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ABBREVIATIONS AND ACRONYMS 

 
ADS Armenia Development Strategy 

AMD Armenian Dram 

ATM Automated teller machine 

B&B Bed and Breakfast 
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CIS Commonwealth of Independent States 
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DMO Destination Management Organization 

GDP Gross Domestic Product 

ENPARD European Neighbourhood Program for. Agriculture and Rural Development 

ERDSC Economic Research and Development Support Center NGO 

EU European Union 

GDP Gross Domestic Product 

GoA Government of Armenia 

HACCP Hazard Analysis and Critical Control Points 

JICA Japan International Cooperation Agency 

LLC Limited Liability Company 

NGO Non-Governmental Organization 

NSS National Statistical Service of Armenia 

RA Republic of Armenia 

RF Russian Federation 

RSS Road Side Station 

SME Small and Medium Entrepreneurship 

SME DNC SME Development National Center of Armenia 

SP Sole Proprietor 

UNESCO The United Nations Educational, Scientific and Cultural Organization 

USA United States of America 
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INTRODUCTION 

The Market Research is conducted by the Economic Research and Development Support Center 
(ERDSC) in the framework of the EU funded “Boosting competitiveness of regional SMEs” project, 
implemented by the SME Development National Center of Armenia and its partners. The overall 
objective of the “Boosting competitiveness of regional SMEs” project (hereinafter the Project) is to 
boost competitiveness of regional SMEs and create sustainable employment opportunities in Lori, 
Syunik and Armavir regions/marzes of Armenia.  

The market research attempts to: (i)  study the potential of the selected focus areas (food processing, 
tourism and value chain related other sectors) of the project to assess present situation, needs of 
SMEs, development potential and identify specific measures to be addressed by the project; (ii) 
analyze the reaction and real expectation of the community members, SMEs, tour operators and other 
stakeholders from the establishment and operation of the Road Side Station (RSS) to shape future 
activities of the RSS accordingly.  

It provides comprehensive analysis justifying the establishment of the RSS in Lori region, from both 
demand and supply sides with description of possible visitors, services, activities of the RSS as well 
as possible benefits of local SMEs complemented with the practical recommendations.  

Market research is based on comprehensive desk research/secondary data collection and review, 
primary research focusing on regional analysis and links with the diversification of local economy, 
opportunities for start-ups and employment creation, notably in tourism, agro-tourism and agri-
business sectors.  
The research methodology includes in-depth interviews, qualitative survey, usage of online survey 
methods, stakeholder analysis, the questionnaires used, the process and problems in the field, and the 
analysis of the data.  
Many sources of information were used during the research, which include statistics, reports, 
interviews with stakeholders, development programs, etc. In total more than 50 interviews have been 
conducted in the framework of the project, including also meetings with state bodies, associations, 
CSOs, representatives of relevant development projects, tour operators and SMEs. Three types of 
specific questionnaires for different target groups were developed for quantitative and qualitative 
interviews.  
Results of the interviews and surveys, as well as questionnaires are presented in the Annexes 2 and 
3. 

The following sources of information were used: 

 National Statistical Service of RA 
 Ministry of Agriculture and Ministry of Transport, Communication and Information Technologies 
 Development Strategies of target marzes 
 Available researches, studies etc. reports; internet resources 
 Interviews with the all interested parties, including national/local authorities, development programs 

and SMEs in target regions 
 Interviews with tour operators and transportation service providers  
 Interviews with industry experts/specialists, etc.  
 On-line interviews with CSOs and business associations of Lori region (on-line questionnaire). In-

depth interviews with regional administrations and sector experts. 
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 Interviews with local travelers and foreign tourists (on-line questionnaire). 
 

EXECUTIVE SUMMARY  

General overview of the “Boosting Competitiveness of Regional SMEs” Project’s relevance to 
the development of SME sector in target regions and focus areas 

The proposed project is fully consistent with the Government's strategic priorities, such as Supporting 
Competitiveness and Job Creation and highly supports SME sector development and creation of non-
agricultural jobs in rural areas, thus contributing to balanced regional development. One of the 
priorities of the country’s main socioeconomic development strategy - Armenia Development 
Strategy for 2014-2025 (ADS), is the SME sector development as a precondition for employment 
generation and economic development. The ADS highlights the necessity for development and 
implementation of targeted SME Support measures through direct support and framework programs.  

The proposed project will highly contribute to the implementation of Strategic Development 
Programs of target marzes for 2017-2025, which are currently under development and where the 
private sector and SME development is one of the priority directions, and the SME DNC was counted 
on as a one of the core actors. Proposed Action is fully in line with and highly contributes to the 
implementation of SME Sector Development Strategy for 2016-2018 and SME state support annual 
programs adopted by the Government of RA. 

The proposed Project is clearly addressing the EU’s new ‘growth’ strategy” Europe 2020” by 
promoting interrelated and mutually reinforcing targets such as increased competitiveness of 
enterprises/SMEs, employment and innovation.  

Target sectors  

There is strong rationale behind selection of focus areas and target regions.   

Priority sectors for the Project intervention in a broader spectrum are food processing (dried fruits, 
canned fruits and vegetables, beverages, dairy products, etc.) and tourism (hospitality services, rural-
tourism, B&B) including related value chain actors. Both sectors are considered as priority sector for 
Armenia’s economic development with high growth potential, defined by the Government of 
Armenia. 

Food processing sector is one of the most important industries in Armenia’s economy. Food 
processing industry (including beverages) possesses dominant position among 22 sub-branches of 
manufacturing with more than 46% share. The sector is growing at an average annual rate of more 
than 5%. 

This sector is considered important also for ensuring employment and incomes for the rural 
population. It is also the main precondition for developing an export-oriented agriculture in the 
country. The Armenian food processing sector is rather diversified and includes nearly all fields of 
food industry, with grape, fruits and vegetables, dairy and tobacco processing providing the largest 
production volumes. However, food-processing capacities are not sufficient for the potential of farm 
production. Hence, making further investments in this profitable industry along with development of 
small and medium size entrepreneurship are one of the most critical priorities. 
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The Armenian food processing sector faces constraints meeting both domestic demand and potential 
export markets. Key among the constraints for the domestic market is the quantity and quality of 
domestic supply. The lack of structured cold chains is also a major constraint for both markets. It is 
critical to improve product sophistication and meet export quality standards to expand the export 
market and to support the growing demand in the organic food sector. For multiple small suppliers it 
is difficult to organize, to provide required quantities of similar quality and require costly tracking 
systems for product traceability. This increases the overall cost of the primary products. These factors 
have a direct impact on cost competitiveness. SMEs have a limited knowledge of end markets. This 
results in limited sales, limited diversification of markets and has an impact on product quality and 
new product development. SMEs need to understand how to utilize market information for the 
promotion and sale of products, product development and organization of supply.  

At the same time, the production capacities available in the mentioned sector contain a great potential 
for the development of the small and medium sized enterprises leading to development of the sector 
and increase production volumes. 

Tourism is one of the most dynamic sectors of economy of Armenia. With its rich historical, cultural 
and natural resources, unique religious and cultural heritage, Armenia has the potential to offer 
attractive and competitive tourism products and high-quality services. The number of tourist visits to 
the country is steadily growing reaching 1,192,120 visitors in 2015. This is low than the number of 
visitors in 2014, but more than 10% high of figures in 2013. In 2016, number of tourist visits reached 
1,259,657 or 5.7% more than in 2015. Number of domestic tourists reached 979,968 persons or 12.4% 
more than in 2015. Armenia is ranked 89th out of 141 countries in the Travel & Tourism 
Competitiveness Index 2015 of the World Economic Forum. Armenia has significant tourism 
resources, in sectors like environmental, adventure, winter tourism, culture etc. The International 
Journal of Humanities and Management Sciences has presented these resources in the table below.  

Armenia is a unique tourism destination with a rich and diverse cultural heritage that provides 
dynamic opportunities for developing tourism markets. The country features an abundant variety of 
cultural, natural, and historical sites, including UNESCO World Heritage sites, medieval monasteries, 
churches, and fortresses. Over 2,000 hospitality companies work in Armenia, including hotels, B&Bs, 
restaurants, transportation companies, tour operators, and travel agencies. However, the supply of 
quality hospitality services, pit stops, modern and affordable accommodations, B&Bs, food courts, 
etc. is still lacking and presents a good niche for SMEs. 

Development of the Tourism sector can add to the development of communities in many ways 
contributing to the social and economic vitality of the community. It provides vast income generation 
and employment opportunities which can act as a vital incentive to reduce emigration from rural 
areas, as it was stated in the Tourism Development Concept Paper of Armenia. 

 Target regions 

Armavir marz occupies 1,242 sq or 4.2% of Armenia. It is situated in the Western part of the 
Republic of Armenia. The marz population is 8.9% of the 2016 national population. Armavir includes 
4.3% of Armenia’s industrial production and 17.5% of agricultural production in 2015. The 
geographical position and climatic conditions are favorable for growing many varieties of fruits and 
vegetables and for animal breeding.  



	

	

	

	
Market	Research

	
	 	

 

 

7
 

   

The marz is one of the major suppliers of grapes, apricots, tomatoes etc. in the country. Agricultural 
lands in the marz consisted of 97.0 ths. ha (46.3ths. ha of which are arable land) or 4.6% of the total, 
the smallest share of any marz, while the region contributed AMD 174.9 billion or 17.5% of RA 
agricultural output in 2015. The second leading economic sector of the region is industry, which is 
4.3% of the total volume of industry of the country. Then comes trade with 3.8% share, construction 
– 3.5%, and services – 1.7%. Armavir marz is known for its developed agriculture and agribusiness 
thus creating new business opportunities for SMEs engaged in food processing.    

Lori marz covers 3750 km2 or 13% of Armenia’s territory. It is located in the north of Armenia. Lori 
is the third largest marz by its territory. There are eight urban and 105 rural communities in the region. 
The population of the region amounts 223.9 ths. inhabitants (as of 1st of July 2016), 59.1% of 
population lives in urban areas. Industrial production of Lori marz comprises 8.9% of total industry 
production of the country in 2015, the volume of agricultural production is AMD 75.2bln or only 
7.5% of total agricultural production of Armenia. Industry is specialized mostly in mining, tourism, 
processing of fruits and vegetables. The geographical position and climatic conditions are favorable 
for growing many varieties of vegetables and for animal breeding.  

Bounded on all sides by rugged mountains and cut by sheer gorges, Lori is a dramatically beautiful 
region having all precondition for tourism development.  

Lori is home to UNECSO heritage site Haghpat, Sanahin and Kober monasteries - Armenia's loveliest 
- and a host of other important medieval monuments, to the spectacularly sited Lori Castle (Lori 
Berd), to a pleasing Arboretum in Gyulagarak, and to a range of stunning landscapes. Though lacking 
a major resort destination, Lori's importance as a transport corridor to Georgia has contributed to the 
development of a growing number of small hotels and restaurants on the main routes M3 and M6 and 
the necessity of having modern infrastructure/pit stop for travelers is obvious.   

Syunik marz covers 4506 km2 or 15.1% of Armenia’s territory. It is located in the south of Armenia. 
Syunik is the second largest marz by its territory and after Gegharkunik marz. Syunik is the richest 
marz of the Republic of Armenia with minerals. The most important of them are non-ferrous metals 
(copper, molybdenum, zinc and others non-ferrous) and precious metals (gold, silver) and non-metal 
minerals (construction and decorative stones, basalt raw materials, limestone and burnt shale marble 
and granite resources). The leading economic sectors of region are agriculture, tourism and industry. 
Industry is specialized mostly in mining, processing of fruits and vegetables (Megri, Harzhis). The 
geographical position and climatic conditions of the marz are favourable mostly for animal husbandry 
and crop production (e.g. wheat and other cereals) with limited area of Meghri with sub-tropical 
climate for growing varieties of fruits. The agriculture of the marz is mainly specialized in plant 
growing (especially grains and potato growing) and animal husbandry (especially cattle farming). 

Syunik Marz contains some of the most dramatic scenery in Armenia, and is home to some of the 
most important historical and cultural remains, having all precondition for tourism development. 

Important destinations in Syunik include Tatev Monastery, the spectacularly sited religious capital of 
S. Armenia, Vorotnavank, Vahanavank, the standing stones near Sisian, the medieval cave-dwellings 
of Khndzoresk, the petroglyphs of Ughtasar and nature preserves such as Sev Lich and Shikahogh. 
The both Sisian and Kapan have decent hotels, while a number of B&Bs are popping up all over the 
region, including in Goris and Meghri. 
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SMEs 

There are about 75000 operating SMEs in Armenia1, which make up around 98% of total number of 
active businesses. The main SMEs are grouped in Yerevan (53%), then in Armavir (7%), Kotayk 
(7%) and Lori (6%), less SMEs operate in Aragatsotn, Vayots Dzor and Tavush (2-3%). The majority 
of SMEs (58.7% in 2014) engaged in the wholesale and retail sector, with 97% of these subjects are 
very small entities.  

The number of employed amounted to 370.381, in 2014, which is exceeding the same rate of 89,454, 
or 31.8% from 2012. The employees are mostly involved in trade and processing industry, and then 
they are engaged in hospitality, entertainment and constructions sectors.  

There are: about 4500 SMEs in Lori; about 5250 SMEs in Armavir; about 3750 SMEs in Syunik. 

At the current state of entrepreneurship development in Armenia creating business opportunities for 
progressive young adults, equipping start-ups and growing SMEs with contemporary business skills 
and competences, facilitating access to finance and markets, providing relevant skills and promoting 
sustainable employment is of crucial importance.  

For SMEs, however, joining the global value chain is indispensable. They can then specialize in one 
of the activities within the value chain, for example the organic drying of fruits, and benefit from a 
range of productivity improvement opportunities, such as better quality inputs, marketing and 
branding lessons, or the concept of just-in-time delivery. They can then sell on the intermediate 
product to another SME or directly to a distributor or retailer. 

Increased globalization, however, will also mean increased competition from international firms. 
SMEs in particular need to adapt to a competitive reality with the little resources that they have. 

The role of supporting organizations, such as SME DNC is to support to increase the competitiveness 
of SMEs’ for both domestic and global markets, to increase the preparedness of Armenian 
agribusiness SMEs for operations in a global value chain.  

It is expected that the project will highly contribute to the development of the competitiveness SMEs 
in target regions.  

