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GLOSSARY 

Business 
membership 
organization 
(BMO) 

Non-profit organizations in which companies or individual 
entrepreneurs are members. Such organizations are guided 
democratically by the decisions of their members, take 
collective actions, and deliver a wide range of requested 
services for their members. BMO refers to chambers of 
commerce, business associations, federations and apex 
bodies, employers’ organizations and others.  

Business 
Development 
Services (BDS)

BDS refer to a wide range of non-financial services used by 
entrepreneurs to help them improve the performance of their 
businesses, access to markets, and ability to compete.

Individual 
Entrepreneur (IE)

A natural person who realizes his/ her ability to work through 
independent, at his/ her own risk activity for the purpose of 
obtaining profit.

Micro, small 
and medium 
enterprises 
(MSMEs) 

Categories of enterprises depending on such criteria as the 
balance sheet value of assets/annual turnover and number 
of employees. To fall under a specific category a company 
should meet at least two of the following criteria set by the 
Law of Ukraine ”On Accounting and Financial Reporting in 
Ukraine”:

 � Micro enterprise: balance sheet value of assets – up to 
EUR350,000/ annual turnover – up to EUR700,000 and 
number of employees – up to 10 employees.

 � Small enterprise: balance sheet value of assets – up to 
EUR4.0 mn / annual turnover – up to EUR8.0 mn and 
number of employees – up to 50 employees.

 � Medium enterprise: balance sheet value of assets – up to 
EUR20.0 mn / annual turnover – up to EUR40.0 mn and 
number of employees – up to 250 employees.

Oblast Main type of first-level administrative division of Ukraine.  
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Business membership organisations (BMOs) play a critical role in the 
country’s economic development contributing to an improved business 
competitiveness and nourishing innovation potential through the provision 
of demand-driven services and advocacy of their members’ interests. This 
is of particular importance and relevance for micro, small and medium 
enterprises (MSMEs), that individually are weak in channelling feedback 
about the state policy and regulation and defending their interests, and 
usually have low propensity to consume various business development 
services (BDS), which nevertheless are critical for their successful operation 
and development. Through provision of BDS and collective advocacy of 
their members’ interests, BMOs contribute to a better business environment 
as well as, higher export potential and internationalisation of MSMEs. They 
can also make a significant contribution to encouraging migration of MSMEs 
from the informal to the formal economy by requiring their members to be 
registered businesses.

The BMO sector in Ukraine is relatively young and has substantial room 
for development, which presents both challenges and opportunities that 
should be properly addressed in order to develop the infrastructure, which 
in its turn will contribute to the development of the sector and business 
environment in general. According to the UNDP analytical report,1 Ukrainian 
BMOs have advanced in their institutional capacity and service delivery 
thanks to support provided by international donors. BMOs have also 
improved in terms of quality of regulatory impact assessment and lobbying 
potential. This in turn has stimulated interest among MSMEs to become 
members of BMOs and provokes further demand for need-based services 
of their members. Nevertheless, barriers remain for BMO development, 
including lack of awareness among MSMEs about the benefits of BMOs, low 
membership level and organisational capacity of BMOs, and inconsistent 
and irregular nature of their advocacy campaigns. 

This study aims to provide a basis for further capacity building support 
needed to make sure that BMOs in Ukraine are providing high quality 
services to MSMEs, thus advancing the development of the sector as a whole. 
The study methodology involves primary and secondary data collection. It 
provides an overview of good international practices and experiences of 
BMO operations, highlighting examples which could boost the development 
of BMO and provision of demand-driven and value-added BDS. The primary 
data collection consists of quantitative and qualitative elements. The major 
tool of the quantitative study is a structured questionnaire. The survey was 
conducted among 1,000 Ukrainian MSMEs to collect real data-oriented 
insights about the level of BMO development, challenges faced by Ukrainian 
MSMEs and their attitudes towards membership in and services of BMOs. 

1 Fedets I. (2021). The State 
of Development of Business 
Membership Organizations 
in Ukraine. Analytical 
Report. Kyiv: United Nations 
Development Programme. 
Available at: 

 https://www.undp.org/
sites/g/files/zskgke326/files/
migration/ua/Development_
of_BMO_in_Ukraine_
Report_UA.pdf 

https://www.undp.org/sites/g/files/zskgke326/files/migration/ua/Development_of_BMO_in_Ukraine_Report_UA.pdf
https://www.undp.org/sites/g/files/zskgke326/files/migration/ua/Development_of_BMO_in_Ukraine_Report_UA.pdf
https://www.undp.org/sites/g/files/zskgke326/files/migration/ua/Development_of_BMO_in_Ukraine_Report_UA.pdf
https://www.undp.org/sites/g/files/zskgke326/files/migration/ua/Development_of_BMO_in_Ukraine_Report_UA.pdf
https://www.undp.org/sites/g/files/zskgke326/files/migration/ua/Development_of_BMO_in_Ukraine_Report_UA.pdf
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The qualitative component was conducted using focus group discussions 
(FGDs) and in-depth interviews (IDIs). Together this has fed into evidence-
based recommendations allowing UNDP and relevant stakeholders to 
design and deliver targeted interventions to support BMO development in 
Ukraine.

When both primary and secondary data were collected, Russia has 
launched a large-scale invasion of Ukraine having a devasting impact on the 
lives of Ukrainian people and the country’s economy. The study has been 
subsequently amended to incorporate available data on developments in 
the MSME sector caused by the war to adapt its recommendations to new 
economic realities. 



EXECUTIVE  
SUMMARY

SECTION I. 
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MSME sector plays an important role in the economy of Ukraine, 
contributing about 80 percent to employment and over 60 percent to the 
country’s gross sales over the period of 2016-2020.  The total number 
of economic entities in the MSME sector has been steadily increasing 
since 2017, reaching 1,973,065 as of the end of 2020 (81 percent being 
represented by individual entrepreneurs (IE) and 19 percent – by legal 
entities). At the same time, due to limited resources as compared to large 
businesses, it is harder for MSMEs to deal with internal and external 
challenges arising during their operational activities, such as economic 
instability, complex legislation and red tape, corruption, among others. In 
the majority of cases, especially when the problem relates to the legislative 
or regulatory environment, MSMEs have no chances to solve it individually, 
and only a collective initiative can attract the attention of key stakeholders.

BMOs represent one of the forms of collective initiatives aimed at uniting 
the efforts of their members to solve common problems and achieve 
common objectives. As such, they can be powerful partners of MSMEs 
promoting economic reforms, improving the business environment and 
strengthening the MSME sector development. BMOs perform two major 
functions 1) advocacy and representation of MSME interests and 2) provision 
of demand-oriented business services to their members. Membership in 
BMOs provides MSMEs with opportunities to speak in one voice about their 
problems and assert their rights against the state. By providing consulting, 
information, education, networking, and other BDS to their members, 
BMOs ensure that MSMEs have up-to-date information, keep up with the 
technological progress, apply best practices, and exchange knowledge 
with each other. Thus, BMOs not only promote growth and sustainable 
development of MSMEs but also help shaping the business climate in 
the country and serve as an important intermediary in relations between 
business and the state.

Unfortunately, the role of BMOs in Ukraine is not that significant as 
compared to developed countries. Information about BMOs and their 
activities is limited and sporadic. BMOs are not actively involved in raising 
awareness of their activities among MSMEs. The state still does not account 
for BMOs separately from other non-profit and membership organisations 
in the national statistics. National surveys held over the last six years show 
that BMOs’ role in the life of the MSME sector is insignificant and rather 
declarative. BMOs are relatively weak in their advocacy function and 
concentrate more on educational and information services.

The survey results generally prove major BMO development trends in 
Ukraine identified by the earlier studies. In particular, legal entities more 
often become BMO members as compared to individual entrepreneurs. In 
addition, the share of BMO members is increasing the larger the size of the 
business is. At the same time, membership in BMOs is still not prevalent 
among MSMEs, as less than one-third of respondents (29 percent) are or 
have been members of BMOs. 

81%

80%

19%
of MSMEs are 
represented by IE

of all employed are 
engaged in MSMEs

by legal entities
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The Chamber of Commerce and Industry (CCI) and industry associations are 
the most popular BMO types among the current BMO members: 42 percent 
of the surveyed BMO are members of CCIs, while 41 percent – of industry 
associations. The main reason for low BMO membership among MSMEs 
is limited awareness of BMOs. Slightly more than one-third of respondents 
who have never been members of BMO (35 percent) are very well or well 
aware of BMOs, while 54 percent of them have little or no knowledge about 
BMOs. Another major obstacle precluding MSMEs from joining BMOs is 
the lack of clarity about the potential benefits of BMO membership. This 
was mentioned by 42 percent of surveyed MSMEs that have never been 
members of BMOs, but have some knowledge about those. Respondents 
that used to be members of BMOs and discontinued their membership 
also highlight their disappointment with the level of benefits received 
from the membership. The respondents foremost expect BMOs to help 
their members with lowering cost of doing business and helping attract 
new clients and business-partners. Over half (54 percent) of former BMO 
members are ready to re-join BMOs, if the latter can offer opportunities for 
cost reduction and finding customers and business partners. 

MSMEs’ expectations of BMOs in terms of BDS are closely interlinked with 
the top business priorities which were mentioned by respondents: (i) 
retaining and expanding customer base, (ii) optimising operating and 
finance costs and (iii) entering foreign markets. Almost half of respondents 
(46 percent) recognise difficulties in finding new clients and business 
partners with almost two-thirds (62 percent) of them viewing BMOs as a 
platform helping in search for business partners. Cost optimisation is the 
number one condition under which MSMEs are willing to join BMOs. At the 
same time, respondents’ experience in establishing cooperatives to reduce 
operating costs is not prevalent (16 percent of respondents). This suggests 
limited experience and understanding of cost optimisation/cost sharing 
arrangements available for members of BMOs among respondents and once 
again underlines the need for awareness raising campaigns about BMOs 
and their services. As to finance costs, 49 pecent of respondents believe 
that one of the most effective state support initiatives is the provision of 
preferential credit terms. BMOs can act as intermediaries facilitating access 
of MSMEs to state financial support programmes. Overall, respondents have 
high perceptions of BMOs in providing support with entering new markets: 
over 50 percent of surveyed MSMEs agree that BMOs can help entering 
new regional or export markets. At the same time, the historical consumption 
of respective services has not been high (13 percent of respondents), while 
demand is present among 38 percent of surveyed MSMEs. 

The war and its devastating consequences have not significantly changed 
the business priorities of MSMEs, but have rather amplified the MSMEs’ 
needs for cost optimization, search for new markets and clients, exploring 
alternative suppliers and logistics routes, securing funding and improving 
liquidity. 

54%

46%

50%

MSMEs have little 
or no knowledge 
about BMOs

respondents 
recognise difficulties 
in finding new 
clients and business 
partners

surveyed MSMEs 
agree that BMOs can 
help entering new 
regional or export 
markets
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By responding effectively to MSMEs’ needs, BMOs should assume a 
leading role as business support and development infrastructure in close 
cooperation with other stakeholders (the state, donors, financial institutions, 
etc). Many international BMOs, analysed in this study (the US National Retail 
Federation, United Kingdom Warehousing Association, German Mechanical 
Engineering Industry Association (VDMA) etc.), were established to unite 
business efforts in addressing significant challenges and communicating to 
state authorities the position of business. The government of Ukraine has 
recently introduced many legislative changes and state support programmes 
for MSMEs in wartime, but public discussion is still ongoing if the proposed 
support aligns with MSMEs expectations. BMOs can play an active role in 
the recovery of Ukraine focusing on advocacy activities and improving the 
communication and partnership between businesses and the government. 
The war and its consequences will continue posing new challenges to 
MSMEs and the latter will need to adapt to the new environment. In this 
situation, it is critical for BMOs to stay in close contact with their members 
and respond to their needs, remaining flexible and service oriented, further 
uniting MSMEs around common challenges and objectives.
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METHODOLOGY

SECTION II. 

Photo credit: Oleh Matsko / UNDP Ukraine
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The study methodology involves primary and secondary data collection. The 
primary data were used to analyse the MSMEs’ attitudes and expectations 
from BMOs in Ukraine and collect views and observations of international 
and local partners as to actions required to support the development of 
MSME and BMO sectors in Ukraine. The secondary data served as a basis 
of recommendations for the BMO sector development based on identified 
good international practices.

SECONDARY DATA COLLECTION
 
The secondary data were collected through a substantive desk research 
dedicated to studying: i) recent trends and developments in BMO sector of 
Ukraine; ii) good practices of BMO operations and BDS provision in selected 
countries with higher income economies, characterised by the mature BMO 
sector and strong cooperation of MSMEs and BMOs; and iii) impact of the 
war on the MSME sector. 

Recent developments in the Ukrainian BMO sector were analysed based on 
reports and studies prepared by national research institutions, international 
organisations and projects (such as United States Agency for International 
Development (USAID), Partnership for Local Economic Development and 
Democratic Governance Project (PLEDDG), Center for International Private 
Enterprise (CIPE)), including UNDP research of BMO development in Ukraine 
conducted in 2021.

The sample for studying good international practices includes eight coun-
tries: Canada, Estonia, Germany, Italy, Poland, Sweden, the UK and the USA. 
The analysed BMOs from these countries represent five sectors with hig 
potential for BMO development in Ukraine, such as wholesale and retail 
trade, manufacturing, construction, agriculture, transportation and logistics. 
The data were collected for the three industry BMOs in the three of the sam-
pled countries where given industries demonstrate significant contribution 
of MSMEs to GDP or value added (or nine BMO cases in total per industry) 
and one case of a universal BMO for each of the eight sampled countries. 
The research focused on BMO practices in managing membership base, 
conducting communications activities, attracting funding and providing var-
ious types of BDS.

The impact of war on Ukrainian MSMEs was studied based on surveys con-
ducted by national (Gradus Research Company, Advanter Group, Rating 
Group, Info Sapiens, Razumkov Center) and international (European Busi-
ness Association, American Chamber of Commerce, United Nations High 
Commissioner for Refugees (UNHCR)) institutions. Also, data from state in-
stitutions (the National Bank of Ukraine, the Ministry of Economy of Ukraine, 
the State Statistics Service of Ukraine) were used for these purposes.
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PRIMARY DATA COLLECTION
 
The objective of the primary data research was to collect evidence-based 
data about the level of BMO development in Ukraine, challenges faced by 
the Ukrainian MSMEs, and their attitudes towards membership in BMOs and 
experience of BDS consumption.

The primary data collection consists of quantitative and qualitative studies. 
The major tool of the quantitative study is a survey conducted by means of 
a structured questionnaire (see Annex I) among 1,000 MSMEs registered 
as legal private entities or private entrepreneurs (3rd and 4th groups only) 
in the Unified State Registry of Enterprises and Organizations of Ukraine 
(USREOU). The sample is representative for the national population of 
private MSMEs and for MSMEs in separately defined macro-regions 
(Western, Northern, Central, Southern, Eastern2) with a maximum sample 
error of 3.2 percent at the national level.  

The survey was conducted using the Computer-Assisted Telephone Inter-
view (CATI) method, with an average duration of 28 minutes for each inter-
view. CATI method has been chosen because of the following advantages:

 � Lower cost from the point of view of logistics and time that allows 
contacting hard to reach groups of respondents (e.g., business owners 
and senior managers);

 � More effective control and performance management on the side of the 
supervisor:

•  Real time observation of an interview and ability to intervene at any 
time to provide additional explanation or training;

•  An opportunity to monitor the quality of data inputs (data input 
control was performed for 100% of conducted CATI); 

•  20% of conducted interviews were checked for quality control 
purposes.

 � An opportunity for repeated calls. In case of no response at first, the se-
lected phone number is attempted 3 times during fieldwork. The contact 
attempts are spread over different times of the day and days of the week 
(for f2f method, this would not be possible, as too much resource and 
time would be needed to conduct 3-5 trips to a potential respondent);

 � Data coding during an interview. Because data is entered simultane-
ously during the interview, there is no need for later data entry as with 
paper questionnaires, which helps to avoid additional source of poten-
tial errors;

 � An opportunity for better geographical sample coverage due to reach 
of respondents in various locations (which might be difficult to access 
physically during f2f surveys);

 � Easier to follow COVID-19 related restrictions.

2 Western region includes Chernivtsi, 
Ivano-Frankivsk, Khmelnytskyi, 
Lviv, Rivne, Ternopil, Volyn, and 
Zakarpattia oblasts; Northern 
region – Chernihiv, Kyiv, Sumy, 
and Zhytomyr oblasts and Kyiv 
city; Central region – Cherkasy, 
Kirovohrad, Poltava, and Vinnytsia 
oblasts; Southern region – 
Kherson, Mykolaiv, and Odesa 
oblasts (temporarily occupied 
Autonomous Republic Crimea is 
not included); and Eastern region – 
Dnipropetrovsk, Donetsk, Kharkiv, 
Luhansk, and Zaporizhzhia oblasts 
(only territories of Donetsk and 
Luhansk oblasts controlled by the 
Ukrainian government as of the 
time of the survey are included).
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The structure of the sample was designed based on a number of employees 
working in MSMEs depending on the enterprise size (micro, small and 
medium). The weights (i.e., the number of enterprises by each size) had 
been calculated based on employee data published by the State Statistics 
Service of Ukraine.  

The sample design and implementation had the following stages:

1. Stratification between the regions: The total number of enterprises was 
divided between the regions in proportion to the number of employed 
people.

2. Stratification by the enterprise size: The division between types of 
enterprises by size occurred at the regional level, in proportion to the 
number of people working in enterprises of the corresponding size.

3. Stratification by groups of economic activity: Enterprises were 
distributed among four groups in proportion to the number of people 
working in the respective group. Even distribution across regions 
was aimed with consideration of the national distribution. Thus, the 
representativeness of the four economic activity groups is ensured at 
the all-Ukrainian level.

4. Selection: The enterprises were selected from the general list of 
enterprises of the corresponding group. The selection took place 
randomly. If the enterprise could not be reached, then the interviewer 
called back at least three times. If still unsuccessful, then a new 
enterprise had been selected from the same list by random non-
repetitive selection. Thus, a stochastic nationwide, stratified multi-stage 
sample was implemented.

The following types of legal entities were excluded from the sample: large 
enterprises and their branches and structural units, public organisations, 
state-owned enterprises, state-run enterprises, communal enterprises, 
private pension funds, political parties, religious organizations, trade unions, 
unions and associations, other professional organisations, charitable 
organisations, associations of co-owners of apartment buildings, and bodies 
of self-organisation of the population. Only privately owned MSMEs were 
covered by the survey. 

No controlled quotas were imposed in relation to the gender of the 
enterprise owner and/or general manager and enterprise location within 
the macro-region (urban or rural), since there are no accurate statistical data 
available which would reflect these parameters. However, given the sample 
was randomly generated, it reflects the actual distribution of the population 
and business within above mentioned parameters. The questionnaire 
contains corresponding questions (management gender and company’s 
location) in order to capture these characteristics during the interview. 
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Draft questionnaire and the survey hypotheses were designed based 
on extensive review of the secondary data related to national and 
international good practice of BMO operations. The survey also draws on 
recommendations of the ILO regarding the BDS market assessment3.

The survey contained a comprehensive set of questions grouped into four 
broad areas:

 � Introductory part aimed at collecting statistical data about the surveyed 
enterprises (e.g., collecting information about the gender of the owner/
general manager) and checking the actual data about the size, the type 
of economic activity of the enterprise versus official data contained in 
the USREOU (also providing an additional filter to exclude enterprises 
that did not match the characteristics of the sample, such as public 
organisations, large enterprises, etc.);

 � Business needs and challenges of MSMEs related to the business 
environment, interaction with the state as well as experience and 
expectation as to the government support provided to MSMEs;

 � Awareness of and attitudes to BMOs across MSMEs in Ukraine, including 
perceptions about their strengths and weaknesses, experience of using 
BMO’s services;

 � Awareness of and experience of using BDS, including on a paid and 
free of charge basis.

The questions were written in a neutral way to avoid promoting further 
stereotypes about BMOs, with respondents often proposed to comment 
on a positive statement rather than a statement which confirmed a negative 
view of BMOs and their services. 

Special attention was paid to the use of terminology in the questionnaire. 
For instance, respondents may have limited understanding or different 
definitions of what constitutes BDS leading to variances in response rates. 
Therefore, some efforts were deployed to ensure that the language used was 
clear and consistent across the survey (e.g., referring to specific examples 
of service offerings). The questionnaire was prepared in Ukrainian. Its final 
version was translated into English and Russian (see Annex I).

The target respondents were the owners or the general managers of 
enterprises with practical knowledge of the enterprise operations and the 
use of BDS. 

The survey data were input into a database and were analysed both at a 
regional, sector, and enterprise size levels (see Annex II). The analysis was 
conducted using both Statistical Package for the Social Sciences (SPSS) 
and Excel software for statistical analysis and cross tabulated distributions 
of answers. 

3 Miehlbradt A.O. (2001). Guide 
to Market Assessment for 
BDS Program Design. Geneva: 
International Labour Organisation. 
Available at: http://www.oit.
org/wcmsp5/groups/public/---
ed_emp/---emp_ent/---ifp_seed/
documents/instructionalmaterial/
wcms_159402.pdf

http://www.oit.org/wcmsp5/groups/public/---ed_emp/---emp_ent/---ifp_seed/documents/instructionalmaterial/wcms_159402.pdf
http://www.oit.org/wcmsp5/groups/public/---ed_emp/---emp_ent/---ifp_seed/documents/instructionalmaterial/wcms_159402.pdf
http://www.oit.org/wcmsp5/groups/public/---ed_emp/---emp_ent/---ifp_seed/documents/instructionalmaterial/wcms_159402.pdf
http://www.oit.org/wcmsp5/groups/public/---ed_emp/---emp_ent/---ifp_seed/documents/instructionalmaterial/wcms_159402.pdf
http://www.oit.org/wcmsp5/groups/public/---ed_emp/---emp_ent/---ifp_seed/documents/instructionalmaterial/wcms_159402.pdf
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The elaborated research recommendations are largely based on the 
findings of the quantitative survey. They have also been informed by the 
desk review mentioned above and qualitative data (see below).

Interviewers’ training and pre-test

Briefing sessions were held for a field CATI supervisor and interviewers be-
fore the pre-test. They received information about the survey and question-
naire specifics and provided their feedback concerning cases of ambigu-
ous formulations, mistakes, typos, or other drawbacks in the questionnaire. 
Briefing sessions were held in-person or via an internet conference.

Training materials were developed for CATI interviewers primarily to 
acquaint them with basic concepts related to BMOs and BDS. Those 
materials also contained information explaining the questionnaire in detail, 
as well as the procedure of sample implementation, respondents’ selection, 
and the potential risks and mitigation measures. A separate section of the 
materials was devoted to the ‘do no harm’ principle of interviewing, non-
discrimination and gender-sensitivity issues (i.e., how to make the interview 
less transactional and more of a dialogue, so that a respondent would not 
feel being exploited).

Prior to the full-scale fieldwork, the questionnaire has been tested on a 
random sample of 21 enterprises split by location (minimum two macro-
regions), gender of owner/manager, enterprise size, BMO membership, 
main business activity type, and questionnaire language versions. The pre-
test protocols were elaborated after the questionnaire has been translated 
and programmed for use on the CATI platform. The protocols contained the 
detailed respondent selection instructions and questionnaire guidance.

A detailed pre-test report was prepared providing details concerning any 
problems encountered and suggesting remedies to resolve them. Based 
on the report, final adjustments to the questionnaire were introduced. In 
addition, the pre-test results were used to finalise the interviewer training 
protocols.

Qualitative data collection

Qualitative data were collected through FGDs and IDIs. The main purpose 
was supplementing the quantitative research with data focused more on the 
audience’s behaviours in relation to BMOs and entrepreneurship activities 
in general, as well as perceptions that drive those behaviours. 

FGDs were held with representatives of MSMEs (owners or senior manage-
ment), while IDIs were held with key stakeholders (e.g., the international 
BMOs, representatives of governmental authorities, etc.).
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Focus group discussions. There were eight FGDs comprising 7-9 participants 
each. The discussions were held in the form of online conferences lasting 
from 1.5 to 2.5 hours. The online format has been chosen because of the 
following advantages:

 � An opportunity to gather participants from various geographic locations 
into one FGD;

 � An opportunity to pass short tests anonymously (when participants 
answer questions online in real time during FGD, following with 
subsequent discussion based on their answers);

 � More control of the moderator over FGD, especially in relation to 
hyperactive participants (“leaders”) who attract too much attention 
during the offline FGDs;

 � Lower cost from the point of view of logistics and time that allows 
involving more difficult-to-reach respondents.

 � Easier to follow COVID-19 related restrictions.

Table 1. Composition of FGDs

FGD type Description Number of 
FGDs

Number of 
participants

Medium enterprises

Enterprises across industries and regions:
 � Women/men 43%/57% 
 �  Urban/rural 57%/43%
 �  BMOs members/non-members 43%/57%
 �  1-2 participants each macro-region
 �  2 participants per each industry category4

2 14

Small enterprises

Enterprises across industries and regions:
 � Women/men 53%/47% 
 �  Urban/rural 60%/40%
 �  BMOs members/non-members 33%/67%
 �  1-2 participants per each macro-region
 �  2 participants per each industry category

2 15

Micro enterprises

Enterprises across industries and regions: 
 �  Women/men 50%/50% 
 �  Urban/rural 87%/13%
 �  BMOs members/non-members 37%/63%
 �  1-2 participants per each macro-region
 �  2 participants per each industry category

2 16

Female  

Enterprises across industries and regions: 
 �  Urban/rural 95%/5%
 �  BMOs members/non-members 53%/4%7
 �  1-2 participants per each macro-region 
 �  2 participants per each industry category
 �  One FGD for micro- and small enterprises and 

one FGD for small and medium enterprises 
(equal representation in each FGD)

2 19

4 The proposed distribution of the 
respondents will ensure variety of 
the opinions and experiences.
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As mentioned above, FGDs were aimed at collection of in-depth information 
regarding MSMEs business needs, usage of BDS and experience of MSMEs 
with BMOs, and other insights for deeper understanding and interpretation of 
the collected quantitative information. The table describes the composition 
of the conducted FGDs.

The focus groups were conducted by experienced moderators and were 
based on the principles of confidentiality, sincerity, respect and inclusiveness 
for all participants and opinions.

FGD guide was designed to enrich CATI survey findings. It consists of three 
major parts, covering the following topics:

 � Challenges businesses face and support provided to by the state;

 � Business development and practical experience of using BDS;

 � Cooperation with other businesses; awareness of and attitudes to 
BMOs.

In-depth interviews (IDIs). IDIs were held with representatives of the 
international BMOs analysed as part of the secondary research, Ukrainian 
governmental institutions having a critical role in improving the business 
environment and supporting MSME at the national or regional levels and 
selected MSME that continue their operations after the start of Russian 
military aggression in Ukraine. Interviews with the international BMOs were 
aimed at getting insights into internal management practices of BMOs and 
specifics of BDS provision.  

Representatives of the governmental institutions were debriefed about 
the survey findings and insights obtained during FGDs, while selected 
MSMEs were followed up with interviews to learn about new challenges 
facing MSMEs and the role of BMOs in supporting their members in the 
war environment or the post-war recovery. The insights from the interviews 
informed recommendations for strategic orientation and plan of action for 
BMO and BDS development in Ukraine. 

LIMITATIONS
 
The key limitations in designing and executing the study are set out below:

 � Representativeness: In structuring of the sample, we were guided by 
the principle of the best representation of the MSME sector contribution 
into the country’s economy, which is captured by gross sales of MSMEs. 
However, gross sales data for some business size segments are 
confidential, so such approach has inherent limitations. Therefore, the 
sample was built based on the number of employees working in MSMEs.
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 � Duration of the interview: The optimal length of a telephone interview 
with MSMEs shall be no longer than 20-25 minutes5. Longer duration 
leads to an increase in the rate of unfinished interviews. At the same 
time, such rather short duration limits an opportunity to apply such 
interviewing techniques as multichoice questions (shortens the list 
of alternatives) and open-ended questions. Additional insights were, 
therefore, collected by means of FGDs and IDIs.

 � COVID-19 pandemic: Given the limitations on travel and interpersonal 
contact imposed by the COVID-19 pandemic, all questionnaire 
respondents and focus group participants were contacted using 
telephone or digital means. Some of the participants experienced 
troubles with stable internet connection or had insufficient proficiency 
of using conference applications on their gadgets. However, such 
instances were rear and had almost no impact on the quality of FGDs. In 
two cases were at the introductory stage of the FGDs some of recruited 
participants did not meet the set eligibility criteria, they were asked to 
leave the discussion, and two IDIs were conducted with additionally 
recruited MSMEs.

5 The actual duration depends 
on the depth of respondent 
knowledge of the subject 
under discussion.
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OVERVIEW  
OF MSME AND BMO 

SECTORS IN UKRAINE

SECTION III. 
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RECENT DEVELOPMENTS 
IN MSME SECTOR

MSME sector trends

Over the last five years the MSME sector has played an increasingly 
important role in the economy of Ukraine. According to the data of the State 
Statistics Service of Ukraine (see Chart 1), the number of small and medium-
sized legal entities steadily increased in 2016 through 2019, followed by 
a small drop in 2020, which was caused by COVID-19 pandemic related 
restrictions. At the same time the number of micro businesses dropped 
in 2017 and since then has been growing. The prevalence of individual 
entrepreneurs (IEs) among economic entities in the micro size business 
segment is a differentiating feature compared to other business segments 
(medium and small enterprises). 

The 2017 decline in the number of micro economic entities happened mainly 
because of regulatory changes and introduction of payment transaction 
recorders (PTR) for some categories of IE. To some extent, there was also 
a lasting effect of legal changes of 2015 related to lowering the size of 
Unified Social Contribution (USC). This led to some curtailing of the practice 
of registering employees as individual entrepreneurs to reduce payroll 
charges in 2016 and 2017. On the other hand, IEs quickly adapted to the 
new legislation by registering several entrepreneurs in different segments 
and limiting operations subject to obligatory recording through PTRs. 

Furthermore, legal changes of 2019 introduced programme PTRs, i.e. special 
applications making possible to use any mobile device as a PTR starting 
from 1 January 2020. This eliminated the need of purchasing regular PTRs 
by IEs and made the whole PTR system more flexible. This eventually led 
to accelerated growth in the number of IEs and micro economic entities in 
2019. In addition, continuous growth of the number of IT sector specialists 
registered as IEs was the major reason of increase in the number of micro 
economic entities in 2020 despite negative effect of COVID-19 pandemic. 

Also, quick adaptation to new conditions, partial compensation of losses 
and business support programmes introduced by the government slowed 
the decline in the number of closed micro economic entities in other sectors. 
Since EIs constitute the largest share in the number of MSME entities (about 
80 percent), they set the overall trend for the dynamics of the total number 
of MSMEs.
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The MSME sector is the largest employer in Ukraine. As shown on Chart 2, 
the share of employed in the MSME sector was about 80 percent during 
2016 – 2020. 

Chart 2. 

The share of MSMEs 
in the country’s 
employment

(percentage)

Source: State Statistics Service of Ukraine (2020). Number of persons employed of entities of large, medium, small 
and micro-entrepreneurship by type of economic activity in 2010-2020. 
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Source: State Statistics Service of Ukraine (2020). Number of active entities of large, medium, small and micro-
entrepreneurship by type of economic activity in 2010-2020.
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Medium-sized and micro entities are the major contributors into employment 
(IEs employ three-quarters of employees within the segment of micro 
economic entities). The share of employed in the MSME sector increased 
a bit in 2020 despite the decline in the total employment which means 
that the sector appeared to be more resilient to employment shocks from 
COVID-19 pandemics as compared to large enterprises. This especially true 
for the medium-sized enterprises the share of which in the total employment 
increased in 2020.

The MSME sector is also a major contributor to gross sales, although its 
share is lower as compared to that in employment (67 percent against  
82 percent respectively in 2020). Larger enterprises have more opportunities 
to use new technologies and automate production processes allowing them 
to utilise their resource more rationally and increase labour productivity. 
This is commonly observed in trade, industry, and agriculture sectors which 
jointly have the largest contribution to the country’s economy. 

As a result, the share of large enterprises in gross sales is twice as high 
as in employment. Correspondently, the share of medium-sized economic 
entities is slightly above their share in employment, while the share of micro 
economic entities in gross sales is more than two times lower than that in 
employment.
 

Chart 3. 

The share of MSMEs 
in the country’s total 
gross sales

(percentage)

Source: State Statistics Service of Ukraine (2020). Turnover of entities of large, medium, small and micro-
entrepreneurship by type of economic activity in 2010-2020. 
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Sectoral and geographical representation of MSMEs

As shown on Chart 23 in Annex III, the highest concentration of MSMEs (by 
the number of economic entities) is in retail and wholesale trade and vehicle 
repair (almost 42 percent of all MSMEs). It is followed by the IT sector (around 
12 percent) and professional, scientific, and technical activities (7 percent). 
All economic sectors except for agriculture and construction in terms of 
number of economic entities are predominately represented by IEs (the 
share of micro-entities did not go below 98 percent in all major economic 
sectors in 2020). 

The role of IEs significantly decreases in employment and gross sales 
as compared to that in the number of economic entities. As shown on  
Chart 24 in Annex III, “other services” is the only sector with the share of IEs 
in the number of employed exceeding 80 percent (89 percent). Industry, 
financial and insurance services, and agriculture are the sectors with the 
highest shares of medium-sized economic enterprises by the number 
of employed (68 percent, 67 percent, and 52 percent, respectively). 
Construction, in turn, has the highest shares of small and micro-enterprises 
in the number of employed (31 percent and 21 percent, respectively).

In terms of the share in gross sales, IEs are prevalent only in three out of 
nine sectors for which such data is available. These are other services  
(80 percent), information and telecommunications (54 percent) and 
education (52 percent). Legal entities dominate in all other sectors (see 
Chart 4). Similar to the situation with the number of employed, industry and 
financial and insurance services have the highest shares of medium-sized 
enterprises in gross sales (82 percent and 73 percent, respectively). The 
highest share of small enterprises in terms of gross sales is represented 
in construction generating 34 percent of all small enterprises gross sales, 
while the highest share of micro-enterprises is in education and construction 
generating 15 percent of total micro-enterprises gross sales in each of these 
two sectors.
 
Business activities of MSMEs are concentrated in several historically estab-
lished regional business centres. As shown on Chart 5, Kyiv city accumulat-
ed the largest share of MSMEs in terms of quantity of economic entities and 
in terms of their contribution to employment and gross sales in 2020. Thus, 
more than 15 percent of Ukrainian MSMEs are based in Kyiv, employing 
almost 18 percent of people working at Ukrainian MSMEs and generating 
38 percent of total MSME sector gross sales. Together with Kyiv city, Kyiv 
oblast holds the top position in terms of MSME sector representation. Then, 
it is followed by Dnipropetrovsk, Odesa, Kharkiv, and Lviv oblasts. Luhansk 
oblast was the smallest contributor to MSME sector activities, given since 
2014 most of the oblast is not controlled by the Ukrainian government.

38%
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gross sales 
generated by MSMEs 
based in Kyiv

MSMEs are represented 
in retail and wholesale 
trade and vehicle repair 
sectors
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Chart 4. 

Shares of MSMEs  
in gross sales by major 
sectors in 2020

(percentage)

Note: Due to the confidentiality of data, the breakdown by economic entity is not available for six out of 15 economic sectors which together represented less than 10 percent of gross 
sales generated by MSME sector in 2020 (including HoReCa, real estate, professional, scientific services, administrative and support services, healthcare and social services, arts, sports, 
entertainment and recreation).

Source: 1. State Statistics Service of Ukraine (2020). Turnover of entities of large, medium, small and micro-entrepreneurship by type of economic activity in 2010-2020. 2. State Statistics Service 
of Ukraine (2020). Turnover of business entities by type of economic activity in 2010-2020. 3. State Statistics Service of Ukraine (2020). Turnover of enterprises by type of economic activity in 
2010−2020 (including banks).
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Chart 5. 

MSME sector regional 
breakdown, 2020
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Women’s leadership in MSME sector

The share of women-led businesses is decreasing the larger is the number 
of employees at an enterprise, according to the data of the State Statistics 
Service of Ukraine as of 1 November 2021 (Chart 6).

Chart 6. 

The share of women-
led businesses by the 
number of company 
employees in 2021

(percentage)

Source: State Statistics Service of Ukraine (2021). Number of active enterprises, by the number of employees and 
by sex of the head of the enterprise.
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Source: State Statistics Service of 
Ukraine (2021). Number of active 
enterprises, by type of economic 
activity and by sex of the head of 
the enterprise.
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Non-service sectors have the lowest shares of women-led businesses in 
Ukraine. In particular, only 16 percent of construction companies are led by 
women and the shares of such companies in agriculture and industry are 19 
percent and 21 percent, respectively. 

The highest shares of women-led businesses are in healthcare and social 
services sectors, HoReCa, arts, sports, entertainment, and recreation, and 
in education, ranging from 44 percent to 76 percent. Among other major 
economic sectors, the share of women-led businesses exceeds 40 percent 
only in the sector of administrative and support services (42 percent).
 
In 2021, UNDP published a detailed analysis for women and men leadership 
in business for all registered legal entities and individual entrepreneurs, 
which provides more insights across industries, regions and type of 
settlement6.

RECENT TRENDS IN THE BMO 
SECTOR DURING 2015-2021

BMOs can play a central role in MSME sector development, especially in 
the conflict-affected environment like in Ukraine. If properly established, 
BMOs can facilitate a comprehensive public-private dialogue and ensure 
protection of interest of vulnerable groups. They also can support their 
members facing crisis situations by provision of demand-driven services 
making their operations more sustainable in the long-term. Experiences from 
different developing countries (Mauritius, South Africa) show that productive 
state-business relations promoting business climate development often 
emerged where business associations were strong and representative, and 
had nurtured linkages with the government over time7. According to the 
Ukrainian legislation, the main forms of BMOs are chambers of commerce, 
associations, employers’ organisations and their associations, companies, 
corporations and consortia8,9,10. Also, other possible legal forms include 
state or municipal enterprises, state or municipal institutions, charitable 
organizations, public associations, other advisory, consultative entities 
under the bodies of state power and local self-government. The Chamber 
of Commerce of Ukraine and its 25 regional subsidiary chambers carry out 
their activities according to a separate Law “On the Chambers of Commerce 
and Industry in Ukraine”11.

All key types of BMOs are present in Ukraine, aiming to represent and provide 
BDS to different interest groups and across industries on a regional and 
national level. Table 2 below summarises main types of BMOs, highlighting 
their typical driving factor for formation, key functions and services and 
examples of Ukrainian BMOs representing each respective type.

