














Figure 1. Greenhouses in Karakalpakstan
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INTERMEDIARY & PROCESSING

Intermediaries and processors are weakly
integrated into the value chain. Very few
farmers mentioned being connected with
local and regional intermediaries for the
commercialization of their products, and only
one farmer mentioned selling to a local
processor.

In terms of availability of intermediary services
(i.e., transportation, storage, and refrigerated
transportation and storage), only 4% of the
interviewees reported these services as being
available and  accessible, while 49%
mentioned their lack of availability and
accessibility, and 47% expressed having no
need’ for these services. It is noteworthy that
those farmers with ‘no need for these
services were often the same farmers selling
their products directly to local final
consumers.

In terms of processors, there are companies in
Karakalpakstan that have been able to add
value to these commodities and even reach
international markets by meeting the required
standards (See Box 2). However, the flow of
products through these value chain actors
remains low.

DISTRIBUTION & CONSUMPTION

Fresh (rather than processed) tomato and
cucumber are the most common products
traded and distributed to final consumers in
Karakalpakstan. In terms of distribution,
exchange of these products occurs at local
level (district or village) between families, at

district  traditional ~ markets  (bazaars),
neighborhood stores, and through national
high-value retail stores such as Korzinka.

Box 2. The case of Biogumus Farm and
sun-dried tomatoes in Nukus.

Biogumus Farms has more than 10 years
of experience in producing, processing,
and exporting sun-dried tomatoes to
European markets. Their production is
certified according to international
standards 1S022000:2018 and ECOCERT
Organic (EC) No 834/2007. This has
increased  their competitiveness in
international markets, while ensuring
occupational safety and professional
development as well as guaranteeing
minimal environmental impacts.
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Source: Information provided by Biogumus Farm

The final price in markets varies. For example,
during March 2022, the range of prices for
fresh tomatoes in Karakalpakstan was UZS
11,000 (min) to UZS 14,000 (max) per
kilogram (Agromart 2022). Meanwhile, the
range of prices for fresh cucumber in
Karakalpakstan was UZS 10,000 (min) to UZS
(12,000) per kilogram over the same period
(Agromart 2022).

Figure 2. Product presentation in markets.

In the
Supermarket

In the



Constraints & Opportunities

CONSTRAINTS

In Karakalpakstan, based on the findings described above, the development of the tomato and
cucumber value chains is limited by a lack of access to quality inputs and services, lack of specialized
knowledge and machinery, lack of networking, and in particular, a lack of exposure to market
opportunities. This analysis of the constraints limiting tomato and cucumber value chain
development in Karakalpakstan reflects those identified for horticulture in Uzbekistan in 2016 (ADB
2016). In the case of tomatoes and cucumbers, the value chain of these products follows a simple
flow for value addition before reaching the final consumer. Moreover, in addition to financial
constraints, the perception by farmers of having ‘no need’ for additional input materials and
intermediary services (no investment along the value chain) reflects the lack of exposure to
opportunities to develop value-added products that can reach broader markets, compete with
existing products in higher-value retail markets, and to take a leadership position in terms of setting
standards.

According to USAID (2020), vegetable farmers in Uzbekistan have limited knowledge of the
demands and preferences of end buyers, international consumers, and the demand for these
products by businesses. Related to this, a major challenge for supermarkets in Uzbekistan, including
Korzinka, has been identifying and developing relationships with suppliers to ensure a consistent
supply of good quality products (USAID 2020). The potential for both fresh and processed tomato
and cucumber to reach broader and more sophisticated markets - in Uzbekistan and abroad - has
not been realized due to the current structure of the value chain and the constraints mentioned
above. A significant volume of produce could be brought to these markets by utilizing better post-
harvest logistics and specialized cold storage and transportation (ADB 2016).

Box 3. Female participation along the value chain of vegetables.

In terms of female employment, which forms an integral part of the labor force especially in
rural areas of Uzbekistan, women have a significant participation along the vegetables value
chain (See the figure below). However, women are mainly engaged in simple and nontechnical
value chain stage activities or in the cultivation of household gardens (USAID, 2019). Women
lack confidence to start businesses and face difficulties finding formal jobs due to inadequate
technical and managerial skills. With adequate support there is a significant potential for job
creation and entrepreneurship for women (ADB 2016).
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OPPORTUNITIES

In 2019, the Agriculture Development Strategy for the Republic of Uzbekistan for 2020-2030 was
launched by the government. It aims to develop a competitive and market/export-oriented agri-
food sector that will increase farm incomes, create new jobs, enhance food security, and ensure the
sustainable use of natural resources (MoA 2020). Priority 2 of the strategy emphasizes the creation
of a favorable agri-business environment and the enhancement of value chains. The main objective
of this strategic priority was to increase the export potential of the agricultural sector, the volume
of value-added products, and introduce a widely adopted certification system based on international
standards (MoA 2020).

In line with this, the World Food Logistics Organization | Box 4. ALCs and refrigerated
(WFLO) supported the Uzbek government in assessing | warehouses in Uzbekistan.
investment opportunities to improve the flow journey of
horticultural products. Specifically, the WFLO was | By 2019, there were 31 ALCs and
tasked with identifying the local, regional, and national | 1,500 refrigerated warehouses in
needs to support public and private investments, | UZbekistan. The capacity of this
According to the assessment, it was proposed that Agri- | infrastructure allowed for the storage
Logistic Centers (ALCs) be established to enable and management Qf only 4.5% of the
horticultural farmers to tap into new export markets | total volume of fruits and vegetables.
with new product criteria and demands. Presented with | A target was then set to increase the
this opportunity, the ALCs could incentivize horticultural | number of refrigerated warehouses
stakeholders to adopt new the updated approaches | t© #4500 and ALCs up to 140 by
necessary to move towards a more market-oriented | 2025 (Khokimiyat of Tashkent Region
mindset (USAID 2020). 2019).

Figure 3. Role of ALCs in the horticulture product flow journey.
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