Key findings and recommendations  

On the basis of analysis of food processing and tourism sector and interviews and discussions with 
stakeholders, the project team has developed number of key findings and relevant recommendations, 
which are provided below. 
 
Food processing sector 

 The main players of canned food market are mainly represented by powerful and large-scale 
factories, which are concentrated either in Yerevan or close to it, mostly in Ararat and Armavir 
marzes. Despite this, the majority of dried fruit and vegetable producers are small and micro-
enterprises /households, that process/dry either own fruits or those locally purchased. In Armavir 
region there is a great potential for development of dried fruit (apricots, peaches, plump, peers) 
and vegetables (tomato, eggplant, red pepper), while in Syunik due to its weather conditions there 
is great potential for development of processing of sub-tropical fruits and berries. Besides, in 

																																																								
1 Information is taken by 31.12.2014 
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Syunik and Lori regions drying and packaging of herbs and herbal teas can be also considered as 
a feasible business opportunity for start-ups.  

 A cold chain from farm to end market is required in order to reduce losses due to spoilage. The 
issue exists especially in regions, which are remote from main food processing companies. Some 
small producers that own transportation have added thermal coolers to vans and other trucks.  
Recommendation: The establishment of small cold storages in regions is one of possible options 
to support local producers. The required investments for the creation of such kind of small 
storages are not high, which can become a new type of business for regional SMEs and start-ups. 
Another option for regional SMEs could be the provision of transportation services to agricultural 
producers and food processing enterprises with small cold tracks. 

 The Armenian food processing sector faces constraints for meeting both, domestic and potential 
export markets demands. Key among the constraints is quality of final products. It is a necessity 
to improve product sophistication and meet export quality standards to expand the export market.  
Recommendation: Capacities of local processing SMEs should be highly improved, including 
improved processing technologies, introducing new production lines and equipment. Introducing 
food safety standards, including HACCP in production, will increase confidence toward local 
producers in foreign markets and promote export of processed foods. This kind of issues can be 
somehow addressed by the specific trainings and consultancy services.  

 Most agricultural and food processing (in particular dried food) production in Armenia is run by 
smallholders, who do not have proper knowledge in the field of selling and marketing. This 
results in limited sales, limited diversification of markets and has an impact on product quality 
and new product development. SMEs need to understand how to utilize market information for 
product development and organization of supply, for the promotion and sale of products. Very 
often Armenian food processing businesses have little knowledge of the capacity of foreign 
markets to absorb more exports, which products are experiencing growing demand and how their 
capabilities can be best used.  
Recommendation: Before launching the production, the businessmen should be guided/supported 
in analysis of all factors of product sales chain. Important is not just producing, but producing 
what can be sold with profit. Trainings in quality management and marketing techniques, which 
will allow local producers to successfully produce and present their products not only in domestic 
but in foreign markets as well, is a must. 

 Agribusiness exporting success stories already exist, especially in the area of alcoholic beverages 
and canned products. Further policy reforms, however, are needed to encourage Armenian 
agribusinesses to achieve profitable links to global agribusiness value chains. Groundwork is 
also needed to strengthen the processing sector, in particular addressing the quality and 
fragmentation of primary production. In this aspects we think that the Project can have its 
contribution via providing technical support to increase competitiveness of SMEs in view of 
developing export potential. In parallel, following main challenges must be dealt with: quality to 
meet global market requirements; proper packaging, labelling and promotion, communication 
and negotiation skills such as the ability to do business with local and foreign partners, 
distributors, supply chains etc. 

 Packaging of products is another demand of customers, mainly when it relates to dried fruits, 
vegetables, and dairy products (mainly for cheese). The packaging guarantees cleanness of the 
product and the absence of external interference. However, still such kind of services (products) 
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are not ubiquitous in Armenian market. Even cheese and dried fruits are sold in supermarkets 
most of cases without packaging. Absence of packaging reduces also interest and willingness of 
foreigners to buy and test local products.  
Recommendation: In order to increase the selling and exporting potential of SMEs of food 
processing sector, it is important to bring packaging and transportation of products to the 
acceptable international standards. It is clear that small producers cannot do it themselves. The 
creation of special packaging and transportation logistics centres in regions of Armenia is another 
niche, where SMEs can be involved and have a success. 
 

During the analysis of the food processing sector and summarizing the above mentioned opportunities 
the project team have identified several niches in the food processing sector, where regional start-
ups/SMEs can initiate businesses with relatively small investments and comparable success.  

Fruit wine/vodka making: There are many experiments of using fruits and berries (apricot, peach, 
currant, blackberry, raspberry, pomegranate, fig etc.) by locals as raw materials for wine and vodka 
production. In the target regions customers can find also extraordinary types of wine from honey and 
pine beebread. Though the alcoholic beverages sector of Armenia is quite saturated with producers, 
which have modern equipment and provide big volume in local and international markets; 
establishment of boutique-wineries, which produce high-quality wine, fruit wine and vodka can be 
considered as an opportunity for SMEs. 

Organic dried fruits and vegetables: The most highly developed and popular sector is dried fruit 
production, the research identified that there are lot of dried fruit producers in the target regions, 
which are ready to sell their products in local and foreign markets. Nevertheless, in foreign market 
(particularly in the EU and Japanese markets) there is a huge requirement of organic dried fruits. 
Armenia is step ahead compared to neighbour countries in production of organic products however, 
number of organic dried fruit producers is still limited and concentrated in Ararat valley. Though the 
production of dried fruits requires investments and patience (at least three years is required for fruits 
and vegetable to become organic), this sector is a development perspective in Armenia, particularly 
in target regions. 

Tea production, herbs packaging: the target regions, especially Lori and Syunik are famous with 
ample variety of herbs growing in their mountains. There is a huge demand of these herbs and special 
teas in the local market, especially by restaurants and pharmaceutical organisations. Moreover, the 
research showed that foreigners are also interested in local herbs and teas and there is a growing 
demand among foreign tourists as well. Special attention should be paid to the production of tea, 
where the source of raw materials is medicinal herbs and flowers, including endemic types, which 
grow in the forests and rocks. We consider that the gathering, proper packaging of herbs and tea 
production as one of niches in the food processing sector, where SMEs and startups can have a success 
with small amount of investments. 

Canned vegetables/fruits: Sector of canned products is mainly represented by powerful and large-
scale factories, with modern equipment and big network of shops/representatives. However, here also 
is possible of find small opportunity for SMEs, particularly by producing extraordinary jams (like 
pine jam, kiwifruit jam etc.) 
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Dairy products: Unlike in fruits and vegetables, there is limitation of raw material in the case of 
meat, milk and egg. Local production of meat, milk and eggs does not satisfy local consumption 
needs and is largely satisfied by imports. Besides the meat production is mainly focused in large and 
powerful organizations and requires big investments. Dairy market also has a shortage of raw 
materials and dairy products are also produced mainly by the big and powerful organizations. Cheese 
production is one of milk processing varieties, which needs less investment and is very popular. This 
may be attractive to enable SMEs to produce high quality and different type of cheese, with good 
packaging for local and foreign markets. 

Tourism Sector 

The results of the study showed that Armenia is rich in tourist attractions, nature, history, castles, 
monasteries and the existence of a fortress. This opens huge opportunities for developing the field in 
the market, especially through the development of hotels, tours processing, advertising of sightseeing 
and trainings of professionals. These features are good stimulus for SMEs, to choosing the sector as 
a field of activity for development of the hospitality industry, including: 

 B&B development by using of the existing house or build houses suitable for rural tourism: 
Though there are 210 B&Bs operating in Armenia, most of them are located near to main touristic 
destinations or close to borders. Which means that the country’s capacity to provide relevant 
accommodation to tourists is not well used. Outside of the capital, there are few high quality 
boutique hotels (mainly those developed by Tufenkian Hospitality in Lori Marz and Gegharkunik 
Marz and number of hotels in Tsaghadzor and Jermuk), but in regional centers, especially in 
remote areas, it is difficult to find hotels/B&Bs meeting high quality standards and providing 
quality services.  
Recommendation: Establishment of B&Bs and boutique hotels with high quality standards and 
quality services can be an attractive area for local SMEs and Start-ups, taking into account also 
the strategy of the country to increase the number of foreign visitors.  

 Tour organization, including hiking, rock climbing, picnics, winter sport rest, fishing, etc. – 
touristic attractiveness is not well used by Armenian. Tour operators are mainly located in the 
capital and organize tour to well-known touristic destinations. However, the other touristic 
destinations of Armenia and different types of tourism are not promoted and used by Yerevan 
based tour operators.  
Recommendation: An important opportunity exists for establishing and/or promoting regional 
tour operators, which know each touristic destination in their region and can organize different 
interesting tours for local and foreign visitors. The following types of tourism can be successfully 
promoted: ecotourism, agro tourism, rural tourism, adventure tourism, etc.    

 Food & Beverage Establishments – Yerevan has a very wide range of indoor and summer 
outdoor restaurants and cafes offering a wide variety of international cuisines. However, the 
situation in the smaller towns and rural areas indicates that there is distinct lack of food and 
beverage establishments providing high standards and a range of international options. The 
establishment of such kind of cafes does not require big investments and local SMEs can try to 
open the establishments, and provide local or international dishes, in cooperation with Yerevan 
based organizations. 

 Winter Tourism is still a relatively immature tourism product, the main markets for skiing are 
currently Russia and the domestic market.  
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Recommendation: Snowfall fairly reliable between November and March, the usage of ski-lifts 
in Tsaghkadzor and Jermuk, shows that there are obvious opportunities for increasing winter 
tourism in other regions as well. It includes après ski facilities and services, ski boot and 
snowboard hire, and the establishment of ski and snowboard schools. Opportunities may well 
exist for other winter sports, such as tobogganing, cross-country skiing and snow-shoeing, which 
can be provided by regional SMEs.  

 
Road Side Station as a marketing platform for local products and services  

Road side spots are not new in Armenia. There is a big difference between Road side stations and 
other road side facilities which can be seen in different parts of Armenia (such as Aparan, Lake Sevan, 
etc.). The road side facilities, which have shops, bakery and cafeteria: 

 sell mainly ordinary goods which can be purchased anywhere; 
 are stand-alone facilities without any linkage to the economic development policy; and 
 are private businesses and they are not providing public services, such as information, public 

toilet, parking, networking, promotion, etc. 

Compared to the above mentioned facilities, Road side stations: 

 sell mainly local products, because it emphasizes local SMEs development. Therefore, they 
provide SMEs selling and development opportunities (for better production and marketing); 

 are part of integral marketing facilities, as well as are considered as one of instruments of SME 
development policy of the country, connecting local brands promotion, export promotion and 
in-bound tourism promotion; 

 are public facilities, not only for earning profits but also for providing utilities for people 

The necessity of RSS has been discussed with possible stakeholders. For that purposes different type 
of questionnaires have been designed, which have been shared by social networks, e-mails and 
personal meetings. The visits and meetings have been used to discuss the establishment of the RSS, 
its future operation and possible benefits for local SMEs and local government. All respondents have 
underlined the necessity of such kind of infrastructures on highways. Respondents mentioned that for 
long trips people need to have rest, relax, use WCs, have some snacks and refreshments or to buy some 
local products, and get information about the road and tourism destinations within the region and 
beyond. RSS especially would give a possibility to get acquainted with the region, its culture, 
traditions, products, services and main historical and touristic destinations. Existing spots are solving 
all mentioned services only partially, however the RSS due its multi-functionality targeting both local 
and foreign travelers, can provide all services in on one place, at the same time promoting the region, 
regional products and services highly supporting local production. Regional development function is 
crucial for RSS to differentiate from other private facilities.  

Proposed location for future RSS was assessed considering both demand and supply sides, including 
intensity of cars, possible visitors, availability of local products and services, potential suppliers, etc. 
A set of criteria is proposed for selection of suppliers and products.   
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Key findings and recommendations  

Analysis of the concept of the road side station and further discussions with stakeholders gave a 
possibility to develop number of findings and recommendations, which would support the SME DNC 
during further operation of the RSS. In particular: 

 The concept of the establishment of RSS as a business enabling infrastructure is a vital issue for 
the current stage of Armenia’s regional development and local economic development 
perspectives. It is mainly conditioned by its multipurpose functionality and particularly regional 
development aspects, including its function as a marketing and monitoring platforms for local 
products and services, which highly differentiates the RSS from the other “similar” road 
structures.  

 There is a huge necessity to develop relevant infrastructures in Armenian regions for local 
economic development (like marketing and selling point for local SMEs), as well as for 
convenience of tourists (such as clean western-style toilets, regional one-stop tourism service 
centre, local brand shop, etc.). All these shall be equipped by RSS. 

 There is no other similar station in Armenia, where local unique products, local tourism 
information and opportunities for local SMEs and entrepreneurs, combined with local economic 
development programs, are presented under one roof. 

 It is needy service for all types of visitors for interesting and useful stopping and recreation, 
including local inhabitants, visitors, tourists, drivers and others. 

 Necessity of the establishment of the Road Side Station in Lori justified from both sides, supply 
local community (agricultural produces, local SMEs, services etc.) and demand (tourists, 
commercial travelers, drivers, etc.) The main preconditions for the selection of location is the 
importance of the road, passengers’ intensity and availability of land.  As we can see from the 
research according to the official data, around 7000 cars passed the foreseen part of the road per 
day (though the main highway is closed due to the renovation works). For the calculations of the 
possible visitors only 2% of the persons passing the road were considered, which is the most 
conservative estimation. 

 Lori is a dramatically beautiful region and one of main touristic destination of Armenia. 
According to tour operators, almost all tourists, which requested services of tour operators, visit 
Lori region, particularly Haghpat and Sanahin monasteries, churches, botanical gardens in 
Vanadzor and Stepanavan and other historical places. 

 The Road Side Station is planned to be constructed in interstate highway M3 - the most 
convenient place linking Armenia and Georgia (then Russia and EU), which connects these 
routes: Yerevan-Vanadzor-Alaverdi-Tbilisi; Gyumri-Spitak-Stepanavan-Tashir-Tbilisi; 
Gyumri-Vanadzor-Alaverdi-Tbilisi. 

 The way to RSS through M3 passing through Aragatsotn region is attractive and interesting for 
both foreign and local travelers. Description of the rout is presented in the research and currently 
used by the most of the tour operators.   

