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T
he once robust capacity to grow soft fruit in Southwest Kosovo ,primarily for juice pro-

cessing and for the fresh market, was vastly reduced in the late 90s by the disappear-

ance of large state-owned companies. Today, linking small-scale producers to national

markets remains a major challenge in Kosovo and in other transition countries.The lack of strong

organizations, the dispersion of small scale producers, poor technical and marketing skills com-

bine with inefficient market channels and restricted access to credit severely limits the develop-

ment of the soft fruit sector in this region.

Si n ce Ap ril 2001, within these fra m ewo rk co n d i t i o n s, S PH P-K has implemented seve ra l

Participatory Technological Development (PTDs ) agreements to reintroduce soft fruit production

in Kosovo enabling these newly established small-scale growers to compete with imported prod-

ucts and improve their linkage to the market. This project intervention has been primarily based

on the hypothesis that soft fruit production in the region could become

an income generating activity. After three years, the Project endeavored to

increase the market share of local produced soft fruits through the infu-

sion of capacity building activities -communication,institutional,organiza-

tional and business development, co-financing of demonstrations, net-

working and business linkages.

The ex pe ri e n ce in the So u t h west Ko s ovo is a good example of how 30 farm-

ing families, including four led by widows, could prog re s s i ve ly develop into

the largest soft fruit prod u ction area in Ko s ovo. At the outset of their ex pe ri-

e n ce with SPH P-K/ IC, none of the farmers had been pri m a ri ly invo lved in

s o ft fruit prod u ct i o n , and most of the families we re depending on funds

send by the Di a s po ra .Ad d i t i o n a l ly,ve ry small quantities of straw be rries we re

p rod u ced loca l ly (3 growers producing less than 4 tons in to t a l ) .

Today, the region boasts an annual production of more than 110 tons of

soft fruits on around 10 hectares generating more than 81,700 of inco-
me. The market share represents now approximately 15% of the Kosovo

consumption (the rest are mainly imported products). Several innovative

m a rketing strategies have been used including improve m e nts in
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packaging, joint marketing, promotion at fairs and branding. Additionally, new market channels

have been developed including group selling, direct selling and “pick-it-yourself”. Meanwhile, a soft

fruit association is being created and quality standards elaborated. In addition, a group of 5

women jointly produced and commercialized 1,500 kg of homemade jam under a shared brand

name (Freskia).

This paper presents the experiences of SPHP-K/ IC on the subject of redeveloping the soft fruit

market for small farmers in the Southwest Kosovo while developing business services, and

increasing income in rural areas. The paper is targeted at enterprise development agency practi-

tioners and is organized in four sections: This first describes the Project’s intervention,the second

presents the results and achievements; the third gives some lessons learnt and the last section

offers some considerations for scaling up

W
ith regard to strategy, the project adhered to a six step process as described in the

Final Report of the Horticultural Adviser (MORRISS,2003) and resumed in Table 1:

In 2001-02,market research (GIRON,2001) and (HOTI,2002) and investigations led by SPHP-K iden-

tified a strong demand for soft fruits in Kosovo primarily for the fresh market and also processing.

Furthermore, good capacities for fruit growing within the Southwest of Kosovo have been

acknowledged.

After an exchange with MALTESER and KLIP , the decision was taken to support a group of four

widows to restart the commercial production of strawberries. Thus, SPHP-K/ IC joined forces with

MALTESER and KLIP to refinance the purchase of equipment lost during 1998-99 conflict and the

introduction of high quality strawberry plants.

In 2002, a small to medium yield of soft fruit was successfully marketed

locally. This event raised considerable local interest amongst neighboring

villages. Consequently, during the period 2002-2004, SPHP-K supported

the establishment of demonstration plots amongst more than 30 farmers,

introducing new technologies in production and post harvest and facili-

tating market linkages.

The case of the 

soft fruit industry
in Southwest KosovoSwiss Project for Horticultural Promotion - KOSOVO

INTERVENTION OF SPHP-K 

9. The agreement signed
between widow-led fami-
lies and MALTESER (capa-
city building) and Kosovo

Local Initiative Pr o g r a m m e
(KLIP) (grant) allowed the

refinancing needed of equi-
pment lost during the war.