6 Gorbal A., Nasridinov R., Protsiuk 
A. & Sydoruk O. (2021). Women 
and Men in Leadership Positions 
in Ukraine: 2017-2020. Statistical 
Analysis of Business Registration 
Open Data. Kyiv: United Nations 
Development Program in 
Ukraine. Available at: https://
www.undp.org/sites/g/files/
zskgke326/files/migration/ua/
edrpou_gender_2021_04.04-
eng.pdf

7 Organisation for Economic 
Co-operation and Development, 
MENA-OECD Economic 
Resilience Task Force (2018). 
Resilience in Fragile Situations. 
Jeddah. Available at: https://
www.oecd.org/mena/
competitiveness/ERTF-Jeddah-
2018-Background-note-Role-of-
business-organisations.pdf

8 Verkhovna Rada of Ukraine 
(2003). Economic Code of Ukraine 
dated 16 January 2003, No. 436-IV. 
Kyiv. Available at: https://zakon.
rada.gov.ua/laws/show/ua/436-
15#Text

9 Verkhovna Rada of Ukraine 
(2013). Law of Ukraine “On Public 
Associations” dated 22 March 
2012, No. 4572-VI. Kyiv. Available 
at: https://zakon.rada.gov.ua/
laws/show/en/4572-17#Text 

10 Verkhovna Rada of Ukraine 
(1998). Law of Ukraine “On the 
Chambers of Commerce and 
Industry in Ukraine” dated 2 
December 1997, No. 671/97-BP. 
Kyiv. Available at: https://zakon.
rada.gov.ua/laws/show/671/97-
%D0%B2%D1%80#Text

11 Ibid.

https://www.undp.org/sites/g/files/zskgke326/files/migration/ua/edrpou_gender_2021_04.04-eng.pdf
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https://www.undp.org/sites/g/files/zskgke326/files/migration/ua/edrpou_gender_2021_04.04-eng.pdf
https://www.undp.org/sites/g/files/zskgke326/files/migration/ua/edrpou_gender_2021_04.04-eng.pdf
https://www.oecd.org/mena/competitiveness/ERTF-Jeddah-2018-Background-note-Role-of-business-organisations.pdf
https://www.oecd.org/mena/competitiveness/ERTF-Jeddah-2018-Background-note-Role-of-business-organisations.pdf
https://www.oecd.org/mena/competitiveness/ERTF-Jeddah-2018-Background-note-Role-of-business-organisations.pdf
https://www.oecd.org/mena/competitiveness/ERTF-Jeddah-2018-Background-note-Role-of-business-organisations.pdf
https://www.oecd.org/mena/competitiveness/ERTF-Jeddah-2018-Background-note-Role-of-business-organisations.pdf
https://zakon.rada.gov.ua/laws/show/ua/436-15#Text
https://zakon.rada.gov.ua/laws/show/ua/436-15#Text
https://zakon.rada.gov.ua/laws/show/ua/436-15#Text
https://zakon.rada.gov.ua/laws/show/en/4572-17#Text
https://zakon.rada.gov.ua/laws/show/en/4572-17#Text
https://zakon.rada.gov.ua/laws/show/671/97-%D0%B2%D1%80#Text
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According to the State Statistics of Ukraine, the total number of associations 
was 2,260 as of 1 January 201614 vs. 2,518 as of April 202215. 

There is no data available about the split between business associations 
and other types of associations. At the same time, a BMO can have a 
status of a non-profit organisation. According to the State Statistics, over 97 
thousand of non-profit organisations existed in Ukraine as of 1 April 202216. 

It is impossible to separate BMOs from other legal entities registered as 
association or non-profit organisations. The actual number of BMOs can 
be determined by means of mapping with the help of targeted surveys. 
According to the recent study, the total number of BMOs in Ukraine 
constitutes more than 400 actively operating organisations17.

12 Beck, C., Meier, R., Sattlegger, 
S., & Wäsch, H. (2008). BMO 
Toolbox Tools and Materials for 
Enhancing Business Membership 
Organizations. New York: SEQUA 
on behalf of UNIDO. Available at: 
https://www.sequa.de/fileadmin/
user_upload/04_Mediathek/02_
Publikationen/04Kammer-_
und_Verbandsfoerderung/BMO-
Toolbox_Vers-sequa.pdf

13 Arias, I., Luetticken, F., Meier, R., 
Pilgrim, M., Strohmeyer, R., & 
Waesch, H. G. (2005). Building 
the Capacity of BMOs: Guiding 
Principles For Project Managers. 
Washington, D.C.: World Bank Group. 
Available at: https://documents1.
worldbank.org/curated/
en/985691468314676363/pdf/3381
50BMOGuidefullreport2003.pdf

Table 2. Mapping of BMO types

BMO Type Defining Factor Typical Functions and Services
Examples 
of BMO  

in Ukraine

Business Associations12,13

Trade/industry associations
Occupation/
Industry

Arbitration, quota allocation, industry 
standards setting, lobbying, quality 
upgrading. They provide horizontal 
coordination among members and vertical 
coordination along the supply chain

Retail Association  
of Ukraine

SME associations Size of firm
Entrepreneurship training and consulting, 
finance schemes, group services. Services 
relate to the specific needs of SMEs

Association of 
Small and Medium 
Exporters

Women’s associations Gender
Entrepreneurship training, microfinance, 
gender-specific advocacy. This type of BMO 
is comparable to SME associations

League  
of Professional 
Women

Employers’ associations Labour relations
Interest representation, labour standards, 
professional information, and training

Association  
of Employers  
of Lviv Region

Federations Apex bodies

Umbrella organisations for BMOs (and 
sometimes individual enterprises) at lower 
administrative levels. High-level advocacy, 
general business information, research, 
coordination of member associations

The Federation of 
Employers  
of Ukraine

Bi-national associations Transnationality
Specialise in fostering economic activities 
between countries: trade promotion, trade 
fairs, matchmaking

Association of 
Ukrainian-Chinese 
Cooperation

Chambers (of Commerce 
and/or Industry)

Geographic 
region

Characterised by heterogeneous 
membership (companies and individual 
members from different sectors). They 
perform delegated government functions, 
arbitration, basic information services, 
matchmaking, local economic development

Ukrainian 
Chamber  
of Commerce 
and Industry

https://www.sequa.de/fileadmin/user_upload/04_Mediathek/02_Publikationen/04Kammer-_und_Verbandsfoerderung/BMO-Toolbox_Vers-sequa.pdf
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https://www.sequa.de/fileadmin/user_upload/04_Mediathek/02_Publikationen/04Kammer-_und_Verbandsfoerderung/BMO-Toolbox_Vers-sequa.pdf
https://www.sequa.de/fileadmin/user_upload/04_Mediathek/02_Publikationen/04Kammer-_und_Verbandsfoerderung/BMO-Toolbox_Vers-sequa.pdf
https://documents1.worldbank.org/curated/en/985691468314676363/pdf/338150BMOGuidefullreport2003.pdf
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According to the UNDP research of BMO development in Ukraine conducted 
in 202118, the share of BMO members among MSMEs remained relatively 
small over the last five years, ranging between 9 percent and 16 percent. 
The rate of BMO membership varies depending on the legal form, size, 
economic activity, and entity’s involvement in foreign trade.

Surveys show that legal entities more often become BMO members as 
compared to individual entrepreneurs19. The percentage of BMO members 
is increasing the larger the size of the business is. Different surveys show 
that the rate of BMO membership tends to be a bit higher in industry and 
professional services, while it is lower among enterprises engaged in trade 
and provision of information services. The share of BMO members is higher 
among companies involved in foreign trade as compared to that among 
companies operating solely on the domestic markets.

Surveys held 5-6 years ago show that the role of BMOs in life of the MSME 
sector was considered as insignificant and rather declarative20. Experts 
acknowledged rather active involvement of BMOs into discussions of legal 
acts but, at the same time, highlighted their weak activities in networking, 
elaboration of MSMEs’ performance standards, consolidation of the sector 
around joint goals. 

BMOs themselves admitted that their activities were concentrated mainly 
on consultancy, educational, and training services. At the same time, more 
recent surveys show an increasing professionalism and organisational 
capacity of Ukrainian BMOs with improved advocacy activities and better 
cooperation with central and local authorities as well as higher quality of 
services to members.

In terms of future trends, active BMO development could be expected in the 
sectors where MSMEs demonstrate positive growth dynamics, both in terms 
of capital expenditure and production. Based on 2019 data, such sectors 
include wholesale and retail trade, industry, construction, agriculture, 
transportation and logistics.

The above sectors are characterized by high concentration of MSMEs 
(not less than 1,000 enterprises), Compound annual growth rate (CAGR) of 
above 20 percent for the capital investments made and positive CAGR for 
the production output during the five years 2013-2019 (pre-COVID period). 
The analysis presented further in the report covers examples of BMO 
operations and good practices of BDS for the five sectors demonstrating 
positive historic trends in terms of MSME’s performance and thus with the 
highest likelihood of BMO formation and development.

 

14 State Statistics Service of Ukraine 
(2016). Number of economic entities 
by organizational forms. Available at:  
https://ukrstat. gov.ua/edrpoy/
ukr/EDRPU_2016/ks_opfg/
ks_opfg_0116.htm

15 State Statistics Service of Ukraine 
(2022). The number of registered 
legal entities by organizational and 
legal forms of business. Available 
at: http://www.ukrstat.gov.ua/
edrpoy/ukr/EDRPU_2022/ks_opfg/
ks_opfg_0422_ue.xls

16 Ibid.

17 Fedets I. (2021). The State of 
Development of Business Membership 
Organizations in Ukraine. Analytical 
Report. Kyiv: United Nations 
Development Programme. Available 
at: https://www.undp.org/sites/g/
files/zskgke326/files/migration/ua/
Development_of_BMO_in_Ukraine_
Report_UA.pdf

18 Ibid.

19 Bespalko V., Fedets I., Freyik N., & 
Kuzyakiv O. (2017). Annual Business 
Climate Assessment 2016: National 
and Regional Dimensions. Kyiv: 
Institute for Economic Research 
for U.S. Agency for International 
Development. Available at:  
http://www.ier.com.ua/files//
Projects/2015/LEV/ABCA2017/
ABCA2016_full_report.pdf

20 Baldych N., Chorniy L., Hod’ko N. & 
Yaychenia O. (2015). Development 
of Small and Medium-Sized 
Entrepreneurship in Ukraine: Problems, 
Needs, Prospects. Kyiv: Center 
for Public Expertise/ Center for 
International Private Enterprise 
for U.S. Agency for International 
Development. Available at:  
https://bit.ly/3UkWRep

97
thousand  
of non-profit 
organisations 
existed in Ukraine 
as of 1 April 2022
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SURVEY  
FINDINGS

SECTION IV. 
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SURVEY SAMPLE DESCRIPTION  

The sample was stratified by macro-region and enterprise size based on 
the number of employees employed by enterprises according to the official 
data of the State Statistics Service of Ukraine.

Medium-sized and small enterprises account for almost two-thirds and one-
fifth of the sample (66 percent and 21 percent, respectively), while the rest 
is represented by microenterprises.

The share of respondents generating up to UAH 20 mln in average annual 
income amounted to 64 percent of those who agreed to disclose such 
information. 

Source: Survey of 1,007 MSMEs held within this outlook study. 

Number of respondents 
MSMEs

Respondents by 
enterprise size  
(depending on  
the number of staff 
employed) and average 
annual income, %

Respondents by 
business registration 
form and location type

1 007 

Income up to UAH 20 mln

Income UAH 20-100 mln

Income UAH 100-250 mln

Income over UAH 250 mln

No income data provided

Individual enterprise 

Legal entity

Medium enterprise  
(up to 250 employees)

Small enterprise  
(up to 50 employees)

Microenterprise  
(up to 10 employees)

35 25 9 6 25

74  8 1 17

89 1 10

89% 76%11% 24%

City

Village

665

208

134

Number 
 of respondents
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This income category of respondents comprises 89 percent of microenter-
prises and 74 percent of small enterprises participating in the survey. MSMEs 
with the average annual income between UAH 20 mln and UAH 100 mln  
constitute the second largest group of respondents. They represent  
8 percent of small and 25 percent of medium enterprises of the sample.

Three-quarters of respondents are located in urban areas, and nine out of 
ten respondents are registered in the form of legal entity. The largest shares 
of surveyed MSMEs are operating in the agriculture and food industry and 
in the services sector.

Respondents by main 
activities and location 
in macro-regions of 
Ukraine, %

Agriculture, fish, forestry, 
food industry

Services

Manufacturing and 
construction

Trade, auto repairs

30%

20%

15%

35%

Source: Survey of 1,007 MSMEs held within this outlook study. 

North

East

West

Center

South

325

258

205

124

94

Number  
of respondents

Agriculture, fish, forestry, 
food industry

Services

Manufacturing and 
construction

Trade, auto repairs

30 30 22 18

34 34 20 12

43 28 17 12

40 27 20 13

38 26 12 24

Breakdown of owners 
/ top management  
of enterprises by sex 553436

368
Head of the enterprise (director, general 
manager, etc.)

249
Owner or co-owner of the enterprise
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The highest number of respondents represent the Northern region which 
includes Kyiv City, while the lowest number of respondents are from the 
Southern region. This is in line with the regional distribution of employees 
working in MSMEs based on the data of the State Statistics Service.

Western and Central regions have higher representation of MSMEs 
operating in the agriculture and food industry, while the Southern region 
has the highest share of MSMEs engaged in trade and vehicle repair.

AWARENESS  
AND PERCEPTION OF BMO  

Membership in BMO is still not prevalent among MSMEs in Ukraine. According 
to the survey results (see Chart 8), less than one-third of respondents are 
or have been members of BMOs: 22 percent of respondents are current 
members of BMOs, while 7 percent of MSMEs were members of BMOs in 
the past. 

The largest share of respondents-BMO members is among medium-sized and 
small enterprises (26 percent and 19 percent, respectively), while the lowest 
– among micro-enterprises (6 percent). In terms of industry representation, 
44 percent of current BMO members are operating in the agriculture and 
food industry, 26 percent – in manufacturing and construction, 22 percent 
– in the service sector and only 8 percent – in trade and vehicle repair. 

Chart 8. 

Respondents by BMO 
membership experience

(Respondent answers, 
expressed as percentage)

Are BMO members

Never been BMO 
members

Were BMO members

Hard to say/  
Don’t know

22%7%

7%

64%

Among which 56% 
were members  

of BMOs for over  
3 years

Among which 78%  
are middle enterprises 
(with over 250 
employees)

Among which 54% 
have little or  
no knowledge  
about BMOs

Are BMO 
members

Never 
been BMO 
members

Were 
BMO 

members

Source: Survey of 1,007 MSMEs held within this outlook study
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The largest share of current BMO members is among MSMEs operating 
in western, eastern and northern regions (27 percent, 26 percent, and 25 
percent, respectively), while the lowest – in central and southern regions 
(13 percent and 8 percent, respectively). Also, the share of current BMO 
members is higher among companies that have women among owners/top 
managers of MSMEs (24 percent against 19 percent of companies with no 
women in ownership/top management).
 
It should be noted that 56 percent of respondents who discontinued their 
membership in BMOs had been members of BMOs over three years.  
41 percent of them decided to end up their membership because they did not 
see any benefits from it. Also, more than a quarter of former BMO members 
(27 percent) left BMOs because the actual benefits from membership were 
lower than initially expected. 

The level of awareness about BMOs is not high among respondents who 
have never been members of BMOs. Slightly more than one-third of such 
respondents (35 percent) are very well or well aware of BMOs, while 
54 percent of them have little or no knowledge about BMOs. The share 
of MSMEs with limited or no knowledge about BMOs is lower among 
companies that have women in their ownership/ management as compared 
to companies owned/managed exclusively by men (53 percent against  
62 percent).

Chart 9. 

Reasons for not 
becoming a BMO 
member

(Answers of respondents 
who have never 
been BMO members, 
expressed as 
percentage)

Note: Respondents could choose more than one answer

Source: Survey of 1,007 MSMEs held within this outlook study

I don’t see benefits  
in BMO membership  
for my company

My company is too small  
to be a member of BMO

I don’t know any BMO 
that would represent my 
business interests

I don’t have financial 
resources to pay 
membership fees

BMO membership 
experience of my fellow 
entrepreneurs is negative

Hard to say/ Don’t know

25

19

9

5

12

42

56%
respondents who 
discontinued their 
membership in 
BMOs had been 
members of BMOs 
over three years
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Lack of clarity about potential benefits from BMO membership is the main 
reason why MSMEs, which have never been members of BMOs, but have 
knowledge about BMOs, have not joined BMOs (42 percent). As Chart 9 
below shows, another 25 percent of such respondents believe that their 
company is too small to be a BMO member, while 19 percent of them do 
not know a BMO which could represent the interests of their business. 
The stereotype that a company is too small for BMO membership is more 
prevalent among microenterprises (among the respondents expressing 
such view, 45 percent are microenterprises).

The infographics below captures the main reasons responses demonstra-
ting conditions under which MSMEs with no BMO experience are ready to 
consider a possibility of becoming a BMO member. MSMEs are looking for 
BMOs to offer opportunities in cost reduction, finding new business partners 
and prospective clients. It should be noted that the cost of membership is 
not seen as a major barrier to joining a BMO, as the share of respondents 
looking for free of charge trial membership is rather low, amounting to  
10 percent. Still, there appears a relatively high share of respondents who 
are not willing to consider BMO membership under any circumstances 
(22 percent).

The Chamber of Commerce and Industry (CCI) and industry associations are 
the most popular BMO types among the current BMO members (see Chart 
11): 42 percent of the surveyed BMO members participate in the CCIs, while 
41 percent are members of industry associations. As shown on Chart 11, 
other BMO types are not so popular. CCIs are less active in rural areas which 
could be explained by their special status and legal aspects regulating their 
activities. 

Chart 10. 

Main conditions under 
which MSMEs are 
ready to consider BMO 
membership

(Answers of respondents 
who have never been BMO 
members, expressed as 
percentage)

Note: Respondents could choose only one answer out of six possible options

Source: Survey of 1,007 MSMEs held within this outlook study

Availability of BDS  
to reduce costs of doing 
business for my company

If BMO helps me  
to find new partners and 
customers

Under no conditions –  
I do not see it beneficial

27%

22%

28%

42%
of MSMEs identify  
the lack of clarity about 
the potential benefits 
of BMO membership as 
the main reason why 
they have not became 
the members
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Most of rural MSMEs are members of industry associations (52 percent), 
while universal BMOs and CCIs have significantly lower representation 
among rural respondents (about 18 percent). 

Current BMO members have generally more positive perception of 
BMO services as compared to respondents with no BMO membership 
experience. As presented on Chart 12, consulting services, search of new 
business partners, and support with entering new markets received the 
highest cumulative level of appreciation among the surveyed respondents 
who confirmed to be knowledgeable about BMOs. Appreciation of BMO 
services among current members as compared to respondents with no 
BMO membership experience is higher for all services except for attraction 
of investment and financing. The latter also stands out because their 
appreciation level is below 50 percent both by current BMO members and 
companies with no BMO experience. The difference in perception of BMO 
services may be explained by lower level of awareness of BMO and their 
services among respondents who have never been BMO members. The 
gap in perception is especially evident for the advocacy support of BMOs: 
the level of appreciation of representation by BMOs of MSME interests in 
relations with public authorities by current BMO members is almost twice as 
high as that of respondents with no BMO experience.
 
As have already been outlined above, the level of membership fees does 
not seem to be a major barrier for BMO membership. There are, however, 
significant differences in responses of current BMO members and companies 
with no BMO experience concerning affordability of BMO membership (see 
Chart 13). 

Chart 11. 

Membership  
of respondents  
by BMO type

(Answers of respondents 
who are currently members 
of BMOs, expressed as 
percentage)

Note: Respondents could choose more than one  answer

Source: Survey of 1,007 MSMEs held within this outlook study
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Chart 12. 

Perception of BMO 
services by respondents

(Answers of respondents 
who are knowledgeable 
about BMO and “tend to 
agree” and “strongly agree” 
with the statements below, 
expressed as percentage)

66
58

55
51

55
42

45
47

55
32

82
55

BMOs provide 
consulting services 
useful for business

BMOs serve as a 
platform for finding 
business partners

BMOs provide support 
in entering new regional 
and export markets

BMOs provide quality 
opportunities in 
stafftraining and 
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BMOs open 
opportunities for 
investment and finance 
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BMOs effectively 
represent the interests 
of my company in 
relations with state 
authoritiesAre BMO members

Have never been 
BMO members Source: Survey of 1,007 MSMEs held within this outlook study

Chart 13. 

BMO membership fees 
are affordable

(Answers of respondents 
who are knowledgeable 
about BMO, expressed as 
percentage)

9
36

6
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30Agree

Disagree
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85 percent of current BMO members consider that the cost of BMO 
membership is affordable, while only 30 percent of companies with no BMO 
experience think the same. On the other hand, each third company with no 
BMO experience could not answer the question, which may signify about 
the low level of awareness about BMO among this category of respondents.

A similar trend in terms of diverse views between members and non-
members of BMOs is being observed in perceptions how BMO membership 
influences the company’s reputation. As shown on Chart 14, 77 percent of 
current BMO members agree that BMO membership has a positive influence 
on their business reputation, while the share of such responses among the 
companies with no BMO experience is 44 percent.

CHALLENGES AND NEEDS  
OF MSMEs

Although this is not a longitudinal study, it has been informed by the 
work of UNDP, USAID and PLEDDG in 2015-2020 to identify the needs of 
MSMEs and challenges they face. Accordingly, respondents were asked to 
evaluate twelve challenges when conducting operating activities, planning 
business expansion or interacting with the state authorities, which were 
identified in the studies of 2015-2020. As shown on Chart 15 below, the 
top three challenges recognised by over 50 percent of respondents as 
critical or rather critical when conducting business activity in Ukraine are: 
i) lack of understanding of business needs by state authorities (65 percent 
of respondents); ii) complexity of legislation regulating business activities  
(65 percent of respondents); and iii) difficulty in finding employees  
(63 percent). 
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Lack of understanding of business needs by state authorities was highly 
recognised as a challenge by small enterprises (72 percent) and seemed to 
be of less concern for microenterprises (58 percent). This problem appears 
to be of greater relevance for current BMO members than for respondents 
with no BMO experience (72 percent against 62 percent). During the FGD, 
participants commented on the complexity of labour safety legislation, 
with legal acts contradicting each other, creating grey areas for different 
interpretation by state inspections. 

“The problem is that nobody wants to work at a factory, because of the 
[low] wages… In Poland, the corresponding wages are twice as high.”

Vice Director of a small manufacturing 
 enterprise from Vinnytsia

The problem of finding employees is more critical for small and medium-
sized enterprises (65 percent and 66 percent, respectively) than for 
microenterprises (42 percent). Also 81 percent of current BMO members 
assess this problem as critical. This topic was also raised by FGD participants 
in the context of internal and external migration. MSMEs located in rural 
areas face the outflow of young population to urban settlements. Another 
problem is active labour migration to the EU and other European countries.

“There is also a problem of internal migration. Small towns of Mykolaiv 
oblast, such as… Ochakiv is a clear example. People move with their 
families [to] Kyiv, Odesa, even Mykolaiv itself. [Furthermore, people] 
from Mykolaiv move to Kyiv and so on. Thus, we have a very big problem 
of internal migration.”

Owner/ manager of a medium-sized food service  
enterprise from Mykolaiv oblast

“It is difficult to find people who can immediately [get to] work. People 
need training, they don’t understand [working requirements].”

Owner/ funder of a small furniture factory from Odesa
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Chart 15. 
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The remaining issues have received recognition from the lower number 
of respondents. However, there are two issues which are seen as critical 
or rather critical by over 40 percent of respondents: inadequate level of 
employees’ professional skills (46 percent) and difficulty in finding new clients 
and business partners (44 percent). It should be noted that the respondents 
who have acknowledged these two problems as critical or rather critical 
also have high expectations of BMOs and respective BDS they provide. 
In particular, 48 percent of those who face problems with insufficient level 
of personnel’s professional skills believe that BMOs provide top quality 
opportunities for personnel education and development. 62 percent of 
respondents that experience difficulty in finding new clients and business 
partners (consider this as a critical or rather critical issue) believe that BMOs 
serve as a platform for searching business partners.

“[It would be good] to have a [smartphone] app or a website providing 
[information] on subcontractors or clients, on services and so on… 
Generally speaking, something like a dating website but for businesses 
and entrepreneurs…”

Owner of a small company on organization of events from Kharkiv

Among the issues that were least acknowledged by respondents is lack 
of information on foreign trade which may be due to a small number of 
companies in the sample involved in such activities (only 33 percent). The 
respondents involved in foreign trade were further asked to identify the key 
challenges they faced in 2021 (see chart 16 below). 

40%
of respondents 
point out insufficient 
level of employees’ 
professional skills as 
well as finding new 
clients and business 
partners
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It should be noted that 56 percent of MSMEs engaged in foreign trade are 
current BMO members. Moreover, 62 percent of all respondents engaged 
in foreign trade agree and rather agree that BMOs provide effective support 
in entering new regional and export markets. 

When asked about the most effective support that MSMEs expect from the 
state, the following five areas received the largest number of responses 
(multiple choice was possible).

49 percent of respondents are interested in obtaining preferential credit 
terms. At the same time, as presented earlier on Chart 15, only 30 percent 
of respondents consider lack of access to lending resources as a critical 
issue. Moreover, 57 percent of those respondents, who are interested in 
preferential credit terms, do not consider lack of access to lending as a 
problem. This may suggest that credit resources are accessible to MSMEs 
but are considered as not always affordable.

MSMEs operating in the manufacturing and construction sector are more 
interested in assistance with entering new markets (38 percent) as compared 
to other sectors in which the share of companies requiring such assistance 
ranges between 24 percent and 28 percent. The share of current BMO 
members interested in assistance with entering new markets is significantly 
higher as compared to respondents with no BMO experience (38 percent 
against 24 percent). This indicates that BMO members expect additional 
support from the state in entering foreign markets. 

Chart 17. 
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As to state support during the COVID-19 pandemic, 78 percent of 
respondents confirmed they were aware about such support (see Chart 18 
below), but only 24 percent of them actually received it. More than two-thirds 
of recipients (67 percent) were MSMES with the average annual income 
of up to UAH 100 million, i.e., micro- and small enterprises. 73 percent of 
MSMEs which received state aid during the COVID-19 pandemic recognise 
that it helped their companies. 

 

“At the end of last year, I applied for state support under the “5-7-
9” Programme… My application was successful [and] I managed to 
purchase new equipment.”

Co-owner/ founder of a catering company from Uzhhorod

 
MSMEs having women among owners/top managers were more informed 
about the state support (82 percent) against 74 percent of MSMEs with no 
women among owners/top managers and, as a consequence, happened 
to be more often among recipients of the state aid (28 percent against 18 
percent of MSMEs with no women among owners/top managers). 

However, enterprises with women among owners/top managers were also 
more conservative in their assessment of the impact of the state aid on the 
performance of their business. 70 percent of enterprises owned/managed 
by women consider the state aid as helpful, while the correspondent share 
of MSMEs owned/managed solely by men is at 84 percent.

Chart 18. 
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BUSINESS DEVELOPMENT 
SERVICES

The consumption of BDS among Ukrainian MSMEs varies significantly 
depending on the type of service. The higher demand and consumptions 
are being observed in relation to services which are aimed to address 
operating business needs of enterprises. Other services are less popular 
among respondents which might be due to lower level of awareness among 
MSMEs about available services or due to affordability of such services.

“Continuous education. Obviously, expensive equipment is also needed. 
But education [is needed even more], as clients are so advanced and 
well aware because of Internet that they always want something new. 
You need to surprise your clients to retain them. But, naturally, to 
surprise your clients, you need to invest much [in education].”

Sole proprietor in the field of beauty services from Dnipro

As shown on Chart 19 below, which demonstrates respondents’ experience 
of using BDS during the last two years, the most popular services include 
general consulting, educational events, and information services. The 
first two types of BDS are also among those that are being most often 
commissioned on a paid basis. On the contrary, information services and 
networking, while being in relatively high demand among MSMEs, are 
usually consumed free of charge. This may imply that MSMEs are willing 
to pay for the services which are critical to address business needs and 
which are not alternatively available on a free of charge basis. This also 
holds true in case of such popular among respondents services as product/
services certification and staff professional development, which are usually 
not available for free. As to main trends in consumption of the services with 
the highest demand, the following can be noted:

 � Consulting services are equally consumed by MSME of all sizes and 
geographical locations, but the share of enterprises engaged in trade 
and repair of vehicles that commission such services on the paid basis 
is significantly lower (46 percent) than for other sectors.

 � BMO membership is also a factor significantly influencing the BDS 
consumption trends among MSMEs for both educational and information 
services. Current BMO members are more inclined to use educational 
and information services than enterprises with no BMO membership 
experience (72 percent against 56 percent and 63 percent against 49 
percent, respectively). This may indicate that BMOs generally provide 
good educational and information services which are valued by their 
members.
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 � Microenterprises are generally less interested in information and 
educational services on the free of charge (31 percent and 25 percent, 
respectively) and paid basis (13 percent and 34 percent, respectively). 

 � Rural respondents have higher rates of consumption of information 
services compared to urban enterprises (68 percent against 48 percent) 
which could be explained by more developed information technologies 
available for urban respondents.  

Chart 19. 
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“I, for example, together with other girls from beauty salons, organise 
joint purchases, because of quantity discounts [sellers provide] on 
large purchase orders.”

Owner of a beauty services microenterprise in Melitopol

Less frequently used services are either relatively new for the Ukrainian 
market with low level of awareness among MSMEs (i.e., purchasing and 
sales groups, sustainable development practices) or offer deep industry 
expertise, thus, are more expensive (i.e., industry consulting). However, FGD 
participants, mostly microenterprises, mentioned the use of cost reduction 
practices via purchasing groups in their operational activities. Mentorship is 
the least popular service used by MSMEs, but it also has the largest share of 
respondents who confirmed they did not have knowledge about the service 
(21 percent). In FGDs, just a few participants were aware about mentorship.

Awareness about the UN Guiding Principles on Business and Human Rights 
(GPBHRs) and UN Sustainable Development Goals (SDGs) is also quite low 
among MSMEs. About three-quarters of respondents do not know about 
GPBHRs or SDGs (see Chart 20). BMO membership and presence of women 
among owners/top managers are factors which positively influence the 
level of awareness about both GPBHRs and SDGs. The level of awareness 
about GPBHRs and SDGs is about two times higher among current 
BMO members (at 27 percent and 26 percent, respectively) as compared 
to companies with no BMO membership experience. There are also 
more respondents aware about GPBHRs among those having women 
in ownership/management (21 percent against 15 percent of companies 
owned/ managed solely by men). 

Chart 20. 
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Accordingly, the low level of awareness about GPBHRs and SDGs influences 
the consumption trends for BDS related to introduction of sustainable 
business practices. 78 percent of respondents that do not use services 
related to introduction of sustainable business practices are not aware 
about SDGs. On the positive side, the number of MSMEs that are aware 
about GPBHRs and SDGs and are ready to update their company policies 
in accordance with GPBHRs and SDGs is higher than the number of those 
that are not ready to do so (see Chart 20). 
 

Chart 21 presents the comparison of respondents’ past experience of using 
BDS and their future plans. In many cases, the future demand exceeds the 
historical consumption rates. This is especially the case for historically less 
popular BDS which may either signify a problem with affordability of such 
services or their availability for MSMEs.

Chart 21. 
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BUSINESS PRIORITIES FOR 2022

The chart below presents the top-5 business priorities identified by re-
spondents for 2022.

Three of the above priorities relate to retaining and expanding customer 
base in the domestic and foreign markets and are closely linked to the 
challenges and needs voiced by MSMEs. As mentioned earlier, 44 percent 
of respondents recognise difficulties in finding new clients and business 
partners (see Chart 15). Almost two-thirds of such respondents believe 
that BMOs can serve as a platform in searching for business partners. The 
relevance of this priority is further highlighted by respondents who have 
never been members of BMOs and are willing to consider membership 
if BMOs provide opportunities for finding new business partners and 
prospective clients (the top two conditions for joining a BMO, see Chart 10). 

As to entering foreign markets, respondents overall have high perceptions 
of BMOs in providing respective BDS (see Chart 12), but are also looking 
for the state support (see Chart 17). It is important to note that 46 percent 
of MSMEs with the priority of entering external markets are not yet 
involved in foreign trade. There also appears a deferred demand for BDS 
in supporting the entrance of MSMEs into foreign markets. As shown on  
Chart 21, the historic rate of consumption of respective services (13 percent 
of respondents) is almost three times lower than the estimated future 
demand (38 percent of respondents). 

Chart 22. 
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Cost optimisation was recognised by respondents as top-2 priority for 
2022. It is also a number one condition under which MSMEs with no BMO 
experience are ready to consider a possibility of becoming a BMO member 
(see Chart 10). Nevertheless, the experience of the surveyed MSMEs in 
group purchasing organizations to decrease the purchase cost of goods 
and services is quite limited (16 percent of respondents). The future demand 
for such services is also not high (27 percent of respondents confirmed 
they would need such service next year). This suggests limited experience 
and understanding of cost optimisation/ sharing arrangements among 
respondents.

“I’ve heard about the “5-7-9” state programme… We want to [use this 
programme to] expand our business and buy a label printing machine.”

Co-owner of a small roller re-engraving company from Kyiv

As to finance attraction, 66 percent of the surveyed respondents do 
not consider access to credit as a critical issue (see Chart 15). However, 
49 percent of respondents believe that one of the most effective state 
support initiatives is provision of preferential credit terms. A large share 
of respondents knowledgeable about BMOs (46 percent, see Chart 12) 
think that BMOs provide opportunities to attract investment and financing. 
Similar to BDS in supporting the entrance of MSMEs to foreign markets, 
BDS in investment and finance attraction have not been popular among 
respondents (15 percent of respondents received such service during 
the last two years, see Chart 19), but the future demand exceeds historic 
consumption by more than twice (see Chart 21).

“[We plan] attracting investments to expand our business, to launch 
a new business line… [We consider] a possibility to participate in the 
so-called “warm loans” programme which is very popular now. It is a 
programme on thermal modernisation of buildings which is very popular 
and is financed by the state and European [funds and institutions].”

Owner of a medium-sized family business 
 in construction sector from Melitopol

16%

49%

of MSMEs have 
experience in 
establishing joint buying 
groups to decrease the 
purchase cost of goods 
and services

of respondents 
believe that one  
of the most effective 
state support 
initiatives is provision 
of preferential credit 
terms



Outlook Study for Ukraine on advancement of Business Membership Organizations  
and Business Development Services

56

WAR CONTEXT: IMMEDIATE NEEDS 
AND RECOVERY

The war in Ukraine has affected 65 percent of MSMEs (based on their 
location)21, which generated 73 percent of gross sales and employed 64 
percent of employees in 2020. Five oblasts (Donetsk, Kharkiv, Kherson, 
Luhansk and Zaporizhzhia oblasts) are not only exposed to active land 
warfare at the time of this study but also sustained significant level of 
occupation by Russian military (over 30 per cent of territories). 

These oblasts jointly employed more than 800,000 people and generated 
UAH721.8 bn (US$46.3 bn) of gross sales in 2020. Manufacturing is a  
major sector in all these oblasts except for Kharkiv oblast, where it is second 
to the retail and wholesale trade sector. These oblasts together generated  
31 percent of the country’s gross sales in manufacturing in 2020. 

According to the recent surveys22 55 percent of MSMEs operated at  
10-60 percent of the pre-war level as of the end of July 2022. Moreover, 
MSMEs were more affected by the war than large businesses (only 13 percent 
of MSMEs operated at full capacity versus 60 percent of large enterprises 
as of June 2022)2324. More than half of SMEs forecast 2022 revenues to 
be below 50 percent of the 2021 level25. This is the result of a number of 
factors, such as disruption in business activities due to security risks, a drop 
in consumer demand, breaks in supply chains and difficulties with logistics.

The war and its consequences have introduced changes to the list of top 
challenges of MSMEs, highlighting differences between different industries. 
The support provided to MSMEs via targeted state programmes and 
deregulation of economic activity have demonstrated better understanding 
of MSMEs’ needs by the state and simplified some of governing legislation, 
while the difficulty in finding employees became even more critical given 
external and internal migration and relocations of businesses to safer 
regions.  

Other challenges which were of less priority for the surveyed MSMEs became 
more important in the wartime. Among those are the increasing search for 
new business partners and clients and opportunities in foreign markets. 
These new priorities are explained by supply chain breakdowns, logistical 
issues and falling demand for goods and service in the domestic market. 
Knowledge and skills about new technologies and innovative practices are 
in demand given many businesses are currently undergoing transformation. 
Before the war, funding issues were considered from the perspective of 
affordability of financing, while now it is about receiving access to financing 
which is limited to the state support programmes, mainly. 

21 State Statistics Service of Ukraine. .

22 Advanter Group (2022). Study of 
Ukrainian SMEs state. Kyiv. Available 
at: https://t.me/adligach/392

23 American Chamber of Commerce 
in Ukraine (2022). Doing business 
after 120 days of war in Ukraine. Kyiv. 
Available at: https://chamber.ua/
wp-content/uploads/2022/06/
Survey-results-ENG-final.pdf

24 Advanter Group (2022). Study of 
Ukrainian SMEs state. Kyiv. Available 
at: https://t.me/adligach/303

25 Advanter Group (2022). Study of 
Ukrainian SMEs state. Kyiv. Available 
at: https://t.me/adligach/396
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MSMEs involved in foreign trade face significant logistical issues. Exports 
dropped due to the blockade of the Ukrainian seaports by the Russian navy 
and resulting rail and truck bottlenecks in inland transportation channels. 
Exporters are not able to recover their VAT due to suspension of the 
electronic system of the VAT refund administration.

In addition to the economic risks, MSMEs have to deal with security risks 
and direct losses caused by ongoing hostilities and shelling. Many assets 
are destroyed or significantly damaged (e.g. inventory, equipment and 
property), including both private and public assets. Destruction of public 
infrastructure (roads, airports, bridges etc.) has led to breaks in supply chains 
and logistical channels. Lack of security infrastructure (e.g., bomb shelters) 
causes additional instability in business operations as well as cybersecurity 
risks. MSMEs are lacking business continuity plans and security systems 
mitigating cyber threats. Also, many companies cannot resume their 
operations as the territories where their operations are located require 
demining (especially relevant for agriculture).
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INTERNATIONAL  
TRENDS IN BMO  

SECTOR DEVELOPMENT

SECTION V. 
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KEY CHALLENGES AND DRIVERS 
FOR BMO DEVELOPMENT

As part of the study, government and public services practitioners of PwC 
network across 22 countries in different regions of the world with different 
levels of MSME and BMO sectors development shared their view on key 
challenges and critical factors influencing BMO establishment and MSME 
sector development in their countries. The results of the survey (Table 3) 
demonstrate the current state of cooperation between MSMEs and BMOs in 
different countries. In most cases, experts from countries with low to middle 
income per capita have noted that improvement is needed in either MSMEs’ 
engagement or BMO’s capacity (or both) to ensure successful cooperation.

Table 3. Cooperation of MSMEs with BMOs in different countries

Demand side needs 
improvement  
(MSME-driven factor)

Supply side needs 
improvement  
(BMO-driven factor)

Strong cooperation

High-income economies 
($12,696 or more) 

– Uruguay

Canada**
Poland**
Sweden**
The UK**
Czech Republic
Japan
Latvia (in some industries)
Luxembourg
Switzerland
UAE

Upper-middle-income 
economies ($4,096 to $12,695) 

Kazakhstan
Serbia 
Montenegro

Costa Rica
Serbia 
Montenegro

Bulgaria   
(in some industries)

Lower-middle income 
economies ($1,046 to $4,095) 

Kenya
Pakistan
Zimbabwe

Kenya
Pakistan
Philippines

 Côte d’Ivoire 
India

Low-income economies 
($1,045 or less)

Uganda – –

Source: PwC Survey 

Note: World bank country groups by Gross National Income per capita.
** Countries chosen for benchmarking exercise
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The number of BMOs representing MSMEs that are active in each country 
(e.g. actively participating in policy making, involved in public-private 
dialogue etc.) varies widely – from up to five organisations to over a hundred 
or even a thousand (e.g. in Canada). This does not depend on the level of 
the country economic development and can be rather explained by MSME 
membership practices in different countries. In general, experts have noted 
that joining more than one BMO is considered to be a good practice for 
MSMEs. This allows diversifying channels of business interests protection 
and strengthens horizontal connections with other businesses.