 The renovation of Alaverdi-Akhtala road by the end of 2018 will considerably increase the 
movement by this way, which means that possible number of visitors will increase. Yerevan-
Vanadzor-Alaverdi-Bagratashen is the main road connecting Armenia to Georgia. The 
alternative directions have limited usage mainly because of season and whether conditions. 
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 The proposed concept of the RSS will never create market distortion, but in contrary, it will 
create a field for local businesses, increasing their volume by supplying products and promoting 
their services and opportunities for new ones for establishing their businesses in the territory of 
the RSS, such as cafeteria, pharmacy, petrol station, car maintenance services, etc. The RSS 
should not provide services, which can be done by the private enterprises. 

 Tourism is one of priority directions for Lori marz and RSS can be an important point for local 
tourism promotion, serving as regional Destination Management Organization (DMO). As a 
DMO three core aspects should be considered: Community engagement (relationship building), 
Destination management (internal and external), Destination marketing. This function should be 
developed very precisely under the close coordination of the Tourism State Committee of 
Armenia to provide services in line with the other tourism information centers/DMOs in the 
country.   

 As we can see from the stakeholder analysis, the greatest impact and influence on RSS can have 
Tour operators, to attract tourists to the station and stimulate the flow of visitors. They can 
become the best intermediators of marketing strategy, spreading information about the RSS. 
Therefore, RSS should have distinctive marketing strategy shared with all stakeholders.  

 It is clear that the RSS will not give enough space to gather and sell all products produced in the 
region. Taking into account the purpose of the RSS and its role in the regional development and 
diversification of local economy, a set of criteria should be established for selection of local 
products/services. Examples of such criteria are given in the research. 

 Project team should clearly define the future services of RSS, as it may impact on the construction 
design. We recommend for the first two years to focus on three basic functions: (1) local brand 
shop – where only local products will be presented; (2) tourism information center – all available 
tourism information about the region should be presented in a form of leaflets, brochures, films, 
guides, etc., as well as navigation and guidance about the roads and weather conditions; (3) rest 
area – place for rest with the sofas, chairs, tables, vending machines, ATMs, WiFi. As an 
extension following services are recommended: trade fairs, master classes, local festivals, etc., 
which can attract more visitors promoting both region and regional products and services. The 
structure of the future services of the RSS should be developed strongly based on the demand of 
customers collected and analysed via monitoring platform. It is recommended to develop 
separate operational plans for the mentioned basic functions of the RSS, to be provided to future 
operator of the RSS.   

 Based on the proposed basic functions we recommend to construct one floor building with the 
larger area, which can be divided into the functional sections (shop, rest, info) instead of proposed 
two-floor and use the rest area space for networking meetings.      

 As a public services the RSS should have parking area convenient for busses, trucks and 
passenger vehicles; toilets (including for disabled people). Based on the assessed number of 
travelers and visitors we recommend to have parking area for at least 20 cars (this does not 
include parking spaces for buses and trucks at least 10 parking areas should be considered) and 
toilet for five people by sex, two for disabled persons and one bath.  

 The calculation shows that estimated expenses for utilities are too high, which increases costs of 
the RSS. There is a possibility to decrease these costs, if the management of the RSS will use 
other sources of electricity and heating/cooling. In this regard, it is recommended to consider the 
possibility of using renewable energy (particularly solar power) for getting electricity and 
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heating/cooling the RSS. The local legislation allows to use solar photovoltaic (PV) systems and 
to produce electricity to supply all of a property’s energy needs. Moreover, there are solar heating 
and cooling systems in the market, which simply eliminate the need for electricity to cool or heat 
the air and water in a home or business area. Usage of such kind of systems will considerably 
decrease expenses for utilities.  

 Coming from German experience, the visitor will pay for WC and get coupon, which can be 
exchanged in shopping section. The bath service also will be chargeable, which is focused on 
driver of long routes. 

 RSS should be professionally branded, having local identification and should be very attractive 
from outside with the attractive signboards and stands. There is good experience for Stepanavan 
branding http://braind.am/portfolio/stepanavan, which could be used as an example. RSS should 
develop a sense of region and create an inclusive environment where all products and services 
are represented equally. It is recommended also to have a big signboard of the map with the 
indication of the main tourism destinations distance from the RSS. 

 Sustainable operation of the RSS is important for achieving its desired goals as a new SME 
assistance mechanism. It is clear that the ownership of the RSS should be with SME DNC of 
Armenia, which should be able to run and ensure effective operation of the RSS. It is obvious 
also, that for the effective and sustainable operation the RSS should become fully self-sustainable 
covering operational costs from sales revenues and generating profit, if possible. For this 
purpose, it is suggested to subcontract a specialized company in the future, which will run the 
RSS according to the requirements of the SME DNC. Sustainable operation of RSS shall be 
possible, if it is accompanied by capacity development program for operator of RSS as well as 
local producers, by transparent selection criteria of operators as well as evaluation system of 
annual operation results. 
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1. GENERAL DESCRIPTION OF PROJECT TARGET REGIONS 

1.1. Armavir Marz 
Armavir marz occupies 1,242 sq or 4.2% of Armenia. It is situated in the Western part of the 

Republic of Armenia. In the North, it borders Aragatsotn 
marz, in the East – the capital Yerevan, in the South-East – 
Ararat marz and in the West it borders the state border of 
Turkey. Yerevan-Armavir, Yerevan-Karakert, Yerevan-
Gyumri highways and Yerevan-Tbilisi railway run through 
the territory of the marz. 

The marz population is 8.9% of the 2016 national population, 
of which 31.7% are urban (84.4 thousand people) and 68.3% rural (or 181.8 thousand person). 
Armavir marz includes the districts of Armavir, Metsamor and Edjmiatsin towns and a further 95 
rural settlements. The administrative center of the marz is Armavir with 28,885 inhabitants (as of July 
1, 2016). 

Armavir includes 4.3% of Armenia’s industrial production and 17.5% of agricultural production in 
2015. Industry focuses on electricity production, food products, wine and brandy, and textile. The 
geographical position and climatic conditions are favourable for growing many varieties of fruits and 
vegetables and for animal breeding. The marz is one of the major suppliers of grapes, apricots, 
tomatoes in the country. Agricultural lands in the marz consisted of 97.0 ths. ha (46.3ths. ha of which 
are arable land) or 4.6% of the total, the smallest share of any marz, while the region contributed 
AMD 174.9 billion or 17.5% of RA agricultural output in 2015. 

 

Table 1. Macroeconomic indicators of Armavir marz 

 Unit 2015 2014 % of previous 
year 

Industry AMD mln. 57,598.9 54,392.7 100.9 

Agriculture AMD bln. 174.9 173.7 100.7 

Construction AMD mln. 16,662.9 8,699.3 191.5 

Trade turnover AMD mln. 50,198.1 32,161.3 156.1 

Services AMD mln. 19,338.1 17,992.6 107.5 

Salary AMD 145,798.0 136,533.0 106.8 

Sources: National Statistical Service of the RA (NSS RA), 2016 

The second leading economic sector of the region is industry, which is 4.3% of the total volume of 
industry of the country. Then comes trade, with 3.8% share, construction – 3.5%, and services – 1.7%. 
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Highest share of in the industry goes to the electricity production and supply – 61.3% (mainly because 
of Metsamor Nuclear Power Plant), then comes manufacturing –36.8%, water supply – 1.6% and 
mining – 0.3%. 

Armavir marz is known for its developed agriculture and agribusiness thus creating new business 
opportunities for SMEs engaged in food processing.    

Figure 1. Structure of industrial production by sectors of types of economic activity of Armavir marz, 
2015 

 
Source: NSS of the RA, 2016 

 

Sectors of manufacturing and their production volumes in 2015 were as follows: 

Sector 2015 (million 

AMD) 
Share, % 

Food processing 12,485.4 58.9 

Alcohol production 2,852.4 13.5 

Textile industry 3,322.0 15.7 

Manufacture of machinery and equipment 779.7 3.7 

Other non-metallic mineral products 1,309.8 6.2 

Other sectors 436.8 2.1 

Total 21,186.1 100.0 

 Source: NSS of the RA, 2016 

Main agricultural products are potato, vegetable products (such as cabbage, carrots, tomato, eggplants 
etc.), grains and leguminous plants, fruits and berry as well as animal husbandry products.  
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Table 2. Main agricultural products of Armavir marz, 2014-2015 

Name of the crop Produced (thousand ton) Growth 
(%) 2015 2014 

Grains and leguminous plants 27.4 29.6 -7.4 

Potato 53.2 43.2 23.1 

Vegetable and water-melons 418.3 366.6 14.1 

Fruits and berry 98.1 62.0 58.2 

Source: NSS of the RA, 2016 

 

1.2. Lori Marz 
Lori marz covers 3750 km2 or 13% of Armenia’s territory. It is 
located in the north of Armenia. It borders with Georgia in the 
North, in the South – Kotayk and Aragatsotn marzes and in the 
West – Shirak marz of Armenia. Lori is the third largest marz 
by its territory. The general railway of the RA runs through the 
central part of the marz. 

There are eight urban and 105 rural communities in the region. 
The population of the region amounts 223.9 ths. inhabitants (as of 1st of July 2016), 59.1% of 
population lives in urban areas. 

The administrative center of the region is Vanadzor (81.9 ths. inhabitants as of 1st of July 2016). 
Other major towns are Alaverdi (13.6 ths. inhabitants), Spitak (12.9 ths. inhabitants), Stepanavan 
(13.2 ths. inhabitants) and Tashir (7.5 ths. inhabitants). 

Vanadzor is situated at a distance of 115 km from Yerevan by road and 224 km by railway. It is at 
1350 m above sea level. 

Industrial production of Lori marz comprises 8.9% of total industry production of the country in 2015, 
the volume of agricultural production is AMD 75.2bln or only 7.5% of total agricultural production 
of Armenia. Industry is specialized mostly in mining, processing of fruits and vegetables. The 
geographical position and climatic conditions are favorable for growing many varieties of vegetables 
and for animal breeding. Agricultural lands in the marz consisted of 251.1 ths. ha (12.3% of the total), 
42.1ths. ha of which are arable. 

 

Table 3. Macroeconomic indicators 

 Unit 2015 2014 % of previous 
year 

Industry AMD mln. 120,165.8 69,941.2 171.8 
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Agriculture AMD mln. 75,200.0 73,800.0 101.9 

Construction AMD mln. 26,876.1 68,635.0 39.2 

Trade turnover AMD mln. 47,165.6 22,607.1 208.6 

Services AMD mln. 17,593.8 15,595.7 112.8 

Total in the region AMD mln. 287,001.3 252,593.0 113.6 

Salary AMD 140,497.0 127,282.0 110.4 

Source: NSS of the RA, 2016 

The leading economic sectors of region are agriculture and industry. Share of industry in total volume 
of economy of the region is 41.9%, agriculture – 26.2%, trade – 16.4%, construction – 9.4%, and 
services – 6.1% in 2015, compared to respectively 27.7%, 29.2%, 9.0%, 27.2% and 6.2% of the 
previous year. Highest share of industrial activities goes to the mining – 45.8% and then 
manufacturing – 43.8%, electricity supply – 9.5% and water supply – 0.9%. 

Bounded on all sides by rugged mountains and cut by sheer gorges, Lori is a dramatically beautiful 
region having all precondition for tourism development.  

Lori is home to UNESCO heritage site Haghpat, Sanahin and Kober monasteries - Armenia's loveliest 
- and a host of other important medieval monuments, to the spectacularly sited Lori Castle (Lori 
Berd), to a pleasing Arboretum in Gyulagarak, and to a range of stunning landscapes. Though lacking 
a major resort destination, Lori's importance as a transport corridor to Georgia has contributed to the 
development of a growing number of small hotels and restaurants on the main routes M3 and M6 and 
the necessity of having modern infrastructure/pit stop for travellers is obvious.   

 

Figure 2. Structure of industrial production by sectors of types of economic activity of Lori marz, 
2015 (AMD mln.) 

 
Source: NSS of the RA, 2016 
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Sectors of manufacturing and their production volumes in 2015 were as follows: 

thousand AMD 

Sector 2015 2014 % of 
previous 

year 

Share, 
% 

Chemical production 541,928.0 342,397.0 170.4 1.0 

Textile industry 2,688,083.0 2,438,178.0 103.1 5.1 

Manufacture of food products 16,879,330.0 16,619,366.0 100.0 32.0 

Manufacture of machinery and 
equipment 

435,359.0 786,373.0 55.4 0.8 

Wood processing and 
furniture manufacturing 

14,477.0 19,603.0 73.8 0.03 

Metallurgy 30,691,536.0 29,656,670.0 119.6 58.2 

Other sectors 1,441,525.0 896,274.0 160.8 2.9 

Total 52,692,238.0 50,758,861.0 112.2 100.0 

 Source: Regional administration of Lori region, 2016 

Main agricultural products are potato, vegetable products (such as cabbage, carrots, tomato, eggplants 
etc.), grains and leguminous plants as well as animal husbandry products.  

 

Table 4. Main agricultural products of Lori marz, 2014-2015 

Name of the crop Produced (thousand ton) Growth 

2015 2014 % 

Grains and leguminous plants 47,1 41,6 +13.3 

Potato 75,9 73,3 +3.6 

Vegetable 30,5 27,0 +12.6 

Industrial crops 0,3 0,3 +9.1 

Fruits and berry 2,5 2,8 -11.1 

Grape 0,2 0,4 -47.6 

Source: Regional administration of Lori region and NSS of the RA, 2016 

In total, there were more than 4000 SMEs operating in the region, 10% of which are involved in 
agriculture, mining industry and manufacture. However, approximately 73.3% of industrial 
production accounted for the large industrial enterprises and only 26.7% to small and medium 
enterprises. Average monthly salary in the region was AMD 140 497 in 2015, which is 81,9% of the 
average salary of the country. Level of unemployed was 10,728 people (13.9% of country level) in 
2015. 

Main products produced in the region are: 
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 Potato 
 Cabbage 
 Non-traditional agricultural products (broccoli, Chinese cabbage, red cabbage, stevia etc.) 
 Melons 
 Greens 
 Fruits (including dried fruits) 
 Processed food 
 Dairy products 
 Cheese 
 Salty peanuts 
 Alcoholic and non-alcoholic beverages 
 Juices 
 Tea and herbs 
 Honey (pine pollen) 

There are also number of furniture producers and stone processing companies. 

