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1 The Food and Beverage Market Entry Handbook: UAE

This Handbook is intended to act as a reference for thosefagd producers planning for, or in the
process of entering, theJAEmarket. This Handbook providegep-by-step guideson enteringthe agrt

food market inthe UAENcluding relevant information such asalysis of theUAEmarket for different
product categories, market accessand market entry procedures IP protection referrals to
professional buyersand a signposting and referral system providing useful contacts and ways to
penetrate theUAEmarket.

1.1 How to use this handbook

Depending on your stage ofarket entry, company profile, and product range, different sections within
this handbook will be helpful to a different extent for your business strategies.

For those wishing to learn more about théAEfood and beverage market in generakction2 provides

a general country overviewand section 3 providean overview of the business climater agrifood

products in generalThese sectiongontain information on: the food and beverage market, market
access procedures, customs procedures, SPS and labelling requirements, and the status of Geographical
Indicaions and Intellectual Property protection. The information contained within this sects of a

general nature and so may not be relevant for those in the more advanced stages of market entry.

If you want to find out more information relevant for yowroduct, then check out theMarket
Snapshots for Selected Productsthis content illusates the market situation, market access
procedures, SPS requirements etc. specific for this product or product category. This information will
provide more industry specific information to consider as part of any market entry or market expansion
strateges.

If you already have decided that théAEmarket is where you want to be, but you need some support,
then the Support Services Directorgan point you in the rightlirection. Contact information for a
service provider, business facilitation supporganisation, or from a business contact, could help put
you in touch with the right parties who can help you to build your brand il thA&market.
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2 Country introduction and overview

Capitat
Population
Area

Political structure:

Major language:

Major religions:
Life expectancy:
Currency:

GDP growth:
Exports
Imports:
Main exports:

Main imports:
Unemployment rate:

Labour force:
Main industries:

Gross per busehold income: EURL05 575406 (207)

Abu Dhabi city

9.1million (2016, UNJ2017: 9.4, WB)
83 600 sg. km Around 74% of the UAE land area has been characterise

desert. The territorial waters of the UAE include more than 200 islands.

The UAE is a cetitutional federation of seven membemttrates: Abu Dhabi
Dubai, Sharjah, Ajman, Ummnalv | A ¢ | A y >KhaimnkahQ and Fujairah

Comprised of Their Highnesses, the Emirate Rulers, the Federal Supreme (

(supreme Authority) elect the UAE President afide President, for a renewabl

term of five yearsThe Cabinet, or Council of Ministe is the country's Executiv

Authority.

Arabic Official language Other widely spoken languages include: Engl
Bengali, Farsi, Hindi, Malayalam, Mandarin, Nepali, Russian, Sinhalese, T

and Urdu.

Islam (UAE nainals)

77.4 yearUNDP: Human Development Report)

Emirati Dirham (AED = 100 fils); pegged to the USD (1 USD = AED 3.6725)
1EUR = +/4.4 AED

3% in real terms (2016).4% estimated (2017)

95.4% of GP (2017)

71.0% of GDP (2017)

Petroleum and mineral produci®8%); Precious metal$25%); machinery (8%);
metals (8%
Precious metals (25%); machinery (20%); transportation (16%); agricu
products and foodstuff§3%)

2.5% (2017); 9.6% among UAE nationals and 2.1% amordABmationals
95% of UAE labour force are noationals (mostly fronSouth Asia

Oil/lgas industry accounts foB4% of GDPUAE is theseventhlargest proved
reserves of both oil and natural gas globally

Industry. 45% of GDP

Servicesb5% of GDP

Agriculture >1% of GDP

Sources: Government of the UAE htts://government.ae/en/aboutthe-uae/factsheet
https://www.government.ae/en/aboutthe-uae/economy); World bank;WTO; UN COMTRADEuromonitor International:

Economies and Consumers, 2018.

D @

L

[

—
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2.1 Country overview: United Arab Emirates at a glance

2.1.1 Pasteconomic and political trends

T 1a GKS ¢2NIRQa aS@OSyidK fFINBSald K2f RSNJ 2F LINR O
economy has proved resilient to the slowdown in the global economy, the decline in world oil
prices since mi014, and the turbulence within the Middle East regi. Despite these
challenges, the country has continued to record exceptional growth, in the region and
globally.

f  Longer term, further growthA & LJJzZNE dzSR G KNR dzZaK (K S todi2e@BiNY YSy (i
the economy to reduce dependence on oil and gé&syards the development of noiwil
sectors This has focussed on the development of advanced industries, use of smart
technologies, research and educatipr YR GF {1 Ay3a FTRGFyGlF3asS 2F GKS
infrastructure to attract investment and trade in nowil sectors.

1 The announcement of a fivgear budget for 201721 goes towards this goal, aiming to pursue
the development of longerm economic development and diversification programmes.

Founded in 1971 as a federation of seven member Emirates, theetgxibmy has historically thrived

being the seventh largest holder of proved reserves of both oil and natural gas globally. The UAE holds
4%of the world's proven oil reserves and 3.5% of proven gas reserves, estimated at 97.8 million barrels
and 6,091 culai metres respectively. Most of the UAE' reserves (95% of the nation's oil reserves and
about 94% of its gas reserves) are in Abu Dhabi, both offshore and onshore.

The global financial crisis brought an enddecades ofuninterrupted rapid growth the ecaomy
contracted in2009 andgrew by just 1.4% (total real GDP) in 2010. In the aftermath of the c&BB,
growth was affected by lower oil prices, turmoil in the financial markets, particularly in Diibaisial
sector, and a price correction in theuBai property market. As a response to the crisis, dighorities
supported banks by providing liquidity and deposit guarantees, and throeggpitalization.

In 2010 the governmentaunched theUAE Visioh whichseeks toattain sustainable developmergo

that the UAEranks asone of the best countries in the world by théme that it reaches its 50th

anniversary in 2021The vision is composed of four elementdzy A 1t SR Ay &XdesNdy& L2y & A 0
knowledgec LINE & LIS NPpridgrammeéhat isprepared to ensure the achievement of this vision was

put together by more than 300 leading officials and experts in a variety of fields. It sets out a series of
national indicators in education, health, economy, police, housing, infrastructure and gosetnm

services, with a longerm vision that will measure results against a series of national priorities. It will

also compare the UAE's performance in a range of international indicators against the rest of the world.

1UAE Vision 2021nttps://www.vision2021.ae/en/uaevision



https://www.vision2021.ae/en/uae-vision
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Individual emirates create their owstrategy within the framework of the overall federal plan, for
example, Abu Dhabi developed its letggm plan¢ Economic Vision 2030Strategies at the emirates
level, such as extensive investment in air and sea transport infrastructure, are expeatedttibute
towardsachieving the sustainable development goal of the UAE as a whole.

In recent years, te UAE economy has continued to record grovinhreal terms by following a
consistent policy seeking to diversitg incomesources away fronits high dependency orhe oil and
gassector & 2yS 2F (GKS 62NX RQa YI22NJ 2Af SELRNIAY3
industries and scientific researchihis, coupled with the country's highdgveloped infrastructure, has
permitted continued gowth despite the challenges posed by thlewdown in the global economy, the
unprecedented decline in world oil priceand the turbulence within the Middle East regiom
particular, the fall in world prices and broader developments in the global oketsusince the middle

of 2014, have prompted discussion about the potential adverse impact on government finance, the
implementation of economic development plans, the creation of employment opportunities for young
people as well as on a wide variety ohet economic and social aspects.

To respond to these challengghe Cabinet approved a fiwear federal budget of AED 248 billiBUR
56 billion approxmately) for the period 20172021 It is the first time since the UAE was established in
1971, that the government opts for a fiwear budget plan to provide a longer term strategic

perspective to economic development, and to enable it to achieve the desired social and welfare goals.

More than half of the totabudget isallocated to sectors directly related to citizens and the provision of
services to them. For 2017, the federal budget has been set at AED 48.7(&BliBb1.5br), in addition

to income sourced from independent state iigtions and financial investment$he announcement of

a five-year budgetis considered by the UAE government as important achievment despite the
significant fall in global oil priceBurthermore, the UAE is the first Arab country to have set ayibas
budget. Thisconsistently followghe earlier agreed thregear budget, covering the 2042016 period,
which allowed the government to work on the development of ldegn programmes.

The need for the UAE to deal with the potential negative impact décline in oil and gas revenues is
driven by two factors:

a. Afallin oil prices, such as it has occurred recently over the-2@%gkriod; and,

b. Inthe long term, a depletion of reserves.

Two key strategies have been identified to address tlasslenges:

1. Diversification of the economy, to lessen dependence on oil and gas revenues;
2. Rationalisation and streamlining of financial expenditure.

Central to this plan is the improvement of education, to ensure that those who join the labour force are
adequately qualified and equipped to play their role in the achievement of economic progress based on
diversification, modernisation and technical development.

2 https://www.ecouncil.ae/PublicationsEn/economigsion2030full-versionEn.pdf



https://www.ecouncil.ae/PublicationsEn/economic-vision-2030-full-versionEn.pdf
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Efforts to diversify the economigave focussed on a number of nemil sectors including:travel and
tourism, financial services, nesil foreign trade, information technology and a variety of other
industries, such as thenanufacturing of aircraft parts. To complement this, the local business
environment has been developed to attract investmertipth from within the UAEas well as by
investors from the rest of the Gulf and further afield. Procedures Hman streamlined and simplified,

in particular with the growing applicdon of smart government techniquesas well as by taking
advantage ofi KS O2 dzy (1 NB Qa Y Zrdad&Ng6rts, Aaypsrislarid dréetiz)aIdeNBAE is
stepping up efforts to pioneer the use of modern technologies; with plans to develop smart cities, use
blockchain technology for government

transactions, and undertakiinancial technology projects.

2.1.2 Current economic situation and mid -term outlook

1 The UAE havéaced consecutiveslowing growth in recent yearsaccentuatedby the oil shock
of mid-2014 however, medium term projections signal recovery in GDP growth fr@a18
onwards driven by the expected recovery in the oil sector and the strength of the-oibn
SO2y2Yéd ¢KS SO2y2YAO IyR FAal0lf NBTFT2Nxa 27F
2020 are expected to contribute to the positive outlook.

1 The fscal ceficit generated over the same period (from an initial surplus position prior to the
oil shock) is expected to be reversed in 2080pportedinter alia by recovery in oilrevenue
increase in private investment and economic diversification towards +misectors

As can beseen inFigure2-1, GDP per capita ithe UAE shows a fairly slow upward trend. After several
years of strong real GDP growth, thete of growth bottomed in 2017; but is expected to recover in
2018.The slowdan in the economy is partly due to the ORB&ndated oil production cuts which have
limited growth in the hydrocarbon sector; this is only partly offset by growth in the-gibsectors,
which is estimated to have remained resilient in 2017. In partictia nhonoil sectors are estimated to
have driven growth in 2017 reflecting higher public investment and a pickup in tourism and global trade.

Per capita GDP has historically grown more slowly than the rate of real GDP growth due to the fast
population gravth rate (see sectio.1.3.
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Figure2-1: Real GDP Growth and Per Capita GDP in AE:2Z20B2

% Growth AED per Capita
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— Real GDP Growth GDP per Capita
Note: Data for2018 is forecast. GDP per capita are in constant 2017 prices

Source: Euromonitor International: Economies and Consumers, 2018

Nonetheless, the mediurterm prospects remain positivédccording to the most recent projections of
the World Bank (2018), over the coming years, poter@BIPgrowth in the UAEas well aghe wider
Middle East regionis expected to strengtherfirom the 2014-17 averageto exceed 3% in real terms in
2018 (Wortl Bank). This is driven both by recovering oil prices and by the-mibrsectors. The
government targets an 80% contribution to the UAE GDP fromailosectors by 2021; currently this is
709,

The strength of the nowil economy is expected to improverospects with extensive megaproject
implementationahea® ¥ 5dz0 | A Q& K 2 Avidhys Bxperted t@dealdth 25nilliomvisitors,

boosting private consumption, services and exports.

Key downside risks to this positive outlook include continwedhflicts in the region, weak oil prices,

tighter global financial conditionand potential obstacles to reformwhich are only partly offset by

policies to promote economic diversificatidowards the noroil sectorsand some recent favourable

external eéonomic factorsAlthough the 2014 oil price shock and its impact on government finances and
NBEIA2YyIlf fAljdARAGE LINBYLIISR &dz &0l yréis sofe chided2 Yy 8 A RS
that the recent upward trend in oil prices may reduce mrefomomentum.

3World Bank: Global economic prospects UAE, April 2018,
http://documents.worldbank.org/curated/en/779051523636983112/pdf/125284E M-April2018United-Arab-
EmiratesEN.pdf

World Bank: Global economic prospects, Middle East and North Africa, Jan 18,

http://pubdocs.worldbank.org/en/124691512062603210/GloHatonomieProspectslan2018-Middle-Eastand
North-Africaanalysis.pdf



http://documents.worldbank.org/curated/en/779051523636983112/pdf/125264-MEM-April2018-United-Arab-Emirates-EN.pdf
http://documents.worldbank.org/curated/en/779051523636983112/pdf/125264-MEM-April2018-United-Arab-Emirates-EN.pdf
http://pubdocs.worldbank.org/en/124691512062603210/Global-Economic-Prospects-Jan-2018-Middle-East-and-North-Africa-analysis.pdf
http://pubdocs.worldbank.org/en/124691512062603210/Global-Economic-Prospects-Jan-2018-Middle-East-and-North-Africa-analysis.pdf
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In June 2017, Bahrain, Saudi Arabia, the United Arab Emirates, and the Arab Republic auEgypt
diplomatic and economic ties with Qatar; the impact on the UAE has nonethiblessarbeen limited.

Fiscal consolidation efforts thakegan in 2015 with subsidy reform (fuel, electricity and water) continue,

but at a slower pace. The decline in oil prices in 2014 had pushed the consolidated fiscal balance down
from a surplus of 10.4% of GDP in 2013 to a 4.3% deficit in 2016, althosgh #xpected to slightly
improve to 3.1% of GDP in 201@ne of thevariousrevenueraisingmeasuresthat are expected to
improve the deficit was the introduction of excise taxes on tobacco and sugary drinks by the Federal Tax
Authority; VAT also becameffective in 2018, albeit at a relatively low rate of 5% and with several
exemptions The fiscal deficit waalsofinanced through withdrawals from the sovereign wealth funds
(total assets estimated at US$1.3 trillion), bank borrowing and, increasingfprdign capital raising.
Supported byhigher oil prices, improved oil production capacity and higher-oibmevenues, the fiscal

deficit is projected to reverse by 2020.

Inflation is projected to rise to 2.9% in 2018 due to the W#duction, but to moderate thereafter.
The government plans to allocate 70% of VAT revenue to local services, as officials seek to build public
support for the tax.

41t is understood that some eoperation in the framework of the GCC (see sect08.2) is understood to still be
nonetheless occur.
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EXP02020

The World EXPO2024ill be held in the Emirate of Dub&iom 20 October2020 to 10 April 2021

Thisprestigiousinternational eventis expected to help in strengthening the tourism and hospital
sectors in the cityf Dubai in particular, consolidating g$atus as a global huiir economic activity,
as well as the UAE economy more gener@lthough overall theJUAEalready has a goottansport

and logistics capacity to host this international evemixtensive construction and infrastructur
projects continue to be implemented in some areas; eyy2b20, Dubai is expected to have oV
80,000 hdel rooms. The EXPO site itself, covering 438 hectares, is within easy reach of
international airports, interconnected by a dedicated transport netwdtrkis anticipated that around
25 million visitors will come to EXP0O2020, with 080 countriesexpected to take partlt will be

the first time in the history of EXPO that over 70% of the visitors are expectsairie from outside
the host country.

Overall,hosting EXPO2026 expected to provide a major boost for travel and tourism overrtexet
few years, introducing many millions of fitiine visitors to the UAE's tourigiotential. The event ig
expected to yield considerable economic benefits, withestimated 277,000 jobs being create
50,000 of which will be permanent.

2.1.3 Population trends

1 The UAE has a very diverse population, of which jusliyover10% are UAE nationals and the
remainder is made up of expatriates.

1 Total UAE gpulation hasnearly doubled in the last decaddue to the influx offoreigners
coming from 200 countriegredominantly South Asia

1 The major demographic is males aged4¥ There is a strong gender imbalance with the
population heavily weighted towards males32nen for 1 woman).

There are more than 200 nationalities living and working in the UAE.eXpatriate community
outnumbers the population of UAE nationalby around 8 to 1 (UAE nationalsca. 1 million non
nationals:ca. 8 million 2016 estimates UN. Indians form the largest foreign community, followed by
Pakistanis, Bangladeshis, other Asia@md Europeansthe largest group of notwJAE nationals are South

Asian (58%), followed by other Asians (17%) and Western expatriates (8.5%). There is an increasing
presence of Europeans, particularly in cities like Dubai.

Total population has expandeekponentially since the Union was founded in 1971 with an original
population ofaround 250 000This is due to the influx of foreign nationals from all over the world, in
particular South Asia, leading to tladorementioned200 nationalities permanentlyesiding in the UAE

at present Only in the last 10 years (20@815), total UAE population has nearly doubldthe UAE has

the 7th highest net migration rate in the world, as any expatriate is allowed under law to apply for UAE
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citizenship after living ithe country for twenty years, provided they have not been convicted of a crime
and can speak AraBic

According to data from the UAE government and the IMF, foreigners comprise 95% of the UAE's
workforce in 2017 with the largest communities coming frowut® Asia, in line with the general
population trend. In 2017, Emirati citizens accounted for 27,000 jobs of the 5 million jobs in the private
sector and for 60% of government sector jabs

Around90% of the UAE population is urban. The median age isy&&s with a high concentration of
the population aged between 25 and 45. In gender terms, the population is unbalanced, with men
outnumberingwomen by a ratio of approximately 2.3 to(deeFigure2-2). This is attributed to the fact
that the majority of expatriate workers are males who are not accompanying their family members.

Figure2-2: Age Pyramid in 2017 and 20Bhe UAE

Age Group
80
70
&0
50

Males 40 Fefales
20
20
10
0
245 196 147 98 49 ‘000 49 98 147 196 245
2017 — 2030

Source: Euromonitor International: Economies and Consumers, 2018

2.2 Geography and key markets

The UAE is eonstitutional federation of seven member Emirateé\bu Dhabi, Dubai, Sharjah, Ajman,
Umm atv | A g | A y-Khaimveh @rid FuljairalThe Emirate of Abu Dhabi accounts for 87% of the
O 2 dzy i NBE Qa of 83®B00Ikin2, witlNZ population aipproximately 2 million according to the

5> World population review http://worldpopulationreview.com/countries/unitedarab-emiratespopulation/,
Worldometers: http://www.world ometers.info/worldpopulation/united-arab-emiratespopulation/; World bank
UN Population Division.

5 https://government.ae/en/aboutthe-uae/factsheet



http://worldpopulationreview.com/countries/united-arab-emirates-population/
http://www.worldometers.info/world-population/united-arab-emirates-population/
https://government.ae/en/about-the-uae/fact-sheet
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latest estimatesWith a population ofover 3m, while smaller in geographical siZBubaihas recently

become themost populous emirateFive of the seven Emirates comprise multiple unconnected parts;

and there are some small territories which are split between two different Eesira

Around 74% of the UAE land area has been characterised as desert but there is a wide variety of
landscapes including towering red sand dunes in the Liwa area, a natural oasis dotted with palm trees,

and flat coastal plains. Within the UAE territosadters there are over 200 islands of different sizes.

Climate in theUAE

The UAE is very hot and dry. While average daily temperatures vary across the country tc
extent, they are generally range from around 20 degrees in January to ovete@fees in
July/August.In some parts of the country the temperature can reach 50 degrees in the peak m
of July and August. Precipitation is very low at around 15cm per year; with the majority focu
the months of December to March. These climatic factors have a siropgct on life in the UAE
and, in certain ways, on the imported afpod market.

UAE geography and political system
The UAE political system has a number of federal institutions, with the Federal Supreme C
comprised of Their Highnesses theld®s of the seven emirates, being the highest authority. 1
Federal Supreme Council determines the general policy of the UAE, discusses all issues per
the objectives of the Union and to the common interests of the emirates, elects the Presialgn
VicePresident from amongst its members and ratifies federal laws.

In 1996, the Federal Supreme Council approved an amended text of the interim Consti
AYGNRRAzZOSR |G GKS O2dzyiNEQAaQ AYyOSLIiA2Y AY
RSOf I NBR (iceptal. O d2ghdtiNdo defined the role of the federal authorities, lay
down procedures for the issuing of federal legislation and on federal financial issues, the divis
legislative and executive powers between the Unand the emirates, in addition to defining th
nature of relations between the UAE and the rest of the world.
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2.2.1 Overview of urban markets

The capital of the UAE is Abu Dheity. Both Abu Dhabi and Dubai are considered two of the country's
cultural and ommercial centresTable2-1 presents an overview of key data relating to each of the

seven emirates. As can be seen, the most populous emirates by far are Dubaiedoby Abu Dhabi.
However, the GDP of Abu Dhabi is almost twice that of Dubai. Indeed, Abu Dhabi is commonly
recognised as one of 0dKS g2NI RQa & OKS A



20| Page UAEc Market Entry Handbook

Table2-1: Summary of thé&mirates constituting the UAdnd related data (2017)

Population 0.24m 0.16m 0.1m (estimated) 0.3m

GDP (AED) 832bn 17bn 15bn 114bn 411bn No data 30bn

Major Mining, quarrying  Finance; Mining and Manufacturing Wholesale, retail  Fishing, tourism Real

industries and oil extraction; manufacturing quarrying; and trade; estate/construction
Finance and manufacturing financial services; ; tourism;
insurance; transportation; agriculture and
Manufacturing manufacturing fisheries

SourcesStatistics centresf UAE Abu DhabiAjman,Fujairah Sharjah, Dubai, Ra'skdhaimah
* Data only available for 2014
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The population of all Emirates isedominantly urban. The capital of each emirate shares its name
with the corresponding emirate, which also reflects the high concentration of population in
respective capital cities. With the exception otAkh (Abu Dhabi Emirate), major cities are lecht
along the coastRigure2-3).

Figure2-3: UAE Riirates and main population centres

State names in grey bold ites.
Territory in black divided between two Emirates.
Source: Agra CEAS

2.2.2 Snapshots of important markets

Details onthe keyurbanmarkets inthe UAEare presented below.
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Dubai

1 ,._ 11

U LR
T

Key facts (207):

Total GDP EUR99bn (+f EUR 33 000 per capita)
GDP growthrate: 2.8%
Population 3 million

The capital of the mirate of Dubai;the home ofan estimated 95%+ of the population of tk
Emirate; and the largest city in the UARIbai is often misperceived as a country or a-stgte and
sometimes the UAE is described simply as "Dubai," indicating how influential ankineath the
city has become.

It is indicative of its position as a global business hub that an estimatethilli@n nonresident
individuals are active in Dubai during peak business hours (i.e. Saturday to Thursday, 6:30 tqg
This partly also reflects cheaper accommodation in neighbouring emirates which lead pub
private sector employees in Dubai teside in neighbouring emirateshis effectively makes Dub
the focal point of the wider Dub&harjaRAjman metro area, which itself constitutes around 609
the population of the UAE.

In line with the general population fabric across the UAE, the age and sex structure of
population is considered as unbalanced (unnatural), with almost 75% of the population being
with the majority in the 2544 age group. This reflects the majp of expatriate workerg; over 70%
of the population- who are young working age males not accompanied by their family mem
Roughly 85% of this expatriate population comes from Asmainly the Indian subcontinent ¢
though Dubai has an expandingr&pean population as well.

Dubai is described by official Dubai government sources as a global gateway statuseapdrte

hub that provides an opportunity to develop business in this-fasving sector. In particular
reflecting the UAE's strategic pbsn as an international halal food trading centre, Dubai is targe
the worldwide halal food and lifestyle marketforecasted to reach US$3.7 trillion by 2019. T
value of the UAE halal food industry is currently estimated at US$18.8 billion. Thetamge of
Dubai as a regional trading hub has progressed steadily since initial investment in the 19
provide greater access to larger vessels. The latest development is the free zone of Dubai Fo

ne
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a new commercial project due for completion2620.
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There are more than 9,000 restaurants in Dubai representing cuisines from across the|globe.
According to head chefsom Michelin starred restaurants they could access a range and variety
comparable to the Rungis market in Paris and often in a quicker time that ordering it in Europe.

Dubai Food Park

The aspiration for thé®ubai Food Paris that it willbel KS NB3IA 2y Qa f I NBS
serving the food sectoBy providing a onstop shop for a comprehensive range of faedated
services within a dynamic huthe aimistod 2 f A RA T Begidhdis&ndiddi fdr Eo6rdproduction,
import and reexport. The Food Park will offarcomplete range a$ervices including customs an
guarantine clearance, licensing, food safety and supervision, processing, packagipgcdkaging,

logistics and government servicesvo key aims of the free zorare to helpreduce supply chair
costs and foster innovation.

SourcesDubai Statistics Centre; Visit Dubaitifs://www.visitdubai.com/ https://www.visitdubai.com/en/businessn-
dubai/food-and-agriculture



https://www.visitdubai.com/
https://www.visitdubai.com/en/business-in-dubai/food-and-agriculture
https://www.visitdubai.com/en/business-in-dubai/food-and-agriculture
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Abu Dhabi

Key facts (208/17, estimated:
Total GDRcurrent prices):

EURL14bn (EUR 63 000 per capita)

Real GDP growth +/-3%

Population 1.8 million

Abu Dhabi city is the capital of the Emirate of Abu Dhabi, @mdmonly recognised as one of tf

g2NI RQa NAOKS&ad OAdGe Ay D5t LISNJ OFLRAGIE @6

GAUK ! 0dz 5KFOoA 9YANIGS LIaasSaaiaya 2SN s
considered the origig ¥ G KS OAGeQa 6SIfOKI LIXIFya F2N §

by the government for several years now, with resulting developments in manufacturing, real
development, tourism and infrastructure. Free zones have assisted with thidaenent.

As is the case with the UAE as a whole, the population is weighted towards men. There
separate statistics for Abu Dhabi city; but in the Emirate of-Bhabi as a whole, men outnumbs
women by a ratio of 20 1 (with young to middleagedworking males the largest demographar)d
there is a large expatriate population.

The high average per capita GDP masks the variation in the range of household income to ar
An estimated 270 000 households in the Abu Ditahirate as a wholbavean income of oveldSD
250 000 a higher number than in neighbouring Dubai.

As is the case with Dubai, tliverse population has created a wide diversity of food options, &

UAEC Market Entry Handbook
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in terms of cuisine type and in terms of price.

SourcesArabianbusiness.comibu Dhabi Statistics Cenireisit Abu Dhabi
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Sharjah and Ajman

Key facts (206/17, estimated):
Population 1.9million (1.4m Sharjah; 0.5m Ajman)

Sharjah and Ajman cities sit directly to the north east of Dubai. While the three cities are se
capitals of their respective Emirates, all three citidSubai, Sharjah and Ajmagtouch each other
to create an uninterrupted metropolitan area withppulation ofover 5m ¢ of which Sharjah an
Ajman account foaround2m. Sharjah and Ajman cities each accoftortthe vast majority othe
population of their respective Emiratésver 90% in the case of Ajman)

There is a high level of commuting framoth cities to Dubai for work, driven by cheaper pric
accommodation can be as much as half the price, for exanfjiels and free trade zones pla
AYLRNIFYdG NRfSa Ay (GKS SO2y2YASa 2F 020K
north of Ajman on the edge of the metropolitan areajman is the home to the Arab Hea
Industries shipyard, a majahip builder. Sharjah is commonly considered the centre of cultur
the UAE.

In terms of demographics, expatriates are an important graupgimated at over 80% of the

population. The 2€9yearold demographic is of particular importance in Sharjah, accounting

parate

es;

Yy
OAGASaA
vy

e of

174

) for

over 50% of the total population.

SourcesUAE stastics, Ajman Statistics, visijrdan, https://www.numbeo.com/costof-living/
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Al-Ain

Key facts (201)
Population 750 000 (estimated)

Al-Ain, in the east of the Emirate of Abu Dhabi, is one of the world's oldest permarien#igited
settlements, and a UNESCO World Heritage §it.Qa L2 aA A2y 2y GKS
important centre for the area extending into this neighbouring country. There is some indu
activity.

Demographically, at over 30% it has the higthEmirati population as a share of total populati
among major UAE cities. At roughly 62:38 in 2015, the ratio of men to women is also more bg
than that of the UAE as a whole. The population is also more evenly spread across differg
ranges tlan in other major cities.

hYl y
strial

on
lanced
2nt age

SourcesAbu Dhabi statistics, UAE statistics, Visit Abu DhaliimiAtity municipality
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2.2.3 Domestic production

Geographical and climatic factorsiotably the intense heat, limited water sources, lack of arable
land and locust swarms provides barriers to agriculture in the WXEordingto 2014 FAO

estimated, 2 yf & p2 2F GKS O2dzyiNEQ& fFYR FNBF A& FINKC

Interms of cropsii KS ! 1 9Qa YIFIAY LINPRdzOG A& RFEGSa owupp
vegetables and tomatoes are other crops produced in large quantities, though production of none of
these exceeds 100 000 tonnes. Poultry is the most produceat ¢ around 42 000 tonnes in 2014;
followed by camel (27 000 tonnes), goat (17 000) and cattle (14.000yiew of the low level of
production or example poultry production per capita equates to aroubllg per capita per yeaa

bit over 1/10" of consumptior), it is unsurprising that the UAE is a heavy importer of-fag
products overall. There is, however, a fairly high level of seafood production, which limits reliance
on imports in comparison to other areas.

Geographically, the main farmingesa arefurther north and inland, for example
9 Digdaga in Ras-&haimah
1 Falaj al Mualla in Umm al Qawain
1 Wadi adh Dhayd in Sharjéheighbouring Falaj al Mualla)
91 Al Awir in Dubai
The oastal area of FujaireEmirate is also a notable agricultural area.

"UAE country profiléttp://www.fao.org/countryprofiles/index/en/?iso3=ARE

8 Agriculture and agtiood Canada- Market overview United Arab Emirates, based on FAO stat
(http://www.agr.gc.ca/eng/industrymarketsandtrade/internationatagrifood-marketintelligence/middle
eastand-africa/marketintelligence/marketoverviewunited-arab-emirates/?id=14926218373609

nniJ


http://www.fao.org/countryprofiles/index/en/?iso3=ARE
http://www.agr.gc.ca/eng/industry-markets-and-trade/international-agri-food-market-intelligence/middle-east-and-africa/market-intelligence/market-overview-united-arab-emirates/?id=1492621837369
http://www.agr.gc.ca/eng/industry-markets-and-trade/international-agri-food-market-intelligence/middle-east-and-africa/market-intelligence/market-overview-united-arab-emirates/?id=1492621837369
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3 Introduction to the food and beverage market and consumers

3.1 Overview of the food and beverage market and demand for imported
products

3.1.1 F&B market summary

As noted above in sectidh2.3 the UAE has a low level of domestic production due to geographical
and climatic issues, which in turn leads the country to rely heavily on imports. It is a net importer of
agrifood and seajod products; with approximately twice the value of goods imported as those that
are exported. Food preparations, rice and dairy products are particularly strong import catégories

As previously mentioned, the UAE produces a large volume to dates, arleiconsidered to be an
integral part of the heritage and identity of the counfty

3.1.2 International trade in F&B

As the UAE is not able to cover demand for-fmpt products with domesticnduction, it relies on
imports; indeed it imports around 90% oits food requirements. The greatest imports in value
terms are (in order): poultry, rice, food preparations, almonds and milk/ctéam

In terms of agrfood trade with the EUthe UAE is a strong net importer, with the value of imports
consistency incredsg over the 2007 to 2016 period to a peak of over EUR 3bn, before a small fall
back in 201{Figure3-1).

9 Agriculture and agtiood Canadahttp://www.agr.gc.ca/eng/industrymarketsandtrade/internationatagri
food-marketintelligence/middleeastand-africa/marketintelligence/marketoverview-united-arab-
emirates/?id=1492621837369#c

10 http://dubai.travel-culture.com/articles/dates_emarati_culture.shtml

1 hitps://www.thenational.ae/uae/government/theuae-goesdutch-to-ensuretheir-food-security1.717923
Agriculture and agtiood Canada:http://www.agr.gc.ca/eng/industrymarketsand-trade/internationalagri
food-marketintelligence/middle-eastand-africa/marketintelligence/marketoverviewunited-arab-
emirates/?id=1492621837369#c



http://www.agr.gc.ca/eng/industry-markets-and-trade/international-agri-food-market-intelligence/middle-east-and-africa/market-intelligence/market-overview-united-arab-emirates/?id=1492621837369#c
http://www.agr.gc.ca/eng/industry-markets-and-trade/international-agri-food-market-intelligence/middle-east-and-africa/market-intelligence/market-overview-united-arab-emirates/?id=1492621837369#c
http://www.agr.gc.ca/eng/industry-markets-and-trade/international-agri-food-market-intelligence/middle-east-and-africa/market-intelligence/market-overview-united-arab-emirates/?id=1492621837369#c
http://dubai.travel-culture.com/articles/dates_emarati_culture.shtml
https://www.thenational.ae/uae/government/the-uae-goes-dutch-to-ensure-their-food-security-1.717923
http://www.agr.gc.ca/eng/industry-markets-and-trade/international-agri-food-market-intelligence/middle-east-and-africa/market-intelligence/market-overview-united-arab-emirates/?id=1492621837369#c
http://www.agr.gc.ca/eng/industry-markets-and-trade/international-agri-food-market-intelligence/middle-east-and-africa/market-intelligence/market-overview-united-arab-emirates/?id=1492621837369#c
http://www.agr.gc.ca/eng/industry-markets-and-trade/international-agri-food-market-intelligence/middle-east-and-africa/market-intelligence/market-overview-united-arab-emirates/?id=1492621837369#c
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Figure3-1: Structure of EU agfbod trade withUAE 2007 to 2017
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data

Key EU exports to the UAE include: spirits and liqueurs (9% of exports by value); infant food (7%);

and chocolate, confectionary and iceream (7%).0Other notable categories captured under
GNBYlAYRYAR HEAWRARJzOGa¢ Ay Of dzRS YAt |1 LRORSNA I yR
and vegetable preparations (4%); wine, vermouth, cider and vinegar (als@dé&oheese (just over
3%)(Figure3-2).
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Figure3-2: Top EU agifiood exports tdJAEn 2017
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Source: European Commission: #gnd trade statistical factsheet, European UniQUAE Based on Eurosts8OMEXT
data

3.1.3 The market for imported F&B

Asnoted insection3.1.2, the UAE relies heavily on imports to meet its food demaidih the

country not achievingselfsufficiencyin any major food category, there are opportunities for

exporters across more or less all sectors, to the extent thatlpets meet the demand of UAE
consumers. Sectors where sslifficiency levels are particularly log and hence there is a
particularly strong need for imports include meat and fruit and vegetables (other than dates).
Nonetheless, the UAE government id h Ay 3 O2y OSNI SR STFF2NIla- G2 Ay
sufficiency levels. These efforts are yielding results, though the geographical and climatic factors
outline in sectior.2.3remain important constraints.

The high level of internationalisation of the country (almost 90% of theufation are noAUAE
citizensg section2.1.3 also plays a role in creating demand for imported-fgpil products.

3.2 Growth Drivers and Trends

The key factors affecting the food and beverage market are:

1 Very limited domestic productiorg creating a natural need for imported food.

1 A population that has grown rapidly resulting in increasing demand for foomnported
food inparticular given the limited domestic production.

9 High level of internationalisatiorof the population ¢ creatingdemand for a variety dfypes
of food in the country.



31| Page UAEC Market Entry Handbook

1 Gulf food traditions andMuslim practices¢ which results in a bias towards fish, poultry,
rice, yoghurt and gulf style breads; and which creates restrictions on certain foodstuffs such
as pork and aldwol.

Figure3-3 presentsan overview of the interlinkages between drivers and trends.

Figure3-3:Growth drivers and trendsUAEfood and beverage market

privers
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Growing, international
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Increased nutritaionl
awareness

Demand for
imported
products

Source: Agra CEAS based on European Commissicfoadrfactsheet; USDA GAIN rep@rtagriculture and
agrifood Canada reprt*® and Euromonitor International.

In terms of trends:

1 Diversifying, international palateg the high level of internationalisation of the country by
default creates demand for a variety of foods. Affluent foreign residents demand
international food products, including luxury onel$. has also resulted in demand for
different food typesg for example, sushi has become very popular in the UAE despite the
small Japanese population in the counfryAt the other end of the scale, there is a large
population of foreign residents engaged in manual labour at lower wages with their own
taste preferencesvho look for economical foods.

1 Convenienceg the high level of urbanisation and resulting busy lifestyles creates high
demand for convenient food solutions. Food prices in shops can be high which, when

12

https://gain.fasusda.gov/Recent%20GAIN%20Publications/Exporter%20Guide Dubai_United%20Arab%20Emi
rates 324-2015.pdf

13 http://www.agr.gc.ca/eng/industrymarketsand-trade/internationalagrifood-marketintelligence/middle
eastand-africa/marketintelligence/consumeprofile-united-arab-emirates/?id=1421686310618

14 hitps://www.shortlistdubai.com/article/22281bringinga-little -bit-of-japanto-the-middle-east



https://gain.fas.usda.gov/Recent%20GAIN%20Publications/Exporter%20Guide_Dubai_United%20Arab%20Emirates_3-24-2015.pdf
https://gain.fas.usda.gov/Recent%20GAIN%20Publications/Exporter%20Guide_Dubai_United%20Arab%20Emirates_3-24-2015.pdf
http://www.agr.gc.ca/eng/industry-markets-and-trade/international-agri-food-market-intelligence/middle-east-and-africa/market-intelligence/consumer-profile-united-arab-emirates/?id=1421686310618
http://www.agr.gc.ca/eng/industry-markets-and-trade/international-agri-food-market-intelligence/middle-east-and-africa/market-intelligence/consumer-profile-united-arab-emirates/?id=1421686310618
https://www.shortlistdubai.com/article/22281-bringing-a-little-bit-of-japan-to-the-middle-east
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combined with the aforementioned busy lifestyles, makeating out both attractive and
popular.

91 Increased nutritional awarenessg while possiblya result of thelarge foreign population,
nutritional awareness is increasing among both UAE nationals and expats alike. This in turn is
creating demand for a rangef different food products, including organic products and
foods for certain intolerances (e.g. diabetes, gluten intolerance).

Further details on consumers trends and profiles are presented in sexton

3.3 Consumer profiles and preferences

3.3.1 Consumer profiles

The composition of the population of the UAE has a strong impact on the nature of the consumers.

Given the strong diversity among the population and income level which vary greatly between
RATFSNBY (G 3INRdzZLJAZ GKSNB Aa vy differérll Bofil&sNar tliferer® 2 y & dzY S
groups.The factors of origin and income play a greater role than geography within the country;

though restrictions in certain Emirates may result in further nuances to consumer profiles through

the indirect impact thesean have on consumer preferences.

Internet and social media in the UAE

One of the few general trends across the UAE population, regardless of origin or income level, is a
high level of social media usage. Various reports indicate that the UAE has ansafizl
penetration rate in the high nineties, and potentially as high as 98fiking it one of the highest, if
not the highest in the world, and meaning that more or less the whole population uses social media.
There are, however, differences between com&r groups in the social media platforms used (see

section6.1.1).

The following main consumer groups can be identified:

Emiratis¢ this demographic makes up just over 10% of the population and is typically affukermt

to a combination of high saties and favourable economic policies for the native population. For
example, in 2016 the average income of Emirati families in Dubai was AED 866 890 (EUR 213 000
approx), roughly twice that of nofiemirati families. In comparison, expenditure was AED M55l

(EUR 106 008pprox). 90% of the working Emirati population is employed in the public s€ctor
Luxury buying is an important trend among this demographic; and food preferences can be
influenced by tradition, with certain foodstuffs (pork, alcoholjdiolden. Domestic workers, rather

than the family themselves, may perform the dayday household shoppind.his demographic is

more balanced in terms of age and gender than other demographics.

15 hitps://www.dsc.gov.ae/erus/DS@ews/Pages/AEBR31,000AverageSpendinepf-EmiratiFamiliesper-

Year.aspx
https://www.arabianbusiness.com/emiratjraduateseye-7-300-monthly-salaryfor-first-job-492648.html



https://www.dsc.gov.ae/en-us/DSC-News/Pages/AED-431,000-Average-Spending-of-Emirati-Families-per-Year.aspx
https://www.dsc.gov.ae/en-us/DSC-News/Pages/AED-431,000-Average-Spending-of-Emirati-Families-per-Year.aspx
https://www.arabianbusiness.com/emirati-graduates-eye-7-300-monthly-salary-for-first-job-492648.html
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Affluent / fairly affluent expatsc this group, typically wetern expats, who comsé around 8% of
the populationg are high income earners. 2015 average salaries ranged from afeuiR® 000 a
month for a secretarial role up to just und&UR33 000 a month for a multinational CEO; with
salaries for managerial les generally aroundEUR10 000 a month, with salaries income tax free.
With the high levels of income, these consumers typically have/develop some luxteg.tasey
can spur demand for different types ofiising including from their country of origif

Low income expats; this group¢ estimated at 4.5m (around 50% of the UAE population) are
generally employed in manual or lower skilled labour. They typically spend most of their earnings on
food, accommodation (often shared) and other essentials; amdl ¢be rest of their earnings back

to their home countries. The key characteristic of this demographic is that they are very price
sensitive and do not tend to spend money on discretionary or luxury items. This demographic is
expected to shrink in comingegrs due to a combination of workers returning home and
government action to address working conditions for this gféup

In addition, it is worth noting certain demographic trends and their impacts on consumer groups

1 Women¢ as noted in sectio2.1.3 women are a minority in the UAEoutnumbered by a
ratio of 2.2 to 1.However, among citizens the ratio is roughly balanced. As a group with
more freedoms than their predecessors and that tends to be educated to a high level, young
Emirati women are a potentially interesting demographic.

1 Elderlyg the over 65 group, while growing, is a very small part (circa 1%) of the overall UAE
demographic.As residency is not granted to ndAE citizens that do not work, the vast
majority of this demographic holds UAE nationality. While generally quite wealthy, the small
size of this demographic means that other age demographics may be more attractive.

3.3.2 Cultural Sensitivities and Other Considerations

As noted in sectio2.1.3 the UAE is a highly multicultural country with expats accounting for almost
90% of the poplation. Nonetheless, Islam is the official religion of the country adheres to Muslim
and Sharia laws to differing extents. These two contrasting factors are the key behind the cultural
sensitivities which should be kept in mind when entering the marketautvertising to consumers.

3.3.2.1 Alcohol

The consumption of intoxicants is forbidden in Islam, and alcoholic beverages are considered to
belong to this groupThe Muslim population of the UAE, Emiratisincluded- are not allowed to
consume alcoholic beverag This leaves around 1/5 of the UAE population for which the
consumption of alcohol is not fully prohibited by their religion. The purchase and consumption of
alcohol by this part of the population is permitted in most, but not all Emirates and underfispe
conditions. For example, in Dubai and Abu Dhabi, a liquor licence is required in order to purchase

16 http://qulfbusiness.com/revealegiveragewesternexpatriatesalariesin-the-qulf-2017/
https://lwww.thenational.ae/business/howiae-expatsadaptto-a-land-of-luxury1.112873

17 Euromonitor international: Consumer lifestyles in the UAEps://www.borgenmagazine.com/povertin-
dubai/



http://gulfbusiness.com/revealed-average-western-expatriate-salaries-in-the-gulf-2017/
https://www.thenational.ae/business/how-uae-expats-adapt-to-a-land-of-luxury-1.112873
https://www.borgenmagazine.com/poverty-in-dubai/
https://www.borgenmagazine.com/poverty-in-dubai/
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and consume alcohol, with consumption possible in licenced venues or in the home. In Sharjah, sale
and consumption of alcohol is forbiddésee also setion 5.1.7).

This sensitivity with alcohol should be borne in mind not only by alcoholic drink exporters, but also
by sectors which use alcohol as an ingredient in their products such as chocolate confectionary.
While there are differing opinions on whether productscBuas liqueur chocolates arealal
(permitted) or haram (forbidden), it is wise to be aware of this issue.

3.3.2.2 Meat and products using parts of animals as an ingredient

As Islam is the official religion of the UAE, there are two impacts on amegbproducts using parts of
animals as an ingredienl) the requirements for meat to biealal, and (2) restrictions on the sale
of pork. More details on these two impacts are provided below:

9 Halal- meat sold in the country must blealal ¢ and thereforeslaughtered in accordance
with the halal principle. To this end, meat should be certified as halal by an Islamic
Organization which is approved by UAE authorfie§iven that there are differences in
interpretation of what is consideretialal, the Emiraes Authority br Standardization and
Metrology (ESMA) has a list of bodies registered for halal certification.

1 Pork¢ the consumption of pork is forbidden in thduslim religion by theQuran (with an
exception for certain extraordinary circumstanceBje meat is therefore not consumed by
Muslims in the UAE (which constitute the majority of the population). However, unlike some
neighbouring countries, pork and products containing pork can be imported and sold in the
UAE; albeit as a highly regulated pré@ii @ { dzOK LINRP Rdz0ia | NS O2y aaifr
permission for dealing in such products must be sought and the presence of pork must be
declared on the label. Pork products can only be sold in certain specific dedicated shops.

This sensitivity shoulde borne in mind not only for meat products, but also for products which use
animal products in their manufacture such as confectionary containing gelatine.

3.3.2.3 Ramadan

Ramadang the holy month which commemorates the revelation of errang is the ninth month

of the Islamic calendar. During this month, Muslims are required to fast from dusk to dawn. This

fasting is considered one of the five pillars of Islam, and only certain categories (e.g. children,

pregnant women, the sick) are exempluslims will rise early to eat a peawn meal before

morning prayer; and break the fast after evening prayer. In addition to the fasting by Muslims during

the day, there are certain other implication Bamadarto bear in mind®:

1 While norMuslims are notexpected to fast, the consumption of food and drink in public

during the daytime is not permitted (and indeed is a crime). Restaurants may close their

B There is an exception fahops which offer products to neMuslim consumersthis must be granted by the
director of the Food Control Section of the municipality in question; and products with exemptions can only be
sold via certain designated tablishments.

19 https://www.thenational.ae/uae/ramadarfagseverythingyou-needto-know-about-the-holy-month-in-
the-uae-1.65949

https://www.dubai-online.com/listings/ramadan/



https://www.thenational.ae/uae/ramadan-faqs-everything-you-need-to-know-about-the-holy-month-in-the-uae-1.65949
https://www.thenational.ae/uae/ramadan-faqs-everything-you-need-to-know-about-the-holy-month-in-the-uae-1.65949
https://www.dubai-online.com/listings/ramadan/
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shutters during the day to become private areas in order to overcome this, or they may
close entirely. @oking and chewing gum in public are also not permitted during this period.

