagro SA

Cargill Agricultura SRL
Gorenje d.d. 

Naftex Petrol EOOD

OMV Hrvatska d.o.o.
CFR - Calatori SA

Celestica (Romania) SRL
IMPOL d.o.o.
Philip Morris Trading SRL
J.T. International (Romania) SRL
HEP-Proizvodnja d.o.o.

Alro SA

Compania Nationala de Autostrazi si 
Drumuri Nationale din Romania SA

Mercator - S DOO

Oscar Downstream SRL
Michelin Romania SA

Daewoo-
Mangalia Heavy 
Industries SA

Cosmote Romanian 
Mobile Telecom-
munications SA

Zagrebacki 
Holding d.o.o.

Mobiltel EAD

Continental Automotive Products SRL

HEP-Operator Distribucijskog 
Sustava d.o.o. 

Zeleznice Srbije AD (former JP Zeleznice Srbije)

Autoliv Romania SRL

Elektrosrbija DOO

YugoRosGaz AD

AETs Kozloduy EAD

Bulgarian 
Telecommunications 
Company AD
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The chart illustrates the position of each of the SEE TOP 100 companies in terms of total revenue, net profit/loss and total revenue per capita for 2011. 
The X axis is a measure of 2011 total revenue, the Y axis represents net profit/loss and the size of the bubbles corresponds to the total revenue per capita. 
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Bosnia and  
Herzegovina

Bulgaria

Croatia

Macedonia

Romania

Serbia

Slovenia

The colours of the bubbles 
correspond to the country of 
origin of each company:

1,500 – 800

800 – 300

300 – 200

200 – 100

100 – 0
The size of the bubbles  
should be read as follows:

Rompetrol Rafinare SA

Lukoil Neftochim Burgas AD

Petrotel - Lukoil SA

Arcelormittal Galati SA

JP Elektroprivreda Srbije (JP EPS)

Petrol d.d.

OMV Petrom Marketing SRL

Aurubis Bulgaria AD

Naftna Industrija Srbije AD

Hrvatski Telekom d.d.

Romgaz SA INA d.d.

Automobile-Dacia SA

Rompetrol Downstream SRLLukoil Romania SRL

Konzum d.d.

Natsionalna Elektricheska Kompania EAD

Poslovni Sistem Mercator d.d. 

Revoz d.d. 

Kaufland Romania SCS Lukoil-Bulgaria EOOD

Hrvatska Elektroprivreda d.d.

Holding Slovenske Elektrarne d.o.o. 

Metro Cash & Carry Romania SRL

British American Tobacco (Romania) Trading SRL

OMV Petrom SA
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Overgas provides: analysis, assessment, development, fi nancing and 
management of gas projects; management, maintenance and opera-
tion of gas distribution networks and facilities; implementation of 
state-of-the-art technologies, new products and services in the gas 
industry; supply, distribution and sale of natural gas.

CEO – Sasho Donchev
Deputy CEO, Corporate Development Manager – Svetoslav Ivanov
Deputy CEO, 
Corporate Business Planning Manager – Emiliya Georgieva
Deputy CEO, Human Resources Director – Valeriya Vidinlieva
Member of the Board of Directors 
and Chief Secretary  –  Georgi Nikolov

Overgas is aware of 
its role as a corporate 
citizen in the Bulgarian 
society and carries 
out its social policy 
focused on education, 
culture, ecology and 
sports. Since its estab-
lishment the company 
has invested in social 
projects with the 
largest and most ambi-
tious of them being:

Bulgarsko Shkolo 
(Bulgarian School) – 
campus, including a 
kindergarten and a 
school with intensive 
foreign languages 
learning.

Let Us Keep Bulgaria 
Clean for Us and Our 
Children – the com-
pany has planted more 

than 130,000 trees 
since 2000.

Overgas Basket - 
educates sports spirit 
among the young.

Foundation of high 
school classes for 
Gas Technicians in 10 
secondary schools in 
the country.

National festival of 
literature and arts Soul 
of a Spring – in coop-
eration with Young 
Bulgaria Foundation 
– nearly 3,000 have 
participated in the 
festival up to now.

An online platform for 
management of youth 
projects for profes-

sional development 
was launched in 2010. 
It helps participants to 
develop and plan their 
careers.
With the belief that 
everyone should con-
tribute to the sustain-
able development, the 
company will continue 
being socially respon-
sible by applying best 
industry practices, pro-
viding healthy and safe 

working conditions, 
developing its business 
in an environment 
friendly way, partner-
ing with stakeholders 
and investing in the 
development of the 
human potential.

Social responsibility

Overgas Inc. is the largest private gas company in Bulgaria. The company, established in 1992, is a leader in the development and provision of 
resources for infrastructure projects, particularly in the fi eld of gasifi cation. The company’s main goal is to shape and develop the Bulgarian gas 
market and to make natural gas available to the Bulgarian citizens.

Subsidiaries

ServicesManagement

Overgas holds majority stakes in fi ve gas dis-
tribution companies, which have 10 licences 
for the distribution and supply of natural gas 
in 51 municipalities on a territory of 25,000 
sq km with a population of 3.6 million. The 
length of the companies’ gas distribution 
network is more than 2,200 km. Overgas em-
ploys 1,500 in the country. 

Overgas Inc

Address  5, Filip Kutev Str, 1407 Sofi a, Bulgaria

Website:  www.overgas.bg

Tel: +359 2 42 83 249, +359 2 42 83 316
Fax: +359 2 96 21 724

E-mail: press@overgas.bg 
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What stays behind the decision for 
rebranding? 
Our new identity reveals our change in depth 
– in our philosophy and in Mtel’s culture as 
well. Two years ago Mtel acquired two fi xed 
Internet providers. The deal was a huge step 
for our company. It helped us enter new areas 
with strong growth perspectives in fi xed line 
Internet and IPTV. During the last two years 
we were able to off er large-scale bundles and 
to position our company as a full telecom op-
erator. Now, the new vision and brand identi-
ty comes to present the long term strategy of 
Mtel - to position the company as a lifestyle 
provider.  In the centre of this strategy is the 
customer as a personality and their individ-
ual needs. That is why Mtel is the company 
which provides full telecom solutions. And 
there is something more, which I like very 
much - Mtel looks now younger, more attrac-
tive and much more fl exible.

What will be Mobiltel’s strategy 
from now on? 
More converged services. As I already said, the 
new corporate identity stands for Mtel’s am-
bition to become a fully convergent commu-
nication player by sustaining its innovation 
leadership. After the acquisition of Megalan 
and SpectrumNet we changed the market by 
rolling out the biggest fi bre optic network in 
Bulgaria and currently we cover close to one 
million households.  In the last year and a half 
we integrated the operational functions and 
the people of the three companies. We are 
ready to support the government with our 
experience and experts so that this service 
reaches maximum Bulgarians. Entering into 
spheres like education and healthcare is very 
important for the development of the Bul-
garian society as well. 

What is the current state of  Bulgaria’s 
telecom sector in 2012? 
There is one fact that distinguishes the Bul-
garian telecom market from the others. The 
telecom industry in Bulgaria provides 6% of 
GDP, which is something unachievable in 
other countries. Since Mtel was acquired by 
Telekom Austria Group in 2005, the company 
has invested more than 800 million euro.
Otherwise, the telecom landscape in Bulgaria 
is highly competitive similar to all European 
countries. The economic environment is ex-
tremely challenging, people and businesses 
continue to reduce their consumption. In ad-
dition we experience regulatory burdens on 
mobile termination and roaming rates. We ob-
serve around 15-20% price decrease every year. 
As a result, the telecom market is changing – 
the tendency shows market consolidation.

In which sector of the mobile indus-
try do you see biggest gowth poten-
tial? 
Mobile Internet and smart phones proved 
to have great potential, which is the driver 
for our investments in the mobile network. 
Mobiltel has the biggest 3G coverage among 
the other telecoms on the territory of Bul-
garia – 89.50%. We focus our investments on 
infrastructure in the small cities, not only the 
central big city of the country, where there is 
a faster and greater return. Furthermore, we 
are cooperating with the municipalities to 
expand the broadband coverage in the most 
distant regions of Bulgaria. For 17 years the 
Mobiltel investments in the network and the 
development of the portfolio of the company 
cost more than 2.5 billion levs. Cloud services 
also have growing potential. Last year our 
company off ered the Bulgarian business a 
package of "cloud services", including video 

Mobiltel enters new era 
with new brand identity

As of end-September Bulgar-
ian wireless operator Mobiltel, 
with the brand name Mtel, has 
introduced a new logo and has 
entirely changed its corporate 
identity. The new brand of 
Mtel refl ects the inner change 
of the company’s philosophy 
and values. 

Andreas Maierhofer, CEO, Mobiltel
web: www.mtel.bg

conferencing, domain registration, e-mail 
mobile synchronisation, document sharing 
and more.

You say you are an innovative leader 
and a reliable partner to the busi-
ness. How do you achieve it in tough 
times for the Bulgarian business? 
We have proved our position as a partner 
through successful practices in the usage of 
innovative technologies, which do help the 
business in Bulgaria. We have established a 
Partnership programme and a special Inno-
vation Centre has been set up with the aim 
to support the Bulgarian entrepreneurs. We 
now are in front of the successful end of a 
pilot project for contactless payments, based 
on the Near Field Communication technol-
ogy which converts the mobile phone into a 
credit card.
According to the National Statistical Insti-
tute, 98% of the fi rms in Bulgaria are micro or 
small fi rms, and they ensure more than 50% 
of the labour in the country. This segment 
has increased rapidly in the last few years in 
comparison with the big businesses and is 
becoming the main engine of the Bulgarian 
economy. Do you know that 70% of the calls 
of those business segments are in the Mtel 
network? That is why Mtel has introduced 
personalised solutions and personal account 
managers to the business representatives in 
Bulgaria. 

What is the profi le of the Bulgarian 
customer? 
The positive feature of the Bulgarian custom-
er is that he is not suspicious. But what we 
observe is that he is still conservative.  The 
usage of smart phones is still on a lower level 
compared to other European countries. At 
the same time, we report constant growth in 
sales of devices as smart phones and tablets. 
For example,  Mtel showed a 270% growth in 
sales of tablets last year. The growth of mo-
bile internet consumption in Mtel’s network 
is around 140% per year.
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representatives of the telecommunications 
sector, ranking respectively 4th, 7th, 11th and 
20th.
The petroleum and natural gas sector held 
steady with three representatives, which 
were the same as in the 2010 rankings. Among 
them is the biggest SEE enterprise by revenue 
- OMV Petrom SA. The Romanian company 
fi nished at number six in terms of profi t-
ability, one place below another Romanian 
sector player - Romgaz SA. Naftna Industrija 
Srbije AD rounded off  the trio of petroleum 
and natural gas companies on the list. 
Other sectors that retained their level of rep-
resentation were electricity (with Bulgaria’s 
AETs Kozloduy EAD, Croatia’s HEP-Operator 
Distribucijskog Sustava and Serbia’s Ter-
moelektrane Nikola Tesla DOO  ranked 10th, 
16th and 19th respectively), pharmaceuticals 
(Slovenia’s Krka and Lek at numbers nine and 
12 respectively), rubber/rubber products  (Ro-
manian Continental Automotive Products 
SRL in the 15th position) and wholesale/retail 
(Dedeman SRL of Romania at number 13). 
Three new sector secured representation in 

the 2011 league table and they all had Roma-
nian companies to thank for that. Construc-
tion entered the chart courtesy of Compania 
Nationala de Autostrazi si Drumuri Nationale 
din Romania SA, which landed at number 14. 
Metals joined the club through Alro SA (17th) 
and automobiles staged an appearance due 
to Autoliv Romania SRL (18th). 

No SEE TOP 
100 No Company name Country Industry Return on 

revenue 2011
Return on 

revenue 2010
1 92 Brodosplit - Brodogradiliste d.o.o. Croatia Transportation 44.57% -28.04%

2 82 Zeleznice Srbije AD Serbia Transportation 23.78% -64.18%

3 26 Hrvatski Telekom d.d. Croatia Telecommunications 23.13% 22.39%

4 34 Telekom Srbija AD Serbia Telecommunications 22.66% 16.39%

5 25 Romgaz SA Romania Petroleum/Natural Gas 22.11% 15.37%

6 1 OMV Petrom SA Romania Petroleum/Natural Gas 20.80% 11.58%

7 37 Orange Romania SA Romania Telecommunications 19.95% 22.16%

8 9 Naftna Industrija Srbije AD Serbia Petroleum/Natural Gas 19.63% 9.10%

9 31 Krka d.d. Slovenia Pharmaceuticals 15.40% 17.48%

10 97 AETs Kozloduy EAD Bulgaria Electricity 12.81% 7.42%

11 43 Vodafone Romania SA Romania Telecommunications 12.00% 13.35%

12 63 Lek d.d. Slovenia Pharmaceuticals 11.55% 8.24%

13 88 Dedeman SRL Romania Wholesale/Retail 9.96% 9.61%

14 69 Compania Nationala de Autostrazi si 
Drumuri Nationale din Romania SA Romania Construction 9.67% 3.49%

15 80 Continental Automotive Products 
SRL Romania Rubber and Rubber 

Products 8.93% 10.79%

16 77 HEP-Operator Distribucijskog 
Sustava d.o.o. Croatia Electricity 8.68% 2.85%

17 66 Alro SA Romania Metals 8.51% 7.30%

18 95 Autoliv Romania SRL Romania Automobiles 8.16% 8.87%

19 44 Termoelektrane Nikola Tesla DOO Serbia Electricity 7.68% 0.66%

20 78 Mobiltel EAD Bulgaria Telecommunications 7.38% 19.69%

Most profi table companies

New sectors steal ground from 
telcos in 2011 SEE ranking of 
most profi table companies

Telecommunications emerged as 
the clear-cut leader among sectors 
when SeeNews compiled its 2011 
ranking of the 20 most profi table 
companies in Southeast Europe.

One year down the line and the picture 
looked quite diff erent. All top three compa-
nies in 2010 were telcos and the sector had 
nine representatives in the league table. In 
2011, only one remained among the biggest 
three - former leader Hrvatski Telekom – and 
the sector was down to fi ve names.  
Transportation, on the other hand, had no 
representatives in the 2010 rankings and 
not only did it place two in the 2011 edition 
but saw them snatch the top two positions. 
The most profi table SEE company last year 
was Croatian shipbuilder Brodosplit – Bro-
dogradiliste, which achieved a veritable feat 
by reversing a 28.04% negative return on 
revenue in 2010 to 44.57%. The company’s 
revenues in 2011 surged by 130.90% to 466.5 
million euro, while gross losses of 57.8 million 
euro made way for gross profi t of 207.9 mil-
lion euro. Serbian railway company Zeleznice 
Srbije AD (formerly JP Zeleznice Srbije) had a 
similarly auspicious year, delivering return on 
revenue of 23.78% compared to a negative 
64.18% a year earlier. Its total revenue jumped 
by 96.19% to 511.1 million euro and the compa-
ny exited 2011 with a net profi t of 121.5 million 
euro against a net loss of 165.3 million euro in 
the preceding year.
The 2010 leader managed a very modest 
improvement in return on revenue, which 
stood at 23.13% versus 22.39% in 2010. Hrvat-
ski Telekom wrapped up 2011 with total rev-
enues of 1.04 billion euro, or 5.85% lower, and 
its net profi t slipped from 252.4 million euro 
to 240.8 million euro. Telekom Srbija AD, Or-
ange Romania SA, Vodafone Romania SA and 
Bulgaria’s Mobiltel EAD were the remaining 

Methodology

Most Profi table is a ranking of the 
top 20 companies with the high-
est return on revenue in TOP 100 
companies. Return on revenue is 
calculated as net profi t divided 
by total revenue, both in euro 
terms. To allow comparison, 
all local currencies have been 
converted into euro, using the 
central banks’ offi cial exchange 
rates on the last working day of 
2011 and 2010, respectively.

by Emilia Atanassova
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Oil and gas fi rms increased their 
number on the list of the 20 SEE 
companies with the heftiest losses 
in 2011 to nine from seven in 2010. 
Analysts attribute the increase to 
the rise in global oil prices that 
continued to depress the bottom 
line of the oil companies in the re-
gion, which are involved mostly in 
refi ning. Four fi rms on the list are 
units of Russian oil major Lukoil.

No SEE TOP 
100 No Company name Country Industry Net loss 

2011
Net loss 

2010
1 56 Romtelecom SA** Romania Telecommunications -294.3 -351.0

2 8 Rompetrol Rafinare SA Romania Petroleum/Natural Gas -170.3 -156.3

3 33 CFR SA Romania Transportation -164.0 -302.1

4 41 Zelezara Smederevo DOO Serbia Metals -149.9 -142.3

5 22 Arcelormittal Galati SA Romania Metals -143.6 -79.9

6 16 Petrotel - Lukoil SA Romania Petroleum/Natural Gas -90.7 -70.7

7 3 Lukoil Neftochim Burgas AD Bulgaria Petroleum/Natural Gas -69.5 -47.2

8 84 Zagrebacki Holding d.o.o.* Croatia Diversified Holdings -57.6 -67.1

9 21 JP Elektroprivreda Srbije (JP EPS) Serbia Electricity -46.6 16.9

10 27 E.ON Energie Romania SA Romania Petroleum/Natural Gas -44.4 -22.3

11 42 Bulgargaz EAD Bulgaria Petroleum/Natural Gas -37.4 -19.1

12 51 real,- Hypermarket Romania SRL Romania Wholesale/Retail -28.0 -21.2

13 20 Lukoil Romania SRL Romania Petroleum/Natural Gas -26.7 -38.7

14 11 Rompetrol Downstream SRL Romania Petroleum/Natural Gas -25.1 -23.1

15 55 Naftex Petrol EOOD Bulgaria Petroleum/Natural Gas -19.1 11.7

16 91 Idea DOO Serbia Wholesale/Retail -17.9 -22.3

17 83 Daewoo-Mangalia Heavy Industries SA Romania Transportation -16.9 -32.7

18 52 Delhaize Serbia DOO Serbia Wholesale/Retail -13.2 17.7

19 99 Enel Energie SA Romania Electricity -10.0 -7.6

20 98 Lukoil Srbija AD Serbia Petroleum/Natural Gas -9.5 -32.9

Money losers in millions of euro

(*) denotes gross profit/loss for 2011 and 2010
(**) denotes consolidated figures

Methodology

Money losers is a ranking of 20 
companies with the most sig-
nifi cant losses in TOP 100 com-
panies. To allow comparison, 
all local currencies have been 
converted into euro, using the 
central banks’ offi cial exchange 
rates on the last working day of 
2011 and 2010, respectively.

The Top 20 Money Losers were 1.434 billion 
euro in the red in 2011 compared with 1.390 
billion euro losses of the Top 20 in the 2010 
chart. Eleven of the top 20 loss-makers saw 
their losses widen in 2011, seven pared losses, 
while two sank into the red after a profi table 
2010. The 20 biggest loss-makers in 2011 came 
from Romania, Serbia, Bulgaria and Croatia. In 
2010, Slovenia was also part of this group.

Oil, gas companies dominate 
2011 SEE Money Losers ranking
by Gabriela Tzekova

New entrants in 2011 included Serbian power 
utility JP Elektroprivreda Srbije (JP EPS), Bul-
garian fuel retailer Naftex Petrol OOD, retail-
ing group Delhaize Serbia DOO, Romanian 
electricity company Enel Energie SA and oil 
specialist Lukoil Srbija AD.

Romania leads ranking
Despite its improved macroeconomic indica-
tors, Romania remained the country with the 
largest number of entries into the SEE Top 
20 Money Losers – 11 versus 13 in 2010. After 
shrinking by 1.3% in 2010, the country’s gross 
domestic product grew by 2.5% in 2011. 
Romtelecom, majority owned by Greek OTE, 
topped the ranking, although the fi xed-line 
telco narrowed its consolidated net loss to 
294.3 million euro in 2011 from 351 million 
euro in 2010 . Last year, Romtelecom was still 
struggling with declining revenue from voice 
telephony services.
Oil refi nery Rompetrol Rafi nare SA, which 
ranked third in 2010, came in second in 2011 
with 170.3 million euro in losses, versus 156.3 

million euro a year earlier. Its fi nancial woes 
were prompted by rising crude oil prices, a 
negative refi ning margin and increased work-
ing capital costs.
State-owned railway company CFR SA, the 
leader in the 2010 ranking, was in the third 
place in 2011 as its net loss decreased to 164 
million euro from 302.1 million euro thanks to 
improved effi  ciency of its business. 

Serbia: the runner-up
Serbia was the second in the Money Losers 
chart with fi ve companies. Steel maker  Zele-
zara Smederevo DOO, formerly known as US 
Steel Serbia DOO, came fourth on the list 
with a loss of 149.9 million euro, versus 142.3 
million euro loss in 2010. Despite the hefty 
losses, the Serbian government has pledged 
to keep production at the steel mill going.

Bulgaria comes third 
Bulgaria had three representatives in the 
loss-makers league in 2011. Lukoil Neftochim 
Burgas AD oil refi nery, controlled by Lukoil, 
widened its loss to 69.5 million euro from 47.2 
million euro in 2010. Gas monopoly Bulgar-
gaz EAD’s loss widened to 37.4 million euro 
last year from 19.1 million euro in 2010 as the 
company struggled with a mounting debt re-
sulting from unpaid bills. Naftex Petrol EOOD 
also sank deeper into the red as its net loss 
increased to 19.1 million euro last year from 
11.7 million euro net profi t in 2010.
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2011 2010 Company name Country Total assets 
2011

Y/Y change in 
assets

Net profit/loss 
2011

Net profit/loss 
2010

1 1 Banca Comerciala Romana SA Romania 17 104 5.63% 56.7 170.8

2 3 Zagrebacka Banka d.d. Croatia 13 811 8.16% 174.8 173.5

3 2 Nova Ljubljanska Banka d.d. Slovenia 12 980 -6.15% -233.2 -183.4

4 4 BRD – Groupe Societe Generale SA Romania 11 286 0.96% 108.7 232.5

5 5 Privredna Banka Zagreb d.d. Croatia 8 961 0.19% 150.9 116.4

6 6 Erste & Steiermarkische Bank d.d. Croatia 7 574 12.92% 86.4 82.6

7 7 UniCredit Bulbank AD Bulgaria 6 086 5.57% 115.8 81.2

8 12 Banca Transilvania SA Romania 5 977 19.84% 52.9 25.4

9 11 CEC Bank SA Romania 5 747 14.40% 26.9 8.1

10 10 Raiffeisenbank (Romania) SA* Romania 5 620 9.38% 99.0 89.6

11 9 Hypo Alpe-Adria-Bank d.d. Croatia 5 423 5.53% 5.6 30.8

12 13 UniCredit Tiriac Bank SA Romania 5 293 9.89% 36.9 40.0

13 8 Raiffeisenbank Austria d.d. Croatia 5 107 -4.85% 43.4 50.9

14 14 Nova Kreditna Banka Maribor d.d. Slovenia 4 811 0.10% -84.0 9.4

15 16 DSK Bank EAD Bulgaria 4 376 -0.04% 43.6 66.7

16 15 Abanka Vipa d.d. Slovenia 4 215 -7.38% -119.1 6.6

17 New Volksbank Romania SA Romania 4 048 -14.80% -161.8 -31.7

18 17 SID – Slovenska Izvozna in Razvojna Banka d.d. Slovenia 4 029 3.43% 6.5 5.7

19 New Alpha Bank Romania SA Romania 3 903 -21.45% 6.7 31.4

20 20 Banca Intesa AD Serbia 3 761 9.24% 91.9 72.2

21 19 Societe Generale – Splitska Banka d.d. Croatia 3 555 0.09% 18.3 23.0

22 18 United Bulgarian Bank AD Bulgaria 3 424 -10.15% 6.1 32.7

23 21 Raiffeisenbank (Bulgaria) EAD Bulgaria 3 297 -1.74% 26.0 22.5

24 New ING Bank N.V. Amsterdam Branch Bucharest Romania 3 276 18.77% 30.0 23.7

25 27 First Investment Bank AD - Fibank Bulgaria 3 120 23.41% 18.7 15.8

26 23 Eurobank EFG Bulgaria AD - Postbank Bulgaria 3 063 -5.05% 3.8 17.9

27 22 Bancpost SA Romania 2 964 -9.40% -28.3 4.2

28 24 UniCredit Banka Slovenija d.d. Slovenia 2 946 -1.70% 14.7 13.1

29 28 Komercijalna Banka AD Serbia 2 641 7.67% 33.7 23.9

30 25 SKB Banka d.d. Slovenia 2 637 -2.02% 24.2 27.0

31 26 Banka Celje d.d. Slovenia 2 491 -4.12% -14.9 4.5

32 33 Raiffeisen Bank Sh.a. Albania 2 312 16.15% 50.5 38.0

33 29 Banka Koper d.d. Slovenia 2 250 -0.43% 17.7 17.4

34 32 Hrvatska Postanska Banka d.d. Croatia 2 185 11.25% 11.7 6.9

35 46 Corporate Commercial Bank AD Bulgaria 2 067 49.75% 31.2 38.1

36 35 Raiffeisen Bank d.d. Sarajevo Bosnia and Herzegovina 2 053 7.88% 22.4 3.0

37 9 Hypo Alpe-Adria-Bank d.d. Slovenia 1 978 -9.61% -26.9 -26.3

38 34 Gorenjska Banka d.d. Slovenia 1 947 -1.69% 1.7 21.1

39 41 Unicredit Bank Srbija AD Serbia 1 903 18.92% 43.6 33.5

40 40 Raiffeisen Banka AD Serbia 1 860 8.52% 47.3 26.4

41 New Piraeus Bank Romania SA Romania 1 856 -16.66% 9.7 15.5

42 50 Societe Generale Bank Srbija AD Serbia 1 814 38.72% 13.2 15.3

43 36 UniCredit Bank d.d. Mostar Bosnia and Herzegovina 1 812 -1.97% 25.6 18.2

44 37 Banca Romaneasca SA Romania 1 745 -2.37% -13.1 -6.3

45 38 OTP Banka Hrvatska d.d. Croatia 1 696 0.11% 13.2 10.2

46 42 Societe Generale Expressbank AD Bulgaria 1 682 12.56% 24.2 15.4

47 31 Piraeus Bank Bulgaria AD Bulgaria 1 641 -21.32% 26.9 23.5

48 39 Eurobank EFG AD Serbia 1 538 -11.29% 25.6 24.8

49 52 Central Cooperative Bank AD Bulgaria 1 536 31.43% 6.5 11.4

50 45 Raiffeisen Banka d.d. Slovenia 1 517 8.48% -5.5 2.3

in millions of euro
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2011 2010 Company name Country Total assets 
2011

Y/Y change in 
assets

Net profit/loss 
2011

Net profit/loss 
2010

51 New Garanti Bank SA Romania 1 457 2.97% 0.366 -29.6

52 54 Banka Kombetare Tregtare Sh.a. (National Commercial Bank) Albania 1 443 28.30% 20.6 18.7

53 47 Hypo Alpe-Adria-Bank AD Serbia 1 406 1.47% 12.3 3.3

54 48 AIK Banka AD Serbia 1 373 1.14% 28.5 53.0

55 43 RBS Bank (Romania) SA Romania 1 341 -5.88% 23.2 33.3

56 28 Komercijalna Banka AD Macedonia 1 303 13.16% 17.7 23.3

57 51 Credit Europe Bank (Romania) SA* Romania 1 169 -7.93% 2.5 -0.8

58 49 Probanka d.d. Slovenia 1 155 -10.71% -19.9 -1.7

59 55 Stopanska Banka AD Skopje Macedonia 1 147 3.36% 12.5 14.2

60 56 Banka Sparkasse d.d. Slovenia 1 067 -2.91% -0.745 -4.3

61 57 Factor Banka d.d. Slovenia 1 044 -3.60% 1.3 5.8

62 64 Banka Volksbank d.d. Slovenia 1 013 8.26% 2.7 3.3

63 62 CIBANK AD Bulgaria 1 007 5.27% -28.5 1.2

64 60 NLB Tutunska Banka AD Macedonia 1 003 -1.65% 10.7 7.7

65 66 Banca Comerciala Intesa Sanpaolo Romania SA Romania 998.9 9.09% -32.6 -10.3

66 58 Volksbank d.d. Croatia 995.3 -2.92% 0.115 4.6

67 72 EximBank SA Romania 958.2 17.03% 13.8 15.7

68 78 Bulgarian Development Bank AD Bulgaria 956.3 36.15% 3.2 13.2

69 68 Intesa Sanpaolo Bank Albania Sh.a. Albania 928.8 6.96% 17.8 13.8

70 61 Dezelna Banka Slovenije d.d. Slovenia 892.8 -8.91% -8.8 1.4

71 71 Allianz Bank Bulgaria AD Bulgaria 892.5 6.10% 6.2 1.9

72 59 Alpha Bank - Bulgaria Branch Bulgaria 890.6 -13.77% -22.5 -38.3

73 70 Vojvodjanska Banka AD Serbia 886.7 0.68% -11.2 -10.0

74 79 Banca Comerciala Carpatica SA Romania 876.7 29.11% -7.4 -36.1

75 69 MKB Unionbank AD Bulgaria 875.2 -1.19% 2.3 2.2

76 67 OTP Bank Romania SA Romania 865.3 -5.26% -0.458 -8.4

77 73 Postna Banka Slovenije d.d. Slovenia 826.0 0.92% 2.5 5.1

78 65 Alpha Bank Srbija AD Serbia 816.6 -13.40% -20.3 -16.3

79 74 Volksbank AD Serbia 767.0 -3.64% 14.3 9.2

80 63 Hypo Alpe-Adria-Bank d.d. Mostar Bosnia and Herzegovina 756.1 -25.62% -20.8 -70.9

81 75 Hypo Аlpe-Adria-Bank a.d. Banja Luka Bosnia and Herzegovina 740.4 -4.46% 11.9 -24.9

82 76 Crnogorska Komercijalna Banka A.D. Montenegro 701.6 -3.22% -12.4 -61.7

83 85 Erste Bank AD Serbia 690.9 16.01% 7.6 3.0

84 82 Intesa Sanpaolo Banka d.d. Bosnia and Herzegovina 685.7 2.82% 5.3 3.1

85 81 Tirana Bank Sh.a. Albania 679.5 3.82% 9.0 10.8

86 84 ProCredit Bank Bulgaria AD Bulgaria 643.6 9.00% 4.3 1.9

87 83 Investbank AD Bulgaria 641.0 4.27% -2.6 0.892

88 87 Banca Comerciala Moldova Agroindbank SA Moldova 625.7 10.01% 19.0 17.4

89 90 Banka Credins Sh.a. Albania 606.2 18.58% 11.9 4.8

90 77 Poljoprivredna Banka Agrobanka AD - in bankruptcy proceedings Serbia 590.1 -17.28% -282.2 10.9

91 New Marfin Bank (Romania) SA Romania 583.2 6.74% -3.5 3.2

92 86 NLB Razvojna Banka a.d. Banja Luka Bosnia and Herzegovina 580.1 7.75% 5.4 4.5

93 80 ProCredit Bank AD Serbia 571.5 -14.42% 14.5 3.6

94 94 Banca Comerciala Victoriabank SA Moldova 554.5 14.98% 10.8 18.2

95 95 Credit Agricole Banka Srbija AD Serbia 546.1 20.18% -4.1 -10.8

96 New Bank of Cyprus PCL branch Romania Romania 532.9 54.53% 5.8 -5.9

97 89 NLB Montenegrobanka A.D. Montenegro 525.7 0.43% 0.301 0.652

98 88 Piraeus Bank AD Serbia 523.7 -2.69% -0.394 -1.5

99 97 Nova Banka a.d. Banja Luka Bosnia and Herzegovina 497.4 15.85% 4.5 4.4

100 91 Municipal Bank AD Bulgaria 480.5 -5.76% -5.8 0.849

(*) denotes consolidated figures

in millions of euro
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The chart illustrates the position of each of the SEE TOP 100 Banks in terms of total assets, net profit/loss and total assets per capita for 2011. 
The X axis is a measure of 2011 total assets, the Y axis represents net profit/loss and the size of the bubbles corresponds to the total assets per capita. 
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All banks in the top 10 in the 2011 ranking ex-
cept one – NLB at number three – saw their 
assets rise. Some 60% of the banks in the 2011 
ranking increased their asset value. 
In terms of net profi t, 40% of banks regis-
tered an increase, compared to about 25% in 
2010. Lenders, however, remain cautious in 
view of the ongoing crisis, which forces them 
to increase provisions and puts pressure on 
their balance sheets.
The highest net profi t posted by a bank in-
cluded in the SEE TOP 100 Banks 2011 ranking 
was 174.8 million euro, while the biggest loss 
was 282.2 million euro.
The leader in the ranking, BCR, had total as-
sets of 17.1 billion euro at the end of last year, 
5.63% up from 2010. The bank’s net profi t, 
however, decreased by more than 66% to 56.7 
million euro. BCR  attributed the fall to lower 
net operating income and high provisioning 
in corporate lending as the generally diffi  cult 
2011 and especially the unexpected economic 
slowdown in the second half of the year af-
fected the business and income of the bank’s 
customers and had a negative impact on 
their transactions with the bank.
Croatia’s Zagrebacka Banka (ZABA) ranked 
second in 2011, with total assets of 13.8 billion 
euro at the end of the year, replacing Slov-
enia’s NLB. For a second year running ZABA 
posted the highest net profi t among the TOP 
100 banks - 174.8 million euro, up from 173.5 
million euro in 2010.
Zagrebacka said that its solid fi nancial per-
formance was largely due to increased in-
come from lending to corporate clients and 
the public sector, along with improved cost 

and process effi  ciency.
NLB, Slovenia’s largest bank, dropped to the 
third position in the 2011 ranking from the 
second one in 2010 after leading the list in 
each of 2008 and 2009. The bank’s total as-
sets fell 6.15% to 12.98 billion euro, while its 
net loss swelled to 233.2 million euro from 
183.4 million euro in 2010.
According to NLB’s annual report, the higher  
bank's net loss was due to the negative ef-
fects of the operations of subsidiaries, which 
do not form the strategic core of the NLB 
Group, as well as to higher loan provisioning. 
The bank attributed the fall in the value of its 
assets to the discontinuation of certain un-
profi table activities and the withdrawal from 
certain markets.
Romanian bank BRD, a unit of French bank-
ing group Societe Generale, kept its fourth 
position with total assets of 11.3 billion euro. 
BRD had the fourth highest net profi t in 2011 
of 108.7 million euro, down from 232.5 million 
euro a year earlier.
Romania leads the TOP 100 banks ranking by 
the number of entries with 21, followed by 
Bulgaria with 18 and Slovenia with 17. In 2010, 
Romania gave away the fi rst place to Bulgaria 
and Serbia due to the worsened economic 
conditions in the country but managed to re-
gain the top position with seven new entries 
in 2011. 
Serbia had 16 lenders in the 2011 ranking, 
down from 18 in 2010. Croatia and Bosnia have 
nine and seven, respectively. The number of 
Macedonian, Albanian and Moldovan rep-
resentatives remained unchanged from the 
2010 ranking, at three, fi ve and two, respec-
tively. Montenegro has two banks in the 2011 
ranking, compared to three a year earlier.
Bulgaria’s Corporate Commercial Bank AD ad-
vanced the most in the 2011 ranking, jumping 
11 places to the 35th spot. The lender’s assets 
grew 49.8% to 2.067 billion euro, while its net 
profi t fell by some 18% to 31.2 million euro.
Just like in 2010, Bulgarian Development Bank 
was the second-best advancer in the 2011 
ranking, this time with a jump of 10 places 
to the 68th place. Its assets rose by almost 

40% to 956.3 million euro last year but its 
profi t shrank to 3.2 million from 13.2 million 
euro in 2010. The bank is 99.97%-owned by 
the state.
Slovenia’s Hypo Alpe-Adria-Bank d.d. was the 
biggest decliner, sliding 28 places in the rank-
ing to the 37th position. Its assets fell some 
10% while its net loss rose by 2.1% to 26.9 mil-
lion euro. The bank said that the fall in assets 
was a result of the transfer of a portion of 
non-banking sector loans to an enterprise in 
the  group while its loss was largely due to a 
23% increase in loan impairments.
There were 241 active banks in SEE at the end 
of 2011, up from 238 a year earlier.

Romania’s BCR shines again 
in TOP 100 banks ranking
By Velizar Uzunov

Romania’s Banca Comerciala Ro-
mana (BCR) led the TOP 100 banks 
for the second year running in 2011, 
while the second and the third one 
in the 2010 ranking switched posi-
tions last year.

Methodology

TOP 100 banks is a ranking of 
the largest banks in Southeast 
Europe in terms of total as-
sets from non-consolidated bal-
ance sheets as of December 31, 
2011. 
To allow comparison, all local 
currencies have been convert-
ed into euro, using the central 
banks’ offi cial exchange rates 
on the last working day of 2011 
and 2010, respectively. Local 
currency fi gures have been used 
when calculating year-on-year 
changes. 
All data is sourced from central 
banks, national commercial 
registers, fi nancial supervision 
commissions, bank associa-
tions, government and corpo-
rate websites, and companies 
themselves. 
The initial pool of companies 
exceeds 240 banks registered in 
the region including branches 
and representative offi ces of 
foreign banks.
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NIN: 361757
Legal form: Joint Stock Company
Status: Active

Board of Directors and Executives 
Chairman of the Board and CEO - Tomas Spurny
Member of the Board - Frank Michael Beitz
Member of the Board- Wolfgang Schoiswohl
Member of the Board - Bernd Mittermair
Member of the Board - Sergiu Cristian Manea
Member of the Board - Christian Franz Bruckner
Member of the Board - Martin Skopek

Supervisory Board
Chairman of the Board - Andreas Treichl
Deputy-Chairman of the Board - Manfred Wimmer
Member of the Board - Herbert Juranek
Member of the Board - Bernhard Spalt
Member of the Board - Florin Pogonaru
Member of the Board - Mihai Fercala
Member of the Board - Tudor Ciurezu

Dec 1, 1990 - Romanian 
Government estab-
lishes Banca Comercia-
la Romana (BCR) SA to 
take over the commer-
cial banking activities 
of the National Bank 
of Romania. BCR SA is 
granted a full banking 
licence by the National 
Bank of Romania.

1998 - BCR SA sets up 
Moldovan subsidiary 
BCR Chisinau SA.

2000 - BCR SA acquires 
100% in UK-based bank 
Anglo-Romanian Bank 
Ltd.

Nov 4, 2003 - Roma-
nia’s privatisation 
authority APAPS (now 
AVAS) initiates the 
privatisation of BCR by 
selling joint 25% plus 
two shares in the bank 
to the European Bank 
for Reconstructin and 
Development and the 
World Bank’s arm the 

International Finance 
Corporation (IFC) for a 
combined 222 million 
U.S. dollars. Later, AVAS 
sold another 8.0% of 
BCR SA shares to bank 
employees.

July 16, 2005 - The 
Romanian Government 
invites bidders in a 
tender for the privati-
sation of up to 62% in 
BCR SA.

Dec 21, 2005 - AVAS 

sells 61.88% in BCR to 
Austrian bank Erste 
Bank der Oesterreish-
ischen Sparkassen AG 
for some 3.75 billion 
euro.

Dec 2006 - Erste Group 
buys another 7.27% 
in BCR, increasing its 
stake to 69.15%.

Mar 29, 2007 - BCR 
corporate bonds with a 
3-year maturity, issued 
in 2006, were listed on 

Tier II of the Bucharest 
Stock Exchange with a 
symbol BCR09.

2011 - Erste Group 
Bank AG (Erste Group) 
acquires a 14.5% stake 
in BCR SA through the 
issue of 12,300,878 new 
shares and a 4.0% stake 
in the bank against a 
cash payment of 380.7 
million lei.

January 2012 - BCR 
raises its capital 

by 467.9 million 
lei (140 million U.S 
dollars/108.2 million 
euro) to 1.5 billion lei.

June 2012 - Erste 
Group increases its 
ownership in BCR to 
93.27% from 93.04% or 
by 34.5 million shares 
following another 
share purchase off er to 
minority shareholders 
in the bank, other than 
Romania’s regional 
investment funds, the 
SIFs.

History

Banca Comerciala Romana SA (BCR SA) is a Romanian universal commercial bank, part of Austrian Erste Bank Group. BCR SA was the largest 
bank in terms of total assets in Romania in 2011.

Owners Subsidiaries

BCR SA has 14 subsidiaries in Romania, one in 
the Netherlands and one in Moldova.

89.13%
Erste Group Bank 
Ceps Holding 
GmbH (Austria)

10.87%
Others

Address  5, Regina Elisabeta Blvd., Sector 3, 
 030016 Bucharest, Romania

Website:  www.bcr.ro

Tel: +40 21 407 42 00
 +40 21 312 00 56; +40 21 310 02 45
Telefaxes: +40 21 313 01 17
E-mails: contact.center@bcr.ro
 suport.direct@bcr.ro
 investor.relations@bcr.ro

Banca Comerciala Romana
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As of May 2012 BCR extended loans for a total of 1.0 billion euro under 
the Prima Casa (First Home) government guaranteed scheme.
In 2011 BCR SA’s non-performing loans (NPL) remained manageable, 
weighing 20.6% of the total loan portfolio. The main contributor to 
new NPL volumes was the corporate segment.
In 2009-2011 BCR extended loans of a total of 428 million euro to local 
and foreign companies such as Romania’s telecommunication group 
RCS & RDS SA, steel tube manufacturer TMK Artrom SA, crude edible 
oil producer Prio Extraction SRL, medical services provider Med Life 
SA, pharmacy chain Farmaciile Dona, Bucharest’s International Air-
port, hydro power producer Hidroelectrica SA, drugs distributor A&D 
Pharma, Mechel OAO (Russia) and Martifer SGPS SA (Portugal) for the 
development of a 42 megawatt wind park in southeastern Romania.
In the period 2008-2011 BCR, European Bank for Reconstructin and 
Development (EBRD) and the European Investment Bank (EIB) signed 
loan agreements to fi nance projects of Romanian SMEs for a total of 
340 million euro.

In the period 2008-2011 BCR Group’s investments amounted to more than 800 million lei (195 million euro). 
Since it stepped in Romania, Erste Group has invested more than 8.5 billion euro in the country.

Products / Services

Markets & Sales

Investments

BCR provides full range of banking services to: indi-
vidual clients, corporate clients, including small and 
medium-sized enterprises (SMEs) and institutional 
clients.
BCR products and services launched in the pe-
riod 2010-2011 include: payment of budget taxes 

through the Internet and telephone banking serv-
ices of BCR; debit card ZAMBET BCR;  web portal 
for small enterprises - www.bcrclubantreprenori.
ro; real estate web portal - www.bcrimobiliare.ro; 
electronic billing through the e-Factur@ service.

Capacity BCR is headquartered in Bucharest, the capital of 
Romania.
The bank operated a network of 643 branch offi  ces, 

more than 2,200 ATMs and 18,000 point-of-sale 
(POS) terminals countrywide by the end of June 
2012.

Financial Information
The fi nancial results are non-consolidated and in millions of lei

Client 2011 2010 2009
Public sector 5.101 6.606 5.449

Corporate customers 24.856 21.083 18.500

Private customers 21.152 20.919 22.565

BCR loans and advances to customers (in billions of lei)

Industry 2011 2010 2009
Banking and Insurance 0.710 0.801 0.867

Manufacturing 8.299 7.549 7.384

Construction 5.747 4.930 4.145

Wholesale/Retail 4.053 3.685 3.813

Agriculture and Forestry 1.496 1.444 1.632

Transport and communications 1.881 0.876 0.949

Health and social work 0.192 0.103 0.105

Real estate 1.855 1.720 0.755

Energy and water supply 1.184 0.898 0.593

Hotels and restaurants 0.397 0.415 0.472

Mining 0.266 0.330 0.094

Other - 0.565 0.833

BCR loans and advances by industry (in billions of lei)

Client 2011 2010 2009
Corporate customers 9.884 9.916 9.589

Retail customers 29.059 27.371 26.236

BCR deposits of customers (in billions of lei)

2011 2010 2009
Total loans 47 997 46 617 45 084

Total deposits 59 685 56 190 52 244

TOTAL ASSETS 73 884 69 945 64 527

 Issued capital 2 881 2 357 2 120

TOTAL EQUITY 7 847 7 120 6 355

Net interest income 3 257 3 654 3 619

Net fees and commissions income 551 441 659

Net profit/loss 245 732 1 111

ROE 3.12% 10.28% 17.48%

ROA 0.33% 1.05% 1.72%

Total Liabilities / Total Equity 8.41 8.82 9.15

Net credits (loans) / Total assets 0.65 0.67 0.70

Loan / Deposit ratio 0.80 0.83 0.86
profiles.seenews.com
The business and financial company information 
of SeeNews are also available on your Bloomberg 
terminal.
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The fi nancial distress aff ected Southeast 
Europe as well, but the level of risk to which 
each of the 11 countries in the region was ex-
posed and the national response to the chal-
lenges varied from state to state, depending 
on both global trends and idiosyncratic fea-
tures. 
Most SEE countries experienced rapid lend-
ing expansion in the fi ve years to 2008, a 
trend that came to a sudden halt with the 
fi nancial turmoil of 2008-2009. In the boom 
years, banks in the region relied mostly on 
wholesale funding and on short-term capital 
fl ows from their foreign parents. In addition 
to hurting lending and economic growth and 
curbing investments, the fi nancial contagion 
pushed SEE banks to seek funding through 

local deposits and focus on cutting their el-
evated loan-to-deposit ratios. 

The sovereign debt crisis in the eurozone, 
which intensifi ed in the autumn of 2011, 
brought more gloom and fuelled fears of a 
credit crunch spilling over to the east. The eu-
rozone crisis made some western European 
banks with signifi cant presence in central 
and eastern Europe (CEE) revise their country 
growth strategies and limit their exposure 
in the region amid regulatory pressure to 
strengthen their capital. 

The rise in non-performing loans (NPLs) was 
another ill eff ect of the fi nancial crisis, signal-
ling more serious problems in countries with 

Bad loans in SEE seen peaking 
in 2011-2012, Greece remains the 
region’s sore spot
by Maria Russeva

While being monitored regularly 
by central banks within wider 
reviews on the fi nancial system 
health, credit quality issues usu-
ally take centre stage in times of 
crisis, bringing along more rigor-
ous measures to contain the dam-
age and pre-empt future adversity 
and stress.
The onset of the global fi nancial 
crisis in late 2008 caused huge 
disruptions across the board, 
leaving few economies with little 
or no bruises. 
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clear-cut boom-bust cycles, according to a re-
port by the Vienna Initiative. 

In its 14 May 2012 special report on banking 
sector risks in emerging markets, global rat-
ings agency Fitch fl agged as still high the 
asset quality and solvency risks in Slovenia 
due to the country’s weak and heavily in-
debted corporate sector. The ratings service 
also pointed out that NPL ratios in Bulgaria, 
Romania and Croatia remained in double 
digits and were yet to hit their highest levels. 
Indeed, NPLs in Bulgaria rose by nearly 26% 
on an annual basis to 9.74 billion levs at the 
end of April 2012, according to central bank 
data released in May. However, the NPL ratio 
of approximately 16% poses no threat to the 
banking sector stability, given the suffi  cient 
capital buff ers and very good provisioning, 
Bulgarian central bank governor Ivan Iskrov 
said at a fi nancial forum in Sofi a in May, as 
quoted by Banker weekly. Lending has tradi-
tionally been conservative in Bulgaria and the 
very good coverage makes bad loans not so 
bad, according to local fi nancial expert Emil 
Hursev. 

The average NPL ratio in SEE rose to about 14% 
in 2011 from the already high level of 12.5% in 
the prior year, given the sluggish lending en-
vironment and economic weaknesses in the 
region, according to the latest report by Raif-
feisen Research released in June 2012. The 
NPL ratio of Romanian banks stood at 14.1% 
in 2011 versus 11.9% in 2010 and is expected 
to peak this year, the report said. Provision-
ing against sour loans remained high in 2011, 
weighing on the Romanian banking sector 
profi tability. Romanian banks closed 2011 in 
the red, their second loss-making year, but 
their capital position remained strong. Lend-
ing is seen modest in 2012 with corporate 
loans projected to outpace retail loans, ac-
cording to the analysis. Raiff eisen Research 
further notes that major foreign banks from 
Austria, France and Greece would be more 
cautious in their expansion in Romania this 
year amid the tough global and domestic en-
vironment.

In the same report, Raiff eisen said the NPL 
ratio in Slovenia reached 11.8% at the close 
of 2011, with the NPL ratio in the corporate 
sector standing at 15% and NPL ratios of large 
Slovenian banks hitting 13-14%. The NPL ratio 
in Croatia continued the uptrend last year 

reaching 12.4% at end-2011 with a further 
rise in 2012 potentially linked to the country’s 
subdued growth outlook, continued real es-
tate price downtrend, rising unemployment 
and delayed bankruptcies in the corporate 
segment, Reiff eisen forecast. The analysts 
further underscore the main risk for Albanian 
banks as the sharp increase in NPLs to around 

20% as at June 2012. The NPL ratio soared to 
18.8% at the end of last year from 6.6% in 
December 2008, due largely to the negative 
trends in the construction sector that has 
been the driver of the Albanian economy for 
nearly 10 years. For 2012, NPL ratios in Albania 
are expected to rise further, but at a more 
modest pace compared to previous years. 

Still, the capital adequacy ratio of Albanian 
banks improved to 15.9% at the end of March 
2012 from 14.8% a year earlier, according to 
fi gures released by the Albanian banking as-
sociation in May. 

In its CEE Banking Outlook published in Janu-
ary 2012, UniCredit projected an improve-
ment in the NPL ratio in Bosnia to 7.7% in 
the current year from 13.3% in the previous 
year and a further drop to below 4.0% over 
the medium term as commercial lenders en-

hanced risk management and the banking 
sector profi tability improved signifi cantly 
relative to 2010. The Italian banking group 
also expects more accurate NPL system-wide 
data from 2012 with the elimination of previ-
ous inconsistencies arising from the applica-
tion of diff erent fi nancial reporting and in-
ternational accounting standards in the two 
autonomous parts of Bosnia and Herzegovi-
na, the Serb Republic and the Muslim-Croat 
Federation. 
Overall, the banking sector in SEE remains 
sound, though some nations show greater 
resilience than others due to good risk con-
trols, conservative credit management and 
other factors. But the quick and sustainable 
resolution of NPL problems in SEE faces some 
delays stemming from the underdeveloped 
or ineffi  cient legislative and institutional 
frameworks including tax obstacles, evolving 
insolvency regimes and the limited market 
for sale of distressed assets. 