Total budget 21,000 .
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During the Project’s intervention, soft fruit growers have demand for various types of business

services. In addition to the technical, methodological, marketing support received from SPHP-K,

pilot farmers received services and support from private sector, other NGOs, donors, government,

family and banks ( Table 2).

Direct financial support from SPHP-K,MALTESER,KLIP for years 2001-02,2002-2003,2003-04 were

21,000 , 42,000 , 8,500 , respectively for a total of 71,500 . (Agreements were combined
MALTESER, KLIP, SPKP-K (2001-02), or SPHP-K, pilot farmer alone (2002-04). These figures do not

include financial costs due to SPHP-K staff support and investment done in infrastructure.
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Table 1: Recapitulation of the actions fulfilled and main accomplishment

ACTIONS FULFILLED DURING THE INTERVENTION SUMMARY OF ACCOMPLISHMENT

Year 1

2001-

2002

Year 4

2004-

Years 2-3

2002-

2004

Step 1:

Inve s t i g ation through farm and market surveys

Step 2:

Si t u ational analysis 

Step 3:

Pa rt i c i p ato ry planning of act i v i t i e s

Step 4:

St a rt up of act i v i ty 

Step 5:

As s e s s m e nt and monito ring activities  in te c h n o l og i e s

and marketing 

Step 6:

Pa rt i c i p ato ry eva l u ation and planning of activities 

(2002-04) 

Fu rther expansion of So ft Fruits 

S caling up –re p l i cat i o n

Two major decisions were made:

1. Selection of the soft fruit subsector for Project’s

intervention

2. Selection of the Southwest Region  

1. Selection of strawberry as a crop 

and 6 varieties

2. Identification and selection of 4 pilot farmers 

1. Elaboration of Participatory Technical 

Development agreements in collaboration with

partners organizations  

1. Implementation of the activities including 

training and co financing of activities

1. Technical assistance

2. Assessment of the technological and demon-

stration to other farmers  

3. Assessing market potential and pilot marketing 

1. 26 new farmers interested in soft fruit production 

2. Three strawberry varieties chosen 

1. Decision to increase the soft fruit programme 

1. Selection of  raspberry, and blackberry as 

additional crops

2.30 pilot involved in commercial nurseries  

3. Two commercial nurseries established and 

being certified by the ministr y

4. Farmer association established (FRAGARIA)

5. Brand developed ( Frutet e imeta)

6. Homemade Jam production “Freskia”

1. New area of intervention identified in the 

Northwest Region

2. Six new farmers involved in the Northwest
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Training and technical assistance W = Women
M = Men

Establishment of  demonstration plots:
(12,600 ) SPHP-K, consultants 12W, 30M SPHPK Co financed

Technical advice, trainings
(1,000 ) SPHP-K, consultants, 7W, 23M SPHP-K Subsidized

Product Development

Quality standard and packaging (5,000 ) SPHP-K 7W, 23M SPHP-K Subsidized

Production of homemade  jam (3,000 ) consultant, SPHP-K 4 W SPHP-K Co financed 

Market Access

Market survey  (3,000 ) SPHP-K , company Market, growers  SPHP-K Subsidized

Trade fairs (1,200 ) and advertising  (1,300 ) Apollonia,designer     4 W, 8M SPHP-K Subsidized

Linkages for nurseries and growers: 2 Nu r s e ries ,1 distri b u to r 7W, 23M Nu r s e ri e s, d i s t ri b u tor  Non subsidized

Organization and management

Training in management Consultant 4 W MALTESER Subsidized

Crop costing SPHP-K Banks, growers SPHP-K Subsidized

Redaction of status for farmer’s association SPHP-K,members    8M Members Non subsidized

Infrastructure

Access to water for irrigation (30,000 ) Local company 18W, 18M SDC M a tching grant 

Input Supply

Linking nurseries with  soft fruits  nurseries (25,800 ) SPHP-K 8W, 14M SPHP-K,nurseries  With return 

Linking growers to packaging suppliers Coordinator   4W, 8M Members Non subsidized