1.3. Syunik Marz 
Syunik marz covers 4506 km2 or 15.1% of Armenia’s territory. 
It is located in the south of Armenia and borders by the Vayots 
Dzor region of Armenia from the north, Azerbaijan’s 
Nakhchivan Autonomous Republic exclave from the west, the 
de facto independent Artsakh Republic from the east, and Iran 
from the south. Syunik is the second largest marz by its territory 
and after Gegharkunik marz. 

In the meantime, the population of the marz comprises 4.6% only of RAs total population in July 
2016 with the density of population of 31 per sq.km (second lowest after Vayots Dsor marz). While 
67.4% of the population (as of January 1st, 2015) resides in urban settlements and 32.6% only is 
rural. Syunik marz includes the territories of Sisian, Dastakert, Goris, Kapan, Agarak, Kajaran and 
Meghri towns and there are 127 rural settlements. 

The administrative center of the region is Kapan (42.6 ths. inhabitants as of 1st of July 2016). Other 
major towns are Goris (20.3 ths. inhabitants), Sisian (14.9 ths. inhabitants), Kajaran (7 ths. 
Inhabitants) and Meghri (4.5 ths. inhabitants). Kapan is located at a distance of 321 km from Yerevan 
by road. It is at 910 m above the sea level. 

Syunik is the richest marz of the Republic of Armenia with minerals. The most important of them are 
non-ferrous metals (copper, molybdenum, zinc and others non-ferrous) and precious metals (gold, 
silver) and non-metal minerals (construction and decorative stones, basalt raw materials, limestone 
and burnt shale marble and granite resources). 

The leading economic sectors of region are agriculture, tourism and industry. The share of industry 
of Syunik marz in total volume of industrial production of the republic in 2015 comprised 13.3% - 
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the highest amongst marzes of the republic2 (due to traditionally developed mining and construction 
materials industries) with total industrial output AMD 178,684.5 million, which is less by arund 10% 
compared to 2014. The volume of gross agricultural produce comprised AMD 70.2 bln. (or 7% of 
total). Industry is specialized mostly in mining, processing of fruits and vegetables (Megri, Harzhis). 
The geographical position and climatic conditions of the marz are favorable mostly for animal 
husbandry and crop production (e.g. wheat and other cereals) with limited area of Meghri with sub-
tropical climate for growing varieties of fruits (e.g. figs, persimmons, pomegranates etc.).  
Agricultural lands in the marz in 2015 constituted of 306.9 ths. ha (or 15.0%of total), 43.8ths. ha of 
which are arable. 
Syunik Marz contains some of the most dramatic scenery in Armenia, and is home to some of the 
most important historical and cultural remains, having all precondition for tourism development. 
Important destinations in Syunik include Tatev Monastery, the spectacularly sited religious capital of 
S. Armenia, Vorotnavank, Vahanavank, the standing stones near Sisian, the medieval cave-dwellings 
of Khndzoresk, the petroglyphs of Ughtasar and nature preserves such as Sev Lich and Shikahogh. 
The both Sisian and Kapan have decent hotels, while a number of B&Bs are popping up all over the 
region, including in Goris and Meghri. 
 

Figure 3. Structure of industrial production by sectors of types of economic activity of Syunik marz, 
2015 

 
Source: NSS of the RA, 2016 

The agriculture of the marz is mainly specialized in plant growing (especially grains and potato 
growing) and animal husbandry (especially cattle farming). In 2015 there were about 18 390 farmers 
operating in the region and around 60 agricultural processing organisations3. 

 

 

 

																																																								
2 Excluding Yerevan 
3 According to the 2015 annual report of Syunik Regional Administration 

82%

5%

12%
1%

Mining Manufacturing Electricity Water	supply



	

	

	

	
Market	Research

	
	 	

 

 

23
 

   

Table 5. Main agricultural products, 2014-2015 

Indicators Produced Growth 

2015 2014 % 

Grains and leguminous plants  (thousand ton) 67.6 73.7 -8.3 
Potato  (thousand ton) 33.1 32.8 0.9 
Vegetable and water-melons  (thousand ton) 18 17.6 2.3 
Industrial crops (centner) 42 42 0.0 
Fruits and berry (thousand ton) 15.3 14 9.3 
Grape (thousand ton) 1.2 1.2 0.0 
Milk (thousand ton) 74 69.4 6.6 
Meat (thousand ton) 17.7 16.7 6.0 
Wool (ton) 255.8 217.2 17.8 
Honey (ton) 395.5 395.6 0.0 
Egg (million pcs) 42.7 39.6 7.8 

Source: NSS of the RA, Regional administration of Syunik region, 2016 

Average monthly salary in the region was AMD 197 836 in 2015, which is 15.3% higher than the 
average salary of the country. This is mainly related to the high salaries in the mining sector. 
Economic active population in the region was 55.1 thousand people. Level of unemployed was 8.6 
thousand people (3.5% of country level) or 15.7% in 2015. 

Main products of the region are: 

 Potato and grain 
 Melons and greens 
 Cheese (there are two medium and number of small producers in Sisian) 
 Fruits (including dried fruits) 
 Dairy products (example is Sisian Kat or Marila) 
 Alcoholic and non-alcoholic beverages 
 Canned food 
 Honey 

	

2. GENERAL OVERVIEW OF THE FOOD PROCESSING 
SECTOR IN ARMENIA   

Food processing sector is one of the most important industries in Armenia’s economy. Food 
processing industry (including beverages) possesses dominant position among 22 sub-branches of 
manufacturing with more than 46% share. The sector is growing at an average annual rate of more 
than 5%. The leading economic sector of the region is agriculture with AMD 676.0ths. gross 
agricultural production per capita, and the food processing is counting 58.9% of total manufacturing. 

Agribusiness is already a strategically important sector – the agriculture and agro-processing 
industries combined represent about 21% of GDP and employ close to 40% of the total labour force. 
In particular, the export of high end processed fruits and vegetables has potential for growth.  
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This sector is considered important also for ensuring employment and incomes for the rural 
population. It is also the main precondition for developing an export-oriented agriculture in the 
country. The Armenian food processing sector is rather diversified and includes nearly all fields of 
food industry, with grape, fruits and vegetables, dairy and tobacco processing providing the largest 
production volumes. However, food-processing capacities are not sufficient for the potential of farm 
production. Hence, making further investments in this profitable industry along with development of 
small and medium size entrepreneurship are one of the most critical priorities. 

Armenian processing SMEs operate in two sub-sectors: bulk ingredients and packaged food and 
beverages. Bulk ingredients have small margins. Packaged food and beverages present a lucrative 
opportunity with a high margin and the second-largest global market. On a global stage, a large part 
of the packaged food and beverages sub-sector is represented by alcoholic beverages, yet the 
remainder consists of products like juices, purees, compotes and jams, among other products 
commonly produced in Armenia. 

While some locally produced processed food is sold locally, through markets and supermarkets, the 
majority of the processed food is produced for export. Excluding alcoholic beverages, the production 
of processed fruit and vegetables accounts for only 5% of the whole food industry, but dominates 
exports in the sector with around a 70% share of total food exports in 2013. This reveals the sub 
sector’s comparative advantage and suggests more efforts should be made to increase the production 
of processed fruit and vegetables. Here we see a clear niche for start-ups and SMEs. 

The Armenian food processing sector faces constraints meeting both domestic demand and potential 
export markets. Key among the constraints for the domestic market is the quantity and quality of 
domestic supply. The lack of structured cold chains is also a major constraint for both markets. It is 
critical to improve product sophistication and meet export quality standards to expand the export 
market and to support the growing demand in the organic food sector. Multiple small suppliers are 
difficult to organize to provide required quantities of similar quality and require costly tracking 
systems for product traceability. This increases the overall cost of the primary products. These factors 
have a direct impact on cost competitiveness. SMEs have a limited knowledge of end markets. This 
results in limited sales, limited diversification of markets and has an impact on product quality and 
new product development. SMEs need to understand how to utilize market information for the 
promotion and sale of products, product development and organization of supply.  

To become competitive SMEs need to meet more stringent requirements and standards, such as higher 
quality, organic certification, hazard analysis and critical control points (HACCP) for food safety and 
International Organization for Standardization standards. 

At the same time, the production capacities available in the mentioned sector contain a great potential 
for the development of the small and medium sized enterprises leading to development of the sector, 
diversification of economy and increase production volumes. 

Below is brief description of Armenian food processing main sub-sectors. 
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2.1. Processed fruits and vegetables in Armenia 

Primary data on main fruit and vegetable production used in food processing sector  

The range in altitude of the country and variety of soil-climatic conditions have created favourable 
conditions for the production of apricot, peach, plum, cherry, apple, pear, quince, walnut, peanut, fig 
and pomegranate and other fruits.  

The below map presents distribution of main crops and fruits traditionally cultivated in Armenian 
marzes. 

Apricot and peach are the main cultivated fruits in the Ararat valley (Ararat and Armavir marzes). In 
the upland areas of the Ararat valley (Aragatsotn and Kotayk marzes) apple and pear orchards are 
prevalent.  

Meghri (Syunik marz) has a special significance for fruit production, where together with peach, 
apricot and nut fruits, almost all dry subtropical fruits are cultivated. Apple orchards are spread in 
Lori region.   

 
 
According to our estimations and analysis, the most common varieties of fruits being consumed fresh 
(including exports), processed and dried are as follows4: 

																																																								
4 Apricots, peaches, cherries, apples and pomegranates are used for production of juices as well. 
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Fruit 
Category 

Fresh fruits 
Preserves made 
of 

Jams made of 
Dried fruits 
made of 

Stone 

Apricots  Apricots  Apricots  Apricots  
Peaches  Peaches  Peaches  Peaches  
 Plums  Plums  Plums  Prunes 
Sweet cherries  White Cherries    Cherries 
Cherries  Cherries     

Seminal 
 Apples   Apples   Apples   Apples  
Quince  Quince  Quince  Quince  
 Pears     Pears   Pears  

Sub-tropical 
Persimmons     Persimmons  
Figs  Figs  Figs  Figs  
Pomegranates       

 

Table 6: Share of selected marzes, %, 2015 

 Seminal 
fruits 

Stone 
fruits 

Nuts Sub-tropical 
fruits 

TOTAL 
orchards 

Armavir 4.2% 37.2% 4.4% 5.8% 21.9% 

Lori 9.5% 3.5% 9.2% 8.1% 6.2% 

Syunik 8.6% 2.0% 15.8% 45.0% 6.2% 

TOTAL 3 marzes 22.2% 42.7% 29.4% 58.9% 35.9% 

Source: NSS of the RA, 2016 

The three selected marzes represent 35.9% of total orchards’ area in the country. Armavir is a leader 
in production of stone fruits while seminal fruits, nuts and sub-tropical varieties are less popular. 
Armavir has the highest level of production of fruits in 2015 (980 754 centner).  

Syunik region is the largest producer of sub-tropical fruits with 45.0% of total area. It is worth to 
mention that due to exceptional climatic and soil conditions, Syunik and Tavush marzes represent 
over 80% of all sub-tropical fruits orchards in the country and produce the lion part of sub-tropical 
fruits in Armenia. 

Lori region specializes in seminal fruits (mainly apples) production, representing 9.5% of total 
seminal fruits orchards in Armenia.  

Traditionally Ararat Valley, incorporating Armavir and Ararat marzes, is the primary area for 
growing fruit and vegetables in Armenia. Most part of apricot and peach orchards are located in the 
valley or these two marzes. Nearly the whole quantity of subtropical fruits is cultivated in Syunik and 
Tavush marzes. Lori region is one of marzes with high percentage of apple, pear and plum orchards. 

Commercialization of fruit production varies significantly between marzes. Armavir region is a leader 
amongst other marzes of Armenia (including Ararat region) in terms of commercialization of fruit 
production. Thus over 80% of the whole output of 2015 was sold at fresh market and to processing 
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companies. 5.4% of received harvest was consumed in households and over 6% bartered against other 
products and/or services.  

Farmers in Lori and Syunik marzes sold only 4.0% and 33.9% of their produce respectively, whereas 
household consumption comprised 87.2% in Lori and 34.0% in Syunik, which shows relatively low 
level of commercialization of the farms. In the meantime, remoteness from Yerevan and limited 
market opportunities are another hindering factors for expanding production volumes. 

The level of fruit’s (52.7%) and grape’s (87.5%) commercialization is higher than that of the other 
agricultural outputs. This is explained by large processing volumes and/or export opportunities. 
Apricots and peaches are especially highly commercialized, since during the past 3-4 years exporters 
demonstrated greater demand for them. The high commercialization of grape owes to technical 
varieties. 

Table 7. Distribution of harvest by type of utilization, % of production value, 2015 

 TOTAL 
harvest 

Sold Bartered 
against other 

products 

Bartered 
against other 

services 

Consumed 
in the 

household 

Total (Armenia) 100 52.7 7.5 4.3 24.4 

Armavir 100 83.9 6.6 3.9 5.4 

Lori 100 4.0 0.2 - 87.2 

Syunik 100 33.9 15.5 2.0 34.0 

Source: NSS of the RA, 2016 

Overall area under vegetables was 29.1 ths. ha in 2015 with a total production of 1 031.5 ths. tons. 
This is 8 percent more than the production in 2014 and increases the production level of 2011 by 
more than 31%. Over 39% of the area under vegetables is concentrated in Armavir marz, which 
contributes to 39.4% of the total volume in the Republic. Currently, the domestic production of 
vegetables almost satisfies the domestic need and is being exported in limited volumes (e.g. to Russia, 
Georgia etc.). Major vegetables include tomato, cucumber, onion, cabbage, eggplant, pepper (sweet 
and hot) and watermelon. 

Apart from these vegetables beet, carrot, cauliflower, garlic, and different leafy greens are also widely 
grown. Production of leafy greens (cilantro, garden cress, dill, tarragon, basil and parsley) has 
remained relatively stable in recent years. Pea, shallot and cauliflower are also cultivated but in 
smaller amounts. The type of vegetables grown in Armenia has been gradually diversified in the 
recent years, though still in not significant volumes and mostly oriented towards fresh market. New 
crops include cherry tomato, capia pepper, Hungarian and American peppers, Chinese cabbage, red 
cabbage, Brussels sprout, pickling cucumber, broccoli, stevia etc. 

