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Ivanov Todor 
Secretary-General of Euro Coop 

 
Accompanying Text for Presentation of Euro Coop 

Scientific-Academic Conference 
Lviv University of Trade and Economics 

13 December 2016 
 

Dear distinguished guests,  
Dear co-operators,  
Dear ladies and gentlemen,  
 
It is an honour to be in front you today, for which I would like to express my sincere gratitude 

to Mr. Gorokhovskyi for making me and my colleagues a part of the celebrations of the 150th 
Anniversary of the Ukrainian co-operative movement and 200th anniversary of this university. This 
has to be a source of great pride for all of you, as I can tell you, there are very few national co-
operative movements who can boast 150 years of existence, and even less, in the world, who have a 
co-operative academic institution which is two centuries old. Excellent! Congratulations! 

I was given this opportunity to present Euro Coop  the European association of consumer co-
operatives and some of the leading examples on national level of how consumer co-operatives adapt 
to the present socio-economic environment in order to serve its members and communities.  

Euro Coop brings together the national consumer co-operative organisations from 19 countries 
 we have one member per country. They represent 5,000 local and regional co-operatives, which 

employ 500,000 people, operate 36,000 outlets (stores, restaurants, petrol stations, hotels, others) and 
comb
every single day. If the retail networks of our members were one chain, we would be number one in 
Europe. Euro Coop has a General Assembly, a Board of Directors, and Presidency. The Secretariat is 

represent our members  you  
within the EU policy process, and to facilitate inter-member collaboration in form of sharing of 
information and good practices, but also commercial relations. Coop Ukraine is active in both areas, 
especially in the business area, where Mr. Gorokhovskyi is a prime factor in building the trade 
network within our members.  

A few words about our movement in Europe  consumer co-operatives exist in all countries in 
Europe, for the exception of just a few like Malta, Austria, and Greece. They are of different sizes, 
from market leaders to regional players, but a common characteristic is that they play a significant 
role in peopl  retail, as well as others such as tourism, 
restaurant, leisure, energy and petrol, medical and education sector. Additionally, co-
social engagement further extends its reach to and role within communities.  COOP means  care for 
the community.  



30 

 

The question which our Panel is to answer today is whether consumer co-operatives can adapt 
to the present socio-economic context in order to successfully serve members, customers, and local 
communities. Retail is changing  consumer behavior is increasingly affected by promotions and 
benefits, which they receive. Digitalisation and e-commerce are trends which further change the way 
people do their shopping -through their mobile devises and through the internet. The rise of 
discounters has changed and continues to change the retail sector with price wars. The divergence of 
the customer basis means changes in preferences in portions sizes, packaging type and product label 
design. Social factors such as the ageing population, immigration, urbanization, and the spiritual 
polarization also affect how retailers operate.  

Leading examples of how consumer co-operatives adapt and excel in this new market reality 
can be categorized according to the main aspects of contemporary retail, such as loyalty programmes, 
engaging consumers, private label assortments, new store format, and consumer information.  

Co-operative retailers in Finland, Sweden, Denmark, UK, Spain, Holland, and Italy have 
significantly concentrated on modernizing their COOP branded products in terms of quality, pricing, 
labelling, and assortments. This builds a direct relationship with customers based on reliability, 
transparency, and trust in the private label, which is an integral part of the consumer co-operative 
model. Members and customers want quality at a reasonable price and want to know where the 
products come from and what their ingredients are. The retailers that do this are successful.  

Another significant aspect of building trust and long-lasting relationship with the customers is 
having an attractive loyalty scheme, which allows customers to earn points and discounts on their 

those which offer a wide network of merchants in which customers receive benefits with their 
membership card. Customers are driven by the benefits which they receive and a loyalty programme 
is a crucial prerequisite for success if you are not a discounter. Co-operative retailers in the 
Scandinavian countries, Italy, Spain, and the UK have very competitive benefit systems.    

A unique characteristic of the co-operative model of governance is offering the practice of 
direct democracy to the members, where they can participate directly into the decision-making 
process. For consumer co-operatives in the retail sector, this means engaging members and 
customers on issues concerning location of a new store, as well as the pricing and assortment of the 
products which will be sold there. Such campaigns have been extremely successful in the UK  
where they were first established  Italy, Spain, and Holland. This further builds on the established 
relationship with customers, which have already come to trust COOP through the products.  