1 Many Muslims will break the fast in the evening with others, leading to large food offerings
by hotels and alike.

1 In Emirates where alcohol is allowed under certain conditions (@eeve), ortrade
establishments may either close (clubs in particular) or restrict the availability of alcohol to
after dark (bars)Nonetheless, it should be noted that restrictions are more relaxed than
previously. Following a change in the law in 20d4#s and restaurants can be open longer
duringRamadan previously they were not permitted to open before 7pm.

1 Shops generally have shorter opening hours.

3.3.2.4 Other relevant aspects of Islam and Arabic culture
There are certain other aspects of Islam andofgaulture which may be of relevance for aspects of
packaging and marketing/advertising in particular. Main ones include:

1 Dress codesWhile there are differences between different Emirates, the UAE does not, on
balance, have a strict a dress code as mathgr Arabic countries. Nonetheless, women are
generally expected to be covered between the shoulders and the knees. In some Emirates
this extends to upper arms and calves; and shorts are not considered appropriate dress for
men.

91 Displays of affection Dsplays of affection in public, beyond hahdlding, is generally not
considered acceptable; and indeed, certain elements are covered by decency laws.
Homosexuality is forbidden.

1 The right hand and hand gestureghe right hand should be used for eatingnbe food and
drink should be accepted with this hand. The left hand is considered dirty and certainly
should not be used in the context of food and drink. Certain hand gestures are either
impolite or illegal; pointing should be avoided and if hand gestaresnecessary, the whole
hand should be used to avoid misunderstanding.

3.3.2.5 Gift giving

While gift giving is important in the culture, the nature of gifts vary to some extent depending on the
occasion. Smell can play an important role in-gifing; eau ddoilette / male perfume is a fairly
GBLIAOCHE 3ISYSNIf 3IATFTOH F2NJ YSY RdzS (2 GKS AYLRZNIIy

Eid- which marks the end dRamadanand is a celebration that brings people closer to their loved
ones-is an important gifigiving occasion in the Muslim calendar. Food can play an important role in
the gifts given at this time. More specifically:

1 Sweets are popular gifts for children

1 Gitt hampers basedraund dates are common presents;

9 Luxury chocolates, luxury dates or ardmnation of both may be gifted, and;

9 Staple foods may be given to charities.
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4 Market access and entry

UAEC Market Entry Handbook

This section provides details on the necessary requiremfentsntry in to the UAE market, outlining

existing market access restrictions and explaining procedures. The summary, containing the SWOT

analysis, of market access and entry is presented in seétibn

4.1 Summary SWOT analysis

Strengths

Weaknesses

T

T

T

Dubai and Abu Dhabi are major trade hy
for access to middle east (Gulf) and As
markets

Increasing demand for imported product
from an international customer base
Demand is high for premium, higlalue
foods

Longstanding trade ties with the EU
Welldeveloped logistical services ali
transportation infrastructure

Free trade zones offer many advantages ¢
are attractive to all size of business

EUUAE Cooperation Agreement (Janu
2018) to facilitate bilateral trade relations
Increasing level of awareness of EU
products

Noveltyseeking  growing  internationg
customer base of affluent consumers in |
urban centres (Dubai; Abu Dhabi)

f

f

Complex regulatory fraework on imports
with differences between Emirates

Trade ties with the EU not formalised (lo
standing discussions with GCC on FTA)
Lack ofspecific, dedicategrotection for Gls

Opportunities Threats

Further cklays in discussions on bilateral-E
UAE trade relations and EBICC FTA
Competition with imports of agifiood
products from other origins (Asia, Africa)

4.2 Food and beverage legislation and regulations

Note on differences between Emirates in legislatiand regulation

There are some differences between Emirates in terms of the legislation and regulations that
Areas where Emirates may take different approaches are highlighted in the text. Details on

requirements are provided for the Emiraté Dubai (which accounts for in excess of 75% of ship
volumes into the UAE); and to Abu Dhabi. Where differences exist between Emirates in othe
of legislation, details are generally provided for the major Emirates: Dubai, Abu Dhabi, an

lesser extent, Sharjah; which between thdmO O 2 dzy (i

T2NJ 20SNJ ym: 27

apply.
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I areas
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4.2.1 Import requirements/restrictions, customs procedures and documentation

General import requirements/restrictions

The starting point for importing into (or exporting frortje UAE customs territory is to obtain a
trading licence(and, with it, a trader code). This can be obtained from the customs department of
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any of the Emirates ani$ validthroughout the UAE. However, there areestrictions for foreign
companiesin apdying for a trade licence and for distributing imported products in the UAE:

1 To qualify for a licence, the applicant must be a UAE national or a company established in
the UAE that is 51% owned by UAE nationals.

1 Similarly, the @tribution of importedgoods may only be undertaken by trade agencies
which must be owned by UAE nationals or by companies wholly owned by UAE nationals and
registered with the Registry of Commercial Agents.

Importers need to be aware thatnder the UAE Agency Laws, a disttibn agreement between a
foreign supplier and a registered local agency:
1 may provide the local agent with exclusive rights to import and/or distribute the goods in
the area specified under the agreement; and,
1 may only be terminated if the foreign supplier importer can presenta material reason
justifying its termination or nomenewal’; cases for termination go first to the Commercial
Agencies Committee and may be appealed to the courts.

Goods imported into the UAE by licenced traders have to undergioms clearance (unless
imported into one of the free trade zonessee box belowThe clearance is carried out by customs
brokers, who are natural and legal citizens of the GCC States that have obtained a licence from the
customs administration of theiState. A special system of import arrangements and customs
clearance applies for imports (and-egporting) from the free trade zonefdée zones are described
further in sectiord.4.2).

Imports into free zones

Goods imported into free zones are not deemed to have entered the UAE customs territory a
not liable for customs duties at the point of entry into the free zone. Wheandsare imported into

the customs territory from a free zone are treated as foreign goods regardless of any loca
material they may contain.

On the other hand, o licence is required for ading from or to the free trade zones; although goo
imported intothe free zones are $ject to the same imporproceduresas goods imported intthe
UAEcustoms territory the free zones provide services to importers to simplify the pracess

Since 1 January 2015, the single point of entry principle and the GCC Unified Guide for Customs
Procedures at First Points of Entry apply to imports into the GCC customs area, to facilitate customs
operations in the GCC member States. Therefore, goodsriegtany port in the GCC States are
subject to the single customs declaration, thus same import procedures including payment of tariffs.

20The legal basis for customs procedures in the UAE is the Common Customs Law for GCC States of 2002 and
the UAE Federal Law No. 8 of 2015 on the Federal Customs Authority (FCA), as applied from 28 January 2016.
In addition to the FCA, each emirate hasoiten customs department and the FCA works in cooperation with

them in developing policy and legislation, and in applying customs and import procedures.
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Once cleared, goods are issued with appropriate documentation for free circulation throughout the
GCC customs area.

Under the unified GCC Guide, the documents to be attached to the single customs declaration for
imports are the original invoice and original certificate of origin. No documents are required for
goods in transit.

Additional documents for food products arequired by other government agencieSor example,

for imports of meat and meat products: a halal slaughter certificate from an approved Islamic Centre
in the country of origiras registered with ESMA required for issuing an import permitvhere they

are required, relevant additional documents are indicated in the corresponding product market
snapshots (sectioh).

Although customs procedures eaunified, the customs department of each emirate is responsible
for applying them and different customs systems are used. In the emirates accounting feasthe
majority of importflows (Dubai and Abu Dhabi), paperless electronic systems are fully amesht

The Dubai Customs operates ardeclaration system (Mirsal?3, allowing for the electronic
presentation and clearance of documents on a 24/7 basis, including electronic payment, as well as
risk assessment linked with domestic and regional autlesitand international organizations.
Similarly, Abu Dhabi has a fully operational electronic customs declaration system (Dhabi) in all
customs centres of the emirate, which allows electronic clearance, including payments, archiving of
declarations, approvaif declarations, and authorisations.

More details on the import requirements for food products applying to the largest three Emirates
can be consulted below:

Abu Dhabi
https://www.adfca.ae/English/PolicyAndLeqgislations/AdvisoryGuidlines/Documents/Gun gulf

Dubai
http://www.foodsafe.ae/pic/requirements/Food Import and Rexport Requirements Eng.pdf

Sharjah
https://www.sharjahcustoms.gov.aeféimport-procedures

Prohibited and restricted goods:
Several items are prohibited for import into the UAE. These include:
1 live pigs

2L https://www.dubaicustoms.gov.ae/en/Publications/Publications/DC_M2Brochure En.pdf


https://www.adfca.ae/English/PolicyAndLegislations/AdvisoryGuidlines/Documents/Guide-en.pdf
http://www.foodsafe.ae/pic/requirements/Food_Import_and_Re-export_Requirements_Eng.pdf
https://www.sharjahcustoms.gov.ae/en/import-procedures
https://www.dubaicustoms.gov.ae/en/Publications/Publications/DC_M2Brochure_En.pdf
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9 items that contradict Islamic faith and public morals
9 goods of Israeli origin or bearing Israeli flags and emblems

Furthermore, there are certaingoods the import of which is restricted, and may only be released
subject to the approval of the competent authority:

1 pork and pork products: Ministry of Climate Change & Environment
9 alcoholic beverages: police (e.g. Dupalice)
1 foods: municipality (e.g. Dubai municipality)

4.2.2 Food safety and other food certification requirements

In brief, key requirements for all food and beverages imported into the UAE are:

1 Food safety prior to import, need preapproval from the food camol department of the
UAE municipality of arrival. The approval permit should be attached to the shipment for
customs clearance.

9 Labelling need to indicate the dates of manufacture and expiration on the packaging and
box in Arabic and English

1 Restrictilns: as noted abovethe import of live pigs is prohibited; pork and pork products
are considered special goods, the import of which is released following approval of the
competent authority(Ministry of Climate Change & Environment).

These requirements arfurther detailed below and in sectigh2.3

The UAE law on safety of food was approved In January 2016. The law imposes strict penalties on
those found to be endangering food safety (up to three years of imprisonment and finesSAEDD

million (EUR 450 000 apprpxwhile the Ministry of Economy ay impose fines of up to AED 1000

(EUR 22 000 approfgr other regulated offences such as fraud. Key aspects of the food law include:

1 No food may be imported into the UAE for the first time without approval of the Ministry of
Climate Change and Enviroent;

9 Dealing in food or products that contain pork or alcohol or any of thejprogucts without
permission face a prison term of not less than a month and a fine of up to ABIS(BUR
110 000 approx)

1 Misleading consumers by publishing a false dption of food or using incorrect labels is
subject to a fine ranging from AED Q@0 to 100000(EUR 2 200 to 22 000 approx)

The Ministry of Climate Change and Environment (MoCCAE) is responsible for SPS issues at the
federal level in the UAE. The HbaDepartment has the mandate tensureimplemenftion of

federal rules on food safety, to be applied both on domestic and imported food products, through
sectiors for food safety control and inspections which operatezatirate levet?

22 hitps://www.government.ae/en/informationand-services/heah-andfitness/food-safetyand-health-tips
https://www.adfca.ae/English/PolicyAndLegislations/Pages/default.aspx



https://www.government.ae/en/information-and-services/health-and-fitness/food-safety-and-health-tips
https://www.adfca.ae/English/PolicyAndLegislations/Pages/default.aspx
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1

In Abu Dhabj the od Control Authority (ADFCAIs in charge of ensuring compliance of
food business operators with relevant legal requirements and must report violations to the
competent judicial authorities. According to Articles 15 of the Emirate of Abu Dhabi Food
Lav 2/2008, the agency can inspect industrial and commercial food processing premises and
request clarifications on possible cases of {wompliance. It is also in charge of conducting
the necessary research and studies on safe food, and to issue ruledati@gs and
standards on food items sold or offered for human consumption.

In the emirates oDubai and Sharjah food safety falls under the scope of the respective
municipal authorities (Dubai Municipality DM; Sharjah Municipalityy, SM). Dedicated
depatments within the municipal authorities (e.g. DM Food Safety Department: Food Trade
Control Section, present at seaports, land ports and airports) perform controls and
inspections of imported food products.

Importers must have a business licence to trade in food and be registered with the competent
authorities atEmirate level. In the case of imports inRubaithis involves the following process:

T

Register the company with the Food Safety Authority (this is done online: Food Import and
Reexport System FIRS).

Food importers/traders must appoint a person in charge (PIC) i.e. responsible for all the
processes related to the imported food consignment

Prior to import, imported items must also be registered in the FIRS to undergo a registration
and label assessment; laboratory testing is also recommended (optional).

Following this process ensures that the risk of rejection of imported consignngentmimised The
authorities emphasise thathis is important, as more than 80% of food products in the UAE are
imported.

According to data from th®ubai Municipality DM) Food Safety Department (for 2017), the rate of
non-compliance of imported food picts can bejuite high. The most frequent problems (roughly,

7 out of 8 cases) relate to incompliant labelling, with particularly common the lack of labelling
information in Arabic language (see section 4.212)1 out of 8 cases the problem is relatedrion
compliance of the certificateddowever, in practice, according to the UAE authorities, the pre
approval of consignments ensures that ultimate rejection rates are low: e.g. in 2015, out of the 10
million tonnes of food imported into the UAE, only 3f&s rejected, mainly due to labelling
incompliances which were not resolved at an earlier stage.

All consignments have to be accompanied by the relevant administrative documents, including a
packing list, which serve as a basis for the inspectibapendig on the product, several certificates
may be required, including:

1 Health Certificate from the competent authority of the exporting country;

1 Meat, poultry and their products: Halal Certificate carrying the official logo of the Islamic

association (i.e. &ied byanapproved Islamic organizatiéf;

23 hitp://www.adfca.ae/English/AboutADFCA

2 Please see sectidh12.4on import requirements for fresh meat for more details.
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1 Aquaculture products: certificate that farmed fish/seafood products are not fed with pork
protein or its derivatives;
1 Organic certificate (If claimed on the label)
1 GMO free Certificate (If claimed on the label)
The process of harmonisation of food safety standards and other requirements applying on food
imports within the GCC area is ongoing; harmonisation has progressed on the basi&GGh8uide
for Control on Imported Foodsadopted by GCRlinisters in charge of food safetgge box below

GCC food guide
The GCC has developed a guide for controls on imported foods. This document, whig
published in June 2016, can be found here:

https://members.wto.org/crnattachments/2017/sps/bhr/17 0268 00 e.pdf

The guide has been notified to the WTO, and the intention was for this guide to be applied
GCC countries in order to harmonise controls on imported foods. However, the applichtiog
guide is effectively on hold following some issues raised by trading partners on certain pro
for the conditions of import, including harmonised health certificates which would potent
require additional certification in the country ofrigin. While some GCC countries (e.g. Qal
have tried to apply the guide, it is not currently applied in the UAE.

It is worth therefore keeping an eye on any developments with the food guide and its applic
as this may result in changes to impagjuirements.

4.2.3 Labelling Requirements

Compliance with labelling requirements is one of the most challenging aspects for exporting to the
UAES® (see also section 4.2.1). Labelling and adjoining explanatory staterfenfsod must be
provided in Arabic; where another language is used, it must be alongside the Arabic. Mandatory
labelling of prepackaged foods must include:

1 product name;

9 alist of all ingredients declared in descending order of weight;

1 alist of food dditives

1 the name and address of the manufacturer and packer (in cases where the packer is not a
manufacturer)
date of production and
instructions for storage.

= =4

25 According to the harmonisation procesundertaken within the Gulf Cooperation Council (GCC), UAE

labelling requirements are specified in GSO Standard 9/2013; requirements on packaging, additives, pesticides

and other contaminants, as well as those relating to the provision of food expidifb G A 2y 2y (G KS LINE
label are laid down GSO Standard 150/2013.


https://members.wto.org/crnattachments/2017/sps/bhr/17_0268_00_e.pdf
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Furthermore:

1 In cases where the food has bed¢reated with ionizing radiation there must be an
indication of this next to the name of the food product and the international food irradiation
symbol must be used.

1 Meat productsmust have a halal certificate.

While not mandatory, some other labelling initiatives have emerged inXAE. For example, in Abu
Dhabi theWegayanutrition programme labelling scheme was introduced in 2015 in order to identify
foods that deemed healthy as they are low fat, low sodium and fibre rich. There have also been
discussionsbout the possible use d traffic light labelling scheme similar to that which exists in
the UKS,

Source: Abu Dhabi department of health

4.2.4 Protection of intellectual property rights and Gls

There are no specific provisions in the UAE on the protection of geographdiehtions for
agricultural products. The protection of intellectual property rights (IPR) in the UAE is regulated by
various provisions, depending on the issue. The main provisions are:

i Patent and Design Law %7,

1 Copyright La®

9 Trademarks Lat®

1 Protectionof New Plant Varieties L&t

In addition, at the GCC level, there are the GCC Unified Patent Law of 1992 (as amended) and the
Unified Trademark Law of 2006. GCC states have been slow to implement the GCC Trademark Law:
three countries only have adoptedhe law (Bahrain, Kuwait, and Saudi Arabia), with effect from

26 Abu Dhabi department of healthttps://www.haad.ae/
https://www.thenational.ae/uae/health/healthyfood-labellingsystemextendedto-groceries1.51262
https://gulfnews.com/news/uae/health/battleagainstobesityin-uae-startswith-slashingsugarin-food-
products1.2208448

2TFederal Law No. 17 of 2002 on the industrial regulation and protection of {satamustrial drawings and
designs, as amended by the Federal Law No. 31 of 2006.

28Federal Law No. 7 of 2002 concerning copyrights and neighbouring rights, as amended by Federal Law No.
32 of 2006.

2 Federal Law No. 37 of 1992 on Trademarks, as amengdeeteral Law No. 19 of 2000 and Law No. 8 of
2002.

30 Federal Law No. 17 of 2009 on the Protection of New Plant Varieties (2010).



https://www.haad.ae/haad/tabid/58/ctl/Details/Mid/417/ItemID/533/Default.aspx
https://www.thenational.ae/uae/health/healthy-food-labelling-system-extended-to-groceries-1.51262
https://gulfnews.com/news/uae/health/battle-against-obesity-in-uae-starts-with-slashing-sugar-in-food-products-1.2208448
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2016. An important reason for slow implementation is the increase in costs for registering
trademarks. The UAE has not yet announced any legislation implementing the GCC Trademark law.

The intdlectual property must be registered with the relevant departments in the UAE (International
Centre for Patent Registration; Copyright Department; Trademark Department), all of which operate
under the mandate of the Ministry of Economy. In April 2015, uriddmmisterial Resolution No. 9 of
2015, the Ministry of Economy increased fees for patent, copyright, and trademarks with effect from
29 May 2015. For trademarks, registration and renewal fees were increasedAfiids 000 to 10

000 (EUR 1 100 to 2 200 amx). The UAE is now reported to be one of the most expensive
countries in which to register a trademdtk

In general terms, the UAE follows the existing international frameworks on the matter of IPR issues,
and has ratified a number of international ttsss, including the TRIPS agreement, the World
Intellectual Property Organization (WIPO) Copyright Treaty (2004), the Patent Cooperation Treaty,
and the Paris and Berne Conventigth3he UAE protection schemes are mostly in line with those of
other signataey countries of these international agreements. However:

1 The UAE is not a member of the International Union for the Protection of New Varieties of
Plants.

1 Although the GCC unified patent system provides a mechanism for regional filings of patent
applicatims within the GCC countries, the GCC is not part of the international Patent
Cooperation Treaty (PCT), so only patent applications of local interest may be filed through
the GCC system.

Protection for Geographical indications

As a WTO member, the UAE @srenitted to complying with the provisions of the TRIPs Agreement
dealing with geographical indications. However, the UAE has not yet enacted a specific law or
specific provisions for the protection of geographical indications for agricultural productbeIn
absence of specific provisions, protection can be sought through the general legislation on IPRs; in
particular, through legislation dealing witinfair competition and using the trademark registration
system

The UAE Trademarks Law does not contalefaition of geographical indications as such. However,
geographical indications can be considered as trademarks if they are used to distinguish goods with
regard to their production, selection or commercialisatidhough there is no indication that thi

has so far been done for any EU .Gllder the Trademark Law, a trade mark that misleads
consumers about the origin of a product cannot be registered. Geographical indications related to
alcoholic beverages cannot be registered in the UAE.

The Federal'rademarks Law (8/2002), which amended Federal Law 37/1992, introduced provisions
that provide minimum protectioragainst the misuse ajeographical indications, by precluding the
registration of misleading indications; the scope of protection coveralgural, natural, industrial

st https://thelawreviews.co.uk/edition/theintellectuatproperty-review-edition-6/1143688/unitedarab-
emirates
32The UAE: IP s and Treaties; WIPO; 20m8p://www.wipo.int/wipolex/en/profile.jsp?code=AE
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and handicraft products. In particular, Articles 3, paragraphs (6) and (9) prohibit the adoption of
geographic references as trademarks or parts thereof, if the registration is misleading as to the true
origin of the goods, mducts or servicéd The same prohibition applies to trademarks which may
mislead the public or include misstatements on the origin or source of products or services or their
other properties, as well as of trademarks which include a fictitious, imitatddrged trade name.

The protection of geographical indications of agricultural products has been recently raised in the
framework of discussions on a free trade agreement between the EU and the GCC.

IPR fraud and enforcement

At the end of 2016, a newnti-commercial fraud law came into forte Possessing counterfeit
products with the intention to sell or store them is deemed to be an act of commercial fraud and is
punishable. The new law states that counterfeit products must be destroyed (althouajlovts
fraudulent products to be rexported). The provisions of the new law also expressly apply to the
UAE free zones, in which it has always been difficult to take action against counterfeit products.

The Federal Customs Authority (within the MinistfyFinance) and the customs authorities of the
Emirates deal with enforcement of IPRs at the border. The authorities may seize, examine and
acquire samples of goods suspected of infringing IPRs. In case of irregularities in import or export
procedures, catoms officers can intervene upon request of the right holders. Industrial property
tittes need to be registered in the database of the Federal Customs Administration, to allow
intervention for the seizure of counterfeit products.

The Department of Econam Development (DED) is in charge of the administrative protection of
Ltwa Ay SFOK 9YANI G4S® 5dzolAQa 595 KIFa AydNRRdzOS
examines complaints against counterfeiting and piracy; the sanctions imposed includeizhes of

counterfeit or pirated goods and fines.

Infringements of trademarks or parts thereof are punishable. Pursuant to Article 37 of Federal Law
37/1992, the counterfeiting of a registered trademark and the use in bad faith of a counterfeit or
imitated trademark, are punishable by a fine AED5 000 dirham (EUR 100 approX. The same
penalty applies to the use in bad faith of a registered trademark to designate products of third
parties, as well as to the sale, supply or storage for sale of preductervices bearing a counterfeit

or illegally reproduced trademark. Furthermore, Article 38 of Federal Law 37/1992 establishes that
the use of trademarks ineligible to registration, the misrepresentation of a distinctive sign as a
registered trademark,along with false statements on categories of protected products, are
punishable by imprisonment up to one year and a fine frdgD5 000 to 10000 (EUR 100to 2200
approX. In case of repeated offense, the Court may order the closure of industrialcanohercial

33 See alsohttps://uaepatent.com/trademark_uae.htrn

34Federal Law No. 19 of 2016, which replaces Law No. 4 of 1979 concerning the prevention of fraud and
deception in commercial dealing$See alsohttps://thelawreviews.co.uk/edition/theintellectuatproperty-
review-edition-6/1143688/unitedarab-emirates



https://uaepatent.com/trademark_uae.html
https://thelawreviews.co.uk/edition/the-intellectual-property-review-edition-6/1143688/united-arab-emirates
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premises involved in illegal activities from 15 days to six months. Specific penalties for infringement
of patents, industrial designs and copyrights is also laid down in separate legi§lation

4.2.5 Relevant authorities for IPR and Gl protection and further resources

Competent Authorities

Copyright Department

Ministry of Economy

P.O. Box 901

Abu Dhabi

Tel: +9712-6262867; +97P-6131415

International Centre for Patent Registration
Ministry of Economy

P.O. Box 3625

Sheikh Khalifa Bin Saeed Street

Dubai

Tel: +9734-141581; +97#4-141560

P.O. Box 901

Liwa Tower

Abu Dhabi

Tel: +9712-6131402

Trademark Department
Ministry of Economy
P.O. Box 901

Abu Dhabi

Tel: +9712-6131430

http://www.economy.ae

PATENT OFFICE OF THE COOPERATION COUNCIL FOR THE ARAB STATES OF THE GULF
Riyadh, Saudi Arabia

35 For patent and industil design infringements, Article 62 of Federal Law 31/2006: fine from AED 5 000 to
100 000 (EUR 1 1000 to 22 000 approx). Furthermore, Article 63 provides that, pending civil or criminal
proceedings, the Court may order the seizure of infringimggchandig and the destruction of the equipment

used to commit the offense. For copyright infringements, Article 37 of Federal Law 7/2002: finAE&D&O

000 to 50000 (EUR 200to 11 000 approX. Furthermore, Article 40 provides that the Court may order the
corfiscation of pirated copies and equipment used to commit the crime, along with the suspension of
commercial operations up to six months.


http://www.economy.ae/
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PO Box 11333 340 227
Phone:+96611-2551516

https://www.gccpo.org/

4.3 International trade

4.3.1 The UAEand foreign trade

The Ministry of Economy is in charge of economic, industry and trade policies aiming to enhance
trade and promote exports to foreign markets, including the negotiation of treaties and agreements
on international tradé®. The UAE has beenmember of the World Trade Organisation (WTO) since

10 April 1996 and a member of the General Agreement on Tariffs and Trade (GATT) since 8 March
1994". The UAE is a founding member Cooperation Council for the Arab States of the Gulf (GCC)
which includesa customs union; and subsequently this memberstgiermines large parts of
foreign tradepolicyincluding tariffs More details on the GCC can be found in secti@®2

The UAB trade regime is open, with low tariffs and few f@aNA ¥ ¥ 0 I NNdopeiiieshast KS | | ¢
been instrumental to achieving the solid growth registered prior to the global crisis and has
facilitated the diversification of economic activity, as atswisaged by the UAE Vision 2{2&e box

below). With trade constituting the backbone of the BAeconomy, authorities have introduced

several facilitation initiativego boost trade and have an extensive and diverse range of free zones.
Although te investment regime remains more restrictive than the trade regime (as foreign
participation in any dmestic company or activitigas traditionally beetimited to 49% of the capital

(see box beloy 100% foreign ownershipas beerallowedfor a longtimeA y ' y& Xfeed KS ! 1
zones.

Foreign ownership of companies

Traditionally, foreign ownerships of domestic companies on the mainland (rather than in
zones) has been limited to 49%. The UAE government has recently announced the inten
permit 100% ownership dbreign companies by the end of 2018. Full details of this change,
any requirements which may need to be fulfilled, remain pending at the time of writing.

36 The tasks, rights and obligations of the Ministry of Economy in the trade domain were transferred from the
Ministry of Foreign Trade in March 2013, which was dissolved through a presidential decree.
37 https://www.wto.org/english/thewto_e/countries_e/united_arab_emirates_e.htm
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Trade and the UAE Vision 2021

Trade is one of the essential elemént 2 F G KS 3JI2FSNYYSyidiQa 3
development through the implementation of the UAE Vision 20#8ie national agenda
developed in 2010 which set the themes for social and economic developieaipillars of the
vision have been mappeatd six priorities covering education, heaithre, knowledgéased
economy, judiciary, cohesive society and sustainability and infrastructure. The program
supervised by the Ministry of Cabinet Affairs.

Trade wise, in line with Vision 202he following initiatives are pursued:
9 diversification of the economy (including investments in the -odnsector, and
expansion in trade infrastructure);
1 creation of an enabling environment for trade and investment (targeting in particulg
strategic new econolo sectors such as aerospace and new digital technologies);
1 enhancement of competitiveness in foreign markets; and
9 development and promotion of commercial diplomacy with other countries.

Agricultural products account for 2.6% of total UAE exports, and @f4#ial imports (2016¥. As
indicated in sectior3.1.2 the EU28 is the leading importer of afpod products into the UAE,
accounting for 33% of the total, followed by USA (8%), Saudi Arabia (6%) and Oman (5%). Over half
2F 1904 S-oadpreduéts ageTestinellNd neighbouring countries in Mildle East,

mainly Iran, Oman, Iraq and Saudi Aralfiaproximately 5% of the import and export trade in agri

food products passes through the UAE free zéhes

The UAE is a major hub for regé food trade. Nearly 90% of food consumption in the Gulf
Cooperation Council region relies on imports. Dubai, as well as Abu Dhabi, have become significant
re-export centres. The food is not imported only for domestic consumption, but for further value
adding activities and then redistribution to the rest of the world. Food trade in Dubai reached almost
AED 20bn (just under EUR 5bn) in 2815

The UAE Authorised Economic Operator (AEO) programme
In recent years, the UAE has put in place an Aushdri
Ecommmic Operator (AEO) programme in application of

— . .
U A : mutual recognition arrangements (MRAs). As a first step, the

Dubai Customs AEO progrém which was launched in

e e e o _ _ _
o e October 2016, covers both security and compliance issues,
612 ioJl duycll el Lol and applies to all customs procedurasross any sector. As a

UNITED ARAB EMIRATES result, Dubai customs authorities expect that an AEO status

38WTO: the UAE Trade Profile, 2017

https://www.wto.org/english/thewto e/countries e/united arab_emirates_e.htm

3% Based on data from World Bank WITS and ITC Trade Map.

40 Source: Dubai Multi Commodities Centre (DMCC)

41Within the UAE, a national AEO Committee chaired by the FCA has been established to coordinate AEO
implementation in all seven emirates. Dubai is the first to implement the programme, but the ambition is to
implement it also in the other Emirates as wadl al GCC member states (source: WCO).
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could save a company up to 25% in operational costs for the clearance of goods.

More information on the AEO programme can be foundéts://www.aeo.ae/

4.3.2 Key trade agreements, present and future

The UAE, putting great emphasis on consolidating its economic standing iddke Easiand the
Arab world,is a signatory to the two main regiontthde blocsand free trade agreements the
region the Cooperation Council for the Arab States of the Gulf (G&@) thePanArab Free Trade
Area Agreement (PAFTA)

Thefirst of these- the Cooperation Council for the Arab States of the Gulf (GEQ)f which the

UAE is a founding membelis how a customs union with a fairly high level of integration, and plays
KSyOS |yR AYLRNIFY(d NERCf Bhe BGC waskeStablishe® a3 pdiitdl &hé & A
economic union in 1981 in Abu Dhabi by the Kingdom of Bahrain, the State of KDmaih, Qatar,

the Kingdom of Saudi Arabia and the UAE. In the Economic Agreement signed the same year, the
GCC member countries established a free trade area exempting from customs duties all goods
originating from within the GCOhe GCC has subsequentlgraed acommon external tariff of 5%

on most products and operates common lawsaustoms procedures and valuatioandtherefore,

the UAE applies these common tariff and lafsom 2015, the GCC customs union became effective
Nonetheless, ach GCCMember State has the right to declare some products as prohibited and
some as restrictedThe GCC is not a member of the WTO, rather the individual Member Countries
are; however, the GCC hold-adc observer status.

Further integration is targeted, including éhcreation of a single markefThe GCCleady has
common legislation in several other areas including contingency measures, as well as SPS issues
(including veterinary quarantine and plant quarantine), and standards and technical requirements.

ThePAFTAagreement(or Greater Arab Free Trade Agreem@rntered into force in January 1998.

It comprises 17 member countriesAlgeria, Bahrain, Egypt, Irag, Kuwait, Lebanon, Libya, Morocco,
Oman, Palestine, Qatar, Saudi Arabia, Sudan, Syria, Tunisia, UAEm@EmdTHe objectivewas to

create a free trade area by 2008, through gradual elimination of trade barriers and an annual
reduction of customs duties by 10%he elimination of all tariffs among the PAFTA members was
enforced in 1 January 2015, with the eption of some products for reasons of public health, safety
and morals, and protection of the environment. The work on elimination of numeroustardh
barriers, such as standards, customs and administrative procedures at the borders, and transit fees
is being pursued. The implementation of the Agreement is under the responsibility of the Economic
and Social Council of the League of Arab States which coordinates its economic integration.

Trade agreements under the GCC
At the GCC Leaders' SummiQiacember 2005, it was announced that all agreements after this date
would be negotiated as a group at the level of the G@€aning that the GCC now negotiates trade

42 hitp://www.gcc-sg.org/enus/Pages/default.aspx
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deals for all Members including the UAEince then, the GCC has concluded negotiationgemn
trade agreements with the European Free Trade Association (EFTA) States (Iceland, Liechtenstein,
Norway and Switzerland) and Singapore.

EFTAGCC FTA

The EFT&CC Free Trade Agreement was signed in 2009 and entered into force on 1 July
covers a broad range of areas including trade in goods, trade in services, goveri
procurement and competition. It was agreed that the GCC will eliminate most customs ¢
after a transitional period of five years (i.e. by July 2020). Industrial gaedsding fish and
other marine products of GCC origin, benefit from dfrge access to the respective markets
the EFTA States as of the entry into force of the Agreement. The Agreement also provig
tariff concessions on processed agricultural qurots. Basic agricultural products are covered
bilateral agricultural agreements which form part of the FTA.

Negotiations with a humber of other countries, including the EU, are ondeaw sectiord.3.3. In

particular, he GCC is currently negotiating free trade agreements with: Australia, China, the EU,

India, Japan, the Republic of Korea, MERCOSUR, New Z&dakistan, and Turkeyhough with

the possibleexception of New Zealand, there is no indication that any of these will be concluded and

enter into force in the foreseeable futurdlthough he nature of each trade agreement differs, with

various priorities, scope and standards, the UAE positidrade negotiationstends to bealigned to

its strategic goals undevision 20211 2 LINR Y2 (i S ¥ dzNJiole SiNa niaforSecofionidzy (i NB Q
power in theMiddle Eastand the Arab worldTrade facilitation and researcire some of the key

strategic areas in th&AE's Vision 2021 plans to boost growth, accelerate economic diversificatio

and shift towards a knowledgeased society.

4.3.3 EU-UAE trade relations

As noted in section 4.3.2, as a GCC member country, the UAE has undertaken to negotiate trade at
the level d the GCC. The EU and the GCC launched negotiations for a Free Trade Agreement (FTA)
back in 1990. The FTA was foreseen to provide a progressive and reciprocal liberalisation of trade in
goods and services. The negotiations have faced several challenmges notably on export duties

on petroleum products and were effectively halted in 2068 While periodic informal contacts

have taken place since then to test the potential to resume and conclude negotiations, these h

thus far not resulted in a resuption. In parallel with the negotiations, the prospective-EQC FTA

was subject to a sustainability impact assessment (SIA) by the European Conffistiersix GCC
member countries (Bahrain, Kuwait, Oman, Qatar, Saudi Arabia and the UAE) already tegumesen
AYLRNIFYyG NBIA2Yy F2NJ GKS 9! FNRBY | (GNIRS LRAy
with a growing positive trade balance of EUR 56 billion in net EU28 exports to thé f8C2017

with the UAE responsible for a large part of thispdus’®.The SIA concludes that under the FTA

43 Negotiations with New Zealand have been concluded, but the agreement has not been ratified.
4 hitps://www.thenational.ae/uae/gces-free-trade-dealwith-eu-sticksover-saudiexport-tariff-1.483198
45 hitp://trade.ec.europa.eu/doclib/docs/2006/march/tradoc_128076.pdf

48 hitp://ec.europa.eu/trade/policy/countriesand-regions/regions/qukregion/
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export gains for the EU into the GCC are likely, predominantly intbahsectors, agricultural or
industrial sectors (machinery).

While negotiations on the FTA may have stalled, there-sparation in otker forms:

1 TheEUGCC dialogue on Trade and Investmevds launched in May 2017 to provide more
structure to discussions between the two parties. Currently, there is an ongoing cooperation
between the EU and GCC on trade and investment issues, faacnomc matters, climate
change, energy and environment as well as resefaréood and agriculture is discussed in
this dialogue.

1 In January 2018, @ooperation Agreementvas signed between the EU and the UAE. This
agreement aims to the intensification of political dialogue and strengthened cooperation on
key strategic issues of mutual interest, in particular trade facilitation and research (which
accompany the UAKFision2021). The EU reinforced its political relations with the UAE by
opening an EU Delegation in Abu Dhabi in 2013 (until then, the EU's only permanent
diplomatic representation in the six GCC member countries was in Riyadh, Saudi Arabia, and
this covered reldons with the GCC countries, including the UAE).

In January 2018, EU finance ministers removed the UAE from the list etongpliant tax
2dzNAARAOGA2YE 664Gl E KSIFI@Syasgos F2tt2Aay3 GKS 02)
remedy EU corarns. In a statement issued in December 2017, the UAE Government had indicated

i K 'We have committed to a reform process which will be finalised by October 2018, and we are
absolutely confident this will ensure the UAE is swiftly removed from thedlisiording to the UAE

authorities, this included exchanging information with the national competent authorities in the EU
member States, as well as drafting, legislating and implementing significant reforms to ensure
compliance with OECD partners and im&tional best practice on tax matters.

4.3.4 Import tariffs

As there is neseparateagreement between the EU and GCC, most favoured nation (MFN) tariff
apply on exports to the UAEhe average MFN tariff applied by the UAE on imports of agricultural
productsis 5.5%. Thiaverage figurds slightly distorteddue mainly to the concentration of tariff
peaks on beverages, spirits, and tobadcmleedover 22% of all the 197 tariff lines for ag+iood
products are duty freeand for many other lines thaariffs are under 5%however, on alcoholic
products a 50% tariff rate appli@nd 100% on tobacco)Agrifood products from other GCC
member states and nearly all agoiod products from PAFTA enter the UAE duty free.

It is important to note the difference imariffs applied to goods destined for thBAE mainland
customs areaand those destined fo2 yS 2 F GKS O2dzy i NERQa &4 A (NI RS
noted abore, n general, goods destined for the UAE are subject to duty under the GCC's Common

47 The framework for economic and political cooperation between the EU and the GCC countries is provided by
the 1988EUGCC cooperation agreemettiat seeks to improve trade relations and stability in a strategic part
of Eurge's neighbourhood. There is a Joint Council and a Joiop€ation Committee which meet annually.
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Customs Lavand MFN tariff while goods destined for free trade zones and foesport beyond
the GCC countries are exempt from duty. However, in the latter case, gebda goods are
imported with the intention to be reexported to another country, a deposit or guarantee equivalent
to the applicable tariff amount on the goods applies instead of the customs duty.

Import duties and taxes for the export of food to the UATAN be consulted here:
http://madb.europa.eu/madb/datasetPreviewFormATpubli.htm?datacat id=AT&from=publi
and here:
https://www.government.ae/en/information -and-services/financeand-investment/clearingthe-
customsand-paying-customsduty

4.3.5 WTO disputes and other trade issues

The UAE is not involved in any WTO trade disputes in the agricultural sector. There are two trade
disputes in which the UAE is currently involved in other sectors, one with Qatar (UAE: respondent)
and one withPakistan (UAE: complainant) (source: WTO).

4.3.6 Summary of key trade barriers

Although the UAE trade regime is relatively open, with low tariffs and fewtawiffi barriers,some

of the regulation can pose ehallenge for exporterdabelling in particular is common source of
non-compliance issues. Furthermore,tiv discussions on an EBCC free trade agreement long
standing andstalled someissuessuch as a lack of specific protection for Gl prodwistinue to

affect the access of EU afpiod products tathe UAE marketWhile the GCC countries have drafted

an imported food guide which would add some complexities for market access, this is not being
applied at present. The UAE Competent Authorities generally recognise the EU regionalisation policy
for HPAI(in line with OIE guidelines), by allowing imports of most poultry products to continue as
the UAE limits its trade restrictions to those EU Member State areas affected with HPAI and which
are put under control by the competent authority of the exportcmuntry.

The general restrictions that apply to imports of certain goods into the UAE are noted (see also
section 4.2.1). In addition, the UAE is a member of theab League Boycott of Israel which bans any
goods originating from Israel and restricts trade with Israel more generally.

4.4 Operating in the UAE food and beverage market

4.4.1 Logistical services and transportation infrastructure

¢KS I R@I ydl 3 &gic I&ation ' hdve 2én dévéldgaéd with a world class infrastructure
and logistics network, to serve its imports, exports angxeorts industry on an increasingly large
scale. This is complemented by a growing network of local and international aatiners, flying to
and from stateof-the-art airports and logistics centres.

48 https://www.dubaicustoms.gov.ae/en/Publication®bcuments/GCCCommonCustomsLawEnglish.pdf
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The UAE has invested billions of dollars in recent years to build some of the most advanced, multi

modal transportation and warehousing infrastructure in the world. Thesédlitfasi have been

strategically planned to provide full connectivity among land, sea and air, allowing for the quick and
STFAOASYUG GNYyaFTFSNI2F 3I22RA AY YR 2dzi 2F (1S@& f:z
Port or Khalifa Port and Indugt Zone in Abu Dhabi, through to Dubai World Central and Dubai
Logistics City. Furthermore, the most advanced facilities have been combined with additional
services to facilitate administrative procedures for the import, export anegxm@rt of goods,

induding through free trade zones which now exist in all the emirates (see sectd).

The result of this is that the UAE ofteargesas a hub for the wider Gulf and Middle East region
Further afield,trade through the UAE can thus reach a potential market of more than 2 billion
people east and west within four hours travel time.

Shipping

Container ships are the standard method chosdmen transporting goods to the UABubaiis by
some distancehe most important sea entry point for the UAE. Its two port termir@lebel Ali and
Mina Rashid; account for over an estimated % of seaborne trade passing through the UABvd he
port terminals are managed by DP WdfldJebel Ali is the more important of the two for cargo
shipping; and indeed, is the busiest container port in the Middle Eastnentik busiest in the world
according to the World Shipping CoupfciExpansions underway are gpected to bring its total
annual handling capacity to over 22 million THiy 2018; in line with the total volume of containers
which passed through the UAE as a whole in 2017

Notable portsin other EmiratesncludeMina Zayed (Abu Dhabi), and Minaalti and Khor Fakkan
(Sharjah). These major ports provide an integrated mmtidal hub offering sea, air and land
connectivity, complemented by extensive logistics facilities. Storage facilities in most of the strategic
ports are being further developedsapart of ongoing expansion and modernisation pléfigure

4-1).

In the other emirates, expansion is also under way to develop smaller ports, providing sophisticated
facilities and accessibility. Abu Dhabj the semiautomated Khalifa Port, which cemtly serves the

g2NI RQa fIFNASad O2y il AYySNI aKALAZI gAff KIFI@S (KS
phases of development to 2030; only opened in December 2012, Khalifa Port is taking over
container operations from Port Zayed.

Hundreds 6 shipping lines serve these major ports, and each shipping line has its own terms and
conditions.

491n 1991 Jebel Ali Port merged with Mina Rashid to form Dubai Ports Authority. Formally established in
September 2005, DP World emerged from the integration of Dubai Ports Authority and DPI Terminals (Dubai
PortsInternational), to become one of the largest global port operators. DP World has more than 65 marine
terminals across six continents and is projected to handle more than 100 million TEU by 2020, nearly double of
the volumes handled in 201ittp://dpworld.ae/en/

50 hitp://www.worldshipping.org/aboutthe-industry/globattrade/top-50-world-containerports

¢ 9! Sy@wEsT220G Sljdza gl t SyidQ

52 https://gulfnews.com/gnrfocus/speciareports/economy/uaemaritime-sectorfull-speedahead1.2243522
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Figure4-1: Major ports and terminals in the UAE
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Air freight

The UAE has developed a world class aviation infrastructure, served by five major international
airports: Abu Dhabi, Dubai, Fujairah; Ras Al Khaimah; and SHagahed-2). In 2015, the UAE was
ranked first globally in Quality of Air Transport Infrastructirdhe UAE is the only country in the
world to have two of the top 10 airlines (ranked by Skytrax): the flagship carrier Emirates Airlines
flying out of Dubai and the smaller Etihad Airways based in Abu Dhabi.

As is the case with seapois 5dzo F A Q& OSYdUN}f f20FdA2y YI{1Sa Al3
cargo but the main gateway for the whole Gulf region. Although Dubai World CéDWAC- also

1y26y Fa a!'ft al{G2dzré FANLERNIUOL 2yfée 2LISYSR F2NJ
million tonnes of cargo. This is supplemented by extensive logistics, business, commercial, and
residential facilities in a new city aroundthe aif 61y 26y | & a5dzml A {2dziKéDO
cost of U 32 billion. Dubai Logistics City alone extends over an area of 2%Kering stateof-art

aviation, logistics and business services. The Jebel Ali Free Zone comprises %abdded and

secue zone where consignments can arrive and connect from air to sea or sea to air within eight

hours. Trade in perishable goods is a growing sector, and this is facilitated by continuing investment

in advanced logistics that allow temperature control andidagpnnections.

53World Compseitiveness Yearbook 2016y thelnternational Institute for Management Development (IMD
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According to 2018 reports, the UAE authorities are investing 28billion in airport development

and expansion, includingDy o6Aff A2y (2 RS@Sft 2L DiddllodiRthe ! £ al |
expansion of Abu Dhabi airport, and 8 billion in the next phase of Dubai international airport
(passengers only). These three airports will have a capacity to handle over 300 million passengers a
year.

According to the UAE authorities, the aviation sector plays a key role in the nationatgindal
economy, and this is projected to increase further in future. In Dubai alone, by 2020 the aviation and
tourism related activities are projected to generate a value oD8S$ billion, equivalent to 38% of
5dz0 A Q& D5t X | y ROODhaibadedJols. NI 2 GSNJ 1 pn

5 dzo I A Qoday wahspokt and logistics model is also getting ready to address the growing
prospects for ecommerce: in 2017, the DWC signed a memorandum of understanding with Dubai
Commerce City to improve its services to@mmerce,using Dubai as a hub; later in the same year,
Amazon launched its Global Store platform in the UAE market.

Figure4-2: Main International airports in the UAE
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Road Freight

Transport of goods by road is relatively marginal for importing into the UAE, yet important in
complementing sea or air freight for dotw-door delivery. Roads have an extensive and-well
developed network allowing importers to reach even the most renmotations of the country. The
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UAE has invested significantly in recent years to develop further the road infrastructure which
connecs all emirates through around @00 km of roads and sombigh-speed highways; the
Emirates are also well connected by raadOman and Saudi Arabia. The road network can be cost
effective for transporting goods to other Gulf destinations, especially neighbouring countries; in
some casesthe transit time can actually be shorter by road than by sea, such as shipping goods
from the UAE to Jordan. Road freight rates tend to be lower in terms of cost than air or sea.