In recent years, production areas under tomato, eggplant, pepper and cucumber and their production 
values have been expanded. One of the factors that contributed to this expanded production is the 
processing industry, which continues to increase their exporting potential mainly to Russia.  
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Given the primary focus of this research (varieties being procured for processing and target region of 
the research) the following vegetables have been selected to review: tomato, cucumber, eggplant, 
peppers and green beans. Carrot and garlic were also included in this research since these two 
varieties are used in almost all types of processed vegetables as supplementary ingredients. 

Ararat and Armavir marzes are leaders of sown tomato in the country. They together provide more 
than 80% of tomato fields in the country. In terms of areas sown Armavir provides also 45% of 
cucumber, 66% of eggplant and pepper. Syunik and Lori are not famous vegetable producers, though 
Syunik has rather high fields of sown potato and green beans (particularly Sisian and Goris regions 
respectively) and Lori is second marz of sown fields of garlic and cabbage.  

In terms of harvest/production volumes contribution of Armavir and Ararat marzes is again higher 
compared to other marzes of the country reaching 74.2% of total production, whereas all the rest 
marzes contribute only 25.8%. 

Table 8. Harvest of vegetables by marzes, tons, 2015 

Marzes Potato Tomato Cucumber Eggplant Pepper Cabbage Green 
beans 

Aragatsotn  45,821.5 15,310.5 5,520.0 2,025.2 1,008.0 9,102.0 120.0 

Ararat  29,189.8 178,672.3 29,361.1 25,748.2 25,609.3 12,061.5 516.3 

Armavir  53,183.9 112,133.4 45,545.3 47,855.6 50,549.4 40,720.2 1,383.2

Gegharkunik  363,594.7 272.8 314.8 - 23.1 58,702.1 15.8 

Lori  75,863.7 691.7 742.1 33.7 46.9 23,917.1 446.8 

Kotayk  18,939.6 2,077.5 1,534.5 157.7 351.7 7872.8 490.4 

Shirak  114,023.0 1,932.7 2,188.4 - 214.7 20,321.4 131.7 

Syunik  33,084.5 2,318.0 1,340.1 235.3 554.5 5,441.4 612.9 

Vayots Dzor  3,739.1 2,053.2 1,361.1 316.4 692.3 354.1 87.5 

Tavush  25,177.9 2,711.0 2,275.3 271.0 382.7 2,480.9 1,243.8

Yerevan 1,861.6 2,010.0 1,953.0 651.0 719.4 218.0 - 

Total   764,479.3 320,183.1 92,135.7 77,294.1 80,152.0 181,191.5 5,048.4

Source: NSS of the RA, 2016 

The selected varieties of vegetable (tomato, cucumber, cabbage, pepper, green beans) comprise 
74.5% of total vegetables produced in Armenia. Among all marzes, highest share of tomato 
production goes to Ararat and Armavir marzes, 56% and 35% respectively. In case of cucumber, 
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eggplant, pepper, cabbage and green beans the obvious leader is Armavir marz with 49%, 62%, 63%, 
22% and 27% respectively. Syunik marz supplies 12.2% of green beans (the third highest figure after 
Armavir and Tavush marzes). Lori marz, known by the good quality of its cabbage, is the third 
producer in this category producing only 13% of all cabbage in Armenia. Potato production is mainly 
concentrated in Gegharkunik and Shirak marzes, though Lori is third producer with 10% share of the 
total. 

Commercialization of vegetables and crops varies significantly between marzes. Armavir region is a 
leader amongst other marzes of Armenia (including Ararat region) in terms of commercialization of 
vegetable production and potatoes (93.8% and 92.5% respectively). Over 93% of the whole output 
of vegetable production of 2015 was sold at fresh market and to processing companies. 5.9% of 
received harvest was consumed in households. Only 0.8% of the harvest was bartered against other 
products and/or services.  

Farmers in Lori and Syunik marzes sold only 36.2% and 46.6% of their produce respectively, whereas 
household consumption comprised 50.0% in Lori and 27.7% in Syunik, which shows relatively low 
level of commercialization of the farms. Level of potatoes commercialization is lower in these 
marzes, than vegetables. This is mainly explained by vegetable processing possibilities, compared to 
potatoes. However, it is worth to mention that commercialization of potatoes and vegetable 
production in these markets grew compared to the previous year. 

 

Main types of processed food  

 
Processed fruit and vegetable sub-
category 

Product 

Canned fruit Jams, jellies, bottled fruit, fruit preserves, quick frozen 
fruit 

Canned vegetables Vegetables packaged in jars and cans 
 

Fruit juices 100% pure juice, nectars, juice drink 
 

Tomato juice Tomato juice 
 

Dried fruit Mainly dried apricots and prunes, but also dried peach, 
fig, apple, etc. 
 

Dried vegetables Dried tomatoes, dried eggplant, dried green beans, etc. 
  

 

Canned fruits and vegetables  

One of specificities of Armenian fruit and vegetable processing sector is that most of economic 
entities of this sector are representatives of medium and large size business (in terms of number of 
employees).  

According to the Ministry of Agriculture there are: 
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 about 35 fruit and vegetable processing companies in Armenia, out of which 8 are 
comparatively large companies. Total production capacity of processed fruits and vegetables 
per annum constitutes about 250 tons.  

 about 350 physical and legal entities involved in dried fruits and spices production out of 
which 6 are medium-size organisations. Annual total production capacity of processed fruits 
and vegetables is 15.0 tons.  

During the past decade, production volumes of Armenian canneries have been rather unstable 
decreasing down to 8 thousand tons in 2004 and reaching its' new peak in 2006 by 14 thousand tons. 
Currently it has declined a little bit and reached 11.2 thousand tons in 2015. Armenia's wide range of 
processed fruit and vegetable products includes fruit jams, preserves, canned cooked vegetables, and 
ready-made meals. The Armenian market is the primary consumer of canned vegetables and fruits, 
though some part of canned fruits and vegetables are exported. 

 

Figure 4. Production volume of canned product in Armenia, tons 

 
Source: NSS of the RA 

Based on the geography of vegetables and cultivation, many processing companies are settled close 
to raw material sources (in Ararat and Armavir marzes). Around half (15 of 35) of canneries are 
operating in those marzes or Yerevan (3 in Armavir). Four canneries are operating in Syunik marz 
and one in Lori. However, their physical location does not play a significant role in terms of 
procurement geography. Much more important in this sense is the particular marz profile rather than 
if there are processing facilities in the marz. 
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For instance, most of stone fruits of primary interest to processors (e.g. apricots, peaches etc.) are 
procured by all processing companies from the same area/marz, namely Armavir and Ararat. Seminal 
fruits (e.g. apples) are mostly procured from Kotayk and Aragatsotn marzes. Sub-tropical fruits (e.g. 
figs) are being bought from Syunik (Meghri) and Tavush (Noyemberyan) marzes, berries from Lori, 
Syunik and Tavush marzes. 

Tomato, cucumber, eggplant and pepper are the main types of raw vegetables used by all the 
processors and Ararat and Armavir marzes supply almost the whole volume of those vegetables for 
industrial processing. In the meantime, other supplementary varieties of vegetables used in processing 
(e.g. carrot, garlic) are supplied from other marzes (e.g. Kotayk, Gegharkunik, Shirak, Lori etc.). 

Except canning, vegetables and fruits (berries) in Armenia are also being dried and freezed, though 
the volumes of food processed these ways are rather limited. 

Dried fruits and vegetables 

Dried food production is one of the Armenian agricultural sector’s top industries, existing in almost 
all regions of Armenia. The methods of drying fruits in Armenia vary from simple sun drying through 
solar drying to larger-scale artificial dryers. Though the Ministry of Agriculture informs about 350 
dried fruit, vegetable, herb producers, their number is several times more. There are lot of non-
registered producers/households. According to some estimation, the number of households involved 
in fruit and vegetable drying exceeds 5.000. Producers mainly operate near supply locations or grow 
fruits and vegetables themselves. Another important factor is the number of sunny days in a 
geographical region. This is why the majority of dried fruit and vegetable producers are located in 
Ararat valley. 

Ararat and Armavir marzes have bigger share of dried fruit and vegetable production (almost 70-
75%, BSC/Oxfam “assessment of the Armenian dried fruit and vegetable supply chain”). In Syunik 
and Lori marzes, main locations of dried fruit and vegetable producers are Meghri and Alaverdi. 

Armenia’s annual production of dried fruits and vegetables reaches more than 10 tons per annum. 
Apricots and peaches are the most important fruits used for drying. Dried fruit production also 
includes pears, apples, figs, grapes and persimmons. Main types of vegetables dried by households 
are tomato, eggplant, pepper, beet, garlic, carrot, greens etc. though demand on dried vegetables is 
very low and constitutes a minor share in the Armenian market. It is worth to mention, that local 
producers do not utilize their full capacity from year to year due to various reasons, such as: limited 
market (mostly export) opportunities, unpredictable seasonality of the business (in term of supply of 
raw materials: volumes and prices), lack of working capital etc. In any case, the sector has big 
potential to grow, with the introduction of modern processing and packaging technologies, there is 
strong potential to successfully enter major international markets. There is a niche market for dried 
organic fruits with ample opportunities and advantages, which can be used by producers of selected 
marzes. 
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2.2. Processed meat, dairy products and honey    

Primary data on products of animal origin 

Meat production 

Armenian meat consumption includes consumption of beef, pork, poultry, goat and mutton. Meat 
production in Armenia experienced moderate growth of on average 9% between 2011 and 2015. Beef 
has the biggest share of Armenia's meat diet, accounting for 63% of all meat production in 2015. The 
next highest share has pork, which is used for local consumption. 

Figure 5. Meat production in Armenia, 1000 tons, 2011-2015 

 
Source: NSS of the RA, 2016 

Meat consumption has increased as well reaching 53.7kg/year per capita compared to 38.6kg/year in 
2007. Beef is the market leader in term of consumption, 24.3kg/year per capita, compared to 
10.7kg/year of pork, 3.2kg/year of mutton and goat meat and 15.5kg year of poultry meat in 2015.  

Almost all-fresh meat consumed in Armenia is of local origin. Armenia is almost self-sufficient in 
beef production (the self-sufficiency ratio in 2015 was 92.3 percent) and self-sufficient mutton and 
fish production (self-sufficiency rate 107.7 and 114.2 percent respectively in 2015. Self-sufficiency 
rate for pork and poultry meat were 57.8% and 21.8% respectively. 

Number of livestock has recorded growth in 2016, only poultry production had a small decrease (see 
Table 9). 

Table 9. Number of livestock and poultry, 1000 heads, 2013-2016 

 2013 2014 2015 2016 

Cattle 661,0 677,6 688,6 701,5 
Sheep and goats 674,7 717,6 745,8 778,1 
Pigs 145,0 139,8 142,4 174,8 
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Horses 10,8 11,7 11,4 11,4 
Poultry 4050,0 4101,2 4145,5 3942,8 

Source: NSS of the RA 

The highest level of livestock husbandry is in Gegharkunik region, in particular the cattle breeding 
As to our selected regions, Syunik marz has the highest level of sheep and goat husbandry, whereas 
Armavir is only the forth. Lori is forth for cattle breeding in 2016.  

Table 10. Number of livestock per marz, 1000 heads, 2016 

 Cattle Cow Pig Sheep and 
goat 

Hors 

Aragatsotn  88 803 41 517 14 228 105 249 382 

Ararat  47 662 17 586 20 959 98 623 709 

Armavir  60 382 21 431 25 444 102 557 119 

Gegharkunik  125 044 61 045 15 191 113 755 1 494 

Lori  81 769 40 864 15 358 37 919 2 573 

Kotayk  60 326 27 323 20 586 47 387 669 

Shirak  107 910 49 664 14 771 93 503 351 

Syunik  63 574 29 887 13 730 133 406 2 600 

Vayots Dzor  25 048 10 344 2 627 22 504 443 

Tavush  37 835 17 738 20 069 17 594 2 055 

Yerevan 3 182 1 224 11 813 5 572 7 

Total   701 535 318 623 174 776 778 069 11 402 

Source: NSS of the RA, 2016 

Commercialisation of meat does not vary a lot between marzes. The lion part of meat, produced in 
marzes are sold in fresh market and processing companies. Only in Lori and Gegharkunik regions 
over 20% of meat is consumed in households. The highest share of commercialisation, 98.5% has 
Aragatsotn. Next comes Armavir region, with 91.6% of share. Level of Syunik regions is not so high. 
Only 79.8% of meat, produced in this region was sold in market and processing companies.  

Table 11. Distribution of meat by type of utilization, % of production value, 2015 

 TOTAL 
harvest 

Sold Bartered 
against other 

products 

Bartered 
against other 

services 

Consumed 
in the 

household 

Total (Armenia) 100 89.7 7.5 4.3 24.4 
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Armavir 100 91.9 - 1,5 6,6 

Lori 100 73.5 - - 26.0 

Syunik 100 79.8 7․7 1․2 11.2 

Source: NSS of the RA, 2016 

According to the Ministry of Agriculture, there are about 68 meat-processing companies, out of which 
22 companies are comparatively large ones. Annual total production capacity of processed meat is 
about 50 thousand tons. Main large meat processing companies are located in Yerevan or nearby. 
Only one of these organisations is located in Syunik region, which uses meat produced in the region. 
Overall output of meat processing organisations was 5996.9 tons in 2015. Import of processed meat 
comprised 5505.3 tons. Taking into consideration all these statistics, as well as export level of 
processed meat, we can say that Armenian processed meat consumption is estimated at 11,290 tons 
per annum, of which imports account for about 49%. Unfortunately, there is no statistics of food 
processing production volume per region. Nevertheless, the meat-processing organisation of Syunik 
marz is one of famous producers in Armenia with tasty and high quality production. 

Dairy production  

Specifics for the milk chain include the large number of small farmers and the need for immediate 
delivery to final consumers or processing plants. Another specifics of milk production is it’s highly 
seasonality the volumes in the summer are roughly 3-4 times higher than during the winter months. 
More than 720 thousand tons of milk was produced in Armenia in 2015. However, this was not 
enough to ensure self-sufficiency in this product. The self-sufficiency ratio of milk was 93% in 2015. 
Milk has one of highest consumption rate in the country: 257.7kg/year per capita in 2015. 