As customer behavior is changing the retail sector, this has a direct effect on the store format. In 
most part of Europe, and not only, the era of the hypermarkets is coming to an end. We are beginning 
to see the rise in popularity of convenience stores. Customers do not have time to cook, so they want 
quick and easy, but healthy, solutions for their breakfast, lunch, and dinner. This creates a demand of 
stores which act as fast restaurants, where the customer passes by on his way to work in the morning, 
or during lunch break, or after work and grabs a cooked, tasty, and quality food. Co-operative 
retailers are already concentrating on this new convenience store format in urban areas, especially 
Denmark, Spain, Holland, Italy, and UK.  

As we said earlier, the retail sector is in a period of rapid transformation fueled by changing 
consumer behavior and expectations. The key to success is giving what the customers want. In 
addition to that, co-operative retailers, which historically are local/regional based due to their 
proximity to local communities, usually have to compete against multinational companies. The main 
challenges which can be identified include: digitalization (mobile and e-commerce), customer 
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proximity (convenience stores), consumer information and transparency (quality products), and 
increasing competition in conventional and online commerce.  

Consumer co-operatives in Europe are already answering these challenges. Coop Netherlands 
is concentrating on new convenience stores in order to be close to customers, offering them quality 
and tasty food at reasonable prices. COOP in Finland and Sweden offer their customers the best 
loyalty programmes in their countries, with COOP Finland excelling in offering award-winning 
mobile apps to their customers. Coop Italy is a champion is providing its 8.5 million members and 
many more customers 100% information, traceability, and confidence in the COOP private label. On 
the COOP website, customers can check the origin of all ingredients of every single one of the 4.000 
COOP-labelled products. The quality and authenticity of food can be guaranteed because of the 

ingredients, thus preventing food fraud, which is an increasing problem across the world.  
In conclusion, the retail sector is a very competitive and vibrant sector, which is one of the 

biggest and most significant in the food chain and the economy of Europe. Progress and success in 
this sector can be achieved b
that consumer co-operatives across Europe are champions of serving their communities through 
direct retail or through retail and complimentary activities. And this is not a surprise, because since 
the first consumer co-operative in Rochdale in 1844, COOP has 172 years of serving communities 
and meeting consumer demands. No one does it better than us.  

Once again, I would like to thank you for the invitation to be part of this unique celebration of 
150th Anniversary of the Ukrainian consumer co-operative movement and the 200th Anniversary of 
the Lviv University of Trade and Economics, and I wish you all the best! 
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1.0 Introduction 
 
Global inequality in consumption, while reducing, is still high. Looking at the figures 

available in 2015, the wealthiest 20% of the world accounted for 76.6% of total private 
consumption, while the poorest fifth just 1.5%1. Breaking this down further, the poorest 10% 
accounted for just 0.5% and the wealthiest 10% accounted for 59% of all the consumption. 

Observations made in the United Nations Development Programme s (UNDP) 1998 
Human Development Report pointed to consumption trends undermining the environmental 
resource base, making inequalities between the rich and the poor more pronounced. If the 
trends are not checked, problems of consumption and human development will worsen. The 
consumption patterns globally indicate that the gap between high income and low income 
consumers is rising, pollution is increasing, the promotion of goods that do not empower poor 
producers is growing, priority in consumption for conspicuous display outweighs meeting basic 
needs 

The IMF in June 2015 confirmed that widening income inequality is the defining 
challenge of our time. In advanced economies, the gap between the rich and poor was at its 
highest level in decades. Inequality trends have been more mixed in emerging markets and 
developing countries (EMDCs), with some countries experiencing declining inequality, but 
widespread inequities in access to education, health care, and finance remain2. Irrespective of 
ideology, culture, and religion, people care about inequality as this can be a signal of lack of 
income mobility and opportunity - a reflection of persistent disadvantage for particular 
segments of the society. Widening inequality also has significant implications for growth and 
macroeconomic stability, it can concentrate political and decision making power in the hands 
of a few, lead to a less than optimal use of human resources, cause investment-reducing 
political and economic instability, and raise crisis risk. The economic and social fallout from 
the global financial crisis and the resultant headwinds to global growth and employment have 
heightened the attention to rising income inequality. 