The road freight and logistics market has been relatively traditional and fragmented throughout the
GCC region, but in recent years large operdémggregators (suchs TruKKefave appeared on the
market offering more standardised services and solutions based on more advanced technologies. It
is estimated that one million trucks are currently in operation across the GCC region and their
number grows by 80% annually

Rail freight

The UAE railway network is currently under development. To date, the only operating route is rail
freight for the transport of granulated sulphur from the oilfields of Habshan to Ruwais for the Abu
Dhabi National Oil Company (ADNOC).

Plans to progressively develop and expand the rail network both for passenger and freight transport
are underway, in line with the Abu Dhabi Economic Vision 2030 and UAE Vision 2021. This project
started since the establishment in 2009 of Etihad Rail, to manhe development, construction and
operation of the UAE freight and passenger railway net#foikhe network, at a cost of over D$0

billion, is being built in three phases to link the principal residential and industrial centres of the
country Figure4-3). The plans comprise an extensive network with freight terminals, distribution
centres and depots located close to major transport hubs, warehouses, and stordlijeeaacross

the UAE, including Khalifa Port, Jebel Ali Free Zone, Port of Fujairah of and Saqr Port.

Currently, the network offers limited freight services within the UAE. Once developed, it will extend
across the seven emirates from the border ofiiaArabia to the border of Oman, with a projected
total capacity of 200 km.

With this new major railway development, the railway freight share is expected to increase in future.
Although relatively small by world standards, once complete the planned network will play a
strategic role in completing the intenodal transport model mmoted by the UAE as a central
regional hub for trade. The national network aims to create effective links, including freight services,
to the wider GCC railway network. In 2009, GCC member countries agreed to develop a unified rail
network by 2021; but rast members have not started yet and the second phase of the UAE ralil
development has stalled since 2016.

54 Since 2014, the network will be operated and maintained by Etihad Rail jointly with German rail interests
(DB Schenker Rail, a subsidiary of Deutsche Bahih (DB}://www.etihadraildb.com/raitvaeen



https://www.etihadraildb.com/rail-vae-en

56| Page UAEC Market Entry Handbook

Figure4-3: Etihad railway network in the UAE
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It is noted that the UAE government is promoting this means of transport, over road transport, both
on environmental grounds (saving on CO2 emissions), and as a complement to the extensive air and
sea freight for reexporting to the wiler Gulf region.

4.4.2 Free Zones

f CNBS T2ySa KI@S LXFeSR Ly AYLRNIFIYyG NRtS Ay
diversification. As aresult, there are over 45 free zones in the UAE, with different free
zones focused on different sectors of the ecano

1 Free zones offer important advantages to foreign companigsgardless of the type of
businesy. The may be particularly interesting fostart-ups and SMEsas theyallow full
foreign ownership and simplifying import and rexport formalities and procedres,
particularly for trading across the Gulf.

1 Whether or not to optfor a license and location in one of the many free zones of the UAE is
a key decision for first time entrants in the UAE market.

55 https://government.ae/en/informatiorand-services/transportation/rdways
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Economic growth in the UAE hader aliarelied the exensive range of free zones built over the
years to attract foreign investment in strategic sectors of the global economy (e.g. aviation,
maritime, ICT, finance, new technologies, industrial and logistics etc.). Free zones are areas (broadly
categorised aseaport, airport, and mainland) designated by the UAE government to allow exclusive
benefits to businesses carrying their operations in these jurisdictions. The aim is to make the UAE a
leading global destination for foreign investment. Benefits of thee frones offered to investors
generally include:

{1 complete foreign ownership of the enterpri¥e
complete repatriation of capital and profits;
no minimum capital investment;
zero corporate or personal tax;
readily available offices, factories, wareheas
no restrictions on foreign employees; and,
easy start up and licensing procedures (including navigating through labour and immigration
procedures).

=A =4 =4 =4 4 4

Free zones tend to be designed for specific business sectors, offering licenses to companies within
those sectors.

The UAE has over 45 free zones across the seven emjrafeshichover 20 are located in Dubai

Each free zone has its own independent authority and rules applicable to investors set up in these
zones. Investors can register new compariresa free zone, or a licensed branch or representative
offices. There is a special system of import arrangements and customs clearance for goods imported
and reexported from the free zones (see sectidi2.1).

{SOSNIt 2F (KS $2NIXRQA& f SI RAY3 ;Habd-$idehtifies Someé dzi A y S 2
of the most elevant ones for the food and drink industfySome of theseDubaibased free zones

(e.g. the DMCC and DIFC) have gained prominent position globally although only established just

over a decade ago. To enhance the performance and global competitivengks @fee zones

located in Dubai, the Dubai Free Zones Council (DBZC) aims to provide a platform for seamless
collaboration amongst free zones. The DBZC recently drew up a general framework for the
registration and licensing of companies within the free emnAligned with the indicators and

standards of the World Bank for establishing companies, the new regulations aim to make the
registration process more efficient and enhance ease of doing business.

Nonetheless, some of the most popular and affordabkefzones are located in other emirates,
where costs are generally lower than Dubai, making them business hotspots for foreign investors in
start-ups and SMEs from around the world. These include Ras Al KhaiRvak Free Zone (located

Ay (KS SyYsiahaingh rbifh East @ Dubai), and, in closest proximity to Dubai, the

56 These companies arenbwn as Free Zone Enterprises (FZEs), Free Zone Companies (FZCOs) or Free Zone
Limited Liability Companies (EEC)
57 For a full list of the zones located in Dubai $&é&://ww w.dfzc.ae/abouidfzc
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Sharjah Shams Free Zone and Hamriyah Free Zone (in the emirate of Sharjah), and the Ajman Free
Zone (in the emirate of Ajmaif)

Table4-1: Overview of selected free zorn&selevance for the food and drink indusimyDubai

Free Zone Key data
Dubai Multi Commodities| ¢ KS 5a/ /X 20 G6SR Ay GKS KSIFNI 27
Centre (DMCC) of global commoditiedrading. More than 15000 companies are based in th

zone, ranging from multinational corporations to stamts; of these, an
estimated 8% are engaged in the food industry. A further 170 companies joi
DMCC every month, 95% of which are new to Dublanoat 90000 people live
FYR 62N] Ay (GKA&a FNBS 12ySed ¢KS 5
%2yS 2F GKS | SFENXR F6FNR FNRY (GKS (
consecutive years.

DMCC launched theood Trade Group (FT@) October 206 to grow food trade
and strengthen the region as a hub for global trade. The FTG will work
platform bringing together companies across the global value chain, from
traders and producers to service providers and financiers. Ahead of the Ig
this month, FTG has signed up more than 50 trading organisations

Jebel Ali Free Zone (Jafzq Located in Dubai, between Jebel Ali Port and Al Maktoum International Air
Jafza provides muithodal connectivity and is home to over0D0 multinational
companies. Jafza accounts for almost 32% of total FDI (Foreign Direct Invest
flowAy 2 GKS ! ! 9135000Reofle. lI2@ @ dafzakgenerated trg
worth USD 80.2 billion.

Dubai Industrial Park Dubai Industrial Park is an easily accessibldNdisO i ¢ A G KAy 5 dzg
designated with the objective of fastacking growth in the light and mediun
manufacturing sectors including food and beverages. It provides home for ar
5 400 companies, ranging from starps to multinational corprations with a
total workforce of 86300.

The applicable rules and conditions differ between free zones and are laid down in each zone by
their own independent authority to make the zone an attractive solution for business. As an
indication, the generaframework for registration and licensing in the Dubai Free Zone promises
investors that the whole procedure will take 5 to 9 dal/kere are minimum capital requirements
generally between 50 000 and 1 000 000 AED (11 000 and 224 000 EUR agpreal psone-time
registration feesand annual licence fees, which vary between free zone but are often both in the 5
000 to 20 000 AEange (1 100 to 4 500 EUR appPréx

58 For an overview of the free trade zones across the UAE, see:
https://gulfnews.com/quides/life/canmunity/45-free-zonesin-the-uae-find-the-right-one-for-your-new-
businessl.1716197

59 https://www.pkf.com/media/135638/free%20zones%20in%20the%20uae%202009.pdf
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Importing to the UAE from free zones

Goodscan beimported intothe UAE or GCC countriestidree zoneghrough the submission o
relevant documents and the payment of applicable customs duty. Import is subject to cg
general provisions. The list of documents required for the import from free zones to Duba
the list of applicable generakovision can be found here:

https://www.dubaicustoms.gov.ae/en/Procedures/CustomsDeclaration/Pages/FreeZones.as

Is it worth establishing an entity in a free zone to assist with importing afpod goods?

Whether or not establish a company in a free zone to facilitate the import of goods to the U
GCC is a decision which has to be made on a case by case basis. However, certain consi
can be taken into account to assist in making a decisChief among these is likely to be t
financial aspect as seen above, there are minimum capital requirements as well agdirore
registration and annual licence fees in addition to the running costs of the company itself
premises, etc). The Vel of these are likely to make it only attractive for companies expectir
certain level of turnover from the country or GCC region. Whether or notnaaayufacturing or

further processingis foreseen is also an important consideration; with there beitegarer

advantages for companies which import unprocessed/less processed products and trar
them into other products before sending them to the local market or exporting them elsewh
The pending changes to foreign ownership laws on the mainlafsesection4.3.1) may also
influence the decision going forwards.

4.4.3 Distribution

Depending on the sector, distribution channels in the UAE can be-lawydtied, interacting with
importers, transporters, wholesalers, retailers, etc. and can rely on a strong network of contacts as
well as personal relationship. This may also imply thatprice of the distribution can be higher in

the end of the process than originally envisaged. Involving local commercial agents allows
addressing some of the challenges and costs; furthermore, restrictions to foreign companies to
establish a more formagbresence in the UAE makes the use of locally based agents asmtities

based infree trade zones the most preferred method for the import of goods whether for the UAE
market or for reexport (seealsosection4.4.2).
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Food imports are typically handled by commercial agents/companies specialising in import and
distribution of food products to wholesalers and retailers.

4.4.3.1 Retail channel overview

The UAE foodetail sector has traditionally been characterised by a high number of retailers, with
the top five retailers accounting for about a fifth of the total food retail share in 203&though

small by Western European standards, the share of the top retaiferelatively high when
compared to othetGCGnarkets and growing with the more recent trends of estep convenience
shopping; when it comes to packaged food, hypermarkets and supermarkets are the leading
distribution channels.

The UAE food market is dunated by imports; domestically produced foods represent only about a
guarter of food products available at retail stores. The growing expat community, the real estate
boom, the development of tourism, as well as preparations for EXPO 2020 are all ldading be

one of the most developed retail markets in the Gulf.

Supermarkets

Big hypermarkets and supermarkets have become in recent years the main outlet of choice for food
shopping, due to convenience and proximity to the urban centres. As such,pitosyde the
convenience of onatop family shopping with a fuller range and variety of food products on offer. In
2017, hypermarkets and supermarkets accounted for 56% and 20% respectively of total food retalil
sale$?!, being more important in the three engites (Dubai, AlbDhabi and Sharjg. The wider range

2T LINPRdzOG&a 2y 2FFSNI FLIWSHfa (2 GKS O2dzy i NBQa
emerging consumer groups. From offering large discounts tofsgositive consumers, to premium
price, luxuy foods and responding to growing interest in more recent trends, such as healthy,
organic, additive free, and ethical foods.

The most popular choices, particularly amongstwestern expatommunity, include western retalil
brands (Carrefour, Gediit Waitrose) Retail brands that are mostly well known in the Middle East
(Spinneys, Choithram, LuLu, and Hyper Paada)lso popular, though more so among consumer
groups other than western ExpétsFor example,ni Dubai alone, Carrefour operates six large
hypermarkets, along with smaller Carrefour Market stores.

Department stores

Large and luxurious shopping malls have become one of the main attractions in the UAE, particularly
in Dubai, but also developing fast in Abu Dhabi, Sharjah and the other emiMobst shopping malls

have a hypermarket or supermarket, usually located on the ground flbloe. largest stores are

80 Agiculture and AgrFood CanadaGrocery retail trends in United Arab Emirates: Global Analysis Report
(February  2016) http://www.agr.gc.ca/eng/industrymarketsand-trade/internationatagrifood-market
intelligence/middleeastand-africa/marketintelligence/groceryretail-trendsin-the-united-arab-
emirates/?id=1459445540542

61 Euromonitor International: Economies and Consumers, 2018

62 Both Carrefour and Geant are operated by the UAE conglomerate MAF.

83 https://www.dubai-online.com/shopping/supermarkets/
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typically located inside shopping malls and are often open longer hours than the other stores, or
even 24 hours a day.

A range of deparhent stores are located in these malls; depending on the mall, these can vary from
luxury western brands to value stores and outlet centres.

Convenience stores

The increasingly fagtaced, urban lifestyles have resulted in a great desire for convenidiigs.
underlying trend has driven demand for products and services such as convenience stores, which are
becoming more popular in residential zones, often offering delivery services. As a result of their
growing popularity, the number of convenience storasreased from 209 in 2012 to 313 in 2017,
although their share of retail sales is relatively marginal (just 2% in 2016)

Hotels, restaurants, and cafés

In line with the general trends of rapid urbanisation, busier and faster lifestyles, and the mgsulti
need for convenience, the importance of dining out has significantly grown in recent years. This
trend is particularly prevalent amongst the expat community (nearly 90% of the population) who
tend to dine out, both on business and social occasionsubalin particular, there is abundance of
international restaurants and renowned western brands. According to data from the Dubai
Municipality, an increasing number of new restaurants open in the emirate every year. This emirate
alone is now home to morehain 16000 food outlets, including international chains as well as
locallyowned restaurants, cafeterias and coffee shops. Most popular cuisines are Indian and
Lebanese, followed by Italian and local dishes.

eCommerce

As indicated in sectiof.1.3 the ecommerce sector in the UAE has been continuously growing, with
Noon and Amazon some of the major players to have recently (2017) arrived on the nfariaig

the three large Emirates,mline sales are most developedubai according to a recent survey by
one of the online retail platforms (Awok.com), 46% of Dubai residents purchased goods online,
compared to just 27% in Abu Dhabi and 10% in Sharjah; young corssagesrl 2834 make up 65%

2T (KS O2dzyiNEQa 2yfAYyS &K2LILISNAOD

There has been a strong trend towards buying food online more recently, especially among young
professionals, as the sector has developed with-Bpped online shopping and delivery services
(such as Carrefour, Souq.com, InstaShapd Clip the De#) and the offer improved to include
fresh items. Although still marginal, household spending on online food and drink increased by
nearly 30% over 2015 to 2017 (Euromonitor).

64 Euromonitor International: Economies and Consumers, 2018
65 https://instashop.ae/
66 hitps://dtec.ae/company/clipthe-deal/



https://instashop.ae/
https://dtec.ae/company/clip-the-deal/

62| Page UAEC Market Entry Handbook

Business Contadbatabase:
Adatabase of importers, wholesalers, retailers and distributors can be fouAdnex |l.

N.B. due diligence will have to be performed for any contacts on this database as no wartanty is
given as to the standing of these organisations or fiangl no corresponding responsibility |or
liability is accepted by the authors.

4.4.3.1 Intermediaries

Given the restrictiongraditionally posed by UAE law on foreign companies (sectdhl), the
assistance of docal commercial agent/companyhas beenan important, and in the case of
mainland (UAE customs territory) impomdispensable solution, especially when entering the UAE
market for the first time and/or if thentention is just to import goods (i.e. not to establish a formal
presence in the UAE). Goods can only be imported and distributed in the UAE by a company that is
registered in the UAE with a relevant licensed business activity. By federal law, the coahisgeait

for mainland imporimust be either a UAE national or a company entirely owned by UAE nationals.

Due to the advantages offered by the UAE free trade zone systammay provide a simpler
solution to first time entrants in the UAE markietr companies which wish to set up a local entity
Section4.4.2set out some of the advantages and costs of free zoHesvever as noted in section

4.2, some restrictions on foreign ownership of mainland companies are expected to be removed
before the end of 2018; and these changes may make the establishment of a mdimdaheéntity

more attractive.

The UAE has no specific laws on franchising; general contract and commercial law are applicable to
franchise agreements in the UAE, including thereforelitgtorical51% threshold of ownership by
UAE nationals.

It is noted that, in response to the promising food market trend in the UAE and the Gulf more
generally, many of the top retailers and food service companies in the UAE have partnered with
foreign companies to directly import food products into the JAE

4.4.4 Business environment

Due to its diverse and muitiultural society withover 80% of the UAE population expatriates
(section2.1.3, the UAE is regarded as relativelefidd within the broader Gulf region and provides a
business environment that caters for international cultures and for very high standards of
conducting business (including through the system of free trade zones). Nonetheless, as identified in
section 7, there are certain etiquette matters to be considered when doing business with UAE
partners. A strong business connection with a local agent prior to the busaoéissty is strongly
advised when entering the UAE market; it is also well received when the sales people are based in
the UAE, so the customer support is carried out locally.

67 Agriculture and AgiiFood Canada (Plant Retail); US Export.gov; UK government; Euromonitor.
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4.45 Key operational considerations and challenges: summary

Irrespective of whethethe intention is toimport goods into the UAE customs territory or one of the
many free trade zones, a first contact with a local commercial agent is key to provide guidance and
support services in developing the correct strategy for the UAE market.

ComlJ yASa aSGiAay3a dzZld Ay 2yS 2F GKS O2dzyiNEBQA Y
authority as this can be different even for zones located within the same Emirate. Each free zone has

its own regulations and approval formalities, as well as piiogic range of facilities including for

storage and logistics. While some of the most popular free zones for food traders have been
identified in sectiom.4.2cie 2 3Ay3 (GKS 1T2yS (KIG o6Sad asSNwBSa | C
make. The respective authorities and their individual terms and conditions can be found in the
following websites.

It is worth following he forthcoming changes to restrictios on the ownership of companies by
foreignersas this may impact the attractiveness of methods of entry going forwards.

More information on the free zones:

I Sectiom.4.20f the present document.

9 Free zones based in Dubanvw.dfzc.ae Also:https://www.Visitdubai.com/en/business
in-dubai/growyour-business/settineup/fast-track-to-freezones

91 Overview of free zones in the UAEttps://qulfnews.com/quides/life/community/45
free-zonesin-the-uaefind-the-right-one-for-your-new-businessl.1716197

4.4.6 Other relevant information

4.4.6.1 Methods of payment in the UAE

Although the UAE market offers numerous alternatives to cash payment,isastiil used more
extensively than in other advanced economies; smaller establishments (shops, cafes, some
restaurants) tend to prefer, or even to only accept, cash. Nonetheless, the emergence of new
technologies for fast and safe payment and regulataeyelopments increasingly support the use of
other means of payment in the UXKE

1 Online payments The UAE Central Bank operates the International Bank Account Numbers
(IBAN) system (introduced in November 2011), and this is considered the safesbder
border transactions and cline back transfers/payments.

9 Credit cardsThis is the most preferred method of payment after cash. VISA and MasterCard
cards are widely accepted by businesses and government services; American Express and
Diners are leswidely accepted. In 2016, the Central Bank mandated that all cards issued in
the UAE must comply with EMV standards (Europay, MasterCard and Visa global standard for
chip-secured credit cards); almost all POS terminals, and more than 80% of cards ir use ar

68 US Export.gov; MyMoneySougtp://www.mymoneysougd.com/
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https://www.visitdubai.com/en/business-in-dubai/grow-your-business/setting-up/fast-track-to-freezones
https://gulfnews.com/guides/life/community/45-free-zones-in-the-uae-find-the-right-one-for-your-new-business-1.1716197
https://gulfnews.com/guides/life/community/45-free-zones-in-the-uae-find-the-right-one-for-your-new-business-1.1716197
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currently compliant. It is estimated that around 70% of the UAE population use credit cards
for their regular payments, several times during the week.

9 Debit cardswidely used for making a broad range of recurring payments and for withdrawing
money fromATMs.

1 Chequesalthough less preferred than IBAN, credit card and cash payments, this is still used
especially for larger transactions when the other modes of payment are not available.

9 Ecards/digital currency various digital payment initiatives have emged in recent years
OAY Ot dzZRAY3 GKS 3F20SNYYSyiQa az2oAftsS 21ffSaz
Pay and Samsung Pay), but they are not very widely used yet. In 2017, the UAE Central Bank
issued the "ePayment Regulation" to facilitate thedaption of digital payments and
regulating its infrastructure. However, it is still unclear whether virtual currencies are
prohibited in the UAE.

For business purposes, Letters of Credit (LCs) are extensively used as a means of payment in
international trade. In most cases, a trader enters into a deal with another trader to purchase goods
against payment of an agreed sum of money, with the LC drawn by &B#&hk most commonly

used types of LCs include: Sight, Deferred Payment, and Revolving. LCHsluedd in their terms

and conditions, bcause they can be considerddevocable under the fedetaCommercial
Transactions Lawin contrast to international standards. This seems to be a recurring cause of
conflict in commercial transactions; accordir@ythe trade establishment complaints section of the
Department of Economic DevelopmeDubai (DED), it often receives complaints after LCs are
concluded between dealef%

Generally, payments recovery tends to be slower than in the EU. Payment delaysyfnmoaths
(sometimes years) are not uncommon.

4.4.6.2 Travel from the EU to the UAE

Travel from the EU to the UAE requires a valid passpbit majority of EU MS are exempt from visa
requirements and will receive a stamp on arrival which permits multiple entiy exit for a
maximum stay of 90 days in180-day period. Irish and UK nationalsyre the exception; they are
eligible for a free of charge 3fay visitvisa on arriva{renewable for the same period).

Business visitors can be sponsored by an employ#r avbusiness licence to obtain a visa. Foreign
employees in the UAE need additional documentation, i.e. a residency visa and labour card, which
are normally provided by the employer. For those establishing their own business in the UAE, they
can only aply a residency visa once they have obtained a trade licence.

It is noted that, since June 2017, following the suspension of diplomatic relations with Qatar, all air
and sea points of entry between UAE and Qatar remain closed.

9 For examplehttp://www.arabbank.ae/en/corpletterofcredit.aspx
0 https://www.khaleejtimes.com/business/local/letteof-credit-important-in-trade-in-dubai



http://www.arabbank.ae/en/corpletterofcredit.aspx
https://www.khaleejtimes.com/business/local/letter-of-credit-important-in-trade-in-dubai
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Important notice for travellers with personal medication

It is important to note that, following recent changes, approval is needed to bring personal
medicinesinto the UAE. In order to obtain approval, details includirig & O lip2ebkEdion and 1D
must be submitted at théollowing website:
http://www.mohap.gov.ae/en/services/Pages/361.aspx

will then by reviewed by officials arareply giverwithin one working dayApprovedmedicinesare
then checked ormntry by an inspector.

Up to date information on VISA requirements and residingtlive UAEcan be consulted on the
website of the UAE Ministry of Foreign Affairs and International Cooperation (MOFAIC):
https://www.mofa.gov.ae/EN/ConsularServices/Pages/Migarmation.aspx



http://www.mohap.gov.ae/en/services/Pages/361.aspx
https://www.mofa.gov.ae/EN/ConsularServices/Pages/Visa-Information.aspx
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5 Market Snapshots for Selected Products

This section provides specific information for various food and beverage categories and
products. This informationovers three main categories:

1 Consumption data on the evolution of consumption; consumer profiles and any
notable consumer trends;

9 Offer. domestic production; imports and exports; the competitive landscape; relevant
specific customs procedures / import considerations;

9 Distribution: main distribution channels used. domestic and imported offer;

Furthermore, each category contains a SWOT arsadysl a key takeaway message.

" Chocolate and
Spirits .
confectionary
Processed fruit and
vegetables

Fruit and vegetables

Pasta and other

Baked goods
staples

Olive oil Fresh meat Processed meat

Processed cereals Honey Live plants

5.1 Alcoholic beverages z general considerations

5.1.1 On consumption and consumers

The Muslim population, includingMuslim Emiratis are not
allowed to consume alcoholic beverages, as this constitutes
a violation of the Sharia law. Nonetheless, adult non
Muslims ¢ predominantly expatriates and touristg can
drink alcoholic beverages the UAE with the exception of
Sharjah, where sale and consumption of alcohol is illégal.
the six Emirates fiere consumption isallowed, it can take
place either at home or in licensed venues, such as bars,
K20StaQ NBail (u=Nalsy gedtiod:3y2)RIn Dubaizind Abu Dhabi residemeed to
obtain a liquor licence to purchase and consume alcoholic beverages. Liquor licences are not
available to touris$, though they are essentiallgllowed to purchase rad consume kohol in
licensed dcations
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5.1.2 On specific market entry requirements and distribution

Market Access and Entry
Market entry requirements vary by Emirate, as set out below.

w
w

In the Emirate of Shigh, the import and sale of alcoholic beverages is forbidden.
In other Emirates, importers must haveliquor licence to export alcohdio the UAE (see
section 4.2.2). Fujairah and Ras Al Khaimah (RAKparmonly consideredhe two most
straightforwardemirates to obtain an alcohol trading licence. Nonetheless, the procedure
can be long and extremely complex.
0 In FujairahMuslims and nofMuslims can set up a liquor trading company and
obtain a licence to sell alcohol directly into hotels, bars and reatas. However, it
is forbidden to sell alcoholic beverages to the general public.
o0 In Ras Al Khaimaion-Muslims carset up a liquor trading company along with an
on-site shop. This waiy is possible tasell alcohol into ofirade venues as well as to
the general public fronlicenced venue$.
Exporting alcohol to Dubai and Abu Dhabi might be more diffiédity five authorised
companies, which run their own retail shops, are authorised to import alcoholic beverages.
The most important import companiesare Maritime & Mercantile International
(www.mmidubai.con) as well as Africam Eastern vww.africaneasternoman.cojn These
two companieshandle thelocal distribution of the most important foreign wine brands.
Other smaller companies authorised to import alcoholic beverages are Barracuda (Bhatia
Brothers), and Flamingonpex Generalrading LLC.

Advertising

Under the Advertising Standards all forms of advertising for alcoholic beverages for the general
public are forbidden. Advertising is permittedly if publications are directed at professionals (for

instance if part of promotion booklets in sales outlets)

Labelling

Unlike other food and drink products, alcoholic beverages are not subject to the local labelling
requirements. Nevertheless, when designing and developing labels, cultural norms and values
should be taken into account, as reported in sect8oB.2

Distribution

As noted abovenirespect of the Islamic religion, alcoholic beverages are subject to restrictions and
can be sold only in authorised venues (in Dubai and Abu Dhabi) andlkstotes (inall the other
emirates, with the exception of SharjahHp view of this, overall the otrade channel is more
important than offtrade. In relation to oftrade, the distributors MMI and African + Middle Eastern
are the most important two, hiding around 75% of the market in 2017. There are 18 further retail
distributors authorised for offrade sales.

" How to get an alcohol trading license in the YAEps://www.linkedin.com/pulse/howget-alcohottrading
licenseuae-olgamelnik/



http://www.mmidubai.com/
http://www.africaneasternoman.com/
https://www.linkedin.com/pulse/how-get-alcohol-trading-license-uae-olga-melnik/
https://www.linkedin.com/pulse/how-get-alcohol-trading-license-uae-olga-melnik/
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5.2 Spirits

5.2.1 SWOT analysis

- Fastgrowing
consumption, mainly
due to growing tourism

- There is no domestic
production, due to
dominant Muslim
religion

- Sales and
consumption of
premium brands are on
the rise

- In Dubai and Abu

- Sale of spirits is
forbidden in Sharjah

- Distribution of spiritss
is controlled by 5
companies in Dubai
and Abu Dhabi

- Number of foreign
suppliers is
considerable

- Market access can be
complex and expensive

Dhabi cocktails are
becoming very popular

5.2.2 Consumption
5.2.2.1 Evolution of consumption

Driven by a large community of expatriates as well as an increase in tourist arrivals, consumption of
spiritsin the UAE has been growing in 2€A@17 and is projected to further rise in the coming years.

In 2017, approximately 10.4 million litres of wkies, 4.6 million of white spirits, 1.4 million litres of
liqueurs, 1 million litres of rum, and 1.7 million litres of other spigitsicluding tequila as well as
Brandy and Cognag were consumed in the UAE. Although the growth rate was positive for all
spirits categories, total consumption of white spirits recorded an extraordinary 7.7% CAGR-n 2012
2017, driven by the growing cocktail culture. Nonetheless, while consumption of all the other
categories of spirits is expected to further expand in 2@0Z2, consumption of white spirits is
projected to slow down in the same perioéigure5-1).

Per capita consumption of spirits is stable andxpected to moderately increase over the next few
years. In 2017, per capita consumption slightly varied between categories, ranging between 0.1 litres
(Brandy and Cognac, rum, and tequila), and 1.3 litres (whiskies). In the next years, per capita
consumpton of spirits is not expected to significantly increase, except the consumption of white
spirits which is expected to grow from 0.7 to 0.9 litres per capita in 200272,

72 Euromonitor hternational: Alcoholic Drinks, 2018
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Figure5-1: Evolution and forec of spirits market (000 litres) in UAE, total volume, 22022
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Source: Euromonitor International: Alcoholic Drinks, 2018

5.2.2.2 Consumer profile and purchase criteria

Consumers

Non-Muslim expatriates and tourists are allowed to drirj
spirits at home and iricensed enues $ee also sectiong ‘
3.3.2.1and 5.1). Sirits are more likely to be consumed b
young UAE residents, who usually opt for cocktails wies

consumersmany opportunitiesto drink spirits, including
through the use opromotions’. In Dubai and Abu Dhabi
two major international luxury travel and touris
destinations- highrincome consumers opting for premiu
and supetpremium brandof spiritshavebeen growingn number, boosting the market

Three main groups of spirits consumer can be identified:

1 Millennials: An important consumer segment of spirits. Purchase criteria typically include
price and quality and they are willing to try different spirits.

1 Affluent consumes: availability in luxury hotels and restaurants play an important role for
this group. Premium vodka has performed well of late off the back of a growing affluent
Russian population.

1 Young consumers: Bars are gaining popularity, especially in Dubaittactimg young
individuals who are more outgoing. These consumers prefer spirits over wine, due to the
flexible price points.

Bag5dzo A 2 Ay S al NJ S étps:dtdshadrah.woyt firdsR dRdZDi6A08/ 40/dubaiine-
marketbrief-introduction/



https://tusharborah.wordpress.com/2016/06/10/dubai-wine-market-brief-introduction/
https://tusharborah.wordpress.com/2016/06/10/dubai-wine-market-brief-introduction/
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Drivers and method of consumption

Spirits arethe largest alcoholic drink market by valirethe UAEThe gowing number oftourists

and expatriates from around the world drive sales of spirits in the UAE, particularly in Dubai and Abu
Dhabi, where the luxury segment is on the rise. In Dubai and Abu DhabMusiim residents can
purchase spirits at bars, hotels, and restausasissociated with hoteJsand a culture of consumption

at these locations has emergeHor example,n Dubai, Friday brunches where food is usually
combined with spirits, particularly cocktaifsare particularly commor; the bar concept is also
becomng very popularSome consumers opt for consuming spirits purchased at-fitagystores or

from alcohol stores in smaller emirates at home; furthermore, touristsially consume alcohol
bought in the airport in their hotel rooms, given that drinking in peiplaces is forbidden.

Purchase criteria
The main purchase criterioof UAE consumers of spirits is brand notoriety, as demonstrated by the
popularity of Smirnoff, J&B, Johnnie Walker and Captain Morgan spirits.

The leading liqueur categy in the cantry is whiskies, Wile vodka is the most popular spirit.
Whisky is boosted by its widespread acceptance and strong distribution networks leading to a wide
selection at a variety of price pointgodka has particularly benefited from:
1 its wider range of premium versions in an
increasing number of luxury venues, especially
Dubai and Abu Dhabi;
1 the large community of Russian expatriates, wi
consider Vodka as a spirit staplend who drive
the very higrsales of Smirnoff vodka
1 the increasing populant of vodkabased cocktails
among young norMuslim residentg® 76,

5.2.2.3 Recent market trends

The UAE market for spirits is growing at a fast pace. Driven by the increasing number of tourists and
expatriates moving to the UAE, the spirits segment has postethhvolume CAGR of 5% and is set

to reach sales of 28.5 million litres by 20Z5is plugs into a recent premiumisation trerizgemand

for premium and supepremium brands is expected to more and more drive sales in the category.
Single malt Scotch whiskywhich recorded the strongest total volume growth of 2017, with a 7%
sales riseg is hence becoming an increasingly importasgment’’. Curiosity has also led to the
popularity of Japanese whisky of late. Vodka is also expected to grow due to premium offerings.

“ Where to find the best Dubai brunches http://edition.cnn.com/travel/article/dubaibest
brunches/index.html

Ba5dzo A 2 AYyS al NJ S étps:dtdshafhdrah.woyt irdsR dRdZDH6A08/ 40/dubaiine-
marketbrief-introduction/

76 Euromonitor International: Alcoholic Drinks, 2018

7T Euromonitor Internatimal: Alcoholic Drinks, 2018
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Innovation, packaging and the highlighting of backstories has been used recently to attract
consumers to these products

Cocktails and mixology trends are also expected to be important going forwards. There is a general
cocktail boom whichmay fuel demand for vodka and rurti.is expected that cocktails with lower
alcoholic content and more premium ingredients will expade fast growthsMixology trendshave

also boosted whisky coomption among younger consumers and are likely to continue to play an
important role going forward.

5.2.3 Offer
5.2.3.1 Domestic production

In the UAE domestic production of alcoholic beverages is forgidde RdzS (2 GKS 02 dzy (i NE
of the Sharia Law. Therefore, spirits consumption entirely relies on imports from third countries.

5.2.3.2 Imports and exports

Do to the absence of domestic production, all spirits sold across the UAE are imported, with a large
part of them being reexported Figure5-2). Volumes of Other spirits (47%), whiskies (32%) and
vodka (9%) accounted for most of the imports of spiliyy volumeEigure5-3). Following a dramatic

fall during 2015 and 2016ue to an economic downtutrimports of spirits have recently exceeded

the 20132014 volumesreaching 64 133 tonnegartially boosted by a change in law allowing
alcohol to be served durinfRamadan There are notable rexports of spirits to neighbouring
countries, with the Jebel Ali Free Zone in Dubai playing a notable role this trade. -Bxjgore

occurs as the UAE is well positioned as a hub for this trade, notably to smaller neighbours such as
Oman and Bahrain for which it would be expensive to import smaller quantities directly.

With 32 686 tonnes in 2017 (or half of the total UAE impartserms of volume), the UK was the
leading importer of spirits to the UAE. Tihemaining half of exports into the UAE wativided
between a large number afountries namely (in order)France (5 124 tonnes, or 8%), USA (4 076
tonnes, or 6%), and India 80 tonnes, or 5%). The rest of the EU accounted for 17% of total UAE
imports of spirits, with Sweden, Italy and Germany taking the |Eagli(e5-4).
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Figure5-2: Trade balance (imporendre-exports) ofspirits in UAE, 20187;tonnes
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Figure5-3: Trade balancarfiports andre-exports) ofspirits in UAE, by type, 2017; tonnes
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Figure5-4: UAE imports of spirits by country, 2018 cubic meters
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Source: Trade Map, International Trade Centnevw.trademap.org
Data for CN cod2208

Following a significant fluctuation between 2012 and 2017, France and the UK have recently posted
the highestvalue spirits: their imports were respectively valued at over EUR 195 and 50 million in
2017. As indicated iRigureb-5, the unit value of Frencepiritswas 9 676 EUR/tonne in 2017, nearly
twice the average value adpiritsimported into the UAE (5 350 EUR/tonne). On the contrary, the
unit value of Swedish imports has been recently decreasing, achieving 2 607 EUR/tonnes in 2017
(which is around 1 000 EUR/tonnes lower than in 2015 and 2016).


http://www.trademap.org/
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Figure5-5: Per unit value of UAE imports of égifor selected countries, 204¥ (EUR pdonne)
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Source: Trade Map, International Trade Centnevw.trademap.org
Data for CN code 2208

5.2.3.3 EU Gl products

As reported in sectiont.2.4, there are no specific provisions in the UAE on the protection of
geographical indications for spirits.

5.2.3.4 Main competitors

As highlighted in sectiob.2.3.2 European countries
as a whole hold a relatively dominant position in the
UAE spirits marketThe USA and India atke two
other major suppliers of spirits to the UAE, although
they respectively ecount foronly 6% and 5% of total
sales in terms of volumeWhile Indian spirits are
varied in terms of type and include whisky, gin, vodka
and rum (among others), theygenerally are not
premium, as demonstrated by the low unit valus
their imports (around 1 000 EUR/tonne, one fifth of the overall average valkmording to ITC
Trademapfigures’®.

"8 Trade Map, International Trade Centresww.trademap.org
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In terms of companies active in the UAE market, with a total volume share of 43% in 2017 Diageo is

the leader suppliers in the spirits category in termof volume. It benefits from the strong brand

value of Smirnoff, J&B, Johnnie Walker and Captain Morgan as well as a widespread distribution
YySGg2N]l 2 6A0GK GKS O2dzyiNEQa (62 YIAY Radéd NR o6 dzi
saleg®.

5.2.4  Specific market entry requirements

Market Access and Entry

As detailed in sectioB.1.2 market entry requirements for the import of spirits vary by Emirate, with
Dubai andAbu Dhabi posing more challenges in terms of market access and distribution. On top of
that, exporting spirits to the UAE can be more complex due to the 100% duty imposed on European
exports of spirits.

Detailed information on import duties and Rules of Origin can be consulted on European
Commission website:
http://madb.europa.eu/madb/atDutyOverviewPubli.htm?counties=AE&hscode=2208

Nonetheless, there are numerous free zones throughout the country, wd@olprovide advantages
when it comes to exporting spirits to the UAE (see sedtidi?).

Customs procedures
A list of standard documents required for import spirits into the UAE is presented in setfdh

For products under HS code 2208.90 (undenatured ethyl alcoholic of an alcoholic strength by volume
of less than 80% volume), an additional document is requested, namely a certification attesting the
registration to the Ministryof Health and Prevention of herbal drugs, dietary supplements,
medicated cosmetics and similar goods for medical purposes to be imported into theTHAE.
application is to be completed in English, and the processing fee is 500 AED. The period obf¥alidity
the registration is five years.

Documents to be enclosed (which must be certified by an official authority and to be legalised by the
Embassy of the UAE in that country) are set out below:

1 copy of the Commercial Registration and Trade Licence validdgoods in question;
letter of authorisation issued to the importer/representative by the foreign manufacturer;
composition certificate;
legalised Certificate of a Pharmaceutical Product, or Free Sale Certificate, as applicable;
copy of the label andeaflet of the product marketed in the country of origin, approved by
the competent authority;
9 summary of product characteristics;

=A =4 =4 =

79 Euromonitor International: Alcoholic Drinks, 2018
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1 list of countries in which the product has already been registered and copies from
registration certificates of said countsg

9 list of references from countries in which the product is marketed;

outer package label proposal in English;

1 two product samples in their final original package as intended to be marketed in the UAE.

=

Furthermore, a document approving the actual impdida of restricted goods is requested to
SELRNI &aLANRGE G2 GKS '19d ¢KS LW AOFGAZ2Y O6AY
authority concerned, and only involves a negligible cost for the standards application form.

Any other up to dae information on appropriate documents concerning customs procedures gan
be consulted on European Commission website:
http://madb.europa.eu/madb/datasetPreviewlFpubli.htm?countries=AE&hscode=2208

SPS measures

All sanitary and Phytosanitary measures concerning the import of spirits into the UAE are in line with
international standards.

Labelling

Unliketo other agrifood products, spirits are not subject to tHecal labelling requirements (see
section5.1).

5.2.5 Distribution

In respect of the Islamic religion, spirits are subject to restrictions and hiegecan be sold only in
authorised venues in possession of a license (in Dubai and Abu Dhabi), as well as in authorised
alcohol stores (in the other Emirates, with the exception of Sharjah where selling alcohol is
forbidden). For these reasons, as welldage to the luxury lifestyle of several UAE residents and
tourists, ontrade channels (hotels, bars and similar venues) are the dominant distribution channels
in the UAE, with a share of &946°.

With regards to ofrade distribution channels, all salégke place in food/drink/tobacco specialists,

as sales on alcoholic beverages in supermarkets are prohibited in the whole country. For example, in
Dubai(the leading Emirate for spirits consumptidhgre are 15 MMI alcohol stores with over 2 000
product€ A Y Of dzZRAY3 ALIANRGADP ¢KS WI § I FYNI JoSf f I ND
spirits across the emiratgsee also sectioB.1.2).

5.2.6 Challenges for EU products

While the spirits category is one of the fastegtowing in the country, European companies face
several challenges when exporting to the UAE. Since the UAE is a Muslim country, the consumption
of alcoholic beverages is generally forbidden. Adubn-Muslim expatriates and tourists are

80 Euromonitor International: Alcoholic Drinks, 2018.


http://madb.europa.eu/madb/datasetPreviewIFpubli.htm?countries=AE&hscode=2208
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generallyallowed to consume spirits in licensed venues or at hdoepending on the Emiratg)
although prices can be prohibitive. On top of that, the procedure to access the UAE market of spirits
can be very compk and expensive, as companies face a 100% import duty.

Market Takeaway: Spirits

Consumptionfastgrowing, driven by increasing number of tourists and expatriates.

Competition: Absence of domestic production due to the Muslim religion. The number of countries supply
considerable; however, the EU position on the market is consolidated and does not face particularly
competition.

Distribution: Ontrade channels are domant; sales in supermarkets are prohibited; 100%t@ttle sales take
place infood/drink/tobacco specialists

Opportunities:the cocktail culture is rapidly spreading in Dubai and Abu Dhelfiére pubs and brunches ar
getting popularity Premiumand supefpremium brandsare gaining momentum, as are cocktails.
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5.3 Dairy

5.3.1 SWOT analysis

- Long tradition of dairy
consumption.

- Consumption of dairy
growing

- Internationalisation of
Emirati cuisine bringing
wider selection of dairy
products

- Large and growing
cheese market.

- Stringent rules related
to import procedures
and laws that discorage
the use of infant formula

- High consumer loyalty

- Fierce competition
from advanced domestic
producers.

UAEC Market Entry Handbook

5.3.2 Consumption
5.3.2.1 Evolution of consumption

Drinking milk products, despite having a lower (but still quite high) historical CAGR than other
categories, remain the biggesategory on the dairy market in the UAE. Yoghurts have noted the
highest increase in recent yeatsl2.3% per year between 2012 and 2017 and remain the second
biggest category. The market for cheese in the UAE rose by 10.8% per year in last yearssikéarket
for all dairy products in the UAE grew and is projected to grow further going forward, however at

slightly slower paceHgure5-47).

Figure5-6: Evolution and forecast of dairy market (000 tonnes) in United Arab Emirates; retail valu2Q2212
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Source: Euromonitor International: Packaged Food, 2018
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5.3.2.2 Consumer profile and purchase criteria

Consumers

Dairy producs have been present in Emirati cuisine since prehistoric fimes

In effect, there is an abundance of dairy products on the UAE maaket
these include camel milk products as well as those from cow, sheep or goat
milk. In addition, the evolution of consystion habits, driven by arrival of
substantial number of expatriates, brought more diversity in selection of
products, ranging from locally known camel milk to popular Ewstyke
cheeses. Emirati consumers perceive dairy as primary food for direct
consunption. Moreover, the traditional Emirati dishes very often include at

least one dairy produét. When examining thelifferent dairy products, it is

helpful to differentiate consumer groupshere possible

1

Drinking milk productsConsumption of milk and milgroducts has always constituted an
important ingredient of Emirati diefThe najority of consumerverall opt for traditional
productsc full fat fresh milk in particular, which accounts for almost half of all drinking milk
products by value. However, there is also a growing base for milk alternatives.
YoghurtsPlain yoghurts are considered as a staple faptbng Emiratis and Arab and Asian
expatriates; and it may also be used in recipesemved as a side dish. Emirati consumers
have also preferences for seurilk products, likelaban which is a traditional beverage
consumed after meals/as a sndtkLabanis particularly important during the Ramadan
period, as it is often consumed both fsuhoor(the meal before fasting) aniftar (the meal

to break the fast).Overall flavoured and plain yoghurts are consumed in roughly equal
guantities in the UAEStrawbaery is the most popular variant of flavoured yoghurt.
Cheese:cheese consumption is mainly driven my Western influences; however, Emirati
consumers more and more choose different cheeses types, including soft and hard. That
said, overall hard cheese is meompopular than soft cheese. While the market for
unprocessed soft and hard cheeses is the most important, there is also a fairyrdashg
market for processed cheese (spreadable in particular).

Butter and margarineghee is a primary daifyased cookig fat in the UAE, which to some
extent is influenced by strong presence of South Asian expatriates. Margarine and spreads
have been receiving more attention in expense of using butter as a spread.

Other dairy:Emirati consumers in general perceive framaitk products as more attractive
choice, thus condensed milk products are usually consumed by expatriates. On the other
hand, consumption of cream has been dynamic in recent years and nowadays it can be find
in the UAE in many formatsthick, cooking, wigped, whipping and half as well as flavoured
types.

Considering infant formula, first and foremost, as from 2014, as set out in the legislation, it is
mandatory for mothers to breastfeed the infant for the first two years of their litesugh it is

81 Consumption of dayr products in the UAE: A comparison of nationals and expatriates;
https://www.sciencedirect.com/science/article/pii/S1658077X11000233

82 Dairy Food in the UAEttp://www.enhg.org/alain/phil/dairy/dairy.htm
83 Source: Euromonitor International, Packaged Food, 2018
84 Euromonitor International: Packaged Food, 2018



https://www.sciencedirect.com/science/article/pii/S1658077X11000233
http://www.enhg.org/alain/phil/dairy/dairy.htm
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undear how easy the requirement is to enforce and morfitom addition, there have been several
government interventions to encourage longer breastfeeding, given the healthy benefits. In effect,
several emirates have increased the maternity leave allowancthree months with additional
hours available every d&and introduced stricter rules for marketing of baby fooNonetheless,

with rapid urbanisation and the changing role of women in the workplace there are also factors
which push towards the use d@ifant formula. On balance, standard formula used up to the age of
six months is the most negatively impacted based on the various recent development.

Drivers and method of consumption

Consumption of dairy products in the UAE is driv
by several key faors. The major ones arethe

internationally diverse population; thelong

tradition of consumption and the perception of
the health benefits associated with dai
However, in recent years, due to changes in he
awareness, Emirati consumers have stdrto pay
greater attention to avoiding cholesterol an
saturated fats in their diets. In effect, som

consumers shift towards dairy alternatives. In
addition, recognition of milk allergy and lactose intolerance has been off.ri3a the other hand,

the internationalisation of Emirati consumption habits has undoubtedly driven dairy consumption
due to high influx of expatriates and widening the selection of products.

As mentioned above, dairy products in the UAE are consumed both in traditional dishe#l as im

other cuisines present in the country. The Emirati consider several dairy products as staple foods,
such as yoghurts and sour milk drinks or other drinking milk prodlictshe particular case of
cheese, there are a variety of notable methodscohsumption. Cream cheese in jars is often used

for cooking, dipping or a spread, with local Emiratis and Arab expats often using it to accompany
crisps. Halloumi, the most popular unprocessed cheese is commonly used both as a snack and as an
add-on in fied items and salads.