In terms of funding models, there is no clearly dominated budget practice 
across countries. Membership fees, grants from donors, charges for 
commercial services, charitable contributions are used to fund BMO 
operations. While the mixture of funding sources is a common approach, 
the structure of funding may be influenced by BMO’s development level. 
Most developed BMOs can charge higher membership fees, while retaining 
members by providing high-quality BDS and being less dependent on 
external financing.

In the lower-middle income economies, typical characteristics of BMO sec-
tor development are observed: both demand and supply side need im-
provement. The maturity of BMO sector will grow in line with SME sector 
development, and these processes will be highly interconnected. Most 
countries represented in the survey have dealt or are dealing with the fol-
lowing problems:

The critical factors that have stimulated MSME sector development and 
growth in the surveyed countries with BMOs contribution to this process 
can be grouped in three main categories as presented below.

Experts highlighted the importance of collaboration among BMOs and their 
close connections to government. The latter does not only contribute to the 
efficiency of advocacy efforts, but also opens more opportunities for BMO 
members to participate in business activities and industrial fairs. 

Table 4. Key challenges for BMO establishment

Governance and financial 
sustainability of BMOs

Competition among 
BMOs; individualism 
and competition among 
businesses

Lack of funding for the 
BMOs

Inability of SMEs to 
bare membership fees

Informal business practices 
by MSMEs

BMO members are 
mainly large or medium 
size enterprises

BMOs lack capacities 
for the business 
development activities 

MSMEs do not see 
clear added value from 
BMO membership

Source: PwC Survey.  Note: MSME challenges. BMO challenges
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Recently innovations became an important driver of BMO development. 
BMOs are rolling out new solutions to support inclusive economic growth 
in their respective countries, e.g. setting up business hubs, technological 
parks etc. Among other good practices mentioned by the experts are 
setting professional ethics standards by BMOs.

OVERVIEW OF TRENDS FOR 
INDUSTRIAL AND UNIVERSAL BMOs

The overview is based on selected countries with higher income economies, 
characterised by the mature BMO sector and strong cooperation of MSMEs 
and BMOs. The sample includes eight countries: Canada, Estonia, Germany, 
Italy, Poland, Sweden, the UK and the USA. Examples of BMOs include five 
shortlisted sectors with the highest potential for BMO establishment and 
development in Ukraine, i.e. (1) wholesale and retail trade; (2) manufacturing; 
(3) construction; (4) agriculture; and (5) transportation and logistics. 

Table 5. Factors of stimulation of MSME sector development and growth in the surveyed countries  
  with BMOs contribution

Macroeconomic and 
regulatory developments

•  Stability of economic environment and legislation

•  Tax benefits encouraging entrepreneurial activity over general employment

•  Governmental focus on development of all regions in the country (rather than on 
big cities only)

•  Economic diversification or sector growth

•  Legislative changes, having impact on a specific industry (i.e. accelerated proce-
dures for residence permits for IT specialists from non-EU member states)

•  Easy registration and business closure procedures, ease to transfer assets form 
one company to another

BMO capacity and BDS •  Advocating on the enactment of SME Law

•  Provision of networking opportunities

•  Upskilling businesses through consultancies and trainings

•  The COVID-19 crises positioned BMOs as an information channel for national and 
international MSME support programs

•  Advocacy of better business environment; promoting awareness of laws in favour 
of SMEs and promoting public and private initiatives, in particular on market access, 
taxes, financing and financial and non-financial support 

Availability of finance •  Nationally and regionally funded programs to support MSME sector

•  The EU funds dedicated to development of MSME

•  Donor activities in bridging finance providers and businesses 

•  Availability of micro- finance for MSMEs

•  Increase of direct foreign investments (in particular in the IT, outsourcing and auto-
motive industries)

Source: PwC Survey
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The industry analysis covers three BMOs in three of the sampled countries 
where given industries demonstrate significant contribution of SMEs to 
GDP or value added (or nine BMO cases in total per industry). In addition, 
the analysis includes one case of a universal BMO for each of the eight 
countries. 

The objectives are: 

 � analyse BMO practices in terms of attracting different categories of 
members, structuring different membership packages and pricing their 
services

 � draw conclusions about differences and similarities between BMO 
practices across the five target industries.  

Given that activities of the chambers in Ukraine are regulated by the public 
law which defines their status and tasks, the analysis was focused on 
business associations only, which in all of the eight sampled countries are 
voluntary formations, representing common needs and collective interests 
of their members.

In the Annex IV we present the list of countries selected for the analysis and 
detailed summary of the analysed BMOs (industry and universal).

The analysis of selected industry and universal BMOs reveals interesting 
common trends in operations and service delivery of these two different 
types of associations. Both industry and universal BMOs aim for horizontal 
coordination among member companies and vertical coordination along 
the supply chain. Industry BMOs in fact assume selected features of 
universal associations by extending membership to representatives of 
related industries, material and service providers, which allows them to 
attract additional funding but also creates more partnership and cost saving 
opportunities for their members. 

Another common feature is a variable nature of membership fees charged 
by universal and industry BMOs. In a majority of reviewed cases (where 
membership fee information is disclosed), membership fees depend on 
the size of BMOs’ members which is either measured by annual turnover, 
headcount or salary costs. Industry BMOs offer different types of membership 
packages for different member groups, i.e. direct industry players, 
associate members (usually suppliers or service providers), educational  
institutions, etc.

Since universal BMOs represent companies from a wide range of industries, 
provision of industry specific services is not common for them. However, 
advocacy efforts might be structured by industry and are organized around 
interests and issues faced by specific industry groups within an association. 
Another common practice of universal and industry BMOs are preferential 
terms and discounts for products and services from partners.
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Industry BMOs in comparison to universal have a larger spectrum of 
chargeable services, all tailored to the specific industry needs, i.e. training 
and education, flagship events and networking opportunities, industry 
knowhows, common buying and selling groups. At the same time, the nature 
of the services is quite common across the analysed industries, whether this 
is professional certification for retail managers or managers/supervisors in 
logistics. Similar examples can be found in product or services labelling, like 
eco branding in organic farming and safety buying marks in e-commerce 
operators; buying groups in retail (BIRA Direct) and tachograph analysis 
service available for logistics operators (RHA). 

More detailed observations and findings for the selected five industry 
BMOs and summary observations for universal BMOs from the eight studied 
counties are set out below.

Wholesale and retail trade

Retail BMOs in Canada, United Kingdom and USA were selected to provide 
insights on trends and experience of BMOs in retail. These BMOs have 
large membership base accounting for thousands of members not only at 
the national (e.g. Retail Council of Canada (RCC) has 45,000 members), but 
also at regional/local levels (e.g. the California Retailer Association (CRA) has 
57,000 members). Retail BMOs usually attract not just industry players but 
also suppliers, service providers, and education institutions. 

There are also cases when BMOs provide membership to media represent-
atives, e.g., Canada Association of Agri Retailers (CAAR) includes agricultural 
industry publishers. Consequently, BMOs offer different types of member-
ship packages depending on the needs of different member groups. For 
example, British Independent Retailers Association (BIRA) offers four types 
of membership: 

1) Guest membership with free of charge access to exclusive content 
on the website, newsletter containing the latest industry information, 
special guest only offers, membership benefit news; 

2) Gold retail membership providing access to all BIRA member benefits 
(employment protection legal advice, discounts on purchasing of goods 
from 190 suppliers, retail insurance, specially formed card processing 
tariffs, discount on training, financial support and personal customer 
service from Birmingham Bank, newsletter and BIRA Magazine, etc.); 

3) Associate membership for business improvement districts, service 
providers, training partners and related industry bodies; and 

4) BIRA direct supplier membership for product/service suppliers.

Usually, the retail BMOs membership fees are variable and depend either 
on the member category or on the annual turnover of a member, or on both. 
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The US National Grocery Association (NGA) has a very detailed membership 
fee plan, offering: 

 � eleven fee options for retailers; 

 � eleven fee options for wholesalers; and 

 � nine fee options for associate members (suppliers looking to engage 
with NGA retail or wholesale members), all linked to the members 
annual turnover. 

However, in the UK and Canada there are also cases of flat membership 
fees which are not dependent on the member’s turnover (e.g., CAAR, the 
UK Federation of Independent Retailers (NFRN) and BIRA). In all cases, the 
highest fees are charged to suppliers and service providers, while retail 
operators usually benefit from lower membership fees. Overall, membership 
fee level is comparable across all analysed countries (in the range of US$ 
220 to US$ 600). There are also no significant differences between the 
membership fees on the national and regional/local levels. 

Retail industry BMOs offer a wide range of BDS as part of the membership 
package, including information sharing (magazines, newsletters, market 
studies, access to the library of reports, statistical data), templates of legal 
and other documents, training curricula, and even provision of some 
exclusive and critical industry knowledge like benchmarking, expert advice 
in employment law, HR and health & safety, provision of tools and knowledge 
for staff recruitment and retention.

Chargeable services constitute an important source of income exceeding in 
some cases 50 percent of BMO’s turnover (Canadian CAAR, the US National 
Retail Federation (NRF)). Among the most common commercial services 
are industry events and industry tailored trainings. In the USA, BMOs often 
hold large-scale flagship conferences, expo or fairs (NRF Retail’s Big Show, 
and NGA Executive Conference among others). There are no significant 
differences between types of services BMOs provide at the national and 
regional/local levels, although services of regional/local BMOs are shaped to 
consider specific features of a particular region or territory. 

On the other hand, there are some notable cross-country differences among 
BMOs under analysis. The U.S. BMOs are very active in addressing issues 
of organised retail crime, retail loss prevention and managing cyber threats. 
The UK BMOs develop common buying groups and offer partnership 
discounts for their members. Discount offerings are tailored to the retail 
industry specifics (order tracking, shipping, refrigeration), but also address 
general business needs (payment processing, marketing services, insurance, 
telecommunications). BIRA has a product buying group called BIRA Direct 
ensuring competitive buying terms for over thirty different product categories 
from 160 suppliers. 
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BIRA Direct provides: 

 � access to large trade discounts, rebates (e.g. schemes from big sup-
pliers such as Stax, Draper Tools and others), rewards, and exclusive 
discounts; 

 � information on the latest product and retail trends; 

 � information on key industry buying events by product sectors; 

 � access to the latest promotions for members; and 

 � latest product news. 

BIRA Direct members also enjoy the opportunities of 30 days end of month 
credit, dropshipping from multiple suppliers (clients purchase goods from 
a retailer and receive goods directly from suppliers), and invoice manager 
ensuring easy online central invoicing compatible with most accounting 
software. 

Some industry BMOs in Canada and the USA are involved into certification 
activities. For example, CAAR offers the training course “Anhydrous 
Ammonia: Safety & the Farmer”. Successful course participants receive the 
Transportation of Dangerous Goods Certificate valid for three years from the 
date signed. Participation in the course is free of charge as it is sponsored by 
Fertilizer Canada. NGA actively promotes the Retail Management Certificate 
which is a nationally recognised, accredited college program developed by 
retail industry experts and community college leaders and established by 
the US Western Association of Food Chains in 2000. 

Reflective of the industry current trends, BMOs are focused on supporting 
their members with development of multichannel sales and respective 
attention to security, payment, delivery, and automation. The COVID-19 
pandemic increased the importance of further development of e-commerce, 
mobile shopping, omnichannel sales or their combinations, on the one 
hand, and building fast and sustainable supply chains, on the other hand.

Manufacturing  

BMO cases representing the manufacturing industry were selected from 
Canada, Germany and Sweden. Selected examples of BMOs show that 
membership fees are influenced by membership category and size 
of the business. The latter is measured either by turnover, headcount 
or staff expenses (usually in cases where associations also represent 
interests of employers, e.g. Sweden). For example, Canada’s National 
Marine Manufacturers Association (NMMA) has different pricing for 
Marine Accessories & Components Division and for Boat Manufacturers. 
Moreover, members with higher turnover contribute higher fees within each 
membership type. 



Outlook Study for Ukraine on advancement of Business Membership Organizations  
and Business Development Services

66

For instance, Boat Manufacturers with annual revenue up to US$ 2mln 
pay US$ 896 in membership fees, while Boat Manufacturers with annual 
revenue from US$ 2mln to US$ 4mln pay US$ 1,184 in membership fees. 
Based on the membership information disclosed by BMOs, it is rare for the 
manufacturing industry to have a flat membership fee with the exception of 
the Canadian Excellence in Manufacturing Consortium (EMC) which charges 
regular membership fee of US$ 900 irrespective of the company size. The 
overall fee level of manufacturing industry BMOs varies across the analysed 
countries, but in most cases, it does not exceed US$ 2,000 per annum for 
SMEs. 

Free of charge services for members include information sharing (magazines, 
industry research, industry statistics, business intelligence publications), 
networking, training and seminars. As for many other industries, advocacy 
to represent the interests of members on local, domestic and international 
levels is an important feature of manufacturing BMOs which indicates a 
widespread need of businesses and MSMEs, in particular, for representation 
of their interests with the local and central governments. Similarly, access to 
actual information related to general business climate (legal updates) and 
industry specific insights (future technologies, innovations) is a common 
service provided by BMOs. However, in most cases deep industry insights 
are available to members at an extra charge. For example, Sustainability 
Guide by the Swedish textile manufacturing association TEKO is provided 
for free to each member (one copy per member), while Sustainable Fiber 
Toolkit is available only at a discounted price. Also, the German Electrical 
and Electronic Manufacturers’ Association (ZVEI) provides paid information 
leaflets on a range of topics including automation, electronic components, 
lighting and others.

Although manufacturing industry BMOs have certain common features, 
differences between the countries exist. For instance, BMOs in Sweden 
often combine both industry and employer association under the same 
organisation. These two segments provide services with different 
priorities. For example, the Association of Swedish Engineering Industries 
(Teknikföretagen) provides both employer focused services like work 
permits support to simplify immigrant hiring process for employers as well 
as industry related services like bespoke educational courses on a range of 
topics from work environment to business policy issues.

Legal services constitute a visible segment within both free and paid 
services provided by manufacturing associations. An example of free 
legal service is a hotline in legal law issues provided by Teknikföretagen, 
business law consulting by TEKO, legal update by the German Sheet 
Metal Forming Industry Association (Industrieverband Blechumformung), 
etc. Paid legal services include access to legal agreements templates by 
Teknikföretagen, paid publications on legal topics by ZVEI, legal assistance 
by the Scandinavian Automotive Supplier Association’s (FKG) partner. 
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There is also demand for education programmes aimed at skills enhancement 
for employees in the manufacturing industry. There is a wide range of 
education and training opportunities. For example, Canadian Manufacturers 
& Exporters offer training in a range of fields from Lean training, which is 
focused on competitiveness improvement and operational efficiency, to 
Health & Safety training to ensure proper working conditions for employees 
and to prevent accidents on the job. Another example of a popular service is 
the Lean Management System (LMS) training by EMC which is a combination 
of activities and processes that ensure implementation of Lean methods and 
practices, their sustained and continuous improvement. Additionally, the 
German mechanical engineering association VDMA provides educational 
courses in mechanical engineering for specialists and managers. 

Ultimately, BMOs offer a number of partnership programmes to address 
general business needs and industry-specific issues. For example, TEKO 
members have access to discounts for mobile subscriptions, fuel, hotels 
insurance, whereas NMMA members have access to industry-specific items 
like discounts for booths at trade shows, discounts for advertising at the 
networking events etc. Additionally, Industrieverband Blechumformung 
together with its partner byNIRO GmbH provide a purchasing pool service, 
“onepower”, which aims to give companies in Germany the opportunity to 
achieve savings through price reductions.

Construction 

National and regional BMOs in Canada, the United Kingdom and the USA 
serve as a model of successful BMO development in the construction industry. 
BMO membership fees usually depend on membership type and annual 
turnover with a common practice to have membership fees dependent on 
turnover for direct industry players and fixed dues for representatives of 
related industries. For example, Canadian Roofing Contractors Association 
(CRCA) memberships are priced differently for Active-at-large members 
(roofing contractors without membership in provincial associations) and for 
Industry members (engineers or consultants): an Active-at-large member 
with annual turnover of up to US$ 800,000 pays US$ 1,030 in dues, while 
an annual membership fee for an Industry member is flat at US$ 240. At 
Associated General Contractors of America (AGC) General & specialty 
contractors’ fees are linked to their turnover. For example, for a general 
contractor with an annual turnover of US$ 7 million annual fees would be 
US$ 5,000. Whereas AGC’s Associates (professional firms, suppliers) pay 
US$ 1,500 flat fee irrespective of revenue or any other factors. 

Advocacy is one of the main functions of BMOs in the construction industry. 
This is because the construction industry is highly regulated, and members 
advocate for tax treatment equity, protection from regulatory overreach etc. 
Furthermore, many construction projects are coming from the government, 
hence construction companies need representation to facilitate government 
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funding for those projects. For instance, AGC secured an additional US$ 56 
billion in highway funding relief after 12,000 members sent nearly 66,000 
messages to federal leaders urging them to make significant investments 
in infrastructure. Also, AGC worked with Congress to pass key Coronavirus 
tax relief measures, including net operating loss carry-back, as well as US$ 
25 billion in tax incentives via the New Markets Tax Credit, and Commercial 
Building Tax Efficiency Credit. 

Access to relevant industry information is provide for free as part of the 
general membership package. For instance, Construction Buyers Guide by 
the US Construction Association of Michigan (CAM) is the most widely used 
directory in the construction industry with over 6,000 copies distributed 
annually. Furthermore, some associations provide consulting on a limited 
range of topics for free. Mainly such consulting is related to legal issues. For 
example, free legal hotline by the British Construction Employers Federation 
(CEF).

Construction associations are focused on services that are aimed at 
connecting, uniting and educating members. These services usually fall 
under paid category. They include networking events, classes, training as 
well as other events like conventions, which combine both education and 
networking. For example, AGC annual convention integrates both networking 
opportunities and 15 educational breakout sessions. These events could be 
on a wide range of topics like AGC annual convention or could be devoted 
to a specific topic. For instance, Fall Protection in Construction networking 
and educational event by CAM. There are separate education and training 
classes as well as certification programmes. For example, CRAFT Certificate 
Scheme is industry approved alternative apprenticeship training scheme 
developed by the British Constructional Steelwork Association (BCSA). 
According to AGC, labour shortage is one of the most acute issues in 
construction leading to development of a range of educational programs to 
alleviate the problem.

Finally, there is a number of preferential terms & discount programs for 
general business needs of members. For example, American Subcontractors 
Association members have discounts for Lenovo products. Whereas CEF 
members have discounts for Workpal, an online management system. This 
follows a common trend in the industry of using more cloud resources. 

Agriculture

Nine BMOs from Germany, Italy and Poland from agriculture industry were 
analysed. These BMOs have strong local engagement with further rep-
resentation at the regional and national levels. Both independent regional/
local BMOs and branches of the national BMOs are present at the local level. 
Regional/local BMOs are established to represent specific agricultural sec-
tors or BMOs uniting regional/local agricultural producers and consumers. 
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Agricultural BMOs usually have large membership base (e.g., thousands 
of members in German and Italian associations), as they unite not just 
agricultural producers but also companies from related industries (food 
processing, trade, restaurants, technicians etc.) and consumers (e.g., in case 
of organic agriculture). At the same time, the wider the membership base of a 
particular BMO is, the wider range of services this BMO provides. A specific 
feature of Italy in respect to the BMO membership base is concentration of 
agricultural producers in several big associations which have an extensive 
network of branches or independent partners with close relationships with 
local communities. Coldiretti is an example of such association with over 1.5 
million members and a wide network of branches covering all regions and 
provinces of Italy.

In general, membership fees of agricultural BMOs are relatively low as 
compared to other industries: AIAB in Italy charges US$ 58 per annum to 
agricultural producers with organic certification and Association of Food 
Producers with Ecological Methods EKOLAND in Lublin (Poland) charges 
US$ 25 per annum to farmers (ordinary members). However, some subsector 
associations may charge higher fees than the industry average. For 
example, the Association of Butchers and Meat Producers of the Republic 
of Poland charges an ordinary member with a fee of US$ 300. Typically, in 
cases where the association members are engaged in land cultivation, the 
membership fee depends on the land area under cultivation or location of 
a particular agricultural production site. BMOs which provide membership 
opportunities to companies from related industries usually also have a 
sector specific fee. For example, Polish AFPEM EKOLAND charges different 
annual fees to agricultural producers: farmers – US$ 25, food processors 
– US$ 38, and so-called supporting members – US$ 15. Italian association 
AIAB charges different annual fees to agricultural producers with organic 
certification, consumers, and agricultural technicians.

As in case of other industrial associations, agricultural BMOs are engaged 
in advocacy and representation of interests of their members, information 
sharing, and provision of industry specific BDS. Information sharing, 
advocacy, shaping of industry training curricula are usually free of charge 
for BMO members, while most of the industry specific BDS and general 
consultancy are chargeable. The range of services provided by BMOs 
also depends on a country. In particular, Polish agricultural BMOs do not 
provide BDS which are typical for commercial BDS providers (i.e. general 
business consultancy services). Instead, they are active in advocacy and 
trade promotion of their members. On the other hand, BMOs in Germany 
and Italy provide a wide range of BDS covering many aspects of agricultural 
production through technical expertise and training. At the same time, a 
special feature of German BMOs is provision of cost saving opportunities. 
For example, district farmers’ associations (KBV) Göppingen and Ostalb-
Heidenheim offer a wide range of saving opportunities: from discounts on 
electricity to discounts on vehicles acquisition. 
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State Farmers Association in Baden-Württemberg e. V. (LBV) through its sub-
sidiary Service and Marketing Company (SMG) offers discount programmes 
aggregated into the following groups: 

 � car and accessories; 

 � house and yard; 

 � energy and resources; 

 � wholesale and retail; and 

 � special promotions.  

Italian BMOs are more active in establishment of institutions specialised 
on capacity development of agriculture, such as research centres, 
collaboration e-platforms, training facilities. Coldiretti (the national farmers 
confederation of Italy) is active in gender equality promotion by supporting 
development of agricultural entrepreneurship among women and promoting 
the representation of women in Coldiretti’s decision-making bodies. 
Furthermore, Coldiretti Donne Impresa and CreditAgri Italia (Coldiretti’s 
subsidiary specialising on credit guarantee and financial technical assistance 
in agriculture) have a joint microcredit programme for women, who wish to 
do business in agriculture.

Overall, industry specific BDS of international agricultural BMOs reflect 
global trends in the agricultural sector such as environment protection, 
sustainability of operations and organic farming. BMOs often not just consult 
on organic and environmentally friendly agricultural production but also 
promote certification with own ecolabels. Some BMOs develop ecolabels 
with compliance requirements which are stricter than those stipulated by 
the EU organic farming regulations (e.g., AFPEM EKOLAND in Poland).

Transport and logistics

For the analysis of BMOs operating in the transport and logistics sector, 
nine BMOs from Germany, the United Kingdom and the USA were selected. 
Membership fees of these BMOs are usually determined by the company’s 
size (measured by either turnover, number of employees or operated vehi-
cles) or type of operator (“For-Hire” motor carriers, private carriers, shippers, 
transport managers, etc). Members with higher turnover or larger fleet size 
contribute higher fees within each membership type. For example, American 
Trucking Association (ATA) has different pricing for “For-Hire” Motor Carriers 
and for Private Carriers. “For-Hire” Motor Carriers’ fee has a fixed part which 
stands at US$ 530 and a variable part that is linked to annual turnover. For 
example, a “For-Hire” Motor Carrier with US$ 5mln turnover pays US$ 2,333 
in total fees. In rare cases logistics BMOs offer a flat membership fee like at 
the US Material Handling (MHI) association which charges a regular member-
ship fee of US$ 2,750 irrespective of the company size. Membership fees for 
SMEs in the USA are, on average, above US$ 2,000 which is higher than in 
other countries where an average fee for SMEs is below US$ 1,000. 
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As part of the regular membership package BMOs support their members 
with advocacy and information sharing. For example, the German Federal 
Association of Courier Express Post Services (BdKEP) advocates for non-
discriminatory access of small and medium-sized courier, express and 
postal companies to the increasingly networked and digitalized markets. 
Also, the association promotes the establishment of open standards such as 
service-independent consignment numbers, standardized labels and data 
exchange formats. The German Federal Association of Economy, Transport 
and Logistics provides access to studies and statistics on the structure and 
performance of the road freight transport sector as well as reports on the 
best practice, industry trends, fuel survey, salary survey, etc.

Reduction of transportation costs, enhancing customer service and improving 
safety on the roads are among the top challenges in logistics. Therefore, 
logistics associations are strongly focused on connecting members with 
each other to share experience and on providing industry specific cost 
saving opportunities. For example, ATA has Member Directories for every 
membership type with a listing of all ATA members that provide products and 
services to the trucking industry. Logistics’ UK driver recruitment application 
enables members to book temporary drivers and at the daily rate of choice. 
British Road Haulage Association (RHA) partnered with TruTac, tachograph 
analysis experts, to develop a fully automated tachograph analysis report 
system. RHA Analysis is all-in-one software solution which provides transport 
companies with tools that can work across multiple depots, drivers and 
vehicles, and can be used for both digital and analogue tachographs. RHA 
Analysis is a chargeable service offering available at preferential fee terms 
to the association members. Similarly, Tachograph service by Logistics UK 
provides support in managing and improving compliance with drivers’ hours 
and tachograph regulations to ensure that drivers do not overtime. Vehicle 
inspection service to ensure vehicle’s capacity to deliver cargo safely is a 
common service provided by British associations, including RHA, Logistics 
UK, and others.

Ultimately, there is a number of preferential terms and discount programmes 
offered by logistics associations for both general business and industry-
specific items. For example, the US Ohio Trucking Association provides 
discount opportunities for industry related purchasing materials such as 
fuel, tires, parts etc. Members of BdKEP have access to discounts when 
purchasing hardware like GPS location system, TrackPilot, or software like 
transport management system, eCourier.

There is a sharp need for qualified workforce throughout the supply chain 
due to a rapid growth in e-commerce prompted by COVID-19 pandemic. 
Therefore, associations in logistics industry provide an extensive range of 
industry-specific paid services in the area of education and networking to 
manage skilled labour shortage. For example, OhioTrucking Association or-
ganises an annual conference (latest topics include leadership, crisis com-
munication, employee compensation) and paid seminars and workshops on 
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safety, accidents prevention and regulatory updates. Also, logistics associ-
ations offer a wide variety of courses and certifications, such as UKWA Cer-
tificates of Professional Competence, certifications designed for managers 
and supervisors in logistics, which are developed and delivered by UKWA in 
cooperation with the Logistics Learning Alliance (LLA). BdKEP provides dis-
counts on certification for medicine transportation and social responsibility. 
The certification is performed by DQS, one of the leaders in the certification 
industry that focuses on auditing and certification of management systems 
and processes in companies and organizations, and BdKEP. RHA (UK) of-
fers Manager certificate of professional competence refresher course and 
provides compliance services, e.g. Coach Operators License Compliance 
Audit which is designed to measure the performance of members’ systems 
against the best practice measures applied to the industry. 

Universal BMOs 
 
National universal BMOs usually have a well-developed network of local 
and regional branches. Their membership base is very broad as they 
unite entities from many economic sectors. This requires development 
of well organised institutional structure supported by administrative and 
professional staff. For example, the Italian Confederation of Craft Trades and 
Small- and Medium-sized Enterprises (CNA) has over 621,000 members. It 
has 19 regional and 96 local branches with over 1,100 sites employing more 
than 8,500 people. CAN members represent 10 national unions. They are 
divided into 445 subcategories and 5 interest groups. The Confederation 
also has a representative office in Brussels to promote its agenda at the EU 
level. BMOs from other EU member states (e.g., German Association for Small 
and Medium-sized Businesses (BVMW)) also have similar organisational 
structure. 

Membership fees usually depend on turnover or number of employees but 
there are cases of flat rates. Analysis of eight universal BMOs from selected 
countries demonstrates that majority of universal BMO members are micro- 
and small enterprises. Thus, membership fees are generally lower than in 
industry specific BMOs. In terms of size, fees vary quite significantly among 
studied countries from rather low (Estonia, Poland and Sweden) to moder-
ate (Canada, the USA, the UK, Germany). Estonian Association of Small and 
Medium-sized Enterprises (EVEA) has a variable membership fee scheme 
which depends on company turnover. However, due to COVID-19 pandem-
ic, it decided to fix the membership fee at the entry level of US$ 58.

The major focus of universal BMOs is on advocacy and representation of 
interests of their members. BMOs regularly assess the needs of their mem-
bers through surveys to fine tune their activity agenda. Advocacy services 
are structured either by industry topic or focus on the most common issues 
faced by their members. In particular, CNA structures its advocacy services 
through member groups such as Agribusiness, Artistic and Traditional, Well-
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ness and Health, Communication, Construction, Fashion, Transport, Installa-
tion and Systems, Production and Community Services. BMOs of Germany 
and the USA, in contrast, provide advocacy services in the fields of tax poli-
cy, healthcare, labor market, bureaucracy and regulations, etc. 

Universal BMOs of Canada, the UK, and Germany provide their members 
with business advice covering many topics via hotlines. Such services 
are included in the membership packages but can have some limitations 
(number of requests or time to resolve an issue). Polish Family Business 
Initiative Association (IFR) is very active in training and networking fields. 
In partnership with the Polish Agency for Enterprise Development (PARP), 
the Ministry of Economic Development and Technology of Poland, the 
Association of Polish Cities, donors, and other partners IFR implements 
educational and capacity development projects for MSMEs at both national 
and local levels. It also organizes a 2-day National Congress of Family 
Businesses with over 400 participants once a year and runs the “Micro 
Entrepreneur of the Year” competition. Additional benefits for universal 
BMO members are discounts and other cost saving opportunities.
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FOR BMO  
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SECTION VI. 
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The study of international experiences of BMO operations has identified 
good practices which could be replicated in Ukraine to facilitate the 
BMO market development. Those are grouped into seven blocks of 
recommendations covering the areas of operations critical for sustainable 
development of BMOs in Ukraine and are discussed below.

MARKET POSITIONING

As mentioned in Section IV, just one-third of respondents who were 
surveyed as part of this study have good knowledge about BMOs and their 
activities, reflecting low awareness of MSMEs about the role BMOs. This can 
be changed through clear market positioning and regular communication. 
BMOs need to be very explicit in communicating why they conduct specific 
activities, where they want to be within a specific timeframe and how they 
plan to achieve this. It has to be clearly communicated to prospective and 
current members, partners, sponsors and relevant authorities. It will help 
avoiding accidental membership and wrong expectations on the part of 
stakeholders. BMOs have different priorities which are not always obvious 
from the name of the organisation. 

For instance, family business BMO often unite businesses around the 
sentiment of belonging to a specific business community with key objective 
to help their members in planning business succession to family members, 
while building partnerships and cooperatives may be of less importance. 
Universal BMOs are focused on representation of interests of their members 
as a general group in the dialogue with state authorities either by topic 
(taxes, labour issues, regulations) or by industry. Industry BMOs, in addition 
to building horizontal links between their members, focus on sustainable 
development of respective sectors. 

COMMUNICATION AND 
AWARENESS ABOUT SERVICE 
OFFERING

Communication is a two-way process, consisting both of information 
dissemination and regular feedback. The former is used mainly to increase 
awareness of BMOs and their activity among MSMEs, while the latter is used 
to stay up to date with member needs and priorities.
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Information dissemination

A crucial aspect of information dissemination is using media channels that 
are effective in reaching the target audience. In the age of fast technological 
progress with many processes being digitalised, printed media are rapidly 
losing their importance as information dissemination channels. According 
to FGDs conducted as part of the survey, micro- and small enterprises 
rely heavily on social media apps in their smartphones as the main means 
of communication with their partners, suppliers, and clients. BMOs shall 
identify the most popular social networks and messenger channels within 
their target audience and use them.

IFR disseminates information on family business related issues through 
various channels, including:
• Magazine Relacje (Relations), currently is available both in a hardcopy 

and online version.
• Books on family business, most of which are available for download at 

the IFR website.
• Articles and interviews in the newspapers and journals. 
• Radio interviews.
• Educational materials and presentations.

ZVEI (German Electrical and Electronic Manufacturers’ Association) has 
established a Statistical database providing its members with over 100 
individual indicators on sales and unit numbers of product groups in indi-
vidual market segments of the electrical industry. The association also has 
free publications on the topics of the association and its industry, includ-
ing brochures, flyers, leaflets, and other materials and paid publications 
on the topics of automation, automotive, electronic components, lighting, 
law and security, including guidelines, information sheets, and roadmaps.

One of the main information dissemination channel of Italian Association 
of Organic Agriculture (AIAB) division in Calabria is a WhatsApp group.

Webinars and other online events have become even more widespread 
due to COVID-19 related restrictions. People have started appreciating 
events without physical presence but with an opportunity for real time 
communication. Therefore, such information dissemination channels will 
remain popular even after lifting the COVID-19 related restrictions, especially 
considering security risks caused by war.

Podcasting is a relatively new audio based information dissemination 
channel. It was not widespread in Ukraine until recently, but people started 
to recognise its benefits (such as listening to it while commuting to work). 
Podcasting requires having a skilled interviewer for conversations with 
invited guests and insightful conversations to keep the audience engaged.
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National Small Business Association (NSBA) from the US holds own 
podcasts on small business issues and provides its members access to 
podcasts of its partners.

BMOs should leverage on their cooperation with central and local government 
authorities as well as international donors in the field of communication. 
Central and local governments can help disseminate information about 
active BMOs on their websites to raise awareness among MSMEs of BMOs 
working in a particular oblast/city/community or in a particular industry. In 
addition to basic contact information, the specially designed webpages 
may include details of advocacy or other initiatives launched by BMOs. This 
will increase credibility to the listed BMOs among businesses and may help 
expanding their membership base. International donors can also disclose 
information on the webpages of their projects about initiatives involving 
participation of BMOs. They can also support BMOs with self-assessment 
tools to evaluate the efficiency of BMOs communication and outreach 
activities.

Identifying needs and collecting feedback

BMOs need to regularly collect information and feedback on the needs of 
their members and BMO activities to fulfil three goals: (i) keep their services 
and activities up to date; (ii) adjust their activities in response to feedback 
received; and (iii) plan their activities for future. This will help BMOs ensuring 
smooth operations and managing the membership base.

One of the best and most common ways for BMOs to collect feedback and 
information on the needs from their members is conducting regular surveys. 
Depending on the goals and topic covered, there may be several types 
of surveys: short and regular surveys to monitor BMO daily activities (e.g., 
through smartphone messengers such as Viber, Telegram or via e-mail, 
etc.) and longer surveys once or twice a year for strategic and operational 
planning purposes. There also may be regular surveys devoted to specific 
issues arising in business environment and resulting from changes in legis-
lation (e.g. BDS or advocacy activities surveys). In special occasions, BMOs 
may do ad-hoc surveys to promptly react to some unexpected changes in 
business environment (like COVID-19 related limitations, for example).

BIRA holds at least one survey per month to collect feedback from 
its members. Most of the time, those are short surveys of three to five 
questions to get a snapshot or sentiment about members’ feelings on 
how their business is going and what they think about the work of BIRA.
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Canadian Federation of Independent Business (CFIB) produces research 
on the Canadian small and medium-sized business sector, based on the 
views and experiences of its members. These are identified through 
monthly omnibus surveys completed by 2 500 – 4 500 members. The 
survey results are delivered to all three levels of government in the form 
of research reports, meetings and testimony (“Business Barometer” 
report or annual “Red Tape Awareness Week”). They vary in content, but 
typically include tax, labour and regulatory policies.

Customer/hotline service is another very valuable channel of communication 
between a BMO and its members. Establishing of a proper customer service 
takes time and resources but brings significant rewards. Speed and quality 
of communication increases the value of interactions between BMOs 
and their members. For the customer service to operate smoothly and 
efficiently, it should: 1) be properly equipped; 2) have a library of frequently 
asked questions; 3) have the response time set in accordance with its 
capacity; and 4) send automated responses to enquiries which cannot be 
immediately addressed.

Canadian Federation of Independent Business (CFIB) established a 
specialised business hotline to provide expert advice to its members.

The Bundesverband Mittelständische Wirtschaft / The German Asso-
ciation for Small and Medium-sized Businesses (BVMW) has a hotline 
providing assistance in solving economic, financial, and legal topics.

Another association from Germany Bioland provides advice on issues 
related to all aspects of organic production through its specialised hotline 
service.

Online member forums provide a platform for more informal and, therefore, 
more honest and open discussions of different topics and interests. At the 
same time, such platforms require extensive IT capacity which is usually 
the case of BMOs with large membership base and significant financial 
resources. Smaller BMOs may initially launch online communities in social 
networks, and then add a dedicated page to the website with growing 
membership base, resources, and demand of members.

BIRA recognises an increasing role of social networks and adapted its 
information dissemination strategy accordingly. It encourages its members 
to join Twitter. Also, the association actively uses LinkedIn, Facebook, and 
other social networks. BIRA tries to penetrate new digital chats which 
become available to engage with new potential members and invite them 
to join its network.
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Digitalisation is a general global trend, which also makes it easier for 
different organisations and companies to communicate with each other. 
It appears to be a weak side of Ukrainian BMOs, many of which do not 
have websites and, therefore, are not known to potential members. Some 
BMOs completely abandon or even close their websites and switch to 
social networks and messenger apps. At the same time, websites provide 
more opportunities to structure and present information as compared to the 
mentioned alternatives. As mentioned above, BMOs can place information 
on special dedicated pages of websites of central and local governments. 

MEMBERSHIP ATTRACTION  
AND RETENTION

Since only 22 percent of the surveyed MSMEs currently are members of 
BMOs and around 7 percent of respondents were BMO members in the 
past, evidence suggests that Ukrainian BMOs should activate their efforts 
at expansion of their membership base. To do this effectively, BMOs 
need to develop membership marketing strategies supported by internal 
organisational capacity and special media campaigns.

Overall, the membership marketing strategy covers three objectives: 
attraction of prospective members, engagement with new members and 
retention of existing members. A good membership marketing strategy 
should contain a framework for evaluating the effectiveness of marketing 
activities and should be reviewed and updated on a regular basis. This will 
help using effective marketing activities and abandoning those bringing 
unsatisfactory results.

An efficient membership marketing strategy is well targeted, i.e., based 
on good understanding of the current and prospective members’ profiles. 
The latter aggregate members’ characteristics and interests which could 
be collected from application forms at the member admission stage. The 
rest of the information can be obtained by different means such as: social 
media polls, annual surveys, phone or online interviews with engaged  
members, etc.

Attracting prospective members

Outreach activities is the main way to attract prospective members. They 
include awareness raising campaigns, paid advertising, and social media.
BMOs can hold awareness raising campaigns as part of networking 
activities such as events with representatives of local authorities or industry 
exhibitions. 

29%
of MSMEs have 
experience of BMO 
membership
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To be successful, campaigns should appeal to challenges faced by pro-
spective members and ways to overcome them. 

In relation to online paid advertising BMOs should follow several principles 
to make it efficient. First, BMOs should be specific about the content or 
search results they aim their adverts to appear against. Second, tracking 
numerical stats like number of clicks is less important than defining action-
based goals, such as attaining newsletter subscribers from ad traffic. Finally, 
a BMO should set a target indicator on the number of new subscriptions (and 
associated revenues) to measure the return on investment from advertising.
Thanks to technological progress, social media play a very important role 
as a communication channel in general and as outreach tool in particular. At 
the same time, as it was mentioned above, engaging with a particular social 
network is the right thing to do, if it is actively used by the target audience.
Apart from outreach activities, BMOs attract prospective members by 
producing high-quality content. However, attracting new members is not 
the primary and immediate goal of such activities, as building a reputation 
for publishing high-quality content in the field of specialisation takes time. 
On the other hand, content producing activities have lower cost and more 
lasting effect as compared to direct advertising.