Though milk production volumes declined sharply in 2009, achieving around 610ths tons per year, it 
now has increased and was around 728.6ths tons in 2015. Gegharqunik and Shirak marzes have a 
cool climate throughout the summer months and at different altitudes across the marz, which makes 
cattle breeding relatively inexpensive. That is why these regions are leader of milk production (135.1 
and 112.2 thousand tons in 2015 respectively). 

Table 12. Milk production volumes by Marz in the RA (thousand tonnes), 2012-2015 

 2012 2013 2014 2015 

Aragatsotn  76.5 79.9 84.6 88.2 
Ararat  38.2 40.1 43.4 45.0 
Armavir  37.4 4.5 43.9 46.3 
Gegharkunik  116.3 120.7 128.6 135.1 
Lori  77.7 81.3 86.0 90.3 
Kotayk  53.5 57.9 64.8 66.9 
Shirak  101.5 107.6 110.5 112.2 
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Syunik  57.2 62.2 69.4 74.0 
Vayots Dzor  21.1 24.8 25.5 25.5 
Tavush  36.6 39.5 41.0 42.1 
Yerevan 2.2 2.2 2.7 3.0 
Total   618.2 657.0 700.4 728.6 

Source: NSS of the RA, 2016 

Around 47.2 percent of the milk that is produced gets delivered to processing plants and dairy 
producing factories and/or sold in the market. Generally, processors are responsible for collecting 
milk. This implies that getting milk from remote areas is profitable for neither processors nor farmers 
(the farther the village, the lower the price offered for milk). According to the Ministry of Agriculture, 
the milk processing industry is represented by about 65 companies (out of which 12 are comparatively 
large ones) that produce cheese, sour cream, yogurt, curd and ice cream. Average number of 
employed people is 1720. 

Cheese production accounts for the largest share in milk processing. Armenia produces over 30 
types of cheese, totalling 18.6 tons in 2015, and 22.3 tons in 2016 part of which is exported, mainly 
to Russia. A few companies produce non-traditional cheeses such as goat feta, camembert, gouda, 
edam and mozzarella, though their volume is insignificant when compared to traditional Armenian 
cheeses. The most common types of Armenian cheeses are Lori and Chanakh. Lori, Chanakh, 
Suluguni, Mozzarella, Chechil, Smoked Chechil, Havarti, Holland, Cheddar, Emmental, Tashir, 
Camembert, Tomme and Blue cheeses are made from cow milk. Another popular type of Armenian 
cheese is the String cheese. Sheep cheeses have also been produced for centuries in Armenia. Kateh, 
Pemaggio and Blue cheeses are made from sheep milk. Though Tashir is the main producer of cheese 
in Armenia, Lori marz is also well known with its dairy production. 

Honey 

In Armenia, honey is mainly produced in small and medium farms. Gegharkunik, Tavush, Lori, 
Syunik and Vayots Dzor marzes have the most favourable conditions for beekeeping in Armenia. 
However, beekeeping is popular in all marzes of the country. Honey production is not stable. The 
variation of volumes is caused by fluctuations of average production per hive due to climatic 
conditions during the year. Unfortunately, there is no official statistics on honey production and sales 
volumes in Armenia. However, according to different assessments of the sector, one can say that 
consumption volumes of honey is around 1.7kg per capita in Yerevan and 1,5kg per capita in marzes. 
Almost 58% of total consumption is accounted for marzes and 42% for Yerevan. Commercialisation 
level of honey by households is not high: around 53.4% of total output of the country in 2015 was 
sold in market or shops/supermarkets. This is explained mainly by the fact that lion part of honey is 
sold informally. Highest share of commercialisation has Armavir region 77.2% of the output, while 
Syunik, Lori and Gegharkunik marzes have the lowest shares 32.5%, 29.4% and 14.1% respectively.  
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Table 13. Distribution of honey by type of utilization by households, % of production value, 2015 

 TOTAL 
harvest 

Sold Bartered 
against other 

products 

Bartered 
against other 

services 

Consumed 
in the 

household 

Total (Armenia) 100 53.4 1.9 2.9 18.1 

Aragatsotn  100 69.5 0.0 4.6 25.6 

Ararat  100 39.2 10.0 - 12.1 

Armavir  100 77.2 1.9 4.2 3.2 

Gegharkunik  100 14.1 21.8 33.1 27.5 

Lori  100 29.4 0.2 0.2 40.4 

Kotayk  100 37.5 2.1 1.7 27.9 

Shirak  100 46.1 0.0 - 5.7 

Syunik  100 32.5 6.7 0.3 36.4 

Vayots Dzor  100 58.0 4.3 - 25.0 

Tavush  100 36.2 4.6 0.5 40.2 

Source: NSS of the RA, 2016 
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3. GENERAL OVERVIEW OF THE TOURISM SECTOR IN 
ARMENIA  

Tourism is one of the most dynamic sectors of economy of Armenia. With its rich historical, cultural 
and natural resources, unique religious and cultural heritage, Armenia has the potential to offer 
attractive and competitive tourism products and high-quality services. Historically Armenia was on 
the crossroads of cultures – between West and East, Europe and Asia. This partly explains why 
Armenians are famous not only for their exceptional talent and culture, but also for the ability to 
establish business relationship with partners from various countries. The number of tourist visits to 
the country is steadily growing reaching 1,192,120 visitors in 2015. This is low than the number of 
visitors in 2014, but more than 10% high of figures in 2013. In 2016, number of tourists visits reached 
1,259,657 or 5.7% more than in 2015. Number of domestic tourists reached 979,968 persons or 12.4% 
more than in 2015. 

 

Table 14. Major Tourism Indicators of Armenia, people 

 2012 2013 2014 2015 2016 

Incoming tourists 843 330 1 081 985 1 203 746 1 192 120 1 259 657 

Domestic tourists 514 771 669 540 859 703 871 888 979 968 

Number of hotels - 387 399 449 n.a. 

Number of rooms  10 703 7 978 8 443 n.a. 

Source: NSS of the RA, 2016 

The National Statistical Service has changed the methodology of analysis of hotels recently, that is 
why no updated information is available for 2012. The number of hotels has increased by 16% in 
recent years, however the room capacity decreased by more than 2000 rooms. 314 of existing hotels 
are located in Yerevan with around 3 000 available rooms. Main part of available hotel rooms (65.5%) 
are classified as economy (ordinary) rooms. Deluxe type rooms are 19% of all available hotel rooms. 
Except these hotels, there are around 210 B&Bs in Armenia, which are located near to main touristic 
destinations (Tatev, Meghri (Syunik marz), Alaverdi, Stepanavan, Vanadzor (Lori marz), Garni 
(Kotayk marz) etc.) 

Armenia is ranked 89th out of 141 countries in the Travel & Tourism Competitiveness Index 2015 of 
the World Economic Forum. Armenia is ranked number one in the world in terms of population’s 
access to clean drinking water and cellular network coverage and is at the bottom of the list in terms 
of the number of HIV-infected people. 



	

	

	

	
Market	Research

	
	 	

 

 

38
 

   

Armenia is also 38th in terms of safety, 48th in terms of health care, 71st in terms of quality of human 
resources, 73rd in terms of tourism services infrastructure, 77th in terms of price affordability, 83rd 
in terms of international openness, 92nd in terms of aviation infrastructure and 99th in terms of 
cultural resources and business travels. 

Travel and tourism is an important economic activity, having in mind its direct, indirect and induced 
impact. According to the World Travel & Tourism Council, “the direct contribution of Travel & 

Tourism to GDP of Armenia in 2015 was AMD183.4bn (3.8% of GDP). This has forecast to rise by 

4.0% to AMD190.7bn in 2016. This primarily reflects the economic activity generated by industries 

such as hotels, travel agents, airlines and other passenger transportation services (excluding 

commuter services). But it also includes, for example, the activities of the restaurant and leisure 

industries directly supported. The direct contribution of Travel & Tourism to GDP of Armenia is 

expected to grow by 3.9% per annum to AMD 279.5bn (3.8% of GDP) by 2026.” 

The sector generated 40.000 jobs in 2015 (3.3% of total employment) and is forecasted to grow by 
1.6% in 2016 to 41,000 (3.4% of total employment)5. This includes employment by hotels, travel 
agents, airlines and other passenger transportation services (excluding commuter services). It also 
includes, for example, the activities of the restaurant and leisure industries directly supported by 
tourists. 

In 2015, Armenia generated AMD 437.5bn in visitor exports (i.e. foreign visitor spending or 
international tourism receipts). In 2016, this is expected to grow by 4.8%. By 2026, international 
tourist arrivals are forecast to total 2,285,000, generating expenditure of AMD 643.1bn, an increase 
of 3.4% per annum6. 

Domestic travel spending generated 13.4% of direct Travel & Tourism GDP in 2015 compared with 
86.6% for visitor exports. Domestic travel spending is expected to fall by 1.2% in 2016 to AMD 
67.2bn, and rise by 6.8% per annum to AMD 129.5bn in 2026. 

Visitor exports are expected to grow by 4.8% in 2016 to AMD 458.6bn, and rise by 3.4% per annum 
to AMD 643.1bn in 2026 (Travel & Tourism, Economic Impact Armenia, 2016). 

Leisure travel spending (inbound and domestic) generated 87.0% of direct Travel & Tourism GDP 
in 2015 (AMD 439.6bn) compared with 13.0% for business travel spending (AMD 65.9bn). Business 
travel spending is expected to grow by 16.8% in 2016 to AMD 77.0bn, and rise by 5.4% per annum 
to AMD 130.5bn in 2026. Meanwhile leisure travel spending is expected to grow by 2.1% in 2016 to 
AMD 448.8bn, and rise by 3.6% per annum to AMD 642.1bn in 20267. 

The majority of Leisure/Holiday/Vacation tourists that visit Armenia are from Russia, France, 
Germany and Iran. According to the various researches8, the average stay of tourists in Armenia is 
																																																								
5 World Travel&Tourism Council 
6 According to the Tourism Development Concept Paper 2017 - 2020, the Government of Armenia plans to increase the visits of 
incoming tourists to 2,5mln by 2020 and to increase the expenditure of visitor exports to USD 2,5bln. 
7 World Travel&Tourism Council 
8 International Journal of Humanities and Management Sciences, Armenian 2013 International Visitor Survey Main results: Descriptive 
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20 days. According to our estimations, this figure could be correct, if we calculate length of stay of 
people visited Armenia for business purposes (such a project experts, monitors etc.), who very often 
register as tourists at the border crossing points, as well as of people who visit their relatives. If we 
take out this people from the list of tourists, the average length of stay for tourists is approximately 
5-7 days. The vast majority of incoming tourists are of non-CIS countries origin – 74.3%, of which 
25.8% are from the EU countries (if we consider the EU as one country). 21,7 percent of all tourists 
visited Armenia in 2016 are from Russia, 17% of share belongs to Iran, then comes USA (9.6%), 
Germany (6.3%) and France (5.3%). 

The tourism development concept paper, drafted by the State Tourism Committee, has the goal to 
increase the contribution of tourism to gross national income, balanced regional development, 
improvement of living standards, protection of historical and cultural heritage, environmental 
resources etc. The paper defines some targets for the year 2020, which are as follows: 
 

Target 2020 

International tourism arrivals per annum 2.5 mln. 

Out of which diaspora arrivals per annum 1.2 mln. 

Internal tourism visits per annum 1.5 mln. 

Number of hotels To increase by 50 hotels 

Number of beds Additional 3000 rooms 

International tourism GDP USD 2.5bln. 

Internal tourism GDP USD 450mln. 

Armenian statistical services do not provide information on number of tourists visited regions. 
However, according to the international visitor survey conducted in 2013, Yerevan had a very high 
concentration: 83% of tourists visited the capital. The share of target regions were very law: 13.4% 
visited Armavir, 6.7% - Lori and 5.3% Syunik. One can assess the possible visits to regions through 
analysing of movement by border crossings and survey of tour operators. Thus, Lori is one of regions 
of Armenia, which is bordering Georgia, and the main highway, connecting Armenia to Georgia, 
passes by Lori. There are three border crossing points operating in Lori region: Bagratashen, Gogavan 
and Privolnoe. According to official statistical data, more than 2.5 million people passed these 
crossing points during 2015, which is approximately 9% more than in 2014. More than 980 thousand 
people passed these checkpoints during the first half of 2016. 

 

 

																																																								
analysis (USAID/EDMC) 
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Table 15. The volume of border crossings at Bagratashen, Gogavan and Privolnoe border 

checkpoints, person, 2014-2015 

 To Out 

2014 2015 Growth 

rate (%) 

2014 2015 Growth 

rate (%)

Bagratashen 1 094 465 1 199 411 9,6 1 119 842 1 227 517 9,6 

Gogavan 45 398 44 935 -1,0 41 988 40 240 -4,2 

Privolnoe 1 398 1 057 -24,4 1 384 1 041 -24,8 

Total 1 141 261 1 247 418 9,3 1 165 228 1 270 813 9,1 

Source: National Statistical Service, 2016 

Syunik is another important touristic destination of Armenia. Here is located the longest ropeway in 
the world – ‘Tatever’, Tatev monastery complex, historical and cultural monument Zorats Karer, the 
biggest waterfall (18 m) of Small Caucasus mountains - Shaki Waterfall etc. That is why it is not 
surprisingly, that the region has the biggest number of tourists’ visits. Syunik is the only region of 
Armenia, which is bordering Iran and the only highway connecting Armenia to Iran is passed by 
Syunik. There are one border crossing point in Meghri, and according to statistical data, more than 
230 thousand people passed this crossing point during 2015, which is 19.9% more compared to the 
same period of 2014 (see table 16):  

 

Table 16. The volume of border crossings at Meghri border checkpoint, person, 2014-2015 

 To Out 

2014 2015 Growth 

rate (%) 

2014 2015 Growth 

rate (%) 

Meghri 96 201 115 660 20.2 96 060 114 794 19.5 

Source: National Statistical Service, 2016 

The major highway which connects Armenia to Nagorno Karabakh (where thousands people visit 
every year ) is passing through the marz as well. According to tour operators, they obligatory suggest 
a travel to Tatev monastery for all tourists. It is the destination, which has the highest visits. According 
to tour operators, while visiting Syunik, tourists sometimes prefer to stay for a night. That’s why, 
there were about 37.5 thousand people stayed at the hotels of Syunik regions in 2014. There is no 
statistical information how many foreign tourists visited Syunik. As to the local tourists, this number 
was 6 000 in 2014. 