Purchase criteria

In general, consumers in the UAE take into account the price of the product when making a dairy
purchase this is particularly the case for expats from the Asianauttinent, who tend to beprice

conscious However, in case of milk and yoghurt products, UAE consumers have a strong preference
for domestic brands, especially Emirati consumers tend to be loyal and base their approach on

8 A mandatory breastfeeding clause was passe#iinmn dzy RSNJ ( KS . $eK AlsoR@mds of A A K (i &
Breastfeeding in the United Arab Emirates (UAE);
https://knepublishing.com/index.php/AJNE/article/view/1356/3116

81t mug be remembered that maternity leave allowance length is regulated by emirate authorities, not
federal government.

8 Why can't some of the UAE residents drink milk any more?
;https://www.khaleejtimes.com/lifestyle/food/whycantsomeof-the-uaeresidentsdrink-milk-any-more



https://knepublishing.com/index.php/AJNE/article/view/1356/3116
https://www.khaleejtimes.com/lifestyle/food/why-cant-some-of-the-uae-residents-drink-milk-any-more
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proven brands, mainly due to lorgjanding tradition of soumilk productssuch adabanas well as
presence of milk in traditional Emirati dietary habits.

In this case of other products, such as chedke, brand generallyplays an important role; and
packaged cheese is more popular among locals due to its lower price. Atheatypes of cheese
are concerned given thar international palateconsumers in the UAE base their approach on
subjective preferences as well as ties to native cuisine anelstgh cheese used in it the modthe
cheeses brie and feta are particularly popular among international consunMose affluent
consumers and wealthy expatriates pay great attention to quality as well as neesiyng.

5.3.2.3 Recent market trends

As above actions outlined, consumption of all dairy products has been on rise, mostly because of
rapid population growth as well as abundance of choices in the selection of products. The high
percentage of expatriates in the UAE brought many differentiations tamidabits, along with new
products. Apart from high popularity of drinking milk products and yoghurts, which have had-a long
standing tradition in the country, the market for cheese is reaching maturity in thé®UBHRirati
consumers have started to chee more often unpackaged soft cheese and packaged hard, which
have both become very populaylore recently, larger supermarkets have entered the chees market
with private label brands in an attempt to attract more consumers through lower pringgrms d
drinking milk, chilled flavoured drinking milk products have been popular of late with these products
particularly popular among children. This has led to manufacturers introducing more flavours.
However, with quality generally already established byrfan players, competition is primarily on

the basis of price.

Recent years have also brought health awareness related to cholesterol and saturated fat which
effectively has led to the consumption of more daaijernatives based, such as soya, rice oraid

milk products. Somesuccessfumajor manufacturers such as Arla and Danone have ensured that
their product portfolio includes health focused offering in order to capitalise on this trend. The
health benefits of products have been highlighted in méirige and advertising of late, with some
manufacturers intentionally positioning their products as healthier than their competitibms.
addition, consumers in the UAE have started to pay more attention to milk allergies and lactose
intolerance.

Lastly, inthe view of governmental plans to encourage breast feeding, several milk formulas have
been withdrawn by the Ministry of Climate Change and Environment.

88 Euromonitor International: Packaged Food, 2018
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5.3.3 Offer
5.3.3.1 Domestic production

Domestic production is focused on the mainstream and largest segmenks:yoghurt and laban.
For these three products, imports only account for 24%, 13% and 11% respectively. While there is
domestic production in other segments as well, imports generally play a more important role.

One of the largestlomesticcompanies is IAlRawabi Dairy Company, which reported a 12% increase

in revenue in first half of 208and its offer consists of milk, yoghurts, cheese and many other
products, such as flavoured beverages. Other companies include Almarai Co, which has significant
sharesin the yoghurt and sour milk products market, Al Ain Dairy Co active in the drinking milk
products segment and Friesland Arabia leading other dairy section, i.e. condensed milk gfoducts

5.3.3.2 Imports and exports

As seen irFigure5-7, imports of dairy products to the UAE have been continuously growing, which
apply to almost all categories of dairy, excluding buttermilk. Sweetened milk/cream constituted by
far the largestmported product, followed by unsweetened milk and cheese. Imports of butter and
other spreads have remained stable throughout recent years. Lastly, as the chart shows, there have
been no significant dairy exports from the UAE to other countries.

89 UAE's biggest dairy posts 12% rise in-ha#fr revenuehttps://www.arabianbusiness.com/retail/401941
uaesbiggestdairy-posts12-rise-in-half-yearrevenue
%0 Euromonitor International: Packaged Fh®018



https://www.arabianbusiness.com/retail/401941-uaes-biggest-dairy-posts-12-rise-in-half-year-revenue
https://www.arabianbusiness.com/retail/401941-uaes-biggest-dairy-posts-12-rise-in-half-year-revenue
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Figure5-7: Trade balance (imports and exports) of dairy in United Arab Emirates;17018nnes
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As presented irFigure5-8, imports of dairy products to the UAE involves many countries, which
depends ornthe type of product. The UAE imports large volumes of different products from Saudi
Arabia, New Zealand and some EU countries, e.g. Denmark and the Netherlands. Further details,
relating to product category are outlined below.


http://www.trademap.org/

85| Page UAEC Market Entry Handbook

Figure5-8: UAE imports of dairy by type and country, 2Q¥3tonnes;
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0403: Buttermilk, curdled milk and cream, yogurt, kephir
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volume tonnes
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Unsweetened milk/cream is mainly imported from Saudi Arabia, followed by other
countries, such as New Zealand and d&untries (Germany, France), however to a much
lesser extent. Moreover, Saudi Arabian exports of unsweetened milk/cream have been on
gradual rise since 2013.

The UAE imports most of its sweetened milk/cream from Saudi Arabia, New Zealand and the
Netherlards, followed by smaller volumes from other countries. Imports picked up in 2017,
however Saudi Arabian sweetened milk/cream imports growth was slightly lower.

Imported buttermilk to the UAE comes in vast majority from Saudi Arabia, followed by
Turkish andEU products, however in much less volume. After the period of constant growth
up to 2016, import volumes of buttermilk dropped in 2017.

The UAE imports butter and ghee mostly from New Zealand, followed by Denmark, India and
other EU countries. Imported \wimes of butter from New Zealand have dropped comparing
2013 to 2017, whereas imports from other countries have remained relatively stable.
Imported cheese to the UAE comes from variety of countries, including EU ones, mainly
Denmark, France, United Kimgd Italy, Czech Republic and Poland. Besides the EU
countries, the UAE imports cheese also from Saudi Arabia, USA as well as Egypt and Bahrain.
Saudi Arabian imports have remained stable over the years, whereas volumes of other
imported products have sligly increased.
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5.3.3.3 EU GI products

As reported in sectiont.2.4, there are no specific provisions in the UAE on the protection of
geographical indications for dairy.

5.3.3.4 Main competitors

The market for dairy in the UAE relies on imports however, there are several influential
manufacturers present in the country (sectidn3.3.]). Domestic dairy companies are highly
advanced and effectively very efficient in their production. They managed to adapt to high
temperatures by installing animal showers, cooling drinkingewaecycling and advanced milking
equipment?,

Moreover, the main importers present in the UAE market for dairy mainly include manufacturers
from Saudi Arabia and New Zealand, but also EU countries, i.e. Denmark and the Netherlands,
especially in the nr&et for cheese.

5.3.4 Specific market entry requirements

Market Access and Entry

SAFFSNBYyOSa 0S0o6SSy 9YANIGSEAQ YINJSG SYyadNB LINRC
systems, required documentation, payments as well as other services connectehtiling the
consignments. More details on the process, applying to the largest emirates can be consulted below:

Abu Dhabi
https://www.adfca.ae/Entish/PolicyAndLegislations/AdvisoryGuidlines/Documents/Geidgpdf

Dubai
http://www.foodsafe.ae/pic/requirements/Food Import and Rexport Requirements Eng.pdf

Sharjah
https://www.sharjahcustoms.gov.ae/en/impoiprocedures

Customs procedures

The overviewof the procedure can be consulted in sectigh2.1 Further details on market entry
documentation with regards to respective Emirate can be found in above links.

%1 Dubai farm to focus on good quality fodder and animal cooling;
https://www.dairyglobal.net/Articles/Genend2016/3/Dubaifarm-to-focuson-good-quality-fodder-and-
animalcooling2772329W/



https://www.adfca.ae/English/PolicyAndLegislations/AdvisoryGuidlines/Documents/Guide-en.pdf
http://www.foodsafe.ae/pic/requirements/Food_Import_and_Re-export_Requirements_Eng.pdf
https://www.sharjahcustoms.gov.ae/en/import-procedures
https://www.dairyglobal.net/Articles/General/2016/3/Dubai-farm-to-focus-on-good-quality-fodder-and-animal-cooling-2772329W/
https://www.dairyglobal.net/Articles/General/2016/3/Dubai-farm-to-focus-on-good-quality-fodder-and-animal-cooling-2772329W/
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SPS measures
In case of import of dairy products to the UAE, there are several specific requirements involved,
depending on the product:
1 Release Certificate for Goods under Veterinary Control
Veterinary Health Certificate for Animal Products
Certificae of Dioxin Content
Halal Certificate
Certificate of Radioactivity Inspection

= =4 4 4

Up to date information on appropriate documents concerning SPS measures

http://madb.europa.eu/madb/datasetPreviewFormlIFpubli.htm?datacat id=IF&from=publi&hsc
de=0406&countryid=AE

O

Labelling

As outlined in sction 4.2.3 labelling rules in the UAE are regulated by GSO Standard 9/2013;
requirements on packaging, additives, pesticides and other contaminants, as well as those relating

G2 GKS LINPOAAAZ2Y 2F F22R SELANE AyF2NXlaidAizy 2V
150/2013.

5.3.5 Distribution

As presented irFigure5-9, dairy products in the UAE are mostly distributed through stmaeed
retailers (98.1% ofetail value in 2017). The largest share of retail value in 2017 constituted
hypermarkets (58.2%). Emirati consumers also make their choices in supermarkets (24%) and
independent small grocers (12.9%). Lastly, in 2017 Internet retailing picked up by 1ré&%ailof
value, whereas hypermarkets shares dropped by 1.4%.


http://madb.europa.eu/madb/datasetPreviewFormIFpubli.htm?datacat_id=IF&from=publi&hscode=0406&countryid=AE
http://madb.europa.eu/madb/datasetPreviewFormIFpubli.htm?datacat_id=IF&from=publi&hscode=0406&countryid=AE
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Figure5-9: Distribution channel overview of dairy in United Arab Emirates (2017); retail value; all dairy products
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5.3.6 Challenges for EU products

The market for dairy in the UAE is highly regulated with strict import requirements, which might

pose a challenge for EU dairy producers. It should be remembered that market entry requirements
can differ from emirate to emirate. Secondly, as the market is led by domestic companies, market
entry for specific product could be difficult due to strong Emirati consumer loyalty towards local

brands.

Market Takeaway: Dairy

ConsumptionConsumption of all products dairy products on rise and projected to keep growing.
Competition: Overall the market led by domestic players with wide siEecof dairy products available
however imports are particularly important in some segments sudhesse.

Distribution: The majority of products are distributed through hypermarkets, followed by supermarkets
independent small grocers. Internet retailing picked up.

Challenges Stringent market entry procedures, arising also from differences bet&eéi NI G Sa Q
competition from welldeveloped local dairy companies. Legislation impacting infant formula.
Opportunities: Increasingconsumption of dairy as well as internationalisation of Emirati cuisine leadin
wider product selection, withopportunities among cheese, including hard cheese which has be(
particularly popular.

Q¢




91| Page

5.4 Chocolate and sugar confectionery

5.4.1 SWOT analysis

5.4.2 Consumption

- Consumption of
chocolate (especially
dark) and healthy
confectionery are on the
rise

- EU products have a
good reputation in the
UAE

- Organic and lowsugar
items are on the rise,
driven by health
conscious consumers

- Luxury segment on the
rise, driven by upper
income customers

5.4.2.1 Evolution of consumption

- Per capita consumption
is still very low
compared to Western
countries

- Sale and consumption
of items containing
alcohol and ‘haram’
gelatine are restricted

- Large international
companies dominate the
market

- UAE purchases
chocolate and
confectionery from
several countries

UAEC Market Entry Handbook

Driven by demand from affluent consumers, as well as the increasing nushlyeung consumers

and Western and Asian expatriat®sthe consumption of chocolate and sugar confectionery in the
UAE has been rising rapidly in 2€A@17 and is projected to keep growing similarly in the coming
years.At present the UAE has thd' highest level of per capita expenditure on confectionary in the
world. In 2017 approximately 22 700 tonnes of chocolate and 6 300 tonnes of sugar confectionery
were consumed in the Emirates. Chocolatesed bars (or countlines) accounted for 76% of the
chocolde category consumption, while pastilles, gums, jellies and chews were the most popular
segment in the sugar confectionery category.

As indicated irfFigure5-11, the chocolate confectionery category recorded extraordinary growth for
the period 20122017, well above 8% per year in all segments, and up to 15.9% in chocolate with
toys. Nonetheless;onsumption growth is projected to slow down in the coming years, mainly due

to a rise in health issues caused by obesity, as well as to the 5% VAT increase across all packaged

food since January 20%8 A similar trend could be observed in the sugar caiideery category,
whose consumption sharply increased in 22717, peaking to 7.9% per year growth in the
category of other sugar confectionery. However, consumption growth is set to significantly slow
down in the next years, with the consumption of othsugar confectionery expected to turn

negative.

92 Agriculture and AgiFood CanadaSector Trend Analysis Confectioneryin the United Arab Emirates
http://www.agr.gc.ca/resources/prod/Internetnternet/MISBDGSIM/ATSEA/PDF/687€ng.pdf

93 Euromonitor International: Packaged Food, 2018


http://www.agr.gc.ca/resources/prod/Internet-Internet/MISB-DGSIM/ATS-SEA/PDF/6877-eng.pdf
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Per capita consumption of chocolate and sugar confectionery is low compared to Western countries
and is expected to moderately increase over the next years. In 2017, per capita consumption of
chocolate cordctionery slightly varied between categories, ranging between less than 0.1 kg
(chocolate with toys), and 1.4 kg (bars). Per capita consumption of sugar confectionery is even
lower, reaching 0.2 kg only in two categories, namely Gum as well as Pastilles, &llies and
Chews. Per capita consumption of chocolate and sugar confectionery is not set to significantly
increase, except the consumption of chocolfiesed bars which is expected to grow from 1.2 to 1.4

kg per capita in 202:2022.

UAEC Market Entry Handbook

Figure5-10: Evolution and forecast of chocolate and confectionery market in UAE, total volume2@2A2
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5.4.2.2 Consumer pr ofile and purchase criteria

Consumers

Confectionary are increasingly being purchased by Emiratis and UAE foreign residents alike, with the
chocolate category accounting for the largest share of consumption. In particular:

1 Sugar confectionary generally targets and is driven by the young (under 25) who account for
half of the UAE populatiorCandies and gums are usually purchased by teenagers and young
people Sugar confectionary as a whole and chocolate with toys are poaoiang younger
children in particular

1 Chocolatebased bars arealso very
popular among young people under th
age of 25;

9 Dark chocolate, which is rich i
antioxidants and is claimed to hel
prevent cardiac diseases, is growing
popularity among healttaware people;
similarly, sugafree, glutenfree, lowfat,
and organic chocolate and confectione ps
are in demand especially among expatriates as well as workers with a busy life schedule.
This category or consumers, who generally record a high intake of faod, are indeed at
most risk of diabetes and obesity

1 Premium and higlend confectionery items are largely demanded by uppeome
consumers.

In terms of preferences, hence, the following trends can be observed:

1 Milk chocolate continues to driveales, although dark chocolate consumption is on the rise;

1 Camel milk chocolate is growing in popularity, also due to camel milk health properties (high
vitamin C, minerals and antimicrobials);

9 Consumers are increasingly intrigued by original flavoutsh(sas pepper chocolate) and
original combinations (such as chocolate to season salty food);

1 Consumers are more and more interested in the artisanal elements that make up the taste
FYR (KS LINBRdzOGQ&A 2NRIAYI KSy OScolatekaBdksugerl @S
confectionery products that are less mainstre&n

N.b. In accordance with the Sharia Law, Muslim UAE residents are not allowed to purchase and
consume chocolate and sugar confectionery containing:
- traces of alcohol, as in the case of liqueur chocolates (see sa@iar);

94 UAE chocolate market to grow 8% annually up to 202fy://qulfbusiness.com/uaechocolatemarket
grow-8-annually2021/, UAE Chocolate Market Forecast and Opportunities, 2019
https://www.prnewswire.com/newsreleases/uaechocolatemarketforecastand-opportunities2019
300027985.html

% Top 10 chocolate trends in the Middle Easttp://www.hoteliermiddleeast.com/14336&op-10-chocolate
trendsin-the-middle-east/1/print/
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- haram gelatine, namely gelatine obtained from animals which are not slaughteraccbrdanc
with the halal requirements, as in the case of some candies; and importantly, gelatine from pigs
(see sectio’.3.2.9.

Drivers and method otonsumption
The key drivers for consumption are:

1 Premiumization and gifting: several (especiall
upperincome) consumers opt for luxury chocola
as gift items on festivals and other speci
occasion¥.

and wellness, healthy (especially sudiae) items [
are gaining popularity among Emiratis a
expatriates aliké”.
The higher number of sales of confectionery, in particular chocolate, are recorded from
November to Marci8 when temperatures are relativelyilder, especially around the holidays.
For example, in occasion of theamadan Emiratis look for sweet items to enjoy together during
iftar gatherings as well as gifting to families, neighbours and colleagues, including for the
celebration ofEid®®. Simiarly, during Christmas, most Christiarpatriates exchange chocolate
as gifts. Chocolate is a popular gift also among other expatriates, such as Asians, who bring
chocolate items when visiting their home countries during holi¢fiys

Purchase criteria

Corsumers main purchase criteriamry to an extent between the main groups of consumers (see
above), butare summarisecelow:
1 Quality and health benefit§or many consumergincluding recently the more affluent
consumers)with premium and dark chocolatgaining momentum;
9 Perceived specialisation of a country, as some product categories have become almost
synonymous with certain countries, such as chocolate from Beltfitim

9% UAE chocolate market to grow 8% annually up to 202fp://gulfousiness.com/uaechocolatemarket
grow-8-annually2021/; UAE Chocolate Market Forecast and Opportunities, 2019
https://www.prnewswire.com/newsreleases/uaechocolatemarketforecastand-opportunities2019
300027985.html
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%8 Market Watch: A bar of chocolate to suit all tases, https://qulfnews.com/news/uae/general/market
watchra-bar-of-chocolateto-suit-all-tastes1.343798

99 UAE palates making a sweet transitiorenjoying a wider variety of tasty treats
https://www.thenational.ae/uae/health/uaepalatesmakinga-sweettransitionto-enjoyinga-wider-variety-
of-tasty-treats-1.224577

100 Eyromonitor International: Packaged Food, 2018

1011 ocal or international brands? UAE consumers see origin as important afithiene
https://www.khaleejtimes.com/business/local/localr-internationatbrandsit-dependson-uae-consumers
tastes
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1 Taking this a step further, upper income consumers will focus on premium and
internationally recognised brands. Lindt is an example of a brand which has been successful
in this segment due to attractive packaging;

1 Packsize with funsize, orthe-go and family size packs growing in populaiatyfamilies;

1 Sugar confectionary, which tend® target younger consumers, generally has limited
consumer loyalty; possibly as switching between products occurs due to impulse.

5.4.2.3 Recent market trends

Driven by seasonal sales as well as an increasing interest in health and wellbeing, chocolate and
sugarconfectionery are projected to respectively record a 5% and 7% retail value growth iA°2018
While milk chocolate will continue to account for most of the sales in the category, consumption of
dark chocolate is set to boom in the coming years, drivehdaith concerns. Similarly, healthy and
natural products will gain more popularity, especially ones which are low in,seghrsome claims
6S®3d ANBRdAzOSR adzal NE I regemtljiodzabhind profugtDMdBaR th&e/isi 4 € 0
a shift awayfrom conventional products to higher quality premium products. Alongside thes, t
high-end segment is also expected to expand, especially since per capita expenditure is growing and
the number of uppefincome expatriates living in the UAE is increasing.

More manufacturers will continue to innovate and hence offer customers new products with added
value, such as additional flavours, new packaging formats, as well as health and wellnes¥%laims

.

More specifically | @ NASGe 27F LI Ofd GIAYEas TRMWYY AlfdeS azmaks ¢ a

have emerged of lateSome manufacturers have released new flavours of existing products to
attract consumers (e.g. Kitkat has released cherry brownie and strawberry cheesecake flavours).

5.4.3 Offer

5.4.3.1 Domestic production

Although most of chocolates are imported, there is a high level of local produatichocolatein

the UAE®. This local production is primarily from international players with a local production
facility (e.g. Mars, nestle). Local productiohsugar cordctionary is limitedwith IFFCO group the
only major local player. That saitie traditional sweethalawais producedocally on a large scale.

5.4.3.2 Imports and exports

Figure5-11 indicates that, in 2017, imports of chocolate and confectionery largely exceeded exports
in the UAE. Imports of chocolate and confectionery peaked in 2017, when they amounted to
respectively 111 918 and 53 116 tonnes.

102 Eyromonitor Inernational: Packaged Food, 2018

103 Agriculture and AgiFood CanadaSector Trend Analysis Confectioneryin the United Arab Emirates
http://www.agr.gc.ca/resources/prod/Internetnternet/MISBDGSIM/ATSEA/PDF/68#&ng.pdf

104 Market Watch: A bar of chocolateto suit all tastes,https:/gulfnews.com/news/uae/general/market
watch-a-bar-of-chocolateto-suit-all-tastes1.343798
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Figure5-11: Trade balance (imports and exports) of chocolate and confectionery in UAEL2ZQL®ic meters
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As outlined inFigure5-12, in the Emirates both chocolate and confectionery items have been
increasingly supplied by senaé countries, each accounting for a relatively low share of imports,
which never exceeded a volume share of 12% (confectionery) and 16% (chocolate) in 2017.

With regards to chocolate, Netherlands and Turkey were the largest suppliers in terms of \inlume
2017, accounting for respectively 16% and 14% of total UAE imports of chocolate. Other major
importers of chocolate were Russia, Poland, Italy, UK and Germany, which overall accounted for 38%
of total UAE imports in terms of volume. The rest of the Etbanted for 8% of the UAE imports,

half of which came from Belgium.

China and Russia were the largest exporters of sugar confectionery to the UAE in terms of volume
(12% of total imports of confectionery each), followed by Turkey (8%), India, and Mi€ifa each),

Czech Republic (6%), and Poland (5%). Exports of chocolate and confectionery from most of these
countries have slightly fluctuated between 2012 and 2017. Russia has rapidly gained a large share of
the chocolate imports, increasing sales fro@®nnes in 2014 to 12 559 tonnes in 2017. Similarly,
Czech Republic, which entered the UAE market in 2014 exporting only 2 tonnes of confectionery,
grew as one of the strongest confectionery importers in terms of volume.

Figure5-12: UAE imports of chocolate and confectionery by country,-2018ubic meters
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Contctionery
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Although accounting for a large share of imports into the UAE, the unit value of Dutch chocolates
was 2 825 EUR/tonnia 2017, well below the average of chocolates imported into the UAE (3 821
EUR/tonne). Similarly, the unit value of Polish imports was lower than the average, although higher
than Dutch chocolate, namely 3 496 EUR/tonnes. British, Italian, and Germanteohponits of
chocolate were by contrast valued above average at 4 659 EUR/tonne, 4 753 EUR/tonne, and 5198
EUR/tonne respectivelyr{gures-13Figureb-5).

With regards to confectionary, British imports, which were relatively low in terms of volume, were
valued at over EUR 11 million. On the contrary, Polish and Czech impoiits,lavge in terms of
volume, were valued at slightly over EUR 9 and EUR 7 million respectively. Subsequently, the unit
value of Polish and Czech imports (respectively 3 526 and 2 349 EUR/tonne) was well below the
average of confectionery imported into tHeAE (2 993 EUR/tonne); while that of British exports of
confectionery recorded an extraordinarily high unit value of 10 085 EUR/tonne.


http://www.trademap.org/
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Figure5-13: Per unit value of UAE imports of chocolate and confeatyoioe selected EU countries, 2013 (EUR per cubic

meter)
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5.4.3.3 EU GI products

As reported in sectiont.2.4, there are no specific provisions in the UAE on the protection of
geographical indications for chocolate and confectionery products.

5.4.3.4 Main competitors

As outlined in sectiob.4.3.2 companies from several countries export chocolate and confectionery

into the UAE. While Turkelg astrong player in both categories, China leads choeolatports.

Turkey has an inherent advantage as it is a Muslim country, and therefore by default producers tend

G2 Yl ydzFl OGdzNB yR SELRNI KFflf LINRPRdAZOGEA 6KAOK
outlook for Turkish exports to the UAE thereforenmans positive.

Ly GSNyxya 2F O2YLI yASaQ YINJ]S
dominate the UAE chocolate and confectionery market.

With a retail value of over 40%, Mars leads sales of
chocolate in the UAE, while Perfetti Van Melle is the leading
player in cofectionery, with a retail value of around 18%.

Both companies benefit from strong marketing campaigns,

wide distribution network and investments in new and
innovative productst®

5.4.4  Specific market entry requirements

Market Access and Entry

The UAE offegreat opportunities to European producers of chocolate and confectionery, which face
low entry barriers. A 5% tariff is indeed applied on both chocolate and sugar confectionery exports
from the EU. Nonetheless, this is not the caselwcolate containinglcohol tracesvhose imports

are subject to a 100% duty.

Detailed information on import duties and Rules of Origin can be consulted on European
Commission website:
http://madb.europa.eu/madb/atDutyOverviewPubli.htm?countries=AE&hscode=1806
(chocolate)
http://madb.europa.eu/madb/atDutyOverviewPubli.htm?countries=AE&hscode=1704
(sugar confectionery)

Customs procedures

A list of standard documents required for import of chocolate and confectionery into the UAE is
presented in section4.2.1 Additionally, the following documents are requested to export chocolate
and sugar confectionery to the UAE:

105 Euromonitor International: Packaged Food, 2018
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1 Authorisation of Foreign Foodstuffs Manufacturersa ddcument certifying that
manufacturers of chocolates and confectionery have been authorised by the competent
authority in the country of exportation and comply with the principles of hazard analysis and
critical control points (HACCP);

1 Registration of Foodsiffs Importers a document certifying that importers of chocolates
and confectionery have been registered with the food control authority of the respective
Emirate. The document is a prerequisite for the Release Certificate for Foodstuffs;

1 Release Certifiate for Foodstuffs A document certifying that imported chocolates and
confectionery have been subject to documentary control, physical examination and/or
laboratory testing, and have been found fit for human consumption;

1 Free Sale CertificateA documentonfirming that the chocolate and confectionery imported
are freely sold in the country of export.

1 Certificate of Dioxin Contenfonly required for chocolate products under HS code 1866
document certifying that chocolates are suitable for consumptsnregards their dioxin
content (see image below).

Note on confectionary containing alcohol arbrk by-products in sweets

Confectionary containing alcohol should be imported into the UAE in the same way as alcohol and
should only be sold through retail shops that have a licence for selling alcohol (see SetiBhnAs
there is some ambiguity on this issue, it is recommended that any importer wishing to import
confectionary for which it is not clear whether alcohol was used during the process check in agvance
with the authorities. Similarly, the use of pork by products is restricted (as outlined in sécfi@n
and hence should be avoided for products targetimg UAE market as a whole.-Bgsoducts used in
confectionary for the mass market should be halal.
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“NON-DIOXIN” CERTIFICATE

We, the official veterinary authority as concerned authority, confirm that the milk used in the production
of the goods being shipped under this LIC did not come from a country with reperted high levels of
dioxin and that the tolerated dioxin content was not exceeded. We furthermore confirm that the forage
used for feeding the cows neither was of such origin and is free from dioxin.

Consignment

COMMODITY:

SPECIFICATION AS PER CONTRACT NO.:
QUANTITY:

ORIGIN:

PACKING:

MARKING:
MET/GROSS WEIGHT:
ORIGIM:

COMMODITY:

Name and address of the manufacturer:

Factory code:

Production date Net weight Gross weight
Documentary Credit Number:
Destination:
{Date) {Stamp) {Signalure)

Any other up to date information on appropriate documents concerning customs procedures
can be consulted on European Commission website:
http://madb.europa.eu/madb/datasetPreviewlFpubli.htm?countries=AE&hscode=1806
(chocolate)
http://madb.europa.eu/madb/datasetPreviewlFpubli.htm?countries=AE&hscode=1704
(sugar confectionery)

SPS measures

All sanitary and Phytosanitary measures concerning the import of chocolate and sugar confectionery
into the UAE are in line witimternational standards.


http://madb.europa.eu/madb/datasetPreviewIFpubli.htm?countries=AE&hscode=1806
http://madb.europa.eu/madb/datasetPreviewIFpubli.htm?countries=AE&hscode=1704
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Labelling

Chocolate and sugar confectionery are subject to the local labelling requirements, as outlined in
section4.2.3 Furthermore, cultural norms and values should be taken into account when designing
and developing a label, as reported in sect®8.2

5.4.5 Distribution

As reported inFigure 5-14Figure 5-14, hypermarkets were the leading distribution channel for
chocolate and sugar confectionery in 2017 (51%), although sales through these distribution channel
recorded a negative growth compared to 2016. Soperkets (25.7%), and forecourt retailers (7.3%)
followed. Storebased channels indeed provide stockrooms that arecairditioned to ensure that
chocolate and specialist sugar confectionery do not melt, especially during the warmest months.
Furthermore, tle large space in hypermarkets allows for different promotional displays to attract
the attention of customerd®. Furthermore, traditional grocery retailers accounted for 10.8% of the
distribution channel shares in 2017, while nrstore retailing accountedor 1.3%, although it
recorded the highest growth in the sector.

Figure5-14: Distribution channels overview (retail value REFjocolate and confectionery in UAE (2017)
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Source: Euromonitadinternational: Packaged Food, 2018

|
Internet Retailing
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5.4.6 Challenges for EU products

European companies exporting chocolate and confectionery market have great export opportunities
in the UAE. Nonetheless, they face the competition of large international companies, which
dominate the sales, and importers from several countries. Furthermore, summer warm
temperatures and subsequent seasonal sales may reduce the opportunity for chocolate
manufacturers to penetrate the UAE market. Producers of chocolates containing alcohol and
confSOGA2YSNE GAGK WKIFENIYQ FyAYLFEE 3StFrGAYyS FIFOS
distribution.

Market TakeawayChocolate and confectionary

Consumption:On the rise, especially when it comes to healthier (e.g. organicslmar, lowfat items as
well as dark chocolate) and higimd products.

Competition: European companies face the competition of large international companies that dom
the market; Chocolate and confectionery imported into the UAE come from several countries.
Distribution: Hypermarkets and supermarkets are the leading distribution clerespecially for chocolate
which needs to be stored in stockrooms with-einditioning during summer.

Challengesvery warm temperatures anseasonalityof sales may obstacle imports of chocolate.
Opportunities: high-end and healthy products are expected to gain larger market shares, driven by h
disposable incomes and increasing healtinsciousness among consumers.
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5.5 Fresh fruit and vegetables

5.5.1 SWOT analysis

- Stringent market entry
procedures

- EU countries not
among top importers

-Consumption on rise

-Demand for diverse
fruit and vegetables

- Growing demand for
quality products

- Consolidated market

with strong competition
from foreign countries

- Increasing knowledge
about health issues
- Recent ban on products

from some other
countries

- Possible impacts of
new legislation.

5.5.2 Consumption
5.5.2.1 Evolution of consumption

All categories within the fresh fruit market in the UAE showed positive CAGR in recent years and are
projected to keep rising over the forecast perioBigure 5-15). Other fruits, such as apricots,
avocados, melons, mangoes and figs constitute the largest category, in total volume terms, in the
UAE fresh fruit market, with historic CAGR 5.2% per year, however their growth is expected to drop
to 2.4% per year in next yearShe seconéiggest, oranges and mandarins noted similar increase

and its growth is also projected to slow down going forward. Other large fruit categories on the UAE
market are bananas, apples and lemons. Moreover, plums are the only category exceptpdrto r

an increase in its forecast CAGR, comparing to historic one (7.5% and 8.8% per year). Pineapple has
been the most dynamic performer in last years (10.7% per year) and is forecast to stay on upward
trend (8.1% per year).
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Figure5-15: Evolution and forecast of fresh fruits market (000 tonnes) in the UAE, total volum@@®2.2
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As presented irfFigure5-16, consumption of almost all vegetable categories have been on rise and
are projected to grow further. The market for fresh vegetables in the UAE largely relies on other
vegetables, e.g. carrst cabbages, pumpkins, peppers and other green vegetables. The second
biggest category are onions, which are expected to report a drop in its forecast CAGR. The pace of
growth in terms of market size is forecast to slightly decrease in case of all categothin the

fresh vegetable market. The highest growth applies to other vegetabtgected to increase by

8.2% per year in next years and the lowest in case of onjocB8% per year. Maize is the only
category in the market to report negative CAGRrgvious years as well as is expected to remain on

downward trend.

Figure5-16:Evolution and forecast of fresh vegetables market (000 tonnes) in the UAE, total voluri202@12
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5.5.2.2 Consumer profile and purchase criteria

Consumers

Emirati consumers have been using fruit and vegetable in their cuisine for a long time, however due
to evolving influx of expatriates, the selection of available products has significaitgned.
Traditionally known tomatoes or melons are still used on daily basis by Emiratis, nevertheless both
local consumers and foreigners have accustomed to using broader range of fresh fruit and
vegetables.

In the market for fresh fruits, consumers in the UAE
have particularly appreciated more exotic products in
recent years, such as berries or pineapp&#h regards
to vegetables, nions, tomatoes and eggplants are
staple products for Emiratis, there arether types
emerging such as parsley and coriand#ough these
are officially considered spices under many
classifications including that of the Combined
- e Nomenclature}””. In general, UAE consumers have a
strong preference for sweet tastes, especially witesomes to fresh fruits.

Recent years have broughtmore healthconscious approach to dietatyabits; thus, consumers
have started to incorporate more fresh fruit and vegetables into their ¢igti addition, there has
been general concerns related toe use of pesticides and effectively the UAE government released
new, stricter, regulations applying also to imported fruit and vegetables.

Drivers and method of consumption —
Consumption of fresh fruit and vegetables is mainly drivenj&
two factors, namely rising health awareness amon
consumers as well as rapid growth of population, wh
gradually increases demand. Additionally, the demand r

different fresh fruit and vegetables is influenced by h .
number of expatriates arriving to the UAE.

Purchase criteria

In the view of emerging health and wellness trends, consumers in the UAE have started to pay
greater attention to the quality of products, including the issue of the use of heavy pestidides.

this end, consumers (mothers in particularly) melyeck labels of information at the time of
purchaseHowever, consumersmiddle-class expatriategicludedg can also berice-oriented. The

focus on price is more important for everyday staple varieties of fruit and vegetables such as
tomatoes and onionsather than more exotic products such as cherries, blueberries or strawberries.

107 Euromonitor International: Fresh Food, 2018
1080One in three UAE expats follow 'healthy' diétips://qulfnews.com/news/uae/health/onen-three-uae-
expatsfollow-healthy-diet-1.1659134
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According to data gathered by supermarkets in the UAE, consumers have also started to choose
locally-produced products more often, which might be connected to minimum qualiyducts
requirements set out by the ESMA, especially in the area of organic préuéts noted above,

there is a natural bias among UAE consumers towards sweeter tastes for fresh fruit.

5.5.2.3 Recent market trends

In recent years, due to growing health awarsageUAE consumers have started to purchase more
organic productd®. One of the main reasons has been protection of the environment. Concerns
over health can be also noticed in recent government regulations on the use of heavy pesticides,
which led to banmg of imported fresh fruit and vegetables from Middle East countries, i.e. Egypt,
Oman, Jordan, Lebanon and YerténThe scope of banned fruit and vegetables varies and include
various products, such as peppers, cabbage, lettuce, beans among many otheed| as apples

from Lebanon and all fruit from Yemelm. view of this ban, arrangements were immediately put in
place to import products from other nations including Saudi Arabia, India, Pakistan, Morocco,
Tunisia, South Africa and the Netherlands; ad a®lFrance, Italy and Spain to a lesser extent. While
these arrangements helped ensure supply and avoid price rises, the ban on imports from certain
countries still offers an opportunity to new entrants.

Unpackaged fruit and vegetables are in generaffgored, as consumers are able to check their
guality and choose the most suitable products. However, due to convenience matters, there has
been group of consumers increasingly choosing packaged pradtludse who purchase larger
quantities or products pnee to being crushed, such as small fruits, e.g. béffiePlugging into the

trend on perceived healthy foodsnd also connected to recent issues with the use of pesticides
organic fruit and vegetables have performed well recenBetailers have been irgasing their
portfolio of organic products of late to fulfil consumer demand.

Finally, exotic fruit varietieg cherries, cranberries, blueberries and strawberrgsave benefitted

of late fuelled by overall higher living standards. Acai berries haveflited from the trend in
healthy eating due to the presence of antiidants, with fithess bloggers in particular boosting their
image as a superfood.

109 High denand for locallyproduced fruit and vegetables, UAE supermarkets say;
https://www.thenational.ae/uae/highdemandfor-locallyproducedfruit-and-vegetablesuae-supermarkets
say1.743339

IOUAE consumers buying more organic food, survey shdmiss:/gulfnews.com/nevs/uae/health/uae
consumersbuyingmore-organicfood-surveyshows1.2280226

11 Middle East  fruit  and veg ban to be felt by UAE consumers;
https://www.thenational.ae/uae/environment/middleeastfruit-and-vegbanto-be-felt-by-uae-consumers
1.61738

12 Eyromonitor International: Fresh Food, 2018



https://www.thenational.ae/uae/high-demand-for-locally-produced-fruit-and-vegetables-uae-supermarkets-say-1.743339
https://www.thenational.ae/uae/high-demand-for-locally-produced-fruit-and-vegetables-uae-supermarkets-say-1.743339
https://gulfnews.com/news/uae/health/uae-consumers-buying-more-organic-food-survey-shows-1.2280226
https://gulfnews.com/news/uae/health/uae-consumers-buying-more-organic-food-survey-shows-1.2280226
https://www.thenational.ae/uae/environment/middle-east-fruit-and-veg-ban-to-be-felt-by-uae-consumers-1.61738
https://www.thenational.ae/uae/environment/middle-east-fruit-and-veg-ban-to-be-felt-by-uae-consumers-1.61738
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5.5.3 Offer
5.5.3.1 Domestic production

Due to unfavourable weather conditions the scope of domestic productioatieer limited and is
spread across several products; hence the market mostly relies on imports. However, the UAE
companies and research centres have tried to adapt production to weather conditions by
introducing halophytic (saltesistant) vegetables, wthh use brine from desalination units treated

with fish effluents. Currently, experiments are carried out in the station of the InternatiGeatre

for Biosaline Agriculture (ICBA) in DdbaiMoreover, domestic producers have managed to adapt
production to inhospitable climate by developing a hydroponic farming system, which uses
rockwool, ensuring water circulatiét.

5.5.3.2 Imports and exports

The United Arab Emirates, due to limited domestic production, relies on imports of fresh fruit and
vegetables. In termsf value, both imported and exported fruits exceed the value of vegetable
imports Figure 5-17). As presented in the chart, both fruit and vegetable imports have risen
significantly in recent years, with slight drop of imported fruit in 2016. Exports of fruit, on the other
hand, have emained stable in the last two years, whereas the value of exported vegetables has
been growing since 2014.

Imports of fresh fruit and vegetables are diverse in terms of countries involved and include
importers from several continent$-{gure5-18). India is the major exporter in both fruit and

vegetable markets. The UAE imports fruits notably from the USA, India, South Africa among many
others. Imported vegetablesnahe other hand, comes from India, Australia, Canada and China;
however, there is also a large group of other importers included, also from the EU, e.g. Spain and
France.

113 Halophytic vegetables catch on in the UA&tps:/qulfnews.com/news/uae/environment/halophytic
vegetablescatchon-in-the-uae-1.2223667

4How do you grow vegetables in the deseri®ps://www.euronews.com/2018/09/21/howdo-you-grow-
vegetablesn-the-desert



https://gulfnews.com/news/uae/environment/halophytic-vegetables-catch-on-in-the-uae-1.2223667
https://gulfnews.com/news/uae/environment/halophytic-vegetables-catch-on-in-the-uae-1.2223667
https://www.euronews.com/2018/09/21/how-do-you-grow-vegetables-in-the-desert
https://www.euronews.com/2018/09/21/how-do-you-grow-vegetables-in-the-desert
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Figure5-17: Trade balance (importnd exports) of fruits and vegetables in in the UAE, 207 3alue 000 EUR
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Figure5-18: UAE imports of fruits and vegetables by country, 202;3value 000 EUR
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5.5.3.3 EU GI products

As reported in sectio®.2.4 there are no specific provisions in the UAE on the protection of
geographical indications fdresh fruit and vegetables.

5.5.3.4 Main competitors

Overall, the fruit and vegetable market in the UAE is fairly well consolidated with leading players
using price promotion to make it difficult for new entrants. However, the growth both in the
population overall and the middleclass population is creating some opportunities through new
demand.

As outlined in sectiob.5.3.1 domestic production of fresh fruit angegetables in the UAE is limited

due to unfavourable weather conditions. Therefore, a large part of domestic demand is satisfied by
imported products, which are exported to the UAE from many countries. Nevertheless, there are
types of fruit and vegetablesyhich grow in the country, such as tomatoes, eggplant or melons. In
addition, due to technological development, some domestic producers managed to set up an
effective production plant, however even with these developments the quantity of domestically
produced fresh fruit and vegetables remains limited.

5.5.4  Specific market entry requirements

Market Access and Entry

Market entry procedures and related documentation differ throughout the United Arab Emirates,
GKAOK | NB NB3IdzZE FGSR 068 9YANIGSaQ NBaLISOUGADS | R
requirements applied might be considerably different with regardré® trade zones, which scope is

set out in4.4.2

SATFSNBYOSa 0SG6SSYy 9YANIGSaQ YIN]SG SyiNr LINEC
systems, required documentation, payments as well as other services connected to handling the
consignmets. More details on the procespplying to thdargestEmirates can be consulted below:

Abu Dhabi
https://www.adfca.ae/English/PolicyAndLeqgislations/AdvisoryGuidlines/Documents/Gun gelf

Dubai

http://www.foodsaf.ae/pic/requirements/Food Import and Rexport Requirements Eng.pdf

Sharjah
https://www.sharjahcustoms.gov.ae/en/impoiprocedures

Customs procedures


https://www.adfca.ae/English/PolicyAndLegislations/AdvisoryGuidlines/Documents/Guide-en.pdf
http://www.foodsafe.ae/pic/requirements/Food_Import_and_Re-export_Requirements_Eng.pdf
https://www.sharjahcustoms.gov.ae/en/import-procedures
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The overview of the procedure can be consultedgéation 4.2.1 Furtherdetails on market entry
documentation with regards to respective Emirate can be found in above links.

SPS measures

In case of importation of fresh fruit and vegetables to the UAE, there are several specific
requirements involved, including Animal & Plamtealth Inspection Service Phytosanitary
Certificaté!®. This must certify that the product has been inspected/tested in line with the official
procedures and that it is free of quarantine pests. Following new rules on pesticide registration, all
types of peticide used going forward will have to be registered with MOCGEAE

Up to date information on appropriate documents concerning SPS measures
http://madb.europaeu/madb/datasetPreviewFormIFpubli.htm?datacat _id=IF&from=publi

Labelling

As outlined in sectiont.2.3 labelling rules in the UAE are regulated by GSO Standard 9/2013;
requirements on packaging, additives, pesticides and other contaminants, as well as those relating
to the provision of food ELIANE Ay F2NXYIF GA2y 2y (GKS LINRRdAzOGaQ
150/2013.

5.5.5 Distribution

As presented irFigure5-19, retail channel is the most common way totdtsute fresh fruit and
vegetables. However, in case of vegetables it is a main distribution channel, accounting for 77.5%, in
terms of volume, in 2017, whereas over 50% of fresh fruits was distributed through retail stores.
Foodservice appears to be mopeesent in the market for fresh fruit, where in 2017 almost 40% of
fruits was distributed through this channel. On the contrary, only 17.9% of fresh vegetables were
distributed through foodservice in 2017.

15 http://agritrade.iift.ac.in/html/Training/Market%20study/UAE_Final_Report.pdf
118 Ministerial Decree No 27 of 2018.

f


http://madb.europa.eu/madb/datasetPreviewFormIFpubli.htm?datacat_id=IF&from=publi
http://agritrade.iift.ac.in/html/Training/Market%20study/UAE_Final_Report.pdf
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Figure5-19: Distribution channel overview of fresh fruit and vegetables in the UAE (2017); total volume
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Source: Euromonitor International: Fresh Food, 2018

In terms of retail, supermarkets pk an important role. The largest retailers tend to import
themselves directly (with India and Sri Lanka particularly popular sources for them). Farmers
markets (which tend to use price promotion) and fruit and vegetable markets are other notable
channelsand in somecasesair conditioning is used in these channels to mitigate the effects of the
hot climate.

5.5.6 Challenges for EU products

Imports of fresh fruit and vegetables to the UAE might constitute a challenge notably due to
established competition andhorough market entry procedures. Not only the procedures put in
place are stringent, the market for fresh fruit and vegetables has been under recent scrutiny of UAE
government due to excessive use of heavy pesticides in imported products. At the samaéttime
should be remembered that the market heavily relies on the imports, which combine variety of
importers and products from many countrieBhe main opportunities appear to be in staples that
are widely produced in EU some EU countries (apples, peaashesg, tomatoes, onions, peppers,
mushrooms and lettuce) as well as some more exotic fruits (cherries and blueberries).
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Market Takeaway: Fresh fruit and vegetables

Consumption:Consumption of both fruit and vegetables has been on rise, which is melagd to rapid
growth of population.

Competition:Market mainly relying on imported products, with limited domestic production, coming dow
certain products.

Distribution: Fresh vegetables mainly distributed through retail channels as well asfiftétsh however to a
lesser extent. Foodservice constituting important channel for fresh fruit.

Challenges Stringent market entry procedures. Leesfablished ties with fruit/'vegetables importers wit
simultaneous low volumes imported from the EU.

Opportunities: Low domestic production and increasingnsumption create a large structural shortag
Recent bans on some sources provide opportunities. Qgektying and healthy/organic focus amor
consumers.
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5.6 Processed fruit and vegetables

5.6.1 SWOT analysis

-Growing demandor
processed fruit and
vegetables due to
convenience and health
added values.