BMOs commonly produce content in several formats. Some formats are 
historically well established, while others are relatively new:

 � Sector news is one of the common historically established formats. As 
membership bodies, BMOs may have a broader view of sector news 
than most of their individual members. Also, BMOs have more time to 
analyse and customize news, especially when a BMO is large enough 
to have a specialised industry news department.

 � Production of own unique analytical material is another commonly 
established format. It can help a BMO to gain reputation as a thought-
leader in the sector and increase recognisability in the market and 
trust on the side of target audience. Such reputation may also allow 
distributing own materials through renown sector channels further 
increasing BMO’s reach and generating valuable backlinks to its own 
membership website.

British Road Haulage Association (RHA) has its own Intelligence division 
which produces transport and logistics analytical materials. The division 
has three major products: fuel survey, pay survey, and cost movement 
survey.

German VDMA (mechanical engineering) association conducts research 
in nine various areas, including innovation and transfer networks, 
corporate foresight and innovations management.
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 � Newsletter is also a popular content format among BMOs. Current mem-
bership software significantly simplifies work with newsletters prepared 
for different categories of BMO subscribers. It makes segmentation of 
subscribers much easier and allows automatically sending them differ-
ent email communications.

Recently, BIRA has introduced e-newsletters. It actively monitors the 
visiting rate to study the level of readers’ interest in order to adapt the 
product to their needs. In addition, e-newsletters have become another 
source of revenues for BIRA as it sells the advertising space.

American Subcontractors Association (ASA) issues a weekly newsletter 
on federal level legislative initiatives affecting the construction industry.

 � Free events and webinars are a good opportunity to present BMO pro-
duced content in a different format. This format allows achieving even 
higher engagement with the target audience because existing mem-
bers advocate for a BMO to prospective members. Webinars belong 
to a relatively new content distribution format which became especially 
popular during the COVID-19 related anti-pandemic measures, same as 
podcasting.

German Sheet Metal Forming Industry Association (Industrieverband 
Blechumformung) actively holds online seminars. In particular, it is known 
for its seminars on levels of value chain and on metal forming technologies.

MHI holds webinars on marketing, sales, leading technology trends, and 
workforce issues.

British Federation of Wholesale Distributors (FWD) provides a wide 
range of free seminars and webinars and specialises on mentorship 
webinars for women.

 � Regular podcasts make sense, if a BMO generates a lot of ideas for 
content, sees stable demand for it, and wants to receive quick feedback 
regarding its content production activities in general. Podcasting 
facilitates more honest feedback as it is less formal and more flexible as 
compared to a life event or webinar. At the same, podcasting is not that 
widespread in Ukraine and requires cooperation with a well-established 
channel of communication of the target audience such as newsletters, 
social network accounts or messenger channels (Viber, Telegram, etc.).



Outlook Study for Ukraine on advancement of Business Membership Organizations  
and Business Development Services

82

The best results are achieved if multiple content distribution formats are 
used. At the same time, each format has its specifics of content production, 
marketing, and delivery and requires proper planning and allocation of 
adequate resources and time.

Engagement

BMOs should make joining as simple as possible for new members. 
Answering the following questions will help streamlining the joining process:

 � Does the joining process contain only critical necessary steps?

 � Does the joining application ask for information which cannot be 
obtained later and in other ways?

 � Do the payment method options suit your target audience?

 � Is the joining process tailored to new IT and communication technologies 
(e.g. smartphones and tablets)?

In case of at least one “no” answer to these questions, there is a room for 
the joining process optimisation.

Apart from joining process streamlining, engagement may also include 
discounts for events. A member-only discount for a big event can serve as 
a final argument to hesitating prospective members.

IFR provides its members with a 30 percent discount for attendance of 
the National Congress of Family Businesses – the largest family business 
event in Poland.

Members of the Canadian Quebec Retail Council (CQCD) enjoy discounts 
on the key digital event for Quebec retailers – eCommerce-Quebec.

AIAB grants its members discounts on participation in most trade fairs 
and industry events.

Federal Logistics Association (Bundesvereinigung Logistik, BVL) of Ger-
many provides its members discounts on participation on many events, 
including German Logistics Congress.

Social proof is a powerful tool for new members engagement. If prospective 
members see that other similar companies are already BMO members and 
benefit from it, they are more likely to want joining as well. Therefore, it 
is helpful for a BMO to gain several quality testimonials or reviews from 
the most engaged members, especially those which are well-known in the 
industry/locality/country. 
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Those testimonials and reviews should be placed on key pages of the 
BMO website, preferably with photos of people who left reviews for more 
credibility. BMOs may ask such members to address specific points in the 
testimonials or reviews, which could be of interest to potential members.

One more opportunity to activate engagement is special attention to specific 
categories of entrepreneurs such as women, youth, elderly people, etc. In 
Ukraine, there are two groups of entrepreneurs which will require special 
attention because of lasting war with Russia: internally displaced persons 
and war veterans.

Italian Coldiretti, one of the biggest umbrella BMOs in Italy uniting agri-
cultural businesses and associations, has separate divisions for specific 
entrepreneur categories namely:

• Coldiretti Donne Impresa representing women-entrepreneurs since 
1976. The division provides various information on how to do business, 
carry out projects, participate in constantly updated training events, and 
open social structures (social farms, educational farms, etc.). Coldiretti 
Donne Impresa is a part of important bodies operating at the national 
and European level.

• Coldiretti Giovani Impresa representing young entrepreneurs who 
invest into Italian agriculture. More than 70 thousand young farmers 
joined the division over its ten-years history. One of its major services 
is Tutor Service providing all the necessary information and support for 
establishment and operation of agricultural start-ups.

• Federpensionati Coldiretti representing and protecting Coldiretti retir-
ees but also pensioners of all categories of workers from agriculture 
and rural areas in general.

 
Retention 

Member retention is a very important component of the membership 
marketing strategy because it is usually easier and cheaper to keep an 
existing member as compared to attracting and engaging a new one. 
The basic principle of member retention is to ensure that benefits from 
membership are delivered at least as promised or even with some bonuses 
to exceed member expectations. However, as evidenced by the results of 
the survey, Ukrainian BMOs struggle to follow this principle. As mentioned 
above, about 7 percent of respondents discontinued their membership in 
BMOs and 41 percent of them left because they did not receive any benefits 
from membership, while 27 percent left because benefits provided were 
below expectations. Therefore, Ukrainian BMOs should direct their efforts 
at solving major challenges MSMEs face and at helping MSMEs to meet 
their business priorities. 
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The important prerequisite is identifying what members want from member-
ship by collecting their feedback on a regular basis (discussed in detail in 
the communication section above). 

In addition to satisfactory delivery of the main functions and communication 
with their members, BMOs may use the following tools for the member 
retention:

 � Restricted content for members: BMOs creating large volumes of 
quality content should consider reserving some of the best content to 
members only. At the same time, as mentioned above, free of charge 
resources are important for prospective members attraction. Therefore, 
there should be a balance between free of charge and member only 
material.

German State Farmers Association in Baden-Württemberg e. V. (LBV) 
has an exclusive members section providing technical and market industry 
information, such as plant and animal production, tax issues, social affairs, 
law and agricultural policy.

 � Membership fee discount programmes: BMOs may design different 
membership fee discount programmes for different member categories, 
but often such programmes are introduced either for new members, or 
for companies staying members for a long period of time, or for both of 
these categories.

Currently BIRA is experimenting with discounts on membership fees. Many 
businesses join for a period of up to one year. The association provides a 
50 percent discount to such members in order to incentivise them to stay 
for 3-5 years. This generates more income from subscription over time. 
However, an optimal solution has not been found yet, and BIRA continues 
testing different options (providing from 30 to 40 percent discount to new 
members during a trial period). The general understanding is that the 
association should make joining as cheap as possible and replace the 
subscription income with more service driven income from the services.

 � Mentoring may serve as a useful member retention tool, although 
it is commonly considered as a BDS. The most longstanding and 
committed BMO members may agree to spend some time mentoring 
newer members for the latter to become more acquainted with the 
organisation’s processes and activities and how to get the best outcome 
from membership without active involvement of the BMO staff. This is 
often an effective tool, as businesses speak the same language and 
know potential needs of other members.
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 � The member newsletter is commonly used by BMOs and other organi-
sations to send exclusive information to their members. It allows remind-
ing members of BMO activities and benefits, while exclusivity of material 
makes members feel valued.

 � A directory is a simple but very practical instrument allowing members to 
make useful connections and find new suppliers, distributors, or clients. 
It is relatively easy to develop, and it only needs updating occasionally.

The US Construction Association of Michigan (CAM) has a Construction 
Buyers Guide – the most widely used directory in the construction industry 
(over 6,000 copies are distributed annually).

American Trucking Association (ATA) established Member Directories 
listing of ATA members that provide products and services to the trucking 
industry for every membership type.

Canadian National Marine Manufacturers Association (NMMA) provides 
its members with access to the B2B member directory which is actually 
a marketplace connecting buyers and suppliers. The directory not only 
promote products and services but also raises brand recognition providing 
contacts of the marine industry leaders and stakeholders. It also offers 
multiple advertising options.

Work with the lapsed members is a separate component of membership 
retention. BMOs should not forget lapsed members but should introduce 
activities directed at their re-engagement. For starters, identifying the 
reasons why a particular member has left the organisation is a good 
practice. As a next step, BMOs should introduce measures to address 
those reasons. For example, businesses which were forced to leave due to 
financial reasons may be provided with waivers on membership fees at the 
expense of reserve fund. Also, any BMO should keep their lapsed members 
informed about its activities and events for some period of time.

Taking into account the findings from FGDs, a more general recommendation 
for Ukrainian BMOs in relation to member retention is to stay up to date 
with the existing global trends and make their activities as transparent as 
possible. The former will allow BMO to keep their service packages up to 
date and promptly react to changes in business environment. The later 
means regular preparation and publishing of reports on BMO activities and 
the use of the membership fee fund. This will show to the members that 
their contributions were spent in accordance with declared goals.

BIRA assigns the “guest member” status to its lapsed members and con-
tinues sending newsletters to them. This allows the association to recover 
2-3 percent of members back.
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MEMBERSHIP STRUCTURE 

BMO membership structure depends on the chosen membership model. 
More and more organisations consider a membership model where fees 
are based on a size, turnover, or number of employees (or combination of 
the mentioned indicators) as archaic and unfair26. This is because it assumes 
provision of all available member services and programs to all members in 
the same amount regardless of their size and contribution to the membership 
fee fund. Therefore, BMOs should choose from two membership models: 
flat rate and tiered levels. Each of them has its own pros and cons.

All members pay the same fee rate and receive the same benefits in a 
flat rate membership model. The strength of this model is simplicity of 
the membership fee fund management. On the other hand, setting a flat 
rate is always a compromise which cannot satisfy the whole audience. 
There always will be those willing to pay more and be more involved and 
those who would prefer more affordable fee option but for basic services. 
Therefore, the model is more suitable for small club-type industry BMOs 
with relatively uniform target audience in terms of the needs and incomes. 
The model can be made more flexible with special membership options 
such as associate membership. Associate membership is intended for 
businesses which support activities of the core members, such as suppliers, 
educational institutions, etc. The tiered levels membership model offers 
different membership packages allowing members to choose their benefits. 
The strength of the model is creating tailored benefits matching the need 
of members at each level. This allows providing different packages of 
services for different budgets which increases membership engagement 
and retention opportunities. At the same time, tiered levels make BMO 
pricing structure more complex demanding a thorough marketing plan and 
communication of differences between the levels. It is also important to 
ensure that the amount of benefits corresponds to a fee set for each level. 
There is a variation to this model, in which members choose the services 
they want to receive from a comprehensive list of services provided by a 
BMO. This allows each member to create an individual tiered level instead 
of choosing from several levels established by the BMO itself. 

FUNDING MODELS

BMO should find an optimal funding model considering such factors as 
BMO positioning, target membership base, scope of activities, etc. Common 
sources of BMO income include:

 � Membership fee fund. Membership fee fund is the most frequently used 
source of BMO financing. It is a flexible financing instrument because BMO 

26 McCord M.T. The Business 
Association Development 
Guidebook: A practical guide 
to building organizational 
capacity. Nicosia: BearingPoint 
for U.S. Agency for International 
Development. Available at:  
https://pdf.usaid.gov/pdf_docs/
pnaeb607.pdf

https://pdf.usaid.gov/pdf_docs/pnaeb607.pdf
https://pdf.usaid.gov/pdf_docs/pnaeb607.pdf
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can decide on the size, frequency, and type of member contributions. 
Depending on the membership model described above, contributions 
may be flat for all members or variable. Membership segmentation by 
different types of members (guest member, associate member, supplier, 
etc.) is good opportunity not only for attracting and engagement of 
members but also for diversification of membership fees inflow.

 � Paid services. BMOs may provide paid services to members and 
non-members. In case of membership segmentation (e.g. different 
types of membership packages – golden, silver, etc., or segmentation 
by members type – common members, associate members, guest 
members), members of a certain membership segment can receive ser-
vices from other segments for additional payment. For example, a guest 
member will pay for a service available for free to a common member or 
a silver membership package holder will pay for services available for 
free to a golden package (more superior) holder. In addition, BMOs may 
opt to provide some services on a paid basis to all its members. Those 
are usually services which need a specific expertise or are outsourced. 
Non-members may receive some services which are included into the 
membership packages on the paid basis (at the discretion of a BMO 
providing those services). Paid services may generate significant share 
of a BMO income becoming a good supplementary or even the main 
source of financing. In addition, high-quality paid services may induce 
non-members to consider membership to receive those services for 
free or at lower price. This makes paid services a powerful membership 
recuring tool. 

 � Sponsorship and donations. BMO may accept donations and sponsor-
ships. Sponsorship contracts can be concluded for activities or events, 
or for a certain period of time. The financial inflows from donations and 
sponsorships are difficult to forecast and are not sustainable, therefore, 
are not reliable as the main source of BMO financing.

 � Advertising. BMOs may provide space for paid advertisements on their 
websites, in their own content materials, and during events. However, 
in order to be able to generate stable and significant income from 
advertisements, BMO shall be well known and with good reputation. 
The majority of BMOs cannot even forecast their income from 
advertisements as they receive it occasionally and, therefore, cannot 
rely on advertisement as a stable source of income.

 � Grants. BMOs may receive grants from different institutions to support 
their activities. These may be grants from the local government or gov-
ernments of other countries, IFIs, donor organisations and development 
agencies, and private institutions. Grants may serve as a stable source 
of income only for a predetermined period of time. At the end of the 
grant, a BMO will need to find a new source of financing which may be 
a difficult task depending on the share of grant financing in the total 
income of the BMO. As historical experience shows, many Ukrainian 
BMOs initially financed through grants cease their operations when 
grant support is no longer available. Another important feature of grants 
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is that they are usually provided through the open competition based 
on a set of specific requirements. The risk is that BMOs when compet-
ing for grants may change their activities to meet these requirements 
regardless of the needs of the target audience. Considering the above, 
grants can be a good financing option at the initial stage of BMO oper-
ations (i.e., at the start-up stage), but should be substituted with other 
financing options at the later stages.

 � Third party events for BMO members. BMOs may help third parties to 
organise events the target audience of which includes members of 
the BMOs (awareness raising campaigns, educational events, events 
promoting some goods/services, etc.). Such events can be organised 
at a request of a third party (a BMO may charge a fee for such services) 
or upon BMO’s own initiative. BMOs can generate additional income 
from such events by charging a participation fee. Non-members usually 
pay the full price, while members may receive a discount. Also, BMO 
can charge fees for services to organisers. But net income from such 
activities is not easy to forecast, which is especially true for BMOs which 
hold events not on a regular basis but rather occasionally.

An optimal funding model should combine several or all of the mentioned 
sources of income to minimise the risk of BMO underfunding. However, 
BMOs should consider the membership fee fund and proceeds from paid 
services as the main funding sources, while other sources of income should 
be treated as optional or reserve ones.

Cases of different funding models among BMOs, %

IFR
• EU funds
• Grants 
• Sponsorships and donations 
• Membership fees

Estonian Association of Small and Medium-sized Enterprises

• Membership fees
• Other sources

Canadian Manufacturers & Exporters

• Programme and event revenue
• Membership fees
• Sponsorship revenue
• Other revenue

BIRA (2018)
• Management charges
• Subscription income
• Dividends
• Net profit from services

49

36

9

6

2

9

3
1

38
38

18
6

87

98
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STRATEGIC FORESIGHT

Under unpredictable and volatile circumstances, the BMOs should also 
take advantage of strategic foresight techniques to plan the future of 
organizations more effectively. Foresight broadly focuses on capturing the 
signals of change, anticipating risks, and shaping the future27. 

Strategic foresight can be interpreted as the ability of organizations to have 
a systematic and continuous future-oriented outlook that enables actions 
under uncertainty, such as creating policies and strategies, and unlocking 
new opportunities28. In business, foresight supports better planning and 
response to potential opportunities and threats, enables the launch of new 
services and products in uncertain environments, allows assessing future 
resource needs, and establishes a more robust future positioning on the 
market29. 

Business membership organizations can benefit from strategic foresight in 
numerous ways30,31,32: 

 � Develop future-proof and participatory BMO strategies applying ro-
bust environmental scanning and scenario planning techniques. Fur-
thermore, associations may utilize the know-how to support their mem-
ber-MSMEs in advancing the business in the medium and long term. 

 � Review the organizational purpose and build a vision for the future 
in the rapidly changing environment. BMOs, jointly with their MSME 
members, can explore different scenarios to identify the needs for 
new products and services, as well as competency and organizational 
changes, which are required to deliver their mission in the future that is 
likely to be substantially different from now. In addition, BMOs have the 
potential to unite diverse stakeholders for thinking collaboratively about 
specific industries, envisioning their futures and shaping action plans to 
drive change in the desirable direction.

 � Provide anticipatory learning to MSMEs. Regular scanning for signals 
and drivers of change would enable BMOs to timely offer training and 
learning relevant and needed by their member MSMEs in the future.

 � Ensure better risk management, preparedness, and resilience through 
well-timed identification of issues that may affect businesses or lead to 
policy and regulatory changes.

 � Empower business development and innovation. MSMEs often lack 
the abilities and resources to explore the futures beyond their short-
term needs. Analysis and interpretation of trends and weak signals, 
which reveal emerging opportunities and possible sectoral and market 
changes, may enable BMOs to offer insights on re-shaping and restruc-
turing their member businesses ahead of time to improve both compet-
itiveness and innovation in the economy.

27 Schmidt J.M. (2015). Policy, 
planning, intelligence and 
foresight in government 
organizations. Foresight, 17(5), 
489–511. Available at:  
https://doi:10.1108/FS-12-2014-
0081

28 Battistella C., Huizingh E. & 
Rohrbeck. R. (2015). Corporate 
foresight: An emerging field with 
a rich tradition. Technological 
Forecasting and Social 
Change, 101, 1–9. Available 
at: https://doi:10.1016/J.
TECHFORE.2015.11.002

29 Hammoud M.S. & Nash D.P. 
(2014). What corporations do with 
foresight. European Journal of 
Futures Research, 2(1). Available 
at: https://doi:10.1007/s40309-
014-0042-9

30 Rhea M. (2017). Why Associations 
Need Foresight. Washington: 
ASAE Foundation. Available at:  
https://cdn.ymaws.
com/member.wocn.
org/resource/resmgr/
strategic_planning_2021/Why_
Associations_Need_Foresi.pdf

31 Rinkinen S. & Mäkimattila M. 
(2015). The use of foresight 
information in small and 
medium-sized enterprises-The role 
of intermediary organisations. 
International Journal of Foresight 
and Innovation Policy, 10(1), 
1–16.  https://doi.org/10.1504/
IJFIP.2015.070083

32 Tully C. & Houmdi L. (2021). 
Strategic planning and foresight. 
United Nations Department of 
Economic and Social Affairs. 
Available at: https://unpan.
un.org/sites/unpan.un.org/
files/Strategy%20note%20
%20strategic%20foresight%20
Mar%202021_1.pdf

https://doi:10.1108/FS-12-2014-0081
https://doi:10.1108/FS-12-2014-0081
https://doi:10.1016/J.TECHFORE.2015.11.002
https://doi:10.1016/J.TECHFORE.2015.11.002
https://doi:10.1007/s40309-014-0042-9
https://doi:10.1007/s40309-014-0042-9
https://cdn.ymaws.com/member.wocn.org/resource/resmgr/strategic_planning_2021/Why_Associations_Need_Foresi.pdf
https://cdn.ymaws.com/member.wocn.org/resource/resmgr/strategic_planning_2021/Why_Associations_Need_Foresi.pdf
https://cdn.ymaws.com/member.wocn.org/resource/resmgr/strategic_planning_2021/Why_Associations_Need_Foresi.pdf
https://cdn.ymaws.com/member.wocn.org/resource/resmgr/strategic_planning_2021/Why_Associations_Need_Foresi.pdf
https://cdn.ymaws.com/member.wocn.org/resource/resmgr/strategic_planning_2021/Why_Associations_Need_Foresi.pdf
https://doi.org/10.1504/IJFIP.2015.070083
https://doi.org/10.1504/IJFIP.2015.070083
https://unpan.un.org/sites/unpan.un.org/files/Strategy%20note%20%20strategic%20foresight%20Mar%202021_1.pdf
https://unpan.un.org/sites/unpan.un.org/files/Strategy%20note%20%20strategic%20foresight%20Mar%202021_1.pdf
https://unpan.un.org/sites/unpan.un.org/files/Strategy%20note%20%20strategic%20foresight%20Mar%202021_1.pdf
https://unpan.un.org/sites/unpan.un.org/files/Strategy%20note%20%20strategic%20foresight%20Mar%202021_1.pdf
https://unpan.un.org/sites/unpan.un.org/files/Strategy%20note%20%20strategic%20foresight%20Mar%202021_1.pdf
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FOCUS ON SUSTAINABLE 
DEVELOPMENT

Sustainable development finally established itself as a global trend in 
2015, when the United Nations General Assembly (UN-GA) has set out 
the Sustainable Development Goals (SDGs). SDGs are a collection of 17 
interlinked global goals (https://sdgs.un.org/), designed to be a blueprint to 
achieve a better and more sustainable future for all33. They are included 
into the UN-GA Resolution called 2030 Agenda as they are to be achieved 
by 2030. Fundamentally, governments of the UN members states bear 
responsibility for SDGs implementation at the national level. However, 
the private sector plays an important role in this process as a generator 
of employment and economic growth, driving force of innovation and 
technology development, and as a source of finance. Although SDGs are 
not legally binding, they shape up the development trends of the country in 
terms of policy direction at the national and international levels. Observing 
those trends, businesses can adapt their operations to maximize their 
profits and efficiency. The ILO emphasizes four major reasons why private 
companies should contribute to the implementation of the SDGs:

 � SDGs define new growing markets for companies delivering innovative 
solutions. This provides an opportunity to take advantage of new 
business opportunities (according to Better Business, Better World 
report, new markets worth up to US$ 12 trillion34).

 � SDGs contribute to changes in expectations and lifestyles of consumers. 
Thus, private businesses involvement into implementation of SDGs 
enhances their reputation and respond to new societal dynamics.

 � Implementation of SDGs contributes to building peaceful, rules-based 
and stable societies which are essential for development of enabling 
business environment.

 � SDGs define most pressing issues for world development and list 
environmental, social, and governance (ESG) factors investors should 
take into account35.

BMO involvement into SDGs implementation is important from the 
standpoint of both BDS and interaction with authorities and civil society. 
Generally, there is relatively good awareness of the SDGs within the private 
sector. However, engagement into their implementation lacks consistency, 
reflecting the need for coherent guidance. BMOs with their main function 
of business representation are in a good position to endorse the role of 
guiding the business (and MSMEs in particular) to optimize their contribution 
to achievement of SDGs. On the other hand, BMOs should emphasise the 
potential of positive contribution of business to SDGs implementation to 
the decision-makers and civil society and help monitoring the progress of 
sustainability promoting reforms.

33 United Nations (2017). Resolution 
adopted by the General Assembly 
on 6 July 2017. 71/313. Work 
of the Statistical Commission 
pertaining to the 2030 Agenda for 
Sustainable Development. New 
York. Available at:  
https://ggim.un.org/
documents/a_res_71_313.pdf

34 Business and Sustainable 
Development Commission 
(2017). Better Business, Better 
World. London. Available at: 
https://sustainabledevelopment.
un.org/content/documents/239
9BetterBusinessBetterWorld.pdf

35 International Training 
Centre of the International 
Labour Organisation (2019). 
Employers’ and Business Member 
Organisations and Sustainable 
Development Goals: A Handbook 
for EBMOs. Turin. Available at: 
https://www.ilo.org/wcmsp5/
groups/public/---ed_dialogue/-
--act_emp/documents/
publication/wcms_727277.pdf

https://sdgs.un.org/
https://ggim.un.org/documents/a_res_71_313.pdf
https://ggim.un.org/documents/a_res_71_313.pdf
https://sustainabledevelopment.un.org/content/documents/2399BetterBusinessBetterWorld.pdf
https://sustainabledevelopment.un.org/content/documents/2399BetterBusinessBetterWorld.pdf
https://sustainabledevelopment.un.org/content/documents/2399BetterBusinessBetterWorld.pdf
Міжнародний навчальний центр Міжнародної організації праці (2019). Членські об’єднання роботодавців і бізнесу та цілі сталого розвитку: Посібник для членських об’єднань роботодавців і бізнесу. Турин. Доступно за адресою: https://www.ilo.org/wcmsp5/groups/public/---ed_dialogue/---act_emp/documents/publication/wcms_727277.pdf
Міжнародний навчальний центр Міжнародної організації праці (2019). Членські об’єднання роботодавців і бізнесу та цілі сталого розвитку: Посібник для членських об’єднань роботодавців і бізнесу. Турин. Доступно за адресою: https://www.ilo.org/wcmsp5/groups/public/---ed_dialogue/---act_emp/documents/publication/wcms_727277.pdf
Міжнародний навчальний центр Міжнародної організації праці (2019). Членські об’єднання роботодавців і бізнесу та цілі сталого розвитку: Посібник для членських об’єднань роботодавців і бізнесу. Турин. Доступно за адресою: https://www.ilo.org/wcmsp5/groups/public/---ed_dialogue/---act_emp/documents/publication/wcms_727277.pdf
Міжнародний навчальний центр Міжнародної організації праці (2019). Членські об’єднання роботодавців і бізнесу та цілі сталого розвитку: Посібник для членських об’єднань роботодавців і бізнесу. Турин. Доступно за адресою: https://www.ilo.org/wcmsp5/groups/public/---ed_dialogue/---act_emp/documents/publication/wcms_727277.pdf
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Activities on guiding business initiatives in relation to achievement of SDGs 
can be separated between two levels: the level of an economic sector 
and the level of individual BMO members. With respect to sector activities, 
BMOs should lead the development of sustainability roadmaps elaborating 
a common vision on business solutions needed to contribute to SDGs 
achievement. This should be followed by development and establishment 
of concrete sector transformation initiatives. BMOs can further stimulate 
sectoral actions on sustainable development by developing capacity, 
spreading world best practices, setting technical standards, and fostering 
partnerships. On the level of individual members, BMOs should further raise 
awareness on SDGs among MSMEs and provide them with services tailored 
specifically to sustainability-related issues. By doing so, BMOs will expand 
their service offerings, leading to increased revenues.

In their communication with policy makers, civil society organisations, and 
citizens, BMOs should more actively raise awareness of contribution of the 
private sector to SDGs achievement. This may be achieved through devel-
opment of separate webpages devoted exclusively to accomplishments of 
their members on the way to SDGs implementation. BMOs may unite com-
panies which are leaders in sustainability-related activities into a network 
where they would share best practices with other players. Achievements 
and best practices in SGD implementation should also be communicated at 
specialized conferences and events with wider representation of not only 
BMO members but also representatives of central and local authorities and 
civil society organisations. All the mentioned activities will help BMO mem-
bers to strengthen their mandate in relation to sustainability promotion re-
forms and enhance their image.

As an intermediary between authorities and businesses, BMOs play an 
important role at the stage of SDGs implementation monitoring and follow-
up. They can collect data on sectoral progress in SDGs implementation 
through surveys and polls. After analysing this data, they should develop 
recommendations on further actions needed with special attention to 
sectors and industries they represent..

CHANGE OF PRIORITIES  
BECAUSE OF WAR

Russia’s war against Ukraine has had a devastating impact on the Ukrainian 
economy and the MSME sector. New economic reality inevitably affects 
Ukrainian BMOs. Similar to companies, some of BMOs were forced to 
cease or significantly curtail their operations. Adaptation to new conditions 
requires from BMOs to change their priorities. BMOs are now more focused 
on member retention rather than expansion of the membership base. 
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By continuing operations and responding effectively to MSMEs’ needs 
caused by the war, BMOs earn new supporters and potential members. This 
will lead to more engagement when the war is over, which, potentially, can 
offset lost opportunities for the membership base expansion during the war. 
At the same time, shifting focus to membership retention needs changes in 
communication strategies and funding models.

The importance of BMOs’ regular communication with their members 
becomes of utmost importance during the war, as it allows BMOs to collect 
up-to-date information on the needs and challenges of their members in a 
dynamically changing environment. BMOs shall also support their members 
by providing regular information on the most urgent business themes, such 
as legal changes, relocation opportunities, access to financing, export 
opportunities. The information should be disseminated through all available 
channels, but the preference should be given to social networks and 
channels of the messaging applications, since the latter ensure the fastest 
delivery of information.

In the circumstances of the war, businesses look for opportunities to reduce 
costs and the first choice is to cut expenditures not directly related to core 
operations. This may negatively affect the membership fee component 
of BMOs’ income. At the same time, donors and IFIs have significantly 
expanded their financial assistance programmes to support Ukraine during 
the war. Ukrainian BMOs should proactively look for opportunities to attract 
grants and donor funding with view to compensate drop in membership fees 
to sustain the level of operational activity and support to their members. As 
for companies which are not able to pay currently membership fees, BMOs 
should consider a possibility to introduce emergency discounts or grace 
period at least for the period of the war.

BMOs should join their efforts at the regional level and cross-industry to 
support their members during the war and in the post-war recovery.  BMOs 
from oblasts being the top relocation destinations should actively cooperate 
with BMOs in war affected regions to support enterprises with relocation. 
Such cooperation could include exchange of information on the needs of 
enterprises wanting to relocate in terms of land plots, buildings, utilities 
and infrastructure, accommodation and search for the staff, etc. BMOs 
from the recipient regions can support faster relocation of enterprises 
and thus expanding opportunities for business partnerships, cost saving 
arrangements and common sales groups (see Section VII for details of 
these BDS).
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RECOMMENDATIONS 
FOR BDS MARKET  

DEVELOPMENT

SECTION VII. 

Photo credit: Artem Hetman / UNDP Ukraine
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BDS TO RESPOND TO MSMEs 
CHALLENGES, NEEDS AND 
BUSINESS PRIORITIES

BMOs perform two functions that are of particular importance for the MSME 
sector: (i) advocacy function; (ii) and member servicing function.

Advocacy and representation of member interests is one of the core ac-
tivities of BMOs. It is a two-way relationship which may include the following 
elements:

 � Lobbying: a specific form of advocacy with a direct approach to 
government institutions aiming for reforms benefitting members.

 � Improving business environment: helping the government to prioritise 
and design reforms that will strengthen the private sector and contribute 
to equitable economic growth. 

 � Providing feedback: BMOs shall facilitate information exchange between 
the government and business. On the one hand, they should provide 
the government with the feedback of their members on enacted and/
or planned legal, regulatory, and other government initiatives, and on 
the other, explain possible impact of and benefits from such initiatives 
to members.

Member servicing function includes provision of individual or collective 
benefits to members in the form of BDS. This includes services available 
directly from BMOs and also other providers, whereas a BMO acts as an 
intermediary between its members and service providers.

One of the guiding principles for BDS provision recommended by ILO/
UNDP is ensuring that BDS are demand-driven36. Therefore, as discussed 
in Section VI, BMOs need to have good understanding of the needs of their 
members in order to be able to provide targeted support. 

It is also important to differentiate between the services that can be easi-
ly provided by other organisations, and those where BMOs have specific 
competitive advantage. The first group includes consulting advice, informa-
tion services, and training and education. BMOs can win competition with 
external providers of those services either through lower prices or by tai-
loring services to industry specifics. In case a BMO has no opportunities to 
compete in price or tailor services to the needs of its members, it should 
concentrate on researching the market of such services to provide its mem-
bers necessary information and/or build relationships with the best provid-
ers on the market and assume functions of an intermediary. 

36 White S. (1999). Working 
paper 3 “Creating an enabling 
environment for micro and 
small enterprises in Thailand”. 
Bangkok: International Labour 
Organisation & United Nations 
Development Programme. 
Available at: http://www.
businessenvironment.org/dyn/
be/docs/24/ilothailand1999.pdf

http://www.businessenvironment.org/dyn/be/docs/24/ilothailand1999.pdf
http://www.businessenvironment.org/dyn/be/docs/24/ilothailand1999.pdf
http://www.businessenvironment.org/dyn/be/docs/24/ilothailand1999.pdf
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The second group of services include cooperative initiatives and partner-
ships, voluntary certification of goods and services, and networking. BMOs 
have a comparative advantage because of their collective nature of actions 
and pre-developed trust among members. It allows BMOs to provide their 
members with opportunities to reduce doing business cost, increase reve-
nue potential, assist with entering international markets, find new business 
partners, etc. 

BMOs should pay equal attention to both of these functions for operation 
sustainability purposes. Ukraine knows examples, when BMOs were created 
during election campaigns under the slogans of improving business climate, 
introducing certain industry specific legal changes, or other advocacy 
related activities. At the same time, those advocacy initiatives were not 
supported by business servicing component. As a result, such BMOs lost 
their members and ceased operations upon fulfilling advocacy goals or in 
case the party they supported lost elections and BMO advocacy campaigns 
failed. On the other hand, surveys show that often BMOs are not very 
active in advocacy, while providing information and educational services37. 
Both cases illustrate situations when BMOs limit their opportunities for 
diversification of revenues, attracting new members, and member retention 
activities by concentrating on one BMO function and underperforming in 
relation to another.

Below, we provide recommendations on the services identified as most 
in-demand among MSMEs based on the results of the survey and FGDs 
(see Section IV). These services can help MSMEs dealing with challenges 
they face and fulfilling the development needs and priorities. Such 
services include those provided by BMOs in tight competition with other 
providers and those in provision of which BMOs have a clear competitive  
advantage.

CONSULTING SERVICES

The survey results show that consulting services are the most popular BDS: 
73 percent of respondents use such services and 60 percent of them do 
this on a paid basis. The demand for consulting services was expected to 
remain high in the nearest future: 72 percent of respondents were planning 
to use them in 2022. At the same time, only 36 percent of respondents 
consider limited availability of quality consulting services to be critical or 
rather critical issue which suggests that the market of consulting services 
is well developed in Ukraine. 82 percent of BMO members tend to agree 
or strongly agree that BMOs provide useful for businesses consulting  
services. This proves that BMOs are well positioned on the market of 
consulting services despite strong competition from other consulting 
service providers.

37 Fedets I. (2019). Participation 
of Entrepreneurs in Business 
Associations as an Instrument of their 
Rights Protection. Kyiv: Institute for 
Economic Research for International 
Renaissance Foundation. Available at:  
http://www.ier.com.ua/files/
publications/Policy_papers/
IER/2019/2019_pp_Business_
associations_TFD1.pdf

http://www.ier.com.ua/files/publications/Policy_papers/IER/2019/2019_pp_Business_associations_TFD1.pdf
http://www.ier.com.ua/files/publications/Policy_papers/IER/2019/2019_pp_Business_associations_TFD1.pdf
http://www.ier.com.ua/files/publications/Policy_papers/IER/2019/2019_pp_Business_associations_TFD1.pdf
http://www.ier.com.ua/files/publications/Policy_papers/IER/2019/2019_pp_Business_associations_TFD1.pdf


Outlook Study for Ukraine on advancement of Business Membership Organizations  
and Business Development Services

96

BMOs can further enhance their service offering by supplementing general 
consulting services (e.g. tax, financial, and legal) with BDS that are critical 
for MSMEs to meet their development priorities. As identified by the survey, 
these include support in entering new markets (particularly, foreign markets) 
and attracting finance and investment. The demand for such services 
significantly exceeds actual consumption (see Chart 21 in Section IV). 
Furthermore, the war has amplified these priorities: shrinking demand on 
the local market forces businesses to search for new clients abroad; many 
companies experience liquidity constrains and are in critical need of cheap 
financing. BMOs’ support in these two areas can include basic services 
related to market research and support with facilitation of access to state 
financial support programmes (e.g. “5-7-9%” programme). 

Furthermore, BMOs can cooperate with banks and establish loan guarantee 
funds or institutions. They can also cooperate with donor organisations, 
helping the latter administer grant programmes for MSMEs, and with state 
agencies facilitating businesses expansion to foreign markets. For instance, 
Entrepreneurship and Export Promotion Office (EEPO) is focused on 
development of export competencies of Ukrainian business and promotion 
of Ukrainian goods and services abroad. EEPO’s main information tool is 
Diia.Business portal with a special section on “Exports under conditions of 
war”. EEPO is also the focal point for donor projects related to enhancing 
export potential of Ukrainian businesses.

Italian Confederation of Tourism Businesses and Services 
(Confesercenti)

Commerfin is formed by Confesercenti and 43 Confidi (Confidi, “collective 
guarantee consortium of credit lines”, is an Italian consortium that carries 
out activities of performance of guarantees in order to facilitate access 
of enterprises to financing). It has a share capital of about € 1 million 
and manages a “joint guarantee” fund of over € 10 million. Members of 
Confesercenti that are interested in using Commerfin’s services should 
buy 500 shares of Commerfin (through share capital increase) at EUR 0,51 
per share (255 EUR for 500 shares).

Commerfin acts as a link between companies-members of Confesercenti 
and banking intermediaries, issuing guarantees and providing banks with 
a qualitative benchmark based on knowledge of the member-companies 
and their reputation. The counter-guarantee of the Central Guarantee 
Fund for SMEs is absolutely free for the members of Confesercenti.

Commerfin’s task is communicating to the banks the credit needs of the 
association’s members. It helps securing credit lines that coincide with the 
real needs of the associates, ranging from the working capital needs to 
investment support and debt restructuring. Commerfin carefully monitors 
that the conditions agreed with the bank are being applied.

82%
of BMO members 
agree that BMOs 
provide useful 
consulting services 
for businesses
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Environmental and business sustainability movement has been gaining 
momentum over the past couple of years in Ukraine. This created demand 
among MSMEs for corresponding services (about 27 percent of respondents 
plan to use these services in the nearest future). At the same time, only one 
out of ten surveyed companies used such services in 2021. Therefore, BMOs 
should be more actively involved into spreading the sustainability agenda 
among MSMEs (principles of circular and green economy, carbon neutrality, 
etc.). BMOs may benefit from establishment of close cooperation with 
international organisations (dedicated organisations within the UN system, 
EU, World Bank, etc.) and NGOs (World Economic Forum, Greenpeace, 
Transparency International, Actionaid, International Institute for Sustainable 
Development, etc.) promoting sustainable development agenda. BMOs 
should also support their members with implementation of such practices.

Canadian Manufacturers & Exporters

The Association implemented the Ontario SMART GREEN Program in co-
operation with the Government of Ontario in 2016-2018. The Programme 
provided non-repayable financing to support investments of manufactur-
ers aimed at: reducing and/or avoidance of greenhouse gases emissions 
through upgrades to process/ production equipment; enhancing energy 
efficiency; productivity improvement.