Group order for plants (500 ) Nurseries, members 4M Members 2004

Financial

Access to funds for reconstruction (22,000 ) KLIP 4W KLIP Co financed 

Access to grants for minorities (6,000 ) SDC 8W SDC Co financed 

Access to credit for income generation MALTESER 2M MALTESER 50% grant and 
50% as a credit  

Credit  (10,000 ) Bank 3M Clients Non subsidized

BUSINESS SERVICES CATEGORIES PROVIDER CLIENTS FUNDING  FORM

Table 2: Business Services received by Soft Fruit growers (30 pilot farmers) 

and facilitated by SPHP-K during the period 2001- 2004.   

11. These figures do not include financial costs due to SPHPK staff cost 



12. Average yield for three years of production for strawberries: respectively
8t for year one, 1.5t for year two and 10t for year three.   

13. Average yield for raspberries& blackberries for year one and two: respec-
tively 9t for year one and 11t for year two. 
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Fi ve main results have been achieved through SPH P- K’s inte rve nt i o n :

1 . The rev i t a l i z ation of the soft fruit industry in So u t h west Ko s ovo ;

2 . Additional incomes generated from the soft fruits industry;

3 . Inte g ration of women in the ru ral eco n o my;

4 . The deve l o p m e nt of new marketing channels in the soft fruit secto r;

5 . Developing business serv i ces for the soft fruit industry;

6 . Pa rt i c i p ato ry Te c h n o l ogy Deve l o p m e nt.

The major achieve m e nts are summari zed be l ow:

1 . Revitalization of the soft fruit industry in Southwest Kosovo 

Du ring the inte rve ntion pe ri od, the prod u ction prog re s s i ve ly increases from around 4t prod u ce d

in 2001 to more than 110t prod u ced in 2004. In addition, a women group started with the pro-

d u ction of homemade jam in 2004 and succeeded to co m m e rc i a l i ze 1.500 kg in 750g and 350g

j a r s. Du ring the early nineties, the prod u ction achieved around 300 t of straw be rries ye a rly.

One of the gre ater Pro j e ct’s co n ce rns has been to extend the prod u ction pe ri od through the int ro-

d u ction of early and late va rieties and through the promotion of te c h n o l ogies like mulch, f l e e ce s

and gre e n h o u s e s. In 2004, the use of these te c h n o l og i e s,c rops and va rieties allowed extending the

p rod u ction pe ri od from a pe ri od of two months (May- June) to a pe ri od of 6 months (from mid

Ap ril to mid Octo be r ) .The calendar of co m m e rc i a l i z ation is pre s e nted in Table 4.
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RESULTS & ACHIEVEMENTS 

2001 2002 2003 2004

Strawberries13 4t 9.6t 42t 85t

Raspberries14 nd nd 12t 16.5t

Blackberries nd nd 8t 11t

Homemade jams 1.5t 

4t 9.6t 62t 114t

Table 3: Development of the soft fruit industry in Southwest Kosovo  

April May June July August September October

Strawberries x xx xx x

Raspberries x xx X

Blackberries X xx x

Homemade jams x x x X

Table 4: Presence in the market of soft fruits produced in the Southwest (2004)  

x= beginning/ end of  pr oduction xx=peak of production
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2 . Additional incomes generated from the soft fruits industry

The 110 tons sold during the 2004 harvest generated around 81,700 of revenues for 36,282 i n

2003 and 2,112 in 2002. No data is available for 2001.

3 . Integration of women in the rural economy 

Economic activities near the farmhouse can improve the wo rk efficiency of the whole family

(SCHEUERMEIR at al, 2 0 0 4 ) . Ex pe ri e n ces in the soft fruit sector have been the inte g ration of wo m e n

as act i ve part i c i p a nts of the sub secto r. Six widow-led families have been invo lved in soft fruit pro-

d u ction and we re able to find a marke t. In addition, four women joint ly processed soft fruit and

m a rke ted 1500 kg of jam under the brand name Fre s ki a .This new economic act i v i ty near the farm-

house improves the wo rk efficiency of the whole family, and if more deve l o pe d, m ay enhance eco-

nomic growth and cre ate additional employ m e nt oppo rt u n i t i e s.