 
2.0 Consumption Trends in Africa 
 
Over the past 15 years, most countries in Africa experienced sustained economic growth, 

with growth rates often exceeding 5% per year driven by amount others, favorable external 
conditions, especially high commodity prices (based on high international demand) and 
availability of investment money in search of new opportunities at global level playing a major 
role. At the domestic level, the improvement of the macroeconomic climate  especially the 
reduction of external debt and of current account and fiscal deficits  as well as the decline in 
the number of conflicts and improved political and economic governance has also be ancestral 
contributors to growth. Spurred by growing internal demand, a robust services sector has in 
many cases been the fastest growing sector of African economies. The telecommunications 
boom, first based on a huge increase in mobile phone use and now on rapidly expanding 
internet penetration, has also played a central role. Financial services are developing quickly 
often in tandem with ICT uptake. The laggard in the growth story, however, has been the 

                                                           
1http://www.globalissues.org/issue/235/consumption-and-consumerism 
2https://www.imf.org/external/pubs/ft/sdn/2015/sdn1513.pdf 
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manufacturing sector; Sub- Saharan Africa remains unable to join the ranks of those developing 
countries that base their growth on the export of competitive manufactured products3. 

Poverty has indeed been reduced, but remains widespread, in spite of successes during the 
last 15 years; more than 41 per cent of the people in SSA (or roughly 300 million people) still 
live on less than $1/day. Many Africans remain trapped in dire poverty, heavily dependent on a 
fragile natural resource base and vulnerable to economic and environmental shocks4. 

The poor tend to rely more on the natural resource base for their food and livelihoods than 
the rich, and unsustainable production patterns result in significant social and environmental 
side effects that undermine the prospects for poverty reduction. The unsustainable consumption 
patterns of the consumer class further limits the ecological space  available to poor people to 
meet their basic needs. 

 
Investment Opportunities given Changing Consumption Trends in Africa 
 
However, looking at overall consumption trends, and investment opportunities in Africa, 

81% of Africa s private consumption in 2011 was concentrated in 10 out of the 53 African 
counties, namely Algeria, Angola, Egypt, Ghana, Kenya, Morocco, Nigeria, South Africa, 
Sudan, and Tunisia. Private consumption in Africa is higher than in India or Russia; it rose by 
$568 billion from 2000 to 2010, and is expected to grow between 2012 to 2020, by a further 
$410 billion, representing the continent s largest business opportunity. Clothing, consumer 
goods, and food are expected to account for $185 billion, or 45 percent, of that amount. This is 
due in part to urban Africans spending a large share of their budgets on food and groceries, 
more than consumers do, on average, in Brazil, China, India, and Russia5. 

Africa has the world s fastest-growing population and is projected to account for more 
than 40 percent of global population growth by 2030, according to the United Nations; a 
potentially large working class that is likely to push up the continent s GDP. 

Africa also has the world s youngest population with more than half its inhabitants being 
under 20 years old. The consumption habits of young people are quite different from those of 
their elders; younger people in Africa, for example, are more likely to search for information 
online (67 percent of 16-to-24- year-olds are online, compared with 32 percent of the 45-and- 
older group) and to seek products and stores that reflect the right image.  They are more brand 
conscious, follow the latest fashion and trends (53 percent versus 33 percent), and say they are 
typically one of the first people they know to try new things (44 percent versus 28 percent). 
They are also more educated, with 40 percent having completed high school, compared with 
only 27 percent of the 45-and-older group. These qualities point to a major change in 
consumption habits as this age group, its incomes increase, and its behaviors and decision 
criteria become the societal norm.  

With 40 percent of its population living in cities, Africa is more urbanized than India 
(30%) and nearly as urbanized as China (45%). In 2016, over 500 million Africans live in 
urban centers, and the number of cities with more than 1 million people has reached 65. This 
means that there is likely to be more money available in the economy as urban spending is 
twice as much as rural spending and is projected to account for a disproportionately large share 
                                                           
3http://www.europarl.europa.eu/RegData/etudes/IDAN/2016/573891/EPRS_IDA(2016)573891_EN.pdf 
4http://www.uneca.org/sites/default/files/PublicationFiles/africanreviewreport-on-sustainableconsumption.pdf 
5https://www.mckinsey.com/.../South%20Africa/.../Rise_of_the_African_consumer-McKi... 
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of future growth. Cities are also more densely populated and, as a result, consumers are easier 
to reach.  