In SEE, the stability of Greek banks remains 
at stake in the wider context of the deep fi -
nancial and political crisis the country has 
been facing, including recent eff orts to put 
in place a unity government. Greek house-
holds have been pulling money away from 
banks over the past two and a half years 
but recent fund withdrawals have taken an 
unprecedented size threatening the health 
of the banking sector amid concerns that 
Greece may leave the euro area and re-
turn to its former currency. While investors 
breathed a sigh of relief with the narrow 
victory of the pro-bailout New Democracy 
party at the June 16 parliamentary elec-
tions in Greece and voters’ support for the 
country’s stay in the eurozone, uncertainty 
continues to linger on as opposition against 
the austerity measures remains strong. Un-
surprisingly, Greece’s four largest players 
National Bank of Greece, EFG Eurobank Er-
gasias, Piraeus Bank and Alpha Bank report-
ed Q1 2012 losses with earnings battered 
by the country’s drawn-out debt crisis, the 
high level of political risks and the hefty 
provisions of a combined 1.5 billion euro the 
top four put aside in the three months to 
March 31, 2012.

Though at still high levels and yet to be fully 
addressed, NPLs in SEE are not the main wor-
ry as all eyes are now set on the eurozone pe-
riphery, especially on Spain. 

14%
The average NPL ratio 

in SEE in 2011

Overall, the banking sector in SEE re-
mains sound, though some nations show 
greater resilience than others due to good 
risk controls, conservative credit man-
agement and other factors.
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2011 2010 Company name Country Gross written 
premium 2011 Y/Y change in GWP Net profit/loss 

2011
Net profit/loss 

2010

1 1 Zavarovalnica Triglav d.d. Slovenia 696.7 -3.42% 43.8 32.1

2 2 Croatia Osiguranje d.d Croatia 370.3 -3.68% 10.4 5.9

3 3 Adriatic Slovenica d.d. Slovenia 265.6 1.62% 17.7 10.5

4 4 Zavarovalnica Maribor d.d. Slovenia 263.2 1.40% 10.6 10.6

5 5 Astra SA Romania 233.5 -6.89% 18.8 5.9

6 7 Allianz - Tiriac Asigurari SA Romania 208.0 -11.95% 5.7 -4.4

7 8 Omniasig Vienna Insurance Group SA* Romania 176.3 -16.87% -42.0 0.747

8 9 Groupama Asigurari SA Romania 164.0 -9.15% -23.7 -11.8

9 10 Dunav Osiguranje AD Serbia 147.9 5.32% 2.6 2.1

10 14 Asigurarea Romaneasca - Asirom Vienna Insurance Group SA Romania 145.4 18.30% 1.7 4.3

11 12 Allianz Zagreb d.d. Croatia 135.1 4.58% 12.4 9.8

12 11 Euroherc Osiguranje d.d. Croatia 132.8 -0.21% 24.4 12.2

13 13 ING Asigurari De Viata SA Romania 128.4 2.03% 3.4 9.1

14 18 Delta Generali Osiguranje AD Serbia 104.4 4.04% 5.0 2.1

15 15 BCR Asigurari Vienna Insurance Group SA Romania 102.1 -15.51% 0.320 0.280

16 19 DDOR Novi Sad AD Serbia 94.6 -5.66% 2.2 2.8

17 17 UNIQA Asigurari SA Romania 88.7 -11.34% -16.9 -13.1

18 20 DZI - General Insurance EAD Bulgaria 86.2 -8.39% 6.4 4.0

19 22 Jadransko Osiguranje d.d. Croatia 85.0 -0.20% 12.5 6.2

20 24 Generali d.d. Slovenia 83.4 7.21% 2.2 1.6

21 23 Armeec AD Bulgaria 82.7 4.16% 0.460 3.4

22 27 BCR Asigurari De Viata Vienna Insurance Group SA Romania 79.8 12.14% 4.5 3.2

23 25 Zavarovalnica Tilia d.d. Slovenia 79.2 7.19% 2.3 1.5

24 21 Bulstrad Vienna Insurance Group AD Bulgaria 74.2 -19.65% 0.195 -10.5

25 31 Lev Ins AD Bulgaria 73.4 6.13% 5.4 -12.8

26 26 Allianz Bulgaria AD Bulgaria 72.6 0.25% 6.1 5.7

27 New Bul Ins AD Bulgaria 70.8 2.03% 0.934 1.8

28 29 Euroins Romania Asigurare-Reasigurare SA Romania 67.7 -2.90% -8.5 -1.0

29 28 KD Zivljenje d.d. Slovenia 62.6 -11.00% 1.1 1.9

30 30 Kvarner Vienna Insurance Group d.d. Croatia 58.2 -11.84% -12.2 -0.7

31 33 Basler Osiguranje Zagreb d.d. Croatia 54.5 1.12% -14.6 -8.4

32 36 Generali Romania Asigurare Reasigurare SA** Romania 53.9 7.23% -19.3 0.062

33 34 Triglav Osiguranje d.d. Croatia 52.6 -2.36% 0.091 -3.3

34 35 Grawe Hrvatska d.d. Croatia 52.1 -1.43% 4.2 3.1

35 38 Wiener Stadtische Osiguranje AD Serbia 49.2 4.82% 1.6 1.7

36 37 Alico Asigurari Romania SA Romania 47.9 0.94% 17.1 16.1

37 New Merkur Zavarovalnica d.d. Slovenia 47.5 0.32% 4.3 6.9

38 32 Carpatica Asig SA Romania 46.3 -31.55% -1.1 6.5

39 78 City Insurance SA Romania 46.3 216.64% 4.0 0.324

40 39 Generali Osiguranje d.d. Croatia 42.9 7.15% 0.349 0.187

41 41 UNIQA AD Bulgaria 40.3 9.59% -2.5 -1.1

42 42 Euroins AD Bulgaria 39.1 6.44% 0.248 -1.1

43 40 Merkur Osiguranje d.d. Croatia 37.8 -1.93% 3.4 4.2

44 43 Grawe Zavarovalnica d.d. Slovenia 34.4 -1.53% 3.5 4.0

45 47 Sarajevo Osiguranje d.d. Bosnia and Herzegovina 31.9 6.34% N/A 0.778

46 44 UNIQA Osiguranje d.d. Croatia 30.3 -4.84% 0.167 0.471

47 45 Lovcen AD Montenegro 29.4 -9.08% 0.945 -4.8

48 51 UNIQA Non-Life Insurance AD Serbia 28.9 9.11% -2.8 0.002

49 50 Energia AD Bulgaria 28.7 8.62% 12.1 12.2

50 52 Victoria AD Bulgaria 28.4 11.59% 0.591 0.114

in millions of euro
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* In 2012 the company merged into BCR Asigurari Vienna Insurance Group SA
** Formed in September 2011 through the merger of Asigurare Reasigurare Ardaf SA and Generali Asigurari SA.
***denotes gross profit for 2011

2011 2010 Company name Country Gross written 
premium 2011 Y/Y change in GWP Net profit/loss 

2011
Net profit/loss 

2010

51 49 Generali Insurance AD Bulgaria 28.1 1.57% 0.373 4.1

52 48 Agram Zivotno Osiguranje d.d. Croatia 26.7 -2.88% 7.0 4.7

53 53 Allianz Bulgaria Life AD Bulgaria 25.8 1.91% 5.3 5.2

54 59 Hrvatska Osiguravajuca Kuca d.d. (HOK-Osiguranje d.d.) Croatia 23.5 6.77% 1.7 0.599

55 56 Helios Vienna Insurance Group d.d. Croatia 23.4 30.23% 4.4 1.4

56 54 Sunce Osiguranje d.d. Croatia 22.9 -2.41% 1.3 1.9

57 55 Bosna-Sunce Osiguranje d.d. Sarajevo Bosnia and Herzegovina 22.3 -6.41% 0.052 0.361

58 61 Takovo Osiguranje AD Serbia 22.1 3.13% 0.068 0.034

59 63 SID – Prva Kreditna Zavarovalnica d.d. Slovenia 21.1 5.97% 5.6 6.8

60 75 Sigal UNIQA Group Austria sh.a. Albania 20.8 7.73% N/A N/A

61 64 Euroherc Osiguranje d.d. Bosnia and Herzegovina 20.7 4.20% 1.3 0.926

62 68 UNIQA Osiguranje d.d. Sarajevo Bosnia and Herzegovina 20.4 13.25% 0.138 0.275

63 67 Triglav Osiguranje AD (formerly Triglav Kopaonik AD) Serbia 20.3 6.54% -2.5 -2.2

64 60 Triglav Osiguruvanje AD (formerly Vardar Skopije AD) Macedonia 20.2 -6.76% N/A N/A

65 65 Croatia Osiguranje d.d. Bosnia and Herzegovina 19.5 0.62% 0.270 0.503

66 66 Grawe Osiguranje AD Serbia 19.1 -1.25% 1.6 2.8

67 57 Garanta Asigurari SA Romania 18.8 -16.12% 0.230 0.893

68 73 Moldasig SRL Moldova 18.7 7.52% 3.0 4.9

69 70 Interamerican Bulgaria AD Bulgaria 18.0 3.29% -6.3 -2.8

70 72 DZI AD Bulgaria 17.8 6.65% 2.7 1.5

71 62 Aviva Asigurari De Viata SA Romania 17.0 -17.55% -1.5 -4.6

72 69 OZK - Insurance AD Bulgaria 16.8 -5.57% 0.029 0.490

73 58 Bulgarski Imoti AD Bulgaria 16.5 -27.03% -2.5 -8.3

74 74 Triglav Osiguranje d.d. Sarajevo Bosnia and Herzegovina 15.7 -3.66% 0.764 1.0

75 82 Bulstrad Life Vienna Insurance Group AD Bulgaria 14.6 8.02% 0.325 0.398

76 79 Erste Osiguranje Vienna Insurance Group d.d.*** Croatia 13.9 -2.27% 0.830 0.782

77 80 AMS Osiguranje AD Serbia 13.8 -4.88% 0.725 0.575

78 90 UNIQA Life Insurance AD Bulgaria 13.4 21.68% 0.049 0.169

79 96 Asito Kapital SA Romania 13.2 39.41% 0.269 0.030

80 86 Croatia Zdravstveno Osiguranje d.d Croatia 12.9 0.07% 0.420 0.588

81 81 Grawe Romania Asigurare SA Romania 12.8 -9.24% 0.716 0.327

82 85 VGT Osiguranje d.d. Visoko Bosnia and Herzegovina 12.6 -6.09% 0.136 0.253

83 91 Eurolink Insurance AD Macedonia 12.6 15.92% 0.153 0.645

84 76 Sava Osiguruvanje AD (formerly Sava Tabak AD) Macedonia 12.5 -17.47% -2.5 -2.2

85 87 Јahorina Osiguranje a.d. Bosnia and Herzegovina 12.5 -0.05% 0.263 1.8

86 84 QBE Macedonia AD Macedonia 12.3 -8.67% -1.2 0.166

87 77 Sava Osiguranje AD Serbia 11.8 -22.24% 0.170 0.090

88 89 HDI Zastrahovane AD Bulgaria 11.7 0.22% 0.142 0.116

89 99 Milenijum-Osiguranje AD Serbia 11.6 29.81% 0.063 0.292

90 71 Chartis Romania SA Romania 11.1 -33.92% 1.0 -0.4

91 92 Merkur BH Osiguranje d.d. Bosnia and Herzegovina 10.8 8.54% 0.816 0.742

92 88 Asito SA Moldova 10.4 -18.12% 0.346 1.3

93 94 Sava Montenegro AD Montenegro 10.3 6.74% 0.106 -2.1

94 93 Grawe Osiguranje d.d. Sarajevo Bosnia and Herzegovina 10.2 3.23% 0.677 0.280

95 New Alico Bulgaria Life Insurance Company EAD (Metlife) Bulgaria 10.2 -6.60% -3.4 2.5

96 New UBB-Alico Life Insurance Company AD (UBB Metlife) Bulgaria 9.8 13.14% 2.5 2.1

97 95 Eureko Asigurari SA Romania 9.7 1.65% -1.3 -4.7

98 97 Osiguritelna Polisa AD Macedonia 9.3 3.22% 0.718 0.692

99 100 BNP Paribas Cardif Osiguranje d.d. (formerly Cardif Osiguranje d.d.) Croatia 9.1 4.61% 0.538 0.139

100 New Velebit Osiguranje d.d. Croatia 8.9 7.67% -2.5 -2.0

in millions of euro
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Unfortunately, a rebound failed to material-
ise in 2011 as the European economy contin-
ued to struggle under the added weight of a 
spreading sovereign debt crisis. That is not to 
say all SEE insurers had a disappointing 2011. 
On the contrary, many of the top 100 sector 
players in the region increased signifi cantly 
their profi ts or reversed prior-year losses. Still, 
2011 as a whole proved yet another year of 
sliding gross written premiums (GWP) and 
while the decline was much less pronounced 
compared to the drop between 2009 and 
2010, it showed that the recovery would be 
anything but swift and easy.
The region’s top 100 insurers exited 2011 
with a combined 6.053 billion euro in GWP 
compared to 6.197 billion in 2010. The best 
performer in terms of GWP growth was 
Romania’s City Insurance SA, whose GWP 
shot up by 216.64% to 46.3 million euro. This 
propelled the company to number 39 in the 
rankings from 78 the year before. Romania 
is also home to the company that did worst 
on that count. Chartis Romania SA suff ered a 
33.92% drop in GWP, slipping from number 71 
in the top 100 chart to number 90. Overall, 44 
companies ended 2011 with smaller fi gures 
under their GWP account headings.
A look at the top fi ve SEE insurers of 2011 is 
likely to trigger a sense of deja-vu. All fi ve 
companies held on to the positions secured 
in 2010 and all but one achieved substantial 
profi t growth. Hats off  to Slovenia’s Zavarov-
alnica Triglav, which may be operating in the 

region’s smallest country but runs way ahead 
of the pack in terms of GWP and profi t. The 
company is the undisputed leader in the 
rankings for the third year in a row despite 
the 3.42% slide in GWP to 696.7 million euro. 
This is still head and shoulders above the 
result achieved by number two, Croatia Osi-
guranje, which wrapped up 2011 with GWP 
of 370.3 million euro, down 3.68%. Zavarov-
alnica Triglav’s net profi t jumped to 43.8 mil-
lion euro from 32.1 million euro in 2010, while 
Croatia Osiguranje’s nearly doubled, surging 
from 5.9 million euro to 10.4 million euro. 
Third-ranked Adriatic Slovenica of Slovenia 
managed a 1.62% increase in GWP to 265.6 
million euro and lifted its net profi t to 17.7 
million euro from 10.5 million euro. Zavarov-
alnica Maribor, also of Slovenia, retained its 
fourth place with 2011 GWP of 263.2 million 
euro, a rise of 1.40%. The company’s net profi t 
remained fl at at 10.6 million euro. Astra SA of 
Romania held on to its fi fth position although 
its GWP fell by 6.89% to 233.5 million euro. In 
terms of net profi t, however, Astra had an ex-
cellent year as the fi gure ballooned from 5.9 
million euro in 2010 to 18.8 million.
Positions six to nine were occupied by familiar 
names albeit in a slightly diff erent arrange-
ment. Romanian Allianz - Tiriac Asigurari SA 
landed at number six after fi nishing seventh 
in 2010. Its domestic rivals Omniasig Vienna 
Insurance Group SA (which merged into BCR 
Asigurari Vienna Insurance Group SA in 2012) 
and Groupama Asigurari SA also climbed one 
rung of the ladder to fi nish at numbers seven 
and eight respectively. Rounding off  the top 
10 was Serbia’s Dunav Osiguranje AD, which 
moved up from number ten to number nine. 
Asigurarea Romaneasca - Asirom Vienna In-
surance Group SA was the new kid on the 
top 10 block, climbing from number 14 a year 
earlier.
The top 100 club welcomed fi ve new members 
in 2011, three of which are representatives of 
Bulgaria. Bul Ins AD, Alico Bulgaria Life Insur-
ance Company EAD (Metlife) and UBB-Alico 
Life Insurance Company AD (UBB Metlife) 
fi nished the race in the 27th, 95th and 96th 
place respectively. Slovenia’s Merkur Zavarov-

alnica landed at 37 and Velebit Osiguranje of 
Croatia grabbed onto number 100.
Thanks to its new entrants, Bulgaria over-
took Romania as the country with the largest 
number of representatives in the 2011 SEE TOP 
100 league table of insurers. The list featured 
21 Bulgarian names versus 19 in 2010 and Ro-
mania’s contribution slipped from 22 to 20 
companies. Croatia was represented by 19 
companies compared to 18 previously, while 
Serbia and Bosnia and Herzegovina had 11 and 
10 companies featured respectively, the same 
numbers as in the 2010 rankings. The number 
of Slovenian representatives dipped from ten 
to nine, Macedonia held steady with fi ve en-
trants and so did Montenegro and Moldova 
with two each. Albania’s only representa-
tive was Sigal UNIQA Group Austria, which 
climbed to number 60 from 75 in 2010.

No quick recovery for SEE 
insurers in 2011
by Emiliya Atanasova

When insurance companies in 
Southeast Europe toasted the ar-
rival of 2011, the general mood was 
one of caution for the immediate 
future and belief in the industry’s 
longer-term prospects. 
SEE insurers had just left behind 
a rather diffi cult 2010 – a year 
through which the effects of the fi -
nancial crisis and the ensuing re-
cession were still keenly felt. 

Methodology

TOP 100 insurers is a ranking of 
the largest insurers (excluding 
re-insurers) in Southeast Eu-
rope in terms of gross written 
premium from non-consolidat-
ed income statements for 2011. 
To allow comparison, all local 
currencies have been convert-
ed into euro, using the central 
banks’ offi cial exchange rates 
on the last working day of 2011 
and 2010, respectively. Local 
currency fi gures have been used 
when calculating year-on-year 
changes.
All data is sourced from central 
banks, national commercial 
registers, fi nancial supervision 
commissions, insurance asso-
ciations, government and cor-
porate websites, and companies 
themselves. 
The initial pool of companies ex-
ceeds 230 insurers.



31

TOP 100 
insurers

In 2011 Wiener Städtische Osiguranje sold 
more than 204,000 policies and had more 
than 104,000 customers. The company is 
ranked fourth with 8.96% in terms of total 
market share on the Serbian insurance mar-
ket. It is second in life insurance and fi fth in 
non-life insurance. Wiener Städtische Osig-
uranje gained a premium of 5.1 billion dinars 
(48.9 million euro) and net profi t amounted 
to 170.4 million dinars (1.6 million euro). 
Constantly increasing its market share since 
its foundation in 2003, the company has, 
from the tenth position and 0.6% market 
share, for a short time, secured a position 
among the leading insurers in the Serbian in-
surance market. In the synergy of economic 
power, expertise and knowledge, the compa-
ny brought to the market a new quality and 
reliability that have been acquired in over 185 
years of the Group’s business. Despite even 
greater number of foreign companies coming 
to the market, Wiener Städtische Osiguranje 
has managed to establish itself as a brand 
that is well known and accepted throughout 
Serbia.

NIN: 17456598
Legal form: Joint Stock Company
Status: Active

Executive Board
Chairman of the Board and CEO – Branko Krstonosic
Member of the Board – Slobodan Zecevic
Member of the Board – Ljubica Vujacic
Member of the Board – Svetlana Smiljanic
Member of the Board – Zoran Blagojevic

Supervisory Board
Chairman of the Board - Rudolf Ertl
Member of the Board - Franz Kosyna
Member of the Board - Michael Hack
Member of the Board - Erwin Hammerbacher
Member of the Board - Aleksandar Vlahovic

February 2003 - Wiener Städtische Osiguranje is established as a green fi eld investment of Vienna Insurance Group Wiener 
Stadtische Versicherung AG, one of the largest international insurance groups in Central and Eastern Europe.

History

Wiener Städtische Osiguranje is one of the leading insurance companies on the Serbian market. The company off ers high-quality insurance 
services in both life and non-life segments.

Services Markets & Sales

•  Life insurance
•  Voluntary health insurance
•  Casco insurance 
•  Transport insurance 
•  Fire property insurance
•  Other property insurance
•  Motor vehicle insurance
•  Vessels liability insurance
•  General liability insurance 
•  Business interruption insurance
•  Travel assistance insurance
•  Accident insurance

Capacity

Wiener Städtische Osiguranje is headquar-
tered in Belgrade, Serbia’s capital.
The availability of the products throughout 
Serbia provides a strong, extensive sales net-
work in 39 cities with 1,173 employees cover-
ing the whole territory of the country.

Owners

Majority owner –Vienna Insurance Group 
(Austria) – 99%

Address 1, Tresnjinog Cveta Str., 11070 Belgrade – 
 Novi Beograd, Serbia
Website:  www.wiener.co.rs

Tel: +381 11 22 09 874
Telefaxes: +381 11 22 09 900
E-mails: offi  ce@wiener.co.rs

Wiener Städtische Osiguranje 

Gross written premium per line of business 
Jan – Dec 2011
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NIN: 5063345000
Legal form: Joint Stock Company
Status: Active
Stock exchange: Ljubljana Stock 
Exchange
Stock symbol: ZVTG
ISIN: SI0021111651

Board of Directors and Executives 
Chairman of the Board - Matjaz Rakovec
Member of the Board - Marica Makoter
Member of the Board - Stanislav Vrtunski
Member of the Board - Andrej Slapar

Supervisory Board
Chairman of the Board - Igor Mihajlovic
Deputy-Chairman of the Board - Gregor Rok 
Kastelic
Member of the Board - Peter Celar
Member of the Board - Adolf Zupan
Member of the Board - Jovan Lukovac

Member of the Board - Aljosa Valentincic
Member of the Board - Branko Gorjan
Member of the Board - Miran Krstinc
Member of the Board - Vladimir Ursic

July 5, 1900 - Vzajemna 
Zavarovalnica is estab-
lished in Ljubljana, the 
capital of Slovenia.

June 16, 1945 - Vza-
jemna Zavarovalnica 
changes its name to 
Zavarovalni Zavod 
Slovenije.

1946 - Zavarovalni Za-
vod Slovenije merges 
into the National 
Insurance Institute of 
Slovenia.

1976 - Zavarovalna 
Skupnost Triglav is set 
up in Ljubljana after 
a merger of several 
insurance companies 

from Slovenia and 
Croatia.

Dec 12, 1990 - Zavarov-
alnica Triglav d.d. spins 
off  from Zavarovalna 
Skupnost Triglav.

2000 - The company 
is issued an ISO 9001 
Quality management 

systems certifi cate.

2000 - Zavarovalnica 
Triglav d.d. acquires a 
majority stake in local 
bank Abanka d.d.

Sept 9, 2008 - The 
company is listed on 
the Ljubljana Stock 
Exchange.

June 3, 2011 - Zavarov-
alnica Triglav d.d., its 
subsidiary Triglav INT 
d.d. and the Interna-
tional Finance Corpora-
tion sign an equity 
appraisal letter and a 
confi dentiality agree-
ment for a precise as-
sessment of the value 
of Triglav INT d.d. and 
potential subsequent 

acquisition of a maxi-
mum 20% stake in the 
company.

June 22, 2012 - Zavar-
ovalnica Triglav d.d. 
acquires 100% in local 
real estate company 
Investicijsko Podjetje 
d.o.o. for 14.8 million 
euro.

History

Zavarovalnica Triglav d.d. is a leading insurance company in Slovenia and Southeast Europe. It is the parent company of the Triglav Group, which 
provides insurance and fi nancial services in seven countries in Central and Southeast Europe.

Owners Subsidiaries
Pozavarovalnica Triglav Re d.d. (Slovenia) - 100%; Triglav Nalozbe Fi-
nancna Druzba d.d. (Slovenia) - 100%; Triglav Nepremicnine d.d. (Slov-
enia) - 100%; Triglav INT d.d. (Slovenia) - 100%; Tri-Pro d.o.o. (Slovenia) - 
100%; AS Triglav - Servis in Trgovina d.o.o. (Slovenia) - 100%; Hotel Grad 
Podvin d.d. (Slovenia) - 100%; Triglav Zdravstvena Zavarovalnica d.d. 
(Slovenia) - 100%; Investicijsko Podjetje d.o.o. (Slovenia) - 100%; Triglav 
Osiguranje d.d. (Croatia) - 99.76%; Triglav Penzijski Fondovi a.d. (Ser-
bia) - 70.44%; Triglav Skladi d.o.o. (Slovenia) - 67.5%; Slovenijales d.d. 
(Slovenia) - 61.74%; Gradis IPGI d.d. (Slovenia) - 56.95%; Triglavko d.o.o. 
(Slovenia) - 38.47%; Nama d.d. (Slovenia) - 38.05%; Skupna Pokojninska 
Druzba d.d. (Slovenia) - 30.14%; Abanka Vipa d.d. (Slovenia) - 25.61%; 
Tehnoloski Center Varne Voznje Vransko (Slovenia) - 25.01%; 

Zavarovalnica Triglav

28.07%
Slovenska Odskodninska 

Druzba d.d. (Slovenia)

34.47%
State (Slovenia)

37.46%
Other

Address  19 Miklosiceva Str., 1000 Ljubljana, Slovenia

Website:  www.triglav.si 
 www.triglav.eu

Tel: +386 1 474 72 00 , +386 1 474 73 07 
 +386 1 474 74 86 , +386 1 474 71 09 
 +386 1 474 71 29
E-mails: info-triglav@triglav.si 
 ir@triglav.si 
 pr@triglav.si
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  2011 2010 2009 2008
Raw Materials 1.35 0.91 0.31 0.78

Communications 2.16 1.99 1.19 1.29

Energy 2.73 1.74 1.22 0.85

Finance 36.47 37.97 39.33 41.97

Industry 2.86 1.87 2.79 3.41

Public Services 2.09 1.53 0.69 1.33

Bonds of EMU (Economic and Monetary Union) 
States 26.45 29.85 31.83 29.44

Bonds of other EU-States 3.54 2.12 4.23 2.98

Bonds of non-EU States 1.64 2.43 1.04 1.73

Entrepreneurs and Households 0.07 0.03 0.1 0.13

Other 20.64 19.56 17.27 16.09

The companies of the Triglav Group operate on the insurance mar-
kets in seven countries in Central and Southeast Europe - Slovenia, the 
Czech Republic, Croatia, Serbia, Bosnia and Herzegovina, Montenegro 
and Macedonia.
In August 2012 credit rating agency Standard & Poor’s downgraded 
the long-term credit rating of the Triglav Group, including Zavaroval-
nica Triglav, to A–, in line with the lowering of the long-term sovereign 
credit rating of Slovenia. In November 2011 Standard & Poor’s had con-
fi rmed the A long-term credit rating of Zavarovalnica Triglav d.d. and 
Triglav Group for fourth year in a row.
In the fi rst three months of 2012 the gross written premium of Zavar-
ovalnica Triglav was 197.9 million euro. The company’s net profi t for 
the period amounted to 13.7 million euro, a 7.0% increase compared to 
the same period of 2011.
In the fi rst quarter of 2012 Zavarovalnica Triglav claimed a 33.7% share 
on the Slovenian life insurance market, a 34.8% on the non-life insur-
ance market and a 38.3% share on domestic health insurance market, 
together with its subsidiary Triglav Zdravstvena Zavarovalnica d.d.
In 2011 non-life insurance accounted for 71.1% and life insurance for 
28.9% of the company’s gross written premium. Property insurance 
had the largest share within the non-life insurance segment with 
19.6%, followed by motor third party liability insurance with 17.9% and 
automobile insurance with 17.5%.

Products / Services

Markets & Sales

Zavarovalnica Triglav provides the following servic-
es:  life insurance, health insurance, supplementary 
voluntary pension insurance, automobile insurance, 
investment insurance, accident insurance, property 

insurance, liability insurance, travel insurance, agri-
cultural insurance, livestock insurance, vessel insur-
ance, aircraft insurance, risk and damage evalua-
tion services.

Capacity Zavarovalnica Triglav is headquartered in Ljubljana, 
the capital of Slovenia. It has regional offi  ces in 12 
Slovenian cities.
The company’s own distribution network com-

prises 58 representative offi  ces and more than 680 
insurance agents throughout the country. Its prod-
ucts and services are also sold in banks, post offi  ces 
and travel agencies.

Financial Information
The fi nancial results are non-consolidated and in millions of euro

2011 2010 2009
Total Assets 2516.6 2593.1 2484.6

Total Equity and Liabilities 2516.6 2593.1 2484.6

Equity 437.7 481.9 477.4

Share Capital 73.7 23.7 23.7

Insurance Technical Provisions 1585.9 1616.8 1592.5

Net Premium Income 628.1 657.4 669.1

Gross Written Premium 696.7 721.3 744.5

Income from Financial Assets 116.4 164.4 166.6

Net Claims Incurred 383.0 364.2 414.2

Operating Expenses 140.0 145.6 142.0

Expenses from Financial Assets and Liabilities 180.2 129.5 84.2

Other Insurance Expenses 35.5 41.4 44.5

Profit/Loss before Taxes 54.4 46.7 3.2

Net Profit/Loss 43.8 32.1 -1.8

Financial assets portfolio by economic sector in %

Market share of 
Triglav Group on 
foreign insurance 
markets in 2011

47.3%

19.7%
8.2% 4.33%

3.6% 0.9%
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  Type of Insurance

  Life Non-life Total
Zavarovalnica Triglav d.d. 41.13 35.61 37.05

Adriatic Slovenica d.d. 2.71 17.21 13.44

Zavarovalnica Maribor d.d. 14.12 13.09 13.36

Vzajemna d.v.z. 0 16.7 12.36

Generali d.d. 3.6 4.32 4.13

Others 38.44 13.07 19.66

Source: Slovenian Insurance Association

Market shares on Slovenian insurance market in 2010 in %

profiles.seenews.com
The business and financial company information of SeeNews are also available on your Bloomberg terminal.
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What market conditions did Triglav 
Group face in 2011 in the countries 
part of its footprint in Southeast Eu-
rope?
Similarly to most other business entities, in 
its operations in SEE in 2011 Triglav Group 
was faced with the overwhelming eff ects 
from the European debt crisis. Market confi -
dence stagnated, debates persisted over de-
velopments in the banking sector, corporate 
fi nancing conditions and the labour market 
situation got tougher and on top of that the 
crisis in Slovenia’s construction industry de-
teriorated further. Pressure on GDP in the 

region mounted, which was also refl ected 
in lower purchasing power and muted con-
sumption. 

What were some of the key market 
trends that shaped the group’s busi-
ness performance last year and how 
did they diff er from market to mar-
ket?
In SEE, unemployment rates remain high, 
household income is low and purchasing 
power is on the decrease. It is obvious that 
household, corporate and general govern-
ment debt should go down and that the 

strong market players are seeking to increase 
their  footprint.
 
The slight decline in Triglav’s gross 
written premiums at group level 
continued in 2011 and you have fore-
cast it will extend into 2012 as well. 
When do you anticipate a turna-
round and what factors could help 
you achieve it?
Macroeconomic trends and further develop-
ment of the fi nancial and economic crisis will 
play an important role. With its new 2011-2015 
Business Strategy, Triglav Group has under-

With IFC on board, 
Slovenia’s Triglav ready to step 
up expansion in SEE

The net profi t of Triglav Group, 
active on seven markets across 
Southeast Europe as well as in 
the Czech Republic, rose 78% 
to 47.5 million euro in 2011. Re-
turn on equity at both Triglav 
Group and its parent com-
pany, Zavarovalnica Triglav, 
improved dramatically, mov-
ing closer to 12% − the target 
value for 2015. The combined 
ratio in 2011 was 90.1% at the 
group level. Last year saw the 
beginning of talks on the en-
try of a strategic partner, the 
International Finance Corpo-
ration, into the Triglav Group 
through the company Triglav 
INT, a process that was for-
mally fi nalised this year.

Matjaz Rakovec, 
President of the managing 
board of Zavarovalnica 
Triglav

by Georgi Georgiev
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taken to boost returns, i.e. maximise return 
on capital and return on invested assets from 
the shareholders’ perspective, which replaced 
the previous objective of pursuing a higher 
and higher market share. As a result, last year 
Triglav for the fi rst time posted a profi t from 
its core business - insurance. Gross written 
premiums will again become the focus of 
our attention only once such a shift becomes 
reasonable and as soon as raising insurance 
premiums becomes the right way to bolster 
business returns.  By the end of the current 
strategy period, return on equity is planned 
to reach 12% with the combined ratio stay-
ing below 95%. Under the strategy, all Triglav 
subsidiaries should be operating at a profi t 
with a total written premium of 1.1 billion 
euro. This can be achieved not only through 
consolidation on the existing markets but 
also with organic growth and new acquisi-
tions. Triglav’s potential new acquisitions will 
be mainly focused on attractive targets in 
the Adria region. 

Triglav subsidiaries outside Slovenia 
contributed 18.3% of the group’s 
total gross written premiums last 
year, which represents a slight im-
provement on 2010. Do you plan to 
actively pursue an increase in that 
share over the medium term and at 
what pace?
On the foreign markets we have not yet 
achieved our business volume goals and 
target economies of scale which would be 
the basis for boosting our return rates go-
ing forward. Since these SEE economies are 
still under pressure and experiencing a cri-
sis that is unlikely to end soon, no concrete 

premium growth can be expected over the 
short or medium term. Still, the region has 
enormous potential due to the very low pre-
miums level at the moment and the sheer 
size of its population. Once the fi nancial and 
economic conditions stabilise, regional GDP 
would grow again and so will the income of 
both businesses and households. According 
to our estimates, a tangible premium growth 
should be expected after 2015, but before 
that premium volumes will remain more or 
less unchanged.

In 2011, which SEE markets posed the 
biggest challenge for the profi tabil-
ity of your units there? How do you 
plan to deal with these challenges 
going forward as you work to make 
all of your subsidiaries profi table by 
2015?
Non-life insurance products have been avail-
able on the markets of the Triglav Group for 
quite some time, as they were already com-
monplace across former Yugoslavia. On the 
other hand, life insurance represents a big 
challenge. Its development depends on the 
course and pace of development of each 
individual country. By all means, health and 
pension reforms in SEE countries are urgently 
needed and practically unavoidable. Triglav, as 
the leading insurance group in the markets of 
South East Europe, sees life, health and pen-
sion insurance as a great opportunity, where 

it expects to achieve the strongest business 
and premium growth rates. Expansion is 
anticipated mainly in health insurance, espe-
cially after the strategic partner IFC became 
a shareholder of Triglav INT − a subsidiary 
combining all Triglav’s insurance companies 
outside Slovenia.
Triglav is the market leader in Macedonia and 
enjoys relatively small exposure in Croatia 
and Serbia which have the highest potential 
going forward in terms of insurance density 
and insurance penetration. This means that 
in these two most promising markets of the 
Adriatic region, where our 3.0%-4.0% market 
shares are insuffi  cient for the return rates we 
are targeting, we will have to consider how 
to consolidate our market position, since the 
return targets cannot be achieved without 
higher written premiums.
 
Could you provide a market-by-
market update on your plans to in-

troduce your life, health and pension 
insurance products to new markets?
We already sell life insurance in Croatia and 
over the coming years serious expansion is 
planned also in the health insurance seg-
ment, perhaps by combining the health in-
surance markets of Slovenia and Croatia. In 
Bosnia and Herzegovina, Triglav off ers life in-
surance in the Muslim-Croat Federation enti-
ty while the group’s unit in the other autono-
mous entity, the Serb Republic, has no plans 
to tackle the life insurance segment in the 
near future. In Montenegro, Triglav started a 
life insurance operation in 2011 but that mar-
ket is relatively small. Due to its size, Serbia 
represents one of the greatest opportunities 
for the Triglav Group and we already sell life 
insurance products there. However, health 
and pension reforms in Serbia have been hit 
by delays. In Macedonia we off er non-life in-
surance products and are seriously consider-
ing entering the life insurance market as well, 
especially in view of the government’s health 
reform plans.

What is your view of how the insur-
ance industry in the SEE region fared 
in 2011 and what were some of the 
main factors that set the tone for its 
performance? 
Since the beginning of the recession, the insur-
ance sector has fared better than most other 
industries because some insurance products 
are absolutely necessary − such as car or home 
insurance. In spite of that, the crisis has pushed 
down primarily the number of insurance poli-
cies combined with a savings component, 
such as unit-linked life and pension insurance. 
This is logical to a certain extent, since the cri-
sis has resulted in weaker purchasing power 
and a decline in real income.

Could you elaborate on the goals 
that you will be pursuing within the 
framework of your strategic partner-
ship with the International Finance 
Corporation (IFC)?
We are extremely proud of having the IFC as 
a shareholder in Triglav INT, our subsidiary 
combining Triglav’s insurance companies in 
SEE. The cooperation with the IFC introduces 
a new dimension of stability and represents 
a commitment to our goal of developing 
into an insurance hub for the SEE region. A 
partnership with such an institution entails 
diff erent working methods, commitment to 
greater transparency, compliance with new 
rules and deadlines, stricter risk management 
and better environmental performance. 

Outlook for SEE insurance sector up-
beat on low penetration rate, popula-
tion size

12% 
Triglav Group’s 2015 

return on equity target
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Asito Kapital SA
Croatia Zdravstveno Osiguranje d.d 

Grawe Romania Asigurare SA
Jahorina Osiguranje a.d.

Eurolink Insurance AD

SID – Prva Kreditna Zavarovalnica d.d.

Allianz Bulgaria Life AD
Helios Vienna Insurance Group d.d. 

Merkur Osiguranje d.d. 

Wiener Stadtische Osiguranje AD

DDOR Novi Sad AD

Generali d.d. 

Zavarovalnica  
Tilia d.d.

Triglav Osiguranje d.d. Armeec AD

Carpatica Asig SA

KD Zivljenje d.d.

Bul Ins AD

Euroins Romania Asigurare-Reasigurare SA

Kvarner Vienna Insurance Group d.d. 
Basler Osiguranje Zagreb d.d.

UNIQA Asigurari SA
Generali Romania Asigurare Reasigurare SA

Bulstrad Vienna  
Insurance Group AD

DZI - General Insurance EAD

Allianz Bulgaria AD
Merkur Zavarovalnica d.d.

City Insurance SA
Lev Ins AD

Grawe Hrvatska 
d.d.

BCR Asigurari  
De Viata Vienna  
Insurance Group SA

Grawe Zavarovalnica d.d.

Agram Zivotno Osiguranje d.d.

Energia AD

Alico Asigurari Romania SA

Jadransko Osiguranje d.d. 

AMS Osiguranje AD
Erste Osiguranje Vienna  
Insurance Group d.d.

Hrvatska Osiguravajuca Kuca 
d.d. (HOK-Osiguranje d.d.)

Bulstrad Life Vienna Insurance Group AD
Triglav Osiguranje d.d. Sarajevo

Euroherc  
Osiguranje  

d.d.
Grawe  

Osiguranje  
AD

UNIQA Osiguranje d.d. Sarajevo

Takovo Osiguranje AD

Croatia Osiguranje d.d.
Garanta Asigurari SA

Bosna-Sunce Osiguranje  
d.d. SarajevoOZK - Insurance  

AD

Moldasig SRL
DZI AD

Sunce  
Osiguranje 
d.d. 

Lovcen AD

Victoria AD
Generali Insurance AD

UNIQA Osiguranje d.d. 

UNIQA Non-Life Insurance AD
UNIQA AD

Euro Ins AD

Generali Osiguranje d.d.

UNIQA Life Insurance AD
VGT Osiguranje d.d. Visoko

Merkur BH Osiguranje d.d.
Chartis Romania SA

UBB-Alico Life Insurance 
Company AD (UBB Metlife)

BNP Paribas Cardif Osiguranje d.d. 
(former Cardif Osiguranje d.d.)

Sava Montenegro AD
Asito SA

Osiguritelna Polisa AD
Grawe Osiguranje d.d. Sarajevo

Sava Osiguranje AD

QBE Macedonia AD

HDI Zastrahovane AD

Aviva Asigurari  
De Viata SA Triglav Osiguranje AD  

(former Triglav  
Kopaonik AD)Bulgarski Imoti AD

Interamerican Bulgaria AD

Sava Osiguruvanje AD  
(former Sava Tabak AD)

Velebit Osiguranje d.d. 

Alico Bulgaria Life Insurance 
Company EAD (Metlife)

Milenijum-Osiguranje AD
Eureko Asigurari SA

The chart illustrates the position of each of the SEE TOP 100 Insurers in terms of gross written premium, net profit/loss and gross written premium per capita 
for 2011. The X axis is a measure of 2011 gross written premium, the Y axis represents net profit/loss and the size of the bubbles corresponds to the gross written 
premium per capita. 
Albania’s Sigal UNIQA Group Austria sh.a., Sarajevo Osiguranje d.d., Bosna and Herzegovina and Macedonia’s Triglav Osiguruvanje AD (former Vardar Skopije 
AD) were not included in the graph as no net profit/loss data was available.
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Fuel retailer Petrol ranks fi rst for the fourth year running 
with revenue per capita of 1,430 euro in 2011, up from 
1,230 euro a year earlier. The company ranks seventh in 
the TOP 100 ranking in terms of total revenue in 2011.
Slovenia’s largest food retailer Mercator followed with 
814.6 euro in revenue per capita, down from 827.7 euro 
in 2010.
Croatia, a country of over four million people, is the sec-
ond in terms of the number of companies on the list of 
the TOP 100 per capita in 2011. Eighteen Croatian com-
panies are on the list with oil company INA ranking third 
with 805.9 euro in revenue per capita, up from 714.1 euro 
in 2010. 
Retailer Konzum is the second best performer among 
Croatian companies with 395.7 euro in revenue per capita 
in 2011, up from 388.6 euro revenue in 2010. The company 
lost three positions, sliding from the eighth spot in the 
2010 ranking.
Nine Bulgarian companies entered the TOP 100 per cap-
ita list with Lukoil Neftochim Burgas being the best per-
former with 485.8 euro in revenue per capita in 2011. The 

No. SEE TOP 
100 No. Company name Country Per capita 

2011
Per capita 

2010

1 7 Petrol d.d. Slovenia 1 430 1 230

2 15 Poslovni Sistem Mercator d.d. Slovenia 814.6 827.7

3 2 INA d.d. Croatia 805.9 714.1

4 18 Holding Slovenske Elektrarne d.o.o. Slovenia 682.3 455.9

5 24 Revoz d.d. Slovenia 567.5 659.0

6 29 GEN-I d.o.o. Slovenia 494.7 287.6

7 31 Krka d.d. Slovenia 488.2 470.4

8 3 Lukoil Neftochim Burgas AD Bulgaria 485.8 377.5

9 191 Elektroprivreda Crne Gore A.D. Montenegro 426.3 472.4

10 6 Aurubis Bulgaria AD Bulgaria 406.1 259.2

11 12 Konzum d.d. Croatia 395.7 388.6

12 13 Hrvatska Elektroprivreda d.d. Croatia 386.6 385.7

13 48 Telekom Slovenije d.d. Slovenia 365.4 366.1

14 53 Gorenje d.d. Slovenia 347.3 335.7

15 54 OMV Slovenija d.o.o. Slovenia 346.4 275.8

16 60 Engrotus d.d. Slovenia 329.0 336.0

17 59 Okta AD Macedonia 323.0 247.5

18 63 Lek d.d. Slovenia 319.8 288.0

19 299 Jugopetrol AD Montenegro 292.2 239.9

20 301 Kombinat Aluminijuma Podgorica A.D. Montenegro 289.8 472.3

21 71 IMPOL d.o.o. Slovenia 284.9 251.6

22 9 Naftna Industrija Srbije AD Serbia 271.2 232.0

23 10 Lukoil-Bulgaria EOOD Bulgaria 251.4 227.6

24 14 Natsionalna Elektricheska 
Kompania EAD Bulgaria 235.3 205.3

25 26 Hrvatski Telekom d.d. Croatia 232.2 254.5

26 36 Prirodni Plin d.o.o. Croatia 209.1 179.4

27 112 CIMOS d.d. Slovenia 207.8 180.9

28 116 Makpetrol AD Macedonia 196.1 169.3

29 118 Johnson Matthey DOOEL Macedonia 193.1 64.2

30 127 Geoplin d.o.o. Slovenia 192.4 180.1

31 1 OMV Petrom SA Romania 187.2 169.2

32 129 EVN Macedonia AD Macedonia 183.4 176.8

33 438 Crnogorski Telekom A.D. Montenegro 181.4 184.2

34 21 JP Elektroprivreda Srbije (JP EPS) Serbia 172.6 162.5

35 148 SODO d.o.o. Slovenia 170.9 162.8

36 153 BSH Hisni aparati d.o.o. Slovenia 168.9 135.3

37 154 Druzba za Avtoceste v 
Republiki Sloveniji d.d. Slovenia 168.3 156.9

38 168 Merkur d.d. Slovenia 158.2 170.2

39 180 Talum d.d. Slovenia 146.6 113.1

40 4 OMV Petrom Marketing SRL Romania 145.4 50.4

41 5 Automobile-Dacia SA Romania 142.0 126.4

42 190 Tobacna Grosist d.o.o. Slovenia 141.2 131.8

43 67 OMV Hrvatska d.o.o. Croatia 137.8 114.2

44 206 Slovenska Odskodninska Druzba d.d. Slovenia 134.4 32.6

45 35 OMV Bulgaria OOD Bulgaria 132.7 110.1

46 202 Elem AD (Elektrani na Makedonija) Macedonia 131.2 141.1

47 34 Telekom Srbija AD Serbia 128.9 123.4

48 554 Roksped D.O.O. Montenegro 127.5 115.1

49 8 Rompetrol Rafinare SA Romania 124.7 91.4

50 559 Telenor D.O.O. Montenegro 122.2 123.1

SEE TOP 100 Per Capita

Slovenian, 
Croatian fi rms 
lead in TOP 
100 per capita, 
energy sector 
dominates
By Kristina Belkina

Companies from Slovenia, a country of just 
two million people, continue to lead the Top 
100 per capita ranking as they did in the 
previous editions, albeit with 40 fi rms on the 
2011 list, down from 46 in 2010.
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Methodology

TOP 100 per capita is a ranking based on 
the same pool of 1,200 companies as in 
TOP 100 companies. The ranking is com-
piled by dividing the total revenue in euro 
of each company by the population esti-
mate in the country of registration. This 
benchmark indicates the importance of 
individual companies for the local econo-
mies.