Financing was provided in the amounts of up to US$ 2,500 (100 percent 
of eligible cost) for walk-through assessment purposes, up to US$ 30,000 
(50 percent of eligible costs) for technical assessment purposes, and up to 
US$ 500,000 for one facility or up to US$ 1.5 mln for up to 5 facilities (50 
percent of eligible costs) for project funding purposes. The total budget of 
the Programme was US$ 25 mln.

COST SAVING OPPORTUNITIES 
AND BUSINESS PARTNERSHIPS

As evidenced by the results of the study, MSMEs are looking for BMOs 
to offer opportunities in lowering cost of doing business and finding new 
business partners and prospective clients. At the same time, cooperation in 
buying groups or sales consortia is rarely used and not highly demanded 
among MSMEs. Nevertheless, demand for such BDS is 1.5 higher than the 
actual historic consumption among the surveyed MSMEs (see Chart 21 in 
Section IV). This may suggest that awareness among MSMEs of the benefits 
that cooperative initiatives may bring to the business in terms of lowering 
costs or boosting revenue potential is not high and respective BDS have to 
be better explained and promoted to MSMEs. 

1,5

The demand for 
group purchasing 
services among the 
surveyed MSMEs is 

than the actual use 
of them in the past

times 
higher



Outlook Study for Ukraine on advancement of Business Membership Organizations  
and Business Development Services

98

The relevance of cooperatives and partnership arrangements has especially 
increased under current conditions, when, as a result of the war, logistical 
chains are broken, the cost of input material is rising and the demand on the 
local market is shrinking. BMOs should make such services a cornerstone 
of their awareness raising campaigns, which, if successfully delivered, will 
help BMOs also attract new members. BMOs can also seek to establish 
partnerships with external marketplaces where Ukrainian MSMEs may sell 
goods and services abroad.

Cost saving opportunities can be provided either in the form of direct discounts 
or in the form of preferential conditions of obtaining goods and services. 
The most common options are discounts and/or preferential conditions on 
purchases of industry specific supplies, fuel, utilities, HR services, business 
banking, cybersecurity, invoicing, and insurance. As mentioned in Section VI, 
BMOs may engage with suppliers, distributors, education and other service 
providers by offering them associate membership. This will help building 
vertical links between BMO members leading to strong business partnerships. 
Another form of creating opportunities for business partnerships between 
BMO members and service providers is becoming a service introducer (e.g. 
insurance). This will benefit service providers through expansion of the client 
base, and the BMO members can save time and money on searching for 
specific service providers, while BMOs themselves can generate additional 
income in the form of commission from service providers. Also, a BMO 
can join a marketplace bringing a large number of clients/ suppliers which 
will allow obtaining preferential conditions for its members in the form of 
discounts, preferential delivery and payment terms, etc.

BIRA

BIRA puts a collective group of its members in touch with the collective 
group of suppliers via BIRA Direct platform providing opportunities to 
purchase supplies at discounted prices. BIRA Direct suppliers are also 
members of BIRA. They pay a one-time fee and a small commission of 4.4 
percent of the sales made to BIRA members via the platform. By taking 
a commission BIRA commits to guarantee that suppliers receive the 
payment from BIRA members for the goods sold. There are about 1,200 
users of BIRA Direct. In 2020, the platform generated GBP 21 million. 

BIRA is also an introducer of services and charges a small commission to 
service providers. On the one hand, the association provides good value 
for money to its members and also generates additional income as an 
intermediary. Overall, BIRA ensures its members access to the following 
benefits:

• Lowest cost quotations in the market on gas, phone, broadband, 
electricity, etc. from Utility Options

• Business banking for small businesses with no monthly fees or UK pay-
ment charges

• Saving options on telecommunication services

• Specially negotiated discount on expert financial planning services
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• 15 percent discount on pest control services from UK market leader 
Rentokil

• 50 percent discount on selected lines of office equipment from Charter 
Office Equipment Limited and Ryman Stationary

• 30 percent discount on cost of a bike and safety equipment through 
the Cycle to Work Scheme

• Up to 40 percent discount on medical plans from the Hospital and 
Medical Care Association

• Up to 59 percent discount on business breakdown cover of vehicle 
fleet from AA

• Discounts on cars from Ford, Fiat, Peugeot, and Toyota when financed 
through Birmingham Bank

• Preferential card processing rates from Global Payments

• Preferential business insurance from Expression

• Cost effective and reliable “no result, no fee” debt collection service 
from Capital Commercial Collections

• Business rates appeal services from an expert at “no win, no fee” basis.

Facilitating business links via networking services (discussed further in 
more details), BMOs can create opportunities for their members to form 
partnerships which not necessarily lead to direct cost saving but rather 
optimise business operations or allow reaching specific business goals. 

For instance, BMO members can unite into a cooperative that uses the same 
electronic invoicing software/purchase platform that reduces the paperwork 
and speeds up the procurement process. BMO members can also jointly 
bid for a large contract, which they would not be eligible to pursue on 
individual basis. Registration of brands with protected geographical origin or 
organic production certification of the whole region are example of general 
partnerships of BMO members. 

Bioland

Some of Bioland members formed a partnership to store, process and 
market organic grain together. Currently, the community accounts for 
150 companies in the value chain – from organic seed breeding to the 
processing of the grain and production of bread. The members also run 
an organic shop. Another example is a group of Bioland members that 
have established a community-supported agricultural farm that receives 
financing directly from its customers, who then get products produced by 
the farm. 
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Road Haulage Association (RHA)

RHA partnered with TruTac, tachograph analysis experts, to develop a 
fully automated tachograph analysis report system. RHA Analysis is all-in-
one software solution which provides transport offices with tools that can 
work across multiple depots, drivers and vehicles, and can be used for 
both digital and analogue tachographs. RHA Analysis can be used both 
by members and third parties, with preferential fee terms available for the 
former. 

Organisations can use RHA Analysis to provide the authorities with the 
information they require and avoid infringements and Driver and Vehicle 
Standards Agency (DVSA) penalties. 

RHA constantly updates and enhances the software. As part of RHA 
Analysis system RHA Fleet Maintenance was developed. It is a tool that 
provides live fleet maintenance management and reduces risk with all 
day-to-day vehicle and licence information.

EDUCATION AND PROFESSIONAL 
DEVELOPMENT

According to the survey results, 52 percent of respondents consider inad-
equate level of employees’ professional skills as critical or rather critical 
issue. The consumption of educational and professional development ser-
vices among respondents was also high (60 percent and 48 percent of re-
spondents, respectively) in 2021. The demand was expected to remain high 
in the nearest future (63 percent and 55 percent, respectively). Furthermore, 
the survey took place before the beginning of the war with Russia, which 
aggravated the personnel related problems causing internal and external 
displacement of population, especially from regions which were or still are 
exposed to active warfare. Many businesses had to either relocate or sig-
nificantly transform their operations. All this has led to structural changes 
in the country’s economy and provoked a mismatch between skillsets of 
available labour force and needs of employers. The problem is relevant for 
most industries, but especially for those which are critical for satisfaction 
of population’s vital needs (agriculture, food industry, textile, apparel and 
footwear industry, construction and utilities, etc.). BMOs can play a leading 
role in shaping training curriculum, building partnerships with educational 
institutions and professional associations to fill the gaps in technical compe-
tencies which exist in local labour markets.

In close collaboration with professional associations, BMOs can trans-
form their training courses into full-fledged professional development pro-
grammes. Such programmes can include training courses for different levels 
of professional competences with a professional exam at the end of each 
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course. Upon successful completion of the programme, participants can un-
dergo professional certification. BMOs can seek the recognition of such 
certificates by the Ministry of Education and Science of Ukraine. This will 
not only raise the profile of BMOs but also may serve as additional source 
of income to fund BMO’s activity.

BMOs can also shape university and vocational curricula or even lobby 
adding new ones for professions in demand. This requires close cooperation 
between BMOs and central and local government authorities responsible 
for educational institutions at the national and local levels.  

IFR

In 2009-2011 and 2013-2015 years, the IFR implemented a comprehensive 
training and consulting project for family businesses in cooperation 
with the Polish Agency for Enterprise Development (PARP). It included 
educational activities developed especially for family business of the 
micro, small and medium size.

The formats of educational activities included personal development 
workshops, management training, advice on putting into practice 
the knowledge gained during the training, and meetings with family 
entrepreneurs who run successful and efficient family businesses and 
willing to share their experience.

The main part of the program consisted of three conferences and a 
series of three two-day workshops. Thematic and mentoring meetings 
were optional. In addition, every company could also take advantage of 
counselling, i.e. consultation on any topic with an expert chosen by them. 
Counselling was primarily aimed at aiding with the use of the knowledge 
acquired during the training.

As one of the project results, a methodology for supporting family business 
in running a business was created, tailored training and consulting 
programmes in the field of management and communications were 
developed, and publications and reports on the peculiarities of work in the 
family business formulated expert innovative solutions in various sectors 
of the economy. Educational events organised within the two stages of 
the project attracted 700 people – senior founders of companies, their 
family members, potential successors, as well as key employees not 
belonging to the family.

Later, in 2018, in order for the developed system of family business support 
to be permanent and effective, the training and counselling service began 
to be implemented through the project “Creating a network support 
system for family businesses – local centres of competence for family 
business development.” The project was funded by the European Union 
under the Operational Program “Development of Knowledge Education” 
for 2014-2020. The long-term goal was to develop local development 
programs in cooperation and based on the potential of local companies. 
As a result, 7 local centres of competence for the development of family 
business were established in 7 cities of Poland, which covered 350 family 
businesses in the first years. 
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Estonian Association of Construction Entrepreneurs (EEEL)

As of 2018, professional certification for those working in the field 
of construction is required to prove their qualification. Professional 
standards are differentiated based on professional levels, depending on 
the complexity of buildings and work.

EEEL is providing certification for candidates interested in the professions 
of Construction Manager (level 6), Construction Supervisor (level 5) and 
Skilled Worker (level 3 and 4). The association offers also training specially 
designed to prepare applicants for the examination.

Examinations take place several times a year and are open for the em-
ployees of member organisations as well as for external applicants. 
The professional committee for examination includes representatives 
of the Association, construction companies (both members of EEEL and 
non-members) and educational institutions. Upon successful completion 
of examination EEEL enters data on professional qualifications in the pro-
fessional register maintained by Estonian Qualifications Authority (Kutse-
koda) under the Ministry of Education and Research.

United Kingdom Warehousing Association (UKWA)

The association established the Professional Competence Certificate 
Programme. The programme is designed for managers and supervisors in 
logistics. The programme was developed and is delivered in cooperation 
with the Logistics Learning Alliance (LLA).

SELF-REGULATION  
AND VOLUNTARY INDUSTRY 
STANDARDS

Certification of goods and services is one of the most underdeveloped 
BDS among Ukrainian BMOs. As a self-regulation instrument, certification 
of goods and services envisages setting requirements to quality and char-
acteristics of goods and services for BMO members that are implied to be a 
golden standard for a particular industry. 

By introducing such standards BMOs can strengthen corporate social 
responsibility and promote sustainable practices within a particular industry 
(industry BMOs), at a particular territory (regional BMOs, regional CCIs) or in 
the economy in general (universal BMOs, CCIs).
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Swedish Textile & Clothing Industries’ Association (TEKO)

Sustainability is one of TEKO’s priority areas. TEKO offers member com-
panies advice on, among other things, chemicals, environmental issues, 
social sustainability and materials. The association published two books 
to support its members – Sustainable Fiber Toolkit and a Sustainability 
Guide.

The purpose of the Sustainable Fiber Toolkit is to provide an overview of 
the environmental impact of different fibers and provide suggestions on 
how to avoid harmful environmental impact. The Sustainable Fiber Toolkit 
is intended as a help and inspiration for manufacturers, buyers, traders, 
designers and producers to be able to make the best possible choices 
in terms of environment and social aspects. TEKO members and training 
organizations receive the toolkit at a discounted price.

TEKO’s Sustainability Guide is a guide to sustainable operations in the 
textile and fashion industry. Each TEKO member company has received 
1 copy free of charge. Extra copies cost SEK 125 (US$ 14) (excluding VAT) 
for member companies and SEK 150 (US$ 17) (excluding VAT) for non-
members.

Companies looking to expand to international markets have to comply 
with international quality standards. BMO’s assistance in certification of 
goods and services under internationally recognised standards may help 
MSMEs with entering new export markets. There can be several levels 
of involvement from provision of information on existing standards and 
certification processes in specific countries or regions to introduction of 
own certification procedures recognised by authorities (e.g. Transportation 
of Dangerous Goods certification programme of Canada Association of 
Agri Retailers). Provision of specialised training or awareness raising of 
educational certification programmes (e.g. Retail Management Certificate 
college programme established by US Western Association of Food Chains) 
is an intermediary role of BMOs in voluntary industry certification activities.
Also, through setting requirements equivalent to those in the developed 
countries (i.e. Harmonised European Standards in the EU), BMOs can 
induce their members and industries in general to invest more into new 
technologies and standard compliance. International partners can facilitate 
access of BMOs to new technologies and support capacity building of 
BMOs with standard compliance of their members.  

Organic production is one of the rare Ukrainian industries being actively 
involved into certification of goods and services under the strict world 
standards. Several organisations promoting organic production in Ukraine 
jointly established Organic Standard LLC within the framework of the 
Swiss-Ukrainian Project “Organic Certification and Market Development in 
Ukraine” in 2007. Organic Standard LLC is in the list of officially recognised 
certification bodies of the EU and Switzerland and provides organic 
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inspection and certification services not only in Ukraine but also in other 
post-Soviet countries (Armenia, Kazakhstan). The success story of Organic 
Standard LLC should be replicated in other industries, especially export 
oriented, to enhance export opportunities of the country. This becomes 
extremely relevant after the EU has lifted most trade restrictions for Ukrainian 
producers to support the economy of Ukraine during the war.

Bioland

Bioland certificate is a private organic label. Bioland trademark usage is 
strictly regulated by the Association. It is one of the most recognisable 
labels among consumers in Germany which helps members to market 
their products.

Bioland provides assistance in organic certification process which follows 
the specially designed guidelines. The guidelines are developed by 
Bioland itself and include all aspects of plant and animal production and 
specialties like bee-keeping and freshwater fish production. All Bioland 
members are checked once a year for compliance with the Bioland 
guidelines and the EU organic regulation. The inspection is carried out 
by an inspector authorised by Bioland. The association ensures that the 
authorised inspector is independent and competent. The sanctions for 
non-compliance range from warnings to contractual penalties or even 
termination of membership – depending on the severity of the violation.

NETWORKING

According to the survey results, networking belongs to popular among 
MSMEs services, being used by around two-thirds of current BMO members 
(see Section IV for details). Future demand for networking does not 
significantly differ from the historic consumption and less than one-fifth of 
users used to pay for networking services. 

One of the reasons for such consumption pattern is fast development 
of information technologies which makes finding new partners/clients/
suppliers easier for MSMEs. On the other hand, this also indicates that there 
is a room for improvement of BMO networking activities. In particular, some 
FGD participants mentioned that networking events of BMOs are often not 
well prepared. Among the most common flaws of networking events FGD 
participants mentioned the following: i) unclear objectives of an event, ii) 
invited speakers and/or guests are unknown to most of the participants, and 
iii) handout materials are not interesting, while outdated information in them 
makes them useless.
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The above underlines the importance of demand-driven services and 
regular monitoring of member needs with the help of surveys, polls, and 
other instruments (see Section VI for details). Furthermore, the feedback 
on the conducted events should be regularly collected to improve BMO 
networking activities.

Global development trends and technical progress lead to frequent 
changes in the business environment. This also poses new challenges 
for MSMEs that requires introduction of technological and management 
innovations, making operations more environmentally friendly, embracing 
vulnerable groups, etc. In case of Ukraine, the situation is aggravated by the 
war which has led to emergence of acute issues related to relocation and 
finding partners at the new business location, restructuring business and 
mastering new technology, building new logistics and supply chains, finding 
personnel, and so on. Most businesses prefer finding practical solutions 
in face-to-face meetings/discussions with their peers. This provides BMOs 
with huge opportunities to expand their networking activities. BMOs should 
hold regular networking events of different formats ranging from small 
group meetings over breakfast or lunch devoted to specific industry issues 
to large regional or national events devoted to most topical issues for the 
country’s economy (e.g., economic revival of business activity, post war 
reconstruction and opportunities for MSMEs, etc).

In the circumstances of ongoing war and increased security risks, it is 
important for BMOs to organise online networking events. Current information 
technologies allow conducting almost all types of events in the online format. 
However, FGD participants admit that in-person communication is still more 
efficient for the networking purposes as it builds more trust through physical 
and emotional interactions.

Properly organised networking activities strengthen BMO image among 
its members and help enhancing the membership base. Allowing non-
members to participate may serve as additional source of incomes.

NRF

Event hosting and management is a key source of revenue for the associ-
ation (77 percent of the total revenue). NRF produces and supports events 
all year long. All events are tailored to the needs of its members. NFR 
focuses on trends in innovations and business transformation practices 
organising events with visioners from retail, technology, finance and busi-
ness. The most established networking events of the association include:

• Retail’s Big Show – the annual convention gathering 40,000 attendees 
from 96 countries. In January 2020, NRF held its 109th annual conven-
tion with more than 400 speakers across 200 sessions. Highlights in-
cluded an expanded Innovation Lab and Expo hall with more than 850 
companies displaying state-of-the-art technologies, The Female Quo-
tient’s FQ Lounge spotlighting retail’s female leaders, and the launch of 
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NRF Retail Week showcasing seven days of retail activities. More than 
1,100 college students attended the NRF Foundation Student Program 
at Retail’s Big Show to connect with and learn from retail professionals 
as the students prepared to launch their careers. 

• Retail Law Summit – the event designed for in-house retail attorneys, 
compliance officers and HR professionals. It brings together in-house 
retail attorneys to supply them with the tools and strategies to advise 
and guide their organizations. The event provides the following formats 
for the networking:

• Law Summit Innovation Lab Tour: build partnerships with retail industry 
experts who keep retailers moving at an accelerated pace. The Expo 
is where the retail community goes to explore innovative technologies, 
learn about ground-breaking solutions and connect with the biggest 
movers in retail. 

• Law Summit Retailer Roundtables: retailer-only, small group conversa-
tions focused on topics and challenges retailers are facing. The environ-
ment offers the ability to share and hear solutions, unique perspectives 
and valuable takeaways from retailers facing the same issues. Topics 
are crowd sourced by retailers and discussions are led by retailers.

• NRF Protect – the tool designed to address the immediate needs facing 
retail security professionals and discover tools to tackle any security 
threat. It offers 12 digital fraud prevention sessions delivered by external 
providers. These sessions aim to provide e-commerce fraud managers, 
risk management experts and digital payments professionals with the 
techniques, strategies and team collaboration expertise to prevent and 
mitigate fraud.

Apart from networking, BMOs should become more actively involved into 
development of networking related services such as mentorship and peer-
to-peer learning. As of now, these services are rarely used by MSMEs ( just 
6 percent of respondents used mentorship in 2021) mainly because of low 
awareness level (21 percent of respondents are not aware of mentorship). 
One of possible ways to increase the awareness level and enhance the 
consumption of these services is for BMOs to develop further their online 
membership communities, including online peer-to-peer communication 
channels such as blogs, forums, podcasts, etc. (see communication subsec-
tion of Section VI for more details).

ADVOCACY

As identified by the survey, the two major challenges MSMEs face are 
complexity of the legislation governing business and lack of understanding 
of business needs by state authorities (both considered as critical or rather 
critical by 65 percent of survey respondents). 
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Also, only 55 percent of surveyed BMO members agree or strongly agree 
that BMOs effectively represent interests of businesses in relations with 
the state authorities. Recent actions of the government on simplification 
of tax and customs legislation and on deregulation were not the result of 
successful advocacy activities of BMOs but forced measures under war 
conditions to keep the economy afloat. Furthermore, the development of 
Ukraine’s recovery plans also happens without active BMO involvement. At 
the same time, MENA region studies show that the role of BMOs in directing 
reforms aimed at strengthening the private sector is especially important in 
the context of conflict38. This is because the government is overburdened by 
multiple competing demands that puts interest of particular industries and 
sectors low on the list of priorities. All of the above suggests that advocacy 
function of Ukrainian BMOs is significantly underperforming and needs 
significant improvement. In order to advocate effectively, BMOs should 
consider the following:

 � Articulate members’ concerns as a unified voice that quickly attracts 
attention of policymakers

 � Meet regularly with decision-makers to discuss key policy issues and to 
provide well researched publications

 � Establish regular channels of communication and close working 
relationships with government officials

 � Use established channels of communication with government officials 
to promote members’ interests by influencing the pace and direction of 
specific laws and policy proposals

 � Engage in both pro-active and reactive advocacy for the benefit of their 
members: regular communication with policymakers helps setting the 
policy agenda in addition to just reacting to proposed policy solutions

 � Help prevent frequent changes to the business-related legal and regu-
latory framework that demotivates investors and hinder entrepreneur-
ship

 � Monitor the administration of policies to ensure that enacted provisions 
of interest to their members are administered fairly, consistently and 
swiftly39.

Position of BMOs in discussions with policymakers should be well grounded 
and based on independent regulatory impact assessment of legal initiatives. 
International donors can support BMOs in building respective capabilities of 
the latter in applying rigorous regulatory impact assessment methodology. 
Constructive attitude and openness of BMOs will allow establishing mean-
ingful dialogue and systemic cooperation with the state authorities at both 
central and local levels. Communicating the upcoming legal changes to 
MSMEs will allow business adapting to upcoming changes and/or provide 
feedback to initiate any changes that might be required. In cases, when 
authorities oppose to cooperate, BMOs should apply techniques and pro-
cedures to encourage engagement of state authorities. 

38 Organisation for Economic 
Co-operation and Development, 
MENA-OECD Economic 
Resilience Task Force (2018). 
Resilience in Fragile Situations. 
Jeddah. Available at:  
https://www.oecd.org/mena/
competitiveness/ERTF-Jeddah-
2018-Background-note-Role-of-
business-organisations.pdf

39 McCord M.T. The Business 
Association Development 
Guidebook: A practical guide 
to building organizational 
capacity. Nicosia: BearingPoint 
for U.S. Agency for International 
Development. Available at:  
https://pdf.usaid.gov/pdf_docs/
pnaeb607.pdf
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One of such techniques could be advocacy coalitions uniting BMOs and 
other organisations (non-government organisations, employee or employer 
organisations, etc.) around common objectives. Coalitions can consist of 
organisations representing a specific sector or they can be multi-sector and 
target improvement of country’s business environment in general. The suc-
cess stories and tools should be spread extensively among BMOs, so they 
could be replicated in similar situations.

Successful advocacy raises a BMO’s profile amid policymakers and enhanc-
es its reputation within the business community as a useful membership 
service provider. This helps attracting prospective members and deepens 
involvement of existing ones.

NRF

Being a “one voice” for the retail trade industry in the US, NRF demon-
strates successful results in a protection of its member rights and interests 
through a variety of tools, including:

• NRF Action Center – a digital tool enabling NRF’s members to be heard 
in policy debates (in 2019, NRF engaged more than 35,000 retailers 
through the initiative).

• Retail Advocacy Boot Camp – an exclusive training program to prepare 
retailers with the leadership skills to be an effective advocate and 
amplify retail’s voice in public policy. The boot camp ends with visits to 
the Capitol Hill, allowing participants to put their advocacy skills to work 
through interactions with lawmakers.

• NRF Store Tour – the program designed to connect members of Con-
gress with retailers to learn how retail powers the economy and creates 
jobs in the states and districts they represent. These dynamic visits can 
be done in-person or virtually and provide the policy makers with the 
opportunity to see first-hand what goes into running a business and 
meet face-to-face with the constituents they serve. 

• Retail Advocates Town Halls – the programme bringing together re-
tailers and key policymakers for an exclusive conversation on retail’s 
future. Each virtual town hall focuses on important policy topics affect-
ing retailers. NRF hosted 225 retailers and 24 policy makers in 2020 
through the virtual NRF Retail Advocates Town Hall Series, and con-
nected retailers with their representatives through 13 virtual store tours.
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CONCLUSIONS
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This study reveals a vital importance of raising awareness of BMOs, their 
services and the value they bring to MSMEs. Lack of information about 
BMOs and weak positioning of their services are hindering the growth 
of BMO sector in Ukraine. MSMEs that have never been BMO members 
are more conservative than BMO members in assessing the benefits 
of BMO membership. Another related problem is that MSMEs have false 
expectations about the role of BMOs and the benefits they bring to their 
members. As evidenced by the results of the study, MSMEs that have 
discontinued their membership in BMOs were disappointed with the level 
of benefits received from the membership. It signals about the need to 
rethink an approach to the BMO positioning and their service portfolio. In 
addition to raising awareness of their activities and services, BMOs should 
stay in constant contact with their members by means of a wider range 
of available communication channels and formats in order to have up-to-
date understanding of their needs and priorities and use this information to 
develop respective BDS. This is especially relevant in the wartime when the 
business environment is constantly changing.  

Analysis of international BMO practices identifies common features between 
activities and services of industry and universal BMOs. Both types of BMOs 
focus on modernising their membership models, creating both vertical and 
horizontal business linkages and providing flexible membership options 
matching tailored benefits with member needs. Membership options allow 
combining interests of various categories of members, including suppliers, 
clients, education and other service providers. This helps increase 
membership engagement and retention, providing a choice of different 
membership packages for different budgets and different types of benefits.
Membership fee is considered as the basic component of the BMO 
budget, while paid services for members and non-members is a flexible 
source of income designed to satisfy unique members’ needs in exclusive 
services. Other sources of income, mainly, sponsorship, advertising and 
event management are less realistic for Ukrainian BMOs in the short-term 
perspective given the ongoing war. However, the role of grants and funding 
from international donor organisations increases both in terms of supporting 
activities of BMOs and programmes aimed to address the needs of MSMEs. 
The latter can be either implemented by donors or administered by BMOs 
(e.g., grants to help restart or expand business activities, create new jobs, 
access foreign market commitments, etc). 

As suggested by recent trends in development of international BMOs, 
Ukrainian BMOs should rethink their market positioning and deliver a clear 
message to their members about BMO’s objectives and priorities. This 
requires regular communication with prospective and current members, 
partners, sponsors and other stakeholders. Effectiveness and success of 
communication depends on the channels used and making sure it is a two-
way process, i.e. members are requested to provide regular feedback, so 
that BMOs can adjust their activities to better address members’ needs. 

110



Outlook Study for Ukraine on advancement of Business Membership Organizations  
and Business Development Services

111111

Ukrainian BMOs should also explore flexible membership models to engage 
different types of members, which would help growing the membership 
base and create more opportunities for vertical and horizontal business 
partnerships and linkages. In addition, BMOs can offer paid services to 
their members and non-members, generating an additional income stream 
and increasing satisfaction of their members with high quality specialised 
service.  

In the short-term, the war remains the major factor impacting BMOs. It 
requires from BMOs to review their activities and support members with 
the services which best fit to their current needs. Among priority actions to 
consider are the following:

 � review service portfolio and communication channels to retain existing 
members and keep regular communication with them in the most 
effective manner;

 � engage with international donor organisations and private businesses to 
strengthen BMO’s financial standing and facilitate support programmes 
for MSMEs;

 � increase interaction with the central and local authorities to advocate 
effectively for the interests of MSMEs in relation to regulations and 
new legislation enacted during the martial period, facilitating access to 
financing and state programmes supporting MSMEs;

 � facilitate development of new business partnerships and supply chains, 
helping MSMEs in search for new clients at both internal and external 
markets.

The role of the central and local government as a BMO stakeholder is very 
critical in the short-term perspective affected by the war. The government 
has recently introduced many legislative initiatives easing tax, customs and 
labour regulations as well as launching relocation and financial support to 
Ukrainian enterprises. The government and BMOs should work together 
to ensure that proposed initiatives meet business expectations and are 
based on shared trust, effective coordination and alignment of interests. 
Deep understanding of MSMEs needs and interests by BMOs may help the 
government to strengthen existing business support initiatives and improve 
effectiveness of future interventions in the areas of finances, relocation, 
foreign trade, etc. 

BMOs should also aim building partnerships with international donor organ-
isations and private businesses to support their members. This may include 
access to finance (e.g., grant programmes) and new opportunities to find 
business partners and/or clients. For example, community of the Ukrainian 
Catholic University Business School (LvBS) together with international ex-
perts from different industries launched the MSME support platform called 
“Do Business with Ukrainians”. It is a marketplace where Ukrainian MSMEs 
may sell goods and services abroad. In parallel the platform is searching for 
foreign companies interested in buying Ukrainian products.
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In the post-war period, when the focus of MSMEs will shift from cost opti-
misation to business development, BMOs and other stakeholders need to 
concentrate their efforts on innovative practices and technologies stimulat-
ing generation of more added value by MSME sector. BMOs should focus 
their attention on the following activities: 

 � increase awareness of MSMEs about BMOs and their services;

 � modernise membership and funding models to grow membership base 
and create value for members; 

 � expand the list of industry-specific services maximising added value of 
MSMEs goods and services (for example, certification of goods/services 
and dual education services);

 � explore new channels and tools for search of business partners and 
clients (for example, innovation and factoring hubs, business partnership 
online platforms etc.);

 � facilitate implementation of sustainable development practices among 
Ukrainian MSMEs to enhance delivery of innovative solutions and 
transition to the circular and green economy; 

 � continue strengthening the dialogue between the businesses and the 
government.  

International donor organisations will continue to play a major role at this 
stage because of Ukraine’s integration to the EU and support of the EU and 
other international partners in the implementation of Ukraine’s Recovery 
Plan. MSMEs will require assistance with alignment of their activities and 
production standards with the EU directives and regulations. Ukrainian 
MSMEs will face severe competition with the EU companies both on the local 
and foreign markets. BMOs can assist MSMEs in implementing innovations 
and new technologies to make them more resilient and competitive, laying 
the grounds for sustainable development of MSME sector in Ukraine.

The main goal of the government in the post-war period will be to balance 
state support and fiscal measures to ensure stable growth of the economy, 
increasing export potential of domestic companies and maintaining 
competitiveness of MSMEs against large businesses and international 
companies entering the domestic market. Effective state policy will require 
regular dialogue between the government and the business not only at the 
central level but at the local level, too. The role of BMOs is to facilitate this 
dialogue, provide ongoing monitoring of government initiatives and deliver 
regular feedback on behalf of business to government authorities.
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ANNEX I. QUESTIONNAIRE

SECTION A. BUSINESS NEEDS  

А1. I will read the list of problems companies may face in their operational activities. (ROTATION OF 
OPTIONS). Evaluate how critical each of these problems is for your enterprise? Evaluate using the 1-4 scale, 
where 1 – is very critical, 4 – not critical? 

Very 
critical 

Rather 
critical

Rather not 
critical Not critical Not 

applicable
Hard to say/ 
Don’t know 

А1.1. Difficulties in finding 
employees

1 2 3 4 98 99

А1.2. Inadequate level of 
employees' professional 
skills 

1 2 3 4 98 99

А1.3. Lack of access to credit 
resources 

1 2 3 4 98 99

А1.4. Limited availability of 
quality consulting services 
(tax, legal, financial) 

1 2 3 4 98 99

А1.5. Difficulties in resolving 
disputes with counterparties 

1 2 3 4 98 99

А1.6. Difficulties in finding 
new clients and business 
partners

1 2 3 4 98 99

А1.7. Lack of information on 
foreign trade 

1 2 3 4 98 99

А1.8. Lack of knowledge 
and skills about the latest 
technologies 

1 2 3 4 98 99

А1.9. Lack of information on 
the development trends of 
my industry

1 2 3 4 98 99

А1.10. Lack of cooperation 
with other companies to 
exchange experience, 
organise buying groups or 
selling consortia

1 2 3 4 98 99

А1.11. Complexity of the 
legislation governing my 
business

1 2 3 4 98 99

А1.12. Lack of understanding 
of business needs by state 
authorities

1 2 3 4 98 99
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А2. Because of the COVID-19 related situation, the government established a business support system.  
Do you know anything about it?  

No 1 GO TO А3.

Yes 2 GO TO А2.1

Hard to say/ Don’t know 99 GO TO А3.

А2.1. Did you receive such kind of support?

No 1 GO TO А3.

Yes 2 GO TO А2.2.

Hard to say/ Don’t know 99 GO TO А3.

А2.2. Was such state support helpful for your enterprise during quarantine restrictions?

No 1

Yes 2

Hard to say/ Don’t know 99

А3. I will read the options of business support (ROTATION OF OPTIONS). What kind of support do you 
consider the most effective for your business? UP TO 3 OPTIONS ARE ALLOWED

Digitalisation of the public services (Diia, Diia.Business) 1

Development of public procurement (via specially designated platforms – Prozorro) 3

Preferential credit terms for entrepreneurs 4

Assistance in entering new markets 5

Assistance in attracting investments 6

Educational events for entrepreneurs 7

Business support centres 8

Other 9

None of the mentioned options 10

Hard to say/ Don’t know 99

A4. I will read different operational activities of an enterprise (ROTATION OF OPTIONS). Which of them 
have the highest priority for your enterprises in 2022, in your opinion? Choose up to 3 top-priority activities:

Cost optimisation 1

Retention of the existing client base 2

Expanding the client base in the domestic market (new segments, new sales channels, and so on) 3

Entry to foreign markets 4

Attracting financing (lending) 5

Attracting investments (into equity capital) 6
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Renewal of supply chains 7

Intensive innovations, digitalisation 8

Business transformation 9

Downsizing economic activity 10

Business closure 11

Other 12

Hard to say/ Don’t know 99

A5. Is your enterprise involved into foreign trade activities?

No 1 GO TO SECTION В

Yes 2 GO TO А5.1.

Hard to say/ Don’t know 99 GO TO SECTION В

A5.1. What difficulties did you face while conducting foreign trade activities this year?  
ROTATION OF OPTIONS. MORE THAN ONE OPTION IS ALLOWED. 

Falling demand in foreign markets or delayed orders 1

Export/import restrictions for certain goods 2

Problems with logistics in foreign markets 3

Problems with supplies of imported materials 4

Delays/problems at customs 5

Restrictions on travel abroad 6

Difficulties in finding new partners 7

Other 8

Did not experience any of the listed problems 9

Hard to say/ Don’t know 99
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SECTION В. AWARENESS AND PERCEPTION OF BMOS BY ENTREPRENEURS

В1.1. Are you/ is your enterprise a member of any business-membership organisation, for example CCI 
(Chamber of Commerce and Industry), industry or universal association of entrepreneurs?

No 1 GO TO В1.2.

Yes 2 GO TO B5.1.

Hard to say/ Don’t know 99 GO TO В1.2.

В1.2. FOR THOSE, WHO HAVE CHOSEN 1 OR 99 IN В1.1. (IS NOT A MEMBER OF ANY BMO OR DON’T KNOW). 
Was your enterprise a member of BMO at some point in the past? 

No 1 GO TO B3.1.

Yes 2 GO TO B1.3.

Hard to say/ Don’t know 99 GO TO B3.1.

В1.3. FOR THOSE, WHO WERE BMO MEMBERS IN THE PAST (ANSWER OPTION 2 IN QUESTION В1.2). What 
BMO was your enterprise a member of? (MORE THAN ONE OPTION IS ALLOWED)

Chamber of Commerce and Industry 1

Industry BMO 2

Universal BMO (represents different industries) 3

International BMO 4

Other 5

Hard to say/ Don’t know 99

В2.1. FOR THOSE, WHO ARE NOT BMO MEMBERS CURRENTLY BUT WERE BMO MEMBERS IN THE PAST 
(ANSWER OPTION 2 IN QUESTION В1.2). How long was your enterprise a member of a BMO prior to 
discontinuing membership?

Less than a year 1

One to three years 2

Over three years 3

Hard to say/ Don’t know 99

В2.2. Why did your enterprise discontinue their membership in a BMO?  
MORE THAN ONE OPTION IS ALLOWED. ROTATION OF OPTIONS

Membership fees of the BMO were too high 1

GO TO В4.1.

Participation in the BMO activities took a lot of time 2

BMO membership did not bring any benefits 3

Expectations from BMO membership were higher than the actual result 4

Other 5

Hard to say/ Don’t know 99
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B3.1. FOR THOSE, WHO NEVER WERE MEMBERS OF ANY BMO (ANSWER OPTION 1 OR 99 IN QUESTION 
В1.2). How aware do you think you are of the term «BMO/ business association/ union/ association of 
entrepreneurs, etc.» on the scale of 1 to 4, where 1 – I am very well aware, 4 – I am completely unaware?

I am very well aware 1

I am aware enough 2

I am little aware 3

I am completely unaware 4 4 GO TO SECTION С

Hard to say/ Don’t know 99 99 GO TO SECTION С

В3.2. FOR THOSE, WHO NEVER WERE MEMBERS OF ANY BMO BUT HAVE SOME KNOWLEDGE ABOUT 
BMOS (ANSWER OPTIONS 1-3 IN QUESTION В3.1). Why has your enterprise never been a member of any 
BMO? ROTATION OF OPTIONS. MORE THAN ONE OPTION IS ALLOWED?

I don’t know any BMO which would represent my business interests 1

GO TO В4.1.

I don’t have financial resources to pay membership fees 2

I don’t see benefits of BMO membership to my company 3

BMO membership experience of my fellow entrepreneurs is negative 4

My company is too small to be a member of BMO 5

Other 6

Hard to say/ Don’t know 99

B4.1. FOR THOSE, WHO NEVER WERE MEMBERS OF ANY BMO OR DON’T KNOW IF THEY WERE MEMBERS 
OF ANY BMO, BUT HAVE SOME KNOWLEDGE ABOUT BMOS (ANSWER OPTIONS 1-3 IN QUESTION В3.1.), 
AND THOSE, WHO WERE BMO MEMBERS IN THE PAST (ANSWER OPTION 2 IN QUESTION В1.2.) Under what 
condition would you consider membership of your enterprise in a BMO? ROTATION OF OPTIONS. ONE 
OPTION IS ALLOWED

Under no conditions – I do not see it beneficial 1

Availability of BDS to reduce costs of doing business for my company (e.g., lower cost of supplies 
and materials, cost of transportation and storage, expenditures on advertisement and marketing, 
personnel training, etc.) 

2

Free of charge test membership 3

If BMO helps me find new partners and customers 4

Other 5

Hard to say/ Don’t know 99

B5.1. FOT THOSE, WHO ARE CURRENT BMO MEMBERS (ANSWER OPTION 2 IN QUESTION В1.1.). Member of 
what type of a BMO are you? MORE THAN ONE OPTION IS ALLOWED

Chamber of Commerce and Industry 1

Industry Business Association 2

Universal Business Association (represents different industries) 3

International Business Association 4

Other 5

Hard to say/ Don’t know 99
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В5.2. TO ALL RESPONDENTS, EXCEPT FOR THOSE, WHO HAVE CHOSEN OPTION 4 OR 99 IN QUESTION 
В3.1. Evaluate to what extent you agree with the following statements on the scale of 1 to 4, where 1 – fully 
agree, 4 – fully disagree? ROTATION OF OPTIONS

Fully 
agree

Tend to 
agree

Tend to 
disagree

Fully 
disagree

Hard to say/ 
Don’t know 

В5.2.1. BMOs provide consulting services 
useful for business 

1 2 3 4 99

В5.2.2. BMOs effectively represent the 
interests of my company in relations with 
state authorities

1 2 3 4 99

В5.2.3. BMOs provide quality opportunities 
in staff training and development

1 2 3 4 99

В5.2.4. BMOs serve as a platform for 
finding business partners

1 2 3 4 99

В5.2.5. BMOs open opportunities for 
investments and finance attraction

1 2 3 4 99

В5.2.6. BMOs provide support in entering 
new regional and export markets

1 2 3 4 99

В5.2.7. BMO membership fees are 
affordable

1 2 3 4 99

В5.2.8. BMO membership improves the 
reputation of my business

1 2 3 4 99
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SECTION С. AWARENESS OF AND SATISFACTION WITH BUSINESS DEVELOPMENT SERVICES

С1. I will read the list of business development or support services. Which of these services did you use on 
the free of charge or paid basis over the last two years?
A RESPONDENT IS ALLOWED TO CHOOSE BOTH OPTION “USED FOR FREE” (2) AND “USED ON A PAID 
BASIS” (3). OPTIONS “DID NOT USE” (1) AND “IT IS HARD TO SAY/I DO NOT KNOW” (99) ARE NON-COMPATIBLE 
WITH OTHER OPTIONS (EITHER 1 OR 99 OPTION IS ALLOWED).