More than 50 percent of urban Africans have access to the Internet; in urban Kenya, for 
example, Internet penetration stands at 70 percent, propelled by affordable mobile broadband 
and high penetration (95 percent) of Internet-capable mobile devices. Overall, 22 percent of 
urban Africans spend more than ten hours a week online. They do much the same things as 
Internet users everywhere: in descending order of frequency, they use social-networking sites, 
send e-mails, watch videos and listen to music, keep up with news, and search for information. 
Most consumers have cited low bandwidth, rather than high cost, as the primary barrier to 
increased Internet usage. What must, however be kept in mind is what is popularly referred to 
as the digital divide  where majority of rural dwellers have no access to affordable Internet 
services, let alone Internet enabled devices. 

 

3.0 Evolution of the Co-operative Model with the Challenges of the Time 

The recognition of the African co-operative movement as crucial means for poverty 
alleviation and, therefore, Africa s development has been widely acknowledged6, and 
witnessed. African co-operatives have helped bridge the income and employment gaps in 
Africa, and thus helped to reduce inequality, enhanced incomes and provided employment 
opportunities for many.  

The above mentioned socio-economic trends, and others affect the consumer profile of 
many individuals, and can be great opportunities for the co-operative movement in Africa to 
invest in, not only the obvious positive outcomes, but also invest in the negative effects of these 
trends; for example, enhancing income generating opportunities for the rural and urban poor, 
ensuring the integration of young people in the co-operative movement due to their sheer 
numbers and the fact that they are technologically savvy and can encourage technological 
uptake to ease costs and operations, with growing urbanization, the demand for healthy 
affordable food, housing, clean water supply, sewage and garbage collection, etc become 
paramount, areas where co-operatives in Africa can further explore and get a foothold. 
Additionally, rural areas are becoming empty of people necessitating the use of mechanization 
to open land, sow seeds, weed, irrigate, harvest and process food, which would be a great 
opportunity for agricultural co-operatives in Africa to exploit. 

Co-operatives in Africa have in the past survived the market forces and continued to grow 
in number and membership (Wanyama, Develtere, Pollet)7, with agriculture and credit being 
the traditional  sectors of co-operative ventures in many African countries and also 
increasingly venturing into other non-traditional  sectors like housing, consumer, cottage 
industry and distilleries, meaning that with the emerging and future trends, African co-
operatives can venture and indeed survive and thrive. It is therefore expected that, with 
enhanced business acumen of co-operative leaders and members, and the determination to 
implement social businesses, the co-operative movement can and will appropriately evolve and 
be able to take advantage of changing consumer trends in Africa. 
                                                           
6 Wanyama, Fredrick O. Co-opertives for African Development: Lessons for Experience. Mason University 
7http://library.uniteddiversity.coop/Cooperatives/CoopAFRICA 
African_cooperatives_in_a_liberalized_economic_environment.pdf 
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Savga Larisa 
Prof, Ph.D, Rector 

Trade Co-operative University of Moldova, Republic of Moldova 
 

STRATEGIC VISIONS FOR SUSTENABLE DEVELOPMENT OF THE 
CONSUMER CO-OPERATIVES 

 
The Strategic planning for development of consumer co-operatives from the Republic of 

Moldova has a significant role for further development of this sector. The strategic planning   
should be focused on the implementation of development policies, advanced modernization of 
the system, supporting increase of competitiveness as well as of consistent, efficient and 
sustainable development of consumer co-operatives while fully meeting the needs of their 
members, employees and population served. 

Given the importance of this issue and based on the Law regarding consumer co-
operatives no. 1252/2000, at the request of the Central Union of Consumer Co-operatives from 
the Republic of Moldova the research team of the Trade Co-operative University of Moldova 
elaborated the Development Strategy of Consumer Co-operatives for 2016-2019 (hereinafter 
the Strategy), which was approved by the XVIth Congress on February 12, 2016 and is being 
implemented currently. 