-Growing market with
diversified consumer
groups;

5.6.2 Consumption
5.6.2.1 Evolution of consumption

-Stringent market entry
procedures

-Presence of domestic
companies and many
international
manufacturers

UAEC Market Entry Handbook

The market for processed fruit and vegetables mainly comprises frozen products, which market size,
in terms of volume, has been on continuous rise and is expected to note a growth of 9.3% per year
over the forecast pead. Shelf stable fruit and vegetable are much smaller in their quantity however,

their consumption is also on riseigure5-20).

Figure5-20: Evolution and forecast of processed fruit and vegetable market (000 tonnes) in the UAE total volume 2012

2022
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Source: Euromonitor International: Packaged Food, 2018
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5.6.2.2 Consumer profile and purchase criteria

Consumers
Given the vat differences in cuisine preferences in the UAE, there is a variety of products available
on the market, targeting different groups of consumers. By a way of example, baked beans are
preferred by Western expatriates, whereas chickpeas by Indianfahdnd molokhia by Arab
expatriates!’. Moreover, it must be remembered that such products are in general purchased in
different shops, which usually have a taitoade selection for targeted

group.

Drivers and method of consumption
Consumption of processed fruit and vegetables is largely driven by cu
preferences, meaning that there are separate groups of locals as we
expatriates having strong taste for certain preparations that they knd
However, frozen items are highly pqeciated by almost every consume
group, mostly due to convenience added value as well as general b
that frozen fruit and vegetable is the closest to fresh product.

Purchase criteria

As mentioned above, consumers in the UAE base their
purchasing aproach on cuisine preferences as well as
convenience matterg such as frozen fruit and vegetable
preparations. In addition, given themerging trend in
health awareness, consumers find frozen products to be
the closest to fresh ones, thus carrying the shealth
benefits.

5.6.2.3 Recent market trends

Frozen fruit has been on significant rise, as consumers have started to particularly appreciate frozen
exotic fruits, especially berrieswhich are used in many yoghurt desserts or snacks. Overall, frozen
productshave been very popular in the UAE. Moreover, as is the case in the market for fresh fruit
and vegetable, there has been growing consumer base for organic products, which could be linked
to more healthoriented approach to dietary habits.

In July 2018the MOCCAE blocked imports of frozen fruit and vegetables fnoenspecific supplier
in Europe, in a response to ksta contamination detected in shipmentsf the exporting
companiest®.

17 Eyromonitor International: Packaged Food, 2018

H8UAE withdraws frozen fruit, vegetables from Europe after listeria sdatte;//qulfbusiness.com/uae
withdrawsfrozenfruit-vegetableseuropelisteria-scare/



http://gulfbusiness.com/uae-withdraws-frozen-fruit-vegetables-europe-listeria-scare/
http://gulfbusiness.com/uae-withdraws-frozen-fruit-vegetables-europe-listeria-scare/
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5.6.3 Offer
5.6.3.1 Domestic production

There are several domestic companies in the UAE, which shape the market for processed fruit and
vegetables. Gulf Food Industries specializing in shelf stable products, led the market in 2017, with
almost 15% of value share; however, General Mills Inc aidvidnte Foods (UAE) FZE were also
one of the most influential companies, producing both frozen and shelf stable products. Lastly, there
are many products from international manufacturers targeting mostly expatriates.

5.6.3.2 Imports and exports

Identifying da& on trade in processed fruit and vegetables is extremely complicated due to the
number of different lines under which such products can be imported. Trade in processed fruit and
vegetables was captured in the data presented in sechi&n3.2on trade in fruit and vegetables as

a whole.

5.6.3.3 EU GI products

As reported in sectiort.2.4, there are no specific provisions in the UAE on the protection of
geographical indications for processed fruit and vegetables.

5.6.3.4 Main competitors

The market is led by several domestic companies including Gulf Food Industries, General Mills Inc
andDel Monte Foods (UAE) FZE, which offer wide selection of both frozen and shelf stable products.
However, the UAE market for processed fruit and vegetables is characterized by strong presence of
international products, which are familiar to a high numbeegrpatriates residing in the UAE.

5.6.4  Specific market entry requirements

Market Access and Entry

Market entry procedures and related documentation differ throughout the United Arab Emirates,
GKAOK | NS NBIdzA I GSR 08 9YANIidSaQ NBALISOUGALBS I R
requirements applied might be different with regard to free zone®(sectiont.4.2).

SATFSNBYOSa 0SisSSYy 9YANIGSAaQ YINJ]SG SyadNE LINERC
systems, required documentation, payments as veallother services connected to handling the
consignmens. More details on the procesgplying to thdargestEmirates can be consulted below:

Abu Dhabi
https://www.adfca.ae/English/PolicyAndLeqislations/AdvisoryGuidlines/Documents/Gun gelf

Dubai
http://www.foodsafe.ae/pic/requirements/Food Import and Rexport Requirements Eng.pdf



https://www.adfca.ae/English/PolicyAndLegislations/AdvisoryGuidlines/Documents/Guide-en.pdf
http://www.foodsafe.ae/pic/requirements/Food_Import_and_Re-export_Requirements_Eng.pdf
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Sharjah
https://www.sharjahcustoms.gov.ae/en/impoiprocedures

Customs procedures

The overvigv of the procedure can be consulted $ection4.2.1 Further details on market entry
documentation with regards to respective Emirate can be found in above links.

SPS measures

Up to date information on appropriate documents concerning SPS measures
http://madb.europa.eu/madb/datasetPreviewFormlFpubli.ntm?datacat_id$iB&a=publi

Labelling

As outlined in sectiort.2.3 labelling rules in the UAE are regulated by GSO Standard 9/2013;
requirements on packaging, additives, pesticides and other contaminants, as well as those relating

G2 GKS LINRPOAAAR2Y 2F F22R SELANE AYyF2NXlafdAizy 2V
150/2013.

5.6.5 Distribution

The vast majority of products is distributed through stimased retailers (98.6% in 2017 in terms of
value). Processed fruit and vegetable are purchased mainly in hypermarkets (61.5%) or
supermarkets (20.4%). Internet Reitag) picked up by 1.4% in terms of value in the last year,
whereas small grocers shares dropped by 2.0% in 26igure5-21).


https://www.sharjahcustoms.gov.ae/en/import-procedures
http://madb.europa.eu/madb/datasetPreviewFormIFpubli.htm?datacat_id=IF&from=publi

120| Page UAEC Market Entry Handbook

Figure5-21:Distribution channel overview of processed fruit and vegetables in the UAE (2017); retail value
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5.6.6 Challenges for EU products

Imports of processed fruit and vegetablas the UAE are combined with stringent market entry
procedures. Government of the UAE pays great attention to food safety measures, which might be
an additional challenge to meet all the necessary requirements and documentation.

Market Takeaway: Progssed fruit and vegetables |

ConsumptionConsumption has been on the rise. Frozen products are by far the largest category on the
and are projected to increase further their market share with consumers appreciating their proximity ta
products.

Competition: Market is led by domestic companies, however there is also a strong presence of intern
products, aimed particularly at high number of expatriates in the UAE.

Distribution: Processed fruit and vegetables are mainly distributed throughe$ased retailers, such a
hypermarkets and supermarkets.

ChallengesThe main challenge has to do with thorough market entry procedures. Moreover, the market

abundance of different products available.

Opportunities: Growing demand for processdtlit and vegetables, particularly frozen products and exc
fruits, such as berries.
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5.7 Wine

5.7.1 SWOT analysis

- A limited number of
licensed venues/shops is
allowed to sell wine

- Consumption on the
rise, mainly due to
growing tourism

- There is no domestic
production, due to arid

- Distribution is
controlled by 5
companies in Dubai and

C"m&!te an_d _dominant Abu Dhabi (largest
Muslim religion

markets)

- Sales and consumption ST, GO ST

of wine are expected to Ll n_on-IEU A(\:ountrl!es,
e in particular Australia
choice is limited. - Number of foreign

. suppliers is expected to
-In Dubai, the luxury increase exponentially
segment is very dynamic |\ o can be

and on the rise .
complex and expensive

5.7.2 Consumption
5.7.2.1 Evolution of consumption

Consumption of wine in the UAE is on the rise, driven by the rapidly increasing number of expats and
tourists from a broad range of foreign countriéd as well as the growing luxury segment in
Dubai?°,

As indicated inFigure5-22, total consumption of rosé wine recorded the most dramatic growth
between 2012 and 2017 (6.4% per year), followed by white wine (6%), red wine (5.7%), and
sparkling wine (4.9%). In 2017, tbtansumption of sparkling wine stood at 2.3 million litres, while
total consumption of other categories of wine recorded higher values, namely 3.4 (rosé), 4.4 (white),
and 5.9 million litres (red). On top of that, total consumption of wine is expectedrtber grow

over the next few years, reaching up to 21.7 million litres in 2022 (+5.7 million litres compared to
2017 figures).

Per capita consumption of wine has been rather stable between 2012 and 2017 and it is expected to
moderately increase by 2022n 2017, per capita consumption slightly varied between categories,
ranging between 0.3 litres (sparkling wine) and 0.6 litres (red wine). Similarly, in 2022 per capita
consumption of wine is foreseen to fluctuate between 0.4 (sparkling) and 0.8 lie@p (

119 Euromonitor InternationalAlcoholic Drinks 2018
120strong outlook for luxuryspirits in Middle Easthttps://www.thespiritsbusiness.com/2016/03/strorg
outlook-for-luxury-spiritsin-middle-east/



https://www.thespiritsbusiness.com/2016/03/strong-outlook-for-luxury-spirits-in-middle-east/
https://www.thespiritsbusiness.com/2016/03/strong-outlook-for-luxury-spirits-in-middle-east/
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Figure5-22: Evolution and forecast of wine markatillion litres) in UAE, total volume, 202922
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Source: Euromonitor International: Alcoholic Drinks, 2018

5.7.2.2 Consumer profile and purchase criteria

Consumers
In the UAE, wine consumers are usually Munslim expatriates and tourists above -2&ars of age,
that are allowed to drink alcohol at home and in licensed venseg @lso section8.3.2.1and
5.1)'2% In general terms, consumers can be broken down into five overarching groups:
1 General young adults between the ages of2&L consumption in this group has increased in
recent years.
1 American expats: Lighter red wines and white wines are common among Americans,
especially women and young age group.
1 Western Expats: Red wine is patiarly popular among this group.
1 Arab expats: Working professionals from Tunisia, Algeria and Syria of the age gré0p 25
] are mostly red wine consumers. Among them, the
consumption is dominated by men.
1 Asia expats: Sri Lankan, Indian and Filipinos 260
| years of age, with almost equally split among the genders.
A big portion of wine consumers that are particularly dominant
in Dubai, consists of highcome expatriates who drink luxury
wine to affirm their social statu¥2

Drivers and method of cesumption

A key driver for the consumption of wine in the UAE is the growing number of tourists and expats
from around the world, including European countries, particularly in Dubai and Abu Dhabi. In these

121 UK Government Foreign travehddvice: United Arab Emirateshttps://www.gov.uk/foreigntravek
advice/unitedarab-emirates/locallawsand-customs

22 Quanto costa il vino nel mondo (iralia & abbastanza caro)
https://www.wired.it/lifestyle/food/2016/10/27/vino-costomondo/



https://www.gov.uk/foreign-travel-advice/united-arab-emirates/local-laws-and-customs
https://www.gov.uk/foreign-travel-advice/united-arab-emirates/local-laws-and-customs
https://www.wired.it/lifestyle/food/2016/10/27/vino-costo-mondo/
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two Emirates, the luxury segment is the mabtnamic, as demonstrates the popularity of the
champagne French luxury brand Louis Vuitton Moét Henngésy

Consumption of wine usually takes place either at home or in licensed location in Dubai and Abu
Dhabi'?*, Consumers in these large Emirates hawstrang eatingout culture and are increasingly
frequenting fancy restaurants, which usually offer a wide choice of-pigted wines from all
around the world. Nonetheless, lowdémcome consumers may opt for purchasing cheaper wine at
duty-free stores or fom smaller Emirates in some cases and consume it at ligegealso section
5.1)12° Tourists have also the possibility to purchase maximum foesliwf wine at Duty Free shops

in the airport and bring it back to their hotel; as well as generally to consume alcohol on site in
licenced venuesConsumption of winés more common during the weekend and peaks during the
summer season.

Purchase criteria

l O0O2NRAYy3I (2 SELISNIaz !1!9
criteria is brand reputatiod?®. Bordeaux is the most solc
type of wine in the UAE in hotels, bars and all ot
f AOSYyOSR @SydzSao | 2 &ESr@gp€aN
wines ¢ American ones in particulasuch as the brands
Araujo, Colgin and Screaming Eaghre gaining ground
with American expats a notably consumer of these win
Millennials are more predisposed to taking price in
account when purchasing, and hence may target w
types other tharBordeaux.

A A . rx axrA N A YI}\y. I_

5

According latest figures, UAE consumers have a preference for red and white wines, with rosé and
sparkling wines gaining ground. Furthermore, over the last years there has been an increase in
demand for sparkling wines, which grew from 1.2td million litres between 2012 and 2017. Sales

in this category are driven by the demand for champagne in larger cities, where the number-of high
income residents and tourists with a luxury lifestyle is risgag (box belo)y and also foiprosecco
whichhas become popular due to the trend of Friday brunétes

123 Euromonitor International: Alcoholic Drinks, 2018

124The Great Dubai Wine Booimtp://www.winetrend.com/the-greatdubaiwine-boom/

125 Euromonitor International: Alcoholic Drinks, 2018

1261 e vin francais en pleine croissance aux Emirats et au Qatar
http://www.lefigaro.fr/conjoncture/2015/10/28/2000220151028ARTFIG000#8vin-francaisen-pleine-
croissace-auxemiratset-au-gatar.php
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Consumption trends in Dubai

In Dubai, an international citwhere above 80% of the population is foreign, and where touissthe

main driving forcdor the consumption wine sales arehigher than in the rest of the countryDue to
the warm climate throughout the yeaDQubaicustomers have areference for white and rosé wine
which account for almost two third of total wine sales. Nonetheldmmefitting from te luxury

lifestyle of Duba residents (mostly expatriates and travellershampagne and sparkling wine in

particular prosecca are gaining groundThe main reason of higher sparkling wine consumptio
the increasingpopularity of Friday brunaks in restaurants, where a widange of sparkling wines i
served.

Source 6 5dz0 I A 2 Ay S al NJ Shitgs:/toshbrFh.wargbiedR o B0 §/06/2 6/dEbaiine-marketbrief-
introduction/, The Great Dubai wine boofrttp://www.winetrend.com/the-great-dubaiwine-boom/

5.7.2.3 Recent market trends

The UAE is a relatively new market for wine, where trade is howevelafgng very fast. Driven by

the increasing number of tourists and expatriates moving to the UAE, the wine segment is foreseen
to post a total volume CAGR of 6% and to reach sales of 23.6 million litres by 2022. Demand for
champagne and brands that denostatus is expected to drive sales of supeemium wines in
20182022 with brut and extra brut champagne expected to be particularly pop@ansumers will
increasingly purchase these luxury products througkrade channels as disposable income levels
continue to increase in the UAE. Consumption of rose and white wine is also forecast to grow
partially diven by climatic considerations; but red wines which can be drunk chilled are also
expected to benefit from this trendAmong sparkling wines, Prasm® has benefits from the Friday
brunch culture, and ikelyto continue to do well going forwards.

It should be noted that some consumers feel the choice of wine is still quite limited in the UAE;
indicating the potential for new products. Furthermorehile ontrade has traditiondy dominated

wine distribution, there is growth in the emade channels as some consumers move to
consumption at home to mitigate the rising cost of eating out.

Some examples of brands which have performed welidegtified below:

1 Lenotti: Italian brand which has been popular among Arab and Asians due to its high quality.
1 J C Fromont: a highuality wine well suited to the aggregate palate of consumers in the
UAE.

Montes: Chilean wine, performing well in both, HGQREand retail outlets.

Louis Jadot: A luxury French wine building success based on its heritage.

Penfolds: An Australia brand commonly consumed by Americans and Europeans.

Jacobs Creek: Australian wine, targeting theti@fle channel and normally consumed
home.

=A =4 -4 =4
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5.7.3 Offer
5.7.3.1 Domestic production

Due to the arid climate, as well as to the dominant Muslim religion, wine is not produced in the UAE.
Therefore, wine consumption entirely relies on imports from third countries.

5.7.3.2 Imports and exports

Do to the absencef domestic production, all wine consumed in the UAE is imported. Nonetheless,
part of it is reexported, as indicated iffigure5-23 (see sectiorb.2.3.2for the reasons which also
apply to wine).

Imports of wine have recently started recovering, following a collapse between 2015 andf2016
reasons pleassee sectiorb.2.3.2. Imports almost doubled over the period (262817) to 51 999
tonnes, returning tote 2013 levels (54 115 tonnes).

With 16 351 tonnes in 20L(or 31% of the total UAE imports in terms of volume), France was the
leading importer of wine to the UAE, followed by Australia (8 257 tonnes, or 16%), South Africa (6
780, or 13%), Italy (6 117, or 12%), and Chile (4 333, or 8%). The rest of the Wieacky 7% of

total UAE imports of wine, with Spain, Germany and the UK taking the lead. The number of total
suppliers, which is already very large, is also projected to go up exponettfially

129The Great Dubai Wine Booimtp://www.winetrend.com/the-great-dubarwine-boom/
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Figure5-23: Trade balanceifiports and reexports) of winén UAE, 201-37; tonnes
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Figure5-24: UAE imports of wine by country, 2613, tonnes
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France, which is the largest exporter of wines to the UAE, also imparthighestvalue wines: in

2017, French imports were indeed valued at over EUR 150 million. As indicdtegliia5-25, the

unit value of French wines was 9 271 Ebiihe in 2017, well above the average of wines imported

into the UAE (5 081 EUR/tonne). On the contrary, the unit value of Spanish and Italian imports was
very low, i.e. 3 639 and 3 182 EUR/tonnes respectiénetheless, Italian wines have gained
popularity in the UAE through their targeting of the Horeca channel.


http://www.trademap.org/
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Figure5-25: Per unit value of UAE imports of wine for selected EU countries,1ZQE3JR per tonne)
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5.7.3.3 EU GI products

As reported in sectiont.2.4, there are no specific provisions in the UAE on the protection of
geographical indications for wine.

5.7.3.4 Main competitors

As indicated in sectioB.7.3.2 nonEuropean countries account
for 50% of total sales of wine in the UAE. Australia is the main
non-European exporter of wine to the UAE. Bilateral relations
between this country and the UAave been growing, which is

o TR e ";:'» ', = also demonstrated by the attempts to negotiate a Free Trade
Agreement with the GCE€. While negotiations are stalled at present, any resumption may
dzf GAYlF GSte FaaArad !'dzadNIfAFQa &AKFENB 2F GKS |19 ¢

10Wine Australia Report: Export Market Guiddnited Arab Emirates,
https://www.wineaustralia.com/exporting/bymarket/export-marketguide-united-arab-emirates
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In terms of compaies operating in the UAE market, the wine competitive landscape in highly
fragmented, with LVMH Moét Hennessy Louis Vuitton leading the sales thanks to its exclusive image
FYR aGNRy3I LINBASYyOS Ay OKIFYLI IAYySo ¢ a&dnghighlldr vy & Qa
income consumers. However, the market share of the company is around onRy. 4%

5.7.4  Specific market entry requirements

Market Access and Entry

As detailed in sectioB.1.2 market entry requirements for the imports of wine vary by Emirate, with
Dubai and Abu Dhabi posing more challenges in terms of market access and distribution. On top of
that, exporting wine to the UAE can be more complex due to th@%d0mport duty European
companies face.

Detailed information on import duties and Rules of Origin can be consulted on European
Commission website:
http://madb.eu ropa.eu/madb/atDutyOverviewPubli.htm?countries=AE&hscode=2204

Nonetheless, there are numerous free zones throughout the country, which may provide advantages
when it comes to exporting wine to the UAE (see sedtidn?).

Customs procedures

A list of standard documents required for import into the UAE is presented in sedtihi

Additionally, a document approving the actual importation of restricted goods is requested to export
gAYyS G2 GKS !'19d ¢KS | LILX AOFGAZ2Y 6 AyortawhartyA &8 K 2 NJ
concerned, and only involves a negligible cost for the standards application form.

Any other up to date information on appropriate documents concerning customs procedures
can be consulted on European Commission website:
http://madb.europa.eu/madb/datasetPreviewlFpubli.htm?countries=AE&hscode=2204

SPS measures

All sanitary and Phytosanitary measures concerning the import of winethe UAE are in line with
international standards.

Labelling

Contrarily to other agffood products, wine is not subject to the local labelling requirements (see
section5.1).

131 Eyromonitor International: Alcoholic Drinks, 2018.
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5.7.5 Distribution

In respect of the Islamic religion, the wine is subject to restrictions and it can be sold only in
authorised venues (in Dubai and Abu Dhabi) and alcohol stores (in the other emirates, with the
exception ofSharjah where sale is forbidden). For this reason, as well as to the luxury lifestyle of
several UAE residents and tourists-toade channels (hotels, bars, restaurant and similar venues)
are the dominant distribution channels in the UAE, with a shaG0d%:*2,

With regards to offrade distribution channels, all sales take place in food/drink/tobacco specialists,
as sales on alcoholic beverages in supermarkets are prohifseel also sectio®s.1.2 for more
details)

5.7.6 Challenges for EU products

Despite the wine segment is one of the fastgsbwing in the country, European companies face
several challenges when exporting to the UAE. Since the UAE isienMashtry, the consumption

of alcoholic beverages is in principle forbidden. Adult Mumslim expatriates and tourists are
authorised to purchase and consume alcohol, under certain requirements, although prices can be
prohibitive. Also, sales of wine afenited to licenced venues, with a ban on sales of alcoholic
beverages in supermarkets. On top of this, the procedure to access the market can be complicated
and expensive with high import duties.

Market Takeaway: Wine

ConsumptionOn the rise, driven by increasing number of tourists as well as expatriates.

Competition: Absence of domestic production due to arid climate and Muslim religion. Australia is a s
competitor. More and more sellers are penetrating the market.

Distribution: Ontrade channels are dominant; sales in supermarkets are prohibited; 100%@d& sales take
place infood/drink/tobacco specialists

Opportunities: champagne and otheluxury products/brands are gaining momentum, particularly in Duk
chilled wines Bow potential. Targetting the Horeca channel may help raise awareness and build popularity

132 Euromonitor International: Alcoholic Drinks, 2018.
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5.8 Pasta

5.8.1 SWOT analysis

- Consumption of pasta - Consumers prefer rice
and noodles is on the rather than pasta and

rise noodles

- Saudi Arabia and

- Growing demand for Turkey are more and

gluten-free pasta and
noodles

more establishing
themselves in the UAE
market for pasta and
noodles

5.8.2 Consumption
5.8.2.1 Evolution of consumption

The total consumption of pasta, rice and noodles as a whole is increasing in the UAE, mainly driven
by increasing sales of rice, which is a staple food for the numerous Asian and Arab expéatriates

Total pasta consumption in the UAE grew d&.2% CAGR in 202D17 and is projected to further
increase in the coming years, passing from above 10@@@esin 2017 to around 13 000 tonnes in
2022 Figure5-26). Per capita consumption of pasta, which is stable at 1.1 kg per capita per year, is
expected to moderately increase in the coming years, exceeding 1.3 kg in 2022.

Noodles total and per capita sales performed even better than pastardigpa 6.6% CAGR in
20122017. Consumption of noodles, which was abov®@3tonnes in 2017, is set to reach over 33
000tonnes in 2022. Rice, however, remain the most purchased food in the category, and is expected
to grow at a faster rate compared tcapta and noodles. Current consumptionrife, namely over
446000tonnes, is set to achieve over 6@B0tonnes in 2022Kigure5-27).

138 Euromonitor International: Packaged Food, 2018
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Figure5-26: Evolution and forecast of market for pasta (000 tonnes) and per capita (kg) pasta consumption in the UAE,
20122022
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Figure5-27: Market size, and evolution and forecast of rice, pasta and noodles markets (000 tonnes)AEth2012022
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5.8.2.2 Consumer profile and purchase criteria

Consumers

UAE demand ofice, pasta and noodles mainly come
from the increasing number of Asian and Are
expatriates. Rice is the most demanded product, as
result of more Asian and Arab expatriates opting
relocate to the Emirates for employment reasons. Rice
considered a stapl among these consumer group

regardless of economic status, and part of every A2
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meals®*. More healthconscious consumers are also increasingly purchasing egemproducts'®.

Drivers and method of consumption

While European, American and Northern iédin expatriates are more likely to consume pasta at
home, Asian expatriates (who are the majority in the UAE) may rather opt foamitenoodles to a
less extent Nonetheless, driven by increasing popularity of Italian cuisine, pasta is gaining traction
5dz0 I A Q& NBa Gl dzNI y (% Whe® appiSitednie tesidentst fropk alzbiddintrigsh S &
enjoy a highquality pastabased meal.

Purchase criteria

Quiality is the main purchase criteria of Mediterranean expatriates and uppgeme Emiratis, o
are likely to consume pastt home as well aghen diningout. On the contrary,dwer-income UAE
residents, whose purchases are driven by price, are more likely to opt for rifag,rapre affordable
pasta and noodigbrands.

For workers, conveniercis the most important purchase criteria; these customers are indeed
increasingly opting for this item as padtased meal can be prepared in a short tiile

5.8.2.3 Recent market trends

As seen aboveates of rice, pasta and noodles are on the rise. Noodles grew at a CAGR of 6.6% in
20122017, while pasta and rice at a CAGR of 5.3%. However, this trend is expected to slightly
change in the next years, with rice projected to regain market share and gr@an5.8% CAGR by
2022. Pasta is forecast to remain the smallest part of staple consumption.

5.8.3 Offer
5.8.3.1 Domestic production

Although pasta is mostly associated with Italy, domestic production is expanding, as busy workers
are increasingly purchasing pasta due to its convenieWith six brands on the market, the Emirati
Macaroni Factory*®is one of the strongest player in theasta and noodle®cal market Similarly,

with the brand Jenan, the Dubhased company Al Ghuardif has gained a large share in the UAE
pasta and noodles market.

134 Euromonitor International: Packaged Food, 2018

B Barilla launches glutefree pasta range in the UAmBttps://www.thenational.ae/lifestyle/food/barilla
launchesglutenfree-pastarangein-the-uae-1.613821

1381] World Pasta Day festeggia 20 anni a Dubai e guardahébs;//it.notizie.yahoo.com/itworld-pastaday-
festeggia?0-anniduba-100620120.htm!

137 saturation point for pastahttps:/www.arabianbusiness.com/saturatiepoint-for-pasta59578.html

138 hitp://www.emiratesmacaroni.com/oubrands/emiratesmacaroni

139 hitp://www.al -ghurair.com/en/oursector¢foods/consumergoods
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5.8.3.2 Imports and exports

Figure5-28illustrates that UAE volumes of imported pasta, noodles and couscous tend to be lower
than volumes of exports. This was not the case only in 2016, when imports of pasta, noodles and
couscous touched around09000 tonnes, while exports were below 61 000 tonnes. In 2017, by
contrast, the UAE imported less than @00tonnes and exportedver 62 000tonnes.

As presented irFigure5-29, while Saudi Arabia and Italy continue to lead the exports of pasta,
noodles and couscous to the UAE, Turkish exports are gaining ground. Oman exports, which
recorded an extraordinary growth in 2016, dropped to 2015 levelsOihi721In 2017, Saudi Arabia
exported 11 671 tonnes of pasta, noodles and couscous to the UAE (which account for 24% of total
pasta, noodles and couscous exported to the UAE), up slightly on the preceding year. Similarly,
Italian exports have been increasiamce 2014, up to 9 319 tonnes in 2017 (or 19% of total pasta,
noodles and couscous exported to the UAE). Turkey, Oman and Philippines followed, with
respectively 5 454 tonnes (11%), 2 959 (6%), and 2 768 (6%). The rest of the EU accounted for other
6% oftotal UAE imports of pasta, noodles and couscous, with most imports (76%) coming from
France.

Figure5-28: Trade balance (imports and exports) of pasta, noodles and couscous in the UAE7;20hB8es
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As outlined inFigure5-30, while the unit value of French and Italian exports was well above the
average of pasta, noodles and couscous imported into the UAE in 2016 (when imports peaked), their
value wasslightly bebwthe I @SN} IS Ay wnamt® LYRSSRX GKS dzyAi

%]
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couscous dropped in 2016, and then rapidly grew, achieving 1 610 EUR/tonne in 2017, when ltalian
and French units exported into the UAE were valued at respectively 1 417 andcEUS8®nne.

Figure5-29: UAE imports of pasta, noodles and couscous by country; ZIIMA tonnes
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Figure5-30: Per unit value of UAE imports of pasta for selected countries; ZD{BUR per tonne)
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5.8.3.3 Main competitors

As indicated in section5.8.3.2 facilitated by the
geographical proximity to the UAE, Saudi Arabia major
importer of pasta, noodles, and couscous. Turkey, Oman
and Philippines arealso strong players in this segment.
Furthermore, domestic production is dynamic, with an
increasing number of brands entering the market (see
section5.8.3.). Daily Fresh Foods Ltd is the leading player
in rice, pasta and noodlesegment overallwith a 12%
value share. In general, international brands and manufacturers are esiablished on the UAE
rice, pasta and noodles market compared to their domestic counterparts. Chinese companies are set
to invest more in the country, particularly in noodt&s

10 Euromonitor International: Packaged Food, 2018
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5.8.4

Specific market entry requirements

Market Access and Entry

Rice, pasta andoodles do not face any formal market access obstacles. European imports are
subject to a 5% duty when entering the UAE market.

Detailed information on import duties and Rules of Origin can be consulted on Europedn

http://madb.europa.eu/madb/atDutyOverviewPubli.htm?countries=AE&hscode=1902

Commission website:

Customs procedures

A list of standard documents required for import of pasta, noodled eouscous into the UAE is
presented in sectiord.2.1 Additionally, the following documents are requested:

T

Authorisation of Foreign Foodstuffs Manufacturers: a cwalment certifying that
manufacturers of pasta, noodles and couscous have been authorised by the competent
authority in the country of exportation and comply with the principles of hazard analysis and
critical control points (HACCP);

Registration of Foodstfs Importers: a document certifying that importers of pasta, noodles
and couscous have been registered with the food control authority of the respective
Emirate. The document is a prerequisite for the Release Certificate for Foodstuffs;

Release Certificatfor Foodstuffs: A document certifying that imported pasta, noodles and
couscous have been subject to documentary control, physical examination and/or
laboratory testing, and have been found fit for human consumption;

Free Sale Certificate: A document fioning that the pasta, noodles and couscous imported
are freely sold in the country of export.

Certificate of Dioxin Contenblily required for goods containing poultry or dairy products)

A document certifying that pasta, noodles and couscous are saitfnl consumption as
regards their dioxin content (see image below).

Halal certificate: A document proving that pasta, noodles and couscous containing products
of animal origin meet the standards required by the Islamic rules.

http://madb.europa.eu/madb/datasetPreviewlFpubli.htm?countries=AE&hscode=1902

Any other up to date information on appropriate documents concerning customs procedurges

can be consulted on European Commission website:

SPS measures

All sanitary and Phytosanitary measures concerning the import of olive oil into the UAE are in line
with international standards.

Up to date information on appropriate documents concerning SPS measures
http://madb.europa.eu/madb/datasetPreviewlFpubli.htm?countries=JP&hscode=1902
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Labellng

Pasta, noodles and couscous are subject to the local labelling requirements, as outlined in section
4.2.3 Furthermore, when cultural norms and values shouddtéken into account when designing
and developing a label, as reported in sect®8.2

5.8.5 Distribution
As reported irFigure5-31, 65.2% rice, pasta and noodles in the UAE are sold through hypermarkets,
and the other 25.3% through supermarkets. Furthermore, sales through internet shopping, though

very low, have increaskin 2017.

Figure5-31: Distribution channels overvieg\Rice, pasta and noodles in the UAE (2017); retail value
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5.8.6 Challenges for EU products

Althoughthe pasta market is slowly expanding, consumption remains verySowe the majority of
expatriates comes from Asia, rice and noodles remain the leader in the market.

Furthermore, although pasta is usually associated with Italy, Saudi Arabia, T@ken and
Philippines account for a large share of exports of pasta and noodles into theAlsaFlomestic
production is dynamic, witan increasing number ¢dcal companies operating in the pasta market.
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Market Takeaway: Pasta and other staples

|
ConsumptionConsumption of rice, pasta, and noodles is on the rise; pasta consumption is increasing

by convenience considerations.

Competition: Saudi Arabia, Turkey, Oman and Philippines account for most of the UAE imports of
noodles and cascous; domestic production is dynamic.

Distribution: Rice, pasta and noodles are mostly sold in hypermarkets and supermarkets.
ChallengesConsumption of pasta is very low.

Opportunities:The gluterfree segment is growing in importance.
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5.9 Baked goods

5.9.1 SWOT analysis

- Continuous changes in
dietary habits applying
to baked goods

- EU baked goods
perceived as high quality

- Growing demand for
baked goods

- Health awareness on
rise

5.9.2 Consumption
5.9.2.1 Evolution of consumption

UAEC Market Entry Handbook

- Market led by domestic
artisanal bakeries and
branded manufacturers,

-Competition from
foreign long-standing
importers.

Consumption of baked good has risen in recent years, mostly due to rapid growth of population. As
Figure5-32 depicts, bread constitutes the largest part of the market, and its market size has grown
steadily- around 4.5% per year in last 5 yearand is projected to grow further by 5% CAGR in the
next years. Pastries and cakes also noted also higher growth over thelZ0deriod¢ around 5%

and 6% CAGR respectivend their consumption is expected to remain on upward trend.

Figure5-32: Evolutiorand forecast of baked goods market in the UAE, total volume-2022
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Source: Euromonitor International: Packaged Foods, 2018
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5.9.2.2 Consumer profile and purchase criteria

Consumers
Dietary habits in the UAE have been continuously evolving, given
the influx of expatriates, which has also applied to baked goods
market. In general, baked goods in the UAE are considered a
staple food. Looking beyond bread, which is both highly popular
and has been known in the UAE for a long time, consumers have
had a vast array of newer pastries and cakes available. In effect,
T packaged pastries have noted the most dynamic growth within
the market, which might be also combined with strong preference favolurful baked goods
varieties.

In terms of bread consumption in the UAE, consumers tend to choose between two types of
unpackaged flat bread: khubz and chaffatiThe first one is slightly leavened Arabic bread used
with falafel or salads and the lattds unleavened wheat flour bread, especially popular among
South Asian expatriates. However, given the number of expatriates, consumers can also purchase
other products produced by a range of artisanal bakeries; and effectively UAE consumers have been
introduced to Western products, not only manufactured at site, but also imported such as lIrish
Waterford Blaa, which usually is shipped froén

In accordance with the Sharia Law, Muslim UAE residents are not allowed to purchase and gonsume
baked goodgontaining:

- traces of alcohol (see secti@rB.2.1);
- haram gelatine, namely gelatine obtained from animals which are not slaughtered in accorndance
with the hald requirements, as in the case of some candies (see s&cl@nh).

Drivers and method of consumption

Key driver for baked goods consumption in the UAE is tjro
of population. However, some consumers pay attention
health awareness, thus many bakeries have started to o
various types of products made from rye, migtiain or gluten
free ingredients (depending on consumer preferences)
containing less $aor carbohydrate™. Packaged products arqmm
usually chosen due to their convenience and shorter 0\ A
preparation. Consumers in the UAE consume baked good
numerous ways, which are largely influenced by type of cuisine preferred. Emirati, beyond their
native cuisine, are also familiar with other Middle East treats, such as Yémahiuch Syrian

a | QI N&gidamoonor EgyptiarAish Baladamong many others.

141 Euromonitor International: Packaged Foods, 2018

142 The Waterford blaa... now available in Dubdittps://www.independent.ie/life/travel/ireland/the-
waterford-blaanow-availablein-dubai30762436.html

143How 'dough' you like your breadRttps://www.khaleejtimes.com/howdoughyou-like-your-bread



https://www.independent.ie/life/travel/ireland/the-waterford-blaa-now-available-in-dubai-30762436.html
https://www.independent.ie/life/travel/ireland/the-waterford-blaa-now-available-in-dubai-30762436.html
https://www.khaleejtimes.com/how-dough-you-like-your-bread
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Purchase criteria

As outlined above, UAE consumers base their purchasing choice on quefgre@nces, convenience
added value and health benefits. Moreover, packaged products (other than bread) have been
particularly popular, partly due to reasons of convenience.

5.9.2.3 Recent market trends

Packaged pastries saw particular interest in recent yeaostly due to their flavourful qualities and
convenience added value. Similarly, plain bread enjoyed popularity as its consumption grew from
20kg per capita in 2012 to almost 30kg in 2847n view of rising health awareness, many bakeries
have introducechew products with less salt, additives and carbohydrates. Lastly, it should be noted
that in the UAE, the prices of baked goods, especially bread, are strictly regulated by the
government.

5.9.3 Offer
5.9.3.1 Domestic production

The market for baked goods in the UAHeid by artisanal bakeries/producers, which account for
almost half of the market. Their presence is mainly seen in sale of unpackaged bread, pastries and
cakes. Besides, other branded manufacturers include the biggest Modern Bakery LLC and Almarai Co
Ltd, followed by Americana Group and IFFCO Group.

5.9.3.2 Imports and exports

As presented irfrigure5-10, imports of baked goods rose between 2013 and 2016 before declining
in 2017, reaching around 140 000 tonnes. On the other hand, exports, unlike to import volumes,
noted a downward trend in k& years and increased in 2017. However, despite the trend change last
year, imports have remained considerably larger in their volume than exports.

The major importer of baked goods to the UAE is Saudi Arabia, which has remained its position in
last 5 yars. Imports from Oman significantly increased in 2016, whereas imports from countries
such as India and United States maintained their steady growth (

Figure 5-34). UAE imports also included EU countries such as United Kingdom, Belgium and
Germany.

The price per unit of EU imports have been generally higher than the world average; excluding
German baked goods, which have oscillated around the workdage. Belgian products have had

the highest unit value in last 5 years, however it has been declining since 2015. Baked goods from
the United Kingdom have fluctuated between EUR 3 000 and EUR 4 000 per tonne in recent years
(Figure5-35).

144 Eyromonitor International: Packaged Foods, 2018
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Figure5-33: Trade balance (imports and exports) of baked goods in the UAE1Z0fdhnes
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Figure5-34: UAE imports of baked goods by country, 20T3tonnes
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Figure5-35: Per unit value of UAE imports of baked goods for elemuntries, 20137 (EUR per tonne)

6 000

5000

4000
(] \/
c
c
fe) 3000 o= == == e
@ - ’
Q. e e e e e e - -
o
>
w 2000

1000

0
2013 2014 2015 2016 2017
= = World United Kingdom Belgium Germany

Source: Trade Map, International Trade Centin&ps://www.trademap.org/
Data for CN code 1905

5.9.3.3 EU GI products

As reported in sectiort.2.4, there are no specific provisions in the UAE on the protection of
geographical indications for baked goods.

5.9.3.4 Main competitors

Market for baked goods in the UAE mainly consists of numerdisanal bakeries as well as several
branded manufacturers, as outlined in secti®®.3.1 In terms of foreign importers, the main ones
are Saudi Arabia and Omdallowed by India and United States.

5.9.4  Specific market entry requirements

Market Access and Entry

Market entry procedures and related documentation differ throughout the United Arab Emirates,
GKAOK |NB NBIdzZ  GSR 08 9 YA NHtEkiddbe eBenmbi8ed dhatd S
requirements applied might be considerably different with regard to free zones, the scope of which
is set out in sectiod.4.2


https://www.trademap.org/
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SATFSNBYOSa 0SG6SSy 9YANIGSaQ YIN]QSG Sy_iNr LINEC
systems, required documentation, payments as well as other services connected to handling the
consignments. More details on the process, applying to the largest Emirates can be consulted below:

Abu Dhabi
https://www.adfca.ae/English/PolicyAnhegislations/AdvisoryGuidlines/Documents/Gugle pdf

Dubai
http://www.foodsafe.ae/pic/requirements/Food Import and Rexport Requirements Eng.pdf

Sharjah
https://www.sharjahcustoms.gov.ae/en/impoiprocedures

Customs procedures

The overview of the procedure can be consultedséation 4.2.1 Further details on market entry
documentation with regards to respective Emirate can be found in above links.

SPS measures

In case of importation of baked goods to the UAE, there are sespegific requirements involved,
depending on the product, including:

1 Authorisation of Foreign Foodstuffs Manufacturers

1 Registration of Foodstuffs Importers

1 Release Certificate for Foodstuffs

1 Free Sale Certificate

Up to date information on appropriate docments concerning SPS measures
http://madb.europa.eu/madb/datasetPreviewlFpubli.htm?countries=AE&hscode=1905

Labelling

As outlined in sectiot.2.3 labelling rules in the UAE are regulated by GSO Standard 9/2013;
requirements on packaging, additives, pesticides and other contaminants, as well as alaigey r

G2 GKS LINRPGAAAZY 2F F22R SELANE AYyTF2NNIGAZY 2V
150/2013.

5.9.5 Distribution

As presented irFigure5-36, baked gods as a whole are mainly purchased through stosised
retailers, with strong focus on hypermarkets and supermarkets. In 2017, the largest part of baked
goods was distributed through hypermarkets (almost 60% in terms of value), followed by
supermarkets (2%), food/drink specialists (7%) and small grocers (5%). Internet retailing rose by 1.3
percentage points in 2017, in comparison to the previous year.


https://www.adfca.ae/English/PolicyAndLegislations/AdvisoryGuidlines/Documents/Guide-en.pdf
http://www.foodsafe.ae/pic/requirements/Food_Import_and_Re-export_Requirements_Eng.pdf
https://www.sharjahcustoms.gov.ae/en/import-procedures
http://madb.europa.eu/madb/datasetPreviewIFpubli.htm?countries=AE&hscode=1905
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Figure5-36: Distribution channel overview of bakgdods in the UAE (2017); retail value
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5.9.6 Challenges for EU products

Market dominance by artisanal bakeries/manufacturers and domestic branded manufactures could
be one of the challenges for EU produg, which additionally would have to face strict market entry
procedure, related to Sharia Law. Traditional consumer loyalty could also be a challenge that EU
producer would have to face.

Market Takeaway: Baked goods

Consumption‘Consumption of baked goods in on rise, with bread products leading the market, follow
packedpastries and cakes.

Competition: Market dominated bydomestic artisanal bakeries and branded manufacturétain foreign
competitorare Saudi Arabia and Omafollowed byindia and USA.

Distribution: Baked goods arenostly distributed throughhypermarkets and supermarkets, followed
food/drink specialists and small independent grocers.

Challenges The biggest challengs combined with market dominance ofrdestic producers as well a
market entry procedures.

Opportunities: Expectedncrease in consumption of baked goadshe UAEas well as increasing healt
awareness
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5.10 Beer

5.10.1SWOT analysis

- Beer is the most
consumed alcoholic
beverage in the UAE

- Consumption on the
rise, with nonralcoholic
and lager beers leading
the category

- Flavoured non
alcoholic beer is gainign
momemtum among
millenials and healthy
oriented consumers

- Foreigners drive the
sales of lager beer which
are set to increase

5.10.2Consumption
5.10.2.1 Evolution of consumption

UAEC Market Entry Handbook

- AVAT charge added to
bills in restaurants has
discouraged
consumption of beer in
restaurants

- Sale and consumption
of beer presuppose a
licence

- Strong domestic
production of non
alcoholic beer in

different flavours

- Several countries
compete to supply the
beer market

Driven by a large communityf expatriates as well as an increase in tourist arrivals, consumption of
beer in the UAE has been growing by 6% in 20027 and is projected to further rise, although at
slower pace Kigure5-37). Approximately 103.7 million litres of beer were sold in the UAE in 2017.
The most popular varieties were lager beer and {aécoholic beer, which accounted for 98% of
total sales in terms of volume. Nealccholic beers recorded a 7% growth in 26A@17; total
consumption of noralcoholic beer is expected to record an increase from 41.2 million litres in 2017
to 55.8 million litres in 2022 (+6.3% per year). Similarly, total sales of lager beer are expected to
grow from 60.7 to 74.9 million litres by 2022 (+4.3% per year). Also, stout and dark beer total
consumption, which stood at respectively 1.2 and 0.6 million litres in 2017, is projected to further

grow in the coming years.

Per capita consumption of beelso grew fast and is expected to further rise over the next few
years. In 2017, per capita consumption largely varied between categories, ranging between 0.1 litres
(stout and dark beer), and 6.7 litres (lager beer). In the next years, per capita cofsaraptager

beer is expected to reach 7.6 litres by 2022. Similarly, consumption ofalecoholic beer is
projected to grow from 4.5 to 5.7 litres per capita in 2€2022.
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Figure5-37: Evolution and foreca®f beer market (million litres) in UAE, total volume, 2022
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Source: Euromonitor International: Alcoholic Drinks, 2018

5.10.2.2 Consumer profile and purchase criteria

Consumers

Beer is the most consumed alcoholic beverage in the UAE
by volume, mostly dueto the growing presence of
foreigners in the UAE, as well as to the more affordable
sale prices of this beverage. Being alcoholic, beer is
usually purchased by neMuslim expatriates and tourists
(see also sections 3.3.2.2 and)54lthough noralcoholic
malt beverages, available for purchase by Muslims too,
are gaining ground among locals, especially young
peoples. In terms of preferences, among the middle
income European expatriates in Dubai, Belgian beers are very popular, hence the proliferation of
successful bars specialised in Belgian bé&sUpperincome residents of large emirates, on the
contrary, have a preference for premium international bratts

Furthermore, in the whole country sales of naftoholic beer, especially among millennials,
Muslims and noAMuslim, are on the ris&®. Flavoured (especially fruity) necoholic options are
also gaining ground in particular.