No. SEE TOP 
100 No. Company name Country Per capita 

2011
Per capita 

2010

51 227 Termoelektrarna Sostanj d.o.o. Slovenia 122.1 122.6

52 231 Goodyear Dunlop Sava Tires d.o.o. Slovenia 121.3 193.1

53 75 HEP-Proizvodnja d.o.o. Croatia 121.2 121.4

54 39 JP Srbijagas Serbia 121.0 109.1

55 232 Posta Slovenije d.o.o. Slovenia 120.5 117.2

56 42 Bulgargaz EAD Bulgaria 118.5 87.1

57 77 HEP-Operator Distribucijskog Sustava d.o.o. Croatia 118.2 115.4

58 140 CEZ Shperndarje Sh.a. Albania 116.8 94.1

59 569 Montenegro Airlines A.D. Montenegro 115.8 120.9

60 41 Zelezara Smederevo DOO Serbia 115.3 117.4

61 84 Zagrebacki Holding d.o.o. Croatia 111.1 116.5

62 249 Feni Industries AD Macedonia 108.6 120.2

63 265 Helios d.o.o. Slovenia 108.6 93.8

64 86 JP Elektroprivreda BiH d.d. Bosnia and 
Herzegovina 105.9 116.1

65 276 Renault Nissan Slovenija d.o.o. Slovenia 105.1 100.4

66 44 Termoelektrane Nikola Tesla DOO Serbia 104.6 79.3

67 92 Brodosplit - Brodogradiliste d.o.o. Croatia 104.1 46.5

68 281 Interenergo d.o.o. Slovenia 103.5 31.0

69 284 Salus d.d. Slovenia 103.0 108.5

70 285 Henkel Slovenija d.o.o. Slovenia 101.7 92.7

71 286 Iskra Avtoelektrika d.d. Slovenia 100.9 83.9

72 288 Hypo Leasing d.o.o. Slovenia 100.6 131.0

73 289 Nuklearna Elektrarna Krsko d.o.o. Slovenia 100.0 81.7

74 295 Cinkarna d.d. Slovenia 98.2 77.3

75 55 Naftex Petrol EOOD Bulgaria 97.6 76.9

76 300 Shell Adria d.o.o. Slovenia 96.5 69.4

77 105 Tisak d.d. Croatia 96.2 91.3

78 52 Delhaize Serbia DOO Serbia 95.1 100.0

79 297 Makedonski Telekom AD Macedonia 94.2 101.0

80 307 SI.Mobil d.d. Slovenia 94.2 83.7

81 107 ASA Prevent Group Bosnia and 
Herzegovina 93.1 95.8

82 114 VIPNet d.o.o. Croatia 91.7 105.1

83 201 Bankers Petroleum Albania Ltd. Albania 91.6 39.9

84 64 CEZ Elektro Bulgaria AD Bulgaria 89.7 79.4

85 122 Plodine d.d. Croatia 88.4 80.7

86 65 Overgas Inc. АD Bulgaria 88.2 65.6

87 124 Petrokemija d.d. Croatia 88.0 70.0

88 325 UNIOR Kovaska Industrija d.d. Slovenia 87.3 67.7

89 128 Mercator - H d.o.o. Croatia 85.2 90.6

90 335 MOL Slovenija d.o.o. Slovenia 84.1 64.6

91 612 Rudnik Uglja A.D. Montenegro 83.1 95.1

92 338 Droga Kolinska d.d. Slovenia 83.1 83.0

93 133 Vindija d.d. Croatia 82.8 83.1

94 135 Pliva Hrvatska d.o.o. Croatia 81.8 85.5

95 11 Rompetrol Downstream SRL Romania 81.0 67.5

96 143 Moldovagaz SA Moldova 80.7 66.6

97 347 Adria Airways d.d. Slovenia 79.9 74.2

98 139 Brodogradjevna Industrija 3.Maj d.d. Croatia 79.5 0.22

99 351 Ljubljanske Mlekarne d.d. Slovenia 78.6 75.6

100 72 Mercator - S DOO Serbia 76.8 65.9

in euro

company was the third in terms of total revenue in the 
overall TOP 100 companies ranking.
Aurubis Bulgaria is the second best performer among 
Bulgarian companies, ranking at the 10th place in terms 
of revenue per capita in 2011, up from the 17th position it 
held a year earlier.
Romania’s oil and gas group OMV Petrom, the leader of 
the TOP 100, was 31st on the per capita list but was the 
best performer among the fi ve Romanian companies on 
the list.
Petrom’s subsidiary, OMV Petrom Marketing, also per-
formed well and ranked 40th in the per-capita league.
Serbia and Montenegro have eight companies in the per-
capita ranking each. Macedonia follows with seven com-
panies.
Montenegrin power company Elektroprivreda Crne Gore 
is in  the ninth position with 426.3 euro in revenue per 
capita, down from 472.4 euro a year earlier. 
Macedonian oil refi nery Okta climbed three positions in 
the 2011 ranking from the 20th place in the 2010 chart. 
Its revenue per capita grew to 323 euro in 2011 from 247.5 
euro a year earlier.
Serbia’s best performer was oil company Naftna Indutrija 
Srbije, placed 22nd in terms of revenue per capita and 
ninth in the main ranking.
Two companies from each Bosnia and Herzegovina and 
Albania and one from Moldova entered the 2011 revenue-
per-capita ranking. Elektroprivreda BiH is the best among 
the Bosnian companies, occupying the 64th position, 
down from the 57th a year earlier. 
Albanian power distributor and retailer CEZ Shperndarje 
is the leader among the companies from that country. 
Its revenue per capita rose to 116.8 euro in 2011 from 94.1 
euro a year earlier.
Gas utility Moldovagaz is the sole company from Moldo-
va on the list, ranking 96th with a revenue per capita of 
80.7 euro in 2011.
In a breakdown by sector, energy companies dominate 
the TOP 100 per capita in 2011.
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Rank Company Name Country Stock Exchange Stock Symbol Market Capitalisation

1 Erste Group Bank AG Romania BVB EBS 5 247

2 INA-Industrija Nafte d.d. Croatia ZSE INA-R-A 5 046

3 OMV Petrom SA Romania BVB SNP 3 803

4 Hrvatski Telekom d.d. Croatia ZSE HT-R-A 2 632

5 Krka d.d. Slovenia LJSE KRKG 1 874

6 BRD - Groupe Societe Generale SA Romania BVB BRD 1 728

7 Zagrebacka Banka d.d. Croatia ZSE ZABA-R-A 1 726

8 Fondul Proprietatea SA - Bucuresti Romania BVB FP 1 362

9 Privredna Banka Zagreb d.d. Croatia ZSE PBZ-R-A 1 203

10 Energoni AD Bulgaria BSE 2EL 1 002

11 Naftna Industrija Srbije AD Serbia BELEX NIIS 945.6

12 Makedonski Telekom AD Skopje Macedonia MSE TEL 810.3

13 Crnogorska Komercijalna Banka A.D. Montenegro MNSE CKBP 688.1

14 Bulgarian Telecommunication Company AD Bulgaria BSE 5BT 649.6

15 S.N.T.G.N. Transgaz SA Romania BVB TGN 608.8

16 BH Telecom d.d. Bosnia and Herzegovina SASE BHTSR 592.9

17 Poslovni Sistem Mercator d.d. Slovenia LJSE MELR 553.5

18 Alro SA Romania BVB ALR 537.0

19 Konzum d.d. Croatia ZSE KNZM-R-A 494.3

20 Petrol AD Bulgaria BSE 5PET 444.6

21 Telekom Slovenije d.d. Slovenia LJSE TLSG 411.6

22 Rompetrol Rafinare SA Romania BVB RRC 391.1

23 Telekom Srpske a.d. Banja Luka Bosnia and Herzegovina BLSE TLKM-R-A 366.8

24 Banca Transilvania SA Romania BVB TLV 363.0

25 Arco Towers REIT Bulgaria BSE 5SV 349.0

26 Elektorprivreda Crne Gore A.D. Montenegro MNSE EPCG 338.4

27 Petrol d.d. Slovenia LJSE PETG 323.6

28 New Europe Property Investments PLC. - Isle of Man Romania BVB NEP 321.5

29 Adris Grupa d.d. Croatia ZSE ADRS-R-A 306.5

30 C.N.T.E.E. Transelectrica SA Romania BVB TEL 295.3

31 JP Elektroprivreda BiH d.d. Bosnia and Herzegovina SASE JPESR 286.7

32 Dukat d.d. Croatia ZSE LURA-R-A 270.9

33 CB Corporate Commercial Bank AD Bulgaria BSE 6C9 248.2

34 Zavarovalnica Triglav d.d. Slovenia LJSE ZVTG 227.4

35 Atlantic Grupa d.d. Croatia ZSE ATGR-R-A 221.4

36 Jadranski Naftovod d.d. Croatia ZSE JNAF-R-A 220.0

37 OTP Banka Srbija AD Serbia BELEX KLBNM 218.3

38 Sopharma AD Bulgaria BSE 3JR 214.6

39 EVN Bulgaria Elektrorazpredelenie AD Bulgaria BSE EV6 199.1

40 Imlek AD Serbia BELEX IMLK 197.1

41 Ericsson Nikola Tesla d.d. Croatia ZSE ERNT-R-A 191.0

42 JP Elektroprivreda HZHB d.d. Bosnia and Herzegovina SASE JPEMR 180.7

43 Lukoil Srbija AD Serbia BELEX LOIL 176.1

44 Koncar - Elektroindustrija d.d. Croatia ZSE KOEI-R-A 175.6

45 Euroherc Osiguranje d.d. Croatia ZSE EHOS-R-A 170.1

46 Podravka d.d. Croatia ZSE PODR-R-A 166.3

47 Azomures SA Romania BVB AZO 164.4

48 Aerodrom Nikola Tesla AD Serbia BELEX AERO 163.7

49 Croatia Osiguranje d.d. Croatia ZSE CROS-R-A 163.4

50 Hrvatska Postanska Banka d.d. Croatia ZSE HPB-R-A 148.5

in millions of euro

TOP 100 listed companies ranks the biggest 
companies in Southeast Europe by market 
capitalisation as of December 31, 2011, sourced by 

Banja Luka Stock Exchange (BLSE), Belgrade Stock 
Exchange (BELEX), Bucharest Stock Exchange 
(BVB), Bulgarian Stock Exchange (BSE), Ljubljana 

Methodology
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Rank Company Name Country Stock Exchange Stock Symbol Market Capitalisation

51 UniCredit Bank d.d. Mostar Bosnia and Herzegovina SASE ZGBMR 148.2

52 Ledo d.d. Croatia ZSE LEDO-R-A 147.7

53 SIF Transilvania SA Romania BVB SIF3 143.4

54 SIF Oltenia SA Romania BVB SIF5 142.0

55 Komercijalna Banka AD Serbia BELEX KMBN 141.9

56 Hrvatske Telekomunikacije d.d. Bosnia and Herzegovina SASE HTKMR 141.0

57 DZI Insurance AD Bulgaria BSE 6D5 140.1

58 AIK Banka AD Serbia BELEX AIKB 137.8

59 Riviera Adria d.d. Croatia ZSE RIVP-R-A 133.0

60 SIF Moldova SA Romania BVB SIF2 129.8

61 Albena AD Bulgaria BSE 6AB 128.5

62 Crnogorski Telekom A.D. Montenegro MNSE TECG 127.7

63 NLB Razvojna Banka a.d. Banja Luka Bosnia and Herzegovina BLSE VBBB-R-A 126.7

64 Nova Kreditna Banka Maribor d.d. Slovenia LJSE KBMR 123.6

65 Bulgartabac Holding AD Bulgaria BSE 57B 118.3

66 Jamnica d.d. Croatia ZSE JMNC-R-A 117.5

67 Abanka Vipa d.d. Slovenia LJSE ABKN 115.2

68 SIF Banat Crisana SA Romania BVB SIF1 114.7

69 Helios Domzale d.d Slovenia LJSE HDOG 112.8

70 Hidroelektrane na Drini a.d. Visegrad Bosnia and Herzegovina BLSE HEDR-R-A 112.8

71 Istraturist Umag d.d. Croatia ZSE ISTT-R-A 111.1

72 Monbat AD Bulgaria BSE 5MB 108.3

73 SIF Muntenia SA Romania BVB SIF4 106.7

74 First Investment Bank AD Bulgaria BSE 5F4 106.2

75 Plava Laguna d.d. Croatia ZSE PLAG-R-A 105.3

76 KD Group d.d. Slovenia LJSE KDHP 104.6

77 Chimimport AD Bulgaria BSE 6C4 104.1

78 Luka Koper d.d. Slovenia LJSE LKPG 99.4

79 Tvornica Duhana Zagreb d.d. Croatia ZSE TDZ-R-A 99.2

80 Hidroelektrane na Trebisnjici a.d. Trebinje Bosnia and Herzegovina BLSE HETR-R-A 98.5

81 Komercijalna Banka AD Skopje Macedonia MSE KMB 97.9

82 Tvornica Cementa Kakanj d.d. Bosnia and Herzegovina SASE TCMKR 96.5

83 Pivovarna Lasko d.d. Slovenia LJSE PILR 94.9

84 Druzhba Staklarski Zavodi AD Bulgaria BSE 4DR 94.8

85 Belisce d.d. Croatia ZSE BLSC-R-A 92.8

86 Belje d.d. Croatia ZSE BLJE-R-A 92.7

87 Alkaloid AD Skopje Macedonia MSE ALK 91.4

88 Terme Catez d.d. Slovenia LJSE TCRG 88.5

89 Eurohold Bulgaria AD Bulgaria BSE 4EH 88.0

90 Oltchim SA RM. Valcea Romania BVB OLT 87.2

91 Petrokemija d.d. Croatia ZSE PTKM-R-A 86.5

92 Zentiva SA Romania BVB SCD 85.6

93 KD d.d. Slovenia LJSE SKDR 83.9

94 Luka Rijeka d.d. Croatia ZSE LKRI-R-A 81.8

95 Soja Protein AD Serbia BELEX SJPT 80.7

96 Kras d.d. Croatia ZSE KRAS-R-A 80.3

97 Gorenje d.d. Slovenia LJSE GRVG 79.5

98 Viro d.d. Croatia ZSE VIRO-R-A 76.6

99 Velgraf Asset Management AD Bulgaria BSE 6C4P 75.7

100 Maistra d.d. Croatia ZSE MAIS-R-A 72.1

in millions of euro

Stock Exchange (LJSE), Macedonian Stock 
Exchange (MSE), Montenegro Stock Exchange 
(MNSE), Sarajevo Stock Exchange (SASE) and 
Zagreb Stock Exchange (ZSE).

To allow comparison, all local currencies in the 
ranking have been converted into euro, using the 
respective central bank’s offi cial exchange rate on 
the last working day of 2011.
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Big fi sh in little pond 
Romanian and Croatian heavyweights domi-
nate the top of the list of the largest compa-
nies by market capitalisation in Southeast 
Europe at the end of last year. Еnergy, oil, 
banking and telecommuncation groups lead 
the Top 100 SEE ranking of the companies 
traded on the regional stock exchanges. 
Vienna-based Erste Group Bank, which is list-
ed in Bucharest, tops the ranking of SEE-listed 
companies with market capitalisation of 5.25 
billion euro at the end of last year.
Croatian oil and gas company INA-Industrija 
Nafte d.d. comes second in the ranking with 
market value of 5.05 billion euro. Tensions 
grew last year between INA’s largest share-
holder, Hungarian sector group MOL, and 
the Croatian government, also a major share-
holder in INA, as Zagreb accused MOL of act-
ing as if it was the majority shareholder. 
Romania’s OMV Petrom ranks third with mar-
ket capitalisation of 3.8 billion euro. The posi-
tions of oil companies were cemented across 
SEE  thanks to the surge of global oil prices 
above 120 U.S. dollars per barrel in the heat of 
the Arab Spring in 2011. 
Croatia’s Hrvatski Telekom, whose market 
capitalisation of 2.63 billion euro makes it the 
fourth largest in the SEE region at the end of 
2011, was aff ected by mixed news. Croatia  
wrapped up its EU accession talks and will 
join the bloc in 2013, which will force the 
telecoms group to lower its mobile termina-
tion and roaming tariff s. On the positive side, 
however, investors cheered Croatia’s decision 
to scrap its 6% tax on revenues generated by 
mobile telephony services . The Croatian par-
liament abolished the tax in July 2012. 
The Romanian-Croatian dominance at the 
top of the ranking is interrupted by Krka, the 
Slovenian generic drugs company. Its market 
capitalisation of 1.87 billion euro puts it in the 
fi fth place in the ranking.
Banking groups dominate the second half of 
the list of the 10 largest companies in the Top 
100 SEE ranking. Romanian bank BRD, a unit 
of France’s Societe Generale, comes sixth 
with market capitalisation of 1.728 billion 

euro, Croatia’s Zagrebacka Banka d.d. ranks 
seventh with 1.725 billion euro, whereas an-
other Croatian lender, Privredna Banka Za-
greb d.d., is ninth with 1.2 billion euro.
Romanian investment fund Fondul Proprie-
tatea, which owns stakes mostly in oil and 
energy groups, has market capitalisation of 
1.36 billion euro that puts it into the eighth 
place. 
The only Bulgarian company among the lead-
ing 10 in the ranking is energy group Ener-
goni AD, coming tenth with 1.0 billion euro in 

market value. In April 2010 Bulgaria’s fi nan-
cial regulator imposed a temporary trading 
ban on Energoni’s shares on doubts over the 
proper valuation of the company’s 547 mil-
lion lev patent for a wind farm construction 
method. The ban was lifted in June 2011 .
Given the high profi le of Croatian compa-
nies in the ranking, it is no surprise that the 
bourse in Zagreb is the leader in the region 
with 24.53 billion euro in combined market 
capitalisation of its listed fi rms in 2011. The 
Bucharest bourse, whose listed companies 
also are big-league in the region, comes third 
with their combined market capitalisation of 
16.39 billion euro.
Surprisingly, the Ljubljana Stock Exchange 
ranks second in the region with 19.35 billion 
euro in market cap of its listed companies 

even though only one Slovenian company 
made it to the top 10 of SEE listed companies 
at the end of last year. 

Bringing up the rear
The other SEE stock exchanges lag far be-
hind the three regional leaders but their larg-
est companies by market capitalisation also 
come from the energy, banking and telecoms 
sectors. Food companies also shine in terms 
of market capitalisation. 
In Sofi a, Energoni is followed by the Bulgarian 
Telecommunication Company and Petrol. 
The pattern in Serbia is similar: oil group Naf-
tna Industrija Srbije ranks fi rst, followed by 
OTP Banka Srbija and dairy products maker 
Imlek. Another oil group, Lukoil Srbija, also is 
quite high up in the ranking.
In Macedonia, Komercijalna banka Skopje is  
leading the list, followed by pharmaceutical 
company Alkaloid Skopje and farming group 
ZK Pelagonija.
Montenegro did not off er surprises with its 
top trio: Crnogorska Komercijalna Banka, 
power utility Elektorprivreda Crne Gore and 
Crnogorski Telekom.
In Bosnia and Herzegovina, Sarajevo-listed BH 
Telecom tops the ranking. Its rival Telekom 
Srpske, listed in Banja Luka, comes second, 
followed by electricity generation and distri-
bution companies JP Elektroprivreda BiH and 
JP Elektroprivreda HZHB.

Beating the odds
Traditionally reputed to be struggling with 
political instability and economic woes, 
Southeast Europe off ered unexpected op-
portunities to investors in 2011. Stock market 
gains in the region reached up to 29% in U.S. 
dollar terms, according to estimates of the Fi-
nancial Times. 
Analysts have identifi ed international sup-
port off ered by the EU and the IMF as a key 
catalyst for the upward stock market trends 
in the region. In addition, unlike countries 
like Greece, Portugal and Spain, SEE countries 
managed to keep their macroeconomic indi-
cators largely above water last year.

Romanian, Croatian 
heavyweights share 
limelight on SEE bourses

5.25 bln 
euro

The market capitalisation of Erste 
Group Bank, which is listed in 

Bucharest.

by Gabriela Tzekova
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SEE bourse operators pin hopes 
on sale of state-owned stakes to 
boost liquidity

by Georgi Georgiev, Velizar Uzunov, Kristina Belkina
contributor Nevena Krasteva
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SEE stock exchanges market capitalisation 
as of December 31, 2011 in billions of euro

Struggling to break the deadlock of 
low liquidity - an inherent problem 
for the SEE equity markets, aggra-
vated further in recent years by the 
exit of big foreign investors and the 
high risk aversion of local players 
-  the bourses’ CEOs see hope in the 
privatisation of state-held stakes. 
At the same time, in a bid to broad-
en their perspectives beyond their 
national horizons, they are contin-
uing to make steps towards tighter 
regional cooperation. 

A key development in this direction was the 
signing of a linking agreement in May be-
tween the Bulgarian and the Romanian cen-
tral depositories that allows dual listings of 
companies from the two countries on both 
stock exchanges. 
“This [agreement] will allow dual listings of 
Bulgarian issuers on the Romanian market. It 
will increase the investor base of the Bulgar-
ian issuers,” Romanian central depository di-
rector general Adriana Tanasoiu told report-
ers. “It will make them accessible to more 
investors, it will lower their cost of capital 
and will increase the attractiveness of the 
Bulgarian issuers.” 
Several Bulgarian companies have already 
expressed interest in a possible listing on 
the Romanian bourse, Vasil Golemanski, CEO 
of the Bulgarian Stock Exchange (BSE), told a 
news conference.
The two bourse operators, the Bucharest 
Stock Exchange, BVB, and the Bulgarian Stock 
Exchange (BSE), are also considering creat-
ing a joint share index. According to Georgi 
Balgarski, a member of BSE’s management 
board, the index could track 10 Romanian and 
fi ve Bulgarian companies, as BVB’s turnover is 
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10 times bigger. Seven indices track compa-
nies listed on the BVB, compared to fi ve on 
BSE. 
The signing of the linking agreement could 
boost liquidity, BSE’s other CEO, Ivan Takev 
told SeeNews.
In his view, however, the development of the 
BSE in the short and medium term will largely 
depend on individual investors.
“The factors [that will set the stock ex-
change’s course] are both local and regional 
but it all comes down to the individual inves-
tors, I think they will determine the develop-
ment of the market,” Takev said.
Takev said one reason for the absence of in-
dividual investors from the local bourse com-
pared to the pre-crisis years is high interest 
rates on relatively risk-free bank deposits.
“Although Bulgaria’s economy has been grow-
ing for several consecutive quarters, on micro 
level individual companies still feel uncertain 
about the environment,” he said, adding that 
individual investors will return to the bourse 
as soon as they see clear improvement.
In his view, the much anticipated privatisa-
tion of a majority stake in the operator of 
the BSE and the Central Depository too could 
help spur investor activity without, however, 
providing a remedy to the problem. “What 
is more important is to have a vision for 
the long-term development of the stock ex-
change rather than adopt short-term meas-
ures that will boost the market for a brief 
period of time only.”
The state can play a key role in such a long-
term strategy by privatising state-owned 
companies through the bourse, Takev added.
The Bulgarian Energy Holding (BEH), for one, 
is of particular interest to all market play-
ers because of its size, he said. It incorpo-

rates assets of Bulgaria’s sole nuclear power 
plant Kozloduy, gas monopoly Bulgargaz, gas 
transmission system operator Bulgartrans-
gaz, telecommunications operator Bulgartel, 
National Electricity Company and its wholly-
owned system operator Electricity System 
Operator, coal-fi red power plant Maritsa East 
2 and the Maritsa East coal mines.
The government has said it is considering 
putting up for sale a stake in BEH but ac-
cording to Takev so far no details have been 
discussed with representatives of the stock 

exchange.
In neighbouring Romania, several new fl ota-
tions of state-held stakes planned for this 
year are expected to bring a breath of fresh 
air, boosting liquidity and trading volumes on 
the market.
“The planned initial public off erings will 
probably be the most important events on 
the Romanian bourse this year. They will in-
crease the liquidity and the trading volumes, 
and boost visibility,” the head the Bucharest 
bourse management board Lucian Anghel 
told SeeNews.
Romania plans to list minority stakes in key 
energy and transport companies in 2012, as 
part of its commitments under a two-year 
precautionary stand-by deal signed with the 
IMF last year.

The planned initial public off erings (IPOs) 
include a 10% stake in power producer Nu-
clearelectrica and a 20% stake in fl ag carrier 
Tarom.
Romania also plans a secondary public off er-
ing (SPO) by the end of 2012, in which it will 
put up for sale a 15% stake in gas transmission 
company Transgaz after successfully com-
pleting an SPO of a 15% stake in power grid 
operator Transelectrica earlier this year.
Transelectrica’s SPO, held in March, was 
58.8% oversubscribed, signalling strong in-
vestor interest.
“I think the chances for successful SPOs in 
the future increased dramatically, because 
Transelectrica’s stake listing was the fi rst 
SPO in more than three years. Now I am sure 
that the next one will be even better,” Anghel 
said.
The only public off ering held on the BVB last 
year was the SPO of a 9.84% stake in Roma-
nia’s top oil and gas group, OMV Petrom. The 
off ering failed as the subscription rate was 
lower than 80%.
The development of the Bucharest bourse 
also depends on external factors which infl u-
ence investors’ sentiment towards the stock 
markets in the region, Anghel said. “But we 
can’t infl uence [external factors], for that 
reason we need to have very good connec-
tion with the other bourses in the region.”
Hit by low liquidity, the operator of the Bel-
grade stock exchange too turns a hopeful eye 
to the sale of state-held stakes.
“Despite the existing interest of the listed 
companies and market infrastructure that 
could support further development, the 
main problem in terms of future develop-
ment of the Serbian capital market still is 
the defi ciency of the liquid securities and 

What is more important is to have a vision 
for the long-term development of the stock 
exchange rather than adopt short-term 
measures that will boost the market for a 
brief period of time only.

649 499

2,274

January
December

1,975

363 322

2,293
1,740

5,366

4,337

849
590

BELEX15 MBI10 SOFIX CROBEX BET SBI TOP

Blue-chip indices of major SEE bourses in 2011
(in points)



45

SEE listed 
companies

professional investors,” the PR and Market-
ing Department of the Belgrade Stock Ex-
change told SeeNews. “Further listing 
of state-owned enterprises would 
surely increase the liquidity of the 
local market, as it was recorded 
when shares of Serbian oil 
company - NIS and Belgrade 
Airport Nikola Tesla were 
listed in previous years, but 
the more active role of the 
state in fostering the capi-
tal market development 
is still needed in order for 
those events to become 
more effi  cient and fruitful 
to the stock market devel-
opment.” 
When talking about interna-
tional and regional cooperation, 
the Belgrade Stock Exchange stays 
active in the initiatives that are ex-
pected to bring positive results for the 
local market and increase interest of for-
eign institutional investors in the region. 
Along with seven bourse operators in the 
region - in Banja Luka, Ljubljana, Podgorica, 
Sarajevo, Skopje, Tirana and Zagreb – it 
signed in March an agreement for a platform 
of joint action. 
The objectives of the agreement are to achieve 
the synergy of joint activities that will lead to 
easier, more direct and more economical ac-
cess of investors to regional markets, as well 
as creating a leverage of economic develop-
ment in the region, the Zagreb bourse’s CEO 
Ivana Gazic told SeeNews. She described the 
platform, which is supported by the Regional 
Cooperation Council and USIAD’s Partners for 
Financial Stability programme, as “the start-
ing point for future cooperation”.
“The recent crisis has shown that there are 
many ways for national economies and 
business entities to benefi t from the possi-
bilities that capital markets could off er and 
this regional cooperation endeavors to pave 
the way for greater reliance on the still un-
derstated strength and potentials of the re-
gional capital market,” Gazic said. She, how-
ever, added that for the time being building 
any other form of cooperation would mean 
overcoming regulatory, technical and other 
signifi cant obstacles.
“The gradual convergence of markets will 
continue to be carried out by defi ning and 
achieving specifi c and feasible tasks, but 
achieving the very challenging goal of the 
highest degree of regionalisation in the long 
run requires a comprehensive work of all 
constituents of the capital markets, includ-

ing relevant state authorities, regu-
lators as well as the business sector itself,” 
Gazic said. 
Commenting on the development of the 
Zagreb bourse, Gazic said that while macr-
oeconomic stability of the country has been 

achieved and the worst of the recession is 
probably over, structural reforms lag and the 
concern still remains as Croatia is yet to see 
the signs of a sustained economic recovery. 
Further government actions will be essential 
to induce the recovery of the domestic capi-
tal market, especially regarding further priva-
tization of public enterprises, she stressed.
“The Zagreb Stock Exchange will continue its 
work on encouraging issuers to raise capital 
through the stock exchange, developing new 
products and services such as short selling 
and certifi cates, maintaining market integrity 
and investors’ confi dence as well as providing 
a reliable mechanism for funding the growth 
of Croatian economy and raising awareness 
about the importance of capital markets as 
one of the most signifi cant factors in eco-
nomic development,” she said.  
In Slovenia the Ljubljana Stock Exchange 
(LJSE) too has been experiencing a clear neg-

ative trend from 2009 onwards as a result 
of negative domestic retail sentiment, 

problems with liquidity of domestic 
institutional investors, low volume 

and bad economic and business 
results of some companies.

Looking for solutions, the LJSE 
together with capital mar-

ket participants drew up a 
strategy for the develop-
ment of the capital mar-
ket. The areas of special 
national signifi cance put 
forward by the strategy 
include: all forms of saving 
for old age  - “P accounts” as 

the third pillar pension sys-
tem solution, improving the 

capital structure of Slovenian 
companies, improving corporate 

governance, balancing the state’s 
ownership role and strengthening 

the international competitiveness of 
Slovenia’s fi nancial sector. “In 2011 all these 

proposals were publicly discussed and we 
expect that the key solutions will be imple-
mented in future reforms,” LJSE Board Presi-
dent Andrej Sketa told SeeNews. 
The strategy has already resulted in tangible 
improvements such as more active integra-
tion of the Slovenian market into internation-
al markets with the further integration into 
the CEE Stock Exchange Group and with the 
introduction of the Xetra trading system, he 
added. 
“[…] we can all achieve much more by working 
together rather than working on our own,” 
Sketa said.
Since 2008 LJSE has been part of CEE Stock 
Exchange Group, which represents the larg-
est capital market in central and eastern Eu-
rope with a market capitalisation of 115 billion 
euro and total half-yearly equity turnover of 
40 billion euro. A total of 178 international 
and local fi nancial agents operate within the 
CEESEG market. 
The Slovenian bourse has cooperated for 
many years with the other SEE stock ex-
changes, as well. 
“To consolidate our profi le in the region and 
give new momentum to the campaign to 
encourage cooperation among the stock ex-
changes of Southeast Europe we entered into 
another Memorandum of Partnership with 
SEE exchanges this year. The cooperation is in 
the fi eld of promotion activities and develop-
ment of infrastructure of the capital market 
of Southeast Europe,” Sketa said, adding that 
the Ljubljana bourse is looking forward to 
further cooperation within this framework.

We can all achieve much more by working 
together rather than working on our own.

image by 
Nevena Krasteva
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by Velizar Uzunov

Companies from the oil and gas sector kept 
their leading position in the SEE Industrial 
ranking in terms of total revenue for a fourth 
year running. Twenty-eight companies from 
the sector entered the TOP 100 companies 
ranking. Their combined revenue rose by 
24.5% to 41.2 billion euro in 2011.
The combined net profi t of the companies 
operating in the oil and gas sector almost 
doubled to 1.4 billion euro in 2011. The rise 
can be attributed mainly to the favourable 
crude oil prices and the improved operating 
effi  ciency of the companies in the industry, a 
process which began in 2010 and continued 
throughout last year.
The electricity sector ranked second with 18 
representatives, the same number as in the 
previous year. These companies’ combined 
total revenue rose by 13.9% to 14.4 billion euro 
last year, while their combined net profi t fell 
to 352 million euro from 487.4 million euro.
Wholesale/retail remained the third strong-
est industry in the region for a second year 
in a row. The sector is represented in the 
2011 ranking by 13 companies which had a 

Oil & gas sector raises profi t in 
2011, leads SEE industrial ranking

The four leading industries in 
terms of total annual revenue in 
the SeeNews TOP 100 SEE ranking 
remained unchanged for a third 
year in a row.

combined total revenue of 11.9 billion euro, 
3.12% higher than in 2010. Their combined net 
profi t, however, fell to 178.5 million euro from 
255.1 million euro.
Companies from the telecommunications 
sector registered a 3.0% decrease in their 
combined total revenue to 7.3 billion euro 
in 2011, but kept their fourth position in the 
ranking. The 10 representatives from the in-
dustry had a combined net profi t of 500.1 mil-
lion euro, up from 266.8 million euro in 2010.
The metals and automobile industries also 
kept their places in the SEE Industrial ranking, 
occupying fi fth and sixth position, respec-
tively.
The six metal companies in the SEE TOP 100 
had a combined total revenue of 6.6 billion 
euro in 2011, an increase of 25.9% over the 
previous year. This comes to show that the 
gradual increase in demand for the products 
of SEE-based metals producers witnessed in 
2010 continued last year. Companies from 
the sector managed to pare their combined 
net loss to 122.2 million euro in 2011 from 
149.5 million euro a year earlier. 
The automotive industry ranked sixth, just 
like in 2010, with total revenue of 5.6 billion 
euro. The four sector companies in the 2011 
ranking registered a 6.6% fall in their com-
bined net profi t to 115.1 million euro.
The sector of ICT Equipment was the only 
newcomer in the 2011 SEE Industrial ranking. 
It ranked 10th with total revenue of 1.6 billion 
euro and a net profi t of some 900,000 euro. 

2011 2010 Industry Total revenue 2011 Y/Y revenue change Net profit/loss 2011 Net profit/loss 2010
1 1 Petroleum/Natural Gas 41 219 24.48% 1 428 765

2 2 Electricity 14 443 13.89% 352.0 487.4

3 3 Wholesale/Retail 11 922 3.12% 178.5 255.1

4 4 Telecommunications 7 348 -3.02% 500.1 266.8

5 5 Metals 6 572 25.93% -122.2 -149.5

6 6 Automobiles 5 624 12.53% 115.1 123.2

7 8 Transportation 3 023 33.72% 149.0 -578.1

8 7 Food/Drinks/Tobacco 2 976 19.64% 75.3 45.7

9 9 Pharmaceuticals 1 616 5.60% 224.3 213.8

10 New ICT Equipment 1 553 -23.98% 0.9 28.7

11 10 Diversified Holdings 1 183 24.36% -19.9 -46.4

12 13 Agriculture 1 150 37.38% 3.3 -21.8

13 14 Rubber/Rubber Products 1 053 32.71% 57.2 58.1

14 11 Electronics 694.7 2.55% 7.3 2.9

15 12 Construction 589.8 -11.56% 57.0 23.4

SEE industrial ranking 2011

Industry Return on revenue 2011
1 Pharmaceuticals 13.88%

2 Construction 9.67%

3 Telecommunications 6.81%

4 Rubber/Rubber Products 5.43%

5 Transportation 4.93%

6 Petroleum/Natural Gas 3.47%

7 Food/Drinks/Tobacco 2.53%

8 Electricity 2.44%

9 Automobiles 2.05%

10 Wholesale/Retail 1.50%

11 Electronics 1.05%

12 Agriculture 0.28%

13 ICT Equipment 0.06%

14 Diversified Holdings -1.68%

15 Metals -1.86%

Most profi table industries 2011

Methodology

The SEE industrial ranking pools 
together the revenue generated by 
all companies in TOP 100 compa-
nies and ranks sectors by cumu-
lative revenue. The comparative 
fi gures for 2010 are revised to al-
low a fair comparison. 
The sub-ranking of the industries 
with the highest return on revenue 
was calculated by dividing the 
cumulative net profi t/loss within 
each industry by the cumulative 
revenue. 
We have based our rankings on 
an industry classifi cation which 
treats fi lling station operators 
and gas trading/distribution 
companies as Petroleum/Natural 
Gas companies, and pharmacies 
and pharmaceutical distributors 
as Wholesale/Retail.

The pharmaceutical industry was the most 
profi table in the TOP 100 companies ranking 
with return on revenue of 13.88%. The sectors 
of construction and telecommunications fol-
lowed with 9.67% and 6.81% respectively.

in millions of euro
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In 2011, SEE power plants produced a combined 208,393 gigawatthours (GWh) of electricity, a slim 2.0% decrease on the year. Electricity 
demand in the region, however, rose nearly 7.0% to 200,380 GWh. Among all SEE countries, Bulgaria recorded the sharpest annual rise in 
power consumption - 19.4%, pushing the demand curve 6,000 GWh higher than last year's level. On the production side, local power units 
injected into the grid a total of 50,330 GWh of electricity, up 4,000 GWh from a year ago.
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Bulgaria is still testing its day-ahead 
electricity exchange, which was initially 
planned for launch in mid-2012. 
Meanwhile, Croatia's state-owned 
power company Hrvatska 
Elektroprivreda (HEP) pushes ahead 
with plans for a regional energy 
exchange, based in Zagreb. There is no 
firm deadline set yet, however the 
intentions are to have an operational 
power trading platform by the first half 
of 2013.

Real-time news and updates of regulations, tenders 
and data on the power market in CSEE

Contact us: 
powermarket.seenews.com
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Greece eyes solar power as way 
out of crisis
In 2011 solar and wind power accounted for 
5.5% and 1.0%, respectively, of total power 
generation in Greece. Newly installed PV 
capacity in the country nearly tripled to 426 
MW last year, data from the Hellenic Asso-
ciation of Photovoltaic Companies (Helapco) 
show. At the same time, installed wind power 
capacity for 2011 surged by 23% on the year 
to 1,626.5 MW, according to the Hellenic Wind 
Energy Association. 
Growth for the past few years has been 
fuelled by the existing feed-in tariff s (FiT) and 
also, as an alternative, government subsidies 
that cover 40% of a project’s costs. The FiTs 
for solar power were cut in February 2012, 
following a global trend motivated by falling 
equipment costs. Combined with the coun-
try’s abundant solar resources, the tariff s re-
mained appealing.
Now the future of the renewable energy 
sector is unsure due to the fi nancial crisis in 
Greece, one of the hottest topics globally. 
The crisis hit a key aspect of new energy 
project development – the ability to calculate 
the income from a power facility for a certain 
period of time – so lack of fi nancing is cur-
rently hampering numerous wind and solar 
power projects. The worsening fi nancial situ-
ation has resulted in more cautious capacity 
building projections for the coming years. In 
the May 2011 issue of US audit and consultan-
cy company Ernst & Young’s “all renewables” 
indices Greece occupied the 10th place, while 
it plunged to 21st in the August 2011 indices. 
A year later in the August 2012 issue of the 
ranking the country occupied the 18th spot.
However, as part of an ambitious plan which 
has already secured Brussels’ blessing, the 
Greek solar power sector may turn from a vic-
tim of the crisis into a savior from it. The plan, 
called Helios, envisages the construction of 
a solar power complex with a capacity of up 
to 10,000 MW to signifi cantly boost Greece’s 

Greece, Bulgaria, Romania 
make cautious steps towards 
renewable energy goals

Under the European Union’s (EU) 
20/20/20 climate and energy tar-
gets Romania, Bulgaria and Greece 
have to boost the share of renewa-
bles in their energy mixes to 24%, 
16% and 18%, respectively. The 
countries have chosen different 
mechanisms to achieve these goals 
and each one is struggling with its 
own challenges. 

As a whole, the three member states have 
really good wind and solar power potential 
which has already been recognised by many 
investors and project developers. Yet, the 
fi nancial crisis in Greece and unfavourable 
regulatory changes in Bulgaria are putting 
a signifi cant strain on the local renewable 
energy markets. Furthermore, Romania and 
Bulgaria share a common challenge - ageing 
infrastructure and grid bottlenecks, which 
if not totally discouraging for investors, are 
at least a signifi cant obstacle to a smooth 
project development process.

by Tsvetomira Tsanova

Image by OregonDOT
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solar generation and allow it to export clean 
power to other European countries. The 
project will require an investment of up to 20 
billion euro, the government estimates, with 
revenues to help repay Greece’s debts.
Helapco chairman, Alexander Zachariou, told 
SeeNews renewables in an interview earlier 
this year that there still exist major issues to 
be worked out such as identifying the inves-
tors for the Helios project, setting the price 
at which the electricity would be sold and 
the target countries that would buy the gen-
erated power. Asked about the feasibility of 
the Helios solar complex, Zachariou said: “It 
is an ambitious plan which is defi nitely more 
realistic than the Desertec project.” Desertec 
is a 400-billion-euro initiative to develop so-
lar and wind plants in the North Africa and 
Middle East region to supply 15% of Europe’s 
power by 2050.

Bulgarian wind and solar market 
struggles amid regulatory 
changes and falling FiTs
Wind and solar power facilities in Bulgaria 

brought 1.8% and 0.2% respectively of the 
total power generation for 2011, according to 
Eurostat data. The country’s installed wind 
power capacity at the end of last year was 
550 MW, and there were 220 MW of operat-
ing solar power plants. Data provided by the 
Bulgarian Wind Energy Association (BGWEA) 
show that there were over 1,700 MW of wind 
projects with preliminary grid-connection 
contracts at the end of 2011. 
Following Bulgaria’s accession to the EU in 
2007, interest towards green energy in the 
country expanded signifi cantly, but investor 
enthusiasm cooled down after the introduc-
tion of the Law on Energy from Renewable 
Sources in 2011 and certain amendments to 
it from the spring of 2012.
When the law came into force in 2011, a spe-
cifi c provision struck sector fi rms and or-
ganisations -- the law stipulated that FiTs for 
green energy projects would be fi xed at the 
time of completion of construction. Industry 
associations then warned that as a result of 
that requirement investors would not be able 
to calculate revenue and pay-back time be-

fore actually building the plant, and that will 
cause serious problems with debt fi nancing.
A year later, in April 2012, a Law for Amending 
and Supplementing the Law on Energy from 
Renewable Sources was promulgated in the 
State Gazette. One of the changes referred 
exactly to the time of setting the FiT. Since the 
amendment’s coming into force, the tariff s 
for renewable energy installations in Bulgaria 
are to be determined when a facility is being 
commissioned, making it even harder to pre-
dict whether the project’s construction time 
will manage to fi t within one tariff  window. 
To top it all, the FiTs were cut for the one-
year period between July 1, 2012 and June 30, 
2013. The reduction for solar photovoltaic 
(PV) installations is more than 50%, while 
wind power is to be purchased at rates that 
are some 22% lower. Another law was also 
passed in July allowing the State Energy and 
Water Regulatory Commission to revise the 
rates when it discovers an over 10% change 
in any of the price-forming elements, instead 
of waiting for a year for the next price revi-
sion period.
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According to Sebastian Noethlichs, executive 
director of BGWEA, Bulgaria’s renewables 
market is clearly suff ering from lack of po-
litical support on the government level and 
consequently a very unstable and obstruc-
tive regulatory framework. Noethlichs told 
SeeNews that despite all he remained fun-
damentally optimistic for the future. “Even 
in Bulgaria, the EU’s country with the lowest 
electricity prices, wind energy now produces 
below retail costs. Renewables are and will 
remain the one and only source of energy 
that keeps on getting cheaper from year to 
year. Pair this fundamental advantage with 
the energy independence, decentralisation of 
the grid and the environmental benefi ts and 
you will see that even the most populist and 
reactionary government will eventually have 
to admit to simple realities and get on board 
with renewables.”
In Ernst & Young’s “all renewables” indices 
Bulgaria took the 35th position in May 2012, 
compared with the 32nd in May 2011. In Au-
gust 2012 it came 36th in the ranking after 
the massive FiT cuts in July.

Romania’s attractiveness grows, 
solar sector makes fi rst steps
Around 1.5% of power generation in Romania 
for 2011 came from wind power, while the 
share of solar power was insignifi cant. The 
country closed last year with 1,006 MW of 
installed wind power capacity and no solar. 
By the end of 2012 the situation with solar 
energy is expected to change as the sector 
is slowly growing. One of the fi rst steps in 
that direction was the establishment of the 
Romanian Photovoltaic Industry Association 
(RPIA) in the spring of 2012.
In contrast to Bulgaria and Greece, Romania’s 
way to promote renewable energy genera-
tion are the so called green certifi cates. Solar 
park operators receive six green certifi cates 
for each MWh produced, while wind farms 
get two certifi cates per MWh. These green 
certifi cates can be traded in a regulated mar-
ket, separately from the output they account 
for. According to data from RPIA, the price of 
one green certifi cate is between 27 euro and 
55 euro, subject to indexation.
As a whole, Romania’s renewable energy mar-

ket does not suff er from lack of interest, which 
is especially true of wind power. The country’s 
Dobrogea region along the Black Sea coast is 
already home to hundreds of wind turbines 
and more are coming. In May 2012 Romania’s 
Economy Ministry said that 1,200 MW of wind 
farms are to be developed in Dobrogea with 
turbines from Chinese wind turbine maker Si-
novel Wind Group (SHA:601558). Earlier during 
the year, Eolica Dobrogea completed for Span-
ish Iberdrola Renovables an 80-MW wind farm 
in the area. Czech utility CEZ (PRG:BAACEZ) 
also expects to put online total wind power 
capacity of 600 MW in southeastern Romania 
by end-2012. 
Among the EU member states in SEE, Roma-
nia holds the highest ranking in Renewable 
Energy Country Attractiveness Indices of 
Ernst & Young. In the May 2012 edition of the 
indices the country was on the 14th place, an 
improvement from the 21st place in May 2011, 
while in August 2012 it climbed to the 13th 
spot. Romania also took the 11th spot in the 
wind energy indices for May 2012, compared 
to 18th a year earlier. 
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Bulgarian Energy Holding EAD 
(BEH EAD) is the successor of the 
state-owned company Oil and 
Gas (Neft I Gas) established in 
1973. December 1975 the com-
pany was renamed to Gas Sup-
ply (Gazosnabdyavane). At the 
beginning of 1990 the company 
was again renamed to Bulgargaz 
and was further restructured to 
a single shareholder joint-stock 
company in accordance with a 

Decree of the Council of Minis-
ters dated May 12, 1993.

Based on an approved restruc-
turing plan dated 27 October 
2006 and the appendices there-
to, Bulgargaz EAD was trans-
formed into Bulgargaz Holding 
EAD through the split-off  of two 
single-owner joint stock compa-
nies - Bulgartransgaz EAD and 
Bulgargaz EAD in accordance 

with provisions of Article 262 (d) 
of the Commercial Act. 

As per Sofi a City Court registra-
tion - decision № 45 from 15 
January 2007, the transforma-
tion was completed.

Bulgartransgaz EAD and Bulgar-
gaz EAD are lawful successors 
of the respective parts of the 

property (rights and obligations) 
of Bulgargaz Holding EAD. 

By virtue of Protocol № RD-21-
305 of the Minister of Economy 
and Energy, dated 18 September 
2008, the company’s name was 
changed form of Bulgargaz 
Holding EAD to Bulgarian Energy 
Holding EAD.

History

BEH EAD is a 100% state-owned shareholding company. 
The Holding includes the following eight daughter companies: 
Mini Maritsa Iztok EAD (www.marica-iztok.com), 
Maritsa East 2 TPP EAD (www.tpp2.com), 
Kozloduy NPP EAD (www.kznpp.org), 
NEK EAD (www.nek.bg), 
ESO EAD (www.tso.bg), 
Bulgargaz EAD (www.bulgargaz.bg), 
Bulgartransgaz EAD (www.bulgartransgaz.bg), and 
Bulgartel EAD (www.bulgartel.bg).

Although all companies in the holding structure are owned by and di-
rectly subordinated to BEH EAD all of them preserve their operational 
independence and licensing. 
Bulgarian Energy Holding EAD is the national energy leader and one of 
the largest companies in the Eastern European region.
The total length of Bulgarian main high pressure gas pipeline network 
is 2,645 km, including 1,700 km of branches and connections facilitat-
ing consumers in the country. The other 945 km of the main network 
provides transit transmission to Turkey, Greece and Macedonia.

Owners

Address:  66, Pancho Vladigerov Blvd., 1336 Sofi a, Bulgaria Website: www.bgenh.com

Bulgarian Energy Holding

The rights of a single owner of the capital of the BEH EAD are exercised by the Minister of Economy, Energy and 
Tourism.
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In compliance with EU regulations BEH EAD aims to 
ensure Bulgaria’s energy independence with a fo-
cus on diversifi cation.  Several projects are ongoing 
such as the South Stream Project, Nabucco Project, 
Interconnection Pipeline Greece-Bulgaria, Intercon-
nection Pipeline Romania-Bulgaria, Interconnection 
Pipeline Serbia-Bulgaria.

The company holds shares in NABUCCO Gas Pipe-
line International GmbH, an Austrian jointly con-
trolled entity together with the other fi ve partners 
in the NABUCCO project – OMV Gas&Power GmbH, 
Botas AS, RWE AG, MOL Plc. Transgaz S.A. 

The company holds shares in ICGB AD, a jointly 
controlled entity together with Underwater Gas 
pipeline Greece-Italy Posseidon AD, shortly IGI Pos-
seidon SA, for the construction of the inter-system 
gas connection Bulgaria-Greece. 

The company holds shares in South Stream Bul-
garia AD, a jointly controlled entity together with 
OAO Gazprom.

The company holds a share of 0.32% in Insurance 
Joint Sock-Company Energia as well.

Board of Directors
Executive Director and Member of BoD – Mihail Yanchev Andonov
Chairperson of the BoD - Valentin Nikolov
Member of BoD - Ilko Jeliazkov

Products / Services

Strategic projects 

Financial result

BEH EAD scope of activities including, but not lim-
ited to are:

acquisition, assessment and sale of equity par- 

ticipations in trading companies
business activities in the fi elds of production,  

transmission, transit, storage, management, dis-
tribution, sale and/or purchase of natural gas, 
electricity, thermal power, and coal
other type of business activities/company es- 

tablishment related to raw materials for energy 

production, including  participation in the man-
agement of such entities
equity funding, fi nancing,  due diligence,  consult- 

ing services on debt restructuring, debt manage-
ment and bond emissions related to subsidiaries’ 
activities
assessment, acquisition and sale/purchase of  

patents, concessions, and licenses used by (or 
need it for) the abovementioned companies.

For 2011 BEH EAD net profi t amounts to 263.4 million levs. The increase in net profi t reported in 2011 com-
pared to 2010 is 30.02 million levs.
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Energoremont-Holding's main local clients include: mining company Mini Maritsa Iztok SPJSC, NPP Kozloduy EAD, 
state-owned subway operator Metropolitan SPJSC, the National Railway Infrastructure Company, TPP Sviloza SPJSC, 
heating utility Toplofi katsiya Sofi a SPJSC and soda ash producer Solvay Sodi JSC.
In 2011 Italy’s Idreco and China’s Insigma Technology with Energoremont Holding as subcontractor constructed an 85.6 
million euro absorber at units 5 and 6 of Bulgarian coal-fi red power plant Maritsa East 2.

NIN: 831914845
Legal form: Joint Stock Company
Status: Active
Stock exchange: Bulgarian Stock Exchange, 
BaSE Market
Stock symbol: 6EG
ISIN: BG1100036026

Board of Directors and Executives 
CEO – Teodor Rosenov Osikovski
Member of the Board - Teodor Rosenov Osikovski
Member of the Board – Ivan Georgiev Lichev
Member of the Board – Hristo Dimitrov Dimitrov
Investor Relations Director – Daniela Laleva

Supervisory Board
Member of the Board – Valentin Ivanov Dimitrov
Member of the Board – Alipi Petrov Alipiev
Member of the Board – Nikolay Radoslavov Raychev

 1969 - Centralized Power Repair 
and Automation company (CPRA) is 
established.

 1974 - CPRA transforms into Eco-
nomic Alliance Power Repair.

 1995 - Economic Alliance Power 
Repair is restructured into state-owned 
joint-stock company Energoremont 
Holding JSC.

 2004 - Energoremont-Holding JSC 

is fully privatized through a public of-
fering of shares on the Bulgarian Stock 
Exchange. The company establishes its 
subsidiaries Energoremont Radnevo 
EOOD and Energoremont Kozloduy 
single person Ltd.

History

Energoremont-Holding JSC is a Bulgarian engineering company. The company holds an ISO 9001:2008 Quality management systems 
certifi cate, valid until Nov 30, 2012, an OHSAS 18001:2007 Safety and health management certifi cate, valid until June 8, 2014, an ISO 14001:2004 
Environmental management systems certifi cate, valid until March 11, 2015, and SA 8000:2008 Social responsibility standard certifi cate.

Services

Markets & Sales

Energoremont-Holding provides: enterprise management, securities investment, share trading; scientifi c and research 
activities, engineering activities; rehabilitation, modernisation, reconstruction and repair of power facilities in TPPs, 
HPPs, NPPs, as well as heating and factory power plants systems, both in the power sector and in the chemistry and 
metallurgy industries.

Capacity Energoremont-Holding is headquartered in Sofi a, the capital of Bulgaria. The company has offi  ces in the Czech Re-
public, Macedonia, Greece and Lebanon. Energoremont-Holding and its subsidiaries are equipped with metal work-
ing machines, welding equipment, general machinery and transportation vehicles, laboratories, as well as welding 
connection and metal control appliances, all specialized for the needs of power engineering. The production facilities 
occupy more than 35 ha of land and have a total built-up area of more than 60,000 sq m. In the company are employed 
more than 1,000 highly qualifi ed engineers, technicians, and skilled workers with long standing experience in the repair 
of power facilities.

Owners Subsidiaries
Energoremont-Holding JSC had 11 subsidiar-
ies and one associated company as of end-
June 2012.

33.03%
Mileniya 77 OOD 
(Bulgaria)

32.08%
Balgarska Energetika AD 
(Bulgaria)

21.59%
Novi Energiini 
i Industrialni 
Tehnologii 
AD (Bulgaria)

10.80%
Geopribor EAD
(Bulgaria)

2.50%
Others

Address  14, Kozloduy Str., 1202 Sofi a, Bulgaria
 34, Totleben Blvd,1606 Sofi a, Bulgaria
Website:  www.erhold.bg

Tel: +359 2 81 33 577; +359 2 81 33 519; +359 2 81 33 501
Fax: +359 2 81 33 506
E-mails: info@erhold.bg

Energoremont-Holding
Company with over 40 years of experience!
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manufacturing facilities in Bulgaria and Ser-
bia in 2012 is expected to give a boost to the 
sector.