С2. IN CASE A RESPONDENT CHOOSES THE ANSWER OPTION “I DO NOT KNOW WHAT KIND OF A SERVICE 
THIS IS”, THE CORRESPONDENT QUESTION C2 IS NOT ASKED. Do you have a need in these services next 
year? 

С1. С2.

Did not 
use

Used for 
free

Used on 
a paid 
basis

Hard 
to say/ 
Don’t 
know 

I don’t 
know 
what 

kind of 
service 
this is

С2.  I 
don’t 
need 
such 

services

С2.  I 
need 
such 

services

С2. I don’t 
know 

whether 
I will use/ 
need such 
services

Hard 
to say/ 
Don’t 
know 

С1.1.  Educational 
activities 
(trainings, 
seminars, courses)

1 2 3 99 98 1 2 99 99

С1.2.   
Professional 
development

1 2 3 99 98 1 2 99 99

С1.3. Consulting 
services (legal, 
tax, accounting, 
etc.)

1 2 3 99 98 1 2 99 99

С1.4. Industry 
consulting 
(innovations, 
technologies, 
digitalisation)

1 2 3 99 98 1 2 99 99

С1.5. Support 
in sustainable 
development

1 2 3 99 98 1 2 99 99

С1.6. Assistance 
in investment 
and financing 
attraction

1 2 3 99 98 1 2 99 99

С1.7. Voluntary 
certification 
(goods or 
services)

1 2 3 99 98 1 2 99 99

С1.8. Cooperation 
in buying 
groups or selling 
consortia (cost 
optimisation 
for goods and 
services, joint 
participation in big 
tenders, etc.)

1 2 3 99 98 1 2 99 99
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С1.9. Assistance 
in entering new 
markets (regional 
or external) 

1 2 3 99 98 1 2 99 99

С1.10. Information 
services (industry 
news, legal 
changes, business 
development 
services/ 
programmes 
provided by the 
state, etc.)  

1 2 3 99 98 1 2 99 99

С1.11. Networking 
(business lunches, 
conferences, 
forums, 
meetings with 
the government 
representatives, 
etc.

1 2 3 99 98 1 2 99 99

С1.12. Mentoring 1 2 3 99 98 1 2 99 99

С1.13. Other 
(Name it) 1 2 3 99 98 1 2 99 99

С3. Do you know anything about the following UN guidance documents for business?

YES NO Hard to say/ 
Don’t know 

С3.1. UN Guiding Principles on Business and Human Rights 1 2 99

С3.2. Sustainable Development Goals 1 2 99

С4. IN CASE OPTION 1 HAS BEEN CHOSEN IN QUESTION С3.1. AND/ OR С3.2. Do you plan to update the 
policies of your enterprise in line with these guidance documents in the nearest future?

Yes 1

No 2

Hard to say/ Don’t know 99
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ANNEX II. SURVEY DATA COLLECTED

Survey questions and options of answers 

Type of enterprise by size Membership in BMO

Micro  
(up to 10 

employees)

Small  
(up to 50 

employees)

Medium-sized 
(up to 250 

employees)

Current 
BMO 

members 

Were BMO 
members

Never 
been BMO 
members

Hard to say/ 
Don’t know

DESCRIPTION OF RESPONDENTS’ PROFILES

Type of enterprise by size

Base 134 208 665 222 67 647 71

Microenterprise (up to 10 employees) 100,0% 0,0% 0,0% 3,9% 10,0% 18,3% 1,0%

Small enterprise (up to 50 employees) 0,0% 100,0% 0,0% 17,8% 28,0% 22,2% 9,1%

Medium-sized enterprise (up to 250 employees) 0,0% 0,0% 100,0% 78,3% 62,0% 59,5% 89,9%

The enterprise you represent is registered as…

Base 134 208 665 222 67 647 71

Legal entity (contracts contain the name of the enterprise) 45,0% 89,2% 97,3% 96,7% 98,6% 83,7% 99,0%

Individual entrepreneur (contracts contain the surname of the owner) 55,0% 10,8% 2,7% 3,3% 1,4% 16,3% 1,0%

Macro-region

Base 134 208 665 222 67 647 71

Western 18,2% 18,0% 21,6% 27,4% 15,2% 18,6% 19,5%

Northern 36,8% 37,6% 29,6% 25,0% 33,8% 35,2% 26,7%

Central 11,6% 10,6% 13,1% 12,7% 18,3% 11,3% 14,9%

Southern 8,7% 11,3% 8,9% 8,4% 13,5% 9,3% 9,3%

Eastern 24,7% 22,5% 26,8% 26,5% 19,2% 25,6% 29,6%

Type of settlement where your enterprise is located

Base 134 208 665 222 67 647 71

Oblast centre 37,9% 39,4% 44,3% 39,8% 38,6% 43,5% 44,4%

Other type of urban settlement 44,3% 38,5% 30,0% 38,7% 34,7% 32,2% 29,9%

Rural settlement 17,8% 22,1% 25,7% 21,5% 26,7% 24,3% 25,7%
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Survey questions and options of answers 

Type of enterprise by size Membership in BMO

Micro  
(up to 10 

employees)

Small  
(up to 50 

employees)

Medium-sized 
(up to 250 

employees)

Current 
BMO 

members 

Were BMO 
members

Never 
been BMO 
members

Hard to say/ 
Don’t know

Main type of economic activity

Base 134 208 665 222 67 647 71

Manufacturing and construction 10,5% 13,9% 23,3% 26,6% 35,0% 16,0% 16,2%

Agriculture, forestry, fishery, and food industry 18,0% 31,9% 40,1% 43,6% 27,8% 32,0% 48,4%

Wholesale and retail trade, repairs of automobiles and motorcycles 23,4% 16,1% 13,0% 7,8% 15,1% 17,9% 12,0%

Services 48,1% 38,1% 23,6% 22,0% 22,1% 34,1% 23,4%

How did the number of employees of your enterprise change over the last year?

Base 134 208 665 222 67 647 71

Increased 13,3% 23,9% 22,6% 26,6% 18,2% 19,7% 26,7%

Stayed unchanged 71,2% 49,5% 51,3% 44,3% 47,0% 58,7% 42,3%

Decreased 14,8% 23,6% 22,3% 24,8% 31,8% 19,3% 22,2%

Hard to say/ Don’t know 0,7% 3,0% 3,8% 4,3% 3,0% 2,3% 8,8%

Which of the listed ranges of the average annual income correspond to your enterprise best?

Base 134 208 665 222 67 647 71

Up to UAH 20 million 89,4% 73,9% 34,8% 41,5% 58,8% 54,8% 26,1%

UAH 20-100 million 1,3% 8,4% 24,7% 25,0% 14,0% 17,4% 8,6%

UAH 100-250 million 0,0% 0,9% 9,4% 8,8% 9,4% 4,7% 11,4%

UAH 250-500 million 0,0% 0,0% 3,1% 2,8% 4,7% 1,6% 1,9%

Over UAH 500 million 0,0% 0,0% 3,1% 2,5% 0,0% 2,3% 0,0%

Hard to say/ Don’t know 9,3% 16,8% 24,9% 19,4% 13,1% 19,2% 52,0%

Owners/ management of business by sex

Base 134 208 665 222 67 647 71

Owner/ manager of an enterprise is a woman 50,3% 54,0% 56,2% 60,5% 46,5% 53,8% 55,8%

There are no women among owners/ managers 48,2% 43,9% 42,1% 37,6% 53,5% 44,6% 39,9%

Hard to say/ Don’t know 1,5% 2,1% 1,7% 1,9% 0,0% 1,6% 4,3%
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Survey questions and options of answers 

Type of enterprise by size Membership in BMO

Micro  
(up to 10 

employees)

Small  
(up to 50 

employees)

Medium-sized 
(up to 250 

employees)

Current 
BMO 

members 

Were BMO 
members

Never 
been BMO 
members

Hard to say/ 
Don’t know

Membership in BMO

Base 134 208 665 222 67 647 71

Current BMO members 6,4% 19,0% 26,2% 100,0% 0,0% 0,0% 0,0%

Were BMO members 5,0% 8,9% 6,2% 0,0% 100,0% 0,0% 0,0%

Never been BMO members 88,1% 69,0% 58,0% 0,0% 0,0% 100,0% 0,0%

Hard to say/ Don’t know 0,5% 3,1% 9,6% 0,0% 0,0% 0,0% 100,0%

Respondent’s position in the enterprise

Base 134 208 665 222 67 647 71

Owner/ co-owner of the enterprise/ individual entrepreneur 77,3% 47,5% 27,3% 36,8% 38,5% 42,2% 4,8%

Director 13,1% 25,5% 23,7% 27,8% 23,8% 21,7% 14,3%

Deputy director 4,5% 6,4% 12,9% 8,8% 5,5% 10,6% 19,3%

Chief accountant 5,1% 10,3% 15,0% 12,6% 22,1% 11,1% 18,7%

Head of department 0,0% 10,3% 21,1% 14,0% 10,1% 14,4% 42,9%

SECTION A. BUSINESS NEEDS

А1. Evaluate how critical each of these problems is for your enterprise?

А1.1. Difficulties in finding employees

Base 134 208 665 222 67 647 71

Very critical 23,4% 32,9% 36,6% 47,7% 34,1% 30,9% 19,9%

Rather critical 18,4% 32,2% 29,8% 33,1% 36,1% 26,0% 33,9%

Rather not critical 14,2% 12,6% 13,8% 6,4% 10,0% 16,1% 17,7%

Not critical 39,1% 21,9% 18,9% 11,8% 18,8% 25,8% 25,2%

Not applicable 3,0% 0,0% 0,0% 0,0% 0,0% 0,6% 0,0%

Hard to say/ Don’t know 1,9% 0,4% 0,9% 1,0% 1,0% 0,6% 3,3%
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Survey questions and options of answers 

Type of enterprise by size Membership in BMO

Micro  
(up to 10 

employees)

Small  
(up to 50 

employees)

Medium-sized 
(up to 250 

employees)

Current 
BMO 

members 

Were BMO 
members

Never 
been BMO 
members

Hard to say/ 
Don’t know

А1.2. Inadequate level of employees’ professional skills

Base 134 208 665 222 67 647 71

Very critical 14,7% 22,0% 21,0% 24,9% 13,9% 20,4% 12,2%

Rather critical 13,1% 27,3% 27,1% 27,0% 28,8% 22,9% 38,8%

Rather not critical 16,5% 25,2% 22,8% 23,4% 19,8% 22,5% 21,4%

Not critical 50,9% 25,1% 28,3% 24,0% 36,5% 32,9% 25,7%

Not applicable 3,4% 0,0% 0,6% 0,5% 0,0% 1,1% 0,0%

Hard to say/ Don’t know 1,4% 0,4% 0,2% 0,2% 1,0% 0,2% 1,9%

А1.3. Lack of access to credit resources

Base 134 208 665 222 67 647 71

Very critical 12,5% 14,1% 10,4% 10,1% 13,7% 12,4% 4,4%

Rather critical 11,2% 18,1% 20,0% 20,0% 14,4% 19,0% 11,8%

Rather not critical 19,7% 17,8% 23,0% 21,7% 14,8% 22,2% 20,9%

Not critical 53,3% 47,9% 41,8% 45,4% 55,3% 43,5% 41,6%

Not applicable 2,8% 1,2% 1,3% 0,0% 1,8% 1,7% 4,3%

Hard to say/ Don’t know 0,5% 0,9% 3,5% 2,8% 0,0% 1,2% 17,0%

А1.4. Limited availability of quality consulting services (tax, legal, financial)

Base 134 208 665 222 67 647 71

Very critical 17,3% 15,0% 14,1% 15,2% 14,6% 14,8% 12,1%

Rather critical 24,8% 18,3% 21,3% 20,1% 20,5% 22,6% 12,2%

Rather not critical 20,5% 27,5% 25,6% 23,4% 17,4% 26,0% 32,3%

Not critical 35,5% 37,7% 36,6% 39,8% 45,5% 34,6% 37,4%

Not applicable 0,5% 0,0% 0,9% 1,1% 0,0% 0,7% 0,0%

Hard to say/ Don’t know 1,4% 1,5% 1,5% 0,4% 2,0% 1,3% 6,0%
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Survey questions and options of answers 

Type of enterprise by size Membership in BMO

Micro  
(up to 10 

employees)

Small  
(up to 50 

employees)

Medium-sized 
(up to 250 

employees)

Current 
BMO 

members 

Were BMO 
members

Never 
been BMO 
members

Hard to say/ 
Don’t know

А1.5. Difficulties in resolving disputes with counterparties

Base 134 208 665 222 67 647 71

Very critical 8,5% 8,9% 11,4% 15,2% 11,4% 9,4% 4,3%

Rather critical 13,9% 17,5% 18,9% 16,5% 14,7% 19,0% 16,0%

Rather not critical 19,0% 30,9% 30,4% 32,1% 28,1% 27,6% 33,0%

Not critical 54,2% 40,4% 35,8% 34,0% 43,8% 41,1% 33,7%

Not applicable 3,2% 0,7% 0,9% 0,5% 2,0% 0,7% 6,6%

Hard to say/ Don’t know 1,2% 1,6% 2,6% 1,7% 0,0% 2,2% 6,4%

А1.6. Difficulties in finding new clients and business partners

Base 134 208 665 222 67 647 71

Very critical 16,7% 17,1% 15,0% 17,4% 19,4% 15,3% 10,2%

Rather critical 29,8% 28,3% 28,2% 30,1% 30,8% 28,0% 24,4%

Rather not critical 19,4% 21,3% 24,2% 21,6% 18,0% 22,8% 33,2%

Not critical 32,1% 30,6% 30,3% 28,4% 30,8% 31,6% 28,4%

Not applicable 1,5% 0,0% 1,7% 1,9% 1,0% 1,1% 1,9%

Hard to say/ Don’t know 0,5% 2,7% 0,6% 0,6% 0,0% 1,2% 1,9%

А1.7. Lack of information on foreign trade

Base 134 208 665 222 67 647 71

Very critical 10,5% 9,4% 9,5% 12,1% 5,5% 9,3% 8,0%

Rather critical 10,7% 13,3% 15,8% 21,3% 11,0% 12,3% 18,0%

Rather not critical 14,6% 20,2% 20,5% 17,0% 11,2% 22,0% 14,5%

Not critical 52,5% 49,5% 43,6% 45,2% 66,3% 43,8% 49,5%

Not applicable 10,6% 6,1% 8,3% 2,5% 5,1% 10,7% 5,8%

Hard to say/ Don’t know 1,1% 1,5% 2,3% 1,9% 0,9% 1,9% 4,2%
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Survey questions and options of answers 

Type of enterprise by size Membership in BMO

Micro  
(up to 10 

employees)

Small  
(up to 50 

employees)

Medium-sized 
(up to 250 

employees)

Current 
BMO 

members 

Were BMO 
members

Never 
been BMO 
members

Hard to say/ 
Don’t know

А1.8. Lack of knowledge and skills about the latest technologies

Base 134 208 665 222 67 647 71

Very critical 11,4% 13,8% 14,5% 15,7% 12,8% 13,9% 9,6%

Rather critical 22,5% 24,1% 23,8% 25,1% 22,9% 23,4% 22,7%

Rather not critical 16,8% 20,0% 25,3% 22,7% 22,7% 22,9% 26,6%

Not critical 46,1% 41,7% 34,9% 34,9% 36,6% 38,5% 41,1%

Not applicable 2,8% 0,0% 0,4% 0,0% 0,0% 1,0% 0,0%

Hard to say/ Don’t know 0,4% 0,4% 1,1% 1,6% 5,0% 0,3% 0,0%

А1.9. Lack of information on the development trends of my industry

Base 134 208 665 222 67 647 71

Very critical 11,1% 12,2% 10,3% 13,7% 14,1% 10,3% 2,9%

Rather critical 12,6% 13,8% 20,2% 20,0% 6,0% 18,3% 18,2%

Rather not critical 19,8% 23,5% 24,0% 20,5% 17,8% 24,3% 28,7%

Not critical 54,7% 49,4% 44,1% 45,6% 59,2% 45,3% 50,2%

Not applicable 0,9% 0,0% 0,6% 0,2% 0,0% 0,8% 0,0%

Hard to say/ Don’t know 0,9% 1,1% 0,8% 0,0% 2,9% 1,0% 0,0%

А1.10. Lack of cooperation with other companies to exchange experience, organise buying groups or sales consortia

Base 134 208 665 222 67 647 71

Very critical 9,4% 8,6% 9,0% 8,0% 8,4% 9,5% 7,8%

Rather critical 12,4% 10,6% 15,0% 11,6% 7,4% 14,6% 18,9%

Rather not critical 19,7% 28,8% 24,3% 27,3% 16,5% 25,5% 15,2%

Not critical 52,6% 50,5% 49,3% 51,4% 67,7% 47,1% 54,9%

Not applicable 5,5% 0,9% 1,7% 0,6% 0,0% 3,0% 0,0%

Hard to say/ Don’t know 0,4% 0,6% 0,7% 1,1% 0,0% 0,3% 3,2%
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Survey questions and options of answers 

Type of enterprise by size Membership in BMO

Micro  
(up to 10 

employees)

Small  
(up to 50 

employees)

Medium-sized 
(up to 250 

employees)

Current 
BMO 

members 

Were BMO 
members

Never 
been BMO 
members

Hard to say/ 
Don’t know

А1.11. Complexity of the legislation governing my business

Base 134 208 665 222 67 647 71

Very critical 35,3% 37,7% 34,3% 39,3% 34,9% 34,1% 31,7%

Rather critical 25,1% 29,5% 30,4% 32,9% 35,6% 28,5% 22,1%

Rather not critical 14,8% 18,9% 18,4% 13,8% 17,6% 19,3% 20,4%

Not critical 21,2% 11,2% 12,2% 9,9% 11,9% 14,7% 11,1%

Not applicable 0,5% 0,5% 0,7% 0,0% 0,0% 0,7% 2,4%

Hard to say/ Don’t know 3,1% 2,2% 4,0% 4,1% 0,0% 2,7% 12,3%

А1.12. Lack of understanding of business needs by state authorities

Base 134 208 665 222 67 647 71

Very critical 39,7% 46,3% 35,5% 45,8% 43,5% 36,2% 29,1%

Rather critical 18,7% 25,2% 28,4% 26,1% 27,1% 26,1% 29,3%

Rather not critical 16,4% 12,7% 17,0% 11,2% 14,8% 18,3% 11,9%

Not critical 19,9% 14,0% 13,9% 11,1% 13,7% 15,2% 23,2%

Not applicable 1,4% 0,3% 2,3% 2,8% 0,0% 1,7% 0,0%

Hard to say/ Don’t know 3,9% 1,5% 2,9% 3,0% 0,9% 2,5% 6,5%

А2. Because of the COVID-19 related situation, the government established a business support system. Do you know anything about it?

Base 134 208 665 222 67 647 71

No 19,4% 17,7% 19,9% 9,9% 12,7% 23,4% 18,8%

Yes 78,2% 81,2% 77,6% 87,3% 84,4% 75,6% 70,2%

Hard to say/ Don’t know 2,4% 1,1% 2,5% 2,8% 2,9% 1,0% 11,0%
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Survey questions and options of answers 

Type of enterprise by size Membership in BMO

Micro  
(up to 10 

employees)

Small  
(up to 50 

employees)

Medium-sized 
(up to 250 

employees)

Current 
BMO 

members 

Were BMO 
members

Never 
been BMO 
members

Hard to say/ 
Don’t know

А2.1. Did you receive such kind of support?

Base 105 169 516 194 56 490 50

No 78,2% 83,7% 69,8% 74,0% 88,2% 73,5% 60,7%

Yes 21,3% 14,1% 27,4% 24,9% 10,9% 25,6% 15,4%

Hard to say/ Don’t know 0,5% 2,2% 2,8% 1,1% 0,9% 0,9% 23,9%

Note: Respondents who answered “Yes” to the question “А2. Because of the COVID-19 related situation, the government established a business support system. Do you know anything about it?”

А2.2. Was such state support helpful for your enterprise during quarantine restrictions?

Base 22 24 141 48 6 125 8

No 37,5% 13,6% 20,4% 30,9% 39,6% 17,3% 17,6%

Yes 54,1% 79,4% 74,9% 69,1% 60,4% 75,4% 69,2%

Hard to say/ Don’t know 8,4% 7,0% 4,7% 0,0% 0,0% 7,3% 13,2%

Note: Respondents who answered “Yes” to the question “А2.1 Did you receive such kind of support?”

А3. What kind of business support do you consider the most effective for your business?

Base 134 208 665 222 67 647 71

Digitalisation of the public services (Diia, Diia.Business) 23,6% 15,8% 17,0% 18,7% 12,2% 18,0% 15,9%

Development of public procurement (via specially designated 
platforms – Prozorro) 13,5% 18,9% 18,6% 13,2% 26,1% 18,7% 18,3%

Preferential credit terms for entrepreneurs 38,9% 50,8% 50,9% 54,3% 40,1% 50,3% 33,2%

Assistance in entering new markets 23,5% 24,9% 28,6% 38,1% 27,0% 23,6% 24,9%

Assistance in attracting investments 20,2% 20,8% 27,0% 30,6% 29,3% 21,8% 29,9%

Educational events for entrepreneurs 17,3% 10,7% 11,5% 11,4% 9,8% 13,2% 6,9%

Business support centres 16,6% 14,0% 10,0% 7,9% 6,7% 13,0% 16,2%

Other 8,3% 12,4% 6,6% 10,3% 11,1% 7,3% 4,8%

None of the mentioned options 10,8% 8,4% 7,1% 7,8% 11,8% 7,2% 11,0%



Outlook Study for Ukraine on advancement of Business Membership Organizations  
and Business Development Services

134

Survey questions and options of answers 

Type of enterprise by size Membership in BMO

Micro  
(up to 10 

employees)

Small  
(up to 50 

employees)

Medium-sized 
(up to 250 

employees)

Current 
BMO 

members 

Were BMO 
members

Never 
been BMO 
members

Hard to say/ 
Don’t know

Hard to say/ Don’t know 2,3% 3,5% 3,1% 1,6% 2,9% 3,1% 7,9%

Note: Respondents could choose up to 3 answers

A4. Which of operational activities have the highest priority for your enterprises in 2022, in your opinion? 

Base 134 208 665 222 67 647 71

Cost optimisation 22,8% 35,3% 36,9% 39,3% 39,7% 32,0% 40,4%

Retention of the existing client base 34,7% 40,8% 29,6% 25,5% 39,9% 33,7% 37,2%

Expanding the client base in the domestic market (new segments, 
new sales channels, and so on) 46,4% 45,9% 42,4% 45,0% 49,4% 41,6% 53,6%

Entry to foreign markets 16,1% 14,3% 21,9% 29,1% 15,9% 16,5% 21,1%

Attracting financing (lending) 19,3% 18,6% 21,0% 16,1% 23,6% 22,0% 14,5%

Attracting investments (into equity capital) 10,4% 10,3% 16,1% 17,8% 15,1% 12,8% 13,7%

Renewal of supply chains 5,0% 6,4% 6,8% 6,8% 5,2% 6,4% 7,7%

Intensive innovations, digitalisation 17,9% 13,9% 17,3% 21,4% 11,2% 16,5% 9,1%

Business transformation 6,5% 7,5% 5,8% 9,1% 8,1% 4,8% 8,3%

Downsizing economic activity 4,6% 3,9% 4,0% 2,1% 5,0% 4,8% 2,3%

Business closure 7,0% 2,0% 2,6% 0,8% 4,1% 3,8% 1,9%

Other 4,1% 6,0% 2,8% 5,1% 1,3% 3,4% 2,9%

Hard to say/ Don’t know 4,5% 6,5% 3,8% 4,8% 2,0% 5,1% 0,0%

Note: Respondents could choose up to 3 answers

A5. Is your enterprise involved into foreign trade activities?

Base 134 208 665 222 67 647 71

No 80,5% 70,3% 61,4% 42,6% 63,8% 75,4% 52,9%

Yes 18,7% 27,7% 37,6% 56,4% 32,1% 24,3% 40,3%

Hard to say/ Don’t know 0,8% 2,0% 1,0% 1,0% 4,1% 0,3% 6,8%
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Survey questions and options of answers 

Type of enterprise by size Membership in BMO

Micro  
(up to 10 

employees)

Small  
(up to 50 

employees)

Medium-sized 
(up to 250 

employees)

Current 
BMO 

members 

Were BMO 
members

Never 
been BMO 
members

Hard to say/ 
Don’t know

A5.1. What difficulties did you face while conducting foreign trade activities this year?

Base 25 58 250 126 21 157 29

Falling demand in foreign markets or delayed orders 14,9% 20,1% 27,0% 28,4% 29,4% 20,5% 29,8%

Export/import restrictions for certain goods 10,1% 8,1% 14,0% 20,5% 11,8% 8,0% 4,3%

Problems with logistics in foreign markets 13,5% 26,5% 27,4% 29,8% 22,9% 23,6% 27,2%

Problems with supplies of imported materials 4,3% 10,8% 22,1% 22,2% 18,8% 16,4% 17,0%

Delays/problems at customs 30,4% 20,6% 25,6% 27,9% 10,4% 26,3% 17,1%

Restrictions on travel abroad 29,0% 19,9% 20,9% 27,3% 10,1% 17,6% 23,9%

Difficulties in finding new partners 8,5% 23,8% 19,2% 22,3% 9,8% 17,3% 22,8%

Other 16,2% 21,2% 14,5% 19,5% 32,9% 11,8% 8,4%

Did not experience any of the listed problems 24,5% 10,0% 13,0% 9,2% 18,8% 15,2% 17,4%

Hard to say/ Don’t know 0,0% 2,1% 4,1% 2,9% 0,0% 2,9% 11,2%

Note: Respondents who answered “Yes” to the question “A5. Is your enterprise involved into foreign trade activities?”. Respondents could choose more than one answer

SECTION B. AWARENESS AND PERCEPTION OF BMOS BY ENTREPRENEURS

В1.1. Are you/ is your enterprise a member of any business-membership organisation, for example CCI (Chamber of Commerce and Industry), industry or universal association 
of entrepreneurs?

Base 134 208 665 222 67 647 71

No 92,7% 79,8% 68,3% 0,0% 100,0% 99,4% 49,4%

Yes 6,4% 19,0% 26,3% 100,0% 0,0% 0,0% 0,0%

Hard to say/ Don’t know 0,9% 1,2% 5,4% 0,0% 0,0% 0,6% 50,6%

В1.2. Was your enterprise a member of BMO at some point in the past?

Base 125 169 490 0 66 647 71

No 94,1% 85,2% 78,6% 0,0% 0,0% 100,0% 0,0%
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Survey questions and options of answers 

Type of enterprise by size Membership in BMO

Micro  
(up to 10 

employees)

Small  
(up to 50 

employees)

Medium-sized 
(up to 250 

employees)

Current 
BMO 

members 

Were BMO 
members

Never 
been BMO 
members

Hard to say/ 
Don’t know

Yes 5,3% 11,0% 8,4% 0,0% 100,0% 0,0% 0,0%

Hard to say/ Don’t know 0,6% 3,8% 13,0% 0,0% 0,0% 0,0% 100,0%

Note: Respondents who answered “No” or “Hard to say/ Don’t know” to the question “B1.1. Are you/is your enterprise a member of any business-membership organisation, for example CCI (Chamber of 
Commerce and Industry), industry or universal association of entrepreneurs?”

В1.3. What BMO your enterprise was a member of?

Base 7 19 41 0 67 0 0

Chamber of Commerce and Industry 47,9% 28,4% 25,8% 0,0% 28,7% 0,0% 0,0%

Industry BMO 17,7% 32,2% 58,4% 0,0% 47,0% 0,0% 0,0%

Universal BMO (represents different industries) 15,9% 14,3% 3,1% 0,0% 7,6% 0,0% 0,0%

International BMO 10,2% 4,6% 3,0% 0,0% 4,2% 0,0% 0,0%

Other 8,2% 17,4% 15,7% 0,0% 15,4% 0,0% 0,0%

Hard to say/ Don’t know 0,0% 8,4% 0,0% 0,0% 2,3% 0,0% 0,0%

Note: Respondents who answered “Yes” to the question “B1.2. Was your enterprise a member of BMO at some point in the past?”. Respondents could choose more than one answer

В2.1. How long your enterprise was a member of a BMO prior to discontinuing membership?

Base 7 19 41 0 67 0 0

Less than a year 0,0% 21,9% 9,2% 0,0% 11,8% 0,0% 0,0%

One to three years 14,7% 31,4% 19,1% 0,0% 22,1% 0,0% 0,0%

Over three years 66,8% 46,7% 58,5% 0,0% 56,0% 0,0% 0,0%

Hard to say/ Don’t know 18,5% 0,0% 13,2% 0,0% 10,1% 0,0% 0,0%

Note: Respondents who answered “Yes” to the question “B1.2. Was your enterprise a member of BMO at some point in the past?”

В2.2. Why did your enterprise discontinue their membership in a BMO?

Base 7 19 41 0 67 0 0

Membership fees of the BMO were too high 20,0% 8,9% 12,7% 0,0% 12,4% 0,0% 0,0%

Participation in the BMO activities took a lot of time 7,9% 5,3% 11,5% 0,0% 9,4% 0,0% 0,0%



Outlook Study for Ukraine on advancement of Business Membership Organizations  
and Business Development Services

137

Survey questions and options of answers 

Type of enterprise by size Membership in BMO

Micro  
(up to 10 

employees)

Small  
(up to 50 

employees)

Medium-sized 
(up to 250 

employees)

Current 
BMO 

members 

Were BMO 
members

Never 
been BMO 
members

Hard to say/ 
Don’t know

BMO membership did not bring any benefits 34,7% 43,7% 40,0% 0,0% 40,5% 0,0% 0,0%

Expectations from BMO membership were higher than the actual 
result 15,5% 22,4% 30,2% 0,0% 26,5% 0,0% 0,0%

Other 37,9% 18,2% 24,0% 0,0% 23,8% 0,0% 0,0%

Hard to say/ Don’t know 9,8% 18,8% 10,4% 0,0% 12,7% 0,0% 0,0%

Note: Respondents who answered “Yes” to the question “B1.2. Was your enterprise a member of BMO at some point in the past?”. Respondents could choose more than one answer

В3.1. How aware do you think you are of the term “BMO/ business association/ union/ association of entrepreneurs, etc.”? 

Base 119 150 449 0 0 647 71

I am very well aware 7,0% 5,1% 6,3% 0,0% 0,0% 6,6% 2,3%

I am aware enough 20,5% 24,0% 30,0% 0,0% 0,0% 28,8% 12,2%

I am little aware 27,1% 31,5% 25,6% 0,0% 0,0% 26,0% 37,4%

I am completely unaware 42,0% 29,4% 26,6% 0,0% 0,0% 28,3% 42,8%

Hard to say/ Don’t know 3,4% 10,0% 11,5% 0,0% 0,0% 10,3% 5,3%

Note: Respondents who answered “No” or “Hard to say/ Don’t know” to the question “B1.2. Was your enterprise a member of BMO at some point in the past?”

В3.2. Why has your enterprise never been a member of any BMO?

Base 65 91 278 0 0 397 37

I don’t know any BMO which would represent my business interests 17,1% 23,7% 18,0% 0,0% 0,0% 18,7% 22,5%

I don’t have financial resources to pay membership fees 6,7% 9,1% 14,4% 0,0% 0,0% 12,0% 13,9%

I don’t see benefits of BMO membership to my company 42,3% 45,6% 40,3% 0,0% 0,0% 42,7% 31,8%

BMO membership experience of my fellow entrepreneurs is negative 5,0% 8,2% 7,9% 0,0% 0,0% 8,2% 0,0%

My company is too small to be a member of BMO 44,5% 25,0% 20,6% 0,0% 0,0% 26,6% 9,4%

Other 5,0% 4,5% 4,7% 0,0% 0,0% 4,8% 3,7%

Hard to say/ Don’t know 1,0% 6,6% 11,8% 0,0% 0,0% 6,4% 38,8%

Note: Respondents who answered “I am very well aware”, “I am aware enough” or “I am little aware” to the question “B3.1. How aware do you think you are of the term «BMO/ business association/ union/ 
association of entrepreneurs, etc.?”. Respondents could choose more than one answer



Outlook Study for Ukraine on advancement of Business Membership Organizations  
and Business Development Services

138

Survey questions and options of answers 

Type of enterprise by size Membership in BMO

Micro  
(up to 10 

employees)

Small  
(up to 50 

employees)

Medium-sized 
(up to 250 

employees)

Current 
BMO 

members 

Were BMO 
members

Never 
been BMO 
members

Hard to say/ 
Don’t know

В4.1. Under what condition would you consider membership of your enterprise in a BMO?

Base 72 109 319 0 66 397 37

Under no conditions – I do not see it beneficial 30,2% 21,7% 18,6% 0,0% 20,8% 22,2% 8,1%

Availability of BDS to reduce costs of doing business for my 
company (e.g., lower cost of supplies and materials, cost of 
transportation and storage, expenditures on advertisement and 
marketing, personnel training, etc.) 

17,7% 28,0% 30,4% 0,0% 24,0% 27,7% 38,7%

Free of charge test membership 4,1% 7,7% 11,2% 0,0% 5,9% 10,2% 6,5%

If BMO helps me find new partners and customers 31,5% 28,4% 25,4% 0,0% 30,3% 26,5% 25,5%

Other 6,4% 3,2% 3,6% 0,0% 7,2% 3,7% 0,0%

Hard to say/ Don’t know 10,1% 11,0% 10,8% 0,0% 11,8% 9,7% 21,2%

Note: Respondents who answered “Yes” to the question “B1.2. Was your enterprise a member of BMO at some point in the past?” and “I am very well aware”, “I am aware enough” or “I am little aware” to the 
question “B3.1. How aware do you think you are of the term «BMO/ business association/ union/ association of entrepreneurs, etc.?”

B5.1. Member of what type of a BMO are you?

Base 8 40 174 222 0 0 0

Chamber of Commerce and Industry 30,5% 29,4% 45,3% 41,9% 0,0% 0,0% 0,0%

Industry Business Association 30,3% 47,7% 39,7% 40,8% 0,0% 0,0% 0,0%

Universal Business Association (represents different industries) 31,5% 15,5% 6,4% 9,0% 0,0% 0,0% 0,0%

International Business Association 5,8% 6,5% 8,5% 8,1% 0,0% 0,0% 0,0%

Other 15,4% 7,1% 8,8% 8,7% 0,0% 0,0% 0,0%

Hard to say/ Don’t know 0,0% 0,0% 3,0% 2,4% 0,0% 0,0% 0,0%

Note: Respondents who answered “Yes” to the question “B1.1. Are you/ is your enterprise a member of any business-membership organisation, for example CCI (Chamber of Commerce and Industry), 
industry or universal association of entrepreneurs?”. Respondents could choose more than one answer
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Survey questions and options of answers 

Type of enterprise by size Membership in BMO

Micro  
(up to 10 

employees)

Small  
(up to 50 

employees)

Medium-sized 
(up to 250 

employees)

Current 
BMO 

members 

Were BMO 
members

Never 
been BMO 
members

Hard to say/ 
Don’t know

B5.2. Evaluate to what extent you agree with the following statements

B5.2.1. BMOs provide consulting services useful for business

Base 80 149 494 222 67 397 37

Fully agree 27,2% 27,8% 25,2% 48,8% 15,0% 14,8% 28,2%

Tend to agree 38,0% 35,7% 39,8% 32,9% 47,4% 40,2% 43,0%

Tend to disagree 12,1% 14,2% 17,6% 9,3% 21,7% 20,3% 5,3%

Fully disagree 11,3% 7,0% 6,5% 5,4% 11,7% 7,9% 0,0%

Hard to say/ Don’t know 11,4% 15,3% 10,9% 3,6% 4,2% 16,8% 23,5%

В5.2.2. BMOs effectively represent the interests of my company in relations with state authorities

Base 80 149 494 222 67 397 37

Fully agree 12,1% 14,7% 12,1% 27,3% 11,5% 5,5% 3,7%

Tend to agree 25,7% 16,3% 30,4% 27,4% 19,8% 27,0% 36,8%

Tend to disagree 31,3% 30,5% 26,0% 23,6% 24,8% 31,0% 18,3%

Fully disagree 16,2% 17,6% 17,3% 14,1% 36,0% 16,1% 13,5%

Hard to say/ Don’t know 14,7% 20,9% 14,2% 7,6% 7,9% 20,4% 27,7%

В5.2.3. BMOs provide quality opportunities in staff training and development

Base 80 149 494 222 67 397 37

Fully agree 14,8% 14,8% 15,8% 28,1% 16,4% 8,0% 17,8%

Tend to agree 36,8% 21,1% 33,5% 27,1% 19,9% 34,6% 42,8%

Tend to disagree 15,1% 27,9% 19,9% 18,0% 25,8% 22,6% 12,8%

Fully disagree 14,3% 15,5% 14,5% 19,5% 27,9% 10,8% 3,3%

Hard to say/ Don’t know 19,0% 20,7% 16,3% 7,3% 10,0% 24,0% 23,3%
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Survey questions and options of answers 

Type of enterprise by size Membership in BMO

Micro  
(up to 10 

employees)

Small  
(up to 50 

employees)

Medium-sized 
(up to 250 

employees)

Current 
BMO 

members 

Were BMO 
members

Never 
been BMO 
members

Hard to say/ 
Don’t know

В5.2.4. BMOs serve as a platform for finding business partners

Base 80 149 494 222 67 397 37

Fully agree 21,3% 31,3% 22,3% 33,6% 23,9% 18,4% 27,8%

Tend to agree 45,7% 32,3% 38,0% 32,2% 40,8% 39,4% 47,0%

Tend to disagree 19,8% 18,9% 21,7% 19,0% 23,4% 22,4% 11,5%

Fully disagree 7,6% 7,9% 8,6% 10,2% 9,6% 7,8% 0,0%

Hard to say/ Don’t know 5,6% 9,6% 9,4% 5,0% 2,3% 12,0% 13,7%

В5.2.5. BMOs open opportunities for investments and finance attraction

Base 80 149 494 222 67 397 37

Fully agree 16,9% 17,2% 13,0% 21,6% 20,8% 9,4% 10,8%

Tend to agree 39,5% 23,9% 33,2% 23,0% 23,9% 37,6% 40,4%

Tend to disagree 19,5% 28,4% 24,5% 26,7% 19,9% 25,7% 12,4%

Fully disagree 10,5% 13,7% 14,5% 21,2% 21,8% 8,9% 8,9%

Hard to say/ Don’t know 13,6% 16,8% 14,8% 7,5% 13,6% 18,4% 27,5%

В5.2.6. BMOs provide support in entering new regional and export markets

Base 80 149 494 222 67 397 37

Fully agree 19,1% 21,1% 15,5% 22,9% 20,6% 13,0% 19,9%

Tend to agree 37,1% 34,8% 35,1% 32,4% 30,0% 37,6% 38,0%

Tend to disagree 17,4% 18,6% 22,8% 19,7% 22,8% 23,0% 9,7%

Fully disagree 12,4% 12,9% 13,5% 17,4% 18,8% 10,9% 3,4%

Hard to say/ Don’t know 14,0% 12,6% 13,1% 7,6% 7,8% 15,5% 29,0%

В5.2.7. BMO membership fees are affordable

Base 80 149 494 222 67 397 37

Fully agree 19,0% 23,6% 27,1% 56,6% 29,8% 9,7% 0,0%

Tend to agree 17,3% 24,3% 24,3% 28,2% 24,1% 20,7% 24,3%



Outlook Study for Ukraine on advancement of Business Membership Organizations  
and Business Development Services

141

Survey questions and options of answers 

Type of enterprise by size Membership in BMO

Micro  
(up to 10 

employees)

Small  
(up to 50 

employees)

Medium-sized 
(up to 250 

employees)

Current 
BMO 

members 

Were BMO 
members

Never 
been BMO 
members

Hard to say/ 
Don’t know

Tend to disagree 19,1% 13,6% 20,4% 5,7% 14,1% 27,0% 18,5%

Fully disagree 6,5% 9,2% 6,3% 3,0% 12,2% 8,5% 3,3%

Hard to say/ Don’t know 38,1% 29,3% 21,9% 6,5% 19,8% 34,1% 53,9%

В5.2.8. BMO membership improves the reputation of my business

Base 80 149 494 222 67 397 37

Fully agree 18,6% 27,3% 20,7% 44,3% 16,9% 10,8% 13,4%

Tend to agree 31,8% 33,9% 35,0% 33,0% 41,0% 33,1% 45,9%

Tend to disagree 22,1% 18,1% 23,3% 12,2% 11,9% 29,8% 17,2%

Fully disagree 12,8% 7,7% 10,4% 5,9% 21,5% 11,1% 3,4%

Hard to say/ Don’t know 14,7% 13,0% 10,6% 4,6% 8,7% 15,2% 20,1%

Note: Questions B5.2.1-B5.2.8: All respondents, except those who answered “I am completely unaware” or “Hard to say/ Don’t know” to the question “B3.1. How aware do you think you are of the term 
“BMO/ business association/ union/ association of entrepreneurs, etc.”?”