145Euromonitor International: Alcoholic Drinks, 2018

146|s Dubai going hipster? Trendy craft beers mark new drinking trending in the 'Manhattare dfitidle
East, https://www.dailymail.co.uk/travel/article4897996/Crafibeerstrickle-Dubaishakingcocktait
scene.html

MEuromonitor hternational: Alcoholic Drinks, 2018

148 Non-alcoholic beer sales climb,
http://www.pressreader.com/uae/thenationalnews/20080608/281706905431666



https://www.dailymail.co.uk/travel/article-4897996/Craft-beers-trickle-Dubai-shaking-cocktail-scene.html
https://www.dailymail.co.uk/travel/article-4897996/Craft-beers-trickle-Dubai-shaking-cocktail-scene.html
http://www.pressreader.com/uae/the-national-news/20080608/281706905431666
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Drivers and method of consumption

Beer is mostly purchased by foreigners attodide outlets or in one of the many emade outlets in
the country. Due to the strong eatirgut culture in the United Arab Emirates, many upjiesome

expatriates with high disposable incomes prefer to go out for a drink with family and friends, which
is when they will tend to consume internatiahbeers. Furthermore, outdoor events held during the

022t SNJ Y2y (i Ka FNB 3INRggAYI Ay LRLMzZ I NRi{ex

gAlK

and more popularity. With regards to nealcoholic beer, Muslim tourists and Muslim expatriates

from other countries drive sales of this malt beveraée

Beer is usually consumed in different venues, as outlined below:
1 In hotels restaurants and pubsto pair with

alcoholic beverages and food, including a mo
affordable option of unlimited house beét
151 Nonalcoholic beer, on the contrary, ig
rarely consumedit hotel bars and restaurants-] o
where customers are more likely to opt for a,

A i
alcoholic beverage, according to operators "
this sector®. The 5% VAT charge added !M-

bills in ontrade restaurants has however slightly discouraged UAE consumers to drink bee

when dining out®?,

1 At home as customers are more and more purchasing beer from alcohol stores as well as

non-alcoholic beer at the supermarket¥,

9 At the hotel, which common among tourists who purchase beer at duty free shops at the
airport. NonMuslimsare indeed allowed to purchase a maximum of 4 litres or 2 cartons of
beer (each consisting of 24 cans, not exceeding 355 ml for each can or its equivalent) at the

airport 1°°,

Purchase criteria

With the growing health and wellness trend in the UAE, mamggmers are increasingly opting for
healthier versions of their favourite products, such as beer with a lower content of alcohol. In this
regard, consumption of nealcoholic beer, which has lower impact on health compared to alcoholic
beer, is on the rise Nonetheless, consumption of neaicoholic beer is also driven by young
generations of Muslims and not, who have nowadays a lot of choice in terms of flavour and sources.

149 Euromonitor Interrational: Alcoholic Drinks, 2018

10Top 8 drink trends for 201 http://www.foodiva.net/category/restaurantsreviews/

151 How to find cheap drinking in Dubaittps://www.eatdrinkstaydubai.com/cheajlrinkingin-dubai/
152 Non-alcoholic beer sales climb,
http://www.pressreader.com/uae/thenationalnews/20080608/281706905431666

153 Euromonitor International: Alcoholic Drinks, 2018

154 Non-alcoholic beer sales climb,
http://www.pressreader.com/uae/thenationatnews/20080608/281706905431666

155 UAE Government: Customs clearancettps://www .government.ae/en/informatiorand-services/finance

andinvestment/clearingthe-customsand-payingcustomsduty

a


http://www.foodiva.net/category/restaurants-reviews/
https://www.eatdrinkstaydubai.com/cheap-drinking-in-dubai/
http://www.pressreader.com/uae/the-national-news/20080608/281706905431666
http://www.pressreader.com/uae/the-national-news/20080608/281706905431666
https://www.government.ae/en/information-and-services/finance-and-investment/clearing-the-customs-and-paying-customs-duty
https://www.government.ae/en/information-and-services/finance-and-investment/clearing-the-customs-and-paying-customs-duty
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As noted above, on one hand western expatriates may have their preferences foindgyias of

beer such as Belgian, while other consumers may prefer premium brands. On the other hand, the
2LIGA2Y 2F adzyf AYAGSRé -HapalestSolisbne@Ndap dsd BB Wluhel a2 Y
(and indirectly, price) over taste or brand in certaircumstances.

5.10.2.3 Recent market trends

Mostly driven by rising tourism, beer recorded a total volume growth of 6% in 2017aldoholic

beer was the most dynamic segment in 2017 with total volume growth of 7%. These trends are
expected to continue in comgnyears, as beer is set to post a total volume CAGR of 5% and reach
133.1 million litres in 202%° However, the carbonated drinks tax introduced in 2017, which also
applies to noralcoholic beers, may curb a bit the strong growth of the satgoholic beesegment.

5.10.3Offer

5.10.3.1 Domestic production

In compliance with the Sharia Law, alcoholic beer is not produced in the UAE. Therefore, beer
consumption entirely relies on imports from third countries. On the other hand;aloaholic beer

is largely produced in thUAE, as demonstrated by the fact that the malt beverage brand Barbican
holds 10% of the UAE markét.

5.10.3.2 Imports and exports

As outlined inFigure5-38, imports ofbeer largely exceed the sexport of beerin the UAE(see
section5.2.3.2for the reasons which also apply to bednports of beer reached their peak in 2017,
when they amounted to 123 704 tons, increasing by 57% compared to 2016 (falueasons for
the drop n 2016, please see sectiérR.3.29.

156 Euromonitor International: Alcoholic Drinks, 2018
157 Euromonitor International: Alcoholic Drinks, 2018
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Figure5-38: Trade balance (importnd exportére-exportg of beer in UAE0A3-17; tonnes
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Figure5-39 indicates that beer is supplied by several countries in the UAE. In 2017 Netherlands was
the largest supplier in terms of volume, accounting for 31% of total UAE imports of beer (which

correpond to 38 655 tonnes). Indeed, the Dutch multinational Heineken currently holds significant

share of the beer market.

Mexico, Belgium, and Chiraeach accounting for less than 10% of total UAE imports of beer in
terms of volume. Other major importers we Vietnam, the UK, and Thailand, which exported each
around 6 800 tonnes in 2017. Exports from these countries have considerably fluctuated between
2012 and 2017, with only Belgium and Vietnam gradually increasing their sales in the UAE in this
period. Catrary to all other countries, China recorded a 57% increase in sales between 2013 and
2016. The Netherlands on the other hand recorded a 72% fall in export volumes in 2016 compared
to 2014 levels.

The rest of the EU accounted for 15% of the exports iheo UAE in terms of volume, with Italy,
Germany and Ireland accounting for 80% of these. Following the generic trend, imports from other
European countries largely fluctuated between 2012 and 2017, recording a drop iflB8015


http://www.trademap.org/
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Figure5-39: UAE imports of beer by country, 2013; tonnes
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As indicated irFigure5-40, the unit value of Dutch beers was 613 EUR/tonne in 2017, below the
average of beers imported into the UAE (682 EUR/tonne). Similarly, the unit value of Belgian imports
was lower thanthe average, although higher than Dutch beers, i.e. 650 EUR/tonnes. On the
contrary, the unit value of British imported beer was high at 878 EUR/tonne.


http://www.trademap.org/
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Figure5-40: Per unit value of UAE imports of beerdelected EU countries, 2013 (EUR per tonne)
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5.10.3.3 EU Gl products

As reported in sectiort.2.4, there are no specific provisions in the UAE on the protection of
geographical indications for beer.

5.10.3.4 Main competitors

As outlined in sectiorb.10.3.2 companies from several
countries export beer into the UAE. Although European
suppliers (such as Heineken, AB InBev, and SABMiller) lead
the sales, Mexican, Chinese, Viethamese and Thai
companies overallhold large shares of the UAE beer
market. Heineken notably holds about a quarter of the
alcoholic beer market. Furthermore, domestic production

is strong in the noalcoholic segment. The DuHaésed
Aujan Coc#&ola Beverages Company (ACCBC), which medbe welpositioned Barbican beer,
holds 10% of the beer marké&®.

158 Eyromonitor International: Alcoholic Dks, 2018
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5.10.4 Specific market entry requirements

Market Access and Entry

As detailed in sectioB.1.2 market entry requirements for the import of beer vary by Emirate, with
Dubai and Abu Dhabi piogy more challenges in terms of market access and distribution. On top of
that, exporting beer to the UAE can be more complex due to the 100% import duty European
companies face. Furthermore, starting from 1 October 2017 an excise tax on carbonatechdsnks
affected some no+alcoholic beers (see box belot.

Excise tax on carbonated drinks

In October 2017, an excise tax of 50% was introducedaoibooated drinks This iluded any
aerated beverage except for unflavoured aerated waterthe same time, excise taxes of 10(
were introduced on energy drinks and cigarettes. Full information from the government o
UAE can be found here:

https://government.ae/en/informationrand-services/financeand-investment/taxation/excisgax

The EU and US both complained about the introduction of these excise taxes on carbonat
energy drinks, arguing that they are discriminatory against imported products.

An inventory of impacted items was performed by the Khaleej Times straight after entry
force in October 2017, and can be found here:

https://www.khaleejtimes.com/nation/dubai/uaexcisetax-full-list-of-items-affected

Approximately 140 noialcoholic beers are identified in this list of ary 1 000 impacted
carbonated drinks

Detailed information on import duties and Rules of Origin can be consulted on European
Commission website:
http://madb.europa.eu/madb/atDutyOverviewPubli.htm?countries=AE&hscode=2203

Nonetheless, there are numerous free zones throughout the country, which may provide advantages
when it comes to exporting beer to the UAE (see sectidr?).

Customs procedures

A list of standard documents required for import of beer into the UAE is presented in sd@idn

Additionally, a document approving the actual importation of restricted goods is requested to export
alcoholic beer to the UAE. The application (in English or Arabic) is submitted to ti¢ EmE Q& A Y LJ2 N
authority concerned, and only involves a negligible cost for the standards application form.

159 A full list of beers/noralcoholic beers that have been affected is available at:
https://www.khaleejtimes.com/nation/dubai/uaeexcisetax-full-list-of-items-affected
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https://www.khaleejtimes.com/nation/dubai/uae-excise-tax-full-list-of-items-affected
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Any other up to date information on appropriate documents concerning customs procedures
can be consulted on European Commission website:
http://madb.europa.eu/madb/datasetPreviewlFpubli.htm?countries=AE&hscode=2203

In the case of nofalcoholic beer, the excise tax on carbonated drinks applies toita@as well as
production and sale; however, the burden of this theoretically falls on the importer.

SPS measures

All sanitary and Phytosanitary measures concerning the import of beer into the UAE are in line with
international standards.

Labelling

Cantrarily to other agrifood products, beer is not subject to the local labelling requirements (see
section5.1).

5.10.5Distribution

The volumes of beedistributed through the ortrade and offtrade channels in the UAE are roughly
equal (5248), with the importance of the offrade channel having increased slightly in recent years.
In terms of offtrade channels, as outlined Figure5-41, the main distribution channel for beer in
the UAE is storbased retailing, specifically grocery retailers. Of these, in 2017 the majority were
hypermarkets (37%), food/ drink/ tobacco specialists (31.9%) and supermarkets (26.7%).
Supermarkets and hypermarkets also recorded a growing trend. Small grocery retailers whose
growth in channel shares dropped compared to 2016, accounted for 4.4% in 2017, of wlBiech 2.5
were convenience stores and the others independent small grot¢éogever, it is important to
remember that this distribution picture is for both alcoholic and ralocoholic beer; and there are
restrictions on the sale of alcoholic beer through the-toffde channelsee sectiorb.1.2for more
details.


http://madb.europa.eu/madb/datasetPreviewIFpubli.htm?countries=AE&hscode=2203
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Figure5-41: Distribution channel of beer inAE, offtrade volume (2017)

31.9% -3.6% W
Food/drink/tobacco
specialists
2.5% -0.6%VW
37.0% 2.6% M Convenience Stores
Hypermarkets
100.0% 0.0% 4 100.0% 0.0% A
Store-Based Retailing Grocery Retailers
4.4% -0.9% W
-
Small Grocery 1.9% -0.4%'
Retailers 1
Independent Small
Grocers
26.7% 1.9% 4
Supermarkets

Source: Euromonitor International: Alcoholic Drinks, 2018

5.10.6 Challenges for EU products

Although beer consumption is on the rise, European companies face several challenges when
exporting to the UAE. Companies from severalntries compete for a share of the market,
especially in the nosmlcoholic segment, and the number of suppliers into the UAE is also set to
potentially expand. Also, sales of beer are limited to licenced venues, with a ban on sales of alcoholic
beveragesin supermarkets. On top of this, the procedure to access the market can be very
complicated and expensive, as companies face a 100% import duty on alcoholic beer; and a newly
introduced 50% excise tax on carbonated fadcoholic beer.

Market TakeawayBeer

Consumption:on the rise; noralcoholic beer is gaining momentum especially among young people
healthy-oriented consumers.

Competition:strong domestic production of nealcoholic beer; several countries supply the UAE with beer
the number isset to potentially increase. Mexico, China, Vietham and Thailand are the majeEdaxporters
of beer into the EU.

Distribution: on-trade and off trade of equal importancdhe main off-trade distribution channed for beer
(including noralcoholic versions) are hypermarketspd/ drink/ tobacco specialistend sypermarkets
Opportunities: healthier beers, i.e. with a lower conterdf alcohol are gaining ground; flavoured beer
becoming increasingly popular, especially fadooholic versions among millennials.
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5.11 Olive all

5.11.1SWOT analysis

- Consumption of olive
oil is on the rise, driven
by expats and health
oriented consumers

- Other edible oils are
more popular also due
to their lower prices

- Consumers aren't
aware of ways to use
olive oil

- Domestic production is
almost inexistent, due to
the UAE arid climate

- - Syrian, Palestinian and
- Emiratis are Tunisian olive oil
increasingly aware of account for a large
extra virgin olive oil share of UAE imports
health properties and T
uses - The majority of

. consumers prefer more

- The higher end market 8  affordable edible oils
shows potential.

5.11.2Consumption
5.11.2.1 Evolution of consumption

Olive oil is gaining ground in the UAE, driverOb¥ y & dzY SNB Q NRaAy3 KSIHfGiK O2y
in the Mediterranean cuisin&®. As outlined irFigure5-42, while still relatively low, consumption

levels have ben constantly increasing since 2012 and are projected to further rise in the coming

years. Total consumption grew from 4.9 million litres in 2012 to 6.3 million litres in 2017 and is set to
achieve 7.5 million litres in 2022. Per capita consumption was @velitres in 2017 and is foreseen

to slowly grow over the next years, reaching 0.8 litres in 2022. Olive oil, in particular the virgin and

extra virgin quality, is indeed benefitting from its reputation of hggrality and healthy product

among Emiratisas well as from the increasing presence of expatriates in the country.

180 Euromonitor International: Packaged Food, 2018.



158]| Page UAEC Market Entry Handbook

Figure5-42: Evolution and forecast of olive oil market (million litres) and olive oil consumption per capita in the UAE, 2012
2022
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Source: Euromonitor International: Packaged Food, 2018
Note: figures for 2018 to 2022 based on forecasts

5.11.2.2 Consumer profile and purchase criteria

Consumers

In the UAE the most popular edible oils are sunflower and corn

oil 1. However, as olive oil is codsied a staple in

Mediterranean cuisine, southern European and Arab expatriates

drive sales of this produét?. Furthermore, Emiratis are

increasingly starting to replace other edible oils with olive oil,
G T especially virgin and extrargin qualities, which r@ appreciated

for their health benefit¥®®. On the other hand, loweincome consumers, especially Indian workers,

cannot afford olive oil and hence continue to opt for other vegetable'#ils

Drivers and method of consumption

Olive oil is a new product in the UAE market, whose demand is mostly driven Arab and southern
European expatriates, and to a lesser extent by heatthscious Asian expatriates who use it for
light frying instead of vegetable and seed'®il

Furthermore, asmall percentage of Emirati is increasingly purchasing olive oil. The main driver for
O9YANI GAQa O2yadzYLIWiAz2y 2F 2t A0S 2Af Aa GKS KSIFfd
as salad topping, and in some case also as a beauty produtheoskin and hair. Nonetheless, a

large part of the UAE population is still unaware of olive oil health benefits and the various ways to

use this product for cookintj®.

610ils & Fats are part of food security in UYAEp:/www.fnbnews.com/TopNews/oils-fats--are-part-of-
food-securityin-uae-38029

162 Gulfood briefing: Fats & Oilsttps://www.gulfood.com/fatsand-oils

183 UAE Olive Oil MarketGrowth, Trends and Fotasts (2017 2022)
https://www.mordorintelligence.com/industryreports/marketentry-olive-oil-marketin-uae

164 Health Consciousness & Dominance o¥®Dil in The Middle East,
https://www.boloji.com/articles/14763/healthconsciousnesdominance

165 Euromonitor International: Packaged Food, 2018

186 Turning oil into profithttps://www.arabianbusiness.com/turningil-into-profit-205596.htm|



http://www.fnbnews.com/Top-News/oils--fats--are-part-of-food-security-in-uae-38029
http://www.fnbnews.com/Top-News/oils--fats--are-part-of-food-security-in-uae-38029
https://www.gulfood.com/fats-and-oils
https://www.mordorintelligence.com/industry-reports/market-entry-olive-oil-market-in-uae
https://www.boloji.com/articles/14763/health-consciousness-dominance
https://www.arabianbusiness.com/turning-oil-into-profit-205596.html
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Purchase criteria

Quality is the main purchase criteria of Mediterranean expatgaded uppetincome Emiratis, who
are the most important customers of olive oil in the UAE. Lewweome UAE residents, whose
purchases are driven by price, are more likely to opt for more affordable edible oils.

5.11.2.3 Recent market trends

Among all edible oilsolive oil was the most dynamic segment in 26%7drivenby the increasing
KSHfGK | g NBySaa 2F 9YANIrdA&a |yR GKS ONRBFIR dzaS
community. As seen in secti@nl1.2.1 sales of olive oil have indeed grown at a 7.7% CAGR in 2012

2017 and are expected to further grow in the coming years, although at a slower pace (6.1%).
Nonetheless, olive oil is expected to increasinghefthe competition of other edible oils, whose

growth in the UAE market is set to substantially increase over the next few years.

As noted in sectioB.11.3.4 one large operator has recently launched a range of flavoured olive oils
(rosemary, garlic, oregano, and pepper). While it is still too early to conclude on their success, this
launch may idicate an emerging trend in this area.

5.11.30Offer

5.11.3.1 Domestic production

Due to the arid climate, levels of production are very low in the Gulf region, hence most unrefined
edible oil is imported and refined at the domestic level. The UAE is the second largestgr of

edible oils in the Gulf, following only Saudi Araffa Olive trees are nonetheless very rare in the
UAE. An exception is an intensive olive oil farm in Jebel Yibir, with an extension of around eight
hectares, which can be found at 1 400 m ab®ea level. The farm produces 11 000 kg of olive oil
per year, which are destined exclusively to the internal mat®et

5.11.3.2 Imports and exports

Imports of olive oil largely exceed exports aneesgorts of this product, as indicated kigure5-43.
Imports volume fluctuated over the last five years, with supplies mostly following a growing trend,
except in 2015 and 2017, when they fell compared to the levels of the yafareh This drop was
mainly due to the lower levels of production in some major exporting markets.

As indicated irFigure5-44, Spain and Syria were the two leadsuppliers of olive oil to the UAE in
terms of volume, respectively accounting for 46% and 32% of total UAE imports of olive oil in 2017.
While Spain exported 9 284 tonnes, Syria provided the UAE market with 2 945 tonnes of olive oil.
Palestine, Tunisia,nd Italy followed, each with less than 1.5 thousand tonnes exported into the

187 Euromonitor International: Packaged Food, 2018

168 https://www.albayan.ae/economy/locamarket/201502-08-1.2306751 827 a f M A YR F<hEH Fpmi b HF
FpEB WF

189 Qlive oil is ow being madein the United Arab Emiratgshttps://www.juanvilar.com/oliveoil-is-now-being
madein-the-united-arab-emirates/



https://www.albayan.ae/economy/local-market/2015-02-08-1.2306751
https://www.juanvilar.com/olive-oil-is-now-being-made-in-the-united-arab-emirates/
https://www.juanvilar.com/olive-oil-is-now-being-made-in-the-united-arab-emirates/
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UAE. Other EU countries accounted for 5% of total UAE imports of olive oil, with Greece and
Portugal taking the lead.

Figure5-43: Trade balance (imports and exports) of olive oil in UAE,-2013; tonnes
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http://www.trademap.org/
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Figure5-44: UAE imports of olive oil by country, 2€ARL7; tonnes
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Data for CN code 1509

While Spanish exporters are focuseadthe volume, Italian and Greek suppliers are more focused on
the highend extra virgin segment. In 2017, Spanish imports were indeed valued at around EUR 22.5
million, while Italian exports at EUR 43.3 million. As indicate#iguire 5-45, the unit value of
Spanish olive oils was 2 423 EUR/tonne in 2017, slightly below the average unit value of all olive oils
imported into the UAE (2 516 EUR/tonne). On the contraafialh imported units of olive oil were
valued at 3 369 EUR/tonne. Similarly, the unit value of Greek imports largely exceeded the average
at EUR 3 149 EUR/tonne.


http://www.trademap.org/
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Figure5-45: Per unit value of UAE importsadive oil for selected EU Member States, 20037 (EUR per tonne)
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5.11.3.3 EU Gl products

As reported in sectiort.2.4, there are no specific provisions in the UAE on the protection of
geographical indications for olive oil.

5.11.3.4 Main competitors

As outlined in section5.11.3.2 although European
countries lead imports of olive oil into the UAE, no
European countries, led by Syria, Palestine and Tun
account for a large market shartn terms of companies
shares in the UAE market, the Dubaised IFFCO Grou(®
led edible oils market as a whole with a 51% retail val
AKFNB AY HAMT® LCC/h DNR_
olive oil that is sold under the brand Rahma. The comp p
iswellSadlof AaKSR Ay GKS 119 YIENYSO F2NI I f2y3 (A
requirements. For example, in 2017, IFFCO Group launched Rahma Special Harvest Extra Virgin Olive
Oil, which claims be less acid than other extra virgin olive oils. Fartdre, Rahma also launched a

range of additional flavours within olive oil, namely rosemary, garlic, oregano, and pepper

0 Euromonitor International: Packaged Food, 2018


http://www.trademap.org/
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5.11.4 Specific market entry requirements

Market Access and Entry

Olive oil imported from the EU benefits of a 5% duty to access the UAE market. However, exporters
have to comply with the UAE law on safety of food in order to obtain a trading licence, as reported
in sections4.2.1 and4.2.2

Detailed information on import duties and Rules of Origin can be consulted on Europea
Commissbn website:
http://madb.europa.eu/madb/atDutyOverviewPubli.htm?countries=AE&hscode=1509

=}

Customs procedures

A list of standard documents required for import inthet UAE is presented in sectiod.2.1
Additionally, the following documents are requested to export olive oil to the UAE:

9 Authorisation of Foreign FoodstuffsManufacturers a document certifying that
manufacturers of foodstuffs have been authorised by the competent authority in the
country of exportation and comply with the principles of hazard analysis and critical control
points (HACCP);

1 Registration of Foodsiffs Importers a document certifying that importers of foodstuffs
have been registered with the food control authority of the respective Emirate. The
document is a prerequisite for the Release Certificate for Foodstuffs;

1 Release Certificate for Foodstsff A document certifying that imported foodstuffs have
been subject to documentary control, physical examination and/or laboratory testing, and
have been found fit for human consumption;

1 Free Sale CertificateA document confirming that the goods in questiare freely sold in
the country of export.

Any other up to date information on appropriate documents concerning customs procedures
can be consulted on European Commission website:
http://madb.europa.eu/madb/datasetPreviewlFpubli.htm?countries=AE&hscode=1509

SPS measures

All sanitary and Phytosanitary measures concerning the import of oliviato the UAE are in line
with international standards.

Labelling

Olive oil is subject to the local labelling requirements, as outlined in sedt®® Furthermore,

when cultural norms and values should be taken into account when designing and developing a
label, as reported in sectick 3.2


http://madb.europa.eu/madb/atDutyOverviewPubli.htm?countries=AE&hscode=1509
http://madb.europa.eu/madb/datasetPreviewIFpubli.htm?countries=AE&hscode=1509
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5.11.5Distrib ution

As outlined inFigure5-46, the main channel for the distribution of edible oil in the UAE is store
based retailing, specifically grocery retailers. Of thése2017 over three quarters were modern
grocery retailers, meaning hypermarkets (54.2%) and supermarkets (22.2%), while 21.4% were
traditional grocery retailers, mostly small grocers. Furthermore, while accounting for just 2.2% of the
distribution channekhares, internet retailing has recorded a 2.1% growth in 2017.

Figure5-46: Distribution channels overviegdEdible oils in UAE (2017)
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Source: Euromonitor International: Packaged Food, 2018

5.11.6 Challenges for EU products

While expatriates (mostly Mediterranean) and uppecome consumers of various origins are
increasingly purchasing olive oil for its health benefits, leimeome UAE consumers are more price
sensitive and hence prefer more affordable edible olithough European companies lead the
exports of olive oil intahe UAE, they face the strong competition of Syria, Palestine and Tunisian
olive oil.

Market Takeaway: Olive oil

Consumption:Consumption of extra virgin olive oil,os the rise due to the growing intetesf Emiratis for

health issues and certain groups within the expatriate population.

Competition: Although European companies dominate the UAE olive oil market, Syria, Palestine and

are strong exporters. Domestic production is almost absent.

Distribution: Storebased retdiis dominant, although nostore retailing of olive oil is on the rise

Challenges Outside the healtloriented consumers and the Mediterranean expatriates, most UAE resic

FNB y20 I gFNBE 2F 2f{ A0S 2AtQa KSFf{GdK LINPLISNIASAE | &
Opportunities: European olive oil can be exported at a 5% duty, and the popularity of quality ¢
constantly growing driven by Arab and southern Europe expatriates as well as-inpp@e Emiratis
consumption.
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5.12 Fresh meat

Note: all meat products in the United Arab Emirates are required to be certified as halal products
unless a specific exemption is obtaitiédCertification should be issued by an Islamic Organization

which is approved by UAE authorities (an exception applies to shops which offer products [to non
Muslim consumers). Accredited certification bodies can be consulted at:

http://halal.ae/en -us/OpenData/Pages/LISTOFHALALCERTIFICATIEBODIEREGISTERED
WITHESMA.aspx

The import and the selling of pork in the United Arab Emiratedewweimitted, is highly regulated.
Pork is considered a special product; and any product containing pork or pork products, should be
clearly declared on the label upon approval from the Ministry of Climate Change & Environment.
Pork can be purchased onlp specified shops dedicated for Western and Southeast Asian
expatriates.

5.12.1SWOT analysis

- Meat consumption on
rise

- EU countries among

long-established meat
importers

- Stringent rules related
to import procedures

- Small market for pork

- Internationalisation of
Emirati cuisine bringing
wider selection of meat
based meals and kinds
of meat

- Fierce competition
from foreign importers,
notably Brazil and the
United States

- Increasing knowledge
about preimum
European meat products

5.12.2 Consumption
5.12.2.1 Evolution of consumption

Consumption of fresh meat in the UAE has been steadily growing in recent years and is expected to
remainin anupward trend. Thegrowth is mainly connected to the growing population, however
consumption per capita has been also on rise, e.g. poultry consumption per capita rose from 30kg in
2012 to almost 40kg in 2017. All types of fresh meat recorded an increase in terms of nizgkiat s

last years. Poultry is by far the most consumed fresh meat, which market size grew by 7.2% per year
between 2012 and 2017 and is projected to report increase of 7.6% per year over the forecast

1This exemption must bebtained through the director of the Food Control Section of the municipality in
guestion; and products can only be sold via specific designated channels.


http://halal.ae/en-us/Open-Data/Pages/LIST-OF-HALAL-CERTIFICATION-BODIES-REGISTERED-WITH-ESMA.aspx
http://halal.ae/en-us/Open-Data/Pages/LIST-OF-HALAL-CERTIFICATION-BODIES-REGISTERED-WITH-ESMA.aspx
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period to 2022. Muttong the second biggest meat categoin terms of market size noted increase

of 5.2% per year in last year and its market size is projected to expand by 7% per year in the next
years. The beef market is forecast to maintain its steady growth, whereas pork market is expected to
grow the fastet ¢ 12.3% per year, albeit from a very small baseostly to due larger number of
Westerners and Southeast Asians consumers in the couriuIe5-47).

Figure5-47: Evolution and forecast of fresh meat market (000 tonnes) in United Arab Emirates; total volur202Q12
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Source: Euromonitointernational: Fresh Food, 2018

5.12.2.2 Consumer profile and purchase criteria

Consumers

Traditional Emirati cuisine involves fresh meat; however
mostly lamb and goatmeat. Due to influx of foreigners,
consumption habits have been changing, including through
the introduction of different kinds of fresh meat, such as
poultry; which indeed is now the meat with both the highest
level of both production and consumption in the country.
Consumers in UAE spend the most resources on meat
products (approx. AED 14 0QEUR3 450 per household in
2016?), which shows the importance of fresh meat in Emirati dietary patterns.

A lot of importance is placed on the taste qualities of lamb, and thus constitutes a premium choice
which is particularly popular among higher incomeugps. Tie Emirati also take great pride in the
local lamb industry. Poultry, on the other hand, is generally regarded as preferred source of protein,
NB3IF NRf Saa {anhd uhs&aeatly 5 ga@dieudry popular among lower income groups.

172 Eyromonitor International: Economies and Consumers, 2018
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Poultry caonsumption has also been boosted by an influx of Arab expats who prefer cuisine which
frequently uses poultry as an ingrediert’4

Consumers in United Arab Emirates pay great attention to freshness of meat and prefer their meat
to be pinker than usually down in the Western countrié®, as it is associated with quality.
Generally, Emirati consumers are rather cautious towards large cuts of meat, with an exception for
poultry, a whole chicken is preferred. Nevertheless, the consumption of boneless chickéredra
growing as well given its usage in variety of cuisines available in tHé*UAE

Drivers and method of consumption

Key drivers for consumption of fresh meat in the UAE include rapid population growth and more
healthy approach to meat products. Givére pace of population growth in UAE, demand for fresh
meat has significantly risen. More healtbnscious factor relates to more affluent consumers, who
are interested in hormondree and antibiotiefree meat products.

As mentioned before, the process f o
internationalisation of Emirati cuisine has been
also influential in changes of consumption habits,
involving different types of fresh meat. Besides,
f increasing disposable income as well as focus on
convenience are also playing a role when
determining fesh meat consumption drivers.

El Fresh meat very often constitutes the base of
- Emirati meal, which could be either traditional
one-pot dish, such aslareesor Machboos$’’or more internationally known meals. Poultry has
gained considerable popularity in UAE due to its preferred flavelated qualities as well as vast
possibilities of preparatiorRoughly 1/3 of poultry is consumed in hotel and food servitere is a

high demand of whole chicken from retail and hotel sectors, whereas catering services are
specialised in poultry leg quarters, mainly due to lower final costs. Home consumers prepare poultry

in various ways; however, the whole chicken is the most popular.form

173Keys to success in UAE for Australembl and beefhttps://www.mla.com.au/newsand-events/industry
news/keysto-successn-u.a.e:for-australianlamb-and-beef/

174 United Arab Emirates (VAE), Poultry and Products Annual;
https://gain.fas.usda.gov/Recent%20GAIN%20Patibas/Poultry%20and%20Products%20Annual_Dubai_Un
ited%20Arab%20Emirates-27-2017.pdf

175 Gaining a greater market share in the UAEps://www.mla.com.au/pricesmarkets/marketnews/gaining
a-greatermarketsharein-the-uae/

176 United Arab Emirates (UAE), Poultry and Products Annual;
https://gain.fas.usda.gov/Recent%20GAIN%20Publications/Poultry%20and%20Products%20Annual_Dubai_Un
ited%20Arab%20Emirates-27-2017.pdf

" Traditional Emirati Foodittps://freetoursbyfoot.com/dubaitraditional-emirati-food/



https://www.mla.com.au/news-and-events/industry-news/keys-to-success-in-u.a.e.-for-australian-lamb-and-beef/
https://www.mla.com.au/news-and-events/industry-news/keys-to-success-in-u.a.e.-for-australian-lamb-and-beef/
https://gain.fas.usda.gov/Recent%20GAIN%20Publications/Poultry%20and%20Products%20Annual_Dubai_United%20Arab%20Emirates_9-27-2017.pdf
https://gain.fas.usda.gov/Recent%20GAIN%20Publications/Poultry%20and%20Products%20Annual_Dubai_United%20Arab%20Emirates_9-27-2017.pdf
https://www.mla.com.au/prices-markets/market-news/gaining-a-greater-market-share-in-the-uae/
https://www.mla.com.au/prices-markets/market-news/gaining-a-greater-market-share-in-the-uae/
https://gain.fas.usda.gov/Recent%20GAIN%20Publications/Poultry%20and%20Products%20Annual_Dubai_United%20Arab%20Emirates_9-27-2017.pdf
https://gain.fas.usda.gov/Recent%20GAIN%20Publications/Poultry%20and%20Products%20Annual_Dubai_United%20Arab%20Emirates_9-27-2017.pdf
https://freetoursbyfoot.com/dubai-traditional-emirati-food/
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As noted above, lamb is seen as a premium meat, and subsequently is particularly popular for special
occasions. Consumption may therefore peak around important festivals such as Eid.

Purchase criteria

Consumers in the UAE base their purchasing apprasckeveral factorsKey ones includethe
freshness of the meat product and communication on this issue; emphasis on safety and traceability;
and halal certification, which is increasingly used as a marketing Thele is a general preference
among loch Emirati to make meat purchases on wet marké&tgestern expats on the other hand
prefer to purchase meat in modern retail stores such as supermark8econdly, as mentioned
before, Emirati consumers pay attention to meat cuts, with a preference forlenméces (with the
exception of poultry). In recent years, consumers in the UAE have also become more health
conscious, putting emphasis on buying products which have not had the use of hormones or
antibiotics.

In the specific case of lamb, given itatgs as a premium meat, criteria which indicate its premium
status are important in the purchasing decision. This includes the slaughter technique, cut of meat
and tendernesguiciness The same is true for premium cuts of beef.

5.12.2.3 Recent market trends

Sales of meat have been gradually rising in recent years. Interestingly enough, the pork market has
seen the most dynamic changes in growth, however the market size remains very small in
comparison to other meat categories.

Premium meat choicesincluding certain cuts oflamb or beef have been on rise, as they are
perceived as higlquality products with health added value. For instance, Japanese Kobe beef, after
being certified by Emirates Authority for Standardization and Metrology in 2016, achievéitaign

sales growth, reaching numerous affluent consumers and speciality restatifafisstralian meat

has also fared well recently as they are seen to fulfil the criteria for premium meat set out in the
previous sectiorcombined with appropriate istore marketing and social media campaigfi$is

trend for premium meat also extends to some more exotic meats such as camel and quail as well.
However, a overallshift fromred meat to poultry has also emerged of late; this may be connected
to perceived heah advantages.

As noted aboveemphasishas been put onbuying products which have not had these of
hormones or antibiotics in recent years for heattdated issues. More recently, this has extended
to higher interest in meat from organically rearedmals.

18 Kobe beef sales rise 500% in UAE during 207s://w ww.arabianbusiness.com/retail/3858 A& be-beef-
salesrise-500-in-uae-during-201 ~saysdistributor



https://www.arabianbusiness.com/retail/385873-kobe-beef-sales-rise-500-in-uae-during-2017-says-distributor
https://www.arabianbusiness.com/retail/385873-kobe-beef-sales-rise-500-in-uae-during-2017-says-distributor
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5.12.3Offer
5.12.3.1 Domestic production

Domestic production of fresh meat in the United Arab Emirates has been steadily rising in recent
@SINARX K2gSOSNI GKS YIFEN]I SO Aa YIFIAyte SR o0& AYLR!
in volume terms and reded 47 000 MT in 2017, noting a two percent increase comparing to
previousyeadf® b SOSNIKSt Saasx AG O2yadAddziSa 2dzad | LILINE

5.12.3.2 Imports and exports

The UAE market for fresh meat heavily depends on imported prodeigfares-48). Import volumes
reached their highest level in 2015, amounting to above 700 000 tones, but since then there has
been slight drop, with above 610 000 tonnies2017. Exports picked up in 2017, however their
volume remains insignificant in comparison to imports.

Figure5-48: Trade balance (imports and exports) of fresh meat in United Arab Emirates120tt®ines
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Source: Trade Map, International Trade Centrevw.trademap.org
Data for CN code 0201, 0202, 0203, 0204, 0206, 0207

As depicted irFigure5-49, imported fresh meat in general consists of poultry, constituting by far the
largest category in the market, reaching over 450 000 tonnes in 2017. Other types of imported fresh

17 United Arab Emirates (UAE), Poultry and Products Annual;
https://gain.fas.usda.gov/Recent%20GAIN%20Publications/Poultry%20and%20Products%20Annual_Dubai_Un
ited%20Arab%20E mirates-2¥-2017.pdf



http://www.trademap.org/
https://gain.fas.usda.gov/Recent%20GAIN%20Publications/Poultry%20and%20Products%20Annual_Dubai_United%20Arab%20Emirates_9-27-2017.pdf
https://gain.fas.usda.gov/Recent%20GAIN%20Publications/Poultry%20and%20Products%20Annual_Dubai_United%20Arab%20Emirates_9-27-2017.pdf
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meat productsinclude bovine meat as well as goat meat, however in much less quantity. Pigmeat
imports remain low. In terms of exports, the UAE exports small volume of poultry, followed by
bovine meat, nevertheless its volume, alike in case of imports, is minor corggarimports.

Figure5-49:Trade balance (imports and exports) of fresh meat in United Arab Emirates, by typ&022t Tonnes
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Source: Trade Map, International Trade Centrevw.trademap.org
Data for CN code 0201, 0202, 0203, 0204, 0206, 0207

The majority of fresh meat products imported to the UAE comes from Brazil, which holds a
particularly strong position in poultry import&igure5-50). Other importers include manufacturers

from USA, India and Australia, and to a lesser extent the EU countries. In addition, there are other
countries involved as well, e.g. Pakistan or Ethiopia. There have not been significant changes in
imported volumes from the countries, apart from general and continuous growth in years-2013
2015 and slight decrease emerging since 2016.


http://www.trademap.org/
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Figure5-50: United Arab Emirates imports of fresh meat by country, 20/:3onnes
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As the UAE has good infrastructure (see sedlighl), the hot climate does not pose any notable
barriers to imports. Most meat is transferred throutite country using could storage trucks.

5.12.3.3 EU Gl products

As reported in sectiort.2.4, there are no specific provisions in the UAE on the protection of
geographical indications for fresh meat.

5.12.3.4 Main competitors

Given that the market for fresh meat is mainly led by imports, thain competitors include
importers from Brazil, United States and India; with Brazil holding a particularly dominant position at
present (sectiorb.12.3.3.

5.12.4 Spedfic market entry requirements

Market Access and Entry

Fresh meat market entry procedures and related documentation differ throughout the United Arab
9YANI 1S538 GUKAOK NBE NB3IdAII ISR 08 9YANrGSaQ
remembered thatrequirements applied might be considerably different with regard to free zones,
the scope of whiclis set out in sectiod.4.2


http://www.trademap.org/
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Differences betwe¢g 9 YANI 6SaQ YIN]J SO SyiNEB LINPOSRdA2NEA NBf
systems, required documentation, payments as well as other services connected to handling the
consignments. More details on the process applying in the largest Emirates can béexbbglow:

Abu Dhabi
https://www.adfca.ae/English/PolicyAndLegislations/AdvisoryGuidlines/Documents/Gungelf

Dubai
http://www.foodsafe.ae/pic/requirements/Food Import and Rexport Requirements Eng.pdf

Sharjah
https://www.sharjahcustoms.gov.ae/en/impoiprocedures

Customs procedures

The overview of the procedure can be consulted in sectb@.1 Further details on market entry
documentation with regards to respective Emirate can be found in above links.

SPS measures

In case of import of fresh meat products to the UAE, there are several specifiremgnts
involved, depending on the product:
9 Authorisation of Foreign Foodstuffs Manufacturers
Foreign Slaughterhouse Accreditation
Authorisation to Import Endangered Species and Products Thereof
Release Certificate for Goods under Veterinary Control
Veterinary Health Certificate for Animal Products
Halal Certificat&®
Certificate of Radioactivity Inspection

= =4 =4 -4 -4 4

Up to date information on appropriate documents concerning SPS measures

http://madb.europa.eu/madb/datasetPreviewFormIFpubli.htm?datacat id=IF&from=publi&hscode=
0202&countryid=AE

In principle, UAE authorities, in case of diseases outbreaks in one of the EU countries, recognise the
regionalisation practice applied by the Member State if such a request for recognition is submitted.

180 As reported at the beginning of sectidl2 halal certificate is only approved by UAE authorities when
accredited by certified bodiesa link to the list can be found in the beginning of section. An exemption can be
obtained butmust be applied for and the product can only subsequently be sold in certain designated outlets.


https://www.adfca.ae/English/PolicyAndLegislations/AdvisoryGuidlines/Documents/Guide-en.pdf
http://www.foodsafe.ae/pic/requirements/Food_Import_and_Re-export_Requirements_Eng.pdf
https://www.sharjahcustoms.gov.ae/en/import-procedures
http://madb.europa.eu/madb/datasetPreviewFormIFpubli.htm?datacat_id=IF&from=publi&hscode=0202&countryid=AE
http://madb.europa.eu/madb/datasetPreviewFormIFpubli.htm?datacat_id=IF&from=publi&hscode=0202&countryid=AE
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Labelling

As outlined in sectiort.2.3 labelling rules in the UAE are regulated by GSO Standard 9/2013;
requirements on packaging, additives, pesticides and other contaminants, as well as those relating
to the provision of food ELIANE Ay F2NXYI GA2y 2y (GKS LINRPRdzOGaQ
150/2013.The aproved food label should contaiin addition togeneral requirementsa specift

halal confirmation mark.

5.12.5Distribution

Fresh meat is purchased in similar quantitiesough retail and foodservice channeBiqure5-51).
Overall, Supermarkets and hypermarkets remain the most populatail channel, with the
availability of spaceat display different meats a notable factor in their successe majority of
expatriates prefer to purchase fresh meat produthsough these channels in particula®n the
other hand, local Emirati consumers appreciate wet markets, as they are often cookenced
Fo2dzi 6SG Y NJ S aeboth ik gnd Auiche® Hrowvtiseir dnfine presence,
internet retailing is currently showing a positive trend as well.

Figure5-51: Distribution channedverview of fresh meat in United Arab Emirates (2017); total volume
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Source: Euromonitor International: Fresh Food, 2018

5.12.6Challenges for EU products

Imports of fresh meat to the United Arab Emirates may constitute a challenge mainly due to
stringent marlet entry procedures. All meat products imported to the UAE, apart from products
available only to expatriates, must be certified as halal products. Such certification should be issued
by an Islamic Organization which is approved by UAE authorities, wfiedtively might pose
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another challenge. Last but not least, it should be remembered that Emirati consumers are not
allowed to eat pigmeat, thus the pork market exists only for expatriates and the product is quite
highly restricted, with pk considered @pecial good.

Market Takeaway: Fresh meat

Consumption:Consumption of fresh meat has been continuously increasing and is projected to do so o
next 4 years.

Competition:Market heavily depends on imports, with domestic production of positttigfying 11% of deman
and Brazil playing a major role in supply.

Distribution: Fresh meat is being distributed both on trade and off trade in similar quantities, with
preferences for wet markets among off trade channels.

Challenges Stringent th NJ] SG Sy dNE LINRPOSRdA2NBaz 6KAOK I|faz |
Requirement for halal certificated, issued by accredited body prior to import.

Opportunities: Increasingconsumption of fresh meat as well as importance of dining outclwhicludes wide
selection meabased meals due to progressing internationalisation of Emirati cuisine.
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5.13 Processed meat

Note: all meat products in the United Arab Emirates are required to be certified as halal pr
unless a specific exemption is obtaitfedCertification should be issued by an Islamic Organiza
which is approved by UAE authorities (exception applies to shops, which offer products
Muslim consumers). Accredited certification bodies can bsuted at:

http://halal.ae/en -us/OpenData/Pages/LISTOFHALALCERTIFICATIEBODIESREGISTERED
WITHESMA.aspx

pducts
ition
[0 non

The import and the sellingf pork in the United Arab Emirates, while permitted, is highly regulated.

Pork is considered a special product; and any product containing pork or pork products, sh
clearly declared on the label upon approval from the Ministry of Climate Changei&rEment.
Pork can be purchased only in specified shops dedicated for Western and Southeas

ould be

t Asian

expatriates.

5.13.1SWOT analysis

- Complex framework

related to market entry
- Processed meat procedures
consumption on steady
rise

-Market almost entierly
based on poultry
processed meat
products

. o - High compettion from
- Internationalisation of domestic and

cusine in Emirati as well international players
as influx of foreigners

5.13.2Consumption
5.13.2.1 Evolution of consumption

Consumption of processed meat in the UAE has been rising and is projected to do soerhatv

ev

slightly slower pace. As presented Fiigure5-52, frozen processed meat constitutes the largest
category within the market, with grew by 6.8% per year between 2012 and 2017. Chilled processed

meat, much smaller in its market size, noted the highest growth in previous yeaB9 per year

81 This exemption must be obtained through the director of the Food Control Section of the municipality in

guestion; and products can only be sold via spedifisignated channels.


http://halal.ae/en-us/Open-Data/Pages/LIST-OF-HALAL-CERTIFICATION-BODIES-REGISTERED-WITH-ESMA.aspx
http://halal.ae/en-us/Open-Data/Pages/LIST-OF-HALAL-CERTIFICATION-BODIES-REGISTERED-WITH-ESMA.aspx
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and is projeatd to remain upward trend. Shelf stable meat is the smallest category of processed
meat on the UAE market, however its market size has been graybrgfo per year in last years.

Figure5-52: Evolution andorecast of processed meat market (000 tonnes) in United Arab Emirates, total volume 2012
2022
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Source: Euromonitor International: Packaged Food, 2018

5.13.2.2 Consumer profile and purchase criteria

Consumers

As outlined above in sectioh.12.2 Emirati consumers have been to some extent influenced by
various cuisines due to influx of foreigners. Nowadays, consumption patterns of Emirati include
variety of meat types, exatling pork processed products (which can be found only in designated
places upon approval from the relevant UAE body).

Frozen processed meat constitutes the most often
consumed type of processed meat. In general, consumers
in the UAE appreciate proceskoultry products, either
frozen or chilled, such as chicken strips, nuggets or burgers.
Indeed, poultry constitutes around 60% of frozen meat
products. Given that many UAE producers freeze approx.
10-20 % of their fresh poultry products during reduced
consumer demand periods, i.e. summer, many Emirati
consumers consider purchasing frozen poultry, also due to lower prices. Poultry is also dominant in
the shelf stable category, though in the chilled processed meat category, red gnbatf in
particular, which accounts for over half of all chilled processed meas more important than
poultry!®,

Drivers and method of consumption

182 Eyromonitor International: Packaged Food, 2018
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l'a AYRAOFGSR 1062@3S> 9YANIGA O2yadzYSNEQ RASG KI 67
domestic cuisine. In efféc there has been abundance o
choice when it comes to processed meat products, which
mostly made from poultry.

Emirati consumers have a preference for frozen proces
meat, which includes different parts of chicken frozen. Pq
sausage, bacon and lwr porkrelated items are only
accessible for expatriates.