4 . The development of marketing channels in the soft fruit subsector 

An analysis of the marketing channels from farmer to consumer reve a l s

t h at the basic elements of the marketing sys tem are pre s e nt, a l t h o u g h

some are still arc h a i c. Fa rmers in most locations are willing and able to

c h oose amongst seve ral market channels and to travel to alte rn ate marke t s

to improve their marg i n s. Du ring this pe ri od of time, f a rmers ex pe ri e n ced a

range of diffe re nt marketing methods going from the “p i c k - i t - yo u r s e l f”, s e l l-

ing to bro kers and dire ct distribution under the same brand name.
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2001 2002 2003 2004

Strawberries14

Price/kg 1.5* 1.2* 1.5* 1.3*

Plantation 2001;1.2ha - 2,112 17,802 12,600

Plantation 2002;3ha - - 12,480 37,605

Plantation 2003:3.5ha  - 8,960

Raspberries and blackberries15

Price/kg nd nd 1.2* 1.0*

Plantation 2002:2.5ha 6,000 21,725

Jam production 

Price/kg 2.5

Homemade Jam;1.5t  810

Total 2,112 36,282 81,700

Total for the three years 120,094

Table 5:  Evolution of revenues from the soft fruit industry in 

Southwest Kosovo 2001-04  (figures in )

* Average price during the peak season 

14. Average production cost
for three years of cultiva-

tion. Respectively 0.98 

for year one, 0.21 for

year two and 0.25 for year

three.
15. Average production cost

for two years of cultiva-

tion. Respectively 0.90 

for year one, 0.21 for

year two.
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From Figure 1, three distinct product channels are evident:(1) direct marketing channel, (2) bro-

ker channel,and (3) grouped marketing channel. Each one has specific characteristics about the

way that it operates, though there is some overlap between them.A brief summary of each chan-

nel is set out below:

Di re ct marketing channel: the small growers in this channel either sell dire ct ly from the farm ,f ro m

l ocal and we e kly marke t s, or to the ru ral are a .This channel is the we a kest of the thre e, though it has

been the most innovat i ve. Di re ct marketing farmers have utilized a va ri e ty of marketing pro m o t i o n

tools such as market stand,“p i c k - i t - yo u r s e l f”, s i g n bo a rds as well as diffe re nt ty pes of packa g i n g.

B ro ker channel: the small and medium growers in this channel either sell to bro ke r s, or sell dire-

ct ly to small pat i s s e ri e s, i ce cream facto ries or shops. This channel is the strongest one in te rms of

f a rmers invo lve d. These bro kers function only during the season and are co n s t a nt ly loo king fo r

q u a l i ty prod u cts since they do not have any regular growe r s.

Group marketing channel: these medium farmers have inte g rated and gro u ped their ope ra-

tions both fo rwa rd (co l l e ct i o n , t ra n s po rt, post harvest including processing and distribution) and

b a c kwa rds (seedlings prod u ct i o n ) .Th e re are only about five farmers that fall into this cate g o ry, w i t h

va rying degrees of inte g rat i o n . These farmers have a ve ry strong and growing marke t ; u s u a l ly
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Rural markets/
on farm

Wholesale markets Supermarkets,
minimarkets,

shops

Retailers

Traders

Processing

Production

Input supply

CHANNEL 1:
Direct

marketing
channel

20%

CHANNEL 2:
Broker channel

30%

CHANNEL 3:
Grouped

marketing channel
50%

Distributors and Importers of Fertilizers.
Chemicals

Small growers
(15)
30T

Brokers

Integrated
medium
growers

(5)

Ø 50 t fresh
Ø 1500 kg jam

Seedlings
supply Nurseries (2)

International
suppliers of inputs

Patisseries, ice
cream factories,

jam

Small/medium
growers (10)

30T
20 tons of fresh

Distributor

Figure 1: Soft fruits marketing channels in the Southwest Kosovo
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command higher pri ces for their prod u cts through the adoption of quality standards and dire ct

d i s t ribution to urban retailed marke t s.