Several steps have been undertaken for Strategy elaboration, such as: studying of relevant 
evaluation documents (reports) regarding the implementation of National Development 
Programs and recorded progress; analysis of the implementation of Consumer co-operatives 
development Program for 2012-2015; SWOT analysis of consumer co-operatives activity as 
well as of encountered challenges; social and economic analysis of rural environment where 
consumer co-operatives entities operate; analysis of European regulatory and strategic 
development framework for consumer co-operatives; analysis of national strategic development 
documents of the Republic of Moldova until 2020; analysis of statistical data, reviews, social 
and economic reports; identification of internal needs that are challenging the consumption co-
operation system, identification of stakeholders (members, employees, other beneficiaries of 
co-operative services, authorities, etc.) needs and expectations; analysis of strategies and 
programs for local (district and community) development of consumer co-operatives in 2016-
2019, -operatives and co-operative enterprises, 
co-operative members, academics, researchers, farmers, processors and traders from rural 
areas, local government). 

The Strategy was developed based on Art. 74 (c) of the Law on consumer co-operatives 
no. 1252  XIV of September 28, 2000, on the priorities of social and economic development 
of the Republic of Moldova established in the National Development Strategy "Moldova 
2020", approved through Law no.166 of 11/07/2012, on European economic integration 
priorities contained in the Republic Moldova - European Union Association Agreement (Law 
no. 112 of  July 2, 2014), on  providing for smart, sustainable and 
inclusive growth, on national sectorial strategies for economic development, on other policy 
documents according to international co-operative principles, the Promotion of Co-operatives 
Recommendation R193 of International Labour Organisation, adopted by the ILC session no. 
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90 on June 20, 2002 [5], the  international priorities for the development of co-operatives 
promoted by International Co-operative Alliance (ICA), Co-operatives Europe, sectoral 
international organizations of co-operative activity fields, and to other relevant documents. 

The vision, strategic guidelines and objectives of national co-
2016-2019 were identified based on the evaluation of the current situation of consumer co-
operatives, SWOT analysis, internal and external challenges of co-operatives, priorities of co-

implementation of the best international practices in the co-operative sector, as well as based on 
consultancy with authorities and co-operatives. 

Vision foresees development of consumer co-operatives as a sustainable and competitive 
system, resistant to internal and external challenges, ensuring welfare for its members and for 
the population served as well as benefits for its employees. 

Strategic guidelines determine: 
  evelopment of consumer co-operatives as a unified system, economically strong, 
 strengthening the positions of consumer co-operatives system within the internal market 

(rural) and entering other markets (urban), enhancing the competitiveness of consumer co-
operatives system, its economic growth, 

 amplification of integration and association processes in the consumer co-operatives, 
expansion of these processes within internal and external dimensions,  

 synergistic cooperation with public authorities, potential investors, other stakeholders, 
 modernization and innovative development of co-operatives  
 integration into the international economic turnover. 

Strategic objectives includes: 
 strengthening co-  community, 
 optimization of organizational structure and making the management of co-

system more effective, 
 optimization of traditional activities promoted by consumer co-operatives and 

diversification of co-operative benefits, 
 ensuring financial stability, efficient and effective use of resources, ensuring the 

efficiency of co-operative entities work, 
 tiveness on domestic 

and foreign markets, 
 strengthening relations with external partners. 

The Strategy contains actions oriented to the implementation of above mentioned 
objectives.  

Implementation of the Strategy will have an impact both economically, materialized in 
enhancing the economic potential of co-operative system, creating favourable conditions of 
work, improving the legal framework in the field, increasing investment in development, and 
socially, expressed in improving the level of service to its members and to other categories of 
beneficiaries, affordability of co-
development of localities and community. 
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Strategy implementation will contribute to achieving the following progress indicators: 
turnover increase by 3-5% annually; increase the income of co-operatives on average by 4-6% 
annually; attraction, at least, of 250 new co-operative members annually, implementation of 
incentive mechanisms for them in developing consumer co-operatives at local, regional and 
republican levels; increase of wages for employees working in consumer co-operatives, 
provision by 2019 of a share of 75% of the average monthly salary in the country; organization 
of 500 new jobs during the Strategy period of action.  