Purchase criteria

UAE consumers focus on several factors, such as meat cuts of processed meat and packaging, which
is one of the main goals of Emirati producers to attract consutfiersore healh-oriented
consumers look for products without any hormones or antibiotics. As the market data shows,
poultry is generally favoured over other meat types.

5.13.2.3 Recent market trends

Chilled processed poultry has been receiving great attention among Emiratiroens, whereas

frozen processed meat, especially chicken has been leading the market for processed meat in the
UAE. There has been no significant competition among processed meat formats, as usually each
format caters to different food requirement. Sale$ all types of processed meat products have
been on rise and its growth is projected to keep the upward trend.

5.13.3Offer
5.13.3.1 Domestic production

/' a0l RS alNAYyS [[/ Aa €SFRAYy3I GKS YIN]JSG 6AGK y
one of the oldest companies on the domestic market, there is a solid loyalty among Emirati
consumers. It has a vast array of both frozen and chilled prodimttuding poultry. The other

company¢ Al Islami is considered more premium brand, very often offering consumers home
deliveries as well as cooperation witioreca distributors. Other companies include Americana

Group, QualPro Ltd or Brf Brasil Food$®SA should be noted that a certain volume of the fresh

meat imported is subsequently processed in the UAE; a factor which is important for domestic
production.

5.13.3.2 Imports and exports

Imports of processed meat products decreased between 2014 and 2016 tsligbdly in 2017,
reaching above 36 000 tonnes. The UAE exports, on the other hand, have been continuously growing

183 Euromonitor International: Packaged Food, 2018
184 Euromonitor International: Packaged Food, 2018
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since 2013 and effectively exceeded the imports volume in 2016. The UAE exported more than 40
000 tonnes of processed meat in 20Eigure5-53).

Figure5-53: Trade balance (imports and exports) of processed meat in United Arab Emirate4,72@dthes
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Source: Trade Map, InternatiahTrade Centrewww.trademap.org
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As presented irFigure5-54, imports of processed medo the UAE are very diverse, consisting of
many countries, including Saudi Arabia, Malaysia, Philippines, Thailand, USA and Brazil. Moreover,
some of imports come from EU countries, notably from the UK, Italy, Spain and France.


http://www.trademap.org/
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Figure5-54: United Arab Emirates imports of processed meat by country,-201®nnes
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5.13.3.3 EU Gl products

As reported in sectio®.2.4 there are no specific provisions in the UAE on the protection of
geographical indications for processed meat.

5.13.3.4 Main competitors

The market for processed meat in the UAE includes both domestic and international manufacturers,

with indications that domestic productiog though based on imported fresh meat has been

increasing in recent years. Due to high consumer loyattgng expatriates in the UAE, many foreign
consumers choose their home country brands. However, in the view of large dependency on imports

in the processed market, the main competitors include importers from Brazil and the United States.
Domestic produces, such as Cascade Marine LLC (see sestidh3.) should be also taken into
O2y&aARSNI GA2Y RdzS G2 YSSGAY3I 9YANIXGA O2yadzySNEQ

5.13.4 Specific market entry requirements
Market Access and Entry

The market entry procedures for processed meat are almost entirely in line with procedures
applying tofreshmeat (sectiorb.12.4).


http://www.trademap.org/

180| Page UAEC Market Entry Handbook

Customs procedures

The overview of the procedure can be consulted in secichl Further details on market entry
documentation with regards to respective Emirate can be found in links listed in s&ctida

SPS measures

In case of the imort of processed meat products to the UAE, there are several specific requirements
involved, which are set out in secti®nl2.4

Up to date information on apprpriate documents concerning SPS measures

http://madb.europa.eu/madb/datasetPreviewForml|Fpubli.htm?datacat id=IF&from=publi&hscode=
0202&countryid=AE

Labelling

Considering processed meat products, as outlined in seai@r8 labelling rules in the UAE are
regulated by GSO Standard 9/2013; requirements on packaging, additives, pesticides and other
contaminants, as well as those relating to the provision of foBd.éA NBE A Y F2NX I A2y 2V
label are laid down GSO Standard 150/2013. Approved food label should contain, apart from general
NBIljdANBYSYyGaz || arEflfé¢ O2yFANNIFGAZ2Y YI NJ

5.13.5Distribution

As presented irFigure5-55, processed meat products are, in the vast majority, distributed through
store-based retailing (95.5% of retail value in 2017). Supermarkets accounted for 48% of retail value,
whereas other groceryetailers and independent small grocers amounted to 15.2% and 10.2%
respectively. There were no significant fluctuations of retail value shares, with highest growth noted
by Internet retailing (0.4% in 2017).

185 As reported in the beginning of sectid) halal certificate is only approved by UAE authorities when
accredited by certified bodiesa link to the list can be found in the beginning of section. An exemption can be
obtained but musbe applied for and the product can only subsequently be sold in certain designated outlets.


http://madb.europa.eu/madb/datasetPreviewFormIFpubli.htm?datacat_id=IF&from=publi&hscode=0202&countryid=AE
http://madb.europa.eu/madb/datasetPreviewFormIFpubli.htm?datacat_id=IF&from=publi&hscode=0202&countryid=AE

181| Page UAEC Market Entry Handbook

Figure5-55: Distribution channel overview of processed meat in United Arab Emirates (2017); retail value
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5.13.6Challenges for EU products

As in the case of fresh meat market, one of the greatest ehgéls for EU producers of processed
meat are the market entry procedures. Another notable challenge is connected to the fact that the
market for processed meat in the UAE is mainly comprised of poultry products, as pigmeat is not
consumed by Emirati and ia restricted product. Finally, competition from growing domestic
production poses a further challenge.

Market Takeaway: Processed meat

ConsumptionConsumption of processed meat has been steadily growing in is expected to keep the
trend.

Competition: Market is comprised of both domestic and international companies, with the former ga
in importance. However, imports from Brazil and USA play a major role in satisfying demand for prc
meat products in the UAE.
Distribution: Processé meat ismainly distributed through supermarkets, followed by independent sr
grocers.

Challenges Stringent control measures related to market entry procedures. No significant market fo
processed products.

Opportunities:Consumption of processeaeat - mostly poultry- is on rise.
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5.14 Processed cereals

5.14.1 SWOT analysis

- Consumption of
processed cereals
growing

- Market led by
international brands

-Market entry
procedures

- EU countries among
top importers of
processed cereals

- Differneces in perciving
processed cerelas as
healthy option (Dubai
authorities)

- Growing demand for
processed cereals

- Changes in UAE
breakfast habits as an
effect of influx of
[DEWEIES

5.14.2 Consumption
5.14.2.1 Evolution of consumption

As presented ifFigure5-56, the market for processed cereals in the UAE has been growing, which
can be largely connected to growth of population. Nevertheless, consumers in bigger urban areas
tend to choose breakfasteceals more often than they used to. The majority of the market consists
of RTE cereals (Reatlg-Eat), which have been on rise (3.5% per year between 2012 and 2017, in
terms of value) and are projected to keep an upward trend. Hot cereals, the secorgbuatés

much smaller in its market size (volumase), however alike RTE cereals, have been increasing, 3%
growth per year, in terms of value.
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Figure5-56: Evolution and forecast of processed cereals markitte UAE, total volume 2042022
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5.14.2.2 Consumer profile and purchase criteria

Consumers

The internalisation of Emirati cuisine indubitably has had an
impact on breakfast options among consumers ia WAE. Due to

the strong influence from Western breakfast menu, some
consumers have adopted breakfast cereals, influenced also by
their convenience addedalue. Moreover, in view of rising
health-awareness, some types are considered bringing certain
health benefits, i.e. oats, which are largely advertised in gyms and
fitness clubs, mostly in the urban aré¥sManufacturers present on the UAE market for processed
cereals have also started to invent new nutrition mixes to attract consuffierdowever, the
genagal opinion on breakfast cereals in the UAE is rather diversified, as for instance Dubai
Municipality calls for restrictions on breakfast cereals given to schoolchildren by carrying out various
campaigns. Traditionally speaking, Emirati tend to pay griéantion to breakfast cultur&®.

Drivers and method of consumption

Consumption of processed cereals in the UAE is mainly drivel
the growth of population and high influx of expatriates who
used to their breakfast options from back home. In additieome
other consumers have started to choose ready to eat breakf
cereals due to convenience and shorter meal preparation
mornings. Cereals often are prepared with dried nuts and/or froz

186 Eyromonitor International: Packaged Foods, 2018

187 Breakfast cereals are still a cool factbttps://qulfnews.com/business/sectors/retail/breakfaserealsare-
still-a-cooHactor-1.1926094

188 The UAE's favourite breakfast dishesttps://www.thenational.ae/lifestyle/food/the-uae-s-favourite-
breakfastdishes1.664105



https://gulfnews.com/business/sectors/retail/breakfast-cereals-are-still-a-cool-factor-1.1926094
https://gulfnews.com/business/sectors/retail/breakfast-cereals-are-still-a-cool-factor-1.1926094
https://www.thenational.ae/lifestyle/food/the-uae-s-favourite-breakfast-dishes-1.664105
https://www.thenational.ae/lifestyle/food/the-uae-s-favourite-breakfast-dishes-1.664105
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fruits, according to preferences.

Purchase criteria

As outlhed above, in general consumers in the UAE pay attention to convenience added value when
purchasing processed cereals. Effectively readgat products have become particularly popular

due to shorter meal preparation. Additionally, more heatitnscious eansumers have preference

for oats, given health benefits. Lastly, due to governmental campaigns in some emirates, e.g. Dubai,
certain breakfast cereals are perceived as unhealthy, thus some consumers may avoid these,
especially when purchasing it for theinildren.

5.14.2.3 Recent market trends

The market for processed cereals has been on rise. Oats have been particularly sought due to their
health added value with tailamade advertisements on gyms and fitness clubs. Like oats, hot cereals
have been also consided as healthy option. Flakes noted the highest growth within the market,
with strong product promotions driving the upward tref§el

5.14.3 Offer
5.14.3.1 Domestic production

Most brands of breakfast cereals in the UAE come from international producers. The méekiabys
Kellogg Middle East, followed by Nestle Middle East FZE. Other manufacturers include Pepsi Cola
International and Weetabix L.

5.14.3.2 Imports and exports

Imports have been significantly exceeding export volumes in the last 5 years. After a period of
relative stable growth, in 2016, volumes exceeded 50 000 tonnes before falling to almost 86000
year after Figure5-57). Exports have been on a steady increase;dwaw, their volumes have been
considerably lower than imports (above 4 000 tonnes in 2017).

As depicted irFigure5-58, imports of processed cereals to the UAE include many countries, such as
India and Turkey as well as several EU countries, i.e. United Kingdom, Spain, Germany and France. In
the last years, imports volumes have remained stable, with the exception of 2@ié) import

volumes considerably rose, due to high imports of processed cereals from Oman (over 25 000
tonnes).

Imported Spanish cereals have had the highest value per unit, reaching EUR 5 000 per tonne in 2017.
In general, almost all imported cereal®r the EU have had their value per unit above the world
average, which have oscillated around EUR 3000 in the last two years. Due to higher volumes of
imported cereals from Oman in 2016, value per unit of all EU cereals decreased that year.

189 Eyromonitor International: Packaged Foods, 2018
190 Eyromonitor Intermtional: Packaged Foods, 2018
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Figure5-57: Trade balance (imports and exports) of processed cereals in the UAR,72@d83nes
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Figure5-58: UAE imports of processed cereals by country,-2G18nnes
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Figure5-59: Per unit value of UAE imports of processed cereals for selected countried72&L3R per tonne)
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5.14.3.3 EU Gl products

As reported in sectiort.2.4, there are no specific provisions in the UAE on the protection of
geographical indications for processed cereals.

5.14.3.4 Main competitors

As outlined in sectiorb.14.3.1 market for processed cereals in the UAE is led by international
manufacturers present on the market. Main importers which can be considered as competitors are
producers from India, Turkey drunited States.

5.14.4 Specific market entry requirements

Market Access and Entry

Market entry procedures and related documentation differ throughout the United Arab Emirates,
GKAOK | NS NB3IdAF 4GSR 08 9YANIGSaQ NBrabeisdah S | R
requirements applied might be different with regard to free zones, the scope of which is set out in
section4.4.2

SATTFSNBYyOSa 0 S0 steouy pracetirdslrdiate dodifferdntNabdies, implemented
systems, required documentation, payments as well as other services connected to handling the
consignments. More details on the process applying toléingestEmirates can be consulted below:


https://www.trademap.org/
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Abu Dhabi
https://www.adfca.ae/English/PolicyAndLegislations/AdvisoryGuidlines/Documents/Gungelf

Dubai
http://www.foodsafe.ae/pic/requirements/Food Import and Rexport Requirements Eng.pdf

Sharjah
https://www.sharjahcustoms.gov.ae/en/impoiprocedures

Customs procedures

The overview of the procedure can be consulted #.2.1 Further detailson market entry
documentation with regards to respective Emirate can be found in above links.

SPS measures

In case of import of processed cereals to the UAE, there are several specific requirements involved,
depending on the product, including:

9 Authorisaton of Foreign Foodstuffs Manufacturers
1 Registration of Foodstuffs Importers

1 Release Certificate for Foodstuffs

1 Free Sale Certificate

Up to date information on appropriate documents concerning SPS measures
http://madb.europa.eu/madb/datasetPreviewlFpubli.htm?countries=AE&hscode=1904

Labelling

As outlined in sectiot.2.3 labelling rules in the UAE are regulated by GSO Standard 9/2013;
requirements on packaging, additives, pesticides and other contaminants, as well as those relating

G2 GKS LINRPGAAAZY 2F F22R SELANE AyF2NXNlaidAizy 2y
150/2013.

5.14.5Distribution

As presented ifrigue 5-60, UAE consumers purchase processed cereals mainly throughtsteeel
retailers (almost 99% of shares, inmes of retail value in 2017). Majority of products are distributed
through hypermarkets (60%) and supermarkets (29%), followed by small independent grocers and
food/drink specialists. Internet retailing accounted for 1.4% with an increase last year.


https://www.adfca.ae/English/PolicyAndLegislations/AdvisoryGuidlines/Documents/Guide-en.pdf
http://www.foodsafe.ae/pic/requirements/Food_Import_and_Re-export_Requirements_Eng.pdf
https://www.sharjahcustoms.gov.ae/en/import-procedures
http://madb.europa.eu/madb/datasetPreviewIFpubli.htm?countries=AE&hscode=1904
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Figue 5-60: Distribution channel overview of processed cereals in the UAE (2017); retalil value
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5.14.6 Challenges for EU products

Differences in opinion on p@Saa SR OSNBIfaQ KSIFHfGK FRRSR @It dzS
challenge for EU producers, as effectively it could lead to fluctuations in demand. Having in mind the

slight differences in market entry procedures between emirates, EU manufacturers dsalthee a

challenge. The other challenge is the dominance of certain large international brands.

Market Takeaway: Processed cereals

Consumption:Consumption of processed cereals in in the UAE has been on steady rise, with er
products such as oats.

Competition: Market led by international brands present on the market. Relevant importers from |
Turkey and United States.

Distribution: Pracessed cereals are distributed through variety of stzased retailers, with a particula
focus on hypermarkets and supermarkets. Internet retailing picked up last year.

Challenges Health added value questioned by authorities in several emirates (ebgi)Pmarket shaped
by international brands.

Opportunities: Expected increase of consumption in next years. Continuous changes in breakfast p
due to influx of expatriates.
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5.15 Honey

5.15.1 SWOT analysis

5.15.2 Consumption
5.15.2.1 Evolution of consumption

- Growing demand for
honey

- Structural shortage
despite increases in
domestic production

-Emerging market for
natural honey

- Market for honeys
conveying certain health
benefits

UAEC Market Entry Handbook

- Strong consumer
loaylty towards known
brands

- Competition from both
domestic and foreign
companies

- New initiatives such as
"adopt a beehive"

The marketof honey in the UAE has been steadily growing. In last year it rose by 4.9% per year and

is projected to rise further over the forecast period till 2022, noting a growth of 4.5% per year
(Figue 5-61). The growing market however is driven mainly by the rapid growth of population, given
that the consumption per capita has not changed from 2012, remaining at 0.2kg per capita in 2017.

Figue 5-61: Evolution and forecast of honey market (000 tonnes) and honey consumption per capita in the UA&B22012
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5.15.2.2 Consumer profile and purchase criteria

Consumers

Honey has been known in the UAE for centuries. It has been regarded as curative, beauty aid and
antibacterial agent at the same tinfé. Nowadays, the consumer perception of honey has not
charged, and it is still sought for beaugnhancing and healing purposes. However, currently in the
UAE there is a wide selection of honey, which often differs in its flavour as well as purpose. In
general, there is a preference for stroflgvoured type of bney, which simultaneously is
O2yaARSNEBR dLJzNBE NE

Drivers and method of consumption

Consumption of honey in the UAE is largely driven by its alleged health added value, which can be
further subdivided into strict health benefits and beauty aid. Therefone may find types of honey
which are supposed to ease headaches, cramps or even reduce growth of cancer tumours and side
effects of chemotherapy. On the other hand, some consumers look for a variety of honey that can
help them to achieve beauty beneditsuch as wrinkle reduction, pigment correction, skin moisture,
whereas others treat honey as a source of energy or memory héfper

Purchase criteria

The main factor, impacting the purchasin~
approach is the quality of honey. Consumers in t

UAE tendd 2 LJ & 3INBIG 4GS

ayStf IyR Ffl @2dNE 6KA

purity. Another criterion taken into account by

consumers is price it is generally acknowledgec

0K é

and quality honey product comes with a highe o asy
price ¢ therefore cheap products tend to be 3
avoided. Lastly, consumers very often base th
purchase also on advertised claigsiamely they
t 221 F2NJ LINPRRdzOG &> t 1. - T, 2y Se
products and may favour products which are supposed to transmit certain heelefits (see
above)'®,

191 Honey in the UAE: where it comes from, how to wuse it, and the benefits;
https://www.thenational.ae/lifestyle/food/honeyin-the-uae-where-it-comesfrom-how-to-useit-and-the-
benefits1.83054

192Honey in the United Arab Emiratésiips://manukahoneyusa.com/honein-the-united-arab-emirates/

9% Honey in the UAE: where it comes from, how to wuse it, and the benefits;
https://www.thenational.ee/lifestyle/food/honey-in-the-uaewhere-it-comesfrom-how-to-use-it-and-the-
benefits1.83054

%4 Euromonitor International: Packaged Food, 2018

¢


https://www.thenational.ae/lifestyle/food/honey-in-the-uae-where-it-comes-from-how-to-use-it-and-the-benefits-1.83054
https://www.thenational.ae/lifestyle/food/honey-in-the-uae-where-it-comes-from-how-to-use-it-and-the-benefits-1.83054
https://manukahoneyusa.com/honey-in-the-united-arab-emirates/
https://www.thenational.ae/lifestyle/food/honey-in-the-uae-where-it-comes-from-how-to-use-it-and-the-benefits-1.83054
https://www.thenational.ae/lifestyle/food/honey-in-the-uae-where-it-comes-from-how-to-use-it-and-the-benefits-1.83054
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5.15.2.3 Recent market trends

DAGSY GKS 3INRBgAYI RSYIFIYR FT2N K2ySeé> O2yadzySNA K
recent years. Additionally, in the view of emergence of new varieties available on the market,
consumers have beedpasing their choice not only on the quality of the product but also on the final

purpose, i.e. health benefits, beauty aid, energizer etc. Lastly, residents of Dubai have been offered

with the possibility to adopt a part of beehive and receive up to 1dkguoe honey in a year, which

tends to be a choice for environmentally and quatitjented consumers.

5.15.3Offer
5.15.3.1 Domestic production

Honey production in the UAE has been growing and developing swiftly in recent years, which is an
aftermath of growing populatin and higher demand. In 2017, the first UAE Beekeepers Association

was launched in Dubai, with a purpose of creating a platform for professional and hobby beekeepers

as well as sharing knoetwow!®>. The UAE honey industry is based on two different types of
honeybees: wild and imported on¥& Given the growing consumption, not only imports of honey

picked up in recent years (sectidnl15.3.3, but also imports of hondyees. In 2016, 60 million
K2zySeoSSa FTNRBY 938Lli 6SNBE RSt AGSNBR G2 19 Ay 21
contribute to exports®.

5.15.3.2 Imports and exports

As presented irrigure5-62, imports of honey have been continuously rising since 2013. Moreover,
import volumes considerably outweigh exported honey products, which, however, picked up in
2017.

5 First licensed UAE Beekeepers Association launches in Dhibas;//www.thenational.ae/uae/first
licenseduae-beekeepersassociatiodaunchesin-dubai1.670881

196 All About the Honeybees in the UARp://www.beekeepersassociation.ae/aliboutthe-honeybeesin-
the-uae.html

197 60million honeybees delivered to UAE farms;
https://www.timeoutdubai.com/aroundtown/features/740660million-honeybeesdeliveredto-uaefarms



https://www.thenational.ae/uae/first-licensed-uae-beekeepers-association-launches-in-dubai-1.670881
https://www.thenational.ae/uae/first-licensed-uae-beekeepers-association-launches-in-dubai-1.670881
http://www.beekeepersassociation.ae/all-about-the-honeybees-in-the-uae.html
http://www.beekeepersassociation.ae/all-about-the-honeybees-in-the-uae.html
https://www.timeoutdubai.com/aroundtown/features/74062-60million-honeybees-delivered-to-uae-farms
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Figure5-62: Trade balance (imports and exports) of honey in the UAE; ZD1Bnnes
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TheUAE imports honey mostly from Australia and India, followed by countries such as Saudi Arabia
and Pakistan. Some imported products come from EU countries as well, notably from Germany and
France Figure5-63). Volume of imported honey from Australia and India has slightly increased in
the last 2 years, whereas from other destinations have remain relatively stable.

As seen irFigure5-64, the value of honey products imported from the EU tends to be higher than

value of products imported from other countries in the world. German and French @rddé Q @1 f dzS
has oscillated around EUR 6 000 per tonne in the last 5 years, whereas value of honey imported from
Spain has been on significant rise, increasing from around EUR 3 500 in 2013 to EUR 6 000 per tonne

in 2017.


https://www.trademap.org/
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Figure5-63: UAE imports of honey by country, 2€RL7; tonnes
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Figure5-64: Per unit value of UAE imports of honey for selected countries;ZO(BUR per tonne)

EUR per tonne

7000

6000

5000

4000

3000

2000

1000

2013 2014 2015 2016 2017

= = World Germany France = Spain

Source: Trade Map, International Trade Centin&ps://www.trademap.org/
Data for CN code409



https://www.trademap.org/
https://www.trademap.org/

194| Page UAEC Market Entry Handbook

5.15.3.3 EU Gl products

As reported in sectio®.2.4 there are no specific provisions in the UAE on the protection of
geographical indications for honey.

5.15.3.4 Main competitors

The market for honey in the UAE comprises both domestically based companies as well as
abundance of imported products. The UAE companies, such as Alnajeh Honey offer not only wide
selection of honey, but also bees or other tools and equipmkins also worth to remember that
imports may relate not exclusively to ready product but also to honeybees. Top destinations from
which honey is imported to the UAE include Australia, India, Saudi Arabia, Pakistan as well as some
EU countries, i.e. GermgnFrance and to lesser extent Spain. Finally, the adopt a beehive initiative

in Dubai provides a unique method of sourcing honey, and also form of competition.

5.15.4 Specific market entry requirements

Market Access and Entry

Market entry procedures and reled documentation differ throughout the United Arab Emirates,
GKAOK | NBE NB3IdzZA I GSR 08 9YANIGSaQ NBALISOGAGBS I R
requirements applied might be different with regard to freenes the scope ofwhich is set out in

section4.4.2

BATFSNBYyOSa 0S0sSSy 9YANIGSaAaQ YINJSG SyiaNER LINEC
systems, required documentation, payments as wello#er services connected to handling the
consignments. More details on the process applyimthe largestEmirates can be consulted below:

Abu Dhabi
https://www.adfca.ae/English/PolicyAndLeqgislations/AdvisoryGuidlines/Documents/Gun gelf

Dubai
http://www.foodsafe.ae/pic/requirements/Food Import and Rexport Requirements Eng.pdf

Sharjah
https://www.sharjahcustoms.gov.ae/en/impoiprocedures

Customs procedures

The overview of the procedure can be consulted #.2.1 Further detailson market entry
documentation with regards to respective Emirate can be found in above links.


https://www.adfca.ae/English/PolicyAndLegislations/AdvisoryGuidlines/Documents/Guide-en.pdf
http://www.foodsafe.ae/pic/requirements/Food_Import_and_Re-export_Requirements_Eng.pdf
https://www.sharjahcustoms.gov.ae/en/import-procedures
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SPS measures

In case of importation of honey to the UAE, there are several specific requirements involved,
including Veterinary Health Certificate for Animatoducts and Certificate of Radioactivity
Inspectior®,

Up to date information on appropriate documents concerning SPS measures
http://madb.europa.eu/madb/datasetPreviewlFpubli.htm?countries=AE&hscode=0409

Labelling

As outlined in sectiomt.2.3 labelling rules in the UAE are regulated by GSO Standard 9/2013;
requirements on packaging, additives, pesticides and other contaminants, as well as those relating
to the provision of food ELIANE Ay F2NX I GA2y 2y (GKS LINRRdzOGaQ
150/2013.

5.15.5Distribution

As depicted irFigure5-65, vast majority of spreads (including honey) are distributed through store
based retailers (over 97% in 2017, in terms of retail value). This includes hypermarkets (almost 58%)
and supermarket (above 28%). Moreover, share of distributed honey through hypermarkets
dropped in 2017 by 2.4%, whereas Internet retailing picked up.

Figure5-65:Distribution channels overview of spreads (including hoinele UAE (2017); retail value
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Source: Euromonitor International: Packaged Food, 2018

198 Certificate of Radioactivity Inspection;
http://madb.europa.eu/madb/viewPagelFPubli.ntm?doc=cf rad&hscode=0409&countryid=AE

t


http://madb.europa.eu/madb/datasetPreviewIFpubli.htm?countries=AE&hscode=0409
http://madb.europa.eu/madb/viewPageIFPubli.htm?doc=cf_rad&hscode=0409&countryid=AE
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5.15.6 Challenges for EU products

The greatest challenge for EU honey manufacturers is combined with competition from both
domestic and foreign companies. Moreover, doestrong consumer loyalty, it might be challenging

to build consumer base for honey. Lastly, it must be remembered that the UAE market for honey
offers a wide selection of products, which are often advertised as having a special purpose/effects.

Market Takeaway: Honey

Consumption:Consumption of honey in the UAE has been on continuous rise, albeit driven by pop
growth. Consumers particularly looking for pure and natural honey. Wide selection of varieties.
Competition: The market relies on importgetoducts, however there is also a strong presence of dom
manufacturers producing honey and importing honeybees.

Distribution: Honey distributed mainly through hypermarkets and supermarkets. Internet retailing on rise.
ChallengesCompetition from bdt domestic and foreign companies. Strong consumer loyalty.
Opportunities:demand for natural honey and types of honey believed to have certain health benefits.
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5.16 Live plants

5.16.1 SWOT analysis

- EU countries among
top importers of plants

- Knowledge of some
live plants from the EU

- Projected upward
trend of consumption

- Low maintenance
medium sized indoor

- Stringent market entry
procedures

- Consumers without
permanent residences
tend not to purchase.

-Unfavourable weather
conditions for

plants in demand. cultivation

5.16.2 Consumption
5.16.2.1 Evolution of consumption

Indoor plants have beehy far the most popular live plant in the UAE, reaching EUR 11.5 million of
retail value in 2017Higure5-66). Other categories with a much lower share of retail gahclude
trees/shrubs and seeds. All categories of live plants noted a positive CAGR in last years, with seeds
increasing its market size by over 17% per year. The live plants market in the UAE is expected to
grow further, as demand for all types of lipiants has been strictly combined with the rapid growth

of the population.
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Figure5-66: Evolution and forecast of live plants market (EUR million) in the UAE, retail valu2Q2212

N 3.0 Indoor Plants
A 11.5
o 25
o
AN
© 2.0 Seeds
o 15 Trees/Shrubs 16 ‘
O} : ®
< 2.0
O 1.0 ,
17 Other Plants Bedding Plants
S o
8 0.5 0.5 0.9
o
L 0.0
-5.0 0 50.0 5.0 10.0 15.0 20.0

Historic CAGR % 2012/17
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5.16.2.2 Consumer profile and purchase criteria

Consumers

Unfavourable weather conditions, namely draught and saline conditions,
have shaped the UAE gardens and effectively limited a choice of outdoor
live plants. Apart from wéknown Middle Eastern plants such as Date
Palm, Bougainvillea, Flame Tree or Plumeria, consumers tend to choose
plants, which are easier to cultivate indoors. On the other hand, due to
high number of expatriates without permanent residence and
accommodaibdn, plants do not constitute the priority for them given they
also tend to have limited space or lack a gafd®iGiven the busy lifestyles
and climatic conditions, consumers in the UAE tend to appreciate medium
sized indoor plants with straightforward camestructions, such as Kentia
Palm, Money Plant, Welcome Plant or Areca Palm. In general terms, the
live plant sector in the UAE mostly relies on imported exotic sp&ies

Drivers and method of consumption

The key factor impacting growth in consumption lofe plants in the UAE is rapid growth of
population. Moreover, given broadly defined progressing health awareness of consumers, some
plants are said to bring certain healthglated benefits. Aloe Vera, Peace Lily or Motlet | g Q&
Tongue plant for ingince are believed to ensure better quality of sl&&pOtherwise, plants are
treated as an aesthetic enhancement, enriching the living space.

199 Eyromonitor International: Home and Garden, 2018

200 Landscaping with native plants in the UAE: A review;
https://www.ejfa.me/index.php/journal/article/download/319/1037

2015 plants to help you sleep better in the UAfEtps://gulfnews.com/leisure/health/Splantsto-help-you-
sleepbetter-in-the-uae-1.2002828



https://www.ejfa.me/index.php/journal/article/download/319/1037
https://gulfnews.com/leisure/health/5-plants-to-help-you-sleep-better-in-the-uae-1.2002828
https://gulfnews.com/leisure/health/5-plants-to-help-you-sleep-better-in-the-uae-1.2002828
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Purchase criteria

la 2dzit AYSR 102085 119 02y U SRR N NB |

YIEAYydSyl yOSized plat®R AMEBY healthoriented | e
consumers tend to choose plants which are said to imprc LA
their health, by e.g. improving the quality of sleep.

5.16.2.3 Recent market trends

The market for live plant has been growing, with all categories noting above 5.0% growth per year in
recent year. Given the inhospitable weather conditions, indoor plants have been particularly popular
due to their simplicity in care instructions as well as headtlated benefits, e.g. better sleep quality

or stress managemeftf. Indoor plants are considedeto be a suitable house decoration; however,
they are likely to mainly be purchased by residents with permanent accommodation.

5.16.3 Offer
5.16.3.1 Domestic production

l'a YSYGA2ySR 1620Ss (GKS !'19Qa YINJSG F2N £t A@S
there are native plants, which are capable to survive in draught and saline conditions, such as:
prospois cineria or moringa peregrina. Therefore, domestic production is mostly focused on
cultivating native plants which are planted in public places througltities. Pioneering projects to
introduce national plants on larger scale have fallen into wider projects, such as Abu Dhabi 2030,
which aims to create more sustainable and comfortable’@ity

5.16.3.2 Imports and exports

As seen irFigure5-67, imports of live plants to the UAE have been steadily growing, with small drop
in 2016, and reached above 22 000 tonnes in 2017. On the other hand, exports picked up
significantly in 2016 tdecrease slightly a year after and account for nearly 9 500 tonnes.

The UAE imports live plants from several countries, i.e. Thailand, China and EU countries, notably
Spain and Italy and the Netherlandgdure5-68). Import volumes have remained relatively stable in
terms of countryshare, however Spanish imports have grown significantly in 2015 to note slight
downward trend since.

202 Want to beat cold, stress in UAE? Try these 10 plants at home;
https://www.khaleejtimes.com/lifestyle/wanto-beat-cold-stressin-uaetry-these-10-plantsat-home

203 Landscaping with native plants in the UAE: A review;
https://www.ejfa.me/index.php/journal/article/download/319/1037

LJt


https://www.khaleejtimes.com/lifestyle/want-to-beat-cold-stress-in-uae-try-these-10-plants-at-home
https://www.ejfa.me/index.php/journal/article/download/319/1037
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Figure5-67: Trade balance (imports and exports) of live plants in the UAE;2Q18nnes
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Figure5-68: UAE imports of live plants by country, 24173 tonnes
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5.16.3.3 EU Gl products

As reported in sectiont.2.4, there are no specific provisions in the UAE on the protection of
geographical indications for live plants.

5.16.3.4 Main competitors

The market for live plants in the UAE mostly relies on importedyrcts, thus the main competitors

are foreign manufacturers from Thailand, China and other countries, such as India and Egypt,
however to lesser extent. Domestic companies lead the market in Midd# known species live
plants, mainly trees and shrubs.

5.16.4 Specific market entry requirements

Market Access and Entry

Market entry procedures and related documentation differ throughout the United Arab Emirates,
GKAOK |NB NB3Idz F ISR 0& O9YANIGSAQ NBAaLISOGADS I RN
requirements applied might be different with regard to freenes the scope of which is set out in
section4.4.2

SATFSNBYOSa 0SiGs6SSy 9 YA NieliteSta Qiffergnt babics dimpeifeintbid®  LINE C
systems, required documentation, payments as well as other services connected to handling the
consignments. More details on the process applying to the largest Emirates can be consulted below:

Abu Dhabi
https://www.adfca.ae/English/PolicyAndLeqgislations/AdvisoryGuidlines/Documents/Gun gelf

Dubai
http://www.foodsafe.ael/pic/requirements/Food Import and Rexport Requirements Eng.pdf

Sharjah
https://www.sharjahcustoms.gov.ae/en/impoiprocedures

Customs procedures

The overview of the procedure can be consulted #.2.1 Further details on market entry
documentation with regards to respective Emirate can be found in above links.


https://www.adfca.ae/English/PolicyAndLegislations/AdvisoryGuidlines/Documents/Guide-en.pdf
http://www.foodsafe.ae/pic/requirements/Food_Import_and_Re-export_Requirements_Eng.pdf
https://www.sharjahcustoms.gov.ae/en/import-procedures
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SPS measures

In case of import of live plants to the UAE, there are severatifp requirements involved,
depending on the product, including:

Registration of New Plant Varietfés

Agricultural Activity Licence

Authorisation to Import Endangered Species and Products Thereof
Permit to Import Agricultural Goods

Import Approval foRestricted Goods

Phytosanitary Certificate

Certificate of Fumigation

Certificate of Radioactivity Inspection

Sample Analysis

=

= =4 4 48 a8 8 - -9

Up to date information on appropriate documents concerning SPS measures
http://madb.europa.eu/madb/datasetPreviewlFpubli.htm?countries=AE&hscode=0602

Labelling

As outlined in sectiot.2.3 labellng rules in the UAE are regulated by GSO Standard 9/2013;
requirements on packaging, additives, pesticides and other contaminants, as well as those relating

G2 GKS LINRPOAAAZ2Y 2F F22R SELANE AYF2NXIGAZY 2V
150/2013.

5.16.5 Distribution

As presented irFigure5-26, in 2017 live plants in the UAE were almost exclusively distributed
through storebased retailers (99% in 2017 iarns of retail value). The majority of products were
purchased in specialised home and garden stores (67%), e.g. Dubai Garder°Cdnitrealso in
hypermarkets (almost 33%). Consumers were not keen on purchasing live plants in 2017 through
Internet retailing.

204 More information on the registration can be consulted here:
http://madb.europa.eu/madb/viewPagelFPubli.htm?doc=req_var&hscode=0602&countryid=AE
205 hittps://www.dubaigardencentre.ae/



http://madb.europa.eu/madb/datasetPreviewIFpubli.htm?countries=AE&hscode=0602
http://madb.europa.eu/madb/viewPageIFPubli.htm?doc=reg_var&hscode=0602&countryid=AE
https://www.dubaigardencentre.ae/
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Figure5-69:Distribution channel overview of live plants in the UAE (2017); retail value

32.9% 4.8% A\
99.9% 01%VW Grocery Retailers 32.9% 4.8% M 59.7% 51%W
Store-Based Retailing Hypermarkets Home Improvement
and Gardening Stores
67.0% -4.9% W
Non-Grocery
Specialists
0.1% 0.1% A 67.0% -4.9% W 7.3% 0.2% A
Non-Store Retailing ® @ Home and Garden Homewares and
0-1% 0.1% A Specialist Retailers Home Furnishing

1
Internet Retailing

Source: Euromonitor International: Home and Garden, 2018
5.16.6 Challenges for EU products

The greatest challenge for EU producers is stringent makatl process for live plants, including
several rudimentary certificates. Moreover, UAE consumer profiles tend to differ, as many
expatriates do not possess a permanent accommaodation which effectively impacts their decision to
purchase live plants. Lagticlimate in the UAE often poses certain limitations on variety and types of
plants which would be feasible to cultivate in the country.

Market Takeawaylive plants

Consumption:Consumption of live plants have been on rise in recent years, which is mostly linked tc
growth of population.

Competition: Market relies on imported exotic products, however native plants produced by don
manufacturers.

Distribution: Live plants mostly distributed through stebased retailing, i.e. home improvement ar
gardening stores as well as hypermarkets.

Challenges Stringent market entry procedures, high number of expatriates often without perma
accommodatioror a garden. Unfavourable weather conditions for cultivation of certain species.
Opportunities:domestic production does not meet demand. Low maintenance indoor plants in particul
in demand.




204| Page UAEC Market Entry Handbook

6 Communication

This section sets out the main communication channels (new and traditional medias, as well as fairs)
available, plus key regulations for the advertisement of F&B.

6.1.1 Online & Digital Medias

Online advertising is becoming increasingly important in the UAE, which is one the most digitally
connected country of the Gulf region. Internet penetration is indseghificantly over 90%, while
almost everyone owns at least a smartphone. Despite this, online channels are not yet fully
exploited for marketing purposes, although the level of exploitation has increased and is expected to
continue to gain momentum in 2@1

Social media platforms provide several opportunities for brand marketing in the UAE market.
However, in order to plan and implement a successful advertising strategy through social medias, it
is essential to have an understanding of the different platfoand how they are used by target
customers. Digital advertising agencies may help companies to develop a successful digital
marketing strategy.

UAE Main Digital Advertising Agencies:
KENZ Advertisingyww.kenzmena.com
Scarlet Mediawww.scarletmedia.blogkits.com
Traffic Digital, www.wewanttraffic.com
Tonic International www.tonicinternational.com
Watermelon, www.watermelonme.com
Publinet, www.publinet.me
Face to Faceywww.facetofaceuae.com
Prism Advertisingyvww.prismads.com

With regards to social medias, WhatsApp, Facebook and Instagram are the leading platforms in
terms of users qee infographic beloy Brands that advertiseéhrough these platforms have
succeeded in terms of enhancing brand awareness and online brand presence, as well as penetrating
a specific target market. The way online and social medias can be used for marketing purposes is
further analysed in the sectiorzlow.


http://www.kenzmena.com/
http://www.scarletmedia.blogkits.com/
http://www.wewanttraffic.com/
http://www.tonicinternational.com/
http://www.watermelonme.com/
http://www.publinet.me/
http://www.facetofaceuae.com/
http://www.prismads.com/
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TOP social media platforms

Whatsapp @
> 7.8 million users

Facebook
~7.8 million users

Youtube You

> 7.5 million users -
Tube

: Emiratis . Expatriates

- - I €D

0 10 20 30 40 50 60 7O 80 90 100 0 10 20 30 40 50 60 70 80 90 100
Ml Whatsapp [l Instagram [l Snapchat Whatsapp W Facebook M Youtube
Source: Agra CEAS based on Euromonitor International: Consumer Lifestyles, 2018 and UAE social media usage statistics

(2018),https://www.globalmediainsight.comlog/uae-sociatmediastatistics/
Designed with Piktochart



https://www.globalmediainsight.com/blog/uae-social-media-statistics/
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6.1.1.1 Social media platforms

As noted in sectioB.3, the UAE had a social media penetration rate of 99%, the highest in the world
along with Qataf®®?%’, Social media marketing is growing in importance, given that:

1 Intotal 8.2 million of peopleise social medias;

1 On average, people spend more than 2.5 hours a day on social medias; and,

1 UAE consumers are very likely to turn to social media influencers for recommendations on
food, especially those aged between 18 and 40.

Therefore, it is essentighat companies interested in the UAE markgdtimise their marketing
strategies across multiple platformsThe top social media platforms offer several opportunities to
advertise, as outlined below.

WhatsApp

With almost eight million active users in20 WhatsApp is the most popular social media platform
in the UAE. This instant messaging app does not allow companies to developdalgenarketing
strategies, as it lacks commercial advertisements features for now. Nonethelesg-one chats,
broadcast lists and groups can be successfully used to:

1 Create a brand identity to interact with users and spread the word about brands;
9 Offer oneon-one advice to inspire hew uses of a product;
9 Offer advice and service to higlalue consumers.

It should be nted that, while a very popular messaging platform, the call functionality of WhatsApp
is blocked in the UAE.

Facebook, YouTube, Instagram

With around 7.8 million users in 2017, mostly Engiiphaker male users, and millennials, Facebook

is the second mst popular social media platform in the UAE. YouTube, with 7.5 million users comes
next. Videesharing platforms are very popular in the UAE, where the average young people aged
between 15 and 24 spend over one hour a day watching videos online. Alth@rghpopular,
YouTube faces the competition of Instagram, which has around five million users. The social network
is indeed increasingly being used by young people, especially teeft&jers

Tips to advertise products on social networks: Twitter, Faceboolg amstagram

9 Custom account/pageOne way to enhance brand awareness on Facebook and Instagram is
to create an account/page specifically for the UAE, and post content in Arabic and/or
English. Instagram is particularly useful to highlight the visual igenfitthe brand, while
Facebook accounts enables interaction with the consumers including keeping them up to
RFGS 6AGK O2YLIYyASaQ ySéad | &5dz00SaaFdZ LRAG

206 Eyromonitor InternationalConsumer Lifestyle2018

2072 K G Qa RN @isydh ta sodaRrefiaPgs: Aviv®.zdnet.com/article/whatsdriving-middle-
eastsrushto-sociatmedia/

208 Eyromonitor International: Consumer Lifestyles, 2018

209 Bverything you need to know about social mediad UAEconsumers https://itp.live/content/3359-what-
you-needto-know-aboutthe-uae-and-its-socialmediaconsumption



https://www.zdnet.com/article/whats-driving-middle-easts-rush-to-social-media/
https://www.zdnet.com/article/whats-driving-middle-easts-rush-to-social-media/
https://itp.live/content/3359-what-you-need-to-know-about-the-uae-and-its-social-media-consumption
https://itp.live/content/3359-what-you-need-to-know-about-the-uae-and-its-social-media-consumption
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G2 GKS O2YLI yeQa ¢So0ahisthe thrget cankuindrs aNdBwhatS O =
best gain their attention is crucial.

9 Paid advertising Facebook and Instagram allow to start a paid campaign, which can be
personalised according to the final goal (e.g. attract new followers, send traffic to the
website),the audience, and the budget. The audience can be selected on the basis of several
criteria e.g. location, gender, interests etc.

91 Influencers working with
an influencer is key tojg
enhancing brand awarenesg Al
and penetrating a specific’
target audience. On the
right an example of an
Ay Tt dzSyOSNDa
post advertising a Europeary
cheese. Through native®
speaking celebrities the
brand can inded connect
more personally with target
users. Furthermore,
AYTEtdzSYOSNEQ | ROSNIA&AAY3I SyadaNBa Y2NB SELRAM
followers. Influencers can be remunerated with a fee, or (mostly rriitilaencers) with an
exclusive experigce (e.g. a discount), and/or recognition (e.g. share their posts on the
O2YLI yeQa a20Alf YSRALF | O002dzyiavo ¢tKS fAY]
influencers in Dubaihttps://www.grafdom.com/blog/top -15-food-bloggersto-follow-in-
dubatinfluencers/

6.1.1.2 Food blogs

Another successful strategy to promote a product in the UAE is to work with food bloggers to write a
promotional post on their blog. The tips indicated in secoh.1.1are valuable also with regards to
food blogs. Popular food bloggers are also influencers who often cross over between written blogs
and social media platforms (as the link above demonstrates); therefore, working with them often
means the opportunityo expose the brands on several platforms.

6.1.2 Traditional Medias

Television

Television remains an important source of entertainment and news in the UAE, despite the growing
penetration of digital channels. Daily viewing has indeed increased between 20d42@il6;

currently almost three quarters of Emiratis watches television every day. The UAE has more than 72
TV channels, including Dubai TV, Sharjah TV, MBC, and Al Arabiya, which are the most popular ones.


https://www.grafdom.com/blog/top-15-food-bloggers-to-follow-in-dubai-influencers/
https://www.grafdom.com/blog/top-15-food-bloggers-to-follow-in-dubai-influencers/
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Nonetheless, amongst the traditional media, tledevision is the least used for advertising purposes
in the UAE?'°

Print media

Selfcensorship is dominant in print medias, and all publications are required to follow official
guidelines in order to be approved by the National Media Council. Nonethdtes$)JAE have the
largest print media advertising expenditure in the whole Gulf region. Although readership is
declining (only one quarter of Emiratis reads newspapers every day), this channel still accounts for a
large share of advertising expenditure time Emirati market. Newspapers are the leading print
media for marketing purposes. Among the most famous newspapers there are Gulf News (which is
very popular among expatriates, as it is in English), Khaleej Times, Al Khaleej, and Al Ittihad.

Radio

The WAE radio market is well developed, as the country has more than 40 stations, 14 of those
broadcast in Arabic and the remaining mostly in English, Hindu and Urdu. The main UAE radio
stations are indeed Abu Dhabi Media Company, Radio Asia, and ArabiarNe&aok.

As UAE residents spend long time commuting and given that it is a major source of information for
Emiratis, radio offers an effective form of advertising. Radio is indeed very popular all around the
UAE, with over three quarters of the populatitistening to it daily for over four hours. On top of
that, radio has almost full penetration among the upfiecome residents. For these reasons, radio

is the third most important traditional channel for advertising in the UAE, beaten only by outdoor
andprint advertising™.

6.1.3 E-commerce

With the majority of the UAE population based in urban areas, more than 90% of the population
having access to the internet (8.8 million users), and the highest smartphone penetration in the
world (74%), the UAE online ghmng market presents an enormous potential. This potential was

f I NBSte@ dzydl LIISR dzyiGAt wnamT I @inkliBdhg Andaokenterdd (1 K S
the market. Online shopping accounts for a relatively low share of retail activity in thettAthe

wider region (compared to advanced western countries or Japan and South Korea), but the situation
is rapidly evolving. Some analysts expect the UA&emerce market to quadruple in a few years to
reach a value of USD$ 10 billion (from USD 2l®riin 2015)?2Food and beverage sales online
have steadily continued to grow, with high quality items leading the demand. Nonetheless, some of
the persisting obstacles to online shopping include the preference for mall shopping, paying in cash
rather than by credit card, and fear of fraud.