5 . Business Services in the soft fruit subsector 

So ft fruit growers have re ce i ved va rious ty pes of business serv i ces as pre s e nted in Table 2 and 6. Al l

these serv i ces have co nt ri b u ted to the rev i t a l i z ation of the subsecto r. From these serv i ce s, t ra i n i n g

and te c h n i cal assistance as well as infra s t ru ct u re, which can be co n s i d e red as public benefit inte r-

ve nt i o n ,h ave been highly subsidize d.

Other serv i ces like prod u ct deve l o p m e nt, m a rket acce s s, o rg a n i z ation& management, input supply

and finance have been part i a l ly subsidized and be came co m m e rc i a l ly viable once the subsecto r

reached a ce rtain level of deve l o p m e nt.

6 . Pa r t i c i p a t o ry Technological development (PTD)

Pa rt i c i p ato ry Te c h n o l og i cal Deve l o p m e nt agre e m e nts (PTDa) as a part i c i p ato ry method of deve-

loping te c h n o l ogies (with around 50% of cost sharing) proved to be a good and flexible method

for functional te c h n o l ogy and prod u ct deve l o p m e nt. Fa rmers have int rod u ced a new cro p, h ave

l e a rned about new te c h n i q u e s, and have learned to improve the quality of their prod u cts thro u g h

n ew marketing tools (packa g i n g, s i g n s, s t a n d, and brand name). Ad d i t i o n a l ly, women from Babaj e

Bo kes have learned how to process soft fruit with simple techniques which provides a standard

p rod u ct of high quality to the marke t. The ent re p re n e u rial enhance m e nt of both the farmers and

the processors is notice a b l e, s i n ce they have org a n i zed the distribution under a same brand name,

p u rchased in group inputs and pre p a red status for a new farmer org a n i z at i o n .
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CATEGORY OF BUSINESS SUBSIDIZED SERVICE   NO  SUBSIDIZED 

SERVICE PROVIDERS SERVICE PROVIDERS 

Table 6: Business services received by the soft fruit growers in the Southwest

Training and technical assis-

tance

Product Development

Market access 

Organization and management 

Infrastructure

Input supply

Financial  

wSPHP-K

wConsultants  

wNGOs, government  

wSPHP-K 

wDesigner

wConsultant 

wConsultancy companies 

wSPHP-K

wFairs 

wSPHP-K

wNGOs

wGovernment

wDonors  

wSPHP-K

wNGOs

wNGOs

wBank

wInput supply companies (embedded services

– costs covered by operational revenue)

wConsulting firms or individuals 

wGrowers 

wPrivate distributor (embedded services) 

wPrivate nurseries (embedded services)  

wMembers of the farmer group 

wFairs(costs covered by fees)

wLobby groups 

wProducer association 

wGrowers 

wInput suppliers

wNurseries 

wBank

wInput supply companies

wFamily network
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T
he selection of an agri c u l t u ral subsector for an inte rve ntion should be based on
a strong market demand and good agro- climato l og i cal co n d i t i o n s. In the case of

s o ft fru i t s, ev i d e n ce of a strong demand has been prod u ced through market surveys. In

a d d i t i o n , i nve s t i g ations at the farm level revealed good prod u ction po te ntial for the So u t h we s t

re g i o n . As a second ste p, s i t u ational analysis led to the selection of straw be rry as a main crop and

to six va rieties to be te s te d. After three and half years of inte rve nt i o n , l ocal soft fruits prod u ce r s

i n c reased their market share from almost 0% to around 15%-, co m peting and substituting impo rt-

ed prod u ct.