Armenia has significant tourism resources, in sectors like environmental, adventure, winter tourism, 
culture etc. The International Journal of Humanities and Management Sciences has presented these 
resources in the table below: 
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Uniqueness  /Significance Scale/Quantity 
Diversity/ Richness of 

Choice 
Quality Difficulty of Commercialization 

N
at

ur
e 

High  

Armenia has typical and 
wonderful nature and 
natural assets. This 
mountainous country has 
various climatic zones. 
Sometimes you can 
experience all four seasons 
of the year at a time in 
Armenia. 

High  

Currently there are 3 state 
reserves in Armenia 
(Khosrov, Shikahogh, 
Erebuni), 25 prohibited areas 
and 2 National Parks 
“Sevan” and “Dilijan”. 
Armenia has more than 260 
nature monuments. 

High  

There are seven climatic 
zones on the compact 
territory of Armenia. 353 
bird species, 550 species of 
vertebrates. 53 species of 
reptiles, 39 species of fish 
and 8 species of amphibians 
can be found. 

Medium  

Armenia's nature suffers from 
pollution and damage 

Medium  

Protected areas and other nature 
resources will be used more 
effectively with provision of 
infrastructure, which will 
contribute to income generation 
and in-crease the funds directed to 
their preservation 

W
el

ln
es

s 

Above Medium 

Armenia is apparently 
endowed with some unique 
spa resources (like diverse 
and compactly located 
radon water sources), with 
healing power, but further 
study and classification of 
the resource base is 
required 

Above Medium  

Armenia's spa tourism has 
significant potential. There 
are many spa zones – Jermuk, 
Arzni, Hankavan, Aghveran, 
Arzakan, Bjni, Solak, 
Stepanavan etc 

Above Medium  

Existing Armenian resorts 
and spas have the potential 
to offer various services. 

High  

The medicinal effect of 
Armenia's wellness resources is 
considered high. Mineral water 
can be used for treatment of 
cardio-vascular, gastrointestinal 
systems, liver, gallbladder 
central nervous system, 
musculoskeletal system and 
other illnesses. However, 
currently not all spas operate 

Medium 

With required investments and 
reoperation of spas/health resorts 
Armenia will become one of the 
most visited spa destinations. 

A
dv

en
tu

re
 

Medium  

Armenia has significant 
potential to offer unique 
adventure tourism 
products given its natural 
and human resources, as 
well as its distinctive 
traditions. 

Medium  

Armenia has enough 
resources for the 
development of adventure 
tourism 

Medium  

Armenia can offer a wide 
range of adventure tourism 
opportunities, including 
hiking, climbing, horseback 
riding, mountain climbing, 
windsurfing, geological 
explorations, but very limited 
opportunities for rafting, 
hunting and extreme 
adventure 

Medium  

The quality of adventure 
experience can be considered 
average 

Low/Medium  

Adventure assets are relatively 
easy to commercialize. Building 
Armenia’s brand in this field over 
time and overcoming 
international competition will be 
the main challenges 

W
in

te
r 

to
ur

is
m

 

High 

Armenia has considerable 
resources to offer specific 
winter tourism products – 
Tsaghkadzor, Jermuk, 
Aragats, Aghveran. 

High 

Tsaghkadzor, Jermuk, Aragats,
Aghveran 

Medium  

Armenia is not prominent 
for offering variety of 
winter tourism services yet. 

Above Medium  

Currently there are two winter 
tourism centers in Armenia – 
Tsaghkadzor and Jermuk, which 
are equipped with ropeways on a 
par with international standards. 

High  

In case of turning Aragats into 
winter tourism center, that meets 
international standards, and 
attracting investments for human 
resource development Armenia 
may become a global winter 
tourism destination as an 
alternative to Alps. 

U
rb

an
 C

ul
tu

re
 

High 

Pink capital city with the 
combination of the old 
with the new, Ancient 
cities distinctive urban 
culture and traditions, 
cuisine, contemporary 
culture, cultural centers, 
Matenadaran 

High 

Traditions, cultural heritage, 
contemporary culture, 
cultural centers, monuments, 
Matenadaran 

High 

Cultural heritage is 
combined with 
contemporary culture in 
Armenia. Urban culture is 
rich offering dance, music, 
fine arts and architecture, 
literature, craftsmanship. 
National cuisine is also 
diverse 

High 

Armenian urban culture and 
lifestyle assets are of relatively 
high quality 

Above Medium  

Dealing with competition on the 
market of urban recreation is 
going to be the most challenging 
part 
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4. A ROADSIDE STATION AS A MARKETING PLATFORM FOR 
LOCAL PRODUCTS AND SERVICES 

4.1. General Overview 

The RSS concept has been originally developed in Japan for local economic and social development 
of the country. A roadside station (RSS) is a multi-functional sale and rest facility on a highway. It is 
a public facility to satisfy the needs both of travellers and residents, as well as create new 
opportunities for both, paying attention to three basic functions, which are mentioned below.  

The RSS is a public facility to serve national policy, different from private ones. The difference of 
RSS from similar private facilities is that it is property of public sector, and serves for as one of means 
of regional economic development.  

“Michinoeki” are different from ordinary roadside infrastructures, as (1) they provide much stronger 
link between local communities and users of the road; (2) they provide business opportunities to local 
residents; (3) they are possible venues for provision of multiple public services, such as selling unique 
local products, information on tourism destinations, local festivals, road conditions, traffic, 
sightseeing places, toilet, training/consultancy to local producers, parking, etc. 

“Michinoeki” can help meet the multiple needs of both local residents and travellers. “Michinoeki” 
facilities provide well-balanced direct benefits in three areas: economic, social and road 
transportation needs.  Facility will give travellers a distinct sense of region/locality. The economic 
and social benefits of this kind of infrastructures are obvious and the models like “Michinoeki” can 
be found along the highways of many countries.  

In Japan, facilities are authorised as official Road Side Stations disposed of three basic functions: a) 
Rest function, b) Information provision function and c) Regional development function.  

Background of Road Side Stations in Japan:  

In Japan’s toll-based expressways have been constructed and stretch the length and breadth of the country, 
offering faster and more direct routes between cities than regular roads. The expressways have regular 
service areas with shops, restaurants and amusements to help break up long trips. However, until the early 
1990s, drivers who chose not to use the expensive toll roads had little in the way of rest stops. Expressway 
service areas were closed off to non-expressway traffic, and while drive-in restaurants and shops fulfilled 
a similar role on regular roads, their facilities were restricted to customers.  

In response to increased motorization, Ministry for Construction (now Ministry of Land, Infrastructure, 
Transport and Tourism) decided to promote the creation of public service areas. These “michi no eki” 
(roadside stations) would provide free parking, toilet and telephone facilities, as well as useful information. 
In April of 1993, 103 roadside stations nationwide were registered with the government. As of April 2015, 
there are over 1050 of them across the country.  

Source: http://expatsguide.jp/features/travel-sightseeing/michi-no-eki-japans-roadside-stations/  
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REST 

The most required facilities for rest function are (i) parking lot and (ii) 
clean toilet and sitting space for travellers. It is worth mentioning that 
there is variety type of travellers such as family with babies, 
handicapped persons, elderly persons etc. which shall be considered 
on designing RSSs. 

 

Example of facilities for rest function 

 Parking lot for both large and small vehicles and motorcycles 
 Clean toilet, even for handicapped persons (such as wheel chair users) 
 Open and/or indoor free rest space with chairs, sofas and tables 
 Smoking Area 
 Vending machines 

 

Example of facilities for information provision function 

 Information counter 
 Television 
 Digital display or message board to display information 
 Table or shelf to dispose leaflets and brochures 
 Free Wi-Fi. 

• To provide opportunities for travelers to take a rest, for safety travel

Rest 

• To provide necessary information for travelers

Information

• To provide opportunities for local community/region for economic,
touristic, and cultural activities so that travelers are able to know the
community/region

Regional Development

 

INFORMATION 

RSS is expected to provide several kind of information for visitors such 
as local tourism information (places to visit, accommodations, local 
transportation, events, etc.), road and whether condition, and others 
such as petrol station, car repairing service, clinic, notices from local
governments, etc.  
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Example of facilities for regional development function 

 Marketing platform - Local Brand Shop (Selected local SMEs have an opportunity to exhibit, 
promote to sell their products to the visitors in the same region or from outside the region). 
Organization of trade fairs, testing events, festivals, master classes, to promote the region and 
local brands.  

 Monitoring platform - Local SMEs receive technical assistance from SMEDNC based on the 
customers’ feedback collected by RSS, to improve their product quality (including sanitation 
control for processed food products and packaging) as well as marketing and promotion. 

 
There is a big difference between Road side stations and other road side facilities which can be seen 
in different parts of Armenia (such as Aparan, Lake Sevan, etc.). The road side facilities, which have 
shops, bakery and cafeteria: 

 sell mainly ordinary goods which can be purchased anywhere; 
 are stand-alone facilities without any linkage to the economic development policy; and 
 are private businesses and they are not providing public services, such as information, public 

toilet, parking, networking, promotion, etc. 

  
Compared to the above mentioned facilities, Road side stations 

 sell mainly local products, because it emphasizes local SMEs development. Therefore they 
provide SMEs selling and development opportunities (for better production and marketing); 

 are part of integral marketing facilities, as well as are considered as one of instruments of SME 
development policy of the country, connecting local brands promotion, export promotion and 
in-bound tourism promotion; 

 are public facilities, not only for earning profits but also for providing utilities for people. 

 
 
 
 
 
 
 

REGIONAL 

DEVELOPMENT 

As mentioned earlier, regional development function is crucial for 
RSS to differentiate from private facilities. RSS functions as an 
intermediary between local producers and visitors (consumers). 
For this function, each RSS is equipped local brand shop and open 
market and the space for meeting/workshops for local businesses.  
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Figure 6. Regional development function 

 

 

4.2. Demand for Road Side Stations 

As it was mentioned above, the RSS is important from regional development perspective. This 
function is unique for RSSs, which is different from other private facilities located on road.  

Development of RSS is strictly necessary in a number of aspects: 

 Community Development 
 SME development 
 Tourism Development 
 Infrastructure Development 
 Other. 

Implementation of the objectives crosses points of the core issues, and fulfilment of which justifies 
the need for RSS’s establishment and development. 
In our research we have applied some useful methodology for mentioned objectives: 

 SWOT analysis 
 PESTLE analysis 
 Force field analysis 
 360 goal analysis 

 

SWOT	analysis	

SWOT analysis is one of practical analytical tools, which is used for two principle goals: 

 Identify internal and external factors; 
 Set strategic directions by identifying the weaknesses. 

	 Provide new selling place for local producers/services, 
targeting small-scale producers. 
Provide local tourism information and activities. 
Provide space for events. 

Induce visitors to buy some attractive local 
products (processed foods, drinks, souvenir, etc.). 

Opportunities of increase sales. 
Increase motivation of local producers. 
Development of new products to continue 
to attract visitors. 
Promotion and Promotion of  local brands. 

RSS	
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As we know, internal factors are the strengths and weaknesses, and external factors - opportunities 
and threats. In this case, we have considered opportunities and threats as perspectives and gaps, which 
can appear in future. 

SWOT analysis is based on the results of market research, mainly in-depth interviews with 
representatives of the organization, individual analysis and project objectives, which is presented in 
the other sectors of this research. 

Here is SWOT analysis of RSS. 

  

The SWOT analysis identified number of strengths, which are visible for current stage of project:  

 strong (unique) idea of the RSS: the concept of the establishment of the Road Side Station as 
a business enabling infrastructure is a new but vital issue for the current stage of Armenia’s 
regional development and local economic development perspectives.	From one side the deficit 
of similar service and another hand, high demand of proposed services makes the idea 
powerful and attractive. 

 RSS will create new opportunities for community and regional development through 
promoting local products and brands, making travelling more interesting by this road, 
attracting more visitors to region and making sightseeing cognizable. The research identified 
strong request of having interesting stops for visitors and tourists on inter-community roads, 
where travelers can have a rest, get necessary information (including touristic), make 
shopping, have a meal, etc.  

 One of strengths of the RSS is the diversified services. There are several road side facilities 
and tourism information points in several regions of Armenia, but there is no station in 
Armenia, where local unique products, local tourism information and opportunities for local 
SMEs and entrepreneurs, combined with local economic development programmes, are 

STRENGHTS
1.	Uniqueness	of	idea
2.	High	demand	of	"pit	stops"	in	highways

3.	Multifunctionality	‐ diversified	services	

4.	Stakeholders
5.	Location

WEAKNESSES
1.	Lack	of	similar	experiences

2.	Start‐up	business	case

3.	Indirect	competitors
4.	Management	system

5.	Tourist	attraction

OPPORTUNITIES
1.	New	services	and	products

2.	Incresed	flow	of	visitors		

3.	New	infrustructures/businesses
4.	Community/regional	development

5.	Tourism	development

THREATS
1.	Competition

2.	Low	level	of	economic	development

3.	Political	instability
4.	Supplies	risks

5.	Workforce	outflow

SWOT
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presented under one roof. In particular, for the first two years it is recommended to focus on 
three basic functions: local brand shop, tourism information center and rest area. In the future 
following different services, like trade fairs, master classes, local festivals, etc. can be 
considered, which can attract more visitors and new group of customers, thus promoting both 
region and regional products and services. The structure of the future services of the RSS 
should be developed strongly based on the demand of customers collected and analysed via 
monitoring platform.   

 The idea of the RSS is supported by several stakeholders: international organizations (like 
JICA, EU, UN etc.) and local state and non-state organizations. The role of project supporters 
is very important, as establishment of the station and ensuring its operational management by 
them will effect on effectiveness of the station’s activity. As the strategy of RSS is very 
flexible and will be under control of SMEDNC it means that there are huge opportunities for 
creating new services and providing new products, which are not considered for this stage. 
The station will be under the supervision and guidance of the SMEDNC thus ensuring its 
sustainability and constant development.   