Development of consumer co-operatives will help increase the indicators characterizing 
the economic and financial activity: retail sales will grow annually during the Strategy period 
of action by 3-5%, wholesale sales will increase by 5-7%, purchasing of goods - by 4-7%, 
production of goods - by 3-6%, provision of paid services  by 3-5%, sales revenue will 
increase by 3-5% and net profit will increase by 3-6%.  

Implementation of the Strategy will contribute to sustainable and intelligent recovery of 
the consumer co-operatives potential in all its dimensions (institutional, infrastructural, human, 
financial, informational, managerial, etc.), and will support progress in economic and social 
development of this system. 
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 90,21 

2 BVR  
 70,05 

3 Groupe BPCE  
 68,96 

4 NH Nonghyup  
 

 63,76 

5 State Farm   63,73 
6 Kaiser Permanente   62,66 
7 ACDLEC - E.Leclerc  

 58,40 

8   
 56,54 

9 ReWe Group  
 56,42 

10 Zenkyoren   54,71 
The World Co-operative Monitor: Exploring the Co-operative Economy. 

Report 2016. 
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Bongiovanni Massimo 
President of Euro Coop 

 
CONSUMER COOPERATION IN THE RAPIDLY CHANGING WORLD 

 
Dear friends of the Ukrainian cooperative movement, dear guests and authorities, 
In my role as Euro Coop President, it is a great pleasure and an honour to be here today to 

give this opening remark on behalf of Euro Coop and our friendship. 
Let me now say few things.  
Any Community, be it economic or social or both as in the case of consumer cooperation, 

needs to be rooted in values, history and traditions. 
We should never look back only at the past or be too isolationist and conservative. 

However, at the same time we all need our "m  
This applies very much to cooperation in order to create value, and not only profits, for 

the generations that follow. 
When our and your predecessors have created cooperatives, have struggled against 

adversity, fatigue and work; every day they built a piece of their present and created better 
conditions for their future. We have the same duty. 

much important and meaningful. I come from a country, Italy, where the first cooperative was 
founded in 1854; moreover, in June, the Dutch friends celebrated 130 years of history and the 
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the traditions of the majority of the European consumer cooperation. 
As I said, the past is very much linked to the future.  
You did well, yesterday, by linking your history to the future challenges and visions.  
Despite our diverse economic and social background, we all share the same commitment.  
Our task is not easy to accomplish as we have to be efficient economic and business 

organisations while providing our services in the respect of democratic participation and 
management for our members and the communities in which they live.  

We ask our national and international institutions to support us. But, in exchange, we 

ty in which we operate.  
 

Before us there are important challenges. Innovation technology, changes in our life style 
and consumption patterns, the increasing need of food safety and environmental protection: all 
these issues are on the spotlight.  

price for being conservative and reluctant to changes and in some cases this led to the absence 
of such cooperatives on the market.  

Euro Coop does not have a business focus as we are an organization and I would like to 
thank your President for his support. We are committing to increasing our common expertise 
and give voice to European cooperators before the international institutions by lobbying for 
better and sustainable legal frameworks.  

My dear Ukrainian friends thank you for your contribution.  
Thank you for inviting us to be part of such a valuable initiative.  
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Agricole   90.21 B 

2. BVR   70.05 B 
3. Groupe BPCE France  68.96 B 
4. NH Nonghyup   63.76 T 

5. State Farm   63.73 P 
6. Kaiser Permanente   62.66 P 
7. ACDLEC - 

E.Leclerc   58.40 T 

8. 
Mutuel   56.54 B 

9. ReWe Group   56.42 T 
10. Zenkyoren   54.71 P 
11. Zen-Noh   47.69 T 

12. Nippon Life   45.25 P 
13. CHS Inc.   42.66 T 

14. Edeka Zentrale   37.33 T 
15. Meiji Yasuda Life   33.91 P 
16. Nationwide   32.32 P 
17. Liberty Mutual   31.87 P 
18.    31.18 T 
19. Coop Swiss   30.78 T 
20. Rabobank   29.93 B 
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EXPORT OF UKRAINIAN EDUCATIONAL SERVICES TO AFRICAN 
COUNTRIES: NEW OPPORTUNITIES FOR CONSUMER COOPERATIVES IN 