Automotive components 
production
Automobile plants usually group a large 
number of automotive suppliers at the same 
location or in the vicinity, contributing enor-
mously to the economy of regions and coun-
tries. The high potential for import substitu-
tion related to the increase in motor vehicles 
production in Southeast Europe remains one 
of the main features of the local automotive 
component market. New players are expect-
ed to enter this market following the arrival 
of new passenger car manufacturers.
Opportunities for the automotive compo-
nents sector include above all investment in 
R&D centres, increasing the role of national 
automotive clusters or the possible creation 
of international and regional clusters. Tucked 
between western Europe, Russia and the 
Middle East, the region of Southeast Europe 
off ers automotive manufacturers and suppli-
ers a potential strategic advantage in terms 
of transportation. 

Motor vehicle sales
Although the volume of the second-hand 
automobile market is signifi cant in SEE, our 
analysis is concentrated on the sales and reg-
istrations of new motor vehicles only as the 
best indicator for market development.
In 2011 the EU-27 market of new passen-
ger cars declined for a fourth year running, 
contracting by 1.7% to 13.1 million units. For 
2012, international consulting company IHS 
forecasts another fall in the EU-27 new cars 
market, by 6.1%. In 2011, Bulgaria recorded the 
fourth highest year-on-year increase in new 
passenger car registrations in the European 
Union – a hefty rise of 22.3% - primarily as a 
result of the stable macroeconomic environ-
ment in the country. In the same year Roma-

SEE: a land of promise for 
automotive industry investors
By Tsvetan Ivanov

The International Organisation 
of Motor Vehicle Manufacturers 
(OICA) has said that 80.1 million 
motor vehicles were manufactured 
worldwide in 2011, a 3.1% year-on-
year increase in global automotive 
production. The number of passen-
ger cars produced rose to 59.9 mil-
lion from 58.3 million in 2010. 
The combined output of motor ve-
hicles in the three Southeast Eu-
ropean countries manufacturing 
them in 2011 - Romania, Slovenia 
and Serbia - fell by 9.5% from 2010 
to 525,141 units. 
Forecasts for the next three years 
indicate recovery for both global 
and European automobile produc-
tion.

Total production of motor vehicles 
by country in units

 2011 2010 2009

Romania 335,232 350,912 296,498

Serbia 15,790 18,033 16,738

Slovenia 174,119 211,340 212,749

Source: International Organisation of Motor Vehicle Manufacturers

Production of commercial vehicles 
by country in units

 2011 2010 2009

Romania 24,989 27,325 17,178

Serbia 740 649 401

Slovenia 5,164 10,301 10,179

Source: International Organisation of Motor Vehicle Manufacturers

Production of cars by country in units
 2011 2010 2009

Romania 310,243 323,587 279,320

Serbia 15,050 17,384 16,337

Slovenia 168,955 201,039 202,570

Source: International Organisation of Motor Vehicle Manufacturers

In Southeast Europe the automotive industry 
is presented by two subsectors – motor ve-
hicle manufacture and automotive compo-
nents manufacture. The fi rst subsector en-
compasses the production of passenger cars, 
buses and trucks and is present in Romania, 
Slovenia, Serbia and Bulgaria. Automotive 
components are manufactured in the above-
mentioned countries and in Croatia, Macedo-
nia and Bosnia and Herzegovina.

Motor vehicle production
Romania, Slovenia and Serbia reported a 
decrease of their motor vehicle output in 
2011 compared to the previous year due to 
a drop in demand on most European mar-
kets. The steepest decline was reported in 
Serbia – 17.6%, Slovenia followed with 12.4% 
and Romania with 4.5%. The launch of new 

nia registered the fourth most severe annual 
drop in new car registrations in the EU-27, by 
13.6%.
According to data from automotive organi-
sations and the statistical institutes in the 
SEE countries, total sales in the region (no 
data available for Albania and Kosovo) fell 
to 265,845 cars in 2011 from 292,349 in 2010. 
Motor vehicle sales in the region moved in 
opposite directions in the diff erent countries 
in 2011 compared to 2010. The largest year-
on-year increase was registered in Moldo-
va (25%), followed by Bulgaria (19.8%) and 
Croatia (7.7%). The negative record was set by 
Macedonia where new car sales in 2011 were 
38% lower than in 2010. Other signifi cant 
drops were marked in Romania (23%) and 
Serbia (18.3%).

Romania
Automotive industry has historically been 
among the leading sectors of the Romanian 
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economy. The local association of automo-
tive manufacturers Asociatia Constructorilor 
de Automobile din Romania (ACAROM) esti-
mates a 10% share of the automotive indus-
try in Romania’s GDP in each of 2010 and 2011, 
or more than 9.0 billion euro. In 2010 automo-
biles accounted for 18% of Romania’s exports, 
while the expected fi gure for 2011 is 20%. Ro-
mania is the biggest producer of automobiles 
in the region. The country is home to two car 
plants – Dacia is manufactured in Mioveni, 
in central Romania, and Ford in Craiova, in 
southwestern Romania.
More than 310,000 passenger cars were man-
ufactured in 2011. Romania’s car production 
per 1,000 inhabitants is among the lowest in 
the European Union – 16 vehicles compared 
to 36 on average in EU-27 in 2011. Total motor 
vehicle production in Romania is expected 
to rise to 469,800 units in 2012 and 569,100 
units in 2015, according to international con-
sultants CSM Worldwide Automotive Fore-

casting.

Dacia
The Renault subsidiary sold 343,233 units 
worldwide in 2011. Dacia Duster was the be-
stselling model with 47% of all Dacia sales.
On the domestic market, Dacia sold 30,867 
vehicles giving it a market share of 28.9%. 
Dacia Logan was the most widely sold model 
in 2011 with a 21.3% market share. Dacia ex-
ported 91.5% of its production, or 312,000 
vehicles, 240,470 of which in Europe. France 
is the top export destination for Dacia with 
94,278 units sold (3.5% of the French car mar-
ket in 2011 according to company estimates). 
Other major foreign markets in 2011 included 
Germany with 43,452 units sold, Italy with 
26,838, Turkey with 21,339 and Algeria with 
19,242.
The plant has an installed capacity of 350,000 
cars per year. In 2010 its staff  numbered more 
than 13,800.

Ford
In March 2008 Ford Motor Company took 
over the former Daewoo plant in Craiova. 
Production of Ford models in the new plant 
with a capacity of 300,000 vehicles per 
year started in September 2009. In 2011 the 
number of employees exceeded 3,500. Total 
investment as of June 2012 amounted to 675 
million euro. By 2013 the annual output ca-
pacity of the plant will rise to 350,000 units. 

Exports are estimated at more than 90% of 
the output. Three Ford models are assembled 
in the plant – B-Max and the light commer-
cial vehicles Transit and Transit Connect.

Automotive components
In 2010 the Romanian exports of automotive 
components rose by 30% from the previous 
year to 2.0 million US dollars. The country 
acts as an industrial hub in the region with 
easy access to major markets such as Rus-
sia, Poland, Ukraine and Turkey. Expectations 
for the period 2012-2015 are that demand for 
automotive components in Romania, central 
and Southeast Europe will increase. Major 
automotive components manufactured in 
Romania include electric and electronic sys-
tems, tyres, cables, steering wheels, gear 
boxes, safety systems, car seats, upholstery, 
etc. The leading automotive suppliers in Ro-
mania are Autoliv Romania (safety systems), 
Continental Automotive Products (tyres), 
Takata-Petri (safety systems) and Schaeffl  er 
Romania (car parts).

Potential for growth
The car ownership rate in the region is still 
much lower than in western and central 
European markets. The potential for devel-
opment of the automotive manufacturing 
industry is higher in Romania than in most 
central and eastern European countries. Pas-
senger car production per capita in Romania 
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Motor vehicles market in Romania 
in billion U.S. dollars

 2011 2010

Total Market Size 2.252 2.04

Local Production 3.968 3.788

Exports 3.2 2.76

Imports 1.92 1.733

Source: The U.S. Commercial Service in Bucharest (estimates)

image by Luca Mascaro
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is one-tenth of the fi gure in Slovakia and a 
third of the fi gure in Hungary.
The concentration on rolling out no-frills cars 
 allows Romania to aim at two growing mar-
ket segments at the same time: customers in 
the neighbouring states and other emerging 
markets with lower incomes; and custom-
ers in western Europe with a preference for 
budget cars, who form a rapidly growing 
group in the recent years.
Threats to the sectors's development can 
arise from a possible abandonment of the car 
scrappage programme implemented by the 
state if the macroeconomic situation wors-
ens.
The Romanian new passenger cars market 
shrank by 23% to 81,709 automobiles in 2011 
Dacia suff ered an above-average drop but its 
top position remained unchallenged. 

Slovenia
The roots of the Slovenian automotive in-
dustry reach back to the period between the 
First and the Second World War when buses 
were manufactured in Ljubljana. Passenger 
car production started in 1959 in Novo Mesto, 
in southeastern Slovenia. Cars under the Re-
nault brand have been manufactured there 
since 1972. The factory is operated by Revoz 
d.d. and produces an average of 200,000 cars 
a year. Since February 2004 the company is 
wholly owned by Renault s.a.s. France.

Revoz
In 2011 Revoz, the sole Slovenian motor vehi-
cles manufacturer, produced 174,127 automo-
biles, down from 211,493 in 2010. Revoz cur-
rently makes three Renault models – Twingo 
(141,739 cars produced in 2011), Clio II (26,773 
cars) and Wind (5,615 cars).
According to Revoz’ estimates, the company 
will manufacture 160,000 vehicles in 2012. 
The company exports almost 100% of its 
output. Top export destinations are France, 
Germany and the UK. In 2011 Revoz sold on 
the domestic market only 1,304 Clio IIs and 
485 Twingos.
According to Eurostat and ACEA, in 2011 Slov-
enia was the third largest producer of auto-
mobiles per 1,000 inhabitants in the Europe-
an Union with 100 cars, after Slovakia and the 
Czech Republic.
The government provides fi nancial support 
to the development of new technologies in 
the automotive sector. Increasing technol-

ogy competence is seen as the only way for 
Slovenian automotive producers and suppli-
ers to gain competitive advantage over the 
low-cost destinations in the region.
The Slovenian new vehicles market per-
formed with minor fl uctuations in the last 
three years. The market growth potential in 
Slovenia is substantially lower than that of 
the other countries in Southeast Europe giv-
en the small population combined with high 
car penetration rate.
In 2011, the year-on-year decrease in the 
sales of light vehicles in Slovenia was 1.4%. 
Volkswagen was the only brand in the Top 5 
to register an increase in sales, almost clos-
ing the gap to the leader Renault. According 
to local automotive association Avto Drustvo 
Slovenije, the bestselling model in 2011 was 
Renault Clio with a 6.5% market share.

Automotive components
Manufacturing of automotive components is 
still lagging behind automobiles production 
in Slovenia but has an immense growth po-
tential. More than 90 companies with 24,800 
employees are involved in this sector. Cars 
and auto-components traditionally account 
for more than 20% of Slovenian exports. Here 
one should mention leading Slovenian com-
pany CIMOS, which supplies braking systems 
to car makers in western Europe. The Auto-
motive Cluster of Slovenia has 59 members, 
including technical universities and research 
and development centres. The organisation 
ensures vertical and horizontal integration, 
as well as eff ective communication between 
manufacturers, research organisations and 
the government.

Serbia
Automobile manufacturing in Serbia began 
soon after the World War II. In 1953 FAP Pri-
boj started making trucks and buses. In 1954 
FIAT started assembling cars in Kragujevac, 
in central Serbia. Later the factory produced 
Zastava and Yugo brands under FIAT licence 
and trucks under Iveco licence.
In 2008 FIAT Automobili Srbija was estab-
lished as a 67/33 joint venture of Italy's FIAT 
Group Automobiles S.p.A and the Serbian 
state. Since April 2009 the company has been 
rolling out the passenger car Fiat Punto Clas-
sic.
In April 2012 FIAT launched its modernised 
factory in Kragujevac at the same site where  

it manufactured Zastava cars from 1954 to 
2008. The production of the new model FIAT 
500L will begin in the fourth  quarter of 2012. 
The capacity of the plant is 160,000 units per 
year. More than 2,400 employees will work at 
the plant by the end of 2012. The output will 
be sold on the domestic market, in Italy and 
other European countries.
FIAT's investment was backed by fi nancial aid 
provided by the Serbian government.
According to Serbian state investment agen-
cy SIEPA, motor vehicle production account-
ed for 12% of the total automotive industry 
turnover of 929 million euro in 2011, up from 
838 million euro in 2010 and 646 million euro 
in 2009. The remainder is formed by auto-
motive components production, in which 
26 companies are engaged. Tyres and sus-
pension parts make up 32% of the automo-
tive industry turnover, followed by electrical 
system components with 22% and engine 
components with 13%. The leading compa-
nies in the components sector in terms of to-
tal investment are Tigar Tyres d.o.o. with 150 
million euro, CIMOS a.d. with 120 million euro 
and Robert Bosch a.d. with 72 million euro.
The new passenger car market in Serbia re-
corded an 18.3% year-on-year fall to 31,770 
vehicles sold in 2011 against 38,900 in 2010. 
Despite a slump of 60% in sales, FIAT retained 
its leading position, closely followed by Skoda 
which was the only brand among the Top 5 in 
Serbia to grow in 2011.

Bulgaria
The country's fi rst automotive factory, in 
which buses and cars were assembled on 
imported chassis of Fiat and Daimler Benz, 
was opened in 1924 in Botevgrad, in west-
ern Bulgaria. Later the plant produced buses 
under the brand Chavdar, using engines and 
gearboxes produced by Skoda. Between 1965 
and 1990 Russian-designed Moskvitch pas-
senger cars were assembled in Lovech, in 
central Bulgaria. From 1967 to 1971 Pirin-FIAT 
was assembled in Lovech under the licence 
of FIAT. In 1966 Renault started assembling 
passenger cars in Plovdiv, in southern Bul-
garia, under the brand Bulgarrenault. Trucks 
under the Madara brand were produced in 
Shumen, in northeastern Bulgaria. The last 
attempt of Bulgaria to produce cars before 
China’s Great Wall company arrived in 2012 
was in Varna, in northeastern Bulgaria, 
where Rover Maestro was assembled before 
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production collapsed within a year from its 
launch in 1996.

Great Wall
In February 2012, Great Wall opened a fac-
tory in Lovech, its fi rst production site for 
Chinese-made automobiles in the European 
Union. The assembly plant of Great Wall and 
its Bulgarian partner Litex Motors will have a 
production capacity of 50,000 cars a year. It  
will assemble four models: two passenger car 
models – Voleex C10 and Voleex C30 (still not 
in production), a pickup truck – Steed and a 
SUV – Hover H5.
According to Business Monitor International, 
full capacity will not be reached before 2016, 
when 32,600 units are expected to be assem-
bled. Initially, Great Wall plans to sell its cars 
assembled in Lovech in Bulgaria, Serbia and 
Macedonia.
As of February 2012 total investments in the 
factory amounted to 30 million euro and its 
workforce numbered 120. They are expected 
to increase to 2,000 when full capacity is 
reached within three to fi ve years. The com-
pany plans to assemble 2,000 motor vehicles 
in 2012. Great Wall sold 516 cars in Bulgaria in 
the fi rst half of 2012 which gave it a market 
share of 4.3%. 
The success of the Great Wall venture in Bul-
garia is critical to the future of the Bulgarian 
automotive industry. Success means Bulgaria 
may soon become a booming site for Chi-
nese car production in the European Union. 
Bulgaria, a member of the EU since 2007, 
was chosen by the Chinese manufacturer as 
a bridgehead for its expansion on European 
markets as cars produced in Lovech will be 
eligible for duty-free sales in the other 26 
countries of the bloc.
The market potential of Bulgaria is higher 
than that of Slovenia but lower than that of 
Romania, Serbia and Croatia. Bulgaria is one 
of the fi ve large markets in the region but its 
relatively high rate of car ownership (632 ve-
hicles per 1,000 people) compared to the SEE 
average, the very low number of new vehicle 
registrations and the dominance of aftermar-
ket dent its attractiveness.

Automotive components
More than 30 auto-components producers 
with 15,000 employees operated in Bulgaria 
in 2012. Their total turnover in 2011 exceeded 
750 million euro. Among the leading auto-

motive suppliers are: Sensor-Nite, which 
makes  temperature sensors for Volkswagen 
Group, KIA and Hyundai; cable producer SE 
Bordnetze Bulgaria; Yazaki Bulgaria, which 
makes cables for Renault; Integrated Micro-
Electronics Bulgaria, a producer of electronics 
for BMW, Mercedes, FIAT; Montupet, a manu-
facturer of aluminium components for Audi, 
BMW, Ford, Dacia and Volvo, and Johnson 
Controls, which makes software for automo-
bile electronics.
Most of their production activities are ex-
port-driven. With the entrance of Great Wall 
Motors in Bulgaria the local component sec-
tor is expected to gain momentum and pos-
sibly attract other foreign investors.
According to the government’s investment 
promotion agency, the production of com-
ponents for the automotive industry was 
one of the two sectors that attracted most 

FDI to the Bulgarian economy in 2009, 2010 
and 2011. The trend, however, is for a drop of 
investments in components production. One 
reason is that operational production capaci-
ties in Europe are more than enough to satisfy 
demand for components. Many companies in 
the sector are trying to fi nd alternative use of 
their facilities in order to keep their staff .
According to the newly established Automo-
tive Cluster Bulgaria, the most important 
reasons for investment in this sector are the 
lower labour costs as compared to those in 
central Europe, low taxes, qualifi ed work-
force, proximity to automobile plants in Bul-
garia, Romania, Serbia and Turkey, fl exibility 
and work on clients’ demand.
Threats to the sector's development can arise 
above all from the extremely weak domestic 
demand and from strong competition in the 

neighbouring countries – Romania, Turkey, 
Serbia.
In 2011 automobile sales in Bulgaria showed 
fast recovery after the slump in 2010. For 2012 
Business Monitor International projects a 3.5% 
growth in new car sales. New passenger car 
sales rose to 22,550 units in 2011 from 18,820 
a year earlier. Competition at the top of the 
brands’ ranking remains intense. Volkswagen 
enjoyed a 33% increase in sales and climbed 
to the top from the fourth place in 2010. Ford 
lost its leading position and dropped to the 
second position, closely followed by Toyota, 
Opel and Peugeot. The best-selling model in 
the fi rst six months of 2012 were Dacia’s Lo-
gan and Sandero models, with a combined 
market share of 5.2%.

Bosnia and Herzegovina
In 2011 the automotive industry in Bosnia and 
Herzegovina was represented by production 
of parts and components – engines, gear-
boxes, metal precision parts, drive shafts, 
brake parts and systems, clutches, steering 
parts and systems, electric parts, aluminium 
wheels and seat covers. More than 90% of 
the output was exported to 30 countries. 
The main export destinations were Germany, 
Italy, Slovenia, Serbia, Croatia and Sweden. 
The leading investor was Volkswagen which 
operates a production plant for various 
Volkswagen, Audi and Skoda parts and com-
ponents. Until 1992 passenger cars were as-
sembled in the Volkswagen plant in Sarajevo. 
According to data from Bosnian automobile 
club BIHAMK, 44,249 new passenger cars, 
4,429 trucks and 187 buses were registered in 
Bosnia and Herzegovina last year.

Croatia
The automotive industry is represented sole-
ly by automotive components manufactur-
ing. The most important players in the indus-
try are members of the Croatian Automotive 
Cluster which comprises 50 companies with 
a total of 6,000 employees. Their combined 
turnover was 420 million euro in 2010. Lead-
ing automotive components producers in 
Croatia include CIMOS, Yazaki, Boxmark 
Leather and AD Plastik. More than 90% of the 
automotive sector production was exported 
last year to Germany, Austria, Italy, France 
and other European countries for clients like 
Volkswagen Group, Ford, Opel, BMW and Re-
nault. Croatia exports mainly electronic com-

10% 
Drop of both automobile production 

and sales in SEE in 2011
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ponents, safety systems, braking systems, 
seats and steering wheels.
To attract large international automotive 
suppliers Croatia relies on:

the huge concentration of motor vehicle  

manufacturers within 600 km from Za-
greb – in Slovenia, Serbia, Hungary, Slova-
kia, Germany, Austria and Italy
low shipping costs for manufacturers in  

Asia and the Middle East
In 2011 passenger car sales in Croatia in-
creased by 7.7% from 2010 to 41,560 units. 
Volkswagen reported a sound 20% growth 
and snatched the title of most popular brand 
from Opel. Sales of Skoda increased most.

Macedonia
Macedonia lacks automobile assembly plants 
but automotive components manufacturing 
is regarded by the government as one of the 
priority economic sectors. The third largest 
Macedonian company in terms of total reve-
nue in 2011 was automotive components pro-
ducer Johnson Matthey DOOEL, according to 
local daily Kapital. Among the main product 
groups manufactured in Macedonia are seat 
belts, car parts, electric batteries, printed cir-
cuits and clutches. World Trade Organisation 
fi gures show that most exports of automo-
tive components go to Russia (27%), followed 
by Serbia (23%), Slovenia (16%), Germany (12%) 
and Croatia (6%).
Proximity to automobile production sites in 
Serbia, Bulgaria, Romania and Turkey is seen 
as the main driver of the automotive compo-
nents industry in Macedonia, together with 
the cheap, yet well educated workforce.
As far as new motor vehicle sales are con-
cerned, Macedonia was the country in the 

deepest crisis in the whole region. In 2011, 
sales dropped by 38% from 2010 and were 
equal to less than a third of the peak per-
formance in 2008.

Brands’ positions in SEE
The new passenger car market in SEE re-
mained dominated by European manufac-
turers last year led by a local brand.
Despite the 22% year-on-year drop in sales, 
in 2011 Dacia maintained its position as the 
most widely bought brand in Southeast Eu-
rope (excl. Albania, Kosovo, Macedonia and 
Montenegro), followed by Volkswagen and 
Renault. The main reason for this leading 
position was the dominant share of Dacia in 
Romania (by far the largest market in South-
east Europe), supported by high shares on the 
Serbian, Bulgarian and Moldovan markets.
Volkswagen and Skoda were the only brands 
in the Top 5 to increase their sales in 2011. 
Volkswagen outperformed Renault and oc-
cupied the second position in terms of sales 
in SEE. Ranking among the Top 3 brands in 
Romania, Slovenia, Croatia, Bulgaria and 
Bosnia and Herzegovina, the German giant 
is the most evenly distributed top brand in 
the region.

Encouraging growth prospects
In 2012 the growth rates of the global auto-
motive industry are expected to remain low. 
A slowdown can be felt in western Europe 
and North America, while emerging markets 
like Southeast Europe, may show recovery 
due above all to lower car density and higher 
growth potential. International business ad-
visory company PricewaterhouseCoopers ex-
pects a 10% rise in global light motor vehicles 

production in 2012.
The major strengths, on which all hopes for 
development of the automotive industry in 
the region rest, include low production costs, 
skilled workforce and strategic location be-
tween signifi cant markets such as western 
Europe, Russia and the Middle East. There are, 
however, a number of challenges. It will take 
a long time to turn around the current down-
ward cycle in the passenger car market, even 
if consumer confi dence and fi scal stability in 
Europe improve. In addition, there is no local 
car manufacturer in the region – all plants 
in SEE are operated by subsidiaries of global 
companies. Thus, local industry remains vul-
nerable to decisions of global manufacturers 
which plants to develop and retain and which 
to close down or move to other countries.
The rapid development of the automotive 
industry in several countries in central and 
Southeast Europe in the last two decades in-
spired others in the region to learn from their 
experience and join the race. For example, 
Serbia has announced they wanted to copy 
Slovakia by attracting European investment 
to their automotive industry and declaring 
the latter a top priority sector. Bulgaria and 
Romania have also launched new produc-
tion plants and aim to turn the whole region 
into a strategic zone for automotive manu-
facturers and suppliers. The SEE region will 
undoubtedly remain important for years to 
come, as international producers continue to 
choose SEE as a place for new investment de-
spite the recent economic turmoil. In the me-
dium to long run, changes are possible in the 
positions of the individual countries within 
the region as a result of investments in new 
automobile production facilities.

Top 5 brands in SEE in 2011

Position Brand Sales 2011 in units Sales 2010 in units Change 2011/2010

1 Dacia 31,424 40,520 -22%

2 Volkswagen 27,042 24,996 8%

3 Renault 23,755 25,413 -7%

4 Skoda 21,050 18,939 11%

5 Opel 18,146 20,939 -13%

Sources: Avto Drustvo Slovenije; Vrele Gume online; BIHAMK; autonet.hr; piataauto.md; DRPCIV; Bulgarian Automobile Producers Association; 
manufacturers’ websites
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The software segment has a vitally impor-
tant share in the sector’s total revenue in 
the region’s larger markets such as Romania, 
Bulgaria, Serbia, Croatia and Slovenia. The 
SEE IT sector’s need for highly-qualifi ed IT 
specialists is constantly growing, pushing up 
salaries and tertiary education graduates in 
IT. The well educated and cheap workforce in 
the region has attracted many large interna-
tional IT majors such as Hewlett-Packard, SAP, 
Cisco Systems, IBM, Intel, Microsoft, Oracle 

and Redhat. The SEE IT companies are mainly 
focused on the outsourcing of software de-
velopment and testing and website design. 
As demand on the SEE markets is limited, the 
bulk of local IT enterprises, especially soft-
ware developers, rely on exports to support 
their growth. The future of the SEE IT market 
looks promising but not for all segments as 
hardware sales are expected to decline while 
those of software should grow fuelled by the 
demand for innovative software solutions.

Indicator Bulgaria Romania Serbia Croatia Slovenia Albania Bosnia and 
Herzegovina Macedonia

Total revenue of IT sector 
(billion euro) 1.000 4.871 0.423 0.770* 1.500* 0.154 0.220 0.143

Number of IT companies* 1 700 15 500 1 600 4 900 4 300 - - -

Number of employees in 
IT sector 15 000 76 000 14 000 16 300 16 500 - - -

Average monthly salary in IT 
sector in euro 1 100 1 500 1 500 1 200 1 500 - - 672

IT exports 
(million euro) 205* 4 300* 130 226 673 - 12.2 -

*estimates 

Sources: Institutul pentru Tehnica de Calcul (ITC; Romania); Serbia Investment and Export Promotion Agency (SIEPA); Mineco; Croatian Bureau 
of Statistics; Statistical Office of the Republic of Slovenia (SORS); IDC Adriatics; Bosnia and Herzegovina Agency for Statistics; State Statistical 
Office of the Republic of Macedonia

SEE IT industry in fi gures in 2011

SEE IT market in 2011: 
growing in a volatile 
environment
By Valentin Stamov

In 2011 the IT sector in Southeast 
Europe suffered from the instabil-
ity of the national economies but 
managed to achieve growth in 
most of the countries in the region.
The sector continued to rely on 
government spending on IT, in-
vestment from telecommunica-
tions companies and outsourcing 
contracts.

image by 
Images_of_Money
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The SEE IT market is concentrated on fi ve 
countries – Romania, Slovenia, Bulgaria, 
Croatia and Serbia. The Business Software 
Alliance and The Economist Intelligence Unit 
included four of them - Slovenia (25th place), 
Romania (37th), Croatia (40th) and Bulgaria 
(43rd) in their IT Industry Competitiveness 
Index 2011. The index, measuring fi ve indi-
cators, shows improvement in the positions 
of Slovenia and Bulgaria, while Romania and 
Croatia stepped back in 2011.

67.8 70.4 60.8 64.2

41.2
31.0 36.6 33.2

45.9 32.9 36.4 36.8
29.1 31.8 18.2 21.7

73.0
56.0 59.5 56.0

66.7 46.7 52.0 44.0

Slovenia Romania Croatia Bulgaria

Economist Intelligence 
Unit IT Industry 
Competitiveness Index 
2011 composition

Support for IT industry development
Legal environment
R&D environment
Human capital
IT infrastructure
Business environment

Our analysis of the IT market in the 
SEE region has identifi ed the following 
trends in the sector’s development in 2011:

The share of IT products and services in  

the countries’ total exports is still insignifi -
cant;
Outsourcing is a key factor for the IT com- 

panies in the region;
Weak presence of IT companies on the SEE  

stock exchanges;
Good foreign language knowledge rate; 

Many, yet small IT companies; 

Almost all international IT giants have en- 

tered the region, attracting young profes-
sionals, training them and sharing knowl-
edge, increasing competitiveness as a 
result;
With the development of the IT sector in  

the region a shortage of highly-skilled per-
sonnel on the local markets begins to be 
felt.

SEE IT markets in 2011: the good, 
the bad and the fl at 
Prior to the global economic downturn, Ro-
mania’s IT sector grew much faster than the 

c o u n t r y ’ s 
GDP – by an av-

erage of 25% per year. 
The economic crisis depressed the Romanian 
IT market in 2009 but growth resumed in 
2010 and in 2011 the sector continued to per-
form better than the national economy.
 The Romanian Institute for Computers has 
estimated the annual growth rate of the 
hardware and electronics segment at 7.0% 
and the growth of the software and IT serv-
ices segment at 8.0% in 2011. Romania is an 
attractive outsourcing destination, including 
for the IT sector. The country’s comparative 
advantage is based on the highly skilled la-
bour force, geographical and cultural prox-
imity to western Europe and the welcoming 
business environment (there is no income 
tax for software developers). Romania, with a 
population of 19 million, is the fi rst in Europe 
and the sixth in the world in terms of the 
number of certifi ed IT specialists per capita, 
according to the U.S. IT certifi cations provider 
Brainbench.
The Slovenian IT market is recovering from 
the global economic downturn. Domestic 
demand for IT products and services is still 
lagging behind its pre-crisis levels but some 
segments are showing potential for consid-
erable growth in the next few years. The in-
troduction of new IT services such as cloud 
computing should boost the sector’s devel-
opment with software sales outpacing those 
of hardware.
Slovenia has a matured software market 
compared to other countries in Southeast 

The SEE IT companies are mainly focused 
on the outsourcing of software develop-
ment and testing and website design

image by Phil Manker
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Europe. Nearly 80% of the biggest employ-
ers in the country are already using Enter-
prise Resource Planning (ERP) systems and 
the software vendors should focus on other 
products to maintain growth. Demand for 
enterprise application software (EAS) con-
tinues to be dominated by large companies 
but more than 64% of the newly installed 
EAS is in small and medium-sized enterpris-
es, according to market intelligence compa-
ny Business Monitor International (BMI).

Unlike most of the sectors of the Bulgarian 
economy, the IT industry showed stable per-
formance in both 2010 and 2011. But it was 
not domestic demand that supported the IT 
sector - the IT companies, especially the soft-
ware developers, counted on foreign clients 
to keep revenues intact. 
The main hurdle in front of the future devel-
opment of the Bulgarian software industry is 
the shortage of highly qualifi ed personnel in 
the country. If the problem persists, the Bul-
garian IT industry could miss the chance to 
grow tenfold in the next decade, according to 
market experts. The shortage of well-trained 
specialists forces Bulgarian IT companies to 
outsource part of their activities to fi rms in 
Macedonia and Serbia or to hire foreign na-
tionals.
The Serbian IT market has been one of the 
fastest growing sectors in the national econ-
omy until 2009 when it slumped to 424 mil-
lion euro from 550 million euro in 2008. In 
2011 the sector started to recover, growing by 
4.7% from the previous year.
Serbia’s IT industry is concentrated on the 
country’s largest cities – Belgrade, Novi Sad 
and Nis with more than half of all companies 
based in Belgrade. The IT sector in the coun-
try is still underdeveloped with 51% of the 
companies having nine or less employees in 
four sub-sectors: manufacturing of comput-
ers, electronic and optical products; compu-
ter programming, consultancy and related 
activities; information service activities, and 
repair of computers and personal and house-
hold goods.

Croatia’s IT market is among the major ones 

in SEE with total revenue estimated at 770 
million euro in 2011. According to the IT Indus-
try Competitiveness Index 2011, the main ad-
vantages of the country, with a population of 
4.3 million, compared to the other main SEE 
markets include well-developed IT infrastruc-
ture, investor-friendly legal environment and 
reliable government support for the develop-
ment of the IT industry. In 2012, government 
spending on IT development will be support-
ed by EU programmes in light of Croatia’s EU 
accession planned for the middle of 2013.

According to market research fi rm IDC Adri-
atics, smaller and underdeveloped IT mar-
kets in SEE such as Albania and Bosnia and 
Herzegovina performed better than some of 
the region’s major markets in 2011, growing 
by 5.5% and 5.1%, respectively. The increase 
on the Albanian market was driven by in-
vestments in IT by the government and the 
telecommunications sector. In Bosnia and 
Herzegovina, IT spending was positively in-
fl uenced by modest GDP growth and the in-
troduction of a countrywide electronic cash 
register system.

The Macedonian IT market edged down by 

0.1% to 143.2 million euro in 2011, according 
to IDC Adriatics. The sector had to cope with 
insuffi  cient government IT spending and in-
vestment from telecommunication compa-
nies.

Top 10 SEE IT companies in 2011
The total revenue of the leading SEE IT com-
panies went up by 30.4% on the year to 1.407 
billion euro in 2011. The growth rate fi gure 
does not include the result of Nokia Roma-
nia SRL, which reported a 40.3% slump in its 
total revenue. Including the performance of 
Nokia Romania SRL, the total revenue of the 
top 10 SEE IT companies went down by 12.3% 
year-on-year to 2.388 billion euro in 2011. The 
company closed down its factory in Cluj-Na-
poca, Northwestern Romania, last year which 
had a negative impact on its revenue. Nokia 
Romania SRL was also the only leading SEE IT 
company to report a net loss in 2011. 
Hewlett-Packard Global Delivery Bulgaria 
Center EOOD expanded its activities and 
grew most – by more than 63% - among 
the top 10 SEE IT companies last year. It was 
followed by Romania’s Dante International 
SA with a growth rate of 53.4%. Celestica 
(Romania) SRL and Asesoft Distribution SRL 
also performed very well with total revenues 
jumping by more than 40% in 2011.

Outsourcing
The outsourcing of IT processes and services 
to SEE is constantly expanding and the region 

SEE IT companies' total revenue reached  
1.407 billion euro in 2011

Rank Company Country
Total revenue Net profil/loss

2011 2010 2011 2010

1 Nokia Romania SRL Romania 981.5 1 644 -2.0 42.3

2 Celestica (Romania) SRL Romania 571.3 398.5 2.9 -13.5

3 Asesoft Distribution SRL Romania 202.6 141.8 0.7 2.1

4 Dante International SA Romania 144.7 94.3 1.2 2.2

5 Hewlett-Packard Global Delivery 
Bulgaria Center EOOD Bulgaria 109.6 67.2 8.9 5.1

6 Oracle Romania SRL Romania 100.5 86.6 5.9 5.6

7 Avtera d.o.o. Slovenia 100.5 105.4 1.2 1.1

8 IBM Slovenija d.o.o. Slovenia 70.9 67.7 1.0 2.0

9 DISS d.o.o. Slovenia 62.1 67.7 1.2 1.2

10 Recro d.d. Croatia 44.4 49.8 0.0 -0.2

Largest IT companies in SEE (in millions of euro)
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shows a considerable potential for growth in 
the short term. Bulgaria and Romania seem 
to be the region’s most attractive outsourc-
ing destinations judging from the A.T. Kear-
ney’s Global Services Location Index for 2011, 

which ranks the best countries for outsourc-
ing activities. In the Index, Bulgaria holds the 
17th position, between the UK and the USA, 
and Romania stands on the 25th place. Both 
countries sank by four spots compared to the 
previous year.
The IT companies from the major SEE mar-

kets have to decide whether to remain tra-
ditional outsourced businesses, to combine 
ITO, BPO and value-added services based on 
innovative technologies, or to outsource part 
of their own activities to companies in the 
smaller and cheaper countries in the region 
such as Macedonia, Kosovo, Montenegro and 
Albania.

2012 forecast – IT’s growth will 
continue
Most market analysts expect the IT market in 
SEE to grow in 2012. The most optimistic fore-
casts are for increase rates of between 10% 
and 15% but we expect a slighter rise because 
of the unstable economic environment.
EU cohesion funds will be a major growth 
support factor for the IT sector in SEE. Ac-
cording to data published by Erste Research, 
in 2011 Romania obtained 252 million euro 
in EU funds for ICT projects and Croatia 
received 750 million euro for the period be-
tween 2007 and 2011. Serbia received 200 
million euro in EU pre-accession aid, Mon-
tenegro some 35 million euro, and Kosovo 70 
million euro.
Other growth drivers in 2013 will include fo-
cus on innovation and cloud computing, as 
well as IT solutions for the fast developing 
telecommunication technologies. And last 
but not least, the IT companies will stick to 
the rule of thumb in use since the beginning 
of the crisis: lower costs mean higher effi  -
ciency.

30.4% 
Annual growth of the SEE IT 

companies in 2011

A.T. Kearney Global Services 
Location Index 2011

2.82 2.54

1.67 1.65

0.88 1.03

Bulgaria Romania

People skills and 
availability

Business environment

Financial 
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In tough times generic drugs 
come to the rescue

The global fi nancial downturn and the ongoing Eu-
ropean sovereign debt crisis have affl icted almost 
all industries and the pharmaceuticals sector is no 
exception. Pharmaceutical companies manufactur-
ing brand drugs face a tough market while compa-
nies making generic medicines, or cheaper copies of 
branded drugs with their patent expired or under an 
agreement with the branded drug maker, may benefi t 
from the situation. 
The coupling of the crisis with the boom in patent ex-
pirations continues to give a strong boost to generic 
drug makers. 
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When Southeast Europe was hit by the eco-
nomic turmoil, costwary governments be-
gan to implement various spending cuts and 
healthcare was one of the fi rst sectors to see 
its fi nancing slashed. Generic drugs came as 
a breath of fresh air to strained government 
budgets, replacing some of their more ex-
pensive counterparts.

Greece making headlines again
Greece, which accounts for less than 1% of 
the world’s drugs market, has made head-
lines as the European Union and major drug 
manufacturers commenced talks on keep-
ing the supply of medicines fl owing to Greek 
hospitals in case the country, which is reeling 
on the brink of default, exits the eurozone. 
Many of the pharmaceutical companies are 
still struggling to collect their payments from 
Greek hospitals. Greek pharmacies too have 
been aff ected and awaiting 762 million euro 
in overdue state subsidies. As the debt-laden 
country seeks to cut government spend-
ing, its healthcare system is poised to adopt 
more and more generic alternatives to make 
ends meet. The International Monetary Fund 
(IMF) together with the European Union are  
demanding fresh cuts resisted by medical un-
ions and lobbies. 
Generic drugs currently account for 17% of 
Greece’s pharmaceutical market, an increase 
from 9.7% in 2003 and yet far behind the 
market share of 80% of these medicines in 
Germany. The untapped market may have 

The Romanian Association of Generic 
Drug Manufacturers (APMGR) warned in 
June that many cheap drugs may disap-
pear from the local market and some drug 
manufacturers may go bankrupt as nego-
tiations with the government over claw-
back tax had failed.

Image by Maria Kaloudi

17% 
Share of generic drugs in Greece’s 

pharmaceutical market.

been one of the reasons for the 2011 acquisi-
tion by US generic drug major Watson of its 
Greek peer Specifar Pharmaceuticals for 400 
million euro.

Neighbours next door
Watson also agreed to acquire Switzerland-
based Actavis for about four billion euro. Act-
avis has a strong presence in Bulgaria with 
two facilities and a portfolio of about 280 
generic medicines. Healthcare industry spe-
cialist IMS health has recently said that the 
prices of generic drugs in Bulgaria on average 
are equal to just a quarter of the prices of 
brand medicines. The Bulgarian Generic Phar-
maceuticals Association (BGPharmA) also is-
sued a similar ratio fi gure in March when it 
said that the Bulgarian government had paid 
one billion levs, or half a million euro, for 200 
million packs of generic medines and the 
same amount of money for 50 million packs 
of branded drugs. 

Yet, the Bulgarian government is not encour-
aging the purchase of cheaper drug cop-
ies, Rossen Kazakov, executive director of 
 BGPharmA, said in an interview with local 
news provider Investor.bg in April. In a bid to 
promote wider use of generic medicines in 
Bulgaria, Actavis CEO Claudio Albrecht met 
with Prime Minister Boyko Borisov in March, 
saying at the meeting that generic drugs may 
play a signifi cant role in helping the govern-
ment provide medical treatment for more 
people and simultaneously spare  the state 
budget. Albrecht, who said that Actavis was 
the biggest pharmaceutical company in Bul-
garia at the moment with its two manufac-
turing plants, might have had a good reason 
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for trying to assert the company’s market po-
sition after its Israeli rival Teva said earlier it 
will aim to become the number one generic 
company in the Balkan country. Тo accom-
plish this, Teva will have to dethrone Actavis, 
Bulgaria's Sopharma, Sandoz, wich is part of 
Swiss Novartis, and Zentiva, a company of 
French Sanofi . 
Sopharma, a large Bulgarian-owned generic 
drug maker, increased its sales revenue by 
2.0% year-on-year  in the fi rst half of 2012. Its 
exports increased by an annual 7.0% in the six 
months through June, whereas revenue from 
domestic sales dropped by 12%. In June, Sop-
harma became  member of the executive 
body of the European Generic medi-
cines Association (EGA).

In Serbia, the major pharma-
ceutical producers are state-
owned Galenika AD and 
Hemofarm AD, controlled 
by German generic drugs 
maker Stada Arzneimit-
tel. Stada said its sales in 
Serbia fell by 31% on the 
year to 16.5 million euro 
in the fi rst quarter of 
2012. The company at-
tributed the “expected” 
decline, to some extent, 
to a change in its domestic 
distribution model aimed 
at improving control over 
its cash fl ows. Hemofarm be-
gan direct sales to pharmacies, 
thus avoiding some wholesalers 
which had failed to pay for deliver-
ies. Stada’s sales revenue in the Serbian 
market generated by generics dropped to 12.1 
million euro in the fi rst quarter of 2012 from 
20.4 million euro a year earlier. Generics thus 
contributed 73% of the fi rm’s Serbian sales in 
euro terms compared with 86% a year earlier. 
However, the company has said it continued 
to expect  its sales to rise in dinar terms in 
2012 and beyond. 

Tax woes in Romania
The Romanian Association of Generic Drug 
Manufacturers (APMGR) warned in June that 
many cheap drugs may disappear from the 
local market and some drug manufacturers 
may go bankrupt as negotiations with the 

government over clawback tax had failed. 
APMGR president Dragos Damian said that 
the tax almost doubled in the fi rst quarter of 
2012 from the previous quarter.  
Romanian drug maker Antibiotice, however, 
plans to boost its revenue by 90% by 2016. In 
2011, the company registered a 16% growth in 
its net turnover to about 281 million lei (60.8 
million euro). Its net profi t rose to 20 million 
lei last year from 12.5 million lei in 2010. In 
order to achieve growth, Antibiotice intends 
to improve its position on the international 

market, renew its product portfolio by 
assimilating,  through its own research and 
partnerships, more than 30 products, and 
develop new drugs with the help of its newly 
set up research and development centre.

Exports are key
In 2011, Slovenian drug maker Krka, which 
makes most of its sales revenue abroad, sold 
some 146 million euro of products in South-
east Europe, or 14% of its total sales. Romania, 

the region’s biggest market, generated 49 mil-
lion euro of Krka’s sales revenue, an increase 
of 21%. Croatia contributed some 36 million 
euro and in Serbia the company booked a 
40% growth in  sales to more than 10 million 
euro. Krka also registered a rise in its sales in 
Macedonia, Bosnia and Herzegovina, Kosovo 
and Bulgaria, while its sales in Albania fell. At 
home, Krka sold about 102 million euro worth 
of products last year which represented 9.0% 
of its total sales. The company stated in its 
2011 annual report that it expects the phar-
maceutical market in Slovenia to shrink by 
2.0% to 500 million euro in 2012 and that the 

Croatian market will decline by 3.0% to 700 
million euro. The company was more 

upbeat about Romania, projecting 
the country’s 2012 pharmaceuti-

cals market at about 2.6 billion 
euro, up by 5.0%.  The compa-

ny’s latest results also were 
positive, with sales rising 

7.0% on the year to 565.2 
million euro in the fi rst 
half of 2012.

Macedonian generic 
drugs maker Alkaloid 
AD Skopje also closed 
2011 in positive territory 

with its net profi t ris-
ing to 605 million denars 

(10 million euro) from 581 
million denars in 2010. Late 

last year the company set up 
a second subsidiary in Serbia 

in a bid to boost exports. A cou-
ple of months later Alkaloid injected 

405,000 euro into its Serbian units to 
further strengthen their fi nancial standing.

Bosnia's Bosnalijek booked a 42% increase in 
its net profi t to 5.9 million marka (3.0 mil-
lion euro) in 2011. The company expects to 
post a revenue growth rate of 12% per year 
by 2014. Reuters quoted the company’s 
chief executive offi  cer Edin Arslanagic as 
saying in January that the fi rm will earmark 
some 30 million marka to accelerate its ex-
ports and for investment. In July, Bosnali-
jek’s shareholders gave the go-ahead to the 
incorporation of a company unit in Russia in 
a bid to facilitate direct exports to the lu-
crative market.

Im
age by Phakim

ata
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Alkaloid closed 2011 with a 7.0% rise 
in its consolidated profi t. What are 
the main factors for being profi table 
and successful?
I remember back in 2005, when I was a direc-
tor of Alkaloid’s PC Pharmaceuticals, we set 
a team goal for achieving total sales of 100 
million euro, which from that perspective 
seemed unreachable. Now, I am pleased to 
say that in 2011, at the company’s 75th an-
niversary, we achieved consolidated sales 
of some 110 million euro, which is an an-
nual growth of 14% and a double increase 
over 2005. Last year, Alkaloid’s sales on the 
domestic market rose by 12% while consoli-
dated exports increased by more than 14% to 
over 64.1 million.
Our success is based mainly on the quality of 
our products, the high-quality staff  we have, 
the brand of Alkaloid as well as individual 
product brands that have been built for years 
by the generations before us. During my fi ve-
year CEO mandate, Alkaloid remained con-

sistent in pursuing the goals of maintaing 
the tendency of growth on the domestic and 
export markets, fi nding a balance between 
growth and liquidity, strengthening the mar-
ket positions, expansion of product portfo-
lio and building new partnerships and new 
forms of cooperation.

Alkaloid’s portfolio includes teas and 
cosmetics. Which segments of oper-
ations are you focused on? What will 
be your development priorities?
Pharmaceuticals is our main business seg-
ment into which most of our investments 
fl ow. Alkaloid’s drug portfolio contains over 
140 types of products and over 344 pharma-
ceutical forms. The leading pharmaceutical 
brand is Caff etin, which this year marks 55 
years of existence, and which, according to 
many criteria, is one of the leading Macedo-
nian export brands.
With over 10 billion tablets sold so far, Caf-
fetin has become a synonym for a pain-killer. 

Consumer awareness of the brand urged 
Alkaloid to develop new product extensions 
for new indications. The fi rst in the line was 
Caff etin Cold, followed by Caff etin menstrual 
and Caff etin Cold with natural vitamin C. The 
latest, non-tablet extension is designed for 
cold and fl u indications, Caff etin Cold-max 
bags powder whose development has been 
worked out for three years in cooperation 
with a foreign partner.
The OTC line, the cardiac medications, drugs 
that act on the central nervous system and 
cephalosporin antibiotics are the four main 
lines on which the company's growth strat-
egy is based. We also pay special attention to 
the expansion of our product portfolio with 
new, effi  cient, safe, high-quality and price-
aff ordable drugs from our own production 
line or through licensed collaborations. The 
list of global pharmaceutical companies that 
have chosen Alkaloid as proven and reliable 
partner, is constantly expanding.
Botanicals is another complementary seg-

Macedonia’s Alkaloid relies on strong 
product portfolio to fuel robust 
expansion 

Skopje-based pharmaceuti-
cal company Alkaloid (www.
alkaloid.com.mk) is one of the 
most successful companies in 
Macedonia. It has 1,370 em-
ployees, offi ces in 13 countries 
and distributes its products on 
some 30 markets. Its shares 
are part of the blue chip in-
dex MBI-10 of the Macedonian 
bourse.

By Valentina Dimitrievska 

Zhivko Mukaetov,
President of the Management 
Board and Chief Executive 
Offi cer of Alkaloid AD Skopje
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ment where Alkaloid invests considerable 
resources - from equipment, technology and 
staff  to knowledge. In 2005, Alkaloid began to 
cooperate with the world famous company 
Aveda, a member of the Estee Lauder Group, 
with which we produce the Comforting Tea. 
In 2011, we launched cooperation with re-
nowned Arbonne International, for which we 
produce teas for their markets in the United 
States, Canada, the United Kingdom and the 
Pacifi c. Another American company, with 
which we started cooperating, is Swanson 
Healthcare Products, specialised in healthy 
foods and dietary supplements production, 
for which we produce dozens of types of 
teas. The U.S. market in terms of this type of 
products is strictly regulated and highly de-
manding. 
In the segment of cosmetics, the child collec-
tion Becutan is the absolute market leader in 
Macedonia and a well-established regional 
brand. Introduced in 1978 as a baby skin and 
hair care collection with just fi ve separate 
products, the Becutan brand today consists 
of over 40 diff erent types of products intend-
ed for safe use by the most delicate users.

In what directions has your invest-
ment been channelled?
Our commitment to permanent develop-
ment and keeping abreast of the latest de-
velopments in the pharmaceutical industry 
were the main reasons why we have been 
continuously investing. In the past fi fteen 
years, the company has gone through an in-
vestment cycle worth over 100 million euro, 
which was mostly focused on the pharma-
ceutical segment.
Alkaloid implemented its major investment 
projects - a plant for solid dosage forms and 
semi-synthetic cephalosporin, as well as 
warehouses for raw materials and fi nished 
products executed according to the strict 
standards of good manufacturing practice 
(GMP), in cooperation with international fi -
nancial institutions like the IFC and the EBRD. 
It has been a great reference for the com-
pany's business portfolio in terms of imple-
mentation of the strict principles of corpo-
rate governance. In addition to investments 
in facilities aimed at synchronisation of the 
company's operating segments, in 2007 Al-
kaloid introduced the up-to-date data infor-
mation system SAP worth over 2.0 million 
euro. In 2009, Alkaloid put into operation the 
Institute for Development and Quality Con-
trol worth some 9.0 million euro, as an added 
value in terms of constant quality monitoring 

and ensuring compliance with the require-
ments set by the regulatory authorities of the 
European Union and the United States. An 
additional 700,000 euro was invested in lab-
oratory equipment. In 2010, Alkaloid opened 
its fi rst production unit abroad. In 2011 alone, 
Alkaloid invested some 9.4 million euro in ad-
ditional equipment for production plants and 
other related manufacturing activities.