SECTION С. AWARENESS OF AND SATISFACTION WITH BUSINESS DEVELOPMENT SERVICES

С1. Which of these services did you use on the free of charge or paid basis over the last two years?

С1.1. Educational activities (trainings, seminars, courses)

Base 134 208 665 222 67 647 71

Did not use 52,4% 40,6% 35,8% 26,4% 43,8% 43,8% 29,7%

Used for free 25,1% 28,7% 35,1% 40,5% 26,7% 29,2% 42,4%

Used on a paid basis 33,5% 41,4% 47,0% 55,8% 48,3% 38,4% 54,7%

Hard to say/ Don’t know 0,0% 2,7% 1,3% 2,0% 0,0% 1,1% 3,5%

I don't know what kind of service this is 0,0% 0,0% 0,0% 0,0% 0,0% 0,0% 0,0%
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Survey questions and options of answers 

Type of enterprise by size Membership in BMO

Micro  
(up to 10 

employees)

Small  
(up to 50 

employees)

Medium-sized 
(up to 250 

employees)

Current 
BMO 

members 

Were BMO 
members

Never 
been BMO 
members

Hard to say/ 
Don’t know

С1.2. Professional development

Base 134 208 665 222 67 647 71

Did not use 73,1% 58,9% 42,8% 34,4% 45,2% 57,9% 33,3%

Used for free 13,4% 15,6% 19,4% 19,2% 14,6% 15,7% 36,0%

Used on a paid basis 19,3% 29,3% 46,1% 56,6% 40,4% 31,8% 49,9%

Hard to say/ Don’t know 0,4% 0,8% 2,1% 2,6% 2,7% 0,9% 3,5%

I don't know what kind of service this is 0,0% 0,0% 0,0% 0,0% 0,0% 0,0% 0,0%

С1.3. Consulting services (legal, tax, accounting, etc.)

Base 134 208 665 222 67 647 71

Did not use 28,5% 23,8% 22,9% 18,4% 20,1% 27,0% 14,9%

Used for free 33,9% 29,1% 33,9% 32,1% 37,9% 31,4% 44,0%

Used on a paid basis 51,0% 62,2% 61,1% 67,1% 64,5% 57,4% 56,2%

Hard to say/ Don’t know 1,5% 2,1% 3,4% 3,7% 2,7% 1,2% 15,1%

I don't know what kind of service this is 0,0% 0,0% 0,0% 0,0% 0,0% 0,0% 0,0%

С1.4. Industry consulting (innovations, technologies, digitalisation)

Base 134 208 665 222 67 647 71

Did not use 78,0% 80,5% 68,8% 61,7% 79,8% 77,0% 56,8%

Used for free 9,5% 11,8% 11,7% 17,9% 8,5% 9,8% 8,0%

Used on a paid basis 6,0% 5,3% 15,2% 18,9% 10,1% 9,0% 18,1%

Hard to say/ Don’t know 3,5% 2,1% 5,2% 3,5% 1,5% 3,9% 13,1%

I don't know what kind of service this is 3,7% 2,0% 1,5% 1,6% 0,8% 1,6% 7,2%

С1.5. Support in sustainable development

Base 134 208 665 222 67 647 71

Did not use 84,7% 80,8% 80,0% 80,2% 82,1% 83,0% 61,6%

Used for free 3,8% 8,4% 5,6% 8,9% 7,9% 4,8% 4,6%
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Survey questions and options of answers 

Type of enterprise by size Membership in BMO

Micro  
(up to 10 

employees)

Small  
(up to 50 

employees)

Medium-sized 
(up to 250 

employees)

Current 
BMO 

members 

Were BMO 
members

Never 
been BMO 
members

Hard to say/ 
Don’t know

Used on a paid basis 4,4% 4,9% 6,1% 8,1% 5,4% 5,2% 1,4%

Hard to say/ Don’t know 1,7% 3,8% 5,9% 2,6% 1,5% 3,8% 24,9%

I don't know what kind of service this is 6,0% 3,4% 4,0% 3,4% 3,1% 4,0% 8,9%

С1.6. Assistance in investment and financing attraction

Base 134 208 665 222 67 647 71

Did not use 91,5% 85,0% 75,5% 73,3% 85,5% 81,8% 73,7%

Used for free 3,8% 8,7% 10,1% 12,6% 7,0% 8,3% 5,4%

Used on a paid basis 2,2% 5,6% 9,4% 10,1% 6,0% 7,5% 2,4%

Hard to say/ Don’t know 2,0% 1,4% 6,1% 5,2% 1,5% 3,2% 18,6%

I don't know what kind of service this is 0,9% 0,4% 0,6% 2,2% 0,0% 0,2% 0,0%

С1.7. Voluntary certification (goods or services)

Base 134 208 665 222 67 647 71

Did not use 79,4% 72,0% 53,2% 51,7% 61,7% 67,6% 23,6%

Used for free 5,7% 4,1% 7,3% 5,2% 4,6% 6,0% 16,0%

Used on a paid basis 13,8% 19,8% 37,7% 43,1% 36,3% 23,9% 50,1%

Hard to say/ Don’t know 1,5% 4,3% 4,7% 4,2% 0,0% 3,1% 18,3%

I don't know what kind of service this is 1,4% 0,5% 0,5% 0,0% 0,0% 1,0% 0,0%

С1.8. Cooperation in buying groups or selling consortia (cost optimisation for goods and services, joint participation in big tenders, etc.)

Base 134 208 665 222 67 647 71

Did not use 89,2% 84,9% 78,5% 72,8% 79,7% 84,4% 81,0%

Used for free 5,9% 8,2% 10,5% 14,5% 10,9% 7,7% 7,8%

Used on a paid basis 5,4% 5,0% 9,7% 10,8% 11,2% 7,0% 7,9%

Hard to say/ Don’t know 0,7% 2,7% 2,9% 3,7% 2,3% 1,6% 8,2%

I don't know what kind of service this is 0,4% 0,0% 0,4% 0,0% 0,0% 0,5% 0,0%
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Survey questions and options of answers 

Type of enterprise by size Membership in BMO

Micro  
(up to 10 

employees)

Small  
(up to 50 

employees)

Medium-sized 
(up to 250 

employees)

Current 
BMO 

members 

Were BMO 
members

Never 
been BMO 
members

Hard to say/ 
Don’t know

С1.9. Assistance in entering new markets (regional or external)

Base 134 208 665 222 67 647 71

Did not use 91,8% 86,9% 80,6% 75,8% 88,7% 86,5% 74,3%

Used for free 3,0% 5,6% 10,0% 15,6% 4,4% 5,9% 9,0%

Used on a paid basis 3,9% 4,5% 6,3% 7,8% 3,6% 5,2% 4,3%

Hard to say/ Don’t know 0,8% 3,7% 4,1% 3,0% 4,8% 2,7% 12,4%

I don't know what kind of service this is 0,5% 0,5% 0,2% 0,0% 0,0% 0,5% 0,0%

С1.10. Information services (industry news, legal changes, business development services/ programmes provided by the state, etc.)

Base 134 208 665 222 67 647 71

Did not use 59,4% 40,7% 41,1% 32,4% 45,5% 48,5% 30,0%

Used for free 31,2% 46,2% 41,5% 47,8% 37,0% 38,0% 52,1%

Used on a paid basis 13,2% 20,7% 27,6% 30,7% 21,9% 22,2% 25,1%

Hard to say/ Don’t know 1,7% 3,6% 3,2% 4,4% 3,8% 2,0% 8,6%

I don't know what kind of service this is 0,4% 0,3% 0,4% 0,0% 0,0% 0,4% 1,9%

С1.11. Networking (business lunches, conferences, forums, meetings with the government representatives, etc.)

Base 134 208 665 222 67 647 71

Did not use 74,3% 64,1% 55,8% 40,7% 69,7% 66,7% 50,4%

Used for free 15,8% 24,4% 29,3% 40,7% 21,4% 21,5% 31,8%

Used on a paid basis 15,3% 14,7% 21,4% 25,7% 16,1% 16,6% 26,2%

Hard to say/ Don’t know 0,4% 2,3% 2,2% 2,5% 1,5% 1,0% 10,0%

I don't know what kind of service this is 0,5% 0,0% 1,0% 0,6% 0,0% 0,7% 2,3%

С1.12. Mentoring

Base 134 208 665 222 67 647 71

Did not use 73,0% 69,3% 67,2% 73,5% 69,8% 68,3% 51,8%

Used for free 7,6% 5,9% 4,0% 2,7% 1,7% 5,9% 5,4%
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Survey questions and options of answers 

Type of enterprise by size Membership in BMO

Micro  
(up to 10 

employees)

Small  
(up to 50 

employees)

Medium-sized 
(up to 250 

employees)

Current 
BMO 

members 

Were BMO 
members

Never 
been BMO 
members

Hard to say/ 
Don’t know

Used on a paid basis 1,6% 1,6% 1,5% 1,7% 1,4% 1,5% 1,4%

Hard to say/ Don’t know 3,1% 4,2% 5,0% 4,7% 6,0% 4,2% 6,6%

I don't know what kind of service this is 15,1% 19,3% 22,4% 17,4% 21,1% 20,5% 34,8%

Note: Questions: C1.1.-C1.12.: Respondents could choose both “Used for free” and “Used on a paid basis”.

С2. Do you have a need in these services next year?

С2.1. Educational activities (trainings, seminars, courses)

Base 134 208 665 222 67 647 71

I don’t need such services 40,8% 31,6% 27,5% 15,1% 33,6% 36,3% 18,0%

I need such services 52,8% 60,6% 65,2% 77,1% 64,3% 57,1% 65,0%

I don't know whether I will use/ need such services 6,4% 7,8% 7,3% 7,8% 2,1% 6,6% 17,0%

С2.2. Professional development

Base 134 208 665 222 67 647 71

I don’t need such services 60,5% 40,4% 28,9% 21,5% 41,2% 41,3% 21,1%

I need such services 33,1% 49,5% 61,9% 72,3% 53,1% 49,0% 64,5%

I don't know whether I will use/ need such services 6,4% 10,1% 9,2% 6,2% 5,7% 9,7% 14,4%

С2.3. Consulting services (legal, tax, accounting, etc.)

Base 134 208 665 222 67 647 71

I don’t need such services 27,9% 21,3% 19,2% 12,0% 20,4% 24,0% 19,6%

I need such services 66,6% 69,2% 73,5% 81,6% 72,4% 69,3% 62,4%

I don't know whether I will use/ need such services 5,5% 9,5% 7,3% 6,4% 7,2% 6,7% 18,0%
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Survey questions and options of answers 

Type of enterprise by size Membership in BMO

Micro  
(up to 10 

employees)

Small  
(up to 50 

employees)

Medium-sized 
(up to 250 

employees)

Current 
BMO 

members 

Were BMO 
members

Never 
been BMO 
members

Hard to say/ 
Don’t know

С2.4. Industry consulting (innovations, technologies, digitalisation)

Base 129 204 655 219 66 637 66

I don’t need such services 60,3% 60,7% 42,9% 39,1% 59,1% 52,9% 31,4%

I need such services 27,7% 28,4% 40,7% 43,8% 33,2% 34,2% 37,6%

I don't know whether I will use/ need such services 12,0% 10,9% 16,4% 17,1% 7,7% 12,9% 31,0%

С2.5. Support in sustainable development

Base 126 201 638 215 65 621 64

I don’t need such services 70,4% 58,7% 53,7% 50,4% 55,9% 60,7% 43,5%

I need such services 21,0% 26,6% 27,8% 35,2% 30,6% 24,2% 17,4%

I don't know whether I will use/ need such services 8,6% 14,7% 18,5% 14,4% 13,5% 15,1% 39,1%

С2.6. Assistance in investment and financing attraction

Base 133 208 660 218 66 646 71

I don’t need such services 63,8% 54,2% 45,7% 41,0% 49,1% 54,4% 37,1%

I need such services 24,0% 34,1% 36,4% 43,7% 38,8% 32,1% 20,8%

I don't know whether I will use/ need such services 12,2% 11,7% 17,9% 15,3% 12,1% 13,5% 42,1%

С2.7. Voluntary certification (goods or services)

Base 132 207 661 222 67 640 71

I don’t need such services 72,2% 60,1% 46,7% 40,9% 59,0% 58,9% 29,5%

I need such services 21,6% 29,6% 39,9% 47,3% 34,9% 30,2% 45,3%

I don't know whether I will use/ need such services 6,2% 10,3% 13,4% 11,8% 6,1% 10,9% 25,2%

С2.8. Cooperation in buying groups or selling consortia (cost optimisation for goods and services, joint participation in big tenders, etc.)

Base 134 208 662 222 67 644 71

I don’t need such services 71,5% 62,5% 55,2% 45,6% 61,1% 63,3% 58,7%

I need such services 19,8% 24,1% 29,1% 37,5% 30,9% 23,4% 20,0%

I don't know whether I will use/ need such services 8,7% 13,4% 15,7% 16,9% 8,0% 13,3% 21,3%
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Survey questions and options of answers 

Type of enterprise by size Membership in BMO

Micro  
(up to 10 

employees)

Small  
(up to 50 

employees)

Medium-sized 
(up to 250 

employees)

Current 
BMO 

members 

Were BMO 
members

Never 
been BMO 
members

Hard to say/ 
Don’t know

С2.9. Assistance in entering new markets (regional or external)

Base 134 207 663 222 67 644 71

I don’t need such services 65,7% 48,9% 47,7% 38,5% 55,9% 56,1% 30,6%

I need such services 26,8% 36,2% 40,1% 49,5% 28,6% 33,7% 43,5%

I don't know whether I will use/ need such services 7,5% 14,9% 12,2% 12,0% 15,5% 10,2% 25,9%

С2.10. Information services (industry news, legal changes, business development services/ programmes provided by the state, etc.)

Base 134 208 661 223 67 644 69

I don’t need such services 38,1% 30,1% 23,8% 18,8% 30,7% 30,7% 15,7%

I need such services 50,8% 59,2% 68,1% 72,5% 62,3% 60,4% 70,7%

I don't know whether I will use/ need such services 11,1% 10,7% 8,1% 8,7% 7,0% 8,9% 13,6%

С2.11. Networking (business lunches, conferences, forums, meetings with the government representatives, etc.)

Base 134 208 657 221 67 642 69

I don’t need such services 55,1% 45,6% 39,6% 25,1% 48,9% 50,4% 25,4%

I need such services 33,8% 42,7% 44,5% 59,9% 35,1% 37,5% 42,9%

I don't know whether I will use/ need such services 11,1% 11,7% 15,9% 15,0% 16,0% 12,1% 31,7%

С2.12. Mentoring

Base 114 168 515 184 52 515 46

I don’t need such services 74,9% 75,4% 69,1% 71,4% 72,5% 73,0% 50,4%

I need such services 15,8% 12,5% 14,4% 15,6% 13,3% 14,1% 11,0%

I don't know whether I will use/ need such services 9,3% 12,1% 16,5% 13,0% 14,2% 12,9% 38,6%

Note: Questions C2.1.-C2.12.: All respondents except those who answered “I don’t know what kind of service this is” to the correspondent question from “С1. Which of these services did you use on the free 
of charge or paid basis over the last two years?”
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Survey questions and options of answers 

Type of enterprise by size Membership in BMO

Micro  
(up to 10 

employees)

Small  
(up to 50 

employees)

Medium-sized 
(up to 250 

employees)

Current 
BMO 

members 

Were BMO 
members

Never 
been BMO 
members

Hard to say/ 
Don’t know

C3. Do you know anything about the following UN guidance documents for business?

С3.1. UN Guiding Principles on Business and Human Rights

Base 134 208 665 222 67 647 71

Yes 14,4% 19,4% 18,5% 27,0% 21,9% 15,3% 12,1%

No 78,8% 73,4% 74,9% 65,6% 69,4% 78,1% 83,7%

Hard to say/ Don’t know 6,8% 7,2% 6,6% 7,4% 8,7% 6,6% 4,2%

С3.2. Sustainable Development Goals

Base 134 208 665 222 67 647 71

Yes 11,8% 18,6% 15,9% 26,0% 21,4% 12,0% 15,2%

No 80,8% 74,4% 77,7% 65,8% 71,3% 81,6% 81,1%

Hard to say/ Don’t know 7,4% 7,0% 6,4% 8,2% 7,3% 6,4% 3,7%

С4. Do you plan to update the policies of your enterprise in line with these guidance documents in the nearest future?

Base 27 48 151 73 18 121 14

Yes 32,1% 40,6% 45,7% 52,7% 37,8% 40,6% 18,6%

No 42,5% 27,7% 23,8% 22,8% 32,7% 29,8% 14,8%

Hard to say/ Don’t know 25,4% 31,7% 30,5% 24,5% 29,5% 29,6% 66,6%

Note: Respondents who answered “Yes” to the question “C3.1. UN Guiding Principles on Business and Human Rights” and/ or “С3.2. Sustainable Development Goals”
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ANNEX III. ADDITIONAL INFORMATION

Table 6. Number of MSMEs and IEs by major sectors in 2020 (units)

 Sector Medium-sized Small Micro IEs

Agriculture 2,134 5,240 42,042 23 916

Industry 4,918 9,566 33 079 78,531

Construction 921 4,942 25,756 25,293

Retail and wholesale trade; vehicle repair 3,120 10,762 84,327 727 760

Transport and logistics 1,112 3,011 13,433 80,723

HoReCa 242 1,127 6,327 64 051

Information and telecommunications 348 1,786 13 912 218,134

Financial and insurance services 303 563 3,219 6,057

Real estate operations 372 2,683 33,741 59,011

Professional, scientific, and technical services 563 2,378 26 862 110 564

Administrative and support services 832 2,962 15 041 34 898

Education 48 394 2,299 13 992

Healthcare and social services 2550 1,813 3,043 30,176

Arts, sports, entertainment, and recreation 100 305 1,928 13 439

Other services 39 305 2,862 113,210

Source: State Statistics Service of Ukraine (2020). Number of active entities of large, medium, small and micro-entrepreneurship by type of economic activity in 2010-2020.
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Medium-sized

Small

Micro

IEs

Chart 23. 

Shares of MSMEs  
and IEs by major 
sectors in 2020

(percentage)

Source: State Statistics Service of Ukraine (2020). Number of active entities of large, medium, small and micro-entrepreneurship by type of economic activity in 2010-2020. 
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Medium-sized

Small

Micro

IEs

Chart 24. 

Shares of MSMEs and 
IEs in the number of 
employed by major 
sectors in 2020

(percentage)

Note: Some of the major economic sector data is confidential and not available from open sources.

Source: 1. State Statistics Service of Ukraine (2020). Number of persons employed of entities of large, medium, small and micro-entrepreneurship by type of economic activity in 2010-2020.  
2. State Statistics Service of Ukraine (2020). Number of persons employed of business entities by type of economic activity in 2010-2020. 3. State Statistics Service of Ukraine (2020). Number 
of persons employed of enterprises by type of economic activity with a breakdown by larqe, medium, small and microenterprises in 2010-2020.
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ANNEX IV. SUMMARY INFORMATION ABOUT SELECTED INTERNATIONAL BMOS

CONSTRUCTION

BMO Membership 
base Membership structure and fees Key membership services  

(free of charge) Key chargeable services and other benefits

USA

Associated General 
Contractors of America 
(AGC)

National industry 
association

Website:

https://www.agc.org/

27,000  � Membership fees vary depending on the state 
and membership type (general contractor, 
specialty contractor, supplier of materials or 
services) also differs between the regions. For 
example, let’s consider AGC Houston

 � General contractor and specialty contractor – 
annual fee depends on turnover:

• If up to US$ 2mln – annual fee is US$ 1,500

• If from US$ 2mln up to US$ 5mln – annual 
fee is US$ 2,500, and

• If from US$ 5mln up to US$ 10mln – annual 
fee is US$ 5,000 for general contractor and 
US$ 3,500 for specialty contractor

 � Associate (professional firm, supplier, 
government entity) –annual fee is fixed  
at US$ 1,500

 � Advocacy

 � Newsletter on legislative 
topics affecting the 
construction industry

 � The AGC annual convention provides 
contractors with the opportunity to gain 
business-critical insights into the issues 
most affecting their operations. AGC brings 
together experts from across the industry 
to share their knowledge and help prepare 
contractors to meet the challenges of today 
(and tomorrow). More than 15 education 
breakout sessions covering a variety of key 
industry topics such as: Contractor Financial 
Management, Business Development

 � Management conferences, e.g. Construction 
Financial Management Conference 
covering a range of topics, from tax, 
accounting, cyber risk, and financial fraud to 
environmental and social governance

 � Partner discounts, e.g. ConsensusDocs, a 
platform that stores documents online

Construction Association of 
Michigan (CAM)

Regional industry 
association

2,000  � Virtual Planroom access fee is not disclosed  � Construction Buyers Guide, 
the most widely used 
directory in the construction 
industry. Over 6,000 copies 
are distributed annually.

 � Networking events, e.g. Fall Protection in 
Construction

 � CAMTEC: classes in Construction 
Management, Contract Law, and Safety & 
Health.

https://www.agc.org/


Outlook Study for Ukraine on advancement of Business Membership Organizations  
and Business Development Services

153

BMO Membership 
base Membership structure and fees Key membership services  

(free of charge) Key chargeable services and other benefits

Website:

https://www.asaonline.com/

 � Virtual Planroom access fee is not disclosed  � CAM Magazine  � Advertising in CAM Magazine

 � CAMComp: Workers compensation 
insurance

 � Virtual Planroom: Accurate and up-to-date 
information on state-wide projects.

United Kingdom

British Constructional 
Steelwork Association 
(BCSA)

National industry 
association

Website:

www.steelconstruction.org

200  � Information on annual fees is not disclosed

 � Steelwork Contractor Buildings (89 members)

 � Steelwork Contractor Bridgeworks (41 members)

 � Industry: companies involved in the direct 
supply to all or some members of components, 
materials or products (62 members)

 � Corporate: clients, professional offices, edu-
cational establishments etc which support the 
development of national specifications, quality, 
fabrication and erection techniques, overall in-
dustry efficiency and good practice (10 members)

 � Professional advice on 
technical, legal, contractual, 
Health & Safety issues

 � Advocacy on national and 
international level

 � Access to member 
directory: On-line directory 
listing for your company

 � Industry & market updates

 � Legal resources, e.g. 
annotated contracts

 � Training, e.g. CRAFT Certificate 
Scheme, industry approved alternative 
apprenticeship training scheme developed 
by BCSA

 � Networking events, e.g. National Steelwork 
Contractor Group Meeting

Engineering Construction 
Industry Association

National industry 
association

Website:

https://www.ecia.co.uk/

300  � General member – annual fee c. GBP 2,500 
(US$ 3,500)

 � Major contractor and managing contractor – 
annual fee c. GBP 9,800 (US$ 13,720)

 � Associates – annual fee c. GBP 370 (US$ 520)

 � Access to Members  
Directory

 � Advice on the following is-
sues: employment, industri-
al relations, legislation, etc.

 � Support from Regional Man-
ager in the form of detailed 
knowledge of their own 
area, projects 

 � Head Office support in the 
form of access to an exten-
sive library of key industrial 
publications

 � Advocacy

 � Training, e.g. National Agreement for the 
Engineering Construction Industry (NAECI) 
Employment Relations Awareness

https://www.asaonline.com/
http://www.steelconstruction.org
https://www.ecia.co.uk/


Outlook Study for Ukraine on advancement of Business Membership Organizations  
and Business Development Services

154

BMO Membership 
base Membership structure and fees Key membership services  

(free of charge) Key chargeable services and other benefits

The Construction 
Employers Federation 
(CEF)

National industry 
association

Website:

https://www.cefni.co.uk/

800  � The information on membership types and 
annual fees is not disclosed

 � Advocacy

 � Free legal hotline

 � Employment support: legal 
& informational

 � Tax updates

 � Free advice to members 
on legal environmental 
queries and updates to an 
Environmental Law Register

 � Weekly news update

 � Discounts on partners’ services, e.g. 
Workpal, online management system

 � Discounted insurance package from Willis 
Towers Watson

 � Education: courses, seminars and other 
events aimed at both managers and 
construction professionals

Canada

British Columbia 
Construction Association 
(BCCA)

Regional industry 
association

Website:

https://bccassn.com

500  � Industry (generals, trades and manufacturer & 
supplier) – annual fee depends on turnover and 
location (e.g., for Southern Region):
• For turnover under CAD 1mln (US$ 800,000) 

– an annual fee is CAD 1,304 (US$ 1,043)
• For turnover from CAD 1mln (US$ 800,000) 

to CAD 2mln (US$ 1.6mln) – an annual fee is 
CAD 1,437 (US$ 1,150)

• For turnover from CAD 2mln (US$ 1.6mln) 
to CAD 5mln (US$ 4mln) – an annual fee is 
CAD 1,437 (US$ 1,312)

• For turnover from CAD 5mln (US$ 4mln) to 
CAD 10mln (US$ 8mln) an annual fee is CAD 
2,000 (US$ 1,600)

• For turnover of over CAD 10mln (US$ 8mln) 
an annual fee is CAD 2,200 (US$ 1,760)

 � Professional and associate – annual fee is CAD 
581 (US$ 465)

 � Advocacy

 � Reports, e.g. Construction 
& Maintenance Looking 
Forward 2021

 � Industry surveys

 � Industry statistics

 � Skilled Trades Employment 
Program (STEP): from 
screening and assessment 
to training and supplies. 
STEP quickly finds 
and prepares the right 
candidates for skilled trades 
jobs and apprenticeships.

 � BCCA-IN supports workforce development 
in Canada’s construction industry by 
providing pre-settlement and career 
coaching services for highly skilled 
newcomers approved for immigration. 
The program is funded by Immigration, 
Refugees and Citizenship Canada (IRCC) to 
2023.

 � BidCentral is BC’s largest and most trusted 
online construction bidding marketplace, 
providing a centralized solution and quality 
service for all ICI construction projects in 
British Columbia for over 20 years

https://www.cefni.co.uk/


Outlook Study for Ukraine on advancement of Business Membership Organizations  
and Business Development Services

155

BMO Membership 
base Membership structure and fees Key membership services  

(free of charge) Key chargeable services and other benefits

Canadian Roofing 
Contractors Association 
(CRCA)

National industry 
association

Website:

https://roofingcanada.com/

340  � Active members (roofing contractors-members 
of provincial associations) – annual fee varies by 
province and is not disclosed

 � Active-at-large (roofing contractors without 
membership in provincial associations) and 
associate (manufacturers and suppliers) – 
annual fee depends on turnover:

• If under CAD 1mln (US$ 800 000) – annual 
fee is CAD 1,288 (US$ 1 030)

• If from CAD 1mln (US$ 800 000) to  
CAD 5mln (US$ 4mln) – an annual fee is  
CAD 1 724 (US$ 1 380) 

• If from CAD 5mln (US$ 4mln) to CAD 10mln 
(US$ 8mln) – an annual fee is CAD 2,638 
(US$ 1,380)

• If over CAD 10mln (US$ 8mln) – an annual 
fee is CAD 3,366 (US$ 2,690)

 � Industry (engineers and consultants) – annual 
membership fee is CAD 300 (US$ 240)

 � International companies (operating in the 
roofing industry) – annual membership fee is 
CAD 750 (US$ 600)

 � 70% of the association’s annual turnover comes 
from membership fees

 � Advocacy on national and 
international level

 � CRCA supports local 
roofers, designers, 
specifiers, and others 
with exceptional technical 
support. This includes 
phone support as well as 
bulletins, standards and 
manuals

 � Newsletters

 � Magazine on best practices 
in business

 � Networking events, e.g. CRCA Annual 
Conference

 � Advertising in the Roofing Canada 
Magazine

The Canadian Electrical 
Contractors Association

National industry 
association

Website:

https://roofingcanada.com/

8,000  � General membership only

 � Annual fee is CAD 150 (US$ 120)

 � Industry news update

 � Advocacy in cooperation 
with National Trade 
Contractors Coalition of 
Canada

 � Insights into electrical code 
and standard development

 � Education, e.g. Construction Electrical 
Estimating (CEE) Course

 � Publications, e.g. Manual of Labor Units. It 
provides an experience-based reference 
for estimating the electrical construction 
labor required to install typical electrical and 
communications systems.

https://roofingcanada.com/
https://roofingcanada.com/
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Sweden

Association of Swedish 
Engineering Industries 
(Teknikföretagen)

National industry and 
employer association

Website:

www.teknikforetagen.se

4,200  � Offers two types of memberships: (i) general 
membership and (ii) service agreement, which 
does not include a full scope of services (does 
not include collective agreement, work permits 
support, pension & insurance solutions). 

 � Membership and service agreement fees 
depend on the number of employees and 
total annual salary of all employees. e.g. for a 
company with 10 employees and annual salary 
expense of SEK 4.85mln (US$ 560,000 which is 
based on the average salary in Sweden of US$ 
4,700) indicative fees are as follows: 

• Membership fee: SEK 10,640 (c. US$ 1,237)

• Service agreement: SEK 15,000  
(c. US$ 1,745)

 � For a company with 100 employees and annual 
salary expense of SEK 48.5mln (US$ 5.6mln 
which is based on the average salary in Sweden 
of US$ 4,700) indicative fees are as follows: 

• Membership fee: SEK 105,360 
(c. US$ 12,251)

• Service agreement: SEK 60,000  
(c. US$ 6,977)

 � Advocacy: influencing economic 
policy issues, in both Sweden 
and the EU, aiming to promote 
innovation and business 
development

 � Advice on employer issues; 
hotline in labour law issues

 � Support in work environment 
issues

 � Legal advice

 � Work permits support: arranging 
work permits in 10 days

 � Customising collective 
agreements with unions

 � Cost effective pension and 
insurance solutions: collectively 
agreed solutions

 � Courses in labour law, work 
environment and business law 
as well as seminars on important 
business policy issues (can be 
customised to the company needs)

 � Standard agreement Premium is a 
subscription service which opens 
access to most standard commercial 
agreements. It is available for non-
members

http://www.teknikforetagen.se
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TEKO (textile)

National industry and 
employer association

Website:

https://www.teko.se/

310  � Employer membership (base – total salary 
costs) includes employer fee, industry 
membership fee and fee to the Confederation 
of Swedish Enterprise:

• for companies with up to 249 employees 
– 0.13% of the salary costs plus SEK 1,000 
(US$ 114) plus 0.09% of the salary minus a 
basic deduction of SEK 0,5 mln 

• For companies with more than 250 
employees – the fee is individually 
calculated

 � Industry membership (base – number of 
employees):

• 0 - 9 employees: SEK 1,000 (US$ 114)

• 10 - 49 employees: SEK 5,000 (US$ 572)

• 50 - 249 employees: SEK 10,000 (US$ 1,145)

• 250+ employees: SEK 15,000 (US$ 1,717) 

All membership benefits:

 � Access to member-protected 
material such as agreements, 
member mailings, manuals

 � Advice in business law issues, 
customs rules, rules of origin, 
exports, imports and other trade 
issues, product requirements and 
the environment.

 � Support in environmental issues 
(Sustainability Guide)

Employer membership only:

 � Advice on employer issues; 
hotline regarding matters on 
employment law, contract issues 
and more

 � The right to use GINETEX 
symbols, care labelling symbols 
and care instructions under the 
ISO 3758 standard.

 � Free support in labour law 
disputes with individuals and trade 
union counterparts in local and 
central negotiations and in court

 � Education: courses, training and 
seminars in areas such as law 
and agreements, wage formation, 
wage administration and labour 
law

All membership benefits:

 � TEKO Plus: Discounts for 
consumables, mobile subscriptions, 
fuel, hotels, insurance

 � Preferential logistics terms: due 
to large-scale benefits of TEKO, 
framework agreements have 
been successfully procured with 
a number of logistics companies; 
TEKOLOGISTIK is run by TEKO’s 
partner Greenway Logistics AB

 � Advice on chemicals, environmental 
issues, social sustainability and 
materials (Sustainability Guide)

 � Legal support: created Intellectual 
Property Handbook and collected 
other material that may be 
interesting in the field of intellectual 
property law; for legal advice, TEKO 
has a collaboration agreement with 
Time Danowsky Advokatbyrå in 
Stockholm

https://www.teko.se/
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The Scandinavian 
Automotive Supplier 
Association (FKG)

National industry 
association

Website:

https://fkg.se/

350 General membership fee:

 � Based on annual turnover:
• If less than SEK 5mln per year (US$ 580 

thousand), annual fee is SEK 6,410 (US$ 750)
• If SEK 5-20mln per year (US$ 580 

thousands – US$ 2.32mln), annual fee is 
SEK 19,240 (US$ 2,240)

• If above SEK 20m per year (US$ 2.32mln), 
annual fee is SEK 25,650 (US$ 3,000)

 � In addition, a variable fee amounting to 0,0012% 
of the turnover of the automotive industry in 
Sweden is applied

 � The maximum fee in total is set to SEK 79,500 
per year (US$ 9,240).

 � Associate (Do not have a Swedish organisation 
number. Applies for a globally active company 
and a directly or indirectly operative with 
deliveries to the Swedish automotive industry. 
Associated members do not own the right to 
vote in the general assembling):

• Annual fee: SEK 10,600 (US$ 1,230)

 � Advocacy

 � Networking events, e.g. «The 
Woman in the Supplier Industry»

 � Industry information, reports, 
newsletters and magazine

 � Funding support: members have 
a right to apply for funds from FFI, 
vehicle research and innovation 
programme, and FKG will help 
through the process - From idea 
to application.

 � Legal assistance from Sweden’s 
leading commercial law firm, 
Setterwalls Advokatbyrå.  
(30 min free)

Germany

VDMA (mechanical 
engineering)

National industry 
association

Website:

https://www.vdma.org/en/

3,300  � Only general membership, which depends on 
the turnover:

• Minimum EUR 2,000 (US$ 2,320)

• For companies with turnover of up to EUR 
81mln (US$ 94mln) – 0.8% of turnover.

• For companies with turnover from EUR 
81mln (US$ 94mln) to EUR 244mln  
(US$ 283mln) – 0.6% of turnover.

 � Research on nine various areas 
including Innovation & Transfer 
networks, Corporate Foresight & 
Innovations Management, etc.

 � Advocacy

 � Education: courses for specialists 
and managers in mechanical 
engineering

 � Conferences, e.g., VDMA Marketing 
Conference

 � Seminars for specialists and 
executives in mechanical 
engineering

 � Consulting, e.g., digital sales 
processes in mechanical 
engineering

https://fkg.se/
https://www.vdma.org/en/
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• For companies with turnover from EUR 
244mln (US$ 283mln) to EUR 410mln  
(US$ 476mln) – 0.4% of turnover.

• For companies with turnover from EUR 
410mln (US$ 476mln) to EUR 818mln  
(US$ 950mln) – 0.2% of turnover.

 � Magazine: insights outside 
the box on the mechanical 
engineering industry

 � Trade fairs, e.g., German joint 
stand at PAP-FOR 2021 which is a 
business platform for professional 
dialogue, solution presentation and 
contracting in the pulp and paper, 
forestry, converting, packaging and 
hygiene paper industries

ZVEI (German Electrical 
and Electronic 
Manufacturers’ Association)

National industry 
association

Website:

https://www.zvei.org/en/

1,600  � The ZVEI fee is based on the previous year’s 
turnover of the member. It is calculated as a 
tiered tariff. A minimum contribution is made up 
to a turnover of EUR 2.5mln (US$ 2.9mln).

 � The exact fee amounts and membership types 
are not disclosed.

 � Statistics on over 100 individual 
indicators on sales and unit 
numbers of product groups in 
individual market segments of the 
electrical industry

 � Free publications: brochures, 
flyers, leaflets and other materials 
on the topics of the association 
and its industry

 � In-house training
 � Paid publications: guidelines, infor-

mation sheets and roadmaps on the 
topics of automation, automotive, 
electronic components, lighting, law 
and security.

 � Event management support, if a 
company wants to organise an 
event

 � Networking events, e.g., Metering 
days, a networking event on meas-
uring systems

Sheet Metal Forming 
Industry Association 
(Industrieverband 
Blechumformung)

National industry 
association

Website:

https://www.
industrieverband-
blechumformung.de/en/

240  � Not disclosed  � Legal, quality management, 
technology update

 � Online seminars, e.g., a seminar 
on levels of value chain as well 
as present and future drive 
technologies

 � Networking events

 � Advocacy for better framework 
conditions and fair design of the 
supply chain

 � Preferential terms for “onepower” 
purchasing pool. The onepower pur-
chasing pool is a service provided 
by byNIRO GmbH. The purchasing 
community aims to give compa-
nies in Germany the opportunity 
to achieve savings through price 
reductions, to optimize purchasing 
processes and thus to gain creative 
leeway. A turnover of EUR 35 million 
realised through onepower with 
around 40 framework agreements 
and over 200 companies evidenc-
es the high level of engagement 
among members.

https://www.zvei.org/en/
https://www.industrieverband-blechumformung.de/en/
https://www.industrieverband-blechumformung.de/en/
https://www.industrieverband-blechumformung.de/en/
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Canada

Canadian Manufacturers & 
Exporters

National industry 
association

Website:

https://cme-mec.ca/

2,500  � Not disclosed

 � Budget structure (comments)

 � Revenue (2019): CAD 31mln (US$ 24.8mln)

 � There are 4 revenue generating streams:

• Programs and events revenue – 86.5%

• Membership fees – 9.2%

• Sponsorship revenue – 3.3%

• Other revenue – 1%

 � Revenue (2020): CAD 14.7mln (US$ 11.76mln)

 � The revenue has decreased for multiple 
reasons. Firstly, the completion of Ontario 
SMART Green Program, a program designed 
to provide Ontario manufacturers with funding 
for investments in technology and process 
improvements that reduce greenhouse gas 
emissions. Secondly, major events had to be 
either cancelled or postponed due to COVID-19 
pandemic. Since, programs and events revenue 
is the largest component of revenue, it has 
decreased by more than a half.