210 santandertrade Report: Reaching the UAE consunips:/en.portal.santandertrade.com/analyse
markets/united-arab-emirates/reachingthe-consumers

211 The reach of radio is growing among UAE populatidrips://www.nielsen.com/ae/en/press
room/2018/the-reach-of-radio-is-growingamonguae-population.html|

212 ys Export.goGuide: UAE ¢ eCommerce, https://www.export.gov/article?id=UniteéArab-Emirates
ECommerce



https://en.portal.santandertrade.com/analyse-markets/united-arab-emirates/reaching-the-consumers
https://en.portal.santandertrade.com/analyse-markets/united-arab-emirates/reaching-the-consumers
https://www.nielsen.com/ae/en/press-room/2018/the-reach-of-radio-is-growing-among-uae-population.html
https://www.nielsen.com/ae/en/press-room/2018/the-reach-of-radio-is-growing-among-uae-population.html
https://www.export.gov/article?id=United-Arab-Emirates-ECommerce
https://www.export.gov/article?id=United-Arab-Emirates-ECommerce
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As it currently stands, the two majore@mmerce platforms are Moon and Amazon; both entered
the UAE market in 2017. Amazon has bought Soug.com, the first major online platform in the UAE.
Other notable digital retdérs, include Mumzworld, Namshi, Awok, and Wadi.

InstaSho*®remains the most popular digital application for online food shopping. Furthermore, in
2017 some major offline retailers e.g. Carrefour and Mall of Emirates (both operated by the
conglomerate MPF) launched online sales platforms; while Lulu Hypermarkets launched
Luluwebstore offering online grocery deliveries in Abu Dhabi. Other retailers with online platforms
include Choihrams, Trolley, Grocery online, SOUQ Planet, and Géant Online. The igitevéagof
traditional retailers to move into the online food sales market is considered a sign that conventional
shopping methods are coming under pressure by emerging consumer demand for the convenience
to buy food online.

6.1.4 Fairs and exhibitions

In addition to the digital approach, some companies decide to advertise their products on various

trade fairs, which presence on the UAE market is constantly growing. Most of them are endorsed by
governmental ministries and agencies, or other bodies. Exhilsiticonstitute a promising

opportunity to develop better brand recognition and initiate market interest. However, as some
SEKAOAGAZ2ZYA YAIKG 2yteé NBFOK 20t | dzZRASYOS: Al
advance. On the other hand, sometbém might create synergies when accompanied by an online
presence. It is also worth remembering that participation costs are usually directly proportional to

the rank of the exhibition and its scope.

A list of upcoming exhibitions is included in an exro this document, and further lists may be
found online on websites such as:

9 https://10times.com/unitedarabemirates/foocbeverage

I https://www.tradefairdates.com/FairdJ AEZ2-S1.html

T https://www.quide2dubai.com/events/food/13

6.1.5 Case study: A successful F&B campaign in the UAE

The brand Neuhaus digital stratedy focused on quality and customisation and is based on an
extensive use of visuals (especially catchy images and colours, as well as videos). As illustrated by
images below, Neuhaus is present on the all mainstream social networks, with customised UAE
pacSadkl O02dzyia Ay 9y3IftAaK 0aAyOS GKS oNIyRQa Gl NH

213 hitps://instashop.ae/



https://10times.com/unitedarabemirates/food-beverage
https://www.tradefairdates.com/Fairs-UAE-Z2-S1.html
https://www.guide2dubai.com/events/food/13
https://instashop.ae/
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The brand effectively uses social media channels to showcase the customised products which have
been developed for the UAE market. These include, for exarRalmadanand Eid gifts, as images
below show, as well as Easter and Christmas boxes intended for Christian expatriates, among others.

neuhausuae - Follow
Neuhaus Dubai Mall Boutique

neuhausuae Happy Eid from all of us at
Neuhaus #eid #chocolate #gift

ffeliciemaia Neuhaus V.
UPARSEGUIDORES .COI 1 ‘ neuhausuae - Follow

Neuhaus Dubai Mall Boutique

Moments like this.... #R
#family #chocolate #gift #eid @thedubaimall
#specialmoments #myneuhausmoment
@mydubai #dubai #abudhabi #Sharjah
#fujeirah #rasalkhaimah #ummalquwain
#Ajman #uae

12 likes

Login

6.2 Advertising regulations

The organisations regulating advertising in the UAE ardrternational Advertising Associatian
UAE Chapter, the National Media Council as well as the Ministry of Health and Prevention.
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Advertising in the UAE should be compliant to Article 4 of the National Standards as well as Chapter
7 of the Publishing Law.

In general, advertisement should follow some rules, as set out below:

1
T

Advertising alcoholic beverages to the general public is strictly prohibited;

Advertising content must not offend Muslim religion, UAE rulers, customs, identity and
tradition;

It isforbidden to use words and images that breach public morals;

Advertisements both in English and Arabic are quite common due to the large presence of
expatriates in the UAE. Nonetheless, advertising in both language simultaneously proves
generally to be mar successful.
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7 Etiquette

7.1 Quick facts

Theworking weekin the UAE is generallgunday to ThursdayHowever, retail and some other
businesses open six days a wedhksing on FridaysUsual business hours are from 08:00 to 13:00,
resuming after the tempetares have begun to cool from 16:00 and continuing until 19:00.

Being aware of cultural and business etiquette in the UAE might ensure better odds of success as
well as avoid any confusion when meeting with UAE trade partners. The sections below summarise
the main points that should be taken into consideration.

People

1 Foreigners are expected to be punctual, as a sign of respect.
1 The literacy rate is almost 100% in the UAE.

Meetings and greetings

1 Appointments should be made several weeks in advance igs akrespect.
1 Business meetings can often be informal and take place in restaurants or cafés.
1 Handshakes with Arab clients should be gentle and not firm or dominant; firm handshakes
are considered rude, dominant or disrespectful.
1 Initiating handshakesvith women should be avoided to demonstrate respect; however,
handshakes are tolerated when women initiate them.
1 Conversations are overly polite and generally start by inquiring about family or discussing
the weather. Colleagues and clients should&ferred to as Sayed (Mr.), or Sayeda (Mrs.).
9 Interruptions to meetings are frequent and normal.
1 Conflict and negative talk should be avoided, demonstrating anger in public is considered
extremely disrespectful.
Languages
9 English is a widely spoken langaagspecially in business.
9 Useful to learn some Arab words (e.g. for greeting and addressing people), and the spelling
and pronunciation of Arabic numbers to understand addresses and floors of buildings.
Corporate culture
1 Business cards are essential ambuld have two sides, one in your own language and one in
Arabic (face up when presenting your business card as a sign of politeness and respect).
Business cards should be given at the beginning of the meeting.
Host takes the initiative and decides whengtart talking about business.
Generating confidence is important for conducting business.
1 The AED ipegged to the USD; financial discussions and negotiations are made in USD.

=A =4 =4

Dining and entertainment

1 Eating during Ramadan is forbidden and punishable
9 Taking photographs of individuals without authorisation is forbidden.
1 Buying and consuming alcohol is authorised, except during religious holidays.

Dress
1 Men: regular business suits or formal office clothes.
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1 Women: compulsory for businesswomen to eoarms and legs and stay modest at all times
in business environments.

1 Informal dress code should be modest at all times, especially for women.
Gifts
1 Presents are much appreciated, when making first contact or at the end of meeting, or when
closing a deal
9 If apresentis for soman,it should always be made on behalf of another woman.

72 +AU $/ 0 AT A $/.0640

Source: Agra CEAS / designed with Piktochart
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Directory of Trade Support Projects, Organisations, and Service
Providers

There are a variety of services available, both within the EU and in UAE, for producers wishing to
develop their business in UAE. These service providers include EU funded projects, services provided
by Member States and their embassies, and other orgéioissaand service providers.

Section8.1 contains the contact information for Member State embassies withinUAE

Section 8.2 contains a listing of service providers including some information on the services
available.

Section8.3 provides a calendar of exhibitions, trade shows, and other events to be held in UAE in
20182019

Section8.4 provides a list of professional contacts operating in the UAE market.

Directory of EU Member State Embassies

Individual Member States offer commercial support and services for compaaiestieir country of
origin. Make enquiries to see what services are available and if there are any upcoming events you
can participate in.

EU MS Address Website Contact information

Sky Tower, 5th floor, Office i, Syp—— Tel: +971 2 69 44 999
Austria 504 Reem lIsland P.O. Box ps: ) gv. Email: abudhabi

habi
35539, Abu Dhabi eb-aburdhabif ob@bmeia.gv.at
Al Masaood Tower (6th . . . Tel: +971 2 631 94 49
. http://diplomatie.belgium.b .
Belgium floor) Hamdan Street P.O. e/united arab emirates/ Email:
Box 3686 Abu Dhabi - - AbuDhabi@diplobel.fed.be
. . . Tel: +971 4 344 2419
. Jumeira Road, Villa No 18 http://www.mfa.bg/embassi © .
Bulgaria Email:

P.O. Box 72535 Dubai es/uae
consulate.dubai@mfa.bg

Al Khaleej Al Arabi Street
Cyprus (30th str.)No 426 P.O. Box:
63013 Abu Dhabi

Tel: +971 2 6654480
Email: cyembadb@eim.ae

City Bank Bldg., Cornich http:// /abudh Tel: +971 2 6782800
S Reaue ity Ban g., Corniche .p. www.mzv.cz/abudha Email

Plaza, Abu Dhabi bi i
abudhabi@embassy.mzv.c:

Villa No. 208, 22 Street, Al

Denmark
T Thanya Road, Umm Sugein http://www.dtcdubai.um.dk Tel: +971 4 348 0877
2, Dubai P.O. Box 2988, / Email: dxbgkl@um.dk
general) .
Dubai
) Al Masaood Tower, 12th ! Tel:+ 971 2 632 8927
Finland http://www.finland.ae/

floor office 1202 Hamdan Email:
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EU MS Address Website Contact information
Street P.O. Box 3634 sanomat.abo@formin.fi
Angle Delma street (n'13) € e e e Tel: +971 2 44 35 100
France Al Nahyan street (n'26) Pt T Email:
box 4014 Abu Dhabi contact@ambafrance.ae
Towersat the Trade Centel Tel: +971 2 6446693/ +971
http://www.abu- 50 6216291
Germany West Tower, 14th Floor, Ab dhabi.diplo.de/ Email: info@abu
Dhabi Mall P.O. Box 2591 o
dhabi.diplo.de
Al Fayd St. No.49, Muroc https://www.mfa.gr/mission Tel: +971 2 4492550
Greece area, P.O. Box 5483, At .
. sabroad/uae.html Email: gremb.abd@mfa.gr
Dhabi
1 and 2 Khalifa Al Suwai ' Tel: +971 2 4958200
http://www.embassyofirela .
Ireland Development 19th Stree nd.ae/ Email:
(off 32nd Street) Abu Dhabi embassyabudhabi@dfa.ie
P.O. Box 46752 Abu Dhabi . Tel: +971 2 443 5622
Italy Rowdha Area Mubarak bin  https://ambabudhabi.esteri. Email:
Mohammed Street (12th ittAmbasciata_AbuDhabi/it italianembassy.abudhabi@:¢
Street)- Villa 715 steri.it
Tel: +971 2 447 3267
Latvia P.O. Box 106729, Abu Dhat http://www.mfa.gov.lv/aae  Email:
embassy.uae@mfa.gov.lv
Appt 6201, Floor 62, Nation Tel: +971 2 4912446
Luxembourg Tower Residences, Cornich http://abudhabi.mae.lu/ Email:
P.O. Box 44909, Abu Dhabi abudhabi.amb@mae.etat.lu
Malta The Fairmont, Office 707, -IE—iL.aJirI??l 43311015
(Consulate Sheikh Zayed Road dubai:office@maltaenterpri
General) P. O. Box 73664, Dubai
se.com
Hamdan Street Al Masaoo
Netherlands Tower 6th floor, Suite 60: ?:;ngvmw.netherlands.ae/ ;:a;?;;uzc;:j;:j:a "
P.O. box 46560 ’ '
Intersection of Delma Stree Tel: +971 2 4465200
Poland (13th Street) and Karam. http://www.abuzabi.polemb Email:
Street (24th Street) PO Bc .net/ abudhabi.amb.sekretariat@
2334, Abu Dhabi msz.gov.pl
Porugal 43P0, Box 114637, Apu "D/ embpOrtugal  Tel: 1971265 055 41
) uae.com/ Email: abudhabi@mne.pt
Dhabi
2nd Street, House No.9, W
. (14/1), plot No.13, Al Rodha . Tel: +971 2 445 9919
Romania Area, P.OBox 70416, Abu http://abudhabi.mae.rof Email: abudhabi@mae.ro
Dhabi
Al Mataf Street No.16, Villa s S e Tel: +971 2 6817705
Slovakia 2, Al Bateen Area, P.O. Box . Email:

63545, Abu Dhabi

bi

emb.abudhabi@mzv.sk
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EU MS Address Website Contact information
AlLadeem Street, Al Nahyal htto:/fwww.exteriores. aob Tel: +971 2 407 90 00
Spain Commercial Buildings N° 9€ P ) 990 Eail;

es/Embajadas/abudhabi

P.O. Box 46474, Abu Dhabi emb.abudhabi@maec.es

12th Floor, Al Otaiba Tower
Zayed the 1st Street (Electri http://www.swedenabroad. Tel: +971 2 417 88 00

Sweden Street) crosing with 4th se/en/embassies/united Email: ambassaden.abu
Street, P. O. Box 31867, Ab arab-emiratesabu-dhabi dhabi@gov.se
Dhabi

22 Khalid bin Al Waleed http://www.gov.uk/govern  Tel: +971 2 610 1100
Street P.O. Box 248, Abu  ment/world/united-arab- Email:
Dhabi emirates consular.uae@fco.gov.uk

United
Kingdom

Other organisations and service providers

Other service providers that offer business facilitation and assistance for companies are often
provided on a fegaying basis. These service providers often work with, or are part of, the
commercial sections of their respective governments and embassies.

Service provider Website Address Contact information

Services for Austrian companies

Austrian Embassy

Tel: +971 2 64 33 988
https://www.advantage = Commercial Section, Al ©

. . : . . Email:
Advantage Austria austria.org/ae/Oesterrei Wahda City 1 Commercial abudhabi@advantageaust
chin-VAE.en.html Tower, 1st Floor Office 3, T g

E19- P-7C, Abu Dhabi

Austrian Business Cente Tel: +971 2 64 33 988
Dubai Media City, Concor Email:
Tower, 6th floor office@austrianbc.ae

Austrian Business http://austrianbc.ae/ab
Council UAE out-us/

Austria- United Arab
Emirates Association
(AUAEA)

http://www.oevaeg.at/i  Schottenfeldgasse 20, 107 Tel: +43 1 515 66 0
ndex_en.html Vienna, Austria Email: info@oevaeg.at

Services for Belgian companies

Arab-Belgian

Luxembourg 60, Rue Mignot Delstanche Tel: +32 2 344 82 04
http://www.ablcc.org/ : o

Chamber of 1050 Brussels, Belgium Email: info@ablcc.org

Commerce

https://www.flandersin
Belgian Trade Center vestmentandtrade.com/ WTC 14th floor, P.O.Box
export/contact/buitenla 9500, Dubai

Tel: +971 4 332 31 23

Email: abudhabi@awex
wallonia.com

ndsekantoren/vae
Belgian Business https://mww.bbc- o
: . . . Not available Email:info@bbcuae.org
Council- Dubai uae.com/
BeNeLux Business  http://portal.beneluxbc. Tel: +971 56 366 49 97

) P.O. Box 62043, Abu Dhab
Council com/ Email:
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Contact information

info@beneluxbc.com

Flanders Investment
& Trade- UAE

https://www.flandersin
vestmentandtrade.com/
en/contact/foreign
offices/united-arab-
emirates

World Trade Center, Sheikt
Zayed Road, 14th floor,
Dubai

Tel: +971 4 331 22 00

Email:
dubai@fitagency.com

Services for British companies

Arab-British Chamber https://www.abcc.org.u

of Commerce

k/

43 Upper Grosvenor Street
London, W1K 2NJ, UK

Tel: +20 7235 4363
Email: info@abcc.org.uk

British Business
Group- Dubai &
Northern Emirates

http://bbgdubai.org/

British Embassy
Compoun,d, Al Seef Road

Bur, Dubai

Tel: +9714 3970303

Email:
Claire.Boosey@bbgdxb.co
m.

British Business
Group¢ Abu Dhabi

http://britishbusiness.or
o/

Block B (Amideast building;
CERT Technology Park,
Muroor Road, Abu Dhabi

Tel: +971 2 445 7234
Email: office@bbgauh0l.a

British Centre for
Business

https://bcbuae.com/

501, 5th Floor Block B,
Business Village, Port
Saeed, Deira, Dubai

Tel: +971 4 369 2899
Email: info@bcbuae.com

Services for Bulgarian companies

Commercial &
Economic Affairs
Office in Dubai

https://www.mi.govern
ment.bg/bg/themes/ob
edinentarabski
emirstva532-
333.html?p=eyJwYWdIl
03fQ

Jumairah Road, Villa 18,
Dubai

Tel: +971 4 3442419
Email:
dimitar.dimitrov@mi.gover
nment.bg

Services for Croatian companies

Croatian Chamber of
Economy (CCE)

www.hgk.hr

Rooseveltov trg 2, 10000
Zagreb

Tel: +385 1 458555
Email: hgk@hgk.hr

Services for Czech companies

Czech Business
Council Dubai and
the Northern
Emirates

https://www.cbcdubai.c
z/

Dubai

Tel: +971 557614127
Email: info@chcdubai.cz.

Servicedor Cypriot companies

Cyprus Trade Centre
UAE

http://www.ctcdubai.or
g

Dubai, Hamsah Building A,
Office no. 215, 2nd floor
Khalid Bin Waleed Street

Tel: +971 4 3575592

Email: info@ctcdubai.org;
cycentre@emirates.net.ae

Cyprus Chamber of
Commerce and
Industry ¢
Department of
Services and Trade

WWW.CCCIi.org.cy

38, Grivas Dhigenis Ave. &
3, Deligiorgis Str., P.O.Box
21455, 1509 Nicosia

Tel: +357 22889890
Email: martha@ccci.org.cy
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Services for Danish companies

Danish Trade Council Zttp://fae.um.dklda.asp

Umm Sugeim 2, Al Thanya
Road, Al Beteel Street,

Villa 208, P.O. Box 2988

Tel: 4971 4 52 68 700
Email: dxbhkt@um.dk

Danish Business
Council Dubai

http://danishbusinessco
uncil.com/

P.O. Box 2988 Dubai

Email:
jens@danishbusinesscoun
il.com

Services for Dutch companies

Netherlands Business

Council Dubai http://nbcdubai.com/

PO Box 75343, Dubai

Tel: 4971 505592272
Email: info@nbcdubai.com

BeNelLux Business
Council

http://portal.beneluxbc.
com/

P.O. Box 6204Zbu Dhabi

Tel: +971 56 366 49 97

Email:
info@beneluxbc.com

MENA Business
Council

http://menabusinesscou
ncil.com

Not available

Not available

Services for Estonian companies

Services for Finnish companies

Finnish Business

Council in UAE http://www.fbcuae.fi

Not available

Email: admin@fbcuae.fi

Services for French companies

French Business
Councilc Dubai &
Northern Emirates

http://www.fbcdubai.co
m/

PO Box 25775, Dubai

Tel: +971 4 312 67 00
Email: foc@fbcdubai.com

French Business

.fbgabudhabi.
Groupg Abu Dhabi www.fbgabudhabi.com

Office Floorg Suite 05, The
Gallery Select Furniture
building, Behind the
Southern Sun Hotel, Mina
Road

Tel: +971 2 674 1137

Email:
info@fbgabudhabi.com

FrenchArab

http://www.ccfranco-
Chamber of

arabe.org
Commerce

250bis, boulevard Saint
Germain, 75007 Paris,
France

Tel: +33 14553 20 12

Email: info@ccfranco
arabe.org

Services for German companies

German Emirati Joint
Council for Industry
& Commerce (AHK)
Abu Dhabi Office

https://vae.ahk.de/

Abu Dhabi Mall, West
Tower, 1st Floor, Office
107, P.O. Box 54702, Abu
Dhabi

Tel: +971 2 6455200
Email: inffo@ahkuae.com

German Emirati Joint
Council for Industry
& Commerce (AHK)
Dubai Office

https://vae.ahk.de/

U-BORA Office Tower, 27tr
Floor, Office 2701, Busines
Bay,Dubai

Tel: +971 4 4470100
Email: inffo@ahkuae.com

Services for Greek companies
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Service provider Website Address Contact information

Tel: +30 210 364 8124

GreeceUAE Business 36 Ipsilantou Street, 115 21 Email:
. http://greeceuaebc.org/ , )
Council Athens executiveofficer@greeceu:
ebc.org
Services for Hungarianompanies
Services for Irish companies
. . . . - . . Email:
Irish Business http://www.irishbusines Building 2- Dubai Media i . .
. . irishbusinessnetworkdubai
Network snetwork.me/ City, Dubai .
@gmail.com
Arab-lrish Chamber e 34 Fitzwilliam Plac&ublin  Tel: + 353 1 662 4451
www.aicc.ie - o
of Commerce 2, Ireland Email: info@aicc.ie

Services for Italian companies

) . Tel: +971 42617880
Italian Business

. _ http://www.italianbusin 48, Burj Gate Building, Email:
Council Dubai & . . . . L .
. esscouncil.com/ OfFice 1101B, Dubai info@italianbusinesscounc
Northern Emirates I
.com

. https://www.ice.it/it/m Dubai Internet City, Arenco
Tel: +971 4 4345280
LEEIEL G ercati/emirati-arabt Tower, office 50608,

UAE unitifdubai 500088 , Dubai Elill @uleElie) me

Italian Industry and

. . 48 Burj Gate, 10th Floor, Tel: +971 4 3216260
CommerceOffice in Www.licuae.com

room #1001, Downtown Email: info@iicuae.com

the UAE
Arab-ltalian Tel: +39 06 3226751
! . http://www.cameraitalo Via dei Monti Parioli 48, .
Cooperation Email:
araba.org 00197 Rome, ltaly ] )
Chamber info@cameraitaloaraba.org

http://www.dpinternati  Rotonda Dei Mille N. 1,

Tel: Tel + 22 4
onal.it 24122, Bergamo, Italy el: Tel +39 35 363

DP International

Services for Latvian companies

Tel: +971 521667740, +37:

LIAA Representative http://www.liaa.gov.lv/ 3006 Bay Central, 8 29217739

Office in the United  en/contacts/representa Jumeirah Beach Road, Email:

Arab Emirates tive-offices Dubai Marina, Dubai aigars.stokenbergs@liaa.g
Vv.lv

Services for Lithuanian companies

Lithuanian Business

Association in Dubai http://lbad.org/ Not available Email: labas@lbad.org

Services for Luxembourgian companies

Tel: +971 56 366 49 97
P.O. Box 62043, Abu Dhab Email:
info@beneluxbc.com

BeNeLux Business  http://portal.beneluxbc.
Council com/

Services foMaltese companies
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Contact information

Malta Enterprise

www.maltaenterprise.c
om

The Fairmont, Sheikh Zaye
Road, PO Box 73664, Dubi

Tel: +971 4 3311015
Email:
dubai.office@maltaenterpr
ise.com

Services for Polish companies

Polish Business
Group UAE

http://www.polishbusin
essgroupuae.com

P.O. Box 144854 Abu Dha

Tel: +971 50 811 69 01
Email: pbg@pbguae.com

Polish Investment
and Trade Agency
(DIFC Branch)

https://www.paih.gov.pl
/about_us/Foreign_Trac
e Offices

Unit OT 1637 , Level 16,
Central ParlOffices, Dubai
International Financial
Centre, Dubai

Tel: +971 504797255

Email:
michal.bakula@paih.gov.pl

Services for Portuguese companies

Portuguese Business

Council in Dubai

http://www.portuguese
businesscouncil.com/in
dex.php/en/

Not available

Contactform:
http://portuguesebusiness
council.com/index.php/en/
contactus.html

Portuguese
Investments LLC

http://www.portuguese
investments.ae/

Dubai Silicon Oasis, IT Pla;
office 1004, Dubai

Email:
pi@portugueseinvestment:
.com

Services for Romanian companies

/' YSNI R
AT G SN
Emiratele Arabe
Unite

S
S

N

http://www.uccbr.ro/ca
mere-de-comert-
bilaterale/

Not available

Tel: +40 744 251722

Services for Slovakian companies

UAE Chamber of
Commerce in the
Slovak Republic

Services for Sloveniacompanies

Chamber of
Commerce and
Industry of Slovenia

WWW.eng.gzs.si

5AYA6S@AB04mo =
Ljubljana

Tel: + 386 1 5898 000
Email: info@gzs.si

Services for Spanish companies

Spanish Business
Council UAE

http://spanishbusinessc
ouncil.ae/

Emirates Towerd evel 26
PO Box 504929

Tel: +971 4 330110

Email:
dubai@comercio.mineco.e
S

Catalonia Trade &
Investment

http://catalonia.com/off
ices/dubai.jsp

Al Fattan Building, Tower 1
Office 708A, Dubai

Tel: + 971 4 329 6422

Email:
dubai@catalonia.com

Servicedor Swedish companies

Swedish Business

http://www.sbcuae.se/

Concorde Tower, Floor 26,

Tel: +971 56 114 5395




8.3

221]| Page UAEC Market Entry Handbook

Service provider Website Address Contact information

Council- Dubai Office 2607, PO Box 2590€ Email: sbc@sbcuae.se
Dubai Media City, Dubai

https://www.business

sweden.se/en/Trade/int Tel: +971 4 429 8600

Business Sweden in ernationat Media City, Concord Tower ) )
Dubai markets/middle 26th floor, Dubai Emell: vaee) srsiess
east/United-Arab- S
Emirates/

Calendar of trade events and exhibitions
Attending tradeevents and exhibitions can help promote your product in Japan as well as
forge relationships with industry figures and useful business contacts.

Event Date I:::aecurre Venue Organiser Details

NOVEMBER 2018
Email:

. i sweetsmiddleeast@dwtc.com

Yummex Middle East 30 Oct Annual T ) @

-1 Trade Centre Website:
https://www.yummexme.com/
Email:
. . 30 Oct. Dubai World joanne.fernandes@dwtc.com

The Specialty Food Festival Annual ) _

-1 Trade Centre Website:
https://www.speciality.ae/
) Email: seafexmarketing@dwtc.col

Seafex 30 Oct. Annual Dubai World N

-1 Trade Centre ebsite:
https://www.seafexme.com/
30 Oct Dubai World Emall
GulfHost o Annual ubarwvor gulfhostmarketing@dwtc.com
-1 Trade Centre _
Website: http://www.gulfhost.ae/
Email: gfmmarketing@dwtc.com
D iWorl ite:
Gulfood Manufacturing 6-8 Annual UeEieite] e, )
Trade Centre  http://www.gulfoodmanufacturing
.com/welcome
Tel: +971 50 669 2097
Arena, Abu )

Taste of Abu Dhabi 8-10 Annual Dhabi Email: a.chadda@onecmg.com
Website:
http://tasteabudhabi.com/

. Bl Tel: +3617846642

Stamegna Network Middle 11-12 el rowne rFlaza T :

) 7 . Email: marketing@stamegna.eu

East Food and Confectionery Dubai e 9@ g

ebsite:
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Recurre . .

Event Date nce Venue Organiser Details
https://www.stamegnaretail.com/
events/future/2018stamegna
network----middle-eastfood-and-
confectionery?id=73&type=2

. Tel: +971 50 454 4693
Dubai .
. Email:
International .
Middle EastOrganic & Natural 155, Annual  Convention & info@naturalproductme.com
Products Expo e Website:
Carire http://www.naturalproductme.co
m/
DECEMBER 2018
Dubai ¢, 4971 43355001
i i International Email: info@icedxb.com
Dubai Intgrnatlonal Coffee & 5.7 Al Cerveriien & -. :
Tea Festival Exhibition Website:
e http://www.coffeeteafest.com/
Abu Dhabi ¢y, 4971 4 566 8357
National - .
SIAL Middle East 10-12 Annual Exhibition Email: info@sialme.com
e https://www.sialme.com/

JANUARY 2019

Worl hew Convention an
orld Cashew Conventio ac24F26 Annual

InterContinent

Tel: +91 9343840608
Email: ravi@fbspl.com
Website:

Exhibition al Abu Dhabi )
http://www.cashewconvention.co
m/
FEBRUARY 2019
Tel: +86 61956088
Gulfood Email:
Dubai World '

Concurrent event 1r-21 Annual

- HalalWorld Food

Trade Centre

info@domotexasiachinafloor.com

Website:
http://www.gulfood.com/

MARCH 2019
Tel: +971 50 669 2097
Taste of Dubai 79 Annual Dubal. Media Emall:. a.chadda@onecmg.com
City Website:
http://tasteofdubaifestival.com/
APRIL 2019
P Tel: +91 9820436507
arriott
Email: Tefl il.
Globoil International 28-30 Annual  Marquis Hotel mal. eflas@gmail.com
Sulsal Website:

http://globoilinternational.com/
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Database of professional contacts
The Database girofessional contacts reflects contact information as of October 2018.

N.B. due diligence will have to be performed for any contacts on this database as no warranty is
given as to the standing of these organisations or firms and no corresponding redppnaib
liability is accepted by the authors.
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Company name Type Area of interest Phone Email Website
4 Corners
e Fresh food, Bakery,
Warehouse & Distribution y +971 4 884 7248 sales@4cornersuae.com www.4cornersuae.com
. Beverages
Distribution Centre
Aalmir Tradin Import/ Confectionary, . .flemingodiplomatic.c
" Trading porv onary, +971 4 880 9930 asghar@aalmir.com www.fiemingodiplomati
Company Distribution Pasta, Olive Oil etc om
Abdul Jabbar
. I t Food & b +971 2 641 9811 tc2003 irates.net. .alahli .
e Tl B mpor 00 everage agtc @emirates.net.ae www.alahliagroup.com
Abdul Wahab . www.dubaiexporters.com/
. Import/ Fast moving . !
Galadari Trd. Co. o +971 4 267 4435 awg_2002@eim.ae sr/Abdul_Wahab_Galadari
Distribution consumer goods
LLC /
Abdulla Al Hamadi Import/
Foodstuff Trading Disr,)tribution Food & beverage +971 4 285 0182 hamadi@emirates.net.ae Not available
Est.
i . Import/ . .
Afia Meat Trading R Meat +971 4 335 8998 mrizwan786@yahoo.com Not available
Distribution
Afrad Foodstuff Import/ . :
. Foodstuff +971 4 335 0773 frad tes.net. Not labl
Trading Co. LLC Wholesale oodstu afrad@emirates.net.ae ot available
. Import/ . . .
African+Eastern Distribution Alcoholic beverage: +971 4 4344500 alcohollicence@ane.ae www.africaneastern.com
Ah Al Al F .ah lalitrading.
m_ed ! Import/ HoReCa rozen meat, +971 4 267 2862/ 4 aaatrad@emirates.net.ae LB e
Trading Frozen vegetables m
Al Adil Tradin Import/ Instant Food, Nuts, : . : .
L _p N +971 4 37®B666 sales@adildubai.com www.adildubai.com
Company LLC Distribution Pulses, etc.
Al Ahli G I I t/ +971 9 2226663 , .alahli ltrading.
. i Genera mpor 0 2 SEEGE e@saEe www.alahligeneraltrading
Trading Wholesale +971 4 240 0707 com
Al Ahlia Group Import Food & beverage +971 02 641 9811 info@alahliagroup.com www.alahliagroup.com

Al Bousi Foodstuff

Import/

Food & beverage

+971 4 347 6481

info@albousi.com

www.albousi.com
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Trading Company
LLC

Type

Wholesale

Area of interest

Phone
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Email

Website

Al Deek Foodstuff
Establishment

Import/
Wholesale

Confectionary

+971 6 533 0004

sales@aldeekuae.com

www.aldeekuae.com/food
stuff

Al Maya Group

Retail/
Distribution

Food & beverage

+971 4 605 8555

info@almaya.ae

www.almaya.ae

Al Murooj general
trading and
representation of
companies

Import/
Distribution

Corn, Grain etc.

+971 2 681 2866 /0087

murooj33@emirates.net.ae

www.almuroojuae.com

Al Niha
International LLC

Wholesale

Food & beverage

+971 4 226 5757

alniha@emirates.net.ae

Not available

Pasta, Biscuits,

Import/Wholesal
Al Oufouk Co P . . +971 4 359 3333 aloufouk@emirates.net.ae www.aloufouk.com

e Olive oil etc.
Al Qairawan Milk powder, Olive . . .

Import +971 4 369 5059 nfo@algairawan.com .algairawan.com
General Trading LL( P oil etc. info@alqairaw www.algairaw
Al-Rabiah Trading  Wholesale/ Rice, Pulses, . . . :

+971 4 320 3744 h77 . .al h .
Co LLC Retail Almond 9 3203 rabiah77@eim.ae www.alrabiahtrading.com
Al Redha
. Import/ Fresh food, Juices . www.alredha
International P +971 4 229 1406/ 7 alredhar@emirates.net.ae . .
. Wholesale etc. international.com
General Trading LL(
Al Rawabi Dair . . . L
y Import Dairy +971 4 704 3000 rawabi@emirates.net.ae www.alrawabidairy.com
Company
Al Saniya Food Stufi Import/ . .
. 4 P Food & beverage +971 4 261 7213 Not available www.alsaniyafood.com
Trading Wholesale
Al Sanna Food Stuff Import/ Olive oil, Cheese, .
P +971 6 543 0441 info@alsanna.com www.alsanna.com

Trade Wholesale Pasta etc.
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Al Shamil Foodstuff Wholesale/

Area of interest

Phone
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Email

Website

www.alshamilfoodstuff.co

+ [ [ .
sl [ULE Distribution Food 971 4 252 8353 info@alshamilfoodstuff.com
Al Umana Food Pulses, Dry fruit . -
. Import +971 6 531 1892 Info@alumanamills.com .alumanamills.info

Stuffs Trading LLC P etc. @alu I W ald NS

Import/ Meal,
Amma Food Stuff DisF,)tribution Confectionary, +971 4 295 5257 info@ammatrdg.com www.ammatrdg.com

Beverages etc.
Ankit General . . .
. + . . .

g LLE Import Nuts, Pulses, etc 971 4 353 8961 ankitgt@eim.ae www.ankitgt.com
Arif F ffCo. | holesal
Llr_IC oodstuff Co emportNV olesa Foodstuff +971 2 631 8594 nowrooz@hotmail.com Not available
Bab Al Falah _ T Vegetables & 1971 6 523 3106 Not available www.babalfalah.foodmate.
Foodstuff Trading tubers com

Distribution/ :
Bagason Group Rletalil uH Food & beverage +971 4 339 4496 info@bagason.com www.bagason.com
Bagher Rasti Import/ _ +971 4 235 0099 | _
General Trading Confectionary etc. Not available www.bagherrasti.com

Wholesale +971 4 226 3694

Company LLC

Best Food Co LLC Import/ HoReCa Nuts +971 4 285 9045 / 285 7584 sales@bestfoodco.com www.bestfoodco.com
Belal Tradin . . : . .
. n9 Retalil F&V +971 2673 1731 Info@bilaltradingest.com www.bilaltradingest.com
Establishment
Import/ customercare@bhatiatraders.:
Bhatia Traders Di:tribution Food& beverage +971 7 225380 eu @ I www.houseofstbhatia.com

Blue Falcon Genera

I t
Trading LLC mpor

Food & beverage

+971 6 742 6912

Not available

Not available

Brooks Trading

I
Company LLC mport

Juices

+971 6 533 5540

info@brooktrading.com

www.brooktrading.com
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Company name Type Area of interest Phone Email Website
— Dairy, Meat,
Cl Fine Food | t/ . . -
assic Fine oo mpor Confectionary, F&V +971 4 870 2400 Not available www.classicfinefoods.com
Stuff Wholesale
etc.
. Import/ . . :
CUBITA Trading o Food & beverage +971 6 521 0545 info@cubita.ae www.cubita.ae
Distribution
Diamond Meat . . .
. Import Processed Meat +971 4 286 0382 infodmp@siniorafood.com www.almasadubai.com
Processing LLC
Diamond Star F&V, Olive, Honey, . . . www.diamondstardubai.co
Import y +971 4235 4562/63 info@diamondstardubai.com
Foodstuff LLC Beverage, etc.
Ecostar . . .
. HoReCa Food packaging +971 4 264 4855 sales@ecostarintl.com www.ecostarintl.com
International LLC
Emirates Snack Import/ Pasta, Breakfast
P cereals, Beverages +971 4 285 5645 info@esfuae.com www.esfuae.com
Foods LLC Wholesale .
Confectionary, etc.
E F ff
L{ﬂgons ettt Distribution Food & beverage +971 6 557 8444 info@emsons.com WWW.emsons.com
. Import/ . . :
Esurf Trading Distribution F&V, Dairy etc. +971 4 320 7501 sales@esurftrading.com www.esurftrading.com
Fairway General Import/ Food & beverage +971 4 777 5111 info@fathimagroup.com www.fathimagroup.com
Trading LLC Distribution g group- ' group-
Faisal Al Nusif
. Import/ FrozenChilled, Dr .
Trading Company .p N y +971 4 339 1149 fantco@eim.ae www.fantco.com
Distribution Food products
LLC
Dry food, Frozen .
Falcon Global Import/ . www.falconglobalonline.co
. P food, Canned food, +971 4 289 5440 falcong@emirates.net.ae 9
General Trading LLC Wholesale
Beverages
Federal Foods Retail/ Foodstuff +971 4 339 0005 mail@federalfoods.com www.federalfoods.com



mailto:info@cubita.ae
mailto:fantco@eim.ae
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Company name Type Area of interest Phone Email Website
Wholesale +971 4 318 7501
Flamingo Impex Import/ _ L
+ N labl . .
Semer Teehie UL Eerodan Foodstuff 971 4 250 3835 ot available www.flamingoimpex.com
. I t/ B ic f . . .
Foodalife mport/ Organic food & +971 52 808 8997 info@fooddlife.ae www.food4life.ae
commerce beverage
Fresh Fruit freshfruit :
resh Fruits Import F&V +971 4 302 0800 Not available www-ireshirutscompany.c
Company om
Golden star Distribution Dry food, Frozen +971 4 340 2492 Not available www.goldenstarinternatio
International LLC food, Fresh food nal.com
Gulf Trading and Import/ .
+ .net. . .
e NI —— Food & beverage 971 4 337 1400 gulfcol@emirates.net.ae www.gulfcouae.com
: Import/ : . .
Haiden Group Wholesale Food & beverage +971 6 525 8985 info@haidengroup.com www.haidengroup.com
Halawa Foodstuff ~ Import/ Meat (chilled & .
. . ( +971 6 533 0173 halawafs@emirates.net.ae www.halawafoodstuff.com
Trading Co Wholesale frozen)
Hassani Group of Dairy, Pasta,
. P Distribution Sweets, Olive oil +971 4 899 4444 Not available www.hassanigroup.com
Companies
etc.
Heidi Chef Distribution Food & beverage +971 4 340 4770 equipment@heidichef.com www.heidichef.com
Solutions(L.L.C) 9 quip ' ' '
+971 4 802000 (Dubai) .
HORECA Trade HoReCa Meat ) mail@horecatrade.ae www.horecatrade.com
+971 2 554 4882 (Abu Dhabi)
IFTIN General Import/ . : - s
+ . . .
e S Distribution Milk powder 971 6 526 1002 info@iftinfoods.com www.iftinfoods.com
International Food Import/
Stuff Company .p I Foodstuff +971 2 673 0300 iffco@iffco.com www.iffco.com
Distribution

(IFFCO)



mailto:iffco@iffco.com
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Company name

Italian Food
Masters LLC

Type

HoReCa

Area of interest

Frozen food,
Chilled food, Italian
food etc.

Phone

UAEC Market Entry Handbook

+971 4 882 9791

Email

info@italianfoodmasters.com

Website

www.italianfoodmasters.c
om

J P Trading LLC

Import/ Retail/

Pulses, Canned

+971 4 379 1417

jptrading@email.com;

www.jptradingllc.com

Wholesale vegetables etc. pawan@jptradingllc.com
Javeed Foodstuff L . . .
LLC Distribution Canned F&V +971 4 445 2893 info@javeedfood.com www.javeedfood.com
Khimji Ramdas and Processed cereals .
J Import +971 9 222 8047 agency@mefks.ae www.khimji.com
Sons etc.
La Patissiere Import Sweets +971 4 340 7021 info@lapatissiere.com www.la-patissiere.com
Lifco International L . . . www.lifco-
Distribution Cheese +971 4 562100 info@lifcointernational.com . .
Trdg Co LLC international.com
Little Rose Tradin . . .
LLC g Import Cereals, Pulses etc +971 4 226 8344 info@litrose.com www.litrose.com
Lulu Grou Import/ www.lulugroupinternation
. P Distribution/ Food & beverage +971 24182000 headoffice@ae.lulumea.com “uugroup
International . al.com
Retail/ HoReCa
. HoReCa/ , , :
M H Enterprises LLC Distribution Food & beverage +971 4 315 1444 info@mhdubai.com www.mhdubai.com
Maclines General L Yoghurt, Olive Oil . . .
! Distribution ghu e S +971 4 257 7995 info@maclinesme.com www.maclinesme.com
Trading etc.
MAK International  Import/ Beverages, Cheese . . www.foodanddrinkexport.
. P . g +971 4 225 0999 info@foodanddrinkexport.com P
General Trading LLC Wholesale Biscuits etc. com
Maritime and Import/
Mercantile Distribution Wine, Spirits, Beer +971 4 304 0400 contactus@mmi.ae www.mmidubai.com
International Llc
Masafi Star Import Meat, Vegetables, +971 4 257 8361 ammaralsabahi@yahoo.com, www.masafistar.com
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Foodstuff Fish masafistar@yahoo.com
Mellow Trading LLC Import Pulses, Nuts +971 4 234 2825 mellow@emirates.net.ae www.mellowtrading.com
Mirajkar General
. F&V, Canned food . o o
Trading Company  Import otc +971 4 320 2813 dubai@mirajkars.com www.mirajkars.com
LLC )
Dairy,
Modern General Import/ Czlr:i‘/ectionar
. Distribution/ . yf +971 4 305 9999 info@mgtuae.com www.mgtuae.com
Trading Co HoReCa Pasta, Olive all,
F&V etc.
. Wholesale/ . . .
Mohideen Traders Retail Foodstuff +971 4 320 2929 inffo@mohideengroup.com www.mohideengroup.com
Mugatlal P Pandya Distribution/ . :
Rice, Butter etc. +971 4 226 7928 hell tlalpandya. Not labl
st Gy UG | Wil ice, Butter etc ello@mugatlalpandya.ae ot available
Njoychocolate Import Chocolate +971 4 388 3939 info@njoychocolatier.com www.njoychocolatier.com
Par Empi |1 F i
ar _mp|re Genera rr_1po_rt/ . ast moving +971 4 226 7681 Not available Not available
Trading Llc Distribution consumergoods
Import/ Bak ch
. akery, Cheese, . . .
Promar Trading LLC Wholesale/ FeV y +971 4 285 9686 info@promartrading.com www.promartrading.com
Distribution
, Milk der, D . .
Rad Shrimanco LLC Wholesale frtIJit ?\(I)L\JIZS en by +971 4 221 2257 rad@emirates.net.ae www.radshrimancollc.com
Import/ Meat, Dairy, .
Royal Foodstuff LLC .~ "~ +971 4 420 3686 mail@royalfoodstuff.com www.royalfoodstuff.com
Distribution Vegetables
SAFCO Internationa _. .. . Meat, F&V,
. Distribution/ . . .
General Trading Co. HoReCa Confectionary, +971 4 870 2000 Not available www.safcointl.com
LLC Dairy etc.

Sapphire Exim FZE

Import/

Spirits, Beer, Wine

+971 4 881 7071

info@sapphireexim.ae

www.sapphireexim.net
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Distribution
Seascape
International Import Fine food +971 4 339 1019 exports@seascape.ae www.seascapealae.com
General Trading LL(
Shafi Brothers & Co Distribution Pickles, Rice etc. +971 4 226 6173 sbco@emirates.net.ae www.sbco.ae
i:‘;\;?rg General Import Oil, Milk, F&V etc. +971 4 357 3839 info@shivomtrading.com www.shivomtrading.com
. . Import/
Siam Tradin o : . .
! g Distribution/ Meat +971 4 251 5300 info@siamuae.com WWW.Siamuae.com
Company LLC
HoReCa
Six Brothers . . .
Import/ HoReCa Seafood +971 6 533 9644 info@sixbros.com www.sixbros.com

Foodstuff Co LTD

Spring Valley
General Trading Co
LLC

Import/
Distribution

Pulses, Dry fruit

+971 4 229 1554

info@svtdxb.com

www.svtdxb.com

Tayseer Arar
Trading Company
LLC

Import

Olive oil, Milk
powder

+971 4 885 9580

Not available

www.tayseerarar.com

Treasure Islands
Food &Beverages
LLC

Import/
Distribution

Food & beverage

+971 4 235 2880

info@treasureislands.ae

www.treasureislands.ae

Truebell Marketing

HoReCa/ Retail/

Food & beverage

+971 6 534 2111

truebell@truebell.org

www.truebell.org

And Trading LLC Distribution
. Wheat, Spices,
Tulsidas Lalchand  Import/ . . .
. .p o Pulses, Milk +971 4 353 3736 trade@tulsidas.com www.tulsidas.com
General Trading LLC Distribution
powder etc.
Universal Islamic Import Meat +971 4 8815063 uimeat@eim.ae Www.uimeat.com
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Meat FZCO
Westco :
. Import Foodstuff +971 7 243 7370 Not available www.westcogroup.net
International FZE
Pasta, Olive oil
Wonder Chain o ! . .
. Import Italian ingredients +971 4 263 6294 wonderch@emirates.net.ae  www.wonderchain.com
Trading LLC
etc.
. Dryfruit, Spices .
Zafcomm LLC Distribution otc +971 4 229 1782 Zafcomm@eim.ae www.zafcomm.ae
Olive oil, Canned
Wholesale/ .
Zee Stores Retail food, Vegetables +971 2 673 3161 Not available www.zeestores.ae
etc.
Zurich Foodstuff European products, . . . .
ur . HoReCa urop produ +971 4338 8107 info@zurichfoodsdubai.com  www.zurichfoods.com

Trdg LLC

Meat, Cheese
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