Your company operates successfully 
in neighbouring Serbia. What are 
you plans for further expansion in 
the SEE region and wider? What is 
your business strategy from this per-
spective?
Each market has its own specifi cs. To be com-
petitive in any market, it is necessary to in-
vest in the local staff , in the product portfolio 
and in marketing. The competition is huge. 
We realised that exports can be a gateway to 
our growth and development. Today, Alkaloid 

sells over 60% of its output outside the coun-
try. Serbia is one of our main export markets. 
In 2010, our 1.0 million euro production plant 
launched its operations in Belgrade, a project 
implemented under the strict GMP stand-
ards. Serbia’s facilities today produce over 30 
pharmaceutical forms, mainly cardiac prepa-
rations and drugs that act on the central 
nervous system. We recently invested an ad-
ditional 405,000 euro to establish and equip a 
products control laboratory and to equip our 
new company in Serbia, the Belgrade-based 
wholesale unit Alkaloid Veledrogerija, both 
employing more than 60 people. Croatia is 
also one of our strategically important mar-
kets, where we have 30 employees at our Za-
greb subsidiary.
Russia and the CIS are a segment that rep-
resents a particular challenge for our com-
pany. It is one of the most prospective, fast 
growing markets, but with its own specif-
ics, which requires more time and eff orts to 
achieve radical growth. Working conditions, 
at least for those who own businesses on 
that market there, are quite specifi c. On the 

other hand, a population of over 277 million 
is quite impressive if you have a lot to off er 
and fi nd smart ways of investing. Another in-
teresting segment is the European Union. We 
have decided to invest in the implementa-
tion of the necessary standards and obtained 
GMP certifi cates  from the drug agencies in 
the UK, Romania, Slovenia and others. We 
have also established a well-trained team 
that is in charge of registration of medicines 
in the EU countries. We have launched mas-
sive drugs registration procedures in the EU 
through our offi  ce in Ljubljana, which is our 
regional center for the EU market. First, we 
strengthened our position on the Bulgarian 
market, then in Slovenia, then we entered Ro-
mania with Caff etin and we registered drugs 
in the Czech Republic, Slovakia, Poland and 
Hungary, where we have minimal sales, but 
we are building a suitable portfolio and are 
optimistic about future prospects.

What is it like to be a socially respon-
sible company? 
Years of hard work and existence are not only 
a recognition for the management, employ-
ees and our partners, but for all stakeholders 
and the community in which we live and act. 
Social responsibility is part of Alkaloid’s tra-
dition. We believe that we can contribute to 
the improvement and development of our 
society through our social responsibility.
Alkaloid is also a reliable partner of the 
healthcare system in the countries where 
it is marketing its products. The company 
actively takes part and assists in organising 
professional meetings, donates equipment, 
participates in infrastructure healthcare 
projects and is part of many charity ac-
tions at home and in the region. The latest 
humanitarian action, which was organised 
by Alkaloid and its employees on the occa-
sion of the company’s 75 anniversary, was to 
equip the Pediatric Oncology Department 
at the Children’s Clinic of the Skopje’s Clini-
cal Centre. In 2007, in honour of the great 
Alkaloid’s visionary and its longtime general 
manager, Alkaloid set up the Trajche Muka-
etov Foundation, which so far has provided 
scholarships for 182 students of pharmacy 
and medicine at the St.Cyril and Metho-
dius University in Skopje. Alkaloid’s motto, 
Health above all is visible on the shirts of 
Macedonian national sports team players, 
while Alkaloid’s chess club has won many 
awards. In one word, we support and we will 
stand behind projects that bring benefi ts to 
our community.

In 2011 alone, Alkaloid invested some 9.4 
million еuro in additional equipment for 
production plants and other related man-
ufacturing activities.
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ers on the global market, the high prices of 
certain raw materials on the international 
market and state subsidies for some sectors 
of the economy. On the other hand, the ma-
jor negative factor is the low domestic con-
sumption caused by a decrease in the pur-
chasing power of both private households 
and companies, combined with a high level 
of debt, especially of inter-company debt.

Winners at the time 
of economic crisis
Pharmaceuticals is the only industry which 
was, with small exceptions, continuously 
growing throughout all fi ve crisis years. One 
of the reasons for this steady performance 
is the infl uence of the governments on the 
market – large portion of the medicines sold 
in the region are reimbursed with taxpayers’ 
money, and the value of the subsidies usually 
cannot be decreased because of the public 
pressure on the national healthcare systems. 
Another factor for the continuous growth 
of the market is the relatively low price – all 
countries in the region are maintaining price 

levels well below the levels in western Eu-
rope. This is valid even for Greece, which is 
trying to keep medicines prices at their mini-
mum levels. In the longer term the main rea-
son for the growing sales of medicines is the 
ageing population in the region, which is not 
receiving adequate medical treatment and 
consequently needs more medicines.
The metal industry is one of the few which 

performed very well during 2011 and contin-
ued to do so in 2012. The main reason, how-
ever, are the growing global prices of met-
als, which support the exports of the major 
producers in the region. The same is valid for 
oil producers. Unlike during the crisis, the ma-
jority of oil products manufacturers and im-
porters recorded a huge increase in the value 
of their turnover in 2011, but the main reason 
for this was the strong dollar and the rising 
international prices for oil and natural gases.
The turnover in the energy sector is also 
growing stably over the last couple of years. 
The major reason for this is the higher price of 
the naturally renewable energy production, 
and the growing prices of oil and natural gas, 
which are used in the traditional plants for 
energy production. One of the eff ects of the 
crisis was that the large projects for increas-
ing production levels in the SEE countries 
were reconsidered, for example the plans for 
the construction of a second nuclear power 
plant in Bulgaria were fi nally abandoned.
Furthermore, clothing and footwear produc-
tion was on the rise in the 2011, after a seri-
ous decline at the peak of the crisis. The SEE 
countries are traditionally strong producers 
of clothing for major European brands, as the 
production here is of good quality, the labour 
force is cheap and the distances to the core 
markets in western Europe are short. There 
is some threat for the future of the sector – 
as some of the main export markets for the 
industry are Italy and Spain, turbulences in 
those markets might cause a second decline 
of the sector in the region.

Weak market performers
Despite these bright examples, the major-
ity of the remaining sectors were still not 
showing clear signs of recovery in 2011. First 
of all, the retail and wholesale trade did not 
perform well in 2011. There are a couple of 
retail sectors, which recorded an impressive 

Pharmaceuticals, metals industry 
capitalise on the crisis
Businesses you want to be in when double dip fears grow

With weak consumer confi dence 
and insecurities related to the con-
tinuing debt crisis in Greece and 
the Spanish banking sector, fears 
of a double dip recession are loom-
ing in Europe. 
Companies have a lot of troubles, 
as those who survived the 2008-
2010 downturn might not make 
it through another crisis in such 
a short period. The question is 
whether we can learn something 
from the recent painful experience 
and identify sectors of the economy 
that are less threatened if another 
recession is indeed on its way. 

Among the factors positively stimulating 
the market are the competitive positioning 
of local manufacturers on the global mar-
ket, the high prices of certain raw materi-
als on the international market and state 
subsidies for some sectors of the economy.

The SEE region1 has not been an exception. 
The region’s GDP per capita growth record-
ed a 9.2% decline in 2009 – a performance 
which is considerably worse than the growth 
rates recorded for Europe in total and the 
world (-7.7% and -1.4% respectively). In gen-
eral, that means the industry in the region 
went through hard times. 
However, as it can be seen in the graph, 
there have been bright exceptions from the 
gloomy performance which are worth taking 
look into, in order to see if this is something 
which can be replicated in case of a double-
dip recession.
Generally speaking, there are a couple of 
main reasons for some industries to perform 
well, while others decline. Among the fac-
tors positively stimulating the market are the 
competitive positioning of local manufactur-

1   For the purposes of this article the conditional entity “SEE coun-
tries“ consists of: Turkey, Greece, Bulgaria, Romania, Moldova, 
Macedonia, Serbia, Kosovo, Montenegro, Bosnia-Herzegovina, 
Croatia and Slovenia.
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growth, especially in the modern grocery 
retail trade, where hypermarket, supermar-
ket and discounter chains are successfully 
expanding their network of outlets. How-
ever, the bad results among the retailers of 
furniture and furnishings, DIY and hardware 
shops, electronics and appliances retailers 
brought down the total result. Overall, con-
sumption in all countries in the region re-
mains relatively low, as people continue to 
save most of their income.
The production of food and drinks is also 
stagnating, and the sales remain below the 
peak level of 2008 in the majority of the 
countries in the region. The problems of the 
sector were exacerbated by the growing in-
ternational prices of wheat and other foods, 
which increase the manufacturers’ expenses 
and narrow their profi t margins, which are 
already low because of the aggressive price 
policies of the large retail chains.
The machine building industry is also stag-
nating. During the peak of the crisis the sec-
tor declined massively because of the drop 
of purchases in the recession struck Western 
markets, especially the automotive industry 
and the automotive parts’ producers. In 2011 
the sector made a fast recovery as  exports 

increased rapidly, but with the coming of the 
debt crisis in the eurozone the sector plunged 
again in stagnation.
The telecommunications sector also didn’t 
perform very well in the times of crisis. Most 
of the clients lowered their expenses on tel-
ecommunication services. At the same time 
the stricter regulations from the European 
institutions limited the prices in 4 EU mem-
ber states – Greece, Bulgaria, Slovenia and 
Romania. Many of the established players 
had to off er new packages of services to their 
clients, in order to retain them – a combina-
tion of a home phone, internet, and a mobile 
phone. This, however, required an additional 
investment from the  operators, while at the 
same time the prices for this combination of 
services remained low.

The black sheep of the fl ock
The sector most hit by the crisis was construc-
tion. There were virtually no big construction 
projects started in the last fi ve years, and only 
the state-funded projects are still keeping 
the sector alive. State infrastructure projects 
like motorways and bridges, were one of the 
main instruments for the SEE countries’ gov-
ernments to pour liquidity within their econ-
omies and to create GDP growth to counter 
the eff ects of the crisis. However, as of 2011 
and 2012 this trend is losing its momentum, 
as the majority of the countries in the region 
are either in a deep crisis (like Greece), or are 
implementing austerity measures, which 
prevent them from releasing new infrastruc-
ture projects without the external support of 
organisations like the IMF or the EU.
The transportation sector was growing in 
2011, but remains uncertain in terms of its fu-
ture. The main reason for the growth (and the 
decline in the crisis years) were the close ties 
between the sector and the exporting com-
panies. The major fears in the sector are that 
with a second wave of the crisis in 2012 and 
2013 exports might decrease rapidly, and so 
would the transportation orders. One excep-
tion from this rule is the civil aviation – the 
number of fl ights from the major airports in 
the region is rapidly growing (with the excep-
tion of Greece, where the decline of the tour-
ism sector is resulting in less inbound fl ights). 
On the other hand railway transportation 
continues to lose clients and is in a critical 
condition in countries like Bulgaria.

Conclusion
It is still uncertain whether Europe is going 
to witness a double dip recession or not. In 

the worst case scenario industries will face 
similar diffi  culties and declines as they did in 
2009-2010. Some industries would perform 
better than others in that situation. One resil-
ient performer in the region will be the phar-
maceuticals sector. Public spending plays a 
big role in the industry and although painful 
budget cuts might be underway in most of 
the SEE countries, healthcare spending will 
largely escape unscathed because cutting it 
is extremely unpopular.

In the next several years the prices of oil, 
natural gas and coal are expected to remain 
high due to the political instability in the 
Middle East. As a result, fuel and energy 
production would keep their high prices 
and they are unlikely to decline. On the 
other hand, producers might face decreas-
ing profi ts.
If, however, the debt crisis in the eurozone 
gets resolved quickly and effi  ciently, a much 
faster recovery of the region’s economy can 
be expected. In such a positive scenario, in-
dustries such as telecommunications, retail 
and wholesale trade, food and drinks produc-
tion and machines production are expected 
to witness the fastest growth as a result of 
both domestic consumption boom and the 
fact that these industries declined signifi -
cantly during the crisis.

Pharmaceuticals is the only industry 
which was, with small exceptions, contin-
uously growing throughout all fi ve crisis 
years.

The sector most hit by the crisis was con-
struction. There were virtually no big con-
struction projects started in the last fi ve 
years, and only the state-funded projects 
are still keeping the sector alive.
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With countries still grappling with contract-
ing economies, disappearing export markets 
and dwindling infl ows of foreign investment, 
authorities are being asked to make tough 
calls. In many countries there is an urgent 
need to deal with unsustainable levels of 
debt and banking systems have to be rescued 
from mountains of non-performing assets. 
Authorities are having to dole out austerity, 
at the risk of losing the support of those who 
voted them into power.

But while they are dealing with the immedi-
ate fi scal and bank solvency issues, govern-
ments also need to plan for the future, to 
prepare a route towards more robust sus-
tainable economic growth in the medium 
to longer term. Key to this preparation is a 
continuation of the reform programmes that 
so many governments have embraced but 
whose implementation has been made so 
much harder in these times of heightened 
economic tension.

It is precisely during the tough times that 
the reform agenda has to be pursued. It is 
indeed a leadership challenge. Only by look-
ing beyond short-term political objectives, 
confronting vested interests and seeking 
the longer-term good of the economy can 
this path to growth, jobs and prosperity be 
resumed.

Going green or 
going for growth?
No choice, it must be both
By Sir Suma Chakrabarti

Sir Suma Chakrabarti was elected of President of the European 
Bank for Reconstruction and Development (EBRD) for a four-year 
term starting on July 3, 2012. 
Sir Suma, born in 1959 in West Bengal, India, has extensive experi-
ence in international development economics and policy-making, as 
well as in designing and implementing wider public service reform.
Most recently he held the position of Permanent Secretary at the Brit-
ish Ministry of Justice and was its most senior civil servant. Prior to 
this, from 2002, he headed the UK’s Department for International 
Development  where he worked closely with economies undergoing 
substantial reform in eastern Europe, the former Soviet Union and 
the Middle East and North Africa.
After studying Politics, Philosophy and Economics at the University 
of Oxford, Sir Suma took a Masters in Development Economics at the 
University of Sussex.  He also holds honorary doctorates from the 
Universities of Sussex and East Anglia.

Sir Suma Chakrabarti, 
EBRD President

More than four years after the col-
lapse of Lehman Brothers and the 
subsequent global recession, the 
impact of the economic crisis is still 
being felt across emerging econo-
mies and nowhere more so than 
in Southeast Europe. 
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At the EBRD, we are convinced that the same 
holds true for the “Green agenda”. During 
economic crises, people are quick to complain 
that they have no time to think about the en-
vironment. 

This is a short-sighted approach. Firstly, a fail-
ure to deal with environmental challenges is 
a betrayal of our future generations. But a 
failure to deal with the problems of energy 
waste also makes no economic sense. An 
investment in energy effi  ciency is an invest-
ment in reduced costs, increased competi-
tiveness and higher profi ts. 

Raising environmental standards, securing 
sustainable energy resources and reducing 
energy waste are integral parts of the overall 
reform process that leads to economic stabil-
ity and future prosperity. The opportunity to 
address these reform issues must be seized 
now. It will make the recovery all the more 
robust when it does come.

Economic outlook for SEE
For now, that recovery does not appear to 
be coming any time soon. The economies of 
Southeast Europe have been particularly af-
fected by the crisis. As of mid-2012, output 
growth is negligible at best, or negative in 
some cases; confi dence and investment are 
low; and vulnerabilities are rising. 

The pre-crisis boom years, roughly the period 
2000-2008 when annual growth across the 
region was typically 5.0% or more, now seem 
but a distant memory. During that time, the 
“growth model” enjoyed by the region was 
one based on large infl ows of relatively cheap 
capital and a strong, credit-fuelled consumer 
boom. Foreign banks in particular saw a ma-
jor growth opportunity and they competed 
aggressively for market share. While this 
model worked for a time, it left the region 
highly exposed when the global downturn 
came in 2008. All SEE countries except Al-
bania, recorded a recession in 2009, and the 
subsequent recovery in late 2010 and 2011 
was modest and short-lived.

The latest fi gures are particularly gloomy. 
High-frequency indicators from the region, 
such as those for exports, imports, credit 

growth, industrial production and retail 
trade turnover, point to a signifi cant slow-
down and weak or falling demand from both 
domestic and external sources. SEE countries 
are particularly exposed to weaknesses in the 
eurozone, their main export market. Some 
countries are also vulnerable to a fall in re-
mittances, which have been a vital lifeline for 
many families and small businesses in SEE. 
There are deep concerns at present about the 
implications of possible fi nancial sector tur-
moil in the eurozone and what it might mean 
for SEE, given that foreign-owned banks ac-
count for about 90% of banking assets in the 
region.

While the scope for fi scal or monetary stimu-
lus is limited, it is the reform agenda that 
needs to be maintained in order to further 
improve the business environment and the 
climate for long-term reliable foreign and pri-
vate investment.  

Signifi cant progress has been made over the 
years in improving the quality of the busi-
ness environment, for example by removing 
licences and “red tape”, tackling corruption 
and enforcing competition laws, but these 
reforms typically take time to achieve lasting 
eff ects. Much more needs to be done to reach 
best international practice in these areas.

Environmental challenges and 
energy solutions in SEE 
It is equally important that the countries of 
SEE prepare for a safe and sustainable energy 
future, dealing with the dual challenges of cli-
mate change and endemic energy waste.

Southeast Europe is by no means immune to 
the eff ects of climate change. For example, 

changes in precipitation patterns are expect-
ed variously to increase the threat of summer 
droughts but also river fl ooding in such major 
waterways as the Danube. Improvements in 
water supply infrastructure and in water use 
effi  ciency in agriculture and industry are ma-
jor priorities for policy-makers.

At the same time, SEE is a huge consumer of 
largely imported energy. Energy intensity in 
the region is well above the EU average, while 
primary sources of energy are limited in most 
countries.

Bearing in mind these twin factors there is 
huge scope to take advantage of the immedi-
ate benefi ts of energy effi  ciency investments, 
while seeking more sustainable and less 
import-dependent sources of energy, even 
though external energy will still be needed to 
meet growing energy demands.

However, the region is increasingly harness-
ing local renewable energy sources. Hydro-
power is relatively abundant, with particular 
potential in the area of smaller river hydro-
plants. Coastal and mountainous regions 
enjoy relatively high-quality wind resources 
and many countries in the region can look to 
solar power  for water heating and electricity 
generation. 

On the energy effi  ciency side, more needs 
to be done to raise awareness of its benefi ts 
and to create the incentives to promote it. 
The investment climate for energy effi  cien-
cy is in many cases weaker than for renew-
able energy, partly because energy prices 
remain subsidised even in the EU member 
states. 

In the western Balkans, energy effi  ciency im-
provements are still constrained by persist-
ent market and institutional barriers, which 
prevent economically viable energy effi  cien-
cy progressions in particular in the building 
sector. However, good examples of policy 
change in this arena have come for instance 
in Romania and Bulgaria, where energy serv-
ice companies have been successfully de-
veloped. Slovenia is pioneering measures to 
rationalise energy demand aimed at harness-
ing energy savings.

For now, that recovery does not appear to 
be coming any time soon. The economies 
of Southeast Europe have been particu-
larly affected by the crisis. As of mid-2012, 
output growth is negligible at best, or 
negative in some cases; confi dence and in-
vestment are low; and vulnerabilities are 
rising.
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The EBRD and sustainable energy  
in SEE
The EBRD is ready, willing and able to work 
with countries across Southeast Europe as 
part of its overall mandate to help the whole 
EBRD region secure sustainable energy sup-
plies, and fi nance the effi  cient use of energy 
that will cut demand and imports, reduce 
pollution and mitigate the eff ects of climate 
change.

The focal point for these operations is the 
Sustainable Energy Initiative (SEI), launched 
in May 2006 to address the twin challenges 
of energy effi  ciency and climate change. 

Since 2006, the EBRD has invested 9.7 billion 
euro under the SEI through 532 projects in 31 
countries, with a total project value of 55 bil-
lion euro. The total reduction in carbon emis-
sions achieved by these projects is estimated 
at approximately 50 million tonnes per year.

In SEE alone, the EBRD has invested more 
than 2.2 billion euro in sustainable energy 
through more than 177 individual projects in 
various sectors ranging from municipal and 
environmental infrastructure and natural re-
sources to agribusiness and fi nancial institu-
tions. In 2011, about one-third of the EBRD’s 
total investment volume in Southeast Europe 
was related to projects with sustainable en-
ergy components.

Some of the recent major projects include 
a 150 million euro fi nancing to support the 
modernisation of a Croatian oil refi nery, INA. 
The new equipment purchased using EBRD 
funds will enable the company to start pro-
ducing Euro V quality products as well as 

reducing CO2 emissions by 1,064 kilotonnes 
annually.
Likewise, the EBRD is active in supporting 
small companies in increasing energy ef-
fi ciency via EBRD-fi nanced credit lines for 
small businesses. One example is a 155 mil-
lion euro EBRD credit line framework avail-
able to Bulgarian banks for on-lending to the 
local SMEs to fi nance eligible investments in 
energy-saving technologies, as well as small-
scale renewable energy projects such as so-
lar thermal and heat pumps. The project is 
expected to save around 868,000 MWh of 
electricity as well as 553,000 tonnes of CO2 
emissions annually.

In June 2012 the EBRD provided 20.4 million 
euro for the acquisition of new energy-effi  -
cient trams to the Romanian city of Arad. The 
EBRD fi nancing will support the city’s wider 
objective of restructuring the public trans-
port system and improving its effi  ciency, as 
well as reducing traffi  c congestion and air 
pollution in Arad.

As part of its eff orts, the EBRD lent 65 mil-
lion euro to Elektrarni Makedonija, an FYR 
Macedonian company responsible for power 
generation, to fi nance the construction of 
the 70 MW Boskov Most hydropower plant, 
with the aim of contributing to the country’s 
energy security, providing new clean renew-
able generation capacity and reducing the 
country’s dependence on imports and ageing 
lignite-fi red plants.

Long-term prospects
At the EBRD we are confi dent that the right 
policies are being put in place across South-
east Europe, both to deal with the immediate 
implications of the crisis and to prepare for 
longer-term economic stability. This includes 
meeting the challenges of the climate and 
energy agenda.

When the recovery fi nally comes, as no doubt 
it will, Southeast Europe will be in a very 
strong position. By taking the right steps 
now, the countries of this region again open 
up their markets to an investment commu-
nity that wishes to work in harmony towards 
a more prosperous future.

9.7 bln 
euro

Total EBRD investments 
under the SEI.

On the energy effi ciency side, more needs 
to be done to raise awareness of its bene-
fi ts and to create the incentives to promote 
it. The investment climate for energy effi -
ciency is in many cases weaker than for 
renewable energy, partly because energy 
prices remain subsidised even in the EU 
member states.
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by Vesela Sharankova, FullCharger Bulgaria AD chief executive offi  cer

On the one hand, the automotive industry is 
one of the sectors most to blame for the rise 
in CO2 emissions. Globally, as much as 16% of 
the CO2 pollution comes from motor vehicles 
which run on fuels derived from crude oil. On 
the other hand, the incessant rise in global oil 
prices eats up ever increasing chunks of na-
tional, corporate and household incomes.
Environment-friendly electric motor vehicles 
provide a cleaner alternative to the cars and 
trucks running on petrol and diesel fuel. A 
major obstacle to the faster and wider pen-
etration of electric vehicles in Bulgaria is the 
underdeveloped network of charging sta-
tions.
And that’s where investors can step in to 
make sure that Bulgarian car drivers have 
access to easy-to-use and aff ordable op-
tions for charging the batteries of their cars 
at home, at the offi  ce or in the street com-
parable with the fi lling stations. It is already 
common knowledge that the availability of 
charging stations at workplaces and public 

premises boosts the market acceptance of 
plug-in electric vehicles. A pioneer in this vast 
territory of investment opportunities is Full-
Charger Bulgaria.
The French-Bulgarian joint stock company, 
which started doing business in Bulgaria in 
November 2010, is part of the world's sole 
charging network, ChargePoint.
Coulomb Technologies, which created the 
software and hardware used by FullCharger, 
began implementing the network in the 
USA in 2007. Its partner company 365 Energy 
Group launched the network implementa-
tion in northern Europe in the summer of 
2008, with Amsterdam's infrastructure being 
the most developed one in Europe at the mo-
ment.

Paris-based FullCharger International is do-
ing the FullCharger business in southern Eu-
rope and Russia. The company's main goal 
is to implement a fully operational charging 
network so that the electric car owners not 
worry about their battery charging and trust 
the company as a stable partner.
It is the company's policy to create opportu-
nities for new business niches. That is why 
the charging network is being built not only 

by the national operators such as FullCharger 
Bulgaria but also by partners willing to invest 
in the future through the investment model 
they have chosen.
And there are multiple opportunities: elec-
tric car transport and all related services 
have been increasingly drawn into the spot-
light for about a year now and the sector 
is set for speedy development. We have 
gained much more experience in western 
Europe and the sector is much more devel-
oped there but I believe that moving at our 
current pace we will manage to develop a 
network comparable with the existing Euro-
pean practices.
The investment in a charging station starts 
paying back after the third year. The value of 
the charging stations is determined by the 
power output, the installed additional soft-
ware and peripheral devices. For example, the 
price of a fi rst-level charging station, which 
makes full charge of a completely depleted 
battery is 4,500 euro, excluding VAT, and a 
third-level charging station, which charges 
the batteries of an electric vehicle for 25 min-
utes, costs more than 40,000 euro, excluding 
VAT. Charging stations for domestic use cost 
900 euro, excluding VAT.
In order to encourage the use of electric cars, 
which are still more expensive as an initial in-
vestment than the gasoline and diesel- pow-
ered vehicles, various countries worldwide 
off er the buyers a package of incentives. 
These incentives include one-off  grants for 

Electric vehicle 
charging stations – 
a new challenge for 
investors in Bulgaria

Ecology, carbon dioxide (CO2) 
emissions and global warming 
have turned into hot topics in the 
media and the minds of the people 
who care what state they would 
leave the Earth in to their children 
and to their children's children.

The investment in a charging station starts 
paying back after the third year.

Vesela Sharankova has been working in the advertising business since 1997 
and owns an advertising agency certifi ed under ISO 9001:2008. She has 
built up considerable experience in public relations, graphic design and 
fi lm production. Some of the largest companies operating in Bulgaria are 
customers of her advertising agency.
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tomers with a user level of access can moni-
tor their pre-paid cards credits, at what time 
and how much electricity was consumed to 
charge their electric cars, and what sum they 
will have to pay at the end of the period.
The company has also developed a version 
of the portal as an iPhone and smart phone 
application, which makes the use for end cus-

tomers even easier. The application allows 
the customers to use a series of additional 

services without Internet connection. 
For example, they can fi nd the nearest 

charging station, calculate whether 
they will manage to charge the car in 
time, and make remote booking for 
a given charging station. All these 
close the cycle of the options of-
fered to the end customers.
The portal for FullCharger Bulgaria's 

investment partners allows them 
to follow the activity of the charging 

stations in which they have invested. 
They can check the reports for the busi-

ness themselves so as to assess, for instance, 
whether a given charging station meets their 
requirements for effi  ciency and to possibly 
decide to relocate the station to another 
spot. At the end of the month, the company's 
partners prepare the profi t and loss accounts 
themselves, which gives them an overall view 
of the expected cash fl ows and profi ts.
The portal for electricity distribution com-
panies is especially valuable since it serves 
the companies responsible for feeding-in 
the stations installed on their territory. This 
is the reason why those companies have a 
24/7 access to the information of the charg-
ing stations and receive real-time signals 
for problems with the electricity network. 
In this way they can determine themselves 
how many and which stations they will con-
nect to a given power substation so as to 
have a balanced network and prevent pos-
sible overloads.

FullCharger Bulgaria's 
responsibilities
The charging stations in Bulgaria are installed, 
maintained and gauged by the company in its 
capacity of national operator. The software 
and hardware are being constantly updated 
and are also responsibility of FullCharger 
Bulgaria rather than the power distributors 
or the company's partners and customers. 
When a FullCharger partner identifi es a 
place in which it considers it is appropriate 
to install a charging station, the company is 
responsible for the entire implementation of 
the project, beginning with the documents 
and ending with the launch of the station.

buying an electric car, amounting to 5,000 – 
7,000 euro (the UK, Portugal, France, Spain), 
a discount of 40 – 60% on the import duties 
(Singapore, Israel), a discount on personal in-
come tax.

Projects
Bulgaria's government and local authori-
ties have shown they were ready to sup-
port electric vehicle mobility which has 
encouraged FullCharger Bulgaria to 
launch several projects in the country. 
The company installed the fi rst seven 
ChargePoint stations for public use 
in Sofi a under a joint project with 
the Sofi a Municipality and electric 
utility CEZ Bulgaria earlier this year. 
Upon initiative of the Economy min-
istry, two more charging stations 
were installed in Sofi a in the middle 
of August.
The company has started a project to 
install 20 charging stations in the town 
of Dobrich, in northeastern Bulgaria, in part-
nership with Atanasov Group EOOD and with 
the support of the Dobrich Municipality. Do-
brich is the fi rst town in Bulgaria after Sofi a 
to have launched an initiative for environ-
ment-friendly electric transport.
A project for installing 100 charging stations 
in the Stara Zagora Municipality, in south-
ern Bulgaria, is also of strategic importance 
for the country. The project was launched in 
partnership with Energista OOD and with the 

support of the city government and power 
utility EVN Bulgaria.
FullCharger is currently assessing opportuni-
ties to install charging stations in the Nese-
bar municipality, on the Black Sea 
c o a s t , in the 

Danub e city of 
Ruse, in Yambol and other cities.
To get in closer touch with the Bulgarian au-
thorities and private businesses, which are 
really interested in this kind of projects, the 
company has launched a series of presenta-
tions of business models for cooperation be-
fore potential partners.
FullCharger Bulgaria and Shell Bulgaria 
launched the Shell Eco Marathon 2012 project 
aimed at creating the fi rst student team's 
electric vehicle with plug-in batteries – for 
students in technical universities and profes-
sional secondary schools – which included 
the development of an all-electric vehicle in 
2012. The prototype took part in the Shell Eco 
Marathon international competition in Berlin 
earlier this year, ranking second in Europe in 
terms of energy effi  ciency.

Charging network management 
options
One of the most interesting features of Full- 
Charger Bulgaria's network is its set of man-
agement options. 
The fi rst level of access is for the end custom-
ers, i.e. those who have subscribed for the 
company services. One of its main advan-
tages of this portal is that no matter whether 
you are a FullCharger Bulgaria client or a Full-
Charger Turkey customer, you can use the 
charging stations in both countries, as well as 
those which are part of the network in Am-
sterdam, London and elsewhere. The end cus-
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NIN: 131434768
Legal form: Joint Stock Company
Status: Active

Board of Directors and Executives 
Chairman of the Board and CEO - Petr Dokladal
Deputy-Chairman of the Board and COO - Petr Baran
Member of the Board and CFO - Zlata Groningerova
Member of the Board - Vladimir Marek
Member of the Board - Georgi Petrov Rissin

Supervisory Board
Chairman of the Board - Tomas Pleskac
Deputy-Chairman of the Board - Martin Pacovski
Member of the Board - Irzhi Kudrnach
Member of the Board - Dimitar Stefanov
Member of the Board - Tomas Dzik

November 2004 – Bulgar-
ia's Privatisation Agency 
sells 67% in each of the 
state-owned companies 
for electricity supply and 
distribution in western 
Bulgaria Electricity Dis-
tribution Sofi a EAD, Elec-
tricity Distribution Sofi a 
Region EAD and Electric-
ity Distribution Pleven 
EAD to Czech power util-
ity CEZ a.s.

2005 - CEZ a.s. sets up 
wholly-owned subsidiary 

CEZ Bulgaria EAD to take 
control over the opera-
tions of the parent com-
pany in Bulgaria.

Electricity trading com-
pany CEZ Trade Bulgaria 
EAD is established. It is 
one of the fi rst licensed 
trade companies on the 
Bulgarian energy market. 
The company is 100% 
owned by CEZ a.s.

October 2006 – CEZ a.s. 
expands its presence in 

Bulgaria by the purchase 
of 100% of TPP Varna – 
the second largest TPP in 
Bulgaria and on the Bal-
kan Peninsula with 1,260 
MWh of installed capac-
ity.

January 2007 – According 
to the requirements of the 
Bulgarian and European 
legislation, the activities 
of supply and distribution 
are divided and the supply 
is assumed by the newly 
established company CEZ 
Electro Bulgaria AD.

November 2007 – The 
three electricity distribu-
tion companies Electricity 
Distribution Sofi a Region 
AD, Electricity Distribu-
tion Sofi a AD and Elec-
tricity Distribution Pleven 
Region AD merge into CEZ 
Distribution Bulgaria AD.

2010 – CEZ Bulgaria EAD 
introduces a new SAP 
customer system for op-
timisation of customer 
service processes in 
Western Bulgaria.

2012 – CEZ Bulgaria EAD, 
CEZ Electro Bulgaria AD 
and CEZ Distribution 
Bulgaria AD receive ISO 
9001:2008 Quality man-
agement systems certifi -
cates.

May 2012 – CEZ opens 
its fi rst photovoltaic park 
in Bulgaria near Gara 
Oreshets village, in North-
eastern Bulgaria.

History

CEZ Bulgaria EAD is the Bulgarian unit of Czech power utility CEZ a.s., and is managing the activities of its Bulgarian subsidiaries.
CEZ Group is one of the largest investors in the Bulgarian energy sector with investment of  more than 1.7 billion levs. The company manages 
the biggest electricity distribution grid in the country and provides services to over 3.3 million Bulgarian citizens.

Products / Services CEZ Bulgaria EAD provides to its customers in western Bulgaria up to 100 services. Apart from the standard 
activities of supply and distribution of power energy, the company provides a wide range of additional serv-
ices, the most popular of which are the 11 indirect services for bills payment. Among the newest services 
is the e-invoice – the modern, secure and convenient alternative of the paper bill. For greater convenience 
of its clients CEZ gives them the opportunity to claim remotely 32 types of paid and free services such as 
change of tariff  rate, technical examination of electric meters and other activities.

Subsidiaries

CEZ Bulgaria EAD manages the activities of 
all CEZ a.s. subsidiaries in Bulgaria - electricity 
supplying and trading company CEZ Electro 
Bulgaria AD; electricity distribution company 
CEZ Distribution Bulgaria AD; electricity trad-
er and exporter CEZ Trade Bulgaria EAD and 
thermal power plant (TPP) TETs Varna EAD.

CEZ Bulgaria EAD

67%
CEZ a.s. 
(the Czech Republic)

33%
Bulgarian 
government

Address  140, G.S. Rakovski Str., 1000 Sofi a, Bulgaria

Website:  www.cez.bg

Tel: +0700 10 010
Fax: +359 2 89 59 667
E-mails: zaklienta@cez.bg

Owners
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CEZ Bulgaria EAD provides services to more than two million customers. In June 2012 the company opened 
the newest and most modern customer centre, located in downtown Sofi a. The number of the cash pay-
ments sites exceeds 1,300.

In May 2012 CEZ a.s. opened its fi rst photovoltaic park 
in Bulgaria. The company invested 10 million euro in the 
park, located near Gara Oreshets village, northeastern 
Bulgaria, and has an installed capacity of nearly 5 MW.
In the period 2005-2011 the investments of CEZ a.s., in-
cluding the acquisition of the electricity distribution com-
panies in western Bulgaria and TPP Varna, exceeded 1.7 
billion levs.

Markets & Sales

Investments

Capacity CEZ Bulgaria EAD operates on a territory of 39,377 sq km and is maintaining an electricity distribution grid 
in western Bulgaria, which is 60,000 km long and covers 1,619 settlements, and 3.3 million Bulgarians.

Investments of CEZ in the electricity 
distribution grid of western Bulgaria*

66.0
50.2

95.8

62.2

93.7

66.8 70.3

2011201020092008200720062005

* Excluding costs for the privatisation of the three electricity distribu-
tion companies and TPP Varna

in millions of levs

ENERGY FOR YOU

CEZ BULGARIA
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According to the Ernst & Young report, four 
countries in the CSEE region saw a decline in 
M&A activity last year: the Czech Republic, 
Greece, Slovenia and Croatia.

Referring to the M&A business in the Czech 
Republic in 2011, law fi rm CMS said it was 
more active than in 2010 with the market 
driven mainly by restructuring transactions 
but the instability and slow economic growth 
in the eurozone had a negative eff ect on it. 

The M&A game in the CSEE region was led by 
Turkey, Poland and Romania in 2011, with Tur-
key leading the way in terms of deal volume 

with 272 transactions closed, followed by Po-
land with 254 and Romania with 120.

The number of completed deals in CSEE last 
year was 1,116 with a combined estimated 

value of 49.5 billion U.S. dollars (40.3 billion 
euro), Ernst & Young said.

 Based on the estimated value, Poland ranked 
fi rst among the region’s markets with 21.2 bil-
lion U.S. dollars worth of deals closed in 2011, 
while Turkey came in second with 13.7 billion 
U.S. dollars and Czech Republic third with 4.2 
billion U.S. dollars. The 6.55 billion U.S. dollar 
acquisition of Polish mobile telephony opera-
tor Polkomtel was the country’s largest deal 
in 2011 as well as the largest M&A transaction 
in the region in the review period.

Worries about the sovereign debt crisis in 
the eurozone and slower economic growth 
resulted in a low value of the largest deals in 
Romania, pushing the value of the country’s 
M&A market down by 28% in 2011, although 
the number of transactions increased by 5.0% 
from 2010, Ernst & Young said.

Regional partners accounted for 57% of the 
number of M&A deals closed in CSEE last 
year, when strategic investors dominated 
the game with 76% of all deals wrapped up in 
the region. Manufacturing took centre stage 
as the most attractive target industry in the 
region, while telecommunications and media 

M&A 2011: a bitter-sweet 
business in central 
and Southeast Europe

Central and Southeast Europe was 
in tune with the global trend in 
the merger and acquisition (M&A) 
business last year which seemed 
set for a great party but saw its 
enthusiasm dampened by the Eu-
ropean sovereign debt crisis.
Last year, M&A transactions in 
CSEE grew by 11% from 2010 in 
terms of the volume of the deals 
and increased by 48% in estimated 
value, Ernst & Young said in its 
M&A Barometer 2011 Central and 
Southeast Europe.

by Eugenia Kirilov

1,116 
The number of completed 

deals in CSEE in 2011.

Manufacturing took centre stage as the 
most attractive target industry in the re-
gion, while telecommunications and media 
were the sectors with the largest transac-
tions in terms of volume sealed last year.

On a global scale,  the sector got off  to a 
strong start but ended up with only a mod-
est 3% growth in global M&A transaction 
volume from the very dull 2010, according to 
data from consultancy Dealogic.

In Europe, just like elsewhere in the world, 
the M&A game had a good go in the fi rst half 
but declined in the second one when the Eu-
ropean debt crisis and worries about the US 
economy scared investors away.

Players were all present in the fi eld - compa-
nies with large piles of cash on hand, record-
low interest rates in banks and myriads of 
undervalued fi rms ready to be snapped up 
but ‘nobody wanted to dance’, as KPMG part-
ner Dan Tiemann put it.
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were the sectors with the largest transac-
tions in terms of volume sealed last year.

Poland, Hungary, the Czech Republic, Greece 
and Croatia recorded the greatest number of 
M&A transactions between local partners 
among the CSEE countries in 2011, Ernst & 
Young said.

According to CMS law fi rm’s Emerging Eu-
rope: M&A Report 2011 covering Albania, Be-
larus, Bosnia-Herzegovina, Bulgaria, Croatia, 
Czech Republic, Estonia, Hungary, Kosovo, 
Latvia, Lithuania, Macedonia, Moldova, Mon-
tenegro, Poland, Romania,Russia, Serbia, Slo-
vakia, Slovenia and Ukraine,  the risk of deals 
not reaching the agreement or the comple-
tion stage was high last year in central and 
eastern Europe (CEE). Financing was con-
strained and bank lending more cau-
tious in the region in 2011, causing 
deals to be long-drawn. The re-
port also noted the substantial 
interest in the region shown 
by major private equity 
fi rms like KKR, BC Partners, 
and Apax Partners, main-
ly for targets in Poland. 
It also found specifi c 
trends in the Bulgarian 
M&A market. 

Among the key specif-
ics of the M&A market 
in the region in 2011, CMS 
highlighted the following: 
domestic players replaced 
global investors who exited 
mainly key sectors like energy, 
banking & fi nancial and media; 
debt restructuring was the main 
driving force behind most deals in 
the private sector and most of the M&A 
targets were small-and-medium sized enter-
prises.

The CMS law fi rm expects these trends to 
be carried over into 2012, when it anticipates 
fewer deals closed than last year, mainly due 

to uncertainties in Europe and the strained 
fi nancial resources of local players.

Ernst & Young said the U.S. business was the 
most active investor in the CSEE region last 
year, closing 46 M&A deals, followed by the 
UK with 33 and Germany with 31.

 Although markets seemed supportive of large 
M&A deals in the fi rst half of 2011, scrapped 
transactions in Europe reached a record high 

number from January to early November last 
year according to data from Dealogic. Its re-
port cited increased volatility and investor 
concerns over potential buys leading to 293 
deals worth a combined 131.3 billion U.S. dol-
lars being dropped in 2011. This fi gure, the 
highest since 2008, is double the one recorded 
in 2010, making Europe the top target region 
for dropped M&A moves last year, with near-
ly a third of the total number of withdrawn 
deals globally, again a record high.

Seven of the biggest deals closed in 2011 were 
announced before August of that year when 
markets in Europe saw the sharpest fall since 
October 2008. As the crisis in Europe deep-
ened, investors adopted gradually a wait-
and-see attitude, Bloomberg quoted Paul 

Parker, global head of M&A at Barclays Plc 
in New York, as saying.

As regards hostile takeovers, 2011 
was one of the least hostile pe-

riods in the last seven years, 
according to investment 

consultancy Mergermar-
ket. Globally, hostile deals 
accounted for 6.8% of 
the total value of all pub-
lic transactions in 2011, 
while a year earlier they 
made up slightly over 
half of all transactions. 
Hostile off ers accounted 

for 49.8% of the value of 
unsolicited off ers made 

last year, with 32 transac-
tions valued at 4.5 billion 

U.S. dollars.

CMS said it sees the crisis in euro-
zone not only acting as a constraining 

factor for deals in 2011, but also bringing 
attention to the importance of diversity of 
risk profi les across the CEE region. Although 
the crisis could hurt the deal environment, 
it is expected to lead to restructuring, asset 
sales and privatisation transactions in CEE 
in 2012, CMS concluded .

Although markets seemed supportive of 
large M&A deals in the fi rst half of 2011, 
scrapped transactions in Europe reached 
a record high number from January to 
early November last year, according to 
data from Dealogic.
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What role do you see for the gov-
ernments in Southeast Europe, on 
the one hand, and Cisco and the 
business community in general, on 
the other, in better understand-
ing the value of human capital and 
what role does technology play in 
this process?
Cisco has an extensive business network 
throughout SEE but we achieve an even big-
ger leverage thanks to our partners. With 
more than 1,000 resellers and system in-
tegrators in the region, we believe we are a 
crucial part of the local economy. And that is 
not only because of our partner network but 

also because of Cisco Networking Academy, a 
programme that delivers ICT training to help 
improve career and educational opportuni-
ties. Since the inception of this programme 
some 10 years ago, we have trained almost 
100,000 students in the SEE region. As we 
move towards a knowledge-based economy, 
human capital comes into sharper focus. And 
since we are talking about small countries, 
typically without abundant natural resourc-
es, where they can gain an edge is through a 
better use of human resources and innova-
tion. The value of human capital is on the rise, 
and Cisco would like to foster this develop-
ment, especially in view of the fact that the 

recent trends – the upsurge in mobility, cloud 
and video - all play in favor of using human 
capital better.

What is the outlook for mobile data 
traffi  c in SEE? What are the challeng-
es that the proliferation of band-
width-hungry devices poses to its IT 
infrastructure?
We can safely say that globally in the next 
four to fi ve years, every year mobile data traf-
fi c will double. And SEE is no exception. To-
day less than 50% of mobile traffi  c is video, 
and we expect this share to rise to 65-70% 
over the next four-fi ve years. And while video 

SEE stakeholders need to ally to 
boost absorption of technology

California-based Cisco designs, manu-
factures and sells Internet Protocol-
based networking and other products 
related to the communications and 
information technology industry and 
provides services associated with these 
products and their use. Approximately 
70% of the world’s Internet traffi c fl ows 
through Cisco networks. The company 
has more than 66,000 employees world-
wide and more than 475 offi ces in 165 
countries. Cisco is currently focusing on 
fi ve foundational priorities: leadership 
in core networks including comprehen-
sive IT security and mobility solutions, 
collaboration, data centre virtualisation 
and cloud, video and architectures for 
business transformation.

Peter Hajdu, 
Cisco director general 
for Southeast Europe

by Georgi Georgiev
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right now is mainly entertainment-driven, it also 
has crucial applications in doing business like in in-
tra- and inter-company collaboration. This is one of 
the most important trends that we are seeing. And 
why am I so confi dent that SEE is not an exception 
when it comes to these trends? Because all of our 
customers in the region’s telecoms sector either 
have a plan for or are already implementing 4G and 
we are partnering with pretty much all of them. 
There is another interesting factor from our per-
spective and this is wireless offl  oad. This amount of 
data can be carried not only through 4G networks 
but also through other smart wireless solutions 
that can make the necessary infrastructure more 
cost eff ective.

The majority of the IT infrastructure in SEE 
is based on traditional connectivity devic-
es that do not support high-bandwidth 
data services such as advanced e-health 
and multichannel TV. What is your im-
pression of how high the issue of digital 
development catch-up is on the agenda 
of industry stakeholders?
Updating telecoms networks is expensive and tel-
ecoms need to have a solid business plan. This is a 
very complex subject matter – how to eff ectively 
and effi  ciently operate a network – and it becomes 
an even bigger issue as average revenue per user 
continues to fall. The challenge for operators in SEE, 
where with the exception of 
maybe Romania, markets are 
on the smaller side, is how to 
reach a proper scale and that 
also drives market players 
towards regionalisation. This 
can be seen in the strategy of 
several telecoms groups that 
have operations in multiple SEE markets. Building 
out these networks, having common multi-country 
standards will undoubtedly bring advantages. The 
tendency is evident in other successful businesses 
as well, like retail trade and banking. After having 
become successful at home they want to expand 
abroad. They all try to share their cost base across 
multiple markets and this is to the benefi t of the 
region as a whole because companies will achieve 
growth and will also increase the effi  ciency of their 
operations.

What technological, policy or funding bot-
tlenecks do you see in the SEE region that 
need to be tackled at both the public and 
corporate end so as to promote the ab-
sorption of next-generation technology?
When it comes to broadband development in SEE,  
the bottlenecks are defi nitely not technology-relat-
ed. It is interesting to look at how diff erent parts 
of society are taking advantage of technology. Con-
sumers are already there in terms of demand with 

some countries ahead a bit and others behind a 
little, but overall SEE countries do well in surveys 
showing mobile penetration and consumer use of 
connected devices. Where we see the region falling 
behind is the supply end, supply by businesses and 
supply by the governments in terms of e-services. 
We at Cisco believe there is potential GDP growth 
that can come from proper prioritisation of each 
country’s digital agenda and we are currently par-
ticipating in some of these discussions across the 
region. In any given SEE country you have some 
of the required fundamentals and they are quite 
strong like, for instance, math and science educa-
tion. In terms of people using mobile Internet, SEE 
countries are usually more or less in the middle of 
the range in global terms. The areas of concern, 
however, start to become evident when we look at 
the importance that governments in the region at-
tach to ICT in terms of policy, the impact of ICT on 
services and products, the capacity for innovation 
in the region and how local businesses absorb tech-
nology. The ability to absorb and utilise technolo-
gies has crucial implications for competitiveness. 
Consumer demand pushes the SEE countries’ glo-
bal footing up but their standing is undermined by 
lower levels of technological uptake in the business 
and government sectors. And if you improve that 
part of the equation, your overall position would 
improve as will the competitiveness of the respec-
tive economy. Most mobile applications that peo-

ple use today are leisure- and 
entertainment-driven. But 
why wouldn’t a government 
try to provide you with an ap-
plication that would help you 
improve your health care, tax-
ation situation, your access to 
administrative services? The 

same is true for banks and other businesses. And 
this is where the issue of technology absorption 
comes into play.

Based on Cisco’s wealth of experience on 
more technologically mature markets, 
could you give us a broad sense of the po-
tential competitiveness upside that the 
SEE businesses could gain from broad-
band-based initiatives?
Internet and networks help produce, sell and ac-
quire products and services better than before, 
especially if you are a small or medium-sized busi-
ness (SME). Industry data shows that any company 
that uses Internet actively in its business processes 
grows twice as fast and, contrary to popular belief, 
the impact of Internet is predominantly felt in tra-
ditional industries, not only IT. To help SEE in that 
respect, Cisco is conducting country-specifi c broad-
band assessments. One such report has been done 
in Bulgaria and we are already engaging with three 
or four other SEE governments, including Croatia 

Ability to absorb next-generation 
technologies is crucial for the com-
petitiveness of the SEE region
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and Macedonia. These assessments basically try to 
understand the impact of Internet and technology 
absorption for the various sectors of the economy, 
resulting in a country-specifi c report that can be 
built into policy. 

What are your impressions of the pace 
of IT spending in the SEE region in 2011? 
What sectors are boosting their IT budg-
ets and where is the belt still tight? How 
lasting an impact do you expect govern-
ment austerity measures would have on 
IT spending and technological develop-
ment in the region?
The SEE economies are tightly linked with what 
is going on in the EU and this has a direct impact 
on their ability to export and import. However, 
this challenging environment creates an opportu-
nity for investment because it forces businesses to 
think how they can achieve 
higher productivity and 
competitiveness. The 
most important driver for 
economic growth for the 
economies in the region 
is the ability to be part of 
global and European value 
chains and generate 60-
70% of their GDP from 
trade. To become an effi  -
cient participant in these 
value chains you need to 
understand technology 
and how to integrate it 
into your business process-
es. Some of the large com-
panies in the SEE region, like banks, do it very well. 
But the true impact in terms of economic growth 
will be felt when this pervades SMEs as well. We 
still have a long way to go in that respect because 
this drive requires not only proper broadband ac-
cess and infrastructure but it also requires tech-
nological understanding and knowledge from the 
top down. So the educational and training angle is 
critical in order to unlock this potential.