The length of a pro j e ct’s inte rve ntion should be based on the time re q u i red to reach the
b reak even po i nt. It is impo rt a nt for inte rn ational coo pe ration prog rams to re a l i ze that suppo r-

ting the deve l o p m e nt of a new subsector is not a short te rm co m m i t m e nt. Ad d i t i o n a l ly, s i g n i f i ca nt

human re s o u rces and financial means are re q u i red at the initial steps of generation and va l i d at i o n

of te c h n o l og i e s. In the case of the soft fruit subsecto r, the pro j e ct focused on int roducing more

i nte n s i ve prod u ction sys tems like drip irri g ation and crop pro te ction techniques to increase pro-

d u ct i v i ty and to extend prod u ction pe ri od. Du ring this cri t i cal phase, if no subsidies are ava i l a b l e,

small farmers with low ca p a c i ty of inve s t m e nt may face with ove rwhelming difficulties. It is only

a fter market channels starts to function and growers make their first profit that self deve l o p m e nt

t a kes place and oppo rtunities for significa nt re d u ction of subsidies are cre ate d.

No n - s u b s i d i zed business serv i ces are viable if these provide immediate tangible re s u l t s
or if they are embe d d e d. Du ring the pe ri od of inte rve nt i o n ,g rowers re ce i ved business serv i ce s

of seven diffe re nt cate g o ri e s. For training and te c h n i cal assistance and prod u ct deve l o p m e nt ser-

v i ces have been provided and financed by the pro j e ct dire ct ly. For the future, it is still not clear if

p ri vate providers will find a marke t. For serv i ce s, l i ke facilitating access markets and org a n i z at i o n &

m a n a g e m e nt, p roviders like fair org a n i ze r s, i nte rm e d i a ries and distri b u tors might sell serv i ces to

p rod u cers part i c u l a rly if they are part i a l ly subsidize d. Co n ce rning infra s t ru ct u re, it is usually co n s i-

d e red as a public benefit inte rve nt i o n , and there fo re should be provided by gove rn m e nts or/ and

d o n o r s. Em bedded serv i ce s, l i ke access to inputs are espe c i a l ly promising for the subsector and

s t a rted to be visible during the third year of inte rve nt i o n . Fi n a l ly, financial serv i ces are be co m i n g

m o re available with banks developing credit lines for agri c u l t u re.

L
i n king subsector and business serv i ces has co nt ri b u ted to successful linkages be twe e n

g rowe r s, d i s t ri b u tors and marke t s, this despite the early stage of deve l o p m e nt of this

i n d u s t ry. Bridging these two aspe cts can result in prog rams that address subsector co n s-

t ra i nts and oppo rtunities in a sustainable way, t h e re by providing sustainable deve l o p m e nt. Fa cto r s

co nt ributing to this success are :m a rket demand and growth po te nt i a l ,g ood agro - e co l og i cal co n-

d i t i o n s, closeness to the marke t, ava i l a b i l i ty of matching funds and financial serv i ce s, p re s e n ce of

a dvisers and oppo rtunities of new business oppo rtunities in the subsecto r.
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KEY LESSONS TO BE LEARNED

CONSIDERATIONS

for sustainability and scaling up
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At an initial stage for generation and validation of technologies, some degree of subsidized

services is needed mainly to reduce risk taken by farmers. It is important that these services are

delivered for demonstration pur poses only, and on a declining base. As a result of the Project’s

intervention,growers in the Southwest have now validate three varieties of strawberries and crop

management techniques and have therefore set up the base for a future development of this

industry.

With the project’s market led approach the break even point has been the real factor of decision

for farmers to continue and get specialized in this crop.The result has been that they have started

to organize themselves for marketing, after having realized the profitability. In addition,closeness

to the market and concentration of growers in a limited area has proved to be a good option

since it favored exchanges in technologies and facilitated the commercialization process (brokers,

group selling).

Sustainability, reproducibility and scaling up of these experiences are the next challenge. The

newly created farmer association FRAGARIA,with the support of SPHP-K shall continue improving

skills and develop the organization. In addition the Project is working to transfer this experience

to the eastern part of Kosovo. Nevertheless, key questions remain. What will happen if no techni-

cal and marketing advice is delivered in a subsidized manner?  Will growers and especially small

growers be ready to pay for advice and for training? And will technical advisers see small farmers

as a market? It is expected that some of the services received by farmers will be provided by sup-

pliers and intermediaries in an embedded manner, or may be provided by public institutions.

However, the future is not guaranteed for services like training, technical advice and technologi-

cal development that are the key for a future expansion and development of the entire sector.
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