UKRAINE 
 
INTRODUCTION: 
Internationally, many governments have recognized that the export of higher education is 

Ukraine is showed as a large exporter of educational services which is oriented to the global 

p. 1]. Ukraine is popular destination for education among Asian and African students. 
According to the International Organisation for Migration in Ukraine, 60,500 foreign students 
were studying in the country between 2007 and 2012 and about 10,000 are black Africans. The 
main reasons for choosing to attend university in Ukraine are the relatively low cost of 
education and the friendly incoming policy. The number of foreigners coming to study at the 
Ukrainian institutions of higher learning is growing quickly.  

EXPORT OF EDUCATION IN UKRAINE: 
Ukrainian education system is known as one of the best education systems in the world. It 

system is an efficient tool as foreign policy, diplomatic relations and communications, and also 
as a means of safeguarding national identity and culture and securing its survival in globalized 
world. From economical point of view, one can see the export of education as alternative 
sources of f
would enhance its recognition by the academic community, motivate the improvement of the 
system and increase its reputation, while the cultural and social motivations include the 
i
address the need for improved intercultural understanding and communication.  

According to the Ukraine Admission Center for Foreign Students which was founded in 
2016 with the support of the Ministry of Education and Science of Ukraine, over 63000 
international students from almost 150 countries study at 185 higher education institutions in 
Ukraine. 

WHY AFRICAN STUDENTS PREFER TO STUDY IN UKRAINE? 
Even though Ukraine is not the first country that pops up in minds of African students, 

wishing to study in Europe, no student has ever regretted about study in Ukraine.  
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Learning at the universities of many African countries is unfortunately is not the most 
favourable. This is the main reason why many African students dream of getting higher 
education abroad. Many European universities are open for African students, but their strict 
admission and visa requirements, coupled with high tuition fees, make a huge barrier toward 
this dream. Ukraine breaks this barrier and makes it possible for African students from Nigeria, 
Ghana, Cameroon, Congo, Angola and other countries to receive quality European education 
for an affordable fee. Indeed, higher educational establishments of Ukraine offer the cheapest, 
but at the same time superior education, corresponding with the highest European norms and 

now. Study abroad for African students is an excellent opportunity to receive a European 
education and get better career opportunities. The universities of Ukraine are known not only 
for their low tuitions fee (which is the lowest in Europe) but also for the highly effective 
teaching methods that correspond with the European norms and standards of higher education. 

Also the prestige that comes with studying abroad in most African countries is a 
contributing factor for the consistent increase in the number of African students in Ukraine. 
Students who study abroad are highly respected and regarded in their home countries due to the 
fact that they have received good and more practical education. Most often such are mostly 
considered in the area of employment over their colleagues who studied in African countries. 
Diplomas issued by the higher educational establishments of Ukraine are recognized by the 
European Association of Universities, UNESCO, EU Council and other renowned 
organisations. The most popular fields of study among the Ghanaian students are Medicine, 
Pharmacology, Dentistry, Information Technology, Civil Engineering, Aviation, Business 
Management and International Economics. Study in Ukraine will fulfil the dream of receiving 
the best European education. 

CONCLUSION: 
According to all observed characteristics, higher education is in fact becoming an export 

industry. Ukrainian universities are transiting to economic principles, turning into an organized 
business - corporation. This is observed clearly as stated by Oborsky and Docent that 
share in the global export market of educational services is about 1.3 % [3, p. 1]. 

number of Africans entering the universities of Ukraine is relentlessly surging. According to 
the latest admission data, a vast majority of all African students are from Nigeria, Tanzania, 
Ethiopia, Ghana, Mali, Uganda, Cameroon and Kenya. They choose from a great variety of 
courses, the most popular of which are Medicine, Dentistry, Veterinary, Pharmacy, Aviation, 
Civil Engineering, Network Management, Computer Science and International Economics. 
African countries therefore serve as fertile grounds for the export of education services of 
Ukraine to strive and there would be the need to pay much attention to the continent to tap fully 
the benefits of education export. 
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