Could you highlight some of the benefi ts 
that the cloud and video-conferencing 
could bring to both the private and public 
sectors in the region?
The way we work and the way we access informa-
tion is becoming increasingly visual, mobile and 
social. And this is especially true as the internet 
generation is entering the workplace. With video, 
businesses can integrate themselves into glo-
bal value chains and it helps people collaborate 
across companies and borders. We have a Cisco 
development centre in Bulgaria which develops a 
Facebook-like platform for companies that enables 
social collaboration within and across businesses, 

a key strategic area for Cisco. Cloud is another in-
teresting phenomenon, as it completely changes 
the way companies, including SMEs, can consume 
IT. It off ers much more fl exible and cost-effi  cient 
models to access IT infrastructures, services and 
applications. 

Could you provide an example for a suc-
cessful private-public sector collaboration 
involving Cisco in SEE that could provide a 
blueprint for the rest of the region?
With IT spending conditions in the public sector 
expected to remain challenging over the next few 
quarters, there are still smart ways for cost-cutting 
through cloud-based models which are suitable for 
the needs of local authorities across the region. The 
example that the city of Ljubljana is setting shows 
that there is a cost-effi  cient way to do broad-based 
technological deployments with the help of private 

sector partners. In Ljublja-
na, the city wanted to have 
its own development strat-
egy to become competitive, 
draw investors and create 
jobs. The city-wide wireless 
infrastructure that is being 
built by Telekom Slovenije 
is a cloud-based multi-
service solution that will 
enable the city to provide a 
multitude of services to its 
residents and businesses. 
After complete deploy-
ment, the Wi-Fi network 
is planned to cover 90% 
of the center of Ljubljana. 

All the necessary applications will be engineered by 
local high-tech companies. This is exactly the type 
of ripple eff ect in terms of economic activity that 
can be triggered thanks to such projects. We expect 
interest towards such initiatives across the region. 
Now we have a model how we could bring the same 
benefi ts to other cities in the region that are looking 
for similar outcomes.

What benefi ts do you expect the EU 
membership will bring to Croatia in terms 
of digital infrastructure development?
We expect a positive impact based on the access 
Croatia will get to EU funds which is something 
we have seen in the past in other countries in cen-
tral Europe, where major investment cycles were 
jumpstarted by the availability of new sources of 
fi nancing. We all know how important is the im-
plementation of the Digital Agenda for the EU and 
its member states. And again since the absorption 
of funding is always localised, understanding the 
impact of the Internet and technology in terms of 
economic development and competitiveness will 
be important for the government in Zagreb.

65-70% 
Expected share of video in data traffic 

in next 4-5 years vs less than 50% 
today
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Where does Southeast Europe 
stand compared to the rest of the 
world in terms of MBA studies? Do 
you see things changing? In which 
SEE countries is MBA awareness 
highest?
Let’s try to illustrate the answer with some 
relevant statistics. In the USA approximately 
100,000 people enrol in MBA programmes 
each year, which represents 0.05% of the 
total population. In SEE those numbers are 
signifi cantly lower. For example, in SEE only 
0.005% of the total population start with 
MBA education.
The good news is that those trends are 
changing for the better and the number of 
people seeking credible business education 
and internationally accredited MBA such as 
COTRUGLI Business School is steadily increas-
ing across Southast Europe. Companies are 
becoming increasingly aware that managers 
holding an MBA degree from a recognised 
business school bring additional value to 
the company. On the other hand, many MBA 
graduates achieve impressive business re-
sults which spreads the good word among 
their colleagues and friends.    
In terms of SEE countries where MBA aware-
ness is highest, these are defi nitely Croatia, 
Serbia, Slovenia, Bulgaria and Romania, while 
it is considerably lower in Bosnia and Herze-

govina and Macedonia. 

What are the main challenges facing 
managers in Southeast Europe?
The main challenge is to keep pace with the 
fast and unpredictable development of the 
world economy, to ensure that they need to 
continously learn and develop themselves, 
continously build their networks.

Is there a tendency for companies in 
SEE to decrease their investments in 
employees’ education due to the cri-
sis? Is there a change in the ratio of 
company-sponsored to individually-
sponsored participants in your MBA 
programmes in the past years?
The leading companies in SEE, to a larger ex-
tent, do not decrease investments into high 
quality business education. In fact, most of 
them decide to invest even more into the 
best people they have and it is that mindset 
which fuels their continuous growth.
In time of crisis they see a way out in select-
ing the best people, educating them properly, 

and letting them lead the company out of 
the crisis. 
Regarding the ratio, in the previous years we 
had more than 60% company-sponsored par-
ticipants on our MBA and Executive MBA pro-
grammes. Then the recession came and now 
the same percentage of participants fi nance 
the programme individually. However, the 
most successful companies did not decrease 
the number of participants sent to our MBA 
programmes. 

How does investment in business ed-
ucation pay off ? What are the main 
benefi ts of an MBA programme?
The main benefi ts of internationally accred-
ited MBA programmes at COTRUGLI Business 
School are the exceptional networking op-
portunities with more than 10,000 regional 
top and middle managers, lectures compat-
ible with full time employment, interactive 
and innovative learning methods based on 
business practice and applicability, interna-
tionally accredited MBA diploma, experienced 
lecturers, practitioners and consultants from 
globally respected business schools. 
MBA itself is not a magic wand – it provides 
each participant with access to all skills and 
business networks needed for a modern 
manager, but it’s up to each participant how 
well he or she will utilise it.

Cotrugli: Investing 
into a company’s 
best people fuels its 
continuous growth

COTRUGLI Business School is the leading business school in SEE, 
focused on providing premium business education services to execu-
tives and entrepreneurs in this region. The core of COTRUGLI pro-
grammes are various MBA programmes, including MBA, Executive 
MBA, Chief Executive MBA and DBA, each targeting different level 
of executives. 

Marko Kucic, 
Cotrugli Business School 
Director of Business 
Development

by Nevena Krasteva

MBA itself is not a magic wand - it’s up to 
each participant how well he or she will 
utilise it.



www.cotrugli.eu/cemba

cemba@cotrugli.eu

+385 (1) 3706 270 ZAGREB / BELGRADE / LJUBLJANA / LUXEMBOURG

Seal of Success
Chief Executive MBA Program is specially designed  
for Chief Executives (CEOs and Board Members)
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by Martin Miliev, Project Manager at Perceptica Media Research

social media and 
have done so rather 
tentatively. Most banks to-
day are still bewildered by and reluc-
tant to use social media. 
In the meantime, we are witnessing an ever 
increasing adoption of social media among 
consumers. Additionally, consumer brands 
have been fl ocking to Facebook, Twitter 
and the likes for a while now and have been 
shaping the expectations and habits of how 
people interact with brands in this medium. 
These expectations and practices are sub-
sequently transferred onto other product-
and-service categories with less distinct 
business-to-consumer profi le, like the bank-
ing industry.
As a result of these trends and processes, as 

the Accenture re-
port points out, peo-

ple are now looking forward 
to engaging with their fi nancial service 

providers via social media too and generally 
demand:

Information about promotions and spe- 

cials;
Customer service & advice; 

Opportunity to post reviews, complaints,  

and questions;
Opportunity to read reviews, complaints,  

and questions from other customers.

The opportunities ahead
Banks can utilise social media as a listening 
device, a products-and-services develop-
ment/enhancement tool, and a customer 

Banks need to cherish social 
media, not shy away from them
How do foreign banks cope with the social media challenge 
compared with Bulgarian lenders?

The social media rise to promi-
nence over the past decade has 
been well documented. 
It comes as no surprise that the 
sheer power and possibilities, of-
fered by the user-generated media, 
have enthralled marketing and 
communication specialists and 
forced them to search for ways to 
tap this vast potential. 

Although social media have turned into a nat-
ural fi t for consumer brands, leading consult-
ing companies Accenture (Social Banking – 
Social Network Imperative, August 2011) and 
KPMG (The Social Banker: Social media les-
sons from banking insiders, April 2012) have 
stressed out the fi nancial services sector has 
been sluggish to embrace social media. Even 
The New York Times has recently run a spe-
cial report on this phenomenon (Banks Slow 
to Embrace Social Media, 26th April 2012).

The challenging reality
The world’s banking sector is facing the 
rather daunting task of catching up when it 
comes to interacting with its clients in the 
social media. Few fi nancial institutions have 
dared to undertake any measures to leverage 
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service channel.
The social media provide access to una-
bashed end-user opinions and the market-
ing managers get a chance to look at the 
brands through the eyes of their customers. 
Also, client feedback gathered this way can 
be cheaper, easier and faster to collect in 
comparison to traditional customer service 
and marketing outlets. This can prove vital in 
keeping the brand relevant.
Following this train of thought, the market-
ing managers can solicit information from 
the customers with regard to new product 
development and improvements. The user-
generated media is a great source for gaining 
insights about the most salient issues related 
to a product or service.
Last but not least, banks can utilise various 
social-media platforms as eff ective customer 
service channels. The interaction in this me-
dium can help build stronger rapport with 
the customers and might prove very cost 
eff ective whenever the customers are given 
the opportunity to read reviews, complaints 

and questions from other customers.

Where do Bulgarian banks stand?
The Bulgarian banking industry - making 
sense of the media buzz analysis we did for 
SEE Top 100 last year confi rmed the obser-
vations of our colleagues at Accenture and 
KPMG. Local banks did not show any serious 
signs of attempts to engage and utilise social 
media.
On the other hand, the topics that dominat-
ed the conversations in the Bulgarian social 
media suggested the user-generated content 
carried all the prerequisites to provide the 
banks’ brand and communication managers 
with valuable and meaningful insights. 
With regard to utilising the social media as a 
customer service channel, in 2011 we saw al-
most no eff orts in this area. A brief look at the 
leading banking institutions in Bulgaria this 
year shows that a few of them have taken 
serious steps to establish their presence in 
Facebook and Twitter and actively interact 
with their customers on these social-media 
platforms. 

The action plan
First of all, the banks’ brand and communi-
cation managers need to identify the most 
relevant social-media platforms in terms of 

target demographics and content. Not all so-
cial-media platforms are the same and that 
is why they tend to display rather diff erent 
agendas and dynamics.
The next step is setting up a response sys-
tem. This goes beyond plain customer sup-
port desk addressing client complaints and 
PR crisis management. The marketers need to 
make sure the data and insights gathered via 
the social-media listening are disseminated 
to all interested parties (product develop-
ment teams for example), not just the com-
munication team. Additionally, all interested 
parties should have at their disposal proper 
means to act timely on the information re-
ceived from the social media intelligence.
Following these simple steps is the only prop-
er way for any organisation, not just fi nancial 
institutions, to establish and benefi t from 
genuine social media engagement.

Banks can utilise social media as a listen-
ing device, a products-and-services devel-
opment/enhancement tool, and a custom-
er service channel.

A brief look at the leading banking insti-
tutions in Bulgaria this year shows that 
a few of them have taken serious steps to 
establish their presence in Facebook and 
Twitter and actively interact with their 
customers on these social-media plat-
forms.

Bulgarian banking industry - making sense 
of the media buzz, a study by Perceptica 
Media Research.
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LinkedIn, Facebook, Twitter, Google+, pro-
book, Pinterest, Foursquare, Tumblr, Flickr, Pi-
casa…   Social networks are everywhere; they 
are referred to increasingly often and in gen-
eral have become a part of our society. How 
many of them, however, have anything to do 
with corporate culture and what uses are 
they put to? Which ones have a bearing on 
corporate performance, on employer brand-
ing and on recruitment?

The most important question is ‘Why?’. 
There are two reasons for the networks’ in-
creasing importance. The fi rst is the fact that 
the online life of more and more people is 
taking place in social networks. The second, 
and more important from a practical point 
of view, refers to the so-called “passive job 
candidates”. These are people who are good 
at what they do and relatively satisfi ed with 
their current position. They do not actively 
seek a new job, do not check job announce-
ments but would consider an interesting 
proposal. It is the recruitment of such peo-
ple that has always been one of the biggest 
challenges in human resource management, 
mainly because of their value as profession-
als. From this on comes the ‘How?’

All social networks share one goal – to en-
sure you have a large group of followers with 
whom to share information. When you have 

a piece 
of news, 
a job vacan-
cy or just some-
thing to tell others, 
this is the way for it to be 
seen. Naturally, each social network 
has its specifi c target audience, accepted 
manners of communication and behaviour, 
along with other specifi cs. We need to con-
form in order to be able to develop our real 
image and to be sure that it would be seen in 
the way we want. We should also have a clear 
idea about the purpose of participating in a 
network and the expected results from this 
communication.  This is how we choose the 
social network where we direct our eff orts: 
according to its use, the presence of the peo-
ple we need and the expected results from 
our eff orts.

When our goal is developing employer brand-
ing or recruiting new staff , we usually turn to 
Facebook, LinkedIn, and - in Bulgaria - to pro-
book. The reason is simple enough – these 
networks group a signifi cant number of the 
users we need, our target group is represent-
ed best and the eff ort we put in pays off  most 
easily. There is a clear-cut distinction between 
the ways diff erent social networks are used. 
Several things should be borne in mind: the 
diff erences between the networks, the audi-

e n c e s , 
and the 

manner of 
communication; 

actions should be 
planned with care.

Facebook is the lighter network, with freer 
communication. Here we could tell stories, 
jokes, aiming, among other things, to create 
an emotional bond between users and the 
brand. Facebook is the better choice for devel-
oping and getting the employer brand across. 
LinkedIn is a professional network, the tone 
and topics of discussion are more serious, so 
communication cannot be as light-hearted 
as it is on Facebook. LinkedIn is most often 
used for recruitment – researching, getting 
to know and attracting the people we need. 
A manner of communication too frivolous 
would clash with our eff orts.

The main steps in the initial recruitment of 
new staff , especially key, rare employees, 
and also of passive candidates, are: attract-
ing attention (making available to them the 
information about the job vacancy); holding 
attention (make sure they like what they read 
about the job position, the possible inter-
mediary and most of all about the company 
off ering the job); agreement to act (getting 
them to agree to apply for the job). In the 

Using social 
networks in 
recruitment
by Svetlozar Petrov, 
Managing Director of JobTiger

JobTiger, a member of JobTiger 
Business Group, is a career web-
site and HR agency based in Sofi a, 
 Bulgaria. 
The company was established in 
November 2000 by the Bulgarian-
American Enterprise Fund.

Image by 
svilen001
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modern world, all three steps take place in 
social networks. How do they happen?

Attracting attention
This is usually done by advertising job posi-
tions on professional websites, LinkedIn, Bran-
chOut, Facebook, probook or another appro-
priate place. These advertisements are then 
shared in the social networks: as statuses on 
Facebook, LinkedIn and Google+, and on the 
walls of appropriate groups that we are part 
of; they also appear as messages on Twitter 
(it is essential here to be able to convey what 
is most important in 140 symbols.).

Don’t forget that when you share some-
thing from your profi le in a social network 
or group, in order to make this something 
reach your audience, you need to have many 
friends and fans of the profi le or group. The 
more the better. If you succeed, your adver-
tisement will reach a large part of the target 
audience.

For instance, if you target IT professionals, 
you should aim to publish content and com-
municate in a way that would make sure your 
profi le is read by the maximum number of IT 
professionals. You need to be well informed 
and choose carefully the networks used by 
the target professionals. For example, IT pro-
fessionals did not use LinkedIn in the past, 
but are on it today.

Holding attention
Here the preliminary eff orts in employer 
branding pay off  in creating and maintaining 
the public image of your company. It is impor-
tant what circulates about your company on 
social networks but also in blogs, forums, etc. 
Pay constant attention to these things and 
take good care of the online image of your 
company. This takes time and sometimes 
money but it invariably pays off .

The bulk of the eff ort here should be put into 
continual monitoring of all profi les, blogs 
and forums, and the processing (replies) of 
all commentaries and questions, honestly 

and openly. You can 
openly share some 
non-confi dential de-
tails from the kitchen. 
People like to know 
what’s going on and take 
a peek behind the scenes.

If everything goes fi ne at this 
stage the potential candidates who 
have seen your advertisement will show 
further interest and will like what they have 
seen and read about your company. They will 
picture themselves at the position and be 
willing to take further steps.

Agreement to act
At this point, depending on the type of re-
cruitment you are dealing with, the candi-
dates will submit their application for the 
advertised position or will be willing to talk to 
you about it. The recruitment process is not 
complete, of course, but this is an actual step 
forward and a practical result from the step 
taken before it.

Here you often have to be the active side and 
initiate communication with the potential 
candidates. If they accept the conversation, 
describe what you off er and discuss details 
they could be interested in. Be ready to take 
this communication one step further – by 
phone or in person – and most importantly 
be ready with an off er.

Other options
Big professional networks such as LinkedIn 
and probook in Bulgaria also off er other op-
tions in recruitment. These are paid services 
but practice shows they are very useful and 
worth the money and eff ort invested, espe-
cially with “diffi  cult” positions where there 
are few candidates.

The main option is search in their databases 
by specifi c criteria. With this you could fi nd 
people who have the exact education and 
qualifi cations you need, and the necessary 
professional experience. Since these are pro-
fessional networks their members usually 

supply this information. Their profi les there 
are so detailed that over the last year an in-
creasing number of the big job advertising 
websites has started allowing applications 
for advertised positions with LinkedIn or 
probook profi les instead of the standard CV 
format, a practice welcomed by the business 
world.

There are also options to get in touch with 
the selected candidates, to maintain the con-
tact and the history of the contact, etc. These 
instruments develop and improve over time 
to such an extent that LinkedIn at the mo-
ment has one of the fi nest and most modern 
systems at the disposal of human resource 
managers.

In conclusion
The human resource management world is 
orienting itself increasingly towards active 
use of social networks, of course in combina-
tion with the traditional job advertising web-
sites and traditional recruitment methods. 
We are far from a complete automatisation 
of the process and I personally don’t believe 
this would be either possible or good. Yet, 
the modern methods, the combination of 
tradition and trend is undoubtedly useful as 
it improves the results and makes the whole 
process cheaper.

It is essential to remember that social net-
works should be treated with care and it is 
best to be handled by professionals. Careless-
ness could bring about damage and a bad im-
age while careful use could help us be more 
effi  cient and successful. It is all up to us.

Image by sqback
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By Diana Koshedzhiyska, 
Social Media Strategist, SocialMe Bulgaria

Bulgarian 
companies in 
social networks: 
the untapped 
stream 
of online 
marketing

The Bulgarian market is often ad-
dressed as undeveloped or hard to 
adopt new technologies. When it 
comes to social media marketing, 
however, this is by no means true. 
Bulgarian companies are among 
the most open-minded across Eu-
rope in terms of the need of online 
presence and development, the 
search for new audience and the 
engagement of the existing one. 

Total Facebook users in September 2012

31,467,900

5,077,660

3,847,100

3,513,820

2,438,400

1,573,340

1,310,900

1,084,880

941,240

714,520

308,480

260,060Moldova

Montenegro

Slovenia

Macedonia

Albania

Bosnia and 
Herzegovina

Croatia

Bulgaria

Serbia

Greece

Romania

Turkey

turned to this medium to promote their 
products and services. After analysing the 
profi les of our friends, we can easily conclude, 
however, that almost every user is a fan of 
at least fi ve corporate pages, managed by a 
marketing team with a developed strategy 
and specifi c targets. This wide penetration 
of companies in the everyday life and spare 
time of the users is unprecedented for our 
market. The everyday life of a major part of 
young and working Bulgarians invariably in-
cludes checking Facebook. To what extent do 
the companies manage to react adequately 
to this new environment?

Many examples of successful campaigns 
can be listed – technology companies, FMCG 
companies, small local companies. The origi-
nal ideas and the preliminary targets are the 
most important features at startup. The con-
stancy and the right targeting are the next 

factors to determine the success of the cam-
paigns. 
The online presence itself is sometimes 
misunderstood by the companies as Face-
book is an almost free environment, but 
it requires investments in developing the 
right strategy, fi nding the appropriate audi-
ence and creating the right promotional ac-
tivities. And while large companies are well 
aware of these specifi cs and work properly, 
it is unfortunately very common to see im-
proper activities breaking the offi  cial rules 
of Facebook. To alleviate the problems in our 
market, which  result from the strong and 
rapid development of the sector in Bulgaria,  

34%
Facebook penetration in Bulgaria.

The online presence itself is sometimes 
misunderstood by the companies as Fa-
cebook is an almost free environment, but 
it requires investments in developing the 
right strategy.

Facebook reaches almost 34% of the popu-
lation of the country, which represents over 
70% of the people who have Internet access, 
according to statistics provided by Social-
Bakers.com. This means that it is the most 
watched, read and preferred media and com-
munication environment, which makes it the 
most preferred  for marketing activities as 
well. For comparison – in Germany Facebook 
reaches 30% of the population, in Poland – 
24%, in Romania – 23%. 
There is no exact statistics on how many 
companies on the Bulgarian market have 
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All statistics in this article are provided 
by SocialBakers.com
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a sector association – BAADC - was recently 
established.
Bulgaria is still an underdeveloped market for 
Facebook advertising – it is used by too small  
a number of companies and this keeps prices 
low (Bulgaria ranks 164th out of 213, in terms 

of prices for advertising). An average price 
of 0.15 U.S. dollars per click allows regular 
investments of small amounts for achieving 
higher results not only online but offl  ine as 
well. Facebook Ads are a proven instrument 
for various promotional campaigns for new 
products. Advertising  these products in the 
social network can be crucial for reaching the 
right audience. The best way for a company 
to see if Facebook can support its activities 
is to test the advertisements. The opportu-
nity for a narrow, interest-based targeting 
designed not only according to demographic 
characteristics makes this environment even 
more attractive. 

Bulgaria is still an underdeveloped mar-
ket for Facebook advertising – it is used 
by too small a number of companies and 
this keeps prices low.

The willingness of the companies to de-
velop their presence in the social networks 
is more and more visible but a very small 
part of them can take credit from a success-
ful marketing campaign in Twitter, Google 
Plus or YouTube. Facebook will remain the 
preferred channel for yet another year and 
we can hardly imagine how and when this 
could change. But one thing is certain: more 
courage and creative ideas can change the 
distribution of marketing activities in the 
social networks. 
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The Avengers, the smash hit that joined the 
elite club of movies with a global box offi  ce 
of above 1 billion U.S. dollars in just 19 days, 
is number one in the period January-July only 
in Bulgaria and Romania. The title positions 
itself at number three in Croatia, number 
two in Serbia and Montenegro (the provided 
chart combines the fi gures for the two coun-
tries) and number seven in Slovenia. The suc-
cess of the Marvel superhero fi lm illustrates 
several trends visible worldwide.

Firstly, the box offi  ce is completely dominat-
ed by movies produced by major Hollywood 
studios. Such titles account for 100% of the 
top 10 rankings in Bulgaria, Croatia, Slovenia 
and Romania, with only Serbia and Montene-
gro showing somewhat stronger preference 
for domestic fi lm production.
Secondly, it shows that the region has not 
been left untouched by the worldwide ten-
dency for cinema-goers to prefer movies ei-
ther shot in or converted to 3D format. Eight 
of the fi rst 10 pictures in Bulgaria and Roma-
nia came in 3D, compared with six in each 
Croatia, Slovenia and Serbia and Montene-
gro. However, their higher ranking can also 
be attributed to the 3D-surcharge, which lifts 
ticket prices.
Among the Hollywood titles, audiences in 
the region tend to select fl icks with sci-fi  ele-
ments which off er pure entertainment. This 

Hollywood rules in SEE’s cinema 
halls
by Trayan Koyankov

An analysis of what fi lms cinema 
goers in Southeast Europe liked 
most in the fi rst six months of 2012 
highlights both universal and coun-
try-specifi c trends.

explains the success not only of The Aveng-
ers but also of John Carter (the fi lm became a 
notorious fl op in its native the USA), Wrath of 
The Titans (it also disappointed in the USA), 
Men in Black 3, Journey 2: The Mysterious 
Island, Prometheus, Underworld Awakening, 
The Hunger Games. Moreover, the excellent 
box offi  ce performance of the comedy The 
Dictator, which failed to lure many cinema-
goers in the USA, is a strong example of a re-
gional rather than a global hit.
The success of the Sascha-Baron Cohen ve-
hicle, coupled with that of American Reun-
ion and This Means War, also indicates that 
audiences in Southeast Europe cannot resist 
the temptation of Hollywood comedies. Fur-
thermore, the strong results of Madagascar 
3: Europe’s Most Wanted, Puss in Boots and 
Dr. Seuss’ The Lorax means that animated 
Hollywood titles in 3D are also an extremely 
hot property in the region.
When looking at the box offi  ce performance 
of non-Hollywood titles in the region in the 
fi rst half of this year it is obvious that they are 
faring much worse. Thus, the highest-ranking 
foreign title produced by a non-major studio 
in Bulgaria is Steven Soderbergh-directed 

Haywire at number 25. In Serbia and Mon-
tenegro and in Slovenia the honour goes to 
the UK drama Iron Lady at number 18 and 16, 
respectively, while independent comedy One 
for The Money ranks at number 24 in Roma-
nia.
French phenomenon Intouchables, which 
attracted more than 350 million U.S. dollars 
around the world, fares well only in Croatia 
where it charts at number 11 in the fi rst six 
months of the year, while it is at number 37 
in Serbia and Montenegro, number 31 in Slov-
enia, number 39 in Romania and number 44 

Locally-made titles arouse greatest inter-
est in Serbia and Montenegro where Ser-
bia’s Professor Kosta Vujic’s Hat topped 
the chart with a box offi ce result four times 
the fi gure of the runner-up.

Image by Paramount Pictures / Forum Film Bulgaria
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in Bulgaria. French The Artist, the winner of 
the last Academy Award for Best Picture, can 
be found with a relatively poor ranking at 
number 45 in Bulgaria, number 42 in Croatia, 
number 34 in Serbia and Montenegro, number 
46 in Slovenia and number 53 in Romania.
As a whole, non-English language fi lms ac-
count for 10% of the top 50 in Bulgaria and 
Slovenia, 12% in Croatia, 20% in Serbia and 
Montenegro and only 2.0% in Romania.
It is interesting to see how local produc-
tions perform against their more powerful 
competitors produced outside of the region. 
Locally-made titles arouse the greatest inter-
est in Serbia and Montenegro where Serbia’s 
Professor Kosta Vujic’s Hat topped the chart 
with a box offi  ce result four times the fi gure 
of the runner-up. Ustanicka Ulica, also a Ser-
bian title, ranks at number 5 in the combined 

chart with Montenegro.
In Bulgaria, despite the lack of box offi  ce stars 
such as last year’s Love.net and Operation 
Shmenti Capelli, and Mission London in 2010, 
two Bulgarian titles made it into the top 20 
ranking at home – The Foreigner at number 
13 and Rapid Reaction Corps at number 16.
Angelina Jolie-directed controversial Bosnian 
War drama In The Land Of Blood and Honey 
ranks at number 11 in Croatia, while the high-
est-charting entirely regional title Larin Izbor: 
Izgubljeni Princ is at number 34 (it was, how-
ever, released at the end of June). No fi lms 
produced by local fi lm makers entered the 

top 50 rankings in Romania and Slovenia in 
the fi rst six months of this year.
The obvious dominance of Hollywood titles 
in the cinema theatres may be explained 
partly with desire to escape, briefl y at least, 
from the tough reality of everyday life. It is 
thus not strange that sci-fi  and comedy are 
the fi lm genres that prevail in the box offi  ce. 
In the last few years the global fi nancial crisis 
and its hardships have undisputedly made 
more people seek fun and entertainment on 
the big screen. And there is actually no one 
better than the Hollywood movie industry 
with its big budgets in providing exactly 
the right solution for these cinema goers. At 
the same time, the success of animated and 
comic-based fl icks is a solid proof that going 
to the cinema hall has turned into a family-
orientated entertainment rather than a 
thought-provoking one.
On the other hand, the economic crisis has 
had a negative impact on the purchasing 
power, which means that cinema-goers have 
had to limit their fi lm selection. Therefore, 
many prefer to spend their hard-earned cash 
on titles with abundant special eff ects, and 
especially presented in 3D format as the 
technology continues to be a gimmick still 
tough to be recreated at the same magni-
tude at home. As a result, various independ-
ent American or European movies have a 
chance to break out only on blu-ray, pay TV, 
video on demand or during festival show-
ings. The ever-increasing power of legal and 
illegal download, or streaming, is also taking 
its toll.
To sum it up, every U.S.-made, 3D, big-budg-
eted sci-fi  or animated movie, with one or 
two comedic touches, stands considerable 
chances to be a hit in the region, while pro-
ductions ‘Made in SEE’ have a long way to go 
before turning into blockbusters.

Bulgaria (in U.S. dollars)
Rank Movie Title Gross

1 The Avengers (2012) 734,545

2 John Carter 560,026

3 The Dictator 472,628

4 Wrath of the Titans 452,696

5 MIB 3 413,347

6 Journey 2: The Mysterious Island 354,452

7 Prometheus 340,109

8 Madagascar 3: Europe's Most Wanted 336,890

9 Underworld Awakening 323,706

10 This Means War 308,734

Croatia (in U.S. dollars)
Rank Movie Title Gross

1 Madagascar 3: Europe's Most Wanted 462,335

2 The Dictator 393,094

3 The Avengers (2012) 379,548

4 Prometheus 313,706

5 American Reunion 311,230

6 Journey 2: The Mysterious Island 264,437

7 Dr. Seuss' The Lorax 243,386

8 This Means War 225,544

9 The Hunger Games 210,079

10 Wrath of the Titans 209,038

Serbia and Montenegro (in U.S. dollars)
Rank Movie Title Gross

1 Sesir profesora Vujica 650,414

2 The Avengers (2012) 161,281

3 The Dictator 145,427

4 Titanic 3D 137,472

5 Ustanicka ulica 136,541

6 American Reunion 130,663

7 Madagascar 3: Europe's Most Wanted 122,992

8 Wrath of the Titans 121,661

9 Prometheus 112,040

10 MIB 3 91,629

Slovenia (in U.S. dollars)
Rank Movie Title Gross

1 Puss in Boots 580,253

2 American Reunion 541,939

3 The Dictator 372,301

4 MIB 3 194,754

5 Dr. Seuss' The Lorax 190,298

6 Journey 2: The Mysterious Island 177,168

7 The Avengers (2012) 163,737

8 This Means War 158,100

9 Titanic 3D 147,687

10 The Hunger Games 140,025

Romania (in U.S. dollars)
Rank Movie Title Gross

1. The Avengers 1,097,990

2. Wrath of the Titans 777,487

3. American Reunion 769,735

4. MIB 3 737,397

5. Happy Feet Two 698,095

6. Journey 2: The Mysterious Island 649,036

7. Madagascar 3: Europe's Most Wanted 610,174

8. The Dictator 586,905

9. Prometheus 559,821

10. John Carter 524,705

Box offi  ce results 
for the fi rst half of 2012

Every U.S.-made, 3D, big-budgeted sci-fi  
or animated movie, with one or two co-
medic touches, stands considerable chanc-
es to be a hit in the region.

Image by Marvel / Disney Studios / Forum Film Bulgaria
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In the new strategic plan for the develop-
ment of tourism for the period 2013-2020, 
unveiled recently by the ministry of tourism, 
culture, youth and sports, tourism minister 
Aldo Bumci highlighted developing moun-
tain tourism, improving the quality of tourist 
services and the expertise of human resourc-
es, and promotion of Albanian tourist sites 
abroad.
A tightly closed country with one of the most 
rigid Communist regimes until 20 years ago, 
now Albania has opened its borders to for-
eign tourists - fi rstly to its Adriatic and Ionian 
coasts. 
After 1945, the Adriatik Hotel in the coastal 
city of Durres accommodated foreign tour-
ists predominantly from communist coun-
tries. Foreign tourism was not among Alba-
nia’s priorities under the 41-year rule of the 
country’s Communist leader Enver Hoxha. 
The country’s roads were narrow and poorly 
marked and private ownership of automo-
biles was prohibited.
Since the fall of Communism, visiting restric-
tions were relaxed and Albania’s sea coast 
experienced a spontaneous and often un-
controlled rise in construction. Since mid-
nineties the number of overnights in Albani-
an hotels and the number of foreign tourists, 

visiting the country, has increased. Major 
roads were reconstructed and upgraded and 
new ones were built in the fi rst decade of the 
21st century. 
The aims of Albania’s tourism development 
strategy drafted back in 2003 include crea-
tion of central-level and local structures that 
will ensure the implementation of strategic 
plans and objectives; preparation or review of 
existing urban plans of tourism development 
priority areas based on a comprehensive 
economic, social-cultural, and environmen-
tal analyses; development of infrastructure; 
prior development of accommodation struc-
tures of medium capacity of 60-70 rooms in 
coastal areas; property issues clarifi cation; 
human resources education; rise of funding; 
promotion of tourism; development of tel-
ecommunication and Internet.

Overnights in hotels in Albania, 
in thousands

1995 2010
Total 211 610   

Foreign tourists 88 185

Albanian nationals 123 425

(Source: INSTAT)

In 2011, 2.7 million foreign visitors travelled to 
Albania, 430,751 more than in 2010. Out of the 
total, 77,451 were German nationals or 39% 
more than a year earlier and  76,604 were 
British, a rise of 23% over 2010. Visitors from 
Greece increased by 34% from 2010 to 151,256, 
there were 30,620 visitors from France or 19% 
more than in 2010, and guests from Switzer-
land, where a large Albanian diaspora lives, 
increased by 46% to 32,604.
In 2011, the greatest numbers of foreign visi-
tors were recorded in July and August (670,713 
and 684,886 respectively) and the smallest 
ones – in January and February (90,712 and 
79,189), which clearly indicates that Albania 
is still predominantly a summer holiday des-
tination.
Nearly half of all foreign visitors in Albania 
(46%) last year came from Kosovo, followed 
by citizens of Macedonia (12%). This is no 

surprise, as  ethnic Alba-
nians account for over 90% 
and over 25% of the population of 
Kosovo and Macedonia, respectively.  Mon-
tenegro, Turkey and Croatia are among Alba-
nia’s main competitors in attracting tourists 
from Kosovo and Albania during the summer 
months.
Montenegro and Greece followed with 6% 
each of all tourists that visited Albania last 
year, Italians (5%) Brits and Germans (3%). 
As part of its eff orts to attract tourists from 
the vast and largely untapped Russian market, 
Albanian authorities cancelled entry visas for 

Albania sets eyes on 
mountain tourism to 
boost growth
Albania will aim to develop its 
mountain tourism in an effort to 
generate more revenue from its 
tourist sector and to increase the 
share of tourism in its gross do-
mestic product, a new strategy 
blueprint indicates.
Tourism is among the most im-
portant sectors in the economy of 
Albania. According to offi cial sta-
tistics it generates 10% of the coun-
try’s gross domestic product which 
is estimated to have reached some 
13 billion U.S. dollars (10.5 billion 
euro) in 2011.

by Nina Byalkova

10%
The share of tourism in Albania’s 
gross domestic product in 2011.
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Russian citizens during 
the summer months of each 

of the last four years. In the rest of 
these four years Albania applied relaxed visa 
issuance procedures for Russian nationals.
Albania, a country of 28,748 square kilome-
tres with a population of 2.8 million, has a 
mild Mediterranean climate along its coast 
and a moderate climate in its eastern parts. 
It has nearly 450 kilometres of coast line, with 
the Adriatic Sea lying from the border with 
Montenegro south to the Bay of Vlora, where 
the Ionian Sea begins. The Mediterranean 
climate of the seacoast provides for a long 

summer holiday season. The mainly sandy 
beaches on the Adriatic Sea coast and the 
predominantly rocky beaches on the Ionian 
Sea coast attract visitors from May until the 

beginning of autumn.  
Being mostly a mountainous country, Albania 
also off ers ample opportunities for the devel-
opment of mountain tourism. The Albanian 
Alps, in the north of the country, currently are 
one of the most popular tourist destinations 
for visitors from western and central Europe 
thanks to their pristine natural beauty. Raft-
ing, fi shing and hiking are among mountain 
sports off ered to domestic and foreign tour-
ists alike. Mountain sports tourism, however, 
has still a long way to go to reach its full po-
tential. 
Albania can also tape its rich ancient Illyrian 
heritage to develop and promote cultural 
tourism. Illyrians, a group of tribes who in-
habited part of the western Balkans in an-
tiquity and the southeastern coasts of the 
Italian peninsula are seen as predecessors of 
modern-day Albanians.
Being under the rule of the Roman and Byz-
antine empires, the medieval Bulgarian state, 
and the Ottoman Empire in diff erent peri-
ods of its history, the territory of mod-
ern-day Albania can off er tourists 
a variety of historical places, 
fortresses, and artworks. 
Albania’s rich folklore can 
be seen during numer-
ous folklore festivals 
held throughout the 
country.
Straddling the 
border between 
Europe’s Roman 
Catholic West and 
the Orthodox East, 
Albania off ers Chris-
tian worshippers 
many places of pil-
grimage - old Christian 
Orthodox churches and 
monasteries in its south, 
and Roman Catholic ones in 
the north, icons and relics. The 
country is home to the Muslim Bek-
tashi Order with the World Bektashi head-
quarters located in Tirana. Bektashi tombs 
(tekkes) are an object of religious pilgrimage 
as well. In 1967 the communist government 
declared Albania the fi rst atheist country 
in the world and closed down all mosques, 
churches, monasteries, and other places of 

worship and either  destroyed them or turned 
them into restaurants, cinemas, stores and 
sports centres. During the communist period 
and after its collapse no statistics on the re-
ligious structure of the population was avail-
able. According to data from the pre-commu-
nist period 70% of Albanians were Muslims, 
20% professed Orthodox Christianity and 
10% were Roman Catholics.
With its rich Balkan cuisine with strong Medi-
terranean infl uence Albania can successfully 
develop culinary tourism. The Adriatic and 
the Ionian Seas as well as the Shkodra, Ohrid 
and Prespa lakes off er a variety of fi sh, broad-
ly used in local dishes. 
Rural tourism also can be a good source of in-
come for the country’s preserved rural areas, 
especially in the mountains. 
Challenges, however, remain at both national 
and regional level.  The low quality of road, 
electricity, water supply and sewerage in-
frastructure, the  overbuilding of the main 

seaside destinations like Durres and Saranda, 
the pollution of the seacoast, the lack of de-
velopment plans for tourist spots are among 
the tasks the government should tackle with 
priority in order to promote the development 
of hospitality industry.

In 2011, 2.7 million foreign visitors trav-
elled to Albania, 430,751 more than in 
2010. Out of the total, 77,451 were Ger-
man nationals or 39% more than a year 
earlier and 76,604 were British, a rise of 
23% over 2010.

© Dimitar 
Todorov

© Dimitar Todorov
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Flanked by cheers and applause on one side 
and vehement protests and indignation on 
the other, many European governments have 
since followed Ireland’s lead, declaring that a 
healthy nation is worth the loss of some ex-
cise duty and tax revenue. The key economic 
argument of the champions of smoke-free 
public places is that fewer active and passive 
smokers means a decline in tobacco-related 
illnesses, which in turn improves productiv-
ity and reduces healthcare costs. This is gen-
erally accepted to be the case although it is 
rather diffi  cult to gauge the precise health 
benefi ts and the economic impact of blanket 
smoking bans. Data varies across countries 
and is often contradictory, leaving the reader 
to wonder which source to trust.
The anti-smoking tsunami unleashed by Ire-
land made its way to the shores of Southeast 
Europe around 2007 but not all countries in 
the region have embraced outright prohibi-
tion.

A breath of fresh smoke
Croatia, Slovenia and Serbia have provisions 
that allow bars and restaurants to accom-
modate smokers in specially designated ar-
eas or exempt establishments of a small size. 
Greece and Albania are interesting cases. The 
Eurobarometer 2010 survey awarded Greece 
the “honour” of being number one among 
EU states by the number of smokers as a per-
centage of its population. However, Albania’s 
Public Health Institute announced last year 
that the country was second only to Turkey 
in Europe on that count. Both Greece and 
Albania have smoking bans that cover bars 
and restaurants but enforcement has been 
notoriously lax and the prohibition widely 
disregarded.
Meanwhile, Romania has been sitting on the 
sidelines, requiring of its bars and restaurants 
to do no more than display signs whether 
their premises allow or prohibit smoking.
Bulgaria, which is among the leaders in the 
bloc by number of smokers, relies heavily on 
tobacco product taxes for its budget revenues. 
Still, at the time of writing it had become the 
latest country in the EU to outlaw puffi  ng in all 

e n -

c l o s e d 
p u b l i c 
spaces, bars 
and restaurants 
included. The ban 
took eff ect on 1 June 
2012, winning Bulgaria plau-
dits from Brussels but also trigger-
ing apocalyptic forecasts for the revenues 
of the hospitality sector. A couple of weeks 
before the law went into force, the Bulgarian 
Association of Hotel and Restaurant Owners 
warned that sector turnover would shrink by 
300 million levs (153 million euro) as a result 
of the ban and 20% of local restaurants, ca-
sinos and night clubs would be forced out of 
business by March 2013, leaving 18,000 peo-
ple jobless in the process, Sofi a News Agency 
reported.
A week after the ban took eff ect, club and res-
taurant owners in Sofi a told Darik News that 
turnover at the 50 biggest establishments 
in Bulgaria’s capital city had dropped by be-
tween 30% and 40%. Local news agency Cross 
reported that the most popular night venues 
in Sofi a had only a handful of visitors inside 
during peak hours, while throngs of people 
were seen smoking outside the premises. 
Nightclub and bar owners told Cross they 
would soon be forced to shut down if this 
tendency persisted. Snapshots of the night-
life in Bulgaria’s major cities revealed a similar 
picture. In Burgas, a popular Black Sea resort, 
many venues remained closed during the fi rst 

Faring in a smoke-free 
environment

It’s 2004 and Ireland has swung a 
legislative wrecking ball, initiating 
a demolition process that would 
leave smokers in many European 
countries out in the cold (literally 
as well). The Irish government has 
enforced the fi rst-ever law that pro-
hibits smokers from lighting up in 
all enclosed public and work plac-
es, bars and restaurants included. 
Partial bans and assorted restric-
tions had been around before that 
in many countries but none had 
until then brought watering holes 
and eateries within the scope of 
anti-smoking legislation.

The Eurobarometer 2010 survey awarded 
Greece the “honour” of being number one 
among EU states by the number of smok-
ers as a percentage of its population. 
However, Albania’s Public Health Insti-
tute announced in 2011 that the country 
was second only to Turkey in Europe on 
that count.

by Emiliya Atanasova Im
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p o s t-
b a n 

w e e k -
end for lack 

of custom-
ers. Some bar and 

nightclub owners in 
Plovdiv, Bulgaria’s second 

largest city, were taking gambles 
and allowing patrons to puff  away, calculat-
ing the odds of escaping a hefty fi ne to be 
in their favour given the limited number of 
health inspectors, Cross
 said.
Being known as the EU nation with the high-

est number of nicotine addicts, Greece de-
serves special mention for the consistent 
failure of its governments to enforce a string 
of smoking bans over the past decade. The 

latest one, which adds bars and restaurants 
to the list of smoke-free areas, took eff ect on 
September 1, 2010 but little progress seems 
to have been made on the enforcement level. 
And if supervision left a lot to be desired in 
the past, one can imagine what a gargantuan 
task it has become recently as the bailed-
out country grapples with its massive debt 
and scrambles for ways to revive its rav-
aged economy.  Early in 2011, Agence France 
Presse (AFP) cited the Greek health minis-
try as saying that this time enforcement 
would be rigorous and no one would get to 
slip between the cracks. However, AFP said, 
there was strong resistance and boycotts 
from local restaurant and cafe owners. They 
complained that the crippling recession had 
already depressed their business by 30%  to 
50% and the smoking restrictions had further 
exacerbated their plight, wiping up to 80% of 
their turnover. The persistent government at-
tempts to enforce the blanket smoking ban 
was among the reasons for the 15% decline in 
the sector’s sales in 2010, Euromonitor said in 
its 2011 report on Greek bars and cafes.
Unlike Greece, Turkey has been very serious 
about enforcing its total smoking ban, which 
took eff ect on July 19, 2009. Many industry 
experts said at the time that the eff ect would 
be truly felt the following year and Eurom-
onitor reported an 11% decline of sales in the 
Turkish bar and cafe sector in 2010. More than 
a year after the ban became eff ective, Ipsos 
KMG set out to determine how the new rules 
were aff ecting the business. The research 
company polled 446 owners and managers 
of teahouses, clubs, bars and cafes in Istan-
bul, Ankara, Izmir, Bursa and Adana. Within 
that group, believed to be representative of 
a general sample pool, 75% said the ban had 
depressed their total income and the fi gure 
rose to 90% for teahouse owners, Hurriyet 
Daily News reported last November. About 
62% stated that lower income had forced 
them to lay off  staff , while 83% complained 
they had been driven into cutting costs and 
were unable to maintain previous supply lev-
els for tea, sugar and coff ee.
On 1 January 2010, Macedonia joined the 
list of countries with blanket smoking bans, 
introducing restrictions considered to be 
among the harshest in Europe. In addition 
to all enclosed public places, it is also against 

the law to smoke outside establishments 
serving food or drinks and in open spaces and 
public areas during sports, cultural, enter-
tainment and other public events. Less than 
two months after the ban took eff ect, local 
newspaper Vecher published the results of a 
survey conducted by the Tourist Chamber of 
Macedonia’s Union of Trade Chambers, which 
found that about 90% of local restaurant, bar 
and cafe owners had suff ered a slide in rev-
enues, with many venues registering drops of 
70% year-on-year. Cafes were the worst hit by 
the new law, followed by restaurants. Among 
the 511 business owners polled, 14% said they 
would board up their establishments and 
29% stated they would wait a few months 
to see how the situation played out. It should 
be noted that the data included in this article 
refl ects the impact of blanket smoking bans 
right or shortly after they were introduced. It 
seems that surveys and prognoses abound 
in the immediate aftermath of enforcement 
but their number starts dwindling as the ini-
tial shock wears off . Hospitality industry ob-
servers generally agree that it takes between 
12 and 18 months for some stability to return. 
Some newer reports have shown a reversal 
of the negative trend in certain markets, an 
example being the 2012 Euromonitor report 
on restaurants, bars and canteens in Turkey, 
which estimates the market to have grown 
by 18% last year. And all through the initial 
chaos and the pains of adjusting, legislators 
and anti-smoking proponents have kept in-
sisting that national economies stand to gain 
in the long term from the ban on smoking.
Whether the world will one day become a 
place completely free of tobacco smoke is 
anyone’s guess. There is no doubt, however, 
that health concerns have come to dominate 
national agendas and this will continue to 
drive the global crusade against smoking in 
public places. It would be quite safe to as-
sume that non-smoking will one day be the 
default operating environment for the hos-
pitality sector worldwide and business own-
ers will take it in their stride although some 
growing pains will be inevitable. Business 
models and practices are bound to evolve 
to keep the sector going, similarly to what is 
happening in the music and fi lm industries 
as they learn to operate in a digitally centric 
environment. Fingers crossed!

20%
Share of Bulgarian restaurants, 
casinos and night clubs, which 

would be forced out of business 
by March 2013.
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To safeguard the interests of both borrow-
ers and microlenders, government-controlled 
CNPF also plans to tighten its supervision of 
the operations of the microfi nance organisa-
tions (MFOs) doing business in the country. 
These plans do not make all MFOs happy but 
they are necessary to make sure all lending 
institutions in Moldova play by the rules. 
The credit portfolio of savings and loan asso-
ciations, or lending cooperatives,  in Moldova 
is expected to reach 700 million lei in 2014 
from 254.2 million lei in 2011 under the fi nan-
cial market development strategy blueprint 
of CNPF. Savings and loan associations have 
a smaller client base compared to MFOs as 
they off er loans to their members only.
Microfi nance has become popular with both 
small businesses and households in Moldova 
over the last few years. Small and medium-
sized enterprises (SMEs) represent 97.5% of all 
companies registered in Moldova, a country 
with a population of 3.56 million. 
While SMEs apply for loans from microfi nanc-
ing organisations to develop their businesses, 
individuals seek microloans for household 
consumption purposes, for buying real es-
tate or for covering expenditures related to 
healthcare or education. The microfi nance 
market in Moldova is off ering a wide range of 
lending opportunities for these purposes. 
Clients, who usually apply for a microloan, are 
mainly people from rural areas where bank 

offi  ces are scarce, or people who do not 
need a big loan or want to avoid the more 
complicated and time-consuming proce-
dures of borrowing from a bank, with MFOs 
in Moldova approving loan applications in 
less than an hour.

Big client base
Supported by a big client base among local 
SMEs and households, the microfi nancing 
organisations enjoy a comfortable working 
environment and it is no wonder that their 
number rose to 48 at the end of 2011 from 
29 two years earlier.  
The fi rst MFOs sprung up in Moldova in 1997 
as savings and loan associations. Founded 

mostly in rural areas, they depend mainly on 
external funding which comes from big mi-
crolenders like Microinvest or Corporatia de 
Finantare Rurala. 
Currently, there are about 390 savings and 
loan associations in Moldova with a total of 
some 120,000 members which is about 42 
times more than in 1998. With microloans 
mainly invested in agriculture, savings and 
loan associations play an important role in 
fi nancing the business and household con-
sumption needs of Moldovan farmers. The 
credit portfolio of these lending cooperatives 
reached 254.2 million lei in 2011 from 244.2 
million lei a year earlier, CNPF fi gures show. 

On the downside for these microlenders, 
however, is the low business culture of their 
borrowers who often end up unable to repay 
their loans because they lack entrepreneurial 
and management skills to run their own busi-
ness.
Another problem these associations have to 
cope with is the high level of their depend-
ence of external funding which prevents 
them from developing properly and from cre-

ating a good image of themselves, CNPF said 
in its fi nancial market development strategy 
blueprint in 2011. Combined with the fact 
that 70% of the microcredits which come 
from savings and loan associations are short-
term loans, it has a negative impact on their 
development.
MFOs, which make microlending available for 
business and consumption purposes in both 
urban and rural areas, increased their loan 
portfolio by a hefty 21% to 1.44 billion lei in 

Moldova gives boost 
to microlending 

Microfi nancing, an increasingly 
popular lending venue in mainly 
rural Moldova, recently got a boost 
when the country’s fi nancial regu-
lator CNPF unveiled plans for the 
expansion of the combined credit 
portfolio of the microfi nance or-
ganisations to 2.0 billion lei (131.2 
million euro) by 2014 from 1.4 bil-
lion lei in 2009. 
The plans are part of a broader 
strategy for the development of the 
fi nancial market of the ex-Soviet 
country considered one of the poor-
est in Europe with GDP-per-capita 
of 23,083 lei in 2011, according to 
data from Moldova’s national sta-
tistics board.