 � Advocacy

 � Recruitment aid: student ‘open 
door’ tours

 � Technology support programs, 
e.g. CME SMART program, a 
funding program to support 
technology adoption

 � Lean training: aims to help 
manufacturers across the country 
to improve their operations, their 
competitiveness and their bottom 
line

 � Peer council: executives and senior 
managers are brought together to 
exchange information, ideas, and 
insights. Members meet regularly 
in facilitated peer groups of 8 to 
10 individuals from non-competing 
companies

 � Technology adoption, e.g. The 
Technology Assessment Program 
which connects SME Manufacturers 
in British Columbia with LEAN 
Facilitators to get customized 
Technology Assessments. CME’s 
LEAN Facilitators work on-site with 
companies to create customised 
plans on how to improve their 
productivity by capitalizing on 
existing assets and guiding their 
teams in implementation of the 
latest advanced manufacturing 
technologies including hardware, 
software and cloud computing

 � Events, e.g. CME trade mission 
to global manufacturing and 
industrialisation summit

https://cme-mec.ca/
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 � Health & Safety services, e.g. 
CME Newfoundland initiative, 
Made Safe NL is a sector-based 
safety organization, committed 
to promoting and protecting the 
health and safety of employees and 
employers in the manufacturing 
and processing sectors throughout 
Newfoundland and Labrador. Made 
Safe NL offers training, access to 
events and resources, consulting 
and certification

National Marine 
Manufacturers Association 
(NMMA)

National industry 
association

Website:

https://www.nmma.org

1,400  � Marine Accessories & Components Division 
(largest membership division – 600 members):

• annual fee depends on turnover in North 
America

• e.g. for a company with a turnover below 
CAD 2.5mln (US$ 2mln), an annual fee 
amounts to CAD 2,000 (US$ 1,610)

• for a company with a turnover from CAD 
2.5mln (US$ 2mln) to CAD 5mln (US$ 4mln), 
an annual fee amounts to CAD 2,600  
(US$ 2,080)

 � Boat Manufacturer: annual fee depends on 
turnover in North America

• e.g. for a company with a turnover below 
CAD 2.5mln (US$ 2mln), an annual fee 
amounts to CAD 1,120 (US$ 896)

• for a company with a turnover from CAD 
2.5mln (US$ 2mln) to CAD 5mln (US$ 4mln), 
an annual fee amounts to CAD 1,480 
(US$ 1,184)

 � Business intelligence publications 
including the U.S. Recreational 
Boating Statistical Abstract, the 
industry’s most comprehensive 
summary of boating statistics 
which retails for US$ 4,199

 � Advocacy with members of 
Congress addressing the ever-
changing challenges impacting 
marine manufacturers and 
consumers

 � B2B member directory: a 
marketplace connecting buyers 
and suppliers, with member-only 
access to lead sales contacts 
in order to promote products 
and services and raise brand 
recognition with a highly targeted 
audience of marine industry 
leaders and stakeholders, offering 
multiple advertising options.

 � Booth space discounts between 5% 
and 20% at selected boat shows 
organised by third parties

 � Up to 40% discount for UPS 
Shipping services

 � Avis & Budget preferential terms 
and discounts for car rental

 � 20% member discount on 
advertising opportunities (online, 
events, etc.)

https://www.nmma.org
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 � Engine Manufacturer: fees are the same as for 
Boat Manufacturers

 � Associate Member’s annual fee – CAD 995 
(US$ 800)

 � Dealer / Retailer Member’s annual fee – CAD 
995 (US$ 800) annual fee

 � Distributor Member’s annual fee – CAD 995 
(US$ 800) 

 � Finance Member’s annual fee – CAD 3,000 
(US$ 2,420) 

Excellence in 
Manufacturing Consortium 
(EMC)

National industry 
association

Website:

www.emccanada.org

13,000  � Regular membership fee: CAD 1,200 (US$ 900)

 � Non-consortium regions: CAD 950 (US$ 713)

 � Salary survey among Canadian 
manufacturers in collaboration 
with Plant magazine

 � Opportunity alerts: The 
Opportunity Alert Forum is 
a service provided by EMC 
for manufacturers to engage 
in business-to-business 
opportunities with EMC members, 
industry stakeholders and the 
manufacturing public

 � Lean training, e.g. Lean 
Management System Program

 � Rebate program for Health & 
Safety. It involves training. Upon 
completion, the results are 
reviewed, if positive, can earn 
rebates and other non-financial 
rewards

 � Preferential energy pricing terms

 � Preferential terms for life benefits: 
Life Insurance, Critical Illness, AD&D, 
LTD, Drugs, Healthcare, Dental, 
Pension & RRSP options

 � Preferential terms for home & auto 
insurance

 � Cybersecurity service

 � HR support, employment insurance

http://www.emccanada.org
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USA

Ohia Trucking Association 

Regional industry 
association

Website:

www.ohiotrucking.org

812  � Information not disclosed  � Advocacy initiatives: 
Distracted Driving as a 
Primary Offense, Tax Credit 
for Driver Training, Fuel Tax 
Parity between diesel & 
gasoline

 � Member-exclusive 
newsletter

 � Annual conference: covering such 
topics as leadership, employee 
compensation, crisis communication as 
well as panel discussion

 � Discounts for industry related 
purchasing materials: fuel, tires, parts 
etc.

 � Education. seminars and workshops 
on safety, maintenance and regulatory 
information; monthly director meetings 
on driver hiring and training, workers 
compensation, accident prevention, etc.

MHI (Material Handling)

National industry 
association

Website:

https://www.mhi.org/

c. 800  � Only regular membership:

• Annual fee – US$ 2,750

 � Member microsite: members 
can showcase services on 
the website hosted by MHI

 � Information: newsletter, 
magazine

 � Access to market 
intelligence: Prestige 
Economics, Oxford 
Economics, Trendhunter

 � Webinars on marketing, 
sales, leading tech trends 
and workforce issues

 � Reports: Annual Industry 
Report, Material Handling & 
Logistics Roadmap, Handling 
the US Economy.

 � Booth space discounts for two top 100 
trade shows: ProMat and MODEX

 � Industry Leadership Program: 14-week 
program to develop leaders within 
companies and industry: weekly real-
time learning; networking; assessment; 
mentoring & coaching; online resources

 � Warehousing Education & Research 
Council (WERC): networking; education; 
Annual Conference; research; facility 
assessment; certification

http://www.ohiotrucking.org
https://www.mhi.org/
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American Trucking 
Association (ATA)

National industry 
association

Website:

https://www.trucking.org/

37,000  � For-Hire Motor Carriers: fees are determined 
based on the last four quarters gross trucking 
revenue, excluding fuel surcharges and revenue 
from activities other than trucking.

• e.g., revenue US$ 0 – US$ 530

• Revenue US$ 5 mln – US$ 2,333

 � Private Carriers: Fees are based on fleet size, 
including owned and leased vehicles, e.g., up 
to 10 - US$ 542, between 11 and 20 - US$ 1,159, 
etc, reaching US$ 5,768 for the fleet of up to 250 
vehicles

 � Allied Companies:

• Fees are based on revenue from all U.S. 
commercial trucking-related activities

• e.g. is US$ 3,273, if revenue is up to US$ 5 mln

 � Shippers:

• Fees are based on gross revenue

• e.g. US$ 5,305, if revenue is up to US$ 5 mln

 � Member Directories for every 
membership type: listing of 
ATA members that provide 
products and services to the 
trucking industry.

 � Newsletter

 � Advocacy: ATA diligently 
educates and guides 
policymakers about the 
essential role that trucking 
plays in the economy

 � Preferential terms and discounts for 
cybersecurity service, outsource 
student recruiting, trucks rental, energy 
costs

 � Conferences (free for members & 
$1,000 for non-members):

• Agricultural and Food Transporters

• Automobile Carriers

• Government Freight Carriers

• Intermodal Motor Carriers

• Moving and Storage

 � Networking events

 � Conferences on the following topics: 
policy discussions, educational 
sessions, interactive exhibits, 
developments in tax, accounting, 
insurance, technology, legal & 
economic matters. For example, 
National Accounting & Finance Council 
(NAFC) annual Conference & Exhibition

Germany

Federal Logistics 
Association 
(Bundesvereinigung 
Logistik, BVL)

National industry 
association

Website:

https://www.bvl.de/

384  � Fees are based on number of employees:

• EUR 300 (US$ 348), if 1-50 employees 

• EUR 500 (US$ 580), if 51-250 employees

• EUR 800 (US$ 928), if more than 250 
employees 

 � Networking events: more 
than 40 regional, national 
and international groups and 
free, preferred terms on 300 
regional events annually

 � Newsletter

 � Discounts for paid events, e.g., German 
Logistics Congress

 � Seminar discounts: group seminars, 
certificate courses, individual company 
courses

 � Discounts on BVL studies and 
publications

https://www.trucking.org/
https://www.bvl.de/
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 � Access to media libraries, 
e.g., Trends & Strategies 
2020; Sustainability in 
logistics & supply chain 
management

 � Access to online platforms 
which allow access to the 
libraries offline. Free offers 
from Google Drive and 
Wetransfer

Federal Association of 
Economy, Transport and 
Logistics (Bundesverband 
Wirtschaft, Verkehr und 
Logistik)

National industry 
association

Website:

https://www.bwvl.de/

1,200  � Information not disclosed  � Information: association 
reports, news articles

 � Legal updates. Industry-
specific laws, ordinances, 
guidelines and terms and 
conditions

 � Toll service: payment term of 
50 days, no bank guarantee 
required, transparent billing, 
support with complaints

 � Access to studies and 
statistics on the structure 
and performance of the road 
freight transport sector

Federal Association of 
Courier Express Post 
Services (Bundesverband 
der Kurier-Express-Post-
Dienste, BdKEP)

Not 
disclosed

Full membership: 

 � Membership fees depend on annual turnover, e.g.:

• EUR 480 (US$ 557), if annual turnover is up to 
EUR 1mln (US$ 1.16mln) 

 � Advocacy. BdKEP advocates 
for the non-discriminatory 
access of small and medium-
sized courier, express and 
postal companies to the 
increasingly networked and 
digitalized markets. 

 � Preferential terms and discounted 
prices for vehicles and vehicle-related 
services, e.g., rental. 

 � Discounts for hardware, e.g., GPS 
location system TrackPilot. 

https://www.bwvl.de/
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National industry 
association

Website:

https://bdkep.de/

• EUR 700 (US$ 1,090), if annual turnover  
is from EUR 1mln (US$ 1.16mln) to EUR 2.5mln 
(US$ 2.9mln) 

• EUR 940 (US$ 1,090), if annual turnover 
is from EUR 2.5mln (US$ 2.9mln) to EUR 5mln 
(US$ 5.8mln) 

 � Also, the association 
promotes the establishment 
of open standards such 
as service-independent 
consignment numbers, 
standardized labels and data 
exchange formats

 � Discounts for software, e.g., transport 
management system, eCourier

 � Discounts on certification for medicine 
transportation and social responsibility. 
The certification is performed by DQS, 
audit company, and BdKEP.

United Kingdom

United Kingdom 
Warehousing Association 
(UKWA)

National industry 
association

Website:

https://www.ukwa.org.uk/

800  � Full member: GBP 570 – GBP 1,620 (US$ 790 – 
US$ 2235)

 � Associate member: GBP 72 – GBP 330 (US$ 100 
– US$ 455) 

 � Advocacy

 � Industry reports sharing 
best practice and trends in 
logistics & warehousing

 � Conditions of contract 
template

 � Training & education, e.g. UKWA 
Certificates of Professional 
Competence which are developed and 
delivered by UKWA in cooperation with 
the Logistics Learning Alliance (LLA)

 � Preferential terms for legal services

 � Preferential terms for insurance

 � Preferential terms for healthcare, HR 
services, forklift training

Logistics UK

National industry 
association

Website:

https://logistics.org.uk/

18,000  � Average fee: GBP 250 (US$ 345) per year, based 
on annual membership fee revenue (2020) of GBP 
4.5mln (US$ 6.2mln) and number of members

 � Advocacy

 � Logistics Digital Magazine

 � Member Advice Centre: 
expert advice and answers 
on legal and operational 
questions from drivers’ hours 
and working time through 
to vehicle maintenance 
standards and current 
legislation

 � Logistics training, e.g. Introduction to 
Dangerous Goods by Air, Road and 
Sea course

 � Preferential terms for Vehicle 
Inspection Service performed by 
Logistics UK

 � Logistics merchandise, e.g. tachograph 
rolls, AA Highway Code, stickers etc.

 � Tachograph service: support in 
managing and improving compliance 
with drivers’ hours and tachograph 
regulations, offering tailored solutions 
to suit company’s size, operational 
processes and individual need

https://bdkep.de/
https://www.ukwa.org.uk/
https://logistics.org.uk/
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 � Driver recruitment application: enables 
booking temporary drivers in one place 
and for the daily rate of choice

 � Audits to ensure systems’ and 
processes’ legal compliance, safety 
and efficiency against good practice 
within the sector

 � Penalty charge notice administration 
service

British Road Haulage 
Association (RHA)

National industry 
association

Website:

https://www.rha.uk.net/

7,450  � Individual membership – GBP 100 + VAT  
(US$ 160). Services included:
• Policy and campaigning information
• Electronic Communications/updates
• Electronic copy of the Operators’ Handbook
• Use of RHA ‘Individual’ logo
• Roadway magazine delivered monthly.
• Discounted rates with RHA events and services
• Access to the RHA Benevolent Fund
• Option to pay by Direct Debit.
• Access to members only section of the website
• Access to annual cost movement survey, pay 

survey, operator cost tables and weekly fuel 
price information

 � Professional membership – GBP 250 + VAT  
(US$ 400)
• RHA Helpdesk (employment advice excluded)
• CPD qualifying member briefings
• Access to members only section of the website
• Access to annual cost movement survey, pay 

survey, operator cost tables and weekly fuel 
price information.

 � Advocacy: active in 
campaigns and lobby on 
issues that affect the haulage 
industry

 � Helpdesk: free advice 
exclusively to RHA members

 � Intelligence and insight: fuel 
survey, pay survey and costs 
movement survey

 � Education & training, e.g. Manager 
certificate of professional competence 
refresher course

 � Compliance services, e.g. Coach 
Operators License Compliance Audit 
which is designed to measure the 
performance of members’ systems 
against the best practice measures 
applied to the industry.

 � Vehicle inspection services

 � Automated tachograph analysis report 
system

https://www.rha.uk.net/
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• Policy and campaigning information
• Member rates for RHA events and services
• Electronic communications/updates
• Option to pay by Direct Debit.
• Personal Operators Handbook and electronic 

updateable copy
• Use of RHA ‘Professional’ logo
• Access to the RHA Benevolent Fund

 � For other types of memberships fee is not 
disclosed 

 � Based on 2020 financial statements, the average 
fee was GBP 560 (or US$ 755)
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(free of charge)
Key chargeable services  

and other benefits

Germany

Bioland

National industry 
association

Website:

www.bioland.de

10,000  � Direct members: farmers who are obliged 
to adhere to the strict Bioland guidelines of 
organic vegetables production (8,504 mem-
bers as of 2021 (36% increase in 5 years)

 � Partners: companies from processing and 
trade industries such as bakeries, dairies, 
butchers and restaurants – (1,336 members 
as of 2021 (22% increase in 3 years)

 � Fees: not disclosed

 � Top 5 products / services*: 

• 45% – conversion to organic farming / 
professional advice 

• 15% – manufacture and trade support 
(support in the procurement of raw 
materials, guidelines and quality issues)

• 9% – representation of interest

• 10% – public relations and marketing

* based on the Bioland report by 
Gemeinwohl-Bericht 2015

 � Information exchange platforms

 � Networking events

 � Hotline with experts

 � Conversion to organic farming / 
professional advice

 � Manufacture and trade support (support 
in the procurement of raw materials, 
guidelines and quality issues

KBV Göppingen and 
Ostalb-Heidenheim

Local industry association

Website:

www.bv-ostalb-
heidenheim.de

4,000  � Farmers that join this district association 
also become members in the state farmers’ 
association of Baden Württemberg eV (i.e., 
regional BMO).

 � The membership fee consists of a basic fee 
and a location-dependent fee. 

 � Fees are not disclosed.

 � Educational events: mostly online 
seminars on industry topics

 � Networking meetings: farm tours, 
events for families etc.

 � Access to portal with agricultural 
market data

 � Advisory services from local experts: 
agricultural advice, industry law, tax 
matters, accounting, social insurance 
issues

 � Advocacy on farming related 
infrastructure: planning and designation 
of building areas, bypass roads, high-
voltage lines etc.

 � Discount programmes: on electricity, 
new car purchases etc.

http://www.bioland.de
http://www.bv-ostalb-heidenheim.de
http://www.bv-ostalb-heidenheim.de
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State Farmers Association

in Baden-Württemberg  
e. V. (LBV)

Regional industry apex 
body

Website:

https://www.lbv-bw.de/

33,000  � To become members, companies should 
join respective district farmers’ associations

 � Advocacy

 � Exclusive access to technical 
and market industry information 
– plant and animal production, 
tax issues, social affairs, law and 
agricultural policy

 � Quarterly industry magazine

 � Development of educational 
curricula for the training 
institutions 

 � Exclusive discounts for members from 
30 partners: discounts on car purchase, 
heating, energy, wholesale / retail, 
services for nutrient analyses, weather 
information, recreational travel (vising 
other farms to exchange experiences 
and tastings) etc

 � Advanced training courses in crop 
protection 

 � Mediation

 � Advisory services (both general and 
industry specific)

Poland

The Polish Association of 
Cereal Plant Producers 
(PZPRZ)

National industry 
association

Website:

http://www.pzprz.pl/

Not disclosed  � Annual membership fees:

• For farms with up to 100 hectares –  
US$ 25

• For farms with over 100 hectares –  
US$ 125

• For members supporting the Association 
according to individual arrangements 
with the Association’s Management 
Board – individual basis

 � Membership fees represent the main 
source of funding. However, the Association 
also applies for available national funds to 
conduct industry information campaigns

 � Advocacy and representation 
of interests including important 
legislative developments (e.g. 
shaping the Rural Development 
Programme) and voicing demands 
of industry players to national and 
local authorities

 � Flagship industry events

 � Training courses

 � Study tours abroad 

https://www.lbv-bw.de/
http://www.pzprz.pl/
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Association of Food 
Producers with Ecological 
Methods EKOLAND, Lublin 
branch

Regional industry 
association

Website:

www.ekoland-lubelski.pl

c. 20  � Annual membership fees:

• Ordinary members (farmers) – USD 25

• Food Processors – USD 38

• Supporting members – USD 15

 � One-time entry fee – USD 13

 � Disseminating knowledge about 
organic farming

 � Promoting organic farming 
products

 � Helping to establish trade 
contacts between members of 
the association and recipients of 
organic farming products

 � Organising sales consortiums

 � Training and study tours for members

 � Participation in trade fairs

 � Opportunity to get Ekoland certification 
upon meeting Criteria of Organic 
Production, developed by the national 
Ekoland association

Association of Butchers 
and Meat Producers  
of the Republic of Poland

National industry 
association

Website:

http://www.srw.org.pl/

c. 20  � Ordinary members (butchers and meat 
processors): annual membership fee is  
USD 300

 � Supporting members (other companies, 
supporting meat industry): annual 
membership fee is not disclosed

 � Advocacy and representation 
of interests, including legislative 
activities related to the meat 
industry, provision of opinions on 
bills, regulations, both national 
and the EU

 � Protection of interests, e.g.  
assistance in urgent matters 
–facilitating interaction and 
resolving issues with inspection 
services

 � Dissemination of information on 
the EU funding and advice on its 
application

 � Networking events

 � Promotion of the profession in 
media

 � Opportunity to contribute to semi-
annual industry magazine, issued 
by BMO

 � Participation in international trade fairs

 � Trainings, workshops, seminars and 
conferences with the participation of 
industry specialists 

http://www.ekoland-lubelski.pl
http://www.srw.org.pl/
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Italy

AIAB (Italian Association of 
Organic Agriculture)

National industry 
association

Website:

https://aiab.it/

7,000  � Membership categories include:

• Consumers

• Organic companies

• Organic product shops

• Bio technicians

 � Membership fees are not disclosed

 � Quarterly magazine that provides 
insight on the bio industry: 
surveys, research, good practices, 
health and nutrition

 � Facilitation of participatory 
research in the area of organic 
farming and dissemination of 
results

 � For bio technicians inclusion into 
the National Register of AIAB 
Technicians (upon completion 
of required training) for further 
involvement in the numerous 
projects managed by AIAB 

 � Technical advice on issues of organic 
farming

 � Possibility of using the AIAB brands 
and receive discounts on control and 
certification:
• AIAB guarantee – collective mark 

that certifies organic products made 
by Italian companies according 
to the Association standards. 
Compliance is ensured by checks 
carried out by technical inspectors 
in organic farming;

• AIAB bio-ecological farms require 
compliance with not only the rules 
of organic farming, but also with 
ethical and ecological standards in 
the management of accommodation 
facilities (agritourism);

• AIAB organic textiles certifies 
a textile product obtained from 
natural organic fibre;

• There are also AIAB ecolabels for 
organic cosmetics and detergents

 � Discounts on participation in trade fairs 
and industry events.

Confederazione 
NAZIONALE Colitavori 
Diretti Coldiretti 

National Farmers 
Confederation

Website:

https://www.coldiretti.it/

1.6 mln  � Coldiretti has 200 employees and annual 
turnover of USD 22 million. 

 � Industry advocacy

 � Protection of rights and 
improvement of social legislation 
through Epaca (Body of Advocacy 
and Assistance for Citizens and 
Agriculture): dealing with social, 
health, retirement issues of 
members

 � Tax consultancy, including agricultural 
taxation, extraordinary transactions and 
corporate reorganizations, assistance 
in tax disputes

 � Legal services

https://aiab.it/
https://www.coldiretti.it/
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 � Shaping educational curricula for 
the country agricultural industry

 � Dissemination of knowledge

 � Engage women to agriculture 
through its professional 
development network for women 
Coldiretti Donne Impresa

 � Consultancy to agricultural and 
agroforestry companies to increase 
their competitiveness and sustainability 
(competitiveness, diversification, risk 
management, climate change)

 � Agricultural insurance

AIAB (Italian Association 
of Organic Agriculture) 
Calabria

Regional industry 
association

Website:

https://www.aiabcalabria.it/

Not disclosed  � Annual membership fees:

• Producers (with organic certification) – 
USD 58

• Consumers – USD 29

• Agricultural technicians – USD 29

 � Activities of the association are supported by 
the members contributions and funding from 
local, regional, national sources

 � Access to FarmSuite platform, 
which helps producers to plan 
and manage sales channels and 
customers to safely buy organic 
products. Development of the 
platform was driven by national 
AIAB

 � Access to online courses of 
Training Center in Organic 
Farming (a branch of national 
AIAB)

 � Access to monthly AIAB 
newsletter and WhatsApp group 
managed by AIAB Calabria to stay 
up to date on the Association’s 
initiatives, information from the 
local, national and international 
organic world

 � Participation in educational and 
networking events

 � Consultancy and technical assistance 
for agricultural business

 � Access to financing for all supply 
chain activities and various agricultural 
processes, including applications 
for agricultural credit. This includes 
agreement with Banca Popolare Etica 
to help the company develop projects 
with loans at subsidized terms and 
guaranteed microcredit

 � Special terms for tax consultancy

https://www.aiabcalabria.it/
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Canada

Retail Council of Canada

National industry 
association

Website:

www.retailcouncil.org

45,000  � Retail members: those who provide 
products and services to consumers 

 � Associate members: those who provide 
products and services to retailers

 � Membership fees are not disclosed

 � Advocacy

 � Networking at members-only 
meetings

 � Access to the library of reports, 
statistical data and benchmarking

 � Discounts on retail conferences, 
trainings and events

 � Savings and partner discount 
programmes, e.g. payment processing, 
payroll, shipping

Canada Association of Agri 
Retailers (CAAR)

National industry 
association

Website:

https://caar.org/

600  �  Retailer: Primary Retailer Location –  
USD 600; Branch Retailer Location –  
USD 270

 �  Supplier: Primary Supplier Location –  
USD 1,130

 �  Media: Agricultural industry publishers only 
– USD 470

 �  Education: colleges, universities and 
recognized training institutions – 
complimentary

 � Annual turnover structure: 27% – 
membership fees, 58% – CAAR conference, 
advertising, training, 10% – online auction. 

 � At online auction members donate lots 
(their products), which other members 
bid for. In 2020, this initiative raised USD 
81,000. Funds are used to support CAAR’s 
operations and activities (mainly advocacy), 
enabling CAAR to keep member fees low.

 � Advocacy 

 � Industry magazine

 � Flagship conference

 � Industry specific certification 
of employees, e.g. obligatory 
Transportation of Dangerous Goods 
certification and Workplace Hazardous 
Materials Information System (WHMIS) 
certification and other training

 � Partner discounts on marketing 
services, insurance, subscription 
to HR services (templates, updates 
on labour legislation etc), shipping, 
telecommunications etc.

The Quebec Retail Council 
(CQCD)

Regional industry 
association

Website:

https://cqcd.org/en/

5,000  � Membership fees depend on retailer’s 
annual gross revenues and are as follows:

• Up to USD 4 mln – USD 220

• USD 4-20 mln – USD 1,200

• USD 20-80 mln – USD 4,000

 � Advocacy: daily conversations 
and collaboration with the 
governments (municipal, 
provincial, federal); several media 
platforms to draw attention to 
Quebec’s retail industry

 � Discounts on key digital event for 
Quebec retailers (eCommerce-Québec)

 � Discounts on trainings organised by the 
Association with the financial support 
from Québec government (e.g. HR 
coaching)

http://www.retailcouncil.org 
https://caar.org/
https://cqcd.org/en/ 
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• USD 80-160 mln – USD 8,000

• USD 160-320 mln – USD 12,000

• Over USD 320 mln – USD 20,000

 � Templates and tools for retails 
industry

 � Dissemination of industry news 
(including Quebec consumers 
survey)

 � Members-only and other 
conferences, organised by the 
Association including flagship 
Retail Summit

 � Coaching and support programs 
for retail businesses (funded by 
the government, national or local)

United Kingdom

British Independent 
Retailers Association (BIRA)

National industry 
association

Website:

https://bira.co.uk/

 6,500  � Guest membership (access to exclusive 
content on website, Bira magazine online, 
newsletter containing the latest industry 
information): free of charge

 � Gold Retail Membership (for retailers: 
includes legal advice and GBP 50,000 
indemnity cover; BIRA Direct access; 
discounts on trainings, insurance, card and 
bank services; Bira magazine and members 
newsletter): – USD 330 

 � Associate Membership (for service 
providers, training partners and related 
industry bodies): – USD 730 

 � Bira Direct Supplier Membership  
(for product suppliers) – USD 730 USD

 � Annual turnover for 2018 amounted to USD 
4 mln, of which 38% – management charges, 
38% – subscription income, 6% – net profit 
from services

 � Advocacy: member’s needs are 
collected over the phone, through 
proactive surveying and analysis 
of retail landscape reports

 � Free unlimited expert advice in 
employment law, HR and health & 
safety (BIRA Legal)

 � Business banking with no monthly 
fees or payment charges

 � Magazine and newsletters

 � Participation in Bira Direct buying group 
which provides access to discounts 
on products and services related to 
product buying

 � Discounts and free trials for sales & 
marketing tools (e.g. Clearpay, Google 
Pointy)

 � Retail specific insurance designed for 
BIRA members

 � Discounts on new vehicles 

 � Training courses designed for retailers

https://bira.co.uk/
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Federation of Independent 
Retailers

National industry 
association

Website:

https://thefedonline.com/

15 000  � Annual membership fees: USD 500

 � Annual turnover for 2020 amounted tp USD 
5 mln, of which 79% is subscription income 

 � Advocacy

 � Training and industry standards 
guides

 � Free legal advice

 � Automatic tailoring of legal 
documents and templates

 � Flagship industry event and 
regional networking events

 � Referral bonuses for new 
members recruitment

 � Partner discounts and preferential 
terms for fuel, utilities, payment 
processing

The Federation of 
Wholesale Distributors

National industry 
association

Website:

https://www.fwd.co.uk/

700  � Membership structure:

• Wholesalers – 600

• Supplier partners – 40

• Supplier members (limited Supplier 
partner membership) – 80

 � Information about membership fees is not 
disclosed

 � Advocacy

 � Dissemination of market studies 
(with an opportunity for members 
to include topics of interest) and 
news

 � Networking: events, award, f-2-f 
meeting

 � Education: free seminars, 
webinars, including mentorship on 
Women agenda

 � Partner discounts on business services 
including industry specific services: 
order tracking, refrigeration etc 
(available by joining one of 8 buying 
groups-members of the BMO)

USA

The California Retailers 
Association

Regional industry 
association

Website:

https://calretailers.com/

c. 57,000  � Information is not disclosed  � Advocacy on a local and regional 
level. Including the focus on 
combating Organized Retail Crime 
(large-scale theft and other illegal 
activities)

 � Networking through 10+ 
committees

 � Development of guidelines and 
best practices for safe shopping 

 �  Industry events

https://thefedonline.com/
https://www.fwd.co.uk/
https://calretailers.com/
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National retail federation 
(NRF)

National industry 
association

Website:

https://nrf.com/

16,000  � Membership packages available for:
• Retailers
• Industry partners
• Universities

 � Annual membership fees depend on the 
type of membership package and size of the 
business, with the average fee amounting 
to USD 500 (based on the total membership 
fees revenue and number of members) 

 � Fees by membership package are not 
disclosed

 � Annual turnover for 2019 amounted to USD 
59.9 mln, out of which membership fees 
accounted for about 13% and events – 77%

 � Advocacy (40+ committees and 
councils just for members)

 � Trainings to current and potential  
employees

 � Recruitment support (access to 
e-platform gathering information 
about talent pool)

 � Industry information (including free 
content from past events)

 � Networking events

 � Flagship events (discounted rate)

 � Managing cyber threats through Cyber 
Risk Exchange platform

National Grocery 
Association (NGA)

National industry 
association

Website:

www.nationalgrocers.org

c. 1,700  � Available membership packages:
• Retailer
• Wholesaler
• Associate (suppliers)

 � Membership fees depend on the type of 
membership and company’s sales. Below is 
an example of fees for different packages.

 � Retailer package: eleven fee option ranging 
from USD 572 (for sales less than USD 3 
mln) to USD 36,414 + USD 5 for each million 
in sales over USD 4 bln (for sales over USD 
4 bln)

 � Wholesaler package: eleven fee option 
ranging from USD 5,202 (for sales less than 
USD 100 mln) to USD 31,784 + USD 2 for 
each million in sales over USD 4 bln (for 
sales over USD 4 bln)

 � Associate package: nine fee option ranging 
from USD 1,500 (for sales less than USD  
2 mln) to USD 15,797.5 (for sales of USD 
2.999 bln)

 � Advocacy

 � Advice on legal and compliance 
from Association’s professional 
staff

 � Dissemination of information 
(including industry benchmarking 
data)

 � Provision of tools and knowledge 
for recruitment and retention

 � Professional development 
network for women which are 
affiliated to NGA members

 � Training and education (170 grocery-
specific educational courses), e.g. 
The Retail Management Certificate, an 
accredited business program that gives 
associates the necessary skills to get 
started or advance their career in the 
grocery industry

 � Industry networking, including 
members-only conferences and other 
events at discounted rates

https://nrf.com/
http://www.nationalgrocers.org
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Estonia

Estonian Association of 
Small and Medium-sized 
Enterprises

6,245 (400% 
increase 

since 2019)

 � Direct members: companies

 � Collective members: sectoral or regional 
business associations

 � Membership fee: used to depend on 
turnover and ranged from USD 58 to USD 
459. At the moment due to COVID-19 
circumstances the fee is flat – USD 58 for 
all companies.

 � Fees are the main source of funding and 
constitute 98% of turnover.

 � Advocacy 

 � Information on legislation and primary legal 
aid

 � Networking and events

 � Information and advice on business support 
and EU programs

 � Information support on the COVID-19 
related topics

 � Discounts on legal and financial 
advice, extended support on 
eligibility for EU programs

 � Discounts on business and 
personal goods and services 
(hotels, restaurants, office 
supplies, gifts)

Poland

The Family Business 
Initiative Association (IFR)

371  
(38% increase 

in 5 years, 
but due to 
COVID-19 

a decrease 
compared to 
the level of 

2014) 

 � Ordinary members: family entrepreneurs

 � Supporting members: organisations that 
support family businesses

 � Membership fee: USD 100

 � Turnover: USD 380,000

 � Structure of turnover: 

• EU funds: 49%

• Grants: 36% 

• Sponsorships and 

• donations: 9% 

• Membership fees: 6%

 � Promoting legislative changes

 � Webinars and other training for family 
businesses (36 events in the 1st half of 
2021)

 � Networking

 � Information sharing 

 � 30% discount for the country 
largest event for family business 
– National Congress of Family 
Businesses
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Canada

Canadian Federation of 
Independent Business

95,000 
(increase 
by 15,000 
in 2020 

compared to 
2019)

 � Fee: USD 285 USD (base) plus USD 28 
USD per each employee

 � Annual turnover: USD 56.8 mln for the 
twelve months ended 30 June 2021

 � CFIB’s main source of funding is 
membership fees. It accepts no donations 
or government funds.

 � Advocacy

 � Expert advice via business hotline

 � Webinars 

 � Savings and discount programs 
including, e.g., mobile services, 
business banking, shipping

United Kingdom

Federation of Small 
Businesses

c. 200,000  � Membership is personal. The business 
owner can become a member and get 
benefits for his/her company. Other 
leadership team members from the same 
business (associate members) can also join 
for additional fee.

 � Membership fee depends on the 
companies number of employees, e.g.:

• 1-4 employees – 310 USD

• 31-40 employees – 586 USD

• 101-150 employees – 1370 USD

 � Associate membership fee is 88 USD for 
each new member

 � Entry fee is USD 40

 � Income from subscriptions and joining 
fees, provided 97% of the group’s income 
in 2020, which amounted USD 35.4 mln

 � Advocacy (work with policy makers and 
politicians at every level, across the UK and 
Europe). One of the tools to meet members’ 
needs is FSB’s Big Voice digital research 
community, where they can take part in 
surveys and discussions to share issues 
affecting business. This data is used to 
influence Government 

 � Legal and tax investigation protection 
 � 24/7/365 legal advice, health and safety 

and HR online support 
 � Pension planning, including a workplace 

pension auto enrolment solution
 � Business banking with partner bank 

(members may take advantage of the 
partnership between the federation and the 
service bank and receive free of charge 
banking services)

 � Funding platform (online application to 
find business lenders, either banks or 
alternative lenders, and access a range 
of products: business loans, commercial 
mortgages, asset finance, start-up loans 
etc.)

 � Discounts for products 
and services. e.g. payment 
processing, legal services for 
debt recovery
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 � Networking (ability to attend over 200 
groups) 

 � Access to Legal Hub with online legal 
documents and templates for SMEs

 � Cyber protection insurance
 � Virtual webinars (free for non-members as 

well)

Sweden

FöretagarFörbundet /  
The Swedish 
Confederation  
of Entrepreneurs

Not disclosed  � Membership fee: USD 140  � Advocacy and representation of interests

 � Free telephone legal advice from the 
Advisory Panel, that consists of 10 experts 
on the employment law, contract law, 
company law, real estate law, patents and 
trademarks and taxes, insurance. The free 
advice is limited to 15 minutes and a total of 
three times a year

 � Dissemination of information on grants 
for SMEs – both EU support, national and 
regional support.

 � The membership magazine on SMEs 
agenda

Discounts and benefits from 
partners:

 � Preferential insurance terms
 � Healthcare services
 � Shipping
 � Invoicing tool
 � Discounts for new cars 

purchase
 � Telecommunication services
 � Discounts if fuel etc.

USA

National Small Business 
Association (NSBA)

c. 65,000  � Membership fee is calculated according to 
the number of employees: 

• 1-4 employees – USD 350

• 5-9 employees – USD 450

• 10-19 employees – USD 750

• 20-50 employees – USD 950

• 51-100 employees – USD 1,500

• 100+ employees – USD 3,500+

 � Advocacy on a federal level

 � Dissemination of knowledge via members-
only newsletters

 � Education via webinars and podcasts 
organised by NSBA partners

 � Web-sticker signifying the company is a 
part of the community of advocates 

 � Discounts for business services, 
technology products, office 
products? shipping

 � Preferential terms for financing, 
business & health insurance

 � Flagship networking events, 
meetings with policy-makers 
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National Small Business 
Association (NSBA)

c. 65,000  � There is also offering for Corporate 
partners – companies that would like to 
get more visibility within the Association 
activities (advertising options, media 
coverage, involvement in advocacy 
activities). Corporate partnership packages 
range from USD 10,000 to USD 20,000

 � Advice on tax simplification and fairness, 
procurement, regulatory reform, affordable 
health care, small business technology 
funding, and small-business exporting

 � For companies dealing with 
high-tech or export products 
there is and opportunity to join 
special councils that provide 
more specific information and 
opportunities (+50$ annually)

Italy

The Confederazione 
Nazionale dell’Artigianato 
e della Piccola e Media 
Impresa / National 
Confederation of Craft and 
Small and Medium Sized 
Enterprises (CNA)

c. 623,000  � Individual members and organisations can 
join CNA. The key industries represented 
are manufacturing, construction, services, 
transport, trade and tourism

 � Membership fees are not disclosed.

 � Income in 2019 was USD 33 mln

 � Advocacy and representation of interests

 � Advice and consultation on business 
regulatory issues

 � Networking

 � n/a

Germany

The Bundesverband 
Mittelständische Wirtschaft 
/ The German Association 
for Small and Medium-
sized Businesses (BVMW)

Apex body 
for 30 BMO 

for SMEs with 
over 900,000 

members. 
Direct 

membership 
in the 

Association is 
also possible.

 � Membership fee consists of registration 
fee and annual contribution which is 
calculated according to the number of 
employees:

•  1 – 10 employees: USD 348 + USD 834 

•  11 – 20 employees: – USD 348 + 
 USD 1252

•  21 – 50 employees: – USD 417 +  
USD 1669

•  51 – 100 employees: – USD 417 +  
USD 2,086

• Over 100 employees: – USD 417 +  
USD 3,088

 � Advocacy and representation of interests of 
SMEs (in Germany and on the EU level)

 � Networking: conferences, receptions, 
meeting with policy-makers, awards. The 
BVMW hosts over 2,000 events nationwide

 � Hotlines on economic, financial and legal 
topics 

 � Advice from experts in local offices

 � Support of export activities through foreign 
offices: setting connections, providing 
information

 � Dissemination of information: newsletters 
and publication on the topics relevant to 
SMEs, webinars, funding opportunities

 � Ability to use Association’s label in 
company’s letterheads as a quality mark

 � Best purchasing conditions 
from around 40 contract 
partners nationwide (fuel, 
telecommunications, office 
maintenance, electricity etc.)
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