21%
The increase of the loan 

portfolio of MFOs, which make 
microlending available for 
business and consumption 

purposes in both urban 
and rural areas.

The credit portfolio of savings and loan 
associations, or lending cooperatives, in 
Moldova is expected to reach 700 million 
lei in 2014 from 254.2 million lei in 2011 
under the fi nancial market development 
strategy blueprint of CNPF.

by Alexander Oleinic
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2011. Their combined net profi t registered a 
34.5% increase on the year to 114.6 million lei 
at end-2011, even though 11 of them posted 
net losses, the highest single one being 25.5 
million lei.
The current year has not been so bright. 
Posting 251,000 lei in combined net profi t at 
the end of January, MFOs swung to a com-
bined net loss of 760,000 lei in the fi rst four 
months of 2012, according to CNPF data. The 
loss was due mainly to the  economic crisis 
which dampened consumption of the popu-
lation – a major target for the loans off ered 
by MFOs. 

Growing competition
The rising popularity of MFOs in Moldova has 
made big commercial banks in the country 
start off ering a range of microfi nancing op-
tions on the same terms like MFOs. 
“MFOs are not the only organisations spe-

The current year has not been so bright. 
Posting 251,000 lei in combined net profi t 
at the end of January, MFOs swung to 
combined net loss of 760,000 lei in the fi rst 
four months of 2012, according to CNPF 
data.

cialised in microfi nancing, banks also off er 
microcredits, so in terms of microfi nancing in 
Moldova it is hard to make a diff erence be-
tween banks and MFOs, they have the same 
client base which includes individuals and 
SMEs,” says fi nancial consultant Alexandru 
Savva. “Banks, however, set more diffi  cult 
conditions because of some requirements 
imposed by the state and their supervisors, 
while MFOs try to work in a easier way and to 
be more mobile and accessible. At the same 

time, because of some simplifi ed procedures, 
the MFOs have to assume more risks.”
MFOs extend loans under more relaxed con-
ditions compared to commercial banks which 
has enabled them to grow fast and develop. 
For example, the law regulating the opera-
tions of MFOs gives them more leeway in 
setting the terms for providing microcredits. 
At the same time, as the MFOs are not re-
quired to stick to the more stringent lending 
conditions of commercial banks, they charge 
a big number of commissions and fees, of 
which the borrower is not always aware, 
the organisation for consumer protection in 
Moldova said in February. To do away with 
this practice, in May Moldova’s parliament 
adopted legislation that bans banks, MFOs 
and other lenders from levying additional 
fees or charges except for those provided by 
law, or changing the interest rate for the du-
ration of the loan contract.

Image by kwod
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fi nancial sectors in SEE. Extensive delev-
eraging and involvement of EU banks in 
the region as a whole have weakened the 
fi nancial sectors of these economies;
Foreign Direct Investment (FDI) is another  

funding source the region relies upon for 
economic advancement. An increasingly 
nervy international investor community 
and uncertainty in the EU has meant FDI 
levels are dropping in SEE. Between 2006 
and 2011 Turkey saw a 37.7% drop in FDI 
infl ows while Greece suff ered a 73.8% de-
crease in infl ows over the same period;
Region-specifi c challenges are also an is- 

sue in SEE; a period of extended growth 
prior to the fi nancial crisis of 2007/08 has 
infl ated real wages to the point where 
their competitiveness compared to the 
EU is being questioned, while government 
support for the weakening economies has 
been very successful in countries such as 
Moldova and Macedonia, but fared poorly 
in others;
Infl ation remains relatively benign in SEE;  

in 2012 Euromonitor international expects 
average annual infl ation to remain at 3.0% 
for the region as weak external demand 
dampens any upward price pressure. 

Independence, recovery 
and fi nancial strength
The most successful Balkan economies in 
terms of real GDP growth; Moldova, Mac-
edonia, Romania and Turkey have benefi tted 
from various strengths in 2011 and 2012. Rela-
tively strong domestic markets, higher lev-
els of independence from the EU as a trade 
partner and stronger fi nancial sectors have 
supported their economic growth. It is how-
ever important to note that these countries’ 
growth trajectories have slowed since 2011.

Of the four countries performing compar- 

atively well, relatively low FDI intensity is a 
theme, while exports to the EU are gener-
ally below the SEE average. For example, 
in 2011 Turkey’s proportion of exports that 
go to the EU-27 represented just 46.2% of 
the country’s total; similarly Moldova and 
Macedonia have below average exports to 

the EU;
Romania depends on the EU for exports  

with 72.2% of all Romanian exports des-
tined for the EU in 2011. Real output is be-
ing supported by strong consumer spend-
ing from the second largest population of 
SEE. Consumer confi dence has also been 
supported by the lowest level of unem-
ployment in SEE region, Romania’s unem-
ployment rate is expected to decline to 
7.3% in 2012. A controversially failed refer-
endum to oust the incumbent President in 
July 2012 has however increased political 
uncertainty in the country. Uncertainty is 
expected to calm over the second half of 
2012, supporting a real GDP growth rate of 
1.2%, though this is a slowdown from the 
2.5% growth in 2011;
Macedonia has benefi ted from a concerted  

investment in its public sector. Infrastruc-
ture and education spending has support-
ed a recovery as have low tax rates and a 
concerted eff ort to attract FDI. Unemploy-
ment remains high in the country after the 
civil wars in the former Yugoslavia. Though 
signifi cant progress has been made, unem-
ployment in 2012 is expected to be 31.2%, 
the highest level in SEE; 

Moldova’s trade with the Commonwealth 
of Independent States (CIS) economies has 
allowed the country some breathing room 

Debt crisis weighs on SEE 
economy growth prospects
By Daniel Tarling-Hunter, 
Economist at Euromonitor International

The on-going debt crisis in the eu-
rozone and jitters in international 
markets are dragging on the real 
output prospects of the economies 
in SEE in 2012. Though bright 
spots remain, the region’s overall 
prospects are weak. 
Dependence on struggling Euro-
pean Union member states is pro-
viding signifi cant downside risks 
to the region as slowing exports, 
fi nancial exposure and structur-
al rigidities threaten the region’s 
growth prospects for 2012 and be-
yond.

Real GDP growth of SEE countries: 2011-2013
2011 2012f 2013f

Moldova 6.4% 3.5% 4.5%

Turkey 8.5% 2.4% 4.6%

Macedonia 3.0% 2.0% 3.2%

Romania 2.5% 1.2% 2.6%

Bosnia-Herzegovina 1.7% 0.8% 2.4%

Bulgaria 1.7% 0.8% 1.5%

Serbia 1.8% 0.5% 3.0%

Albania 2.0% 0.5% 1.7%

Montenegro 2.5% 0.2% 1.5%

Slovenia -0.2% -1.1% 1.3%

Croatia 0.0% -1.2% 1.0%

Greece -6.9% -5.8% -2.0%

Source: Euromonitor International from national statistics/Eurostat/
OECD/UN/International Monetary Fund (IMF), World Economic 
Outlook (WEO)
Note: (1) Statistics for 2012 and 2013 are forecasts. (2) Countries are 
ranked in terms of fastest real GDP growth rates in 2012.

Key Points
The outlook for SEE remains dependent on  

the performance of the EU; the prospects 
in the region can be broken down into three 
discernible groups. The relatively strong 
economies of Moldova, Turkey, Macedo-
nia and Romania have an expected aver-
age real GDP growth rate of 2.3% in 2012. 
Bosnia and Herzegovina, Bulgaria, Serbia, 
Albania and Montenegro are expected to 
muddle through in 2012 with average real 
GDP growth of 0.6% expected. Unsurpris-
ingly, the economies most heavily inte-
grated in the EU, with either membership 
or membership pending are the economies 
performing the worst. Croatia, Slovenia 
and Greece are all expected to contract in 
real GDP terms in 2012, at an average rate 
of 2.7%;
Dependence on the EU for trade is exerting  

downward pressure on the relatively out-
ward-looking Balkan economies. In 2011, 
SEE, which for this report includes Turkey 
and Greece, directed 63.3% of its total ex-
ports to the EU, so slowing demand from 
the EU is having a pronounced impact on 
the region’s real growth prospects; 
Bank recapitalisation and cleaner bank  

balance sheets are needed to strengthen 

SEE country
profi les
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from external risks, while government spend-
ing has supported the country’s economic 
growth. 

Financial delinquency, 
infl exibility and exposure
Bosnia and Herzegovina, Bulgaria, Serbia, 
Albania and Montenegro have suff ered a 
similar fate to the majority of EU countries; 
though themselves not mired by crisis, the 
knock-on impact of exposure to the eurozone 
is aff ecting their growth prospects. Similarly, 
structural infl exibility in labour markets and 
high levels of nonperforming loans, where 
payments on the loans have not occurred in 
the past 90 days, are stymying any major re-
covery in 2012. 

Each of the fi ve countries suff ers from  

high levels of nonperforming loans (NPLs) 
in their economies. In 2011, NPLs between 
the fi ve economies averaged 15.6% of total 
bank loans. Involvement of enfeebled EU 
banks in these economies is worsening the 
fi nancial environment. A lack of lending to 
businesses and consumers in these econo-
mies is expected to slow any recovery in 
2012 and 2013 as private sector investment 
and spending suff er;
Fiscal imbalances are also becoming an  

issue for the fi ve economies in the chart 
above. Public spending in the midst of the 
global slowdown has left governments 
with elevated levels of debt. Between 
2011 and 2012 public debt as a percentage 
of GDP is forecast to increase on average 
by 9.9% in this group of countries. As the 
eurozone crisis trundles on and the global 
slowdown continues, governments are 
becoming increasingly constrained in their 
policy options thanks to growing debt 
overhangs;
Declining FDI thanks to increased risk aver- 

sion and a weakened EU is reducing exter-
nal sources of capital. FDI intensity in Alba-
nia, for example, was 7.9% of GDP in 2011, 
in Montenegro it was 12.3% and in Serbia, 
6.1%. Reliance on FDI for economic growth 
is important for these economies; lower 
levels of FDI in 2012 may cause real growth 
prospects to deteriorate even further. 

Indebtedness, insolvency, 
and imbalances
Greece, Croatia, and Slovenia were the worst 
economic performers in SEE following the 
global fi nancial crisis of 2007/08 and have yet 
to recover output to pre-crisis levels. In 2012, 
average real GDP growth of the three econo-
mies is expected to decline by 2.7%. Greece 
and Slovenia are EU members and part of the 

eurozone, while Croatia is in the process of 
acceding to the union. As a result, they ben-
efi ted from the cheap access to credit the EU 
enjoyed prior to the fi nancial crisis of 2007-
2008. The resulting imbalances, uncompeti-
tive wages, insolvent or weak government 
balance sheets and high levels of external 
debt are all contributing to the poor state of 
aff airs these economies are now in. 

At the core of the eurozone crisis, Greece  

is expected to contract by 5.8% in real 
GDP terms in 2012. The country’s govern-
ment debt reached the crippling height 
of 163% of GDP in 2011, eff ectively bind-
ing the government into a spiral of forced 
austerity measures, reduced output and 
bailout requests from the European Cen-
tral Bank, the International Monetary 
Fund and the EU Commission. This has 
crushed Greece’s public sector and social 
safety nets, with an ever-present danger 
of bank runs thanks to a fi ckle investment 
environment and a nervy public. Finally, 
high wages have rendered private sector 
industries uncompetitive with the rest of 
Europe, resulting in a toxic economic en-
vironment;
The prospects in Slovenia are similarly poor,  

though their downturn in 2012 is expected 
to be less acute than that of Greece, thanks 
to a slightly more buoyant private sector. 
According to the IMF, Slovenia has one of 
the most thinly capitalised banking sectors 
of SEE; therefore any major shocks could 
break through the paper thin margins 
banks hold;
Finally, Croatia is expected to contract in  

2012 by 1.2% in real GDP terms. Structural 
infl exibility is the source of the country’s 
problems, labour market rigidity coupled 
with high relative wages have rendered 
the country’s private sector uncompeti-
tive. In 2011, external debt was 102%, while 
deleveraging by households and the fi nan-
cial sector is blocking any opportunities for 
economic growth. Strong links to the eu-
rozone make Croatia vulnerable to further 
slowdowns in the EU.

Prospects
In the midst of yet another slowdown in the 
EU and renewed headwinds from the global 
markets, the prospects for SEE is undeniably 
tied to the EU as a whole. Internal imbalances 
have exacerbated downward trends, though 
dependence on European neighbours for ex-
port demand, fi nancial capital and direct in-
vestment are the major causes of the region’s 
economic woes. 

Real GDP growth of SEE is expected to aver- 

Real GDP growth vs. unemployment in SEE: 
2012
% year-on-year, % of economically active 
population

Source: Euromonitor International from national statistics/Eurostat/
OECD/UN/International Monetary Fund (IMF), World Economic 
Outlook (WEO), International Labour Organisation (ILO)
Note: (1) All figures are forecast. 

Bank nonperforming loans to total gross 
loans,selected Balkan countries: 2006 – 
2012
% of total bank loans

Source: Euromonitor from trade sources/national statistics

age just 0.3% in 2012 as uncertainty, a lack 
of investment and to an extent, structural 
rigidities restrict growth. However in 2013, 
if the eurozone project remains intact and 
begins to recover output, growth pros-
pects will become more positive. Average 
real GDP growth in 2013 for the region is 
expected to be 2.1%. Unemployment how-
ever remains very high in the region, with 
an average of 17.6% forecast for 2012, while 
private lending in the region is expected to 
remain subdued;
Any major shocks from the eurozone will  

have signifi cant ramifi cations for even the 
least dependent of the countries discussed. 
Contraction across the region would be 
inevitable, with a protracted period of de-
pression a likely outcome;

All fi gures are correct as of August 20th 
2012. 

SEE country
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Overview of the economy
Romania was one of the EU’s fastest grow-
ing member states in 2004-2008. Real GDP 
growth averaged more than 6.0% per year 
throughout most of this period and invest-
ment surged after entry to the EU in 2007. A 
boom in consumer spending was driven by a 
rapid rise in borrowing which left Romania 
highly vulnerable when the global fi nancial 

crisis hit. 
The economy weakened dramatically in 2008 
and entered a sharp recession in 2009. Do-
mestic demand contracted, capital infl ows 
nosedived and the Romanian leu currency 
depreciated. The deterioration forced the 
government to turn to the IMF and the EU for 
loans amounting to around 20 billion euro. A 
process of fi scal consolidation was launched 
in 2010. After two years of recession, growth 
resumed in 2011 when real GDP rose by 2.5% 
The turnaround was driven by a sharp in-
crease in industrial output and an exception-
ally good harvest. 
The economy faces a host of problems. Ro-
mania has the lowest income per capita in 
central Europe, the weakest environmental 
standards, the largest tax arrears, the most 
pervasive corruption and the lowest educa-
tion spending. Along with Bulgaria, Romania 
has the largest informal economy of any EU 
member – estimated at more than 30% of 
GDP.

Economic prospects
Romania is going through a diffi  cult and frail 
recovery. In 2012, real GDP is expected to rise 
by just 0.1% and the economy could well slip 

into another recession during the year. De-
teriorating economic conditions elsewhere 
in Europe as well as political uncertainty at 
home explain the Romanian economy’s fee-
ble performance. 
The government has also allowed the leu to 
appreciate as part of its eff ort to control pric-
es. Monetary policy is also being tightened. 
Prices are expected to rise by 3.0% in 2012 – in 
line with the central bank’s target.
In real terms, private fi nal consumption rose 
by 1.3% in 2011 and a decline of 0.9% is expect-
ed in 2012. Tax increases imposed as part of 
the programme of fi scal consolidation slows 
the recovery of consumer spending. Credit 
will increase very little as households contin-
ue to repair their balance sheets. Somewhat 
stronger rates of growth are forecast over the 
next several years but gains will not match 
those achieved prior to the recession. 
Unemployment reached 7.4% in 2011 and 
will remain at that level in 2012. Romania is 
trimming the public-sector workforce to 1.1 
million by the end of 2012, from 1.4 million in 
2010. The government claims to have already 
eliminated 180,000 jobs. Labour costs have 
declined, helping to enhance the competi-
tiveness of the economy.

No growth seen for Romania's 
economy in 2012

Romania will see little or no growth 
in 2012 and could well slip into an-
other recession. Public investment 
will be a more important driver in 
the second half of 2012 and in 2013, 
given the country’s need to mod-
ernise its public infrastructure 
and the availability of co-fi nancing 
from EU funds. 
The target for the 2012 budget defi -
cit is in doubt given the collapse of 
the government in April 2012. The 
informal sector accounts for over 
30% of GDP. 

Romaniacountry
profi le

7.4%
Unemployment in 2011.

2.5%
Real GDP growth in 2011.
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A signifi cant portion of the FDI that came to 
the country in recent years went to low-skill 
industries such as textiles and shoe making. 
Another 15-20% of FDI went into retail and 
wholesale operations. Romania needs to at-
tract more green-fi eld investments in export-
oriented manufacturing and services that 
demand higher skills. 
Public investment should become a more 
important driver in the second half of 2012 
and in 2013, given the country‘s need to mod-
ernise its public infrastructure and the avail-
ability of co-fi nancing from EU funds. Some 
of these investments may be delayed in view 
of the uncertainty in international fi nancial 
markets. 

Evaluation of market potential
Rates of real GDP growth should begin to im-
prove by 2014. The recovery should gradually 
shift from exports to domestic demand as 
consumption gathers momentum. Restora-
tion of investors’ confi dence will be a slow 
process. Rates of growth will be well below 
the average realised prior to the recession. 
With guidance from the IMF, the country ‘s 
monetary and fi scal constraints should be 
alleviated as the economy strengthens. The 
domestic market is still immature and has 
considerable potential to grow. Convergence 
to the EU living standards will depend on 
increased investment and improvements in 
employment creation.
Further pressure arises from required acces-
sion-related spending which forces the gov-
ernment to co-fi nance a quarter of all post-
accession EU grants (estimated to be 4.0% of 
GDP in 2009). In addition, Romania is required 
to contribute about 1.0% of GDP to the EU as 
a member. Some help should come from the 
30 billion euro fund the EU has set aside to 
modernise Romania. 

Business environment
More than 100 small, state-owned enterpris-
es were scheduled for sale in 2011 and offi  cials 
are moving forward with plans for restructur-

ing. The country will push ahead with plans 
to sell minority stakes in several state-owned 
companies, such as Transgaz SA, Transelectri-
ca SA and Romgaz SA, and majority stakes in 
others. The sale of Romania’s largest copper 
mine Cupru Min hit a snag earlier this year 
but the government still hopes it will come 
up with a solution for its privatisation. 
A fl at tax rate of 16% on personal income and 
corporate profi ts was introduced in order to 
spur investment and draw much of the coun-
try‘s sizeable black economy into the open. 
The VAT rate was raised to 24% in 2011 – one 
of the highest rates in the EU. Regulated 
prices for commercial users of electricity and 
gas will be scrapped before the end of 2013. 
Improvements in tax administration and ef-
forts to reduce tax evasion are other crucial 
parts of the government’s plans to boost 
budget revenue. There has been progress in 
implementing structural reforms but more 
eff orts are needed in the case of the energy 
and transport sectors.
More extensive reforms of state-owned en-
terprises together with stronger regulation 
and market-oriented pricing are essential for 
boosting economic effi  ciency and growth. 
The accelerated absorption of EU funds is 
another priority. The government intends to 
focus on strengthening the administrative 
capacity of units managing the funds and 
modernising the legislative and regulatory 
framework. Greater regulation and market-
oriented pricing in the energy and transport 
sectors are needed to reduce arrears and at-
tract investment.
Corruption is regarded as widespread.

Imports and exports
Major export destinations 2011 share (%) Major import sources 2011 share (%)

Europe 87.7 Europe 84.0

Africa and the Middle East 6.2 Asia Pacific 11.9

Asia-Pacific 3.2 North America 1.3

North America 2.0 Latin America 1.3

Latin America 0.7 Africa and the Middle East 1.1

Other countries 0.1 Other countries 0.3

© Euromonitor International

Romania TOP 10

in millions of euro

No SEE TOP 
100 No Company name Industry Total revenue 

2011
Y/Y change 
in revenue

Net profit/
loss 2011

Net profit/
loss 2010

1 1 OMV Petrom SA Petroleum/Natural Gas 4 102 14.01% 853.2 419.9

2 4 OMV Petrom Marketing SRL Petroleum/Natural Gas 3 185 197.50% 29.0 26.4

3 5 Automobile-Dacia SA Automobiles 3 110 15.74% 63.7 70.0

4 8 Rompetrol Rafinare SA Petroleum/Natural Gas 2 731 40.52% -170.3 -156.3

5 11 Rompetrol Downstream SRL Petroleum/Natural Gas 1 775 23.80% -25.1 -23.1

6 16 Petrotel - Lukoil SA Petroleum/Natural Gas 1 594 26.66% -90.7 -70.7

7 17 British American Tobacco 
(Romania) Trading SRL Food/Drinks/Tobacco 1 412 25.26% 73.4 51.8

8 19 Kaufland Romania SCS Wholesale/Retail 1 324 20.55% N/A 40.2

9 20 Lukoil Romania SRL Petroleum/Natural Gas 1 266 19.56% -26.7 -38.7

10 22 Arcelormittal Galati SA Metals 1 178 16.96% -143.6 -79.9

Current account balance
in millions of U.S. dollars

-12,860

-23,095
-23,980

-6,974 -7,204
-8,431

201120102009200820072006

Euromonitor International from national statistics/OECD/
International Monetary Fund (IMF), World Economic Outlook (WEO)
© Euromonitor International

Foreign debt
in millions of euro

5,200

4,047 4,163

7,031

10,490

11,531

201120102009200820072006
© Euromonitor International
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The jobless role is in double digits and rising. 
Low-skilled workers represent 70% of the un-
employed and the informal sector accounts 
for a third of GDP. Bulgaria's population is 
shrinking and ageing at the same time, creat-
ing a variety of fi nancial problems. 

Overview of the economy
The economy performed well throughout 
most of the past decade. A surge in capital 
infl ows and a credit boom during this period 
supported growth but also led to external 

imbalances and rising infl ation. Based on per 
capita income, the country is the poorest 
member of the EU. It will still require more 
than 20 years for Bulgaria to achieve a per 
capita income that is two-thirds of the EU 
average. 
Productivity gains have been limited, result-
ing in Bulgarian fi rms losing ground just at 
the time when EU membership exposed 
them to greater competition. Financial serv-
ices and construction were two of the worst 
hit industries. 
After slipping into recession in 2009, the 
economy stagnated in 2010. Strong policy ac-
tion, together with large fi scal and fi nancial 
sector buff ers, helped Bulgaria weather the 
crisis. Real GDP grew by 1.7% in 2011 but the 
pace slowed in the second half of the year. 
The slowdown was mainly due to the sov-
ereign debt crisis which eroded demand for 
Bulgaria's exports. According to the central 
bank, foreign direct investment in Bulgaria 
plunged by more than 40% in 2011. 

Economic prospects
GDP rose by 0.5% in the fi rst quarter of 2012 
compared with the same period last year. 
The outlook, however, is not bright. Real GDP 
is expected to remain unchanged in 2012, de-
spite the increased absorption of EU funds. 
The poor performance refl ects the weaken-
ing economic prospects of other EU markets. 
Infl ation was 4.2% in 2011 and it will fall to 
2.0% in 2012 as the economy slows. 
The real value of private fi nal consumption 
rose by 1.7% in 2011 and an increase of 2.8% 
is forecast for 2012. Bulgarians have cut con-
sumer spending and increased savings to 
shield against unemployment. Domestic de-
mand is expected to strengthen gradually in 
the medium term. 
Employment declined by a cumulative 12% 
between 2009 and 2011. Unemployment was 
11.2% in 2011 and it will edge upward to 12.2% 
in 2012. Low-skilled workers represent 70% of 
the unemployed. The jobless rate is highest 
among young adults, ethnic minorities and 

Prospects not so bright for EU's 
poorest member in 2012

Bulgaria's economy will perform 
very poorly in 2012. The slump 
refl ects the weakening economic 
prospects of other EU markets. 
Consumers have cut spending and 
increased savings to shield against 
unemployment. 

Bulgariacountry
profi le

1.7%
Real GDP growth in 2011.

4.2% 
Inflation in 2011.



107

those living in rural areas. These pockets of 
severe unemployment refl ect a mismatch in 
skills. The informal sector represents at least 
a third of GDP. 
Investment has been falling since 2009. It is 
expected to contract further in 2012 before 
moving into positive territory in 2013. The 
government plans to increase the absorp-
tion of the EU structural funds signifi cantly 
in 2012 but this will not be suffi  cient to off set 
the fall in investment. 
Real estate prices are roughly 35% below their 
peak in 2008 but there are growing signs that 
the market is stabilising in urban areas. 

Evaluation of market potential
Bulgaria's economy depends heavily on ex-
ports for its growth momentum, meaning 
that any slowdown in key foreign markets 
threatens the recovery. The pace of growth 
should rise in 2013, contingent on euro-area 
growth recovering and better absorption of 
the EU funds by Bulgaria. Without more re-
forms, structural bottlenecks and population 
ageing may reduce growth potential.
Large amounts of external debt and regional 
uncertainties pose risks to economic pros-
pects. Potential rates of growth in the future 
are likely to fall owing to a drop in capital 
infl ows and the possible end to Bulgaria's in-
vestment boom. 
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 develop-
ment of new industries. 
Per capita GDP (at purchasing power parities) 
is just a third of the EU average. Thus, one 
of the government's major challenges is to 
sustain high rates of economic growth while 
maintaining macroeconomic stability and 
continuing its economic reforms. 
With a shrinking and rapidly ageing popula-

tion, the potential for further employment 
growth is limited. Marginal gains in employ-
ment will be accompanied by a steady decline 
in the unemployment rate. Thus, the labour 
market situation will become increasingly 
tight, with shortages developing in some 
industries. This is expected to lead to notice-
ably higher wage gains in the future.

Business environment
The government intends to sell its stakes in 
two power distributors in 2012. Offi  cials also 
intend to simplify company registration and 
licensing procedures, expand one-stop shops, 
and intensify their eff orts to combat corrup-
tion. Their goal is to reduce the administra-
tive burden on companies by 20% by 2012.
Although workers are relatively well educat-
ed, skill shortages are a constant problem. Re-
forms to improve VAT compliance are yielding 
good results. Recent pension reforms prom-
ise to yield savings equivalent to 4.0% of GDP 
over the medium-term. 
Government spending is relatively high, lead-
ing to concerns that it may crowd out private 
investors. Offi  cials plan to keep public expen-
ditures to less than 40% of GDP in the future. 
Healthcare, public administration and pen-
sion system reforms are still needed to bol-
ster the process of fi scal consolidation. 
Bulgaria lacks an independent judiciary sys-
tem. Increases in excise taxes and reforms to 
ensure better compliance should prevent a 
further drop in tax revenues. Further reforms 
are also needed to improve the business cli-
mate.

Imports and exports
Major export destinations 2011 share (%) Major import sources 2011 share (%)

Europe 86.8 Europe 89.9

Africa and the Middle East 5.9 Asia Pacific 5.2

Asia-Pacific 3.5 Africa and the Middle East 2.1

North America 1.7 Latin America 1.0

Other countries 1.4 North America 1.0

Latin America 0.5 Other countries 0.7

© Euromonitor International

Bulgaria TOP 10

in millions of euro

No SEE TOP 
100 No Company name Industry Total revenue 

2011
Y/Y change 
in revenue

Net profit/
loss 2011

Net profit/
loss 2010

1 3 Lukoil Neftochim Burgas AD Petroleum/Natural Gas 3 446 21.19% -69.5 -47.2

2 6 Aurubis Bulgaria AD Metals 2 880 47.57% 115.7 31.7

3 10 Lukoil-Bulgaria EOOD Petroleum/Natural Gas 1 783 4.04% -2.2 3.0

4 14 Natsionalna Elektricheska 
Kompania EAD Electricity 1 669 7.98% 35.1 52.4

5 35 OMV Bulgaria OOD Petroleum/Natural Gas 941.3 13.47% 2.3 17.1

6 42 Bulgargaz EAD Petroleum/Natural Gas 840.4 28.14% -37.4 -19.1

7 55 Naftex Petrol EOOD Petroleum/Natural Gas 692.1 19.44% -19.1 11.7

8 64 CEZ Elektro Bulgaria AD Electricity 636.5 6.41% 1.2 1.6

9 65 Overgas Inc. АD Petroleum/Natural Gas 625.4 26.58% 8.2 7.1

10 78 Mobiltel EAD Telecommunications 529.2 -7.48% 39.1 112.6

Current account balance
In millions of U.S. dollars

-5,858

-10,707

-11,853

-4,254

-578

1,040

2011

20102009200820072006

Euromonitor International from national statistics/OECD/
International Monetary Fund (IMF), World Economic Outlook (WEO)
© Euromonitor International

Foreign debt
in millions of euro

3,702

3,100

2,525.

2,828 2,873
2,783

201120102009200820072006
Euromonitor International from national statistics/OECD/
International Monetary Fund (IMF), World Economic Outlook (WEO)
© Euromonitor International
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Growth is too narrowly based and feeble to 
reduce unemployment. Approximately half 
of all young adults are unemployed. The 
country’s population has been declining 
since the 1990s.

Overview of the economy
Serbia’s economy recorded real growth of 
more than 4-5 percent per year in 2004-2008. 
However, the economy slipped into recession 
in 2009 when exports fell at a double-digit 
pace and industrial production declined. In 
response, the government introduced an 
emergency spending programme valued at 
3.0 billion euro to stimulate production and 

exports. 
The economy grew modestly in 2010 before 
picking up speed in 2011 when real GDP rose 
by 1.8%. However, the transition from a pat-
tern of consumption-led growth to an export-
driven expansion is proving to be diffi  cult. 
Smaller fi rms are going through a particularly 
troublesome adjustment, and employment 
in both the formal and informal segments of 
the private sector contracted. 
Despite the recession, Serbia can claim much 
progress over the past 10 years. The mac-
roeconomic situation has been stabilised, 
debt is manageable, and there is a modern 
banking system in place. Nevertheless, the 
economy faces signifi cant vulnerabilities and 
a daunting agenda of structural reforms. The 
Serbian standard of living in 2011 was about 
one-third of the EU average. 

Economic prospects
Serbia is struggling to keep the economy from 
slipping back into recession as the debt crisis 
weakens demand for exports and weighs on 
capital infl ows. Real GDP is expected to grow 
by just 0.5% in 2012. 
Infl ation has reached uncomfortably high 
levels in recent years. Prices rose by 11.1% in 
2011. However, weak demand resulting from 

high unemployment and a deteriorating 
economic growth outlook has greatly eased 
the upward pressure on prices. Infl ation is ex-
pected to be around 4.1% in 2012 – well within 
the central bank’s target range of 3.0%-6.0%. 
The real value of private fi nal consumption 
grew by 2.1% in 2011 and gains of 3.1% are ex-
pected in 2012. Perennially high levels of un-
employment undermine consumer spending 
while income earned in the informal sector 
provides some support. In 2011, consumer 
spending was just 44% of the EU average. 
Serbia’s low corporate tax rate and favour-
able trade and customs relations with Russia 
can still attract investors. Chinese investors 
have recently concluded an energy deal val-
ued at 2.0 billion euro while western compa-
nies have moved in to take advantage of the 
country’s well-trained work force. 
Growth is too narrowly based and feeble to 
reduce unemployment which was 23% in 
2011 and is expected to rise to 23.2% in 2012. 
Approximately half of all young adults are un-
employed. Serbia’s rate of employment (the 
percentage of people of working age actually 
working) is only about 45%. This is about 20% 
lower than the EU average.
The average wage in 2012 was about 20% of 
the average for all of Western Europe. Unions 

Serbia struggles to avoid 
recession

Serbia is struggling to avoid re-
cession as the debt crisis in the 
eurozone weakens demand for its 
exports and weighs on capital in-
fl ows. 
The country’s standard of living is 
about one-third of the EU average. 
The government is unlikely to meet 
its budget defi cit target for 2012. 

Serbiacountry
profi le

1.8%
Real GDP growth in 2011.

23%
Unemployment in 2011.
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have demanded wage rises of more than 20% 
but the government refuses. 

Evaluation of market potential
The transition from consumption-led growth 
to a greater reliance on exports is proving to 
be more painful than expected. Politically 
diffi  cult reforms will be necessary to achieve 
sustainable growth. The reform agenda in-
cludes measures to address the oversized 
public sector, steps to follow up on the recent 
pension reform and the rationalisation of 
public enterprises 
The government’s goal is to move the econ-
omy towards an environment which is more 
conducive to investment and exports. There 
is a small, market-oriented sector which gen-
erates the most growth, a large sector of un-
reformed, centrally-planned economy, and an 
informal economy. A volatile political climate 
and a host of vested interests are other bar-
riers to reform. 
The country’s population has been declining 
since the 1990s and is rapidly ageing. Many 
of the best-trained technicians have left the 
country. Altogether, an estimated 60,000 
have departed since 2000. 
Farming has considerable potential once 
markets in the EU begin to recover. In addi-
tion, the growing season fi ts comfortably 
with the EU’s needs. The elimination of wait-
ing times at borders would allow producers 
to shift from low-profi t frozen exports to 
fresh exports. 
The government has set a target for achiev-
ing growth of 7.0% per year and reducing 
infl ation to 4.0% per year by 2012. However, 
there is broad agreement that these targets 
will require some fundamental reforms as 
well as signifi cant improvement in the econo-
mies of the EU. A volatile political climate and 
a host of vested interests are other barriers to 
reform. It is felt these targets are unrealistic.

Business environment
A shift to indirect taxes is complete. Reforms 
to better secured property rights are intend-

ed to encourage investment. Business regula-
tions have been simplifi ed, making it easier to 
start a business and access credit. A reform of 
the pension system has begun and the gov-
ernment has stepped up its crackdown on 
the informal economy by launching inspec-
tions of fi rms hiring illegal workers. Serbia’s 
low corporate tax rate and favourable trade 
and customs relations with Russia make it an 
attractive place for expansion. The Serbian 
government is boosting its own investments 
in the railway and road system in order to 
gradually reduce the costs of doing business.
The role of the state has been reduced and 
the private sector’s share in total employ-
ment has risen. However, the remaining 
state-owned fi rms continue to make sig-
nifi cant losses. The partial sale of the state-
owned telecoms enterprise was cancelled in 
2011. State ownership in banks will be phased 
out. The government has stepped up its fi ght 
against corruption and organised crime as 
part of its eff ort to win EU membership. 
EU leaders granted Serbia candidate status 
in March 2012.  Serbia intends to establish a 
national development bank in the near fu-
ture. The bank would consolidate state sup-
port to business, provided at present through 
the Development Fund and the Export Credit 
and Insurance Agency. 
In 2011, Serbia entered a regional coopera-
tion agreement with both parts of Bosnia, 
Slovenia and Montenegro to clamp down on 
tax evasion. It is estimated Serbia lost more 
than 210 million U.S. dollars in 2011 due to tax 
evasion. 

Imports and exports
Major export destinations 2011 share (%) Major import sources 2011 share (%)

Europe 87.9 Europe 92.4

Other countries 6.5 Asia Pacific 4.6

Asia-Pacific 2.6 Other countries 1.0

Africa and the Middle East 1.4 Latin America 0.9

North America 1.2 North America 0.7

Latin America 0.3 Africa and the Middle East 0.5

© Euromonitor International

Serbia TOP 10
in millions of euro

No SEE TOP 
100 No Company name Industry Total revenue 

2011
Y/Y change 
in revenue

Net profit/
loss 2011

Net profit/
loss 2010

1 9 Naftna Industrija Srbije AD Petroleum/Natural Gas 1 983 14.24% 389.2 156.3

2 21 JP Elektroprivreda Srbije Electricity 1 262 3.83% -46.6 16.9

3 34 Telekom Srbija AD Telecommunications 942.4 2.08% 213.5 149.7

4 39 JP Srbijagas Petroleum/Natural Gas 884.6 8.40% 12.0 8.4

5 41 Zelezara Smederevo DOO Metals 842.8 -4.02% -149.9 -142.3

6 44 Termoelektrane Nikola Tesla DOO Electricity 764.5 28.83% 58.7 3.8

7 52 Delhaize Serbia DOO Wholesale/Retail 695.4 -7.01% -13.2 17.7

8 72 Mercator - S DOO Wholesale/Retail 561.4 13.91% 20.7 6.9

9 82 Zeleznice Srbije AD Transport 511.1 96.19% 121.5 -165.3

10 90 Elektrovojvodina DOO Electricity 470.0 17.51% 5.1 -11.6

Current account balance
In millions of U.S. dollars

-2,986

-6,287

-10,302

-2,859 -2,752

-4,119

201120102009200820072006

Euromonitor International from national statistics/OECD/
International Monetary Fund (IMF), World Economic Outlook (WEO)
© Euromonitor International

Foreign debt
in millions of euro

5,446
4,931

5,215

7,150

9,163

10,773

201120102009200820072006
Euromonitor International from national statistics/OECD/
International Monetary Fund (IMF), World Economic Outlook (WEO)
© Euromonitor International
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There are also concerns that the banking sys-
tem may require considerable state support. 
A weak jobs market and a decline in real wag-
es will continue to exert downward pressure 
on private consumption in the medium term. 
In August of 2012 Standard&Poor’s lowered 
its long-term sovereign credit rating on Slov-
enia to A from A+, Moody’s downgraded the 
country’s government bond rating to Baa2 
from A2 and Fitch Ratings downgraded Slov-
enia’s long-term issuer default ratings (IDRs) 
to A- from A.

Overview of the economy
Before its accession in 2004 together with 
nine other countries, Slovenia’s per capita 
GDP (at purchasing power parities) was about 
50% of the EU-15 average. But in the enlarged 
EU-25 group that included so many poorer 
countries, the fi gure rose to 91%. At that lev-
el, Slovenia became ineligible for structural 
funds given to the EU’s poorest regions. 
The economy grew at a rate above economic 
potential from 2005 until mid-2007. However, 
the pace decelerated in 2008 and a recession 
began before the end of the year. The ensuing 
global crisis exacerbated existing imbalances 
in Slovenia’s economy. A sharp drop in both 
domestic and external demand followed. 
The downturn resulted in a large fi scal defi cit, 
higher unemployment and a loss of competi-
tiveness. While there is evidence of increasing 
specialisation into high-tech sectors, the pace 
of export-quality upgrading lags behind other 
countries in the region. The economy began 
a recovery during 2010 but growth was fee-

ble and real GDP contracted in 2011. The main 
drag on growth came from a sharp retrench-
ment in investment, with construction and 
private consumption underperforming. 

Economic prospects
Real GDP is expected to decline by 1.1% in 
2012. Export demand has been driving the 
tepid recovery but it will weaken in 2012 
before recovering in 2013. A cutback in bank 
lending will impede investment. 
Domestic demand will be slow to recover due 
to high levels of unemployment and fi scal 
retrenchment. The real value of private fi nal 
consumption rose by 0.1% in 2011 and a fall of 
0.1% is forecast for 2012. A weak job market 
and a decline in real wages will continue to 
exert downward pressure on private con-
sumption in the medium term. 
Employment growth has been negative since 
2009 and this trend is expected to continue 
through 2012. Unemployment was 8.2% in 
2011 and it will rise to 8.5% in 2012.

Slovenia to slip back into 
recession

Slovenia’s economy will slip back 
into recession in 2012. Domestic 
demand remains weak due to high 
levels of unemployment and fi scal 
retrenchment.
The government’s budget targets 
for 2012 and 2013 may not be met. 

Sloveniacountry
profi le

1.1%
Expected real GDP in 2012.
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Evaluation of market potential
The recovery will be slow but real GDP is ex-
pected to grow by less than 2.0% per annum 
for several years. The government’s large debt 
is a serious impediment to growth. A fragile 
banking system is another danger. Potential 
output is likely to fall owing to slow growth 
in productivity, diffi  cult fi nancing conditions 
and high levels of structural unemployment. 
More than 40% of the Slovenian economy 
remains in state hands, compared to 8.0% in 
Hungary. A large chunk of what is private be-
longs to a handful of former state companies 
privatised in the 1990s. Nearly half of public 
spending goes to social transfers, with very 
little reaching those truly in need. In the fi eld 
of privatisation, steel and energy holdings 
could all attract serious international atten-
tion but none will be sold in the near future. 
There is a danger that private consumption 
will prove to be weaker than expected ow-
ing to the poor performance of the labour 
market. 
Generous welfare and retirement benefi ts 
have reduced labour participation. In addi-
tion, Slovenia has one of the fastest ageing 
populations in Europe. These facts both high-
light the challenge to long-run fi scal sustain-
ability. 

Business environment
Government spending accounts for about 
50% of GDP. Offi  cials have also moved very 
slowly on privatisation but as the recession 
began to bite they have indicated their will-
ingness to accelerate the process. The gov-
ernment is now prepared to sell off  most 
state-owned enterprises, except for a small 
number of “strategic” companies. These ap-
parently include energy infrastructure, rail-
ways and some fi nancial services. Revenues 
from these sales are expected to cut public 
debt by around two percentage points. 
In 2011, Slovenia entered a regional coopera-
tion agreement with both parts of Bosnia, 
Serbia and Montenegro to clamp down on 
tax evasion. 
Taxes of about 40% are high by the regional 
standards. Excise duties were raised in 2010. 
There are generous public benefi ts and su-
perior, though costly, public services. Wage 
guidelines are set to lag behind productivity 
growth but are often breached. Labour rules 
are rigid with large, infl uential trade unions 
compared to most post-communist coun-
tries. 
More reforms are urgently needed to improve 
labour market fl exibility. The government cut 
the corporate tax rate to 20% in 2010.

Imports and exports
Major export destinations 2011 share (%) Major import sources 2011 share (%)

Europe 92.4 Europe 82.7

Africa and the Middle East 2.8 Asia Pacific 9.7

Asia-Pacific 2.4 North America 2.1

North America 1.5 Africa and the Middle East 2.0

Latin America 0.6 Latin America 2.0

Australasia 0.2 Other countries 1.4

© Euromonitor International

Slovenia TOP 10

in millions of euro

No SEE TOP 
100 No Company name Industry Total revenue 

2011
Y/Y change 
in revenue

Net profit/
loss 2011

Net profit/
loss 2010

1 7 Petrol d.d. Petroleum/Natural Gas 2 860 15.21% 11.6 37.9

2 15 Poslovni Sistem Mercator d.d. Wholesale/Retail 1 629 -2.46% 31.1 36.8

3 18 Holding Slovenske Elektrarne d.o.o. Electricity 1 365 48.32% 46.7 79.5

4 24 Revoz d.d. Automobiles 1 135 -14.65% 13.9 18.6

5 29 GEN-I d.o.o. Electricity 989.4 70.45% 8.1 10.9

6 31 Krka d.d. Pharmaceuticals 976.5 2.87% 150.4 165.9

7 48 Telekom Slovenije d.d. Telecommunications 730.8 -1.08% 21.3 -237.1

8 53 Gorenje d.d. Electronics 694.7 2.55% 7.3 2.9

9 54 OMV Slovenija d.o.o. Petroleum/Natural Gas 692.9 24.51% 16.3 16.1

10 60 Engrotus d.d. Wholesale/Retail 658.0 -2.94% 6.1 7.9

Current account balance
In millions of U.S. dollars

-997

-2,243

-3,758

-641

-404
-227

201120102009200820072006

Euromonitor International from national statistics/OECD/
International Monetary Fund (IMF), World Economic Outlook (WEO)
© Euromonitor International

Foreign debt
in millions of euro

2,116
2,625

3,319

6,243

7,722

9,226

201120102009200820072006
Euromonitor International from national statistics/OECD/
International Monetary Fund (IMF), World Economic Outlook (WEO)
© Euromonitor International
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Overview of the economy
Based on most economic indicators, Croatia 
has performed better than Romania or Bul-
garia for nearly a decade. The economy is 

open to trade and capital fl ows, and priva-
tisation is well advanced, although uneven. 
Croatia’s openness left the country especially 
vulnerable and the economy slipped into re-
cession in 2009. Private sector credit declined 
sharply while weaknesses in consumption 
and investment outweighed gains in ex-
ports. Because of its narrow export base and 
weak competitiveness, Croatia was unable to 
take full advantage of the economic rebound 
among its trading partners. 
The economy remains feeble with real GDP 
rising by just 0.3% in 2011 after declining for 
two years in a row. Gains in the tourism sec-
tor and a gradual strengthening of consumer 
spending provided some support. The large 
public sector imposes a drag on growth. Pub-
lic agencies and enterprises have not been 
subject to strict fi nancial discipline and state 
aid in various forms exceeds that in other 
central and eastern European countries. 

Economic prospects
Real GDP is expected to contract by 0.8% in 

2012. Continued weaknesses in domestic de-
mand and sizeable amounts of household 
debt are the main drags. Economic perform-
ance should improve in the medium term but 
will not match historical trends. Infl ation will 
fall to 2.1% in 2012 as the output gap widens. 
In December 2011, the government signed 
a treaty which will make Croatia the 28th 
member of the EU in mid-2013. Nearly two-
thirds of the Croats who voted in the referen-
dum on Croatia’s EU accession held in Janu-
ary 2012 supported the membership. 
Unemployment was 13.2% in 2011 and it will 
rise to 14.3% in 2012. The jobless total will re-
main high in the medium term. Strict regula-
tions constrain labour market fl exibility, forc-
ing more workers into the informal sector. 
Croatia’s wage levels are high relative to its 
income and productivity. The unemployment 
law has been modifi ed to reduce benefi ts 
and their duration. 
Consumption is held back by the quantity of 
household debt owed which, as a percentage 
of GDP, is one of the highest in central Europe. 

Household debt drags Croatia's 
GDP growth down

Croatia’s economy will slip back 
into recession again in 2012. Con-
tinued weaknesses in domestic 
demand and the sizeable amounts 
of household debt are the main 
drags. 
The government has signed a trea-
ty which will make the Adriatic 
country  the 28th member of the 
EU in mid-2013. This may provide 
a modest economic boost. Croatia’s 
export performance is constrained 
by labour force rigidities and high 
wages. Consumption is held back 
by household debt which is one of 
the highest in Central Europe. 

Croatiacountry
profi le

0.3%
Real GDP growth in 2011.
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The real value of private fi nal consumption 
did not change in 2011 and a decline of 0.9% 
is expected in 2012. Consumer expenditure 
 accounted for 67.7% of GDP in 2011, down 
from 69.9% in 2008. 
Capital infl ows have slowed due to extensive 
amounts of excess capacity. Investments 
in new capacity – greenfi eld investments – 
have been scarce. The bulk of foreign invest-
ment goes for property acquisition. Croatia’s 
location is attractive to foreign investors but 
they are concerned that the economy’s com-
petitiveness is waning.

Evaluation of market potential
Growth should resume in the medium-term 
but is not expected to reach pre-crisis levels. 
The competitiveness of Croatia’s external 
sector remains in doubt. Croatia’s Economic 
Recovery Programme is aimed at addressing 
deep-rooted structural problems and weak-
nesses in competitiveness but critics call for 
a more decisive eff ort. The EU accession proc-
ess should help to accelerate fi scal and struc-
tural reforms. 
The prospective accession to the EU in 2013 
can bring up to 2.0 billion euro in EU funds 
to upgrade the economy. Croatia would be-
come the second former Yugoslav state, after 
Slovenia, to join the EU. 
The government has adopted a plan to re-
solve its long-standing debt to current pen-
sioners equivalent to about 1.2% of GDP. The 
bulk of this debt has been repaid and the re-
mainder will be paid off  completely by 2013. 
The payments should help to boost consum-
er spending. Meanwhile, pension laws have 
been amended to equalise the statutory 
retirement age of women and men by 2030, 
penalties for early retirement have been in-
creased and incentives introduced to delay 
retirement.

Business environment
Croatia lags behind its neighbours in creating 

an appealing business environment. Many 
reforms are held back by legal battles, the 
objections of vested interests and a legal 
framework which favours insiders. Major 
barriers include a burdensome regulatory 
environment, a slow-moving judiciary and a 
corrupt bureaucracy. The country’s telecom-
munications and media industries have been 
liberalised but monopolies dominate in other 
parts of the communications market. Priva-
tisation and enterprise restructuring are still 
incomplete, keeping productivity low. 
More reforms are needed to reduce the cost 
of doing business. There are signifi cant un-
offi  cial restrictions on foreign investment 
which add to the overall cost of doing busi-
ness. Growth of credit to the private sector 
has fallen sharply. Subsidies to state-owned 
fi rms further distort the economy. Total gov-
ernment spending represents approximately 
40% of GDP. 
Over the medium term, economic and struc-
tural policies will be driven by the goal of EU 
accession. State aid will have to be reduced 
further, the public administration modern-
ised, and room made for new accession-
related expenditures. A partial sale of the 
state-owned oil company and the national 
telecommunications company are recent ad-
vances. To raise revenues, the VAT was raised 
from 23% to 25% in March 2012. This move 
will help but more cuts in mandatory spend-
ing will still be necessary.

Imports and exports
Major export destinations 2011 share (%) Major import sources 2011 share (%)

Europe 88.5 Europe 79.2

Africa and the Middle East 4.0 Asia Pacific 15.3

North America 3.0 North America 2.4

Asia-Pacific 2.1 Latin America 1.4

Latin America 2.0 Africa and the Middle East 1.1

Australasia 0.2 Other countries 0.5

© Euromonitor International

Croatia TOP 10

in millions of euro

No SEE TOP 
100 No Company name Industry Total revenue 

2011
Y/Y change 
in revenue

Net profit/
loss 2011

Net profit/
loss 2010

1 2 INA d.d. Petroleum/Natural Gas 3 613 16.51% 261.2 239.3

2 12 Konzum d.d. Wholesale/Retail 1 774 5.10% 45.8 55.9

3 13 Hrvatska Elektroprivreda d.d. Electricity 1 733 3.47% 62.4 133.6

4 26 Hrvatski Telekom d.d. Telecommunications 1 041 -5.85% 240.8 252.4

5 36 Prirodni Plin d.o.o.* Petroleum/Natural Gas 937.5 20.31% 0.043 -46.7

6 67 OMV Hrvatska d.o.o.* Petroleum/Natural Gas 617.8 24.55% 4.3 7.5

7 75 HEP-Proizvodnja d.o.o.* Electricity 543.4 3.09% -1.1 72.7

8 77 HEP-Operator Distribucijskog 
Sustava d.o.o. * Electricity 529.9 5.68% 45.9 14.6

9 84 Zagrebacki Holding d.o.o.* Diversified Holdings 498.0 -1.55% -57.6 -67.1

10 92 Brodosplit - Brodogradiliste d.o.o.* Transportation 466.5 130.92% 207.9 -57.8

(*) denotes gross profit/loss for 2011 and 2010

Current account balance
In millions of U.S. dollars

-3,232

-4,327

-6,083

-3,067

-962

-466

201120102009200820072006

Euromonitor International from national statistics/OECD/
International Monetary Fund (IMF), World Economic Outlook (WEO)
© Euromonitor International

Foreign debt
in millions of euro

5,990 5,947

4,635

5,589

6,518

7,059

201120102009200820072006
Euromonitor International from national statistics/OECD/
International Monetary Fund (IMF), World Economic Outlook (WEO)
© Euromonitor International
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Unemployment is still one of the highest in 
Europe. More than 75% of the unemployed 
have been out of work for over two years. 
The informal sector is estimated to account 
for nearly two-fi fths of GDP in the Federa-
tion and more than one-fi fth in the Republika 
Srpska.

Overview of the economy
Bosnia enjoyed a remarkable period of growth 
in 2003-2008 when the rise in real GDP aver-
aged 6.0% per year. However, the economy 

slipped into recession in 2009 when exports 
fell and infl ows of FDI disappeared. Tighter 
credit conditions also undermined growth of 
demand. 
A feeble recovery began in 2010 but it will 
take more than a decade before the level of 
economic activity reaches pre-war levels. 
Aided by a pickup in exports of metals and 
minerals, real GDP rose by 1.7% in 2011. 
A large portion of all economic activity is still 
conducted in the informal sector. Growth 
in the formal economy remains partially de-
pendent on the international aid going to the 
country but these funds are now being sup-
plied in smaller amounts and under tougher 
conditions. Macroeconomic policies can be 
mismatched and poorly designed. Around 
18% of the population still live in poverty and 
another 30% (including many state employ-
ees) are only slightly better off . 

Economic prospects
Real GDP is expected to rise by 0.8% in 2012. 
Growth of credit is slow, limiting gains in do-
mestic demand. Economic reforms in both 

parts of the country are proceeding more 
slowly than expected. Importantly, offi  cials in 
the Federation and the Serb Republic have fi -
nally agreed on a common fi scal framework. 
Country-wide unemployment was 27.6% 
in 2011 (by ILO defi nition) and it will remain 
at that level in 2012. This is one of the high-
est rates in all of Europe. Over 50% of young 
adults lack formal employment. Because la-
bour mobility is limited, unemployment in 
depressed areas is very high. More than 75% 
of the unemployed have been out of work 
for over two years. Skill gaps are sizeable and 
training is antiquated. Labour markets are 
also encumbered with out-of-date proce-
dures for collective bargaining. 
The informal sector is estimated to account 
for nearly two-fi fths of GDP in the Federation 
and more than one-fi fth in the Republika Srp-
ska. Informal jobs are much lower paid than 
in the formal sector and lack job security. 
The real value of private fi nal consumption 
fell by 1.3% in 2011 and no change is expected 
in 2012. 
The country has received more than 5.0 billion 

Investment infl ows in Bosnia 
and Herzegovina to remain weak

Real GDP should see only feeble 
growth in 2012 after limited gains 
in 2011. 
Importantly, offi cials in Bosnia’s 
two entities - the Federation and 
the Serb Republic - have fi nally 
agreed on a common fi scal frame-
work. 

Bosnia&Herzegovinacountry
profi le

1.7%
Real GDP gowth in 2011.

27.6%
Unemployment in 2011.
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U.S. dollars in aid since the war but infl ows 
have dropped sharply in recent years. Bosnia 
also relies heavily on remittances from the 
overseas workers. This is especially important 
since the country has failed to attract much 
foreign investment. Although remittances 
declined in 2009, they are still more than four 
times the level of FDI. Investment infl ows will 
continue to be weak for several years.

Evaluation of market potential
Bosnia&Herzegovina is a small open econo-
my which makes it especially vulnerable to 
the expected downturn in western Euro-
pean markets. Domestic demand will also 
be feeble for several years as banks are re-
luctant to lend and keep interest rates high. 
The fi scal defi cit will be another drag on the 
economy. Continued implementation of re-
forms in the public sector and adherence 
to the agreement with the IMF should lead 
to somewhat higher rates of growth in the 
medium term. 
Offi  cials calculate that an increase in domes-
tic savings of around 10 percentage points 

of GDP is needed to sustain corporate fi xed 
investment. Fiscal policy must be tightened, 
a move that will require cuts in subsidies and 
public spending. Additional fi nancial assist-
ance from the IMF is being sought. This, most 
likely, will come with stringent conditions on 
spending and revenue polices.

Business environment
The Serb Republic is pursuing several pro-
grammes for privatisation with sales con-
ducted at the entity level by separate 
agencies. The Federation (the entity led by 
Bosniak-Muslims and Croats) also has a pri-
vatisation programme. The Federation has 
already sold more than 70% of the compa-
nies identifi ed for privatisation, but these are 
mainly small fi rms and represent only 40% of 
total assets slated for privatisation. 
Loss-making is widespread. The large infor-
mal sector poses additional problems to the 
creation of a suitable business environment. 
The introduction of Value Added Tax (VAT) 
should eventually help to reduce the size of 
the informal economy. In 2011, Bosnia en-

tered a regional cooperation agreement with 
Serbia, Slovenia and Montenegro to clamp 
down on tax evasion. 
Large diff erences in the corporate income tax 
between the Serb Republic and the Federa-
tion make it diffi  cult for businesses operating 
in both entities. In the Republic, corporate 
taxes are 10% while they are 30% in the Fed-
eration. The two tax bases also are diff erent. 
The Serb Republic has introduced a VAT rate 
of 17% and has reformed its income tax re-
gime. 
Bosnia’s private sector is expanding but gov-
ernment spending still amounts to nearly 
40% of GDP. The country’s complex legal 
framework hinders the functioning of many 
institutions and undermines the business en-
vironment. 
The country’s dual entity structure greatly 
complicates the overall business environ-
ment. The regulatory framework is vague 
and often contradictory. A variety of complex 
registration processes in both the Muslim-
Croat and the Bosnian Serb entities discour-
ages nationwide business development. 

Imports and exports
Major export destinations 2011 share (%) Major import sources 2011 share (%)

Europe 94.3 Europe 98.3

Africa and the Middle East 2.3 Asia Pacific 1.0

Asia-Pacific 1.6 North America 0.3

North America 1.4 Latin America 0.2

Latin America 0.2 Africa and the Middle East 0.1

Australasia 0.1 Australasia 0.1

© Euromonitor International

Bosnia and Herzegovina TOP 10
in millions of euro

No SEE TOP 
100 No Company name Industry Total revenue 

2011
Y/Y change 
in revenue

Net profit/
loss 2011

Net profit/
loss 2010

1 86 JP Elektroprivreda BiH d.d. Electricity 489.3 8.12% 0.759 -7.384

2 107 ASA Prevent Group Diversified Holdings 430.2 15.23% N/A N/A

3 149 Arcelormittal d.o.o. Metals 341.4 25.49% -0.461 -5.535

4 166 Aluminij d.d. Metals 318.8 20.61% 0.611 N/A

5 169 BH Telecom d.d. Telecommunications 316.1 2.89% 68.7 70.9

6 175 Konzum DOO Wholesale/Retail 300.9 6.03% 0.608 1.243

7 217 Telekom Srpske a.d. Telecommunications 256.5 2.96% 54.9 55.4

8 272 Elektroprivreda Republike Srpske a.d. Electricity 213.7 -6.02% 5.355 5.217

9 279 HIFA-OIL d.o.o. Petroleum/Natural Gas 208.1 24.38% N/A N/A

10 316 JP Elektroprivreda HZ Herceg Bosne d.d. Electricity 180.1 -8.01% N/A 20.8

Current account balance
in millions of U.S. dollars

-984

-1,632

-2,607

-1,070 -1,016

-1,499

201120102009200820072006

Euromonitor International from national statistics/OECD/
International Monetary Fund (IMF), World Economic Outlook (WEO)
© Euromonitor International
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Overview of the economy
Driven by domestic demand, remittances 
and higher levels of investment, the econo-
my grew steadily between 2004 and 2008. A 

mild recession occurred in 2009. Weaker ex-
port demand and tighter conditions on for-
eign lending were the main culprits. 
In response to the downturn, the govern-
ment tightened monetary policy and reduced 
planned spending. Offi  cials also curtailed 
planned spending to preserve the target 
for the budget defi cit. Eventually, the slump 
proved to be short-lived. Macedonia experi-
enced surprisingly strong growth in the fi rst 
half of 2011, spurred by high exports and FDI. 
Real GDP grew by 3.0% in the full year 2011.
Ambitious programmes to improve roads, 
power, water and other infrastructure (main-
ly through internationally-funded projects) 
could lay the basis for more sustainable 
growth in the future. Infl ation has been ris-
ing but wage hikes have prevented a drop in 
consumer income.

Economic prospects
Macedonia’s economy will slow down in 2012 
when real GDP is forecast to grow by 2.0%. 
However, sustained capital infl ows via work-

ers remittances, foreign loans and FDI still 
provide important support. 
Infl ation picked up in the fi rst half of 2011 but 
pressures diminished in the second half of the 
year. Consumer prices are expected to rise by 
2.0% in 2012, nearly twice as slow compared 
to the increase of 3.9% registered in 2011. 
A key objective of the government is to in-
crease investment spending for roads, rail-
roads, gasifi cation, and other energy infra-
structure. 
The Macedonian government’s eff orts to 
lure foreign investment are yielding results. 
The development of free economic zones in 
Skopje, Tetovo and Bitola is one attraction. In 
addition, the government off ers investors an 
“investment premium” to repay 50% of the 
cost once a production facility is completed. 
Macedonia’s 10% fl at tax rate along with a 
favourable business and investment environ-
ment is also an advantage. 
The real value of private fi nal consumption 
dropped by 1.1% in 2011 but a gain of 0.9% is 
expected in 2012. Stronger rates of growth 

Macedonia's GDP remains under 
pressure but continues to grow

Macedonia’s economic growth is 
slowing down, but the GDP contin-
ues to climb. Workers’ remittances, 
foreign loans and FDI infl ows still 
provide support. Unemployment 
is extremely high. Some of those 
reported offi cially as unemployed 
are actually working in the infor-
mal sector. 
The signifi cance of the external 
sector has been growing stead-
ily. Export growth will defi nitely 
slow in 2012 although the comple-
tion of several export-oriented FDI 
projects should allow market share 
gains by 2013.

Macedoniacountry
profi le

3.0%
Real GDP growth in 2011.

31.2%
Unemployment in 2011.
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are forecast in the medium term. 
Unemployment was 31.2% in 2011 and it will 
remain at that level in 2012. Although the job-
less rate is huge, some of those reported offi  -
cially as unemployed are working in the infor-
mal sector. Youth unemployment is thought 
to be close to 50%. The informal market rep-
resents 20-45% of GDP. 

Evaluation of market potential
Real growth of GDP should reach 3.0% per year 
or higher beginning in 2014. The government’s 
target is to achieve sustainable growth of at 
least 6.5% 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. If down-
side risks associated with the EU fi nancial and 
debt crisis materialise, they could quickly spill 
over to Macedonia. 
With high rates of unemployment, includ-
ing 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 diffi  cult to 
reduce. Macroeconomic policies must also be 

more carefully managed to avoid the stop-
and-go outcomes that characterised budgets 
in recent years. 

Business environment
Privatisation has been largely completed but 
the methods employed allow insiders a dis-
tinct advantage, resulting in a weaker boost 
to effi  ciency than had been expected. Sale of 
the few remaining state-owned enterprises 
has slowed owing to a lack of investor inter-
est. Property rights are weakly enforced and 
corruption in the customs department add 
to the cost of trading. 
Other reforms introduced in recent years 
include the strengthening of the customs 
and tax administration, labour market liber-
alisation, introduction of a one-stop shop for 
registering companies, and the privatisation 
of electricity distribution. A fl at tax rate for 
both corporations and personal incomes has 
proved attractive to investors. Macedonia is 
committed to reform its electricity industry 
that will eventually bring about full liberalisa-
tion. A new energy law is expected to bring 
the country in compliance with its treaty ob-
ligations once it is fully implemented. 

Imports and exports
Major export destinations 2011 share (%) Major import sources 2011 share (%)

Europe 93.7 Europe 92.3

Asia-Pacific 4.2 Asia Pacific 4.3

North America 1.4 Latin America 1.4

Africa and the Middle East 0.5 North America 1.0

Australasia 0.1 Africa and the Middle East 0.9

Latin America 0.1 Other countries 0.1

© Euromonitor International

Macedonia TOP 10

in millions of euro

No SEE TOP 
100 No Company name Industry Total revenue 

2011
Y/Y change 
in revenue

Net profit/
loss 2011

Net profit/
loss 2010

1 59 Okta AD Petroleum/Natural Gas 671.0 31.16% -1.1 1.8

2 116 Makpetrol AD Petroleum/Natural Gas 407.3 16.40% 0.417 -4.0

3 118 Johnson Matthey DOOEL Chemicals 401.1 202.08% 19.8 1.3

4 129 EVN Macedonia AD Electricity 380.9 4.21% -16.1 -16.1

5 202 Elem AD (Elektrani na Makedonija) Electricity 272.6 -6.55% 0.761 4.0

6 249 Feni Industries AD Metals 225.7 -9.18% 27.0 38.9

7 297 Makedonski Telekom AD (former 
Makedonski Telekomunikacii AD) Telecommunications 195.8 -6.24% 90.6 97.1

8 355 T-Mobile Makedonija AD Telecommunications 153.2 -7.30% 54.6 60.9

9 461 Makstil AD Metals 111.0 21.54% -1.2 0.694

10 476 Lukoil Makedonija DOO Petroleum/Natural Gas 106.9 32.54% 5.1 1.8

Current account balance
In millions of U.S. dollars

-56

-569

-1,269

-637

-199

-284

201120102009200820072006

Euromonitor International from national statistics/OECD/
International Monetary Fund (IMF), World Economic Outlook (WEO)
© Euromonitor International

Foreign debt
in millions of euro

1,113

959

869

1,085 1,117

1,361

201120102009200820072006
Euromonitor International from national statistics/OECD/
International Monetary Fund (IMF), World Economic Outlook (WEO)
© Euromonitor International
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Overview of the economy
Albania, Europe’s poorest country for decades, 
has become the growth leader in Southeast 
Europe in recent years. Per-capita income 
has more than doubled since 2001. Despite 
these achievements, the economy remains 
vulnerable on several fronts because of a 
culture of tax evasion, signifi cant amounts 
of long-term and short-term domestic public 
debt, and weak anti-money laundering laws. 
Investment is badly needed to broaden the 
export base.

The economy slowed in 2011 when real GDP 
rose by just 2.0%. The incidence of pov-
erty has been reduced from 25% in 2002 to 
around 18.5% today. Poverty is worst in rural 
areas because of the low productivity of fam-
ily farms.

Economic prospects
Real growth of GDP is expected to slip to just 

0.5% in 2012. Lacklustre domestic demand 
and a sharp drop in exports are the main 
reasons for the slowdown. Bank credit to the 
private sector is rising but is still the lowest 
in the region (roughly 9.0% of GDP). Infl ation 
was 3.5% in 2011 but will fall to 1.5% in 2012 as 
the economy slows to a near-halt. 

The real value of private fi nal consumption 
rose by 2.1% in 2011 and a gain of 0.9% is ex-
pected in 2012. 

With about one million Albanians working 
outside the country (mostly in Greece and 
Italy), the fl ow of remittances has been es-
sential for consumer spending, the purchase 
of new homes and cars, and investment 
in small businesses. Most of these people, 
however, have lost their jobs as Greece and 
Italy struggle with the sovereign debt crisis. 
Remittances in 2011 were still below the level 
recorded in 2008.  

Unemployment is still very high (12.1% in 2011) 

despite the large number of Albanians work-
ing abroad. The problem is that much of the 
income earned abroad does not create sus-
tainable jobs at home.

Budget defi cit rose to 4.8% of GDP in 2011 and 
will exceed 5.0% in the medium term. Such 
an increase would push public debt up very 
close to the legally binding ceiling. Cuts in 
spending will be necessary although devel-
opment needs must still be met. At present, 
spending on interest payments, wages, and 
entitlement claim more than two-thirds of 
every lek the government collects in taxes 
and fees.

Evaluation of market potential
The economy will be increasingly driven by ris-
ing foreign and domestic export-generating 
investment. Public and private consumption 
are expected to fall as share of GDP as the 
business sector assumes a larger role. Fiscal 
consolidation will have to be a priority. Ongo-

Albania's economic growth to 
decelerate to 0.5% in 2012

Albaniacountry
profi le

2.0%
Real GDP growth in 2011

3.5%
Inflation in 2011.
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ing reforms to enhance the effi  ciency of tax 
administration – combined with a concerted 
eff ort to reduce the size of the informal sec-
tor – should raise tax revenue as a share of 
GDP. Risks include the country’s high level 
of public debt, sluggish productivity growth 
and signifi cant external vulnerabilities.   

Sustainable growth will require reforms to 
strengthen governance, property rights pro-
tection and the rule of law. The large losses 
in the electricity industry put a major strain 
on the government budget and are a drag on 
potential growth. Collection rates in the in-
dustry are only around 50%.

Business environment
The government’s strategy to strengthen the 
business environment calls for the removal of 
administrative barriers to investment. New 
company laws and legal reforms have greatly 
improved transparency. The privatisation 
agenda is gaining momentum with almost 

all small and medium-sized enterprises on 
the list already  sold off . All commercial banks 
have been placed under private manage-
ment. 

Structural reforms to improve the business 
environment by securing property rights, 
land titling, and contract enforcement are 
urgently needed.   

Poor transport, telecommunications and oth-
er infrastructure are considered the main ob-
stacles to investment. The government is set 
to increase spending on transport systems 
under the  2008-2013 development plan. An 
estimated 6,000 kilometres of roadway will 
be rehabilitated by 2013.  

In the future, the government plans to broad-
en the tax base, a move which should even-
tually allow a reduction in the corporate in-
come tax rate. The share of the underground, 
or “black” economy in GDP is falling as the 
administration of tax revenue is improved. 

Albania TOP 10
in millions of euro

No SEE TOP 
100 No Company name Industry Total revenue 

2011
Y/Y change 
in revenue

Net profit/
loss 2011

Net profit/
loss 2010

1 140
CEZ Shperndarje Sh.a. (former 
Operatori i Sistemit te 
Shperndarjes (OSSH) Sh.a.)

Electricity 349.7 16.20% N/A N/A

2 201 Bankers Petroleum Albania Ltd. Petroleum/Natural Gas 274.2 115.03% N/A N/A

3 258 Europetrol Durres Albania Sh.a. Petroleum/Natural Gas 222.2 49.86% N/A N/A

4 334 Kurum International Sh.a. Metals 168.8 46.49% N/A N/A

5 344 A.R.M.O. Sh.a. Petroleum/Natural Gas 161.2 103.64% N/A N/A

6 361 Kastpetrol Sh.a. Petroleum/Natural Gas 150.9 63.43% N/A N/A

7 370 Kastrati Sh.a. Petroleum/Natural Gas 147.1 N/A N/A N/A

8 376 Vodafone Albania Sh.a. Telecommunications 145.2 -0.64% N/A N/A

9 463 Albanian Mobile Communication 
Sh.a. Telecommunications 110.2 -22.69% N/A N/A

10 498 Belle Air Sh.p.k. Transportation 101.5 49.32% N/A N/A

Source: Media Union Group, Monitor magazine-Albania estimations based on the data provided by the tax office.

Current account balance
In millions of U.S. dollars

-508

-1,109

-1,966

-1,648

-1,381

-1,702

201120102009200820072006

Euromonitor International from national statistics/OECD/
International Monetary Fund (IMF), World Economic Outlook (WEO)
© Euromonitor International

Foreign debt
in millions of euro

1,081
992

1,419

1,921

2,189
2,245

201120102009200820072006
Euromonitor International from national statistics/OECD/
International Monetary Fund (IMF), World Economic Outlook (WEO)
© Euromonitor International

Imports and exports
Major export destinations 2011 share (%) Major import sources 2011 share (%)

Europe 75.9 Europe 82.0

Asia-Pacific 12.8 Asia Pacific 8.6

Other countries 7.4 Other countries 3.4

Africa and the Middle East 1.9 North America 2.3

North America 1.7 Latin America 1.8

Latin America 0.3 Africa and the Middle East 1.8

© Euromonitor International
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A process of fi scal consolidation has shown 
impressive results so far. The huge public sec-
tor will eventually have to be scaled back in 
order to maintain a sound fi scal position. The 
current account defi cit is probably not sus-
tainable in the medium term.

Overview of the economy
Moldova is the poorest country in Europe. 
Though disputes with Moscow slowed 
progress, the economy grew at an average 
rate of around 5.0% per year prior to the glo-
bal recession. However, a sharp contraction 
occurred in 2009 when domestic demand 
plummeted. Unemployment soared and 

public revenue dropped by 10% as VAT re-
ceipts and foreign trade taxes shrank. 
Thanks to improved fi nancial stability and a 
recovery in exports, Moldova staged an im-
pressive rebound in 2010 and 2011. Domestic 
demand, exports and investment all sup-
ported growth.

Moldovans have continued to emigrate at a 
rapid pace. The government estimates that 
more than 500,000 have left the country to 
work abroad since 2008, either in western Eu-
rope or Russia. Much of the exodus is driven 
by poverty. An estimated 26.3% of the popu-
lation lives in poverty.  

Moldova's GDP increase slower 
but still steady

After two years of healthy growth, 
the economy appears to be slowing 
but moderate growth is still ex-
pected in 2012. 
However, Moldova can no longer 
depend on consumption-driven 
remittances and infl ows of foreign 
aid to drive its economy. 

Moldovacountry
profi le

7.6%
Inflation in 2011.

6.4%
Economic growth in 2011.
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Economic prospects
After two years of healthy growth, the 
economy appears to be slowing. Real GDP is 
expected to rise by 3.5% in 2012, down from 
6.4% in 2011. Foreign and domestic trade, in-
dustrial production, and remittances have all 
decelerated markedly. 
Infl ation was 7.6% in 2011 but the upward 
pressure on prices should ease in the medi-
um term. Prices are expected to rise by 5.5% 
in 2012. 
The budget for 2012 continues a planned 
programme of fi scal consolidation by reduc-
ing current spending, raising revenues and 
boosting investment. Moldova’s budget defi -
cit was 1.9% of GDP in 2011. It should drop to 
1.2% in 2012 and even lower in the medium 
term.  
Consumer spending depends heavily on re-
mittances. The real value of private fi nal con-
sumption is expected to grow by 3.8% in 2012 
after gaining 9.3% in 2011. 
Up to 50% of the working population has 
been employed abroad in recent years. When 
the Russian economy was booming, their re-
mittances amounted to more than a third of 
GDP. The value of remittances (in U.S. dollars) 
rose by 12.2% in 2011 as the Russian economy 
improved. However, the total value of remit-
tances is still signifi cantly below the fi gure 
reported for 2008. 
Moldova’s public sector still dominates the 
economy and is much larger than that in 
neighbouring countries. Expenditure was re-
duced and revenue rose after collection pro-
cedure was improved. The possibility of early 
retirement is gradually being phased out. In 
the medium term, the huge public sector will 
have to be scaled back in order to maintain a 
sound fi scal position. 
The current account defi cit was 10.6% of GDP 
in 2011 and this will narrow to 9.7% in 2012. 
The current account defi cit is not sustainable 
in the long term.  

Evaluation of market potential
The period since independence has been 
marked by a long-running dispute between 
ethnic Russians who make up over half the 
population of the Transdniestria province, 
which borders on Ukraine, and their Roma-
nian-speaking counterparts in the rest of the 
country. Transdniestria still depends heavily 
on smuggling and contraband and has a sub-
stantial criminal element.

Business environment
Structural reforms have improved the business 
climate and promoted competitiveness. Offi  -
cials hope to accelerate the privatisation pro-
gramme and the sale of a large bank is nearing 
completion. Corporate income taxes have been 
reduced and an amnesty has been granted. Ef-
forts to cut red tape, safeguard competitive-
ness and stimulate trade are broadly on track.
A planned tax policy reform aims to establish 
a tax regime that is competitive and simple. 
Authorities are committed to close loopholes 
in the VAT, upgrade tax and customs admin-
istration, and clear government expenditure 
arrears. At the same time, the corporate in-
come tax will be re-introduced with a single 
rate of 12% and a broad base to ensure ad-
equate resources.   
The government has issued a list of fi rms 
it intends to privatise and is moving ahead 
with the sale of a major bank. However, the 
economy is excessively over-regulated and 
hampered by price distortions. Corruption is 
widespread and governance weak.

Moldova TOP 10

in millions of euro

No SEE TOP 
100 No Company name Industry Total revenue 

2011
Y/Y change 
in revenue

Net profit/
loss 2011

Net profit/
loss 2010

1 143 Moldovagaz SA Petroleum/Natural Gas 348.2 37.20% 3.5 -25.0

2 248 Red Union Fenosa SA Electricity 225.8 9.42% 24.9 19.3

3 332 Orange Moldova SA* Telecommunications 169.7 1.54% N/A N/A

4 358 Moldtelecom SA Telecommunications 151.7 -7.53% 13.4 24.0

5 457 Tirex-Petrol SA Petroleum/Natural Gas 112.3 29.68% 1.2 2.2

6 503 Centrala Electrica Cu Termoficare 
2 SA Electricity 100.1 25.97% 0.490 0.506

7 578 Floarea Soarelui SA Food/Drinks/Tobacco 70.4 6.36% 3.6 1.7

8 596 Sudzucker Moldova SA Food/Drinks/Tobacco 62.7 -1.61% 9.7 7.9

9 598 Moldcell SA* Food/Drinks/Tobacco 61.3 10.42% N/A N/A

10 636 JLC  SA Food/Drinks/Tobacco 43.9 22.10% 0.854 1.0

(*) denotes net sales revenue

Current account balance
In millions of U.S. dollars

-388

-671

-979

-465 -484

-743

201120102009200820072006

Euromonitor International from national statistics/OECD/
International Monetary Fund (IMF), World Economic Outlook (WEO)
© Euromonitor International

Foreign debt
in millions of euro

577 569

495

651

845
821

201120102009200820072006
Euromonitor International from national statistics/OECD/
International Monetary Fund (IMF), World Economic Outlook (WEO)
© Euromonitor International

Imports and exports
Major export destinations 2011 share (%) Major import sources 2011 share (%)

Europe 92.0 Europe 93.7

Asia-Pacific 4.3 Asia Pacific 3.7

Africa and the Middle East 1.8 North America 0.9

North America 0.9 Latin America 0.8

Other countries 0.8 Africa and the Middle East 0.6

Latin America 0.2 Other countries 0.3

© Euromonitor International
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Overview of the economy
After several years of less than impressive 
growth, Greece’s real GDP started contract-
ing in 2008. This was the country’s fi rst reces-
sion since 1993. Lax fi scal policies and weak 
controls over spending resulted in a fi scal 
defi cit equivalent to 12.9% of GDP. 

The recession continued in 2011 when real 
GDP fell by 6.9% (the fourth straight year of 
decline). Greece’s heavy dependence on for-
eign borrowing created problems far beyond 
its borders. At home, consumption and in-
vestment both declined. 
The Greek economy is small, accounting for 
less than 3.0% of the eurozone’s output. The 
unoffi  cial economy is believed to account for 
a third of all economic activity.

Economic prospects
Real GDP is expected to fall by 6.0% in 2012. 
Problems stem from a signifi cant contrac-
tion in domestic and external demand. The 
economy shrank by 6.2% in the fi rst quarter 
of 2012 compared with the same period last 
year. The scale of the contraction makes it 
even harder for the government to meet its 
budget defi cit targets. 
At present, the Greek economy is 14% smaller 
than it was three years ago and it will need 
at least 10 years to return to pre-crisis levels. 
The government has already fallen behind 

schedule on its reform eff orts, particularly on 
privatisations and tax collection. 
Greece’s predicament has deepened consum-
ers’ insecurity about jobs and debt, driving 
them to cut spending and to try to unwind 
borrowing. The real value of private fi nal con-
sumption fell by 7.3% in 2011 and a decline of 
0.8% is expected in 2012. 
Housing prices could fall by as much as 15% in 
the next two years as interest-rate increases 
make it harder for borrowers, already hit by 
the government’s austerity measures, to 
keep up with mortgage payments. 
Unemployment jumped to 17.7% in 2011 and 
is expected to reach 20.9% during 2012. Up 
to 100,000 jobs were lost in 2011 alone. Ac-
cording to a survey by the Organisation for 
Economic Co-operation and Development, 
unemployment among those between 15 
and 24 years of age topped 43% in mid-2011, 
nearly twice the level in 2008. Jobs in the 
public sector will be cut by 150,000 by 2015. 
In addition, workers in the private sector are 
encountering salary delays as companies try 

Greek economy 
to sink 6.0% in 2012
Real GDP is expected to fall in 2012 
for a fi fth year in a row. A further 
contraction is likely in 2013. Unem-
ployment is rising and will exceed 
20% in 2012. In 2012, it became 
clear that implementation of the 
austerity programme was behind 
schedule. 
Athens hopes to be granted anoth-
er delay in meeting its targets. The 
Greek economy will need at least 
10 years to reach pre-crisis levels.

Greececountry
profi le

6.9%
Real GDP drop in 2011.

20.9%
Expected unemployment 

in 2012.
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to cope with a drop in sales and scarce liquid-
ity. Almost half of the unemployed in the 
country have been without work for a year 
or more. Many Greeks have left the cities and 
returned to agricultural pursuits. Others are 
emigrating to Australia and elsewhere. 

Evaluation of market potential
The economy faces a prolonged period of 
struggle in the aftermath of its current fi scal 
problems. Exporters have lost market share 
in several traditional markets while rising 
labour costs have hurt profi tability in key in-
dustries including tourism. Financial markets 
remain very uneasy about Greece’s ability to 
put its fi nances in order without having to 
default. Greece will be especially vulnerable 
to any external shocks in the medium term. 
The country ‘s long-term problems are just 
as ominous. Age-related spending is one of 
the highest in the EU. The IMF calculates that 
spending on pensions will increase by more 
than 12 percentage points of GDP in 2010-
2050 without fundamental reforms. Pension 
reforms announced in 2010 will go at least 
part of the way towards addressing these 
problems. The country‘s system of health-
care is also highly fragmented and increases 
of more than 4 percentage points of GDP will 
occur in the same period. 

Business environment
Rigidities in the domestic market undermine 
competitiveness and limit gains in productiv-
ity. Many industries are oligopolistic which 
is keeping profi ts high while slowing the 
growth of productivity. Poorly functioning 
institutions and extensive regulations dis-
courage foreign investment while state en-
terprises are notoriously ineffi  cient. 
Regulations governing employee protection 
and mass dismissals have been relaxed. Ap-

proximately 4,500 public entities and agen-
cies have been closed or merged since the 
austerity programme began. Greece is also 
committed to the full liberalisation of its 
services sector – a goal that was agreed as 
one of the conditions for the bailout package 
provided by the EU and the IMF. 
Under pressure from Brussels, the govern-
ment introduced two austerity programmes 
to deal with its runaway defi cit. The meas-
ures include a rise in the top rate of the VAT 
from 19% to 21%, a rise in taxes on fuel, to-
bacco and alcohol, a freeze in pensions and 
a steep cut in the wages of public servants. 
The government plans to privatise some 
state-owned concerns and to sell real es-
tate and property that belongs to the state 
in an eff ort to boost budget revenue. The 
programme aims at generating proceeds of 
50 billion euro by the end of 2015 but it is 
still behind schedule. In 2011, offi  cials man-
aged a successful auction of mobile phone 
licences which raised 381 million euro. The 
present government still intends to meet 
the privatisation targets. However, few of 
the planned privatisations – expected to 
generate up to 3 billion euro – will be con-
cluded in 2012.
Tax evasion is a crucial part of Greece’s fi -
nancial dilemma. Greek economists estimate 
that between 30 and 40 percent of the eco-
nomic activity in Greece that might be sub-
ject to income tax goes unrecorded by tax 
authorities. The government hopes to raise 
almost 12 billion euro by 2013 by restructuring 
tax operations and cracking down on tax eva-
sion. Another 50 billion euro could be raised 
by selling state-owned enterprises such as 
a major power supply company and a tel-
ecommunications company. Parliament has 
approved legislation to open up restricted 
professions. 

Imports and exports
Major export destinations 2011 share (%) Major import sources 2011 share (%)

Europe 70.6 Europe 68.1

Africa and the Middle East 10.4 Africa and the Middle East 13.9

Other countries 6.4 Asia Pacific 13.9

North America 5.9 North America 1.8

Asia-Pacific 5.4 Latin America 1.4

Latin America 0.9 Other countries 0.8

© Euromonitor International

Current account balance
In millions of U.S. dollars

-29,705

-44,922

-50,956

-35,949

-31,060
-29,195
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International Monetary Fund (IMF), World Economic Outlook (WEO)
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Foreign debt
in millions of euro

154,660

177,105

191,985

224,946

181,902

156,995

201120102009200820072006
Euromonitor International from national statistics/OECD/
International Monetary Fund (IMF), World Economic Outlook (WEO)
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With half the population under 30 years of 
age, the appetite for consumption is formida-
ble. Analysts predict that Turkey will become 
Europe’s fi fth largest economy and a key trad-
ing hub between western Europe, the Middle 
Eastern and Asian economies by 2030.

Overview of the economy
Between 2002 and 2008, real growth of GDP 
averaged more than 6.0% per year, boosting 
output by a third. The boom was supported 
by strong job creation in both industry and 

services while labourers left the agricultural 
sector. Foreign investment increased many 
fold in this period while foreign trade bur-
geoned. 
During 2008 the economy slipped into reces-
sion which lasted for four quarters. A precipi-
tous drop in exports (mainly to the EU) was 
the major reason for the slump. Industries 
relying on the country’s plentiful supply of 
unskilled labour suff ered most. A strong re-
covery occurred in 2010 when real GDP rose 
by 9.2%, making Turkey one of the world’s 
fastest-growing economies for the year. The 
momentum was sustained in 2011 when real 
GDP grew by 8.5%. Robust investment helped 
to support the economy while exports picked 
up in the second half of 2011. Output is now 
well above its pre-crisis peak. 
The government’s inability to make more 
progress in reducing the huge informal econ-
omy weakens the effi  cacy of policy makers. 
An estimated 53% of the workforce was un-
registered in 2004 and the share in 2010 was 
still about 44%. Policy makers have also been 

slow to boost competition in order to cut en-
ergy and other costs. 

Economic prospects
After gains of 8.5% in 2011, an abrupt slow-
down is underway in 2012 when real GDP 
should grow by 2.2%. The slowdown is attrib-
uted to a more restrictive monetary and fi s-
cal policy mix. Spillover eff ects from the euro-
zone crisis are another drag. The deceleration 
off ers some benefi ts, allowing a reduction in 
the current account defi cit and infl ation, two 
areas which have posed persistent problems 
for policy makers. 
Ankara is struggling to limit the credit expan-
sion that has underpinned the economy’s 
quick rebound. Credit began to slow in the 
fourth quarter of 2011. Infl ation was 6.5% in 
2011 and prices are forecast to rise by 10.2% 
in 2012 – well above the central bank’s target 
rate of 5.0%. Lending has been curbed but 
even more policy tightening may be neces-
sary to meet the central bank’s targets. 
With half the population under 30 years of 

Turkey to boost GDP 2.2%
in 2012
After several years of very rapid 
growth, an abrupt slowdown is 
expected in 2012. The deceleration 
offers some benefi ts, allowing a re-
duction in the current account defi -
cit and infl ation. 
The huge informal sector under-
mines policy effi cacy. 

Turkeycountry
profi le

8.5%
Real GDP 

growth in 2011.
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age, the appetite for consumption is formi-
dable. In real terms, private fi nal consump-
tion grew by 9.8% in 2011 but no change is 
expected in 2012 as lending to consumers 
is reined in. A recovery is expected over the 
next several years. 
Turkey’s relatively healthy public and private-
sector balance sheets have encouraged strong-
er infl ows of FDI. The total volume of FDI going 
to Turkey in 2011 is estimated to be 15.7 billion 
U.S. dollars. Approximately 85% of these funds 
came from the EU. Turkey’s dependence on 
western European capital could pose a prob-
lem if the euro zone crisis worsens. 
Unemployment was 9.8% in 2011 and it will 
fall to 8.2% in 2012. The percentage of job-
less far exceeds the national average in rural 
areas and in the east where long-term un-
employment is serious. Turkey’s rate of em-
ployment is the lowest of any member of the 
Organisation for Economic Co-operation and 
Development. 
Turkey’s work force is just 25 million – not 
much more than a third of the country s 
population. This is partly due to the youth-
fulness of the population but also structural 
factors, including a low participation rate 
among women. Unemployment among 
young adults is close to 25%. More than 40% 
of wage earners in the private sector report 
only the minimum wage – a situation that 
suggests a signifi cant tax leakage. 

Evaluation of market potential
Growth is too narrowly based, depending 
heavily on industries such as housing and 
construction. International analysts, how-
ever, feel confi dent about Turkey’s future. 
Turkey is currently the world’s 16th largest 
economy. The government’s plan is for Turkey 
to become one of the ten largest economies 
in the world by 2023, the centenary of the 
foundation of the Turkish Republic. Private 
analysts predict that Turkey will become Eu-
rope’s fi fth largest economy and a key trad-
ing hub between Western Europe, the Middle 
Eastern and Asian economies by 2030. 
Rising energy costs are a drag on growth that 
must be addressed. Electricity consumption 
is growing by 8-10% per year and that trend 
is expected to continue for two decades or 
more. Support will come from the European 
Bank for Reconstruction and Development 

(EBRD) which is providing up to 6 billion euro 
in loans and grants for small businesses and 
communities to invest in energy effi  ciency 
and renewable energy technology, equip-
ment and materials. 
Unemployment will continue to be a serious 
problem in the longer term. Half a million 
new jobs need to be created every year just 
to prevent the number of jobless from rising. 
In some Kurdish regions in the southeast, un-
employment is as high as 70%. Turkey’s rela-
tively youthful population could eventually 
provide a powerful boost to the economy if a 
suffi  cient number of jobs can be created. The 
number of young Turks is larger than the to-
tal population of many European countries. 

Business environment
The business environment suff ers from vari-
ous weaknesses. These include the lack of a 
comprehensive legal and legislative system 
that protects the rights of foreign investors, 
an infl exible labour market, a low savings 
rate and a large informal economy. Product 
market regulation is also excessive. In an ef-
fort to improve the investment environment, 
the government is off ering incentives to a 
number of industries including food, animal 
husbandry, greenhouse farming, leather, ed-
ucation, healthcare, drug-making, railways, 
sea transport and tourism. 
The privatisation of various state-owned 
companies has attracted the interest of in-
vestors. Power distribution systems, a ferry 
network and more than 40 power-generat-
ing plants were sold in 2011. The government 
is also experimenting with new forms of 
public private-partnership to build hospitals 
and ports.
Rigidities in the labour market make it dif-
fi cult to reduce the size of the informal sec-
tor. A reduction in corporate taxes has drawn 
some companies into the formal sector but 
the labour market is still infl exible. 
Ankara has launched an overhaul of its tax-
collection system. The reforms are badly 
needed since roughly half the economy is 
evading taxes altogether. New laws are de-
signed to extend the tax base to the unreg-
istered economy. Personal income taxes have 
been simplifi ed and extended. Social security 
has been reformed to better ensure fi scal 
performance.

Imports and exports
Major export destinations 2011 share (%) Major import sources 2011 share (%)

Europe 56.6 Europe 52.9

Africa and the Middle East 25.9 Asia Pacific 21.3

Asia-Pacific 9.0 Africa and the Middle East 11.0

North America 4.1 North America 7.2

Other countries 2.2 Other countries 5.0

Latin America 1.8 Latin America 2.2

© Euromonitor International

Current account balance
In millions of U.S. dollars

-32,249

-38,434
-41,524

-13,370

-46,643

-77,141
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Foreign debt
in millions of euro

41,738
38,469

40,427

51,367 52,659

60,394
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© Euromonitor International
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Montenegro’s fi scal position has deterio-
rated signifi cantly since the Great Recession 
in 2009. Fiscal surpluses have quickly turned 
into large defi cits. The informal economy is 
thought to generate as much as 40% of GDP. 
Unemployment is in double digits and con-
tinues to rise.

Overview of the economy
Montenegro’s economy grew steadily be-
tween 2003 and 2008 and infl ation slowed 
after the adoption of the euro. Demand was 
supported by large increases in credit. Em-

ployment and wages rose and unemploy-
ment fell sharply in 2005-2008. 
The country experienced a property boom 
in 2006 and 2007 with wealthy Russians and 
Europeans buying property along the Adri-
atic coast. However, the economy slipped 
into recession in 2009 when property prices 
fell by more than 50% and real GDP con-
tracted. Growth was feeble in 2010 but the 
economy rebounded in 2011 when real GDP 
rose by 2.5%. Tourism was the main driver of 
the rebound, benefi ting from improvements 
in lodging, lower costs and the re-orientation 
of package tourism away from the traditional 
North- African destinations during the Arab 
Spring.

Economic prospects
Economic activity has nearly returned to its 
pre-crisis level but Montenegro’s economy 
continues to struggle as a result of the down-
turn in the eurozone area. Real GDP is expect-
ed to grow by just 0.2% in 2012. Shortages of 
domestic liquidity are a severe constraint and 

the recovery is at risk of stalling. 
Montenegro’s huge current account defi cit 
poses great risks for the economy. In 2011, the 
defi cit was equivalent to 19.2% of GDP and it 
is expected to ease to 17.9% in 2012. Improve-
ments in competitiveness will be essential to 
keep the imbalance from worsening as the 
economy gains strength. 
Household demand and investment remain 
weak and bank credit continues to decline. 
The real value of private fi nal consumption 
rose by 3.2% in 2011 but a decline of 1.1% is ex-
pected in 2012. 
Unemployment was 19.9% in 2011. The job-
less rate is expected to rise to 20.2% in 2012 
and could be even higher in the medium 
term. Participation in the labour force is at 
a very low level while the share of long-term 
unemployed continues to grow. 
A process of fi scal consolidation is underway. 
After signifi cant cuts in capital expenditure, 
the fi scal defi cit in 2010 was reduced to 3.9%. 
Going forward, the authorities aim to balance 
the budget in 2012. The goal will require very 

Montenegro's economy nears 
pre-crisis levels

Montenegro’s economy continues 
to struggle as a result of the down-
turn in the eurozone area. Little or 
no growth is expected in 2012. 
A huge current account defi cit pos-
es great risks for the economy. 

Montenegrocountry
profi le

2.5%
GDP growth in 2011.

19.9%
Unemployment in 2011.
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tight control over spending and it is possible 
the defi cit targets will be overshot.  

Evaluation of market potential
The economy still faces a large degree of re-
structuring. There is a small, market-oriented 
sector which generates the most growth; a 
large, unreformed centrally-planned econ-
omy, and the hidden “black economy”, esti-
mated to generate 40% of GDP. Real growth 
of less than 2.0% per year is expected in the 
medium term.
Agribusinesses have considerable potential. 
The elimination of waiting times at borders 
would make it possible for producers to shift 
from low-profi t frozen exports to fresh ex-
ports. In addition, the plant growing season 
is unique and fi ts comfortably with the EU’s 
needs. 
Economic prospects should be reasonably 
bright once eastern Europe’s recovery gathers 
steam. So far, however, the benefi ts of recent 
progress have not reached the masses. Aver-
age salaries are just 250 euro per month. The 

large current account defi cit limits eff orts at 
export diversifi cation.

Business environment
Montenegro has an ambitious programme of 
privatisation and plans to modernise labour 
legislation with the goal of improving labour 
fl exibility. The country’s large aluminium 
complex and most of its fi nancial sector have 
recently been privatised. 
The banking sector, telecommunications, and 
oil import and distribution in Montenegro 
are 100% privately owned. Some privatisa-
tions, however, have been dubious. The elite 
are believed to have profi ted excessively from 
privatisation. Nepotism is another problem 
which handicaps the judiciary. The country’s 
business environment is lumbered by a maze 
of excessive regulations. Greater fl exibility 
in wage setting and employee protection is 
needed. The ability to protect property rights 
is also limited. 
The government has passed new legislation 
which will improve the environment for busi-

Montenegro TOP 10
in millions of euro

No SEE TOP 
100 No Company name Industry Total revenue 

2011
Y/Y change 
in revenue

Net profit/
loss 2011

Net profit/
loss 2010

1 191 Elektroprivreda Crne Gore A.D. Electricity 282.1 -10.44% -66.5 16.5

2 299 Jugopetrol AD Petroleum/Natural Gas 193.4 20.89% 7.9 8.2

3 301 Kombinat Aluminijuma Podgorica A.D. Metals 191.8 -39.10% -87.2 94.1

4 438 Crnogorski Telekom A.D. Telecommunications 120.1 -2.25% 16.5 19.4

5 554 Roksped D.O.O. Transportation 84.4 9.94% 1.2 1.2

6 559 Telenor D.O.O.* Telecommunications 80.9 -1.48% 30.3 20.4

7 569 Montenegro Airlines A.D. Transportation 76.7 -4.91% -6.5 -3.7

8 612 Rudnik Uglja A.D. Metals 55.0 -13.24% 1.3 9.5

9 647 13 Jul - Plantaze A.D. Agriculture 39.4 2.62% 3.2 2.5

10 672 Trebjesa AD Food/Drinks/Tobacco 30.6 -0.52% 5.6 5.2

(*) denotes operating profit; Calculation of revenue and profit/loos is made using exchange rate 1 euro = 7.7540 Norwegian crowns)

Current account balance
In millions of U.S. dollars

-846

-1,451

-2,297

-1,227

-1,014
-882
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International Monetary Fund (IMF), World Economic Outlook (WEO)
© Euromonitor International

Foreign debt
in millions of euro

504
462 481

699

912

1,054
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Imports and exports
Major export destinations 2011 share (%) Major import sources 2011 share (%)

Europe 94.8 Europe 79.9

Asia-Pacific 3.8 Asia Pacific 12.9

North America 0.8 Latin America 4.1

Africa and the Middle East 0.6 North America 1.5

Australasia 0.1 Africa and the Middle East 1.3

Latin America 0.0 Other countries 0.2

© Euromonitor International

ness development, investment and econom-
ic growth. Montenegro has a fl at corporate 
profi t tax of 9.0% and a fl at personal income 
tax of 9.0%. The labour market remains rigid, 
limiting the ability of fi rms to restructure. 
The technical and administrative skills of the 
agencies providing business services are ex-
tremely limited.
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Foreign aid is another crucial economic driver. 
A thriving black economy depends on smug-
gled goods. Budget defi cit has risen in the 
past few years but a process of fi scal consoli-
dation is now underway. Unemployment is 
exceptionally high.
On September 10, 2012 the 25-nation Inter-
national Steering Group, which has overseen 
Kosovo since its declaration of independ-
ence from Serbia in 2008, formally ended its 
supervision. So far, 91 countries have recog-
nised the independence of the former Ser-
bian province. Serbia refuses to recognise it, 
saying that Kosovo is part of its sovereign 
territory. 

Economic structure and major 
industries
Agriculture accounts for about 19% of GDP 
and employs 16.5% of the workforce. Farm-
lands are fertile but most farms are very 
small and ineffi  cient. The majority of agri-
cultural land is privately owned. Wheat, corn 
and wine grapes are the major products. 

The industrial sector accounts for about one-
fi fth of GDP. The sector consists of small fi rms 
engaged in metal processing, production of 
simple types of machinery, leather and wood 
processing and furniture making. 
Infrastructure is woefully inadequate. Kosovo 
has only one major highway (recently built) 
and energy supplies are extremely unreliable. 
Banks are mostly foreign-owned and deposit-
funded.
The government has launched the privatisa-
tion of 75% of the postal and telecoms serv-
ices provider PTK. 

Overview of the economy
Although Kosovo is one of the poorest regions 
of Europe, it has seen steady growth during 
the past decade. Remittances, which account 
for an estimated 10-15% of GDP, have boosted 
consumption. In addition, foreign assistance 
makes up as much as one-third of GDP. There 
is a thriving black economy in which smug-
gled petrol, cigarettes and cement are major 
commodities. 

The budget balance shifted from a surplus of 
more than 7.0% in 2007 to a defi cit of 2.6% 
in 2010 as the government adopted an in-
creasingly expansionary position. The defi cit 
rose to 4.8% in 2011 as public spending rose. 
A defi cit of 3.2% is planned for 2012 through a 
mix of wage restraints, reforms in the energy 
sector and tax reforms.
Despite a host of problems, the economy has 
performed moderately well in the past few 
years. Real GDP grew by 5.3% in 2011 and a 
gain of 5.0% is expected in 2012. The economy 
has been supported by domestic demand, re-
mittances and foreign investment (mainly in 
construction). 
Unemployment is as high as 45% according to 
some estimates. 
Exports are modest but should grow in the 
medium term. Their contribution to the over-
all economy is limited however owing to low 
levels of productivity. The current account 
defi cit is expected to rise to about 15% of GDP 
in the medium term but analysts believe this 
sum can still be fi nanced sustainably. 

Kosovo's economy is growing at a 
steady pace although it will contin-
ue to be one of the poorest regions 
of Europe for some time. 
Remittances, which account for an 
estimated 10-15% of GDP, support 
consumption. 

Kosovocountry
profi le

Kosovo’s TOP 10
No Company name Industry Number of employees

1 Trepca PLC Metals 9 822

2 Kosovo Energy Corporation JSC Electricity 8 843

3 Posta dhe Telekomunikacioni i Kosoves Sh.a. (PTK) Telecommunications 3 349

4 Holding Corporacy Emin Duraku Sh.a. Diversified holdings 2 683

5 Kompania Kosovare per Distribuim dhe Furnizim me Energji Elektrike Sh.a. Electricity 2 000

6 Newco Ferronikeli Complex LLC Metals 1 000

7 Post of Kosovo Sh.a. Telecommunications 926

8 Ben-Af Sh.p.k. Wholesale/Retail 922

9 Limak Kosovo International Airport JSC Transportation 668

10 N.H. Industria Metalike Metaliku Sh.a. Metals 588

Current account balance
In millions of U.S. dollars

-263

-387

-870 -841

-971

-1,313
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Kosovo's 
economy grows 
at steady pace
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