 Necessity and location of the Road Side Station in Lori is justified from both sides, supply - 
local community (agricultural produces, local SMEs, services etc.) and demand (tourists, 
commercial travellers, drivers, etc.). The main preconditions for the selection of location is 
the importance of the road, passengers’ intensity and availability of land. According to the 
official data, around 7000 cars passed the foreseen part of the road per day in 2016 (though 
the main highway is closed due to the renovation works). Moreover, the location of the RSS 
is suitable for tourism perspective. There are number of touristic destinations in Aragatsotn 
regions, which region is attractive and interesting for both foreign and local travellers.  

Referring to the weaknesses, there is more marked the start-up idea of its operation. RSS- considered 
a novelty concept in the market, because there is no similar experience in the market, as well as the 
whole region. Being beginner is weak part by itself, because there is no successful or failed attempt, 
wherefrom it is possible to learn. Special attention should be paid to the management practices in 
both corporate and individual style, which is very important for the success of the RSS. Today it is 
considered as weak point as there is not final decision. However, selection of proper management 
mode, transparent operation of the RSS based on the public-private partnership can guarantee success 
of the RSS and achievement of the desired goals. There are some gas and petrol stations, restaurants 
and other service providers, which can be considered as competitors of alternative services (toilet, 
rest), though they provide similar services in very low and defective quality. However, these market 
players are indirect competitors and establishment of the RSS will not destroy the market. On the 
contrary, it will bring additional visitors for these entrepreneurs as such kind of services are not 
desirable for the RSS. Meanwhile, the RSS concept will bring new quality standards in the market 
and by improving the quality of their services; these players of the market can attract more visitors 
and increase income generation. 

The wider range of opportunities for the extension of the RSS function in future is explored, with 
the positive influence in overall development of the region.  

The station development will result in promotion of local products and services, production of new 
extraordinary products or innovative services, which in its tern will contribute to the diversification 
of the presented products and services in the RSS and increase number of visitors to the region.   
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In addition, the RSS with typical regional branding can become a marketing tool for the whole region, 
where will be possible to organize promoting events, exhibitions, master-classes, fairs and more in 
future. 

By attracting visitors and/or providing unique services, the RSS can become the face of the region 
and will stimulate the establishment of new infrastructures/businesses around it. For example, 
gas/petrol station, vehicle maintenance services, café/restaurants, hotels/B&Bs etc. Developed 
infrastructures in its turn will stimulate new flow of visitors to RSS. 

The way to RSS through M3 passing through Aragatsotn region is attractive and interesting for both 
foreign and local travelers. Yerevan-Vanadzor-Alaverdi-Bagratashen is the main road connecting 
Armenia to Georgia. The alternative directions have limited usage mainly because of season and 
whether conditions. Though the road is currently not actively used by travelers because of M6 road 
reconstruction activities, the renovation of Alaverdi-Akhtala road by the end of 2018 will 
considerably increase the movement by this way, which means that possible number of visitors will 
increase. Besides, the flow of travelers may increase due to development of Gyumri airport as a low-
cost air trip opportunity, as it was planned by the tourism development concept.  

The tourism development concept in Armenia puts stress on decentralization and diversification of 
tourism product, by paying high attention to development of tourism in regions of the country. This 
development increases the demand of travelers to qualified services along their travel route and 
existence of structures like RSS becomes crucial.      

Prospects of RSS development is not limited by providing the services. The concept of the RSS as a 
business-enabling infrastructure, as a new SME assistance mechanism with marketing and 
monitoring platform for local products and services, is a vital for the current stage of Armenia’s 
regional development and for local economic development perspectives. 

The threats are very common for many organizations operating in the present economic situation of 
the country. The current low level of economic development, the political changes and global issues 
take their toll on all sectors of business resulting in the reduction of turnover and solvency (because 
of reduced flow of visitors). The threats include also risks relating to the outflow of human resources 
(workforce) and relating to suppliers (such as non-stable delivery of products, low level of product 
quality, ability to provide the required quantity of products etc.), which can be solved by strong and 
professional management. In general, the role of threats is minor due the list of positive factors and 
circumstances. 

Presented factors clearly demonstrate current situation and the factors of external and internal 
environment. No matter how obvious the weaknesses and how serious the threats are. The business 
idea is very strong, and by using the opportunities and strengthening the existing strengths, the 
effective functioning of the RSS’s vision is guaranteed. 

 

PESTLE	

PESTLE analysis is evolution version of PEST analysis, which includes the following environments: 

P-political 

E-economic 
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S-social-cultural 

T-technological 

L-legal 

E-environmental/ecological 

PESTLE analysis is audit of impact of environment, which is used for decision making by usage of 
information. The presumption is that if a business idea audited in its current environment and evaluate 
potential changes may be in response to changes in a better position than its competitors may. The 
business idea requires a broader understanding of “macro” environment in which it must act to help 
make decisions and plan future events. The station will not be able to influence on these factors, 
neither of these factors can directly affect the profitability of the project. Realizing this environment, 
it is possible to maximize the opportunities and minimize the threats of development. PESTLE 
analysis is very useful tool in understanding the “big picture of the environment”, where the 
organization will operate. PESTLE analysis is particularly useful in understanding the risks 
associated with the market (needs of product or service), for assessing the growth or decline, as well 
as status and potential of a business organisation. SWOT analysis revealed the presence of internal 
and external environments, opportunities and threats that can be aggregated generally for the PESTLE 
analysis. The external factors were presented in SWOT with compact version and the approach was 
mostly for future.	This PESTLE present wider and deeply analysed factors. 
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The results of PETSLE analysis give a positive prognosis for establishing the station. Currently, the 
analysis of environment identifies favourable terms for productive activity. Mainly, the political 
factors mainly include state and tax policy and supportive actions for funding, where RSS has only 
positive factors. Economic factors promise stability and growth due the economic situation in 
country, market cost of labour and business concept of the RSS. As there is no variation of prices 

and inflation, the local market is considered stable. Besides this, labour market offer better 

condition for SMEs and start-ups, which provide better ground for new establishing RSS with 

developed business concept. Social-cultural factors also provide favourable terms due to market 

trends and defined demands from potential customers and community. Technological factors are 

considered in a strategy of developing an appropriate professional branding and marketing 

communication with both sides: local SMEs and potential suppliers - visitors and customers. Legal 

Political‐

•State	policy
•State	funding,	grants,	subsidies
•Tax	policy

Economic

•Inflation	and	interest	Rates
•Labor	and	energy	costs
•Growth	rates	and	business	cycle

Social‐
cultural

• Staff	and	trainings
•Income	distribution
•Lifestyle,	mindset	and	culture

Technologica
l

•Developing	technologies,	web	sites,	branding
•R&D support
•Information	and	communication

Legal

•Regulations	and	standards
•Labor	law
•Judicial	system,	protection	of	economic	competition.	State	commission

Environment
al/ecological

•Resource	Management
•Labor	health,	green‐policy
•Pollution,	waste	and	recycling
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factors allow the management team to work under the legislation of Armenia and get benefits 

from operations. There are no obstacles, restrictions or legal violations for proposed activities of 

the RSS. Ecological factors are priority for the RSS strategy. 

All mentioned factors are presented in favorable terms due to the important role of the SMEDNC, 

which will control and monitor RSS operations and development. 

 

Force	Field	Analysis	

Force field analysis is an influential development in the field of social science providing a framework 
for looking at the factors (forces) that influence a situation, originally social situations. It looks at 
forces that are either driving movement toward a goal or blocking movement toward a goal. Force 
Field Analysis is a useful decision-making technique. It helps to make a decision by analyzing the 
forces for and against a change, and it helps to communicate the reasoning behind the decision. 

We use it for deciding whether to go ahead with the change; and to increase chances of success, by 
strengthening the forces supporting change and weakening those against it. We list the 
forces for change in a column on the left-hand side, and the forces against change in a column on 
the right-hand side. 

Here are the main questions: 

 What business benefit will the project deliver? 
 Who support the project? Who is against it? Why? 
 How easy will it be to make the project? Do you have enough time and resources to make it 

work? 
 What costs are involved? 
 What other business processes will be affected by the change? 
 What are the risks? 
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Force field analysis makes us to think we can strengthen the forces that support the project and 
weaken the forces opposing it, so that the project idea is very successful. 

 

GOSPA	methodology	

GOSPA methodology presents a strategy for implementing the project: goals, objectives, strategies, 
plans and actions. 

GOSPA Description 

Goal  Be a market leader and successful representative 

Objective  - Ensure sustainable market position, 

- Be attractive and useful for visitors 

- Ensure the financial stability 

Strategy  Become an information center for the region both for 

tourism development and local SMEs promotion 

perspective 
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Plan  Set the three years period for implementation of 

Strategic goals.  

Activity  Distributing actions by dates, responsible executives 

and expected results and follow up the implementation 

of the processes. 

 
The main strategic and operational plan will be developed in future, and GOSPA sets only basics for 
next developing activities and strategy. The main strategy is establishing a station, which will operate 
successfully stimulating regional development and promoting local SMEs. RSS is a pioneer in the 
market and its uniqueness should be exemplary and contagious, as there is high demand of such 
business concepts in each region of the country. The operational plan should be developed for five 
years setting development of sequential steps and actions, including new services, extensions, new 
suppliers and new cooperation. 

4.3. Stakeholder analysis 

We take into account stakeholders’ expectations and interests for development of RSS. Stakeholder 
analysis is a systematic way to analyse stakeholders by their power and interest. High power, high 
interest stakeholders are Key Players. Low power and low interest stakeholders are least important. 

The main focus is the interests of all parties and stakeholders to review the project and the level of 
impact. 

  

Stakeholder analysis 

Stakeholder 
name 

Impact 
How much 

does the 
project 
impact 

there (high, 
medium, 

low) 

Influence 
How much 

influence do 
they have 
over the 
project? 
(high, 

medium, low)

What is the 
important to 
stakeholders? 

How could 
the 

stakeholders 
contribute to 
the project? 

How could 
the 

stakeholders 
block the 
project? 

Strategy for 
engaging the 
stakeholders 

Local SMEs Medium High 
Increase the 

profit 

Present unique 
products with 

special 
packaging 

Provide 
similar 

services by 
lower prices 

Provide 
special terms 

for 
presenting 

local product 

Tour operators High High 
Make comfort 

to tourists 

Provide more 
visitors and 

promote RSS 

Never visit 
and present 

the RSS 

Provide 
benefits for 

tour 
operators and 

promote 
them 
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BMO/BSO Low High 
Improve the 

business 
environment 

Make new 
opportunities 

Exclude it 
from 

development 
projects 

Develop 
infrastructure 
and location 

Tourists Medium Medium 
They are main 

payers for 
services 

Prefer as main 
destination 
during the 

tours 

Ignore the 
RSS 

Strong 
Marketing 

and PR 

Visitors High Medium 

They could 
become main 

payers of 
services 

Make the main 
point of stop 

Ignore the 
RSS 

Strong 
Marketing 
and Useful 

services 

Public 
Administration 

Medium High 
New services 
and new flow 

of visitors 

Provide 
privileges and 
promote the 

RSS 

Prohibit 
activities 

Make new 
workplaces 
and promote 

region 
 

The main stakeholders are: 

 Local SMEs 
 Tour Operators 
 Business associations 
 Tourists 
 Visitors 
 Local government 

Project stakeholders have presented their interests and benefits, as well as the level of impact. In this 
regard, it is important to understand how they can support or hinder the RSS activities. Also it’s very 
important to develop a strategy for each occupation, to be able to use their abilities for the benefit of 
RSS activities. 

As we can see from the above table, the greatest impact and influence on RSS can have Tour 
operators by attracting tourists to the station and could greatly stimulate the flow of visitors. They 
can become the best intermediators of marketing strategy, spreading information about the RSS and 
attract visitors and tourists. 

Considering the fact that RSS is not only tourist-oriented place, it’s very important to make the station 
preferable place for visitors to stop, as the visitors have higher impact than tourists, which mostly 
are one-time buyers and rarely come back to the visited places. The visitors/travellers are interested 
in the RSS as a possible place for having a rest, using clean facilities and for being acquainted with 
unique local/regional products. Existence of comfortable parking facilities and provision of other 
services (car maintenance, petrol of gas station, food, water and entertainment) in one place is 
considered as an attractiveness of the RSS.  Local traveller are interested to use also information 
facilities of the RSS for touristic purposes or just for understanding road or weather condition on the 
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way to final destination. Local population of the regions is interested in the RSS, as it will give a 
possibility to buy their well-known local, unique products from one place at the affordable prices. 	 

RSS is very important also for local SMEs, as it can become new selling point, where they can present 
their own product in better and attractive terms. They are interested in RSS as the local product can 
be presented in professional branding and it will become more cognizable for more visitors. Besides 
this, local SMEs will have new point for supplying their own products.  

RSS is interesting for Tour operators, as it provides comfortable conditions for tourists for 
informative purpose and carrying about their own needs. They can become the best intermediary for 
advertisement of RSS attracting big flow of tourists; otherwise they can reduce the flow of tourists to 
the station just ignoring it. 

The main strategy is to attract tour operators by offering lucrative commissions or alternative 
promotional tools. 

 

Business associations are also very important players for development of RSS, as they can have great 
motivation. Their interest is about improvement of business environment for different representatives 
of businesses. They can support and create new opportunities for local SMEs and assist to direct and 
indirect consumers of services. If we ignore BMOs, they can exclude the station from regional 
development projects. The attracting strategy is design of regional infrastructure development 
prospective and includes direct beneficiaries. 

The tourists and visitors are direct consumers of RSS’s services and products. The attracting strategy 
is making preferable and pleasant stopping point by strong marketing and professional branding. 
Project will failure by ignoring the main needs of these stakeholders. Here we have to consider that 
most tourists are one-time service users, in contrast to the visitors. 

One of the important stakeholders is local government, who is interested in RSS by creating new 
workplaces and developing opportunities for region. RSS development will increase flow of visitors 
to region, which will also affect into general turnover of region. Local governmental bodies can 
provide special responsibilities and privileges to the station for more effective activity. 

The necessity of RSS has been discussed with possible stakeholders. For that purposes different type 
of questionnaires have been designed, which have been shared by social networks, e-mails and 
personal meetings during visits to Lori region. During visits to the region, we had chances to discuss 
the establishment of the RSS, its future operation and possible benefits with local SMEs and local 
government. Meetings included also discussions with businesses and farmers on their interests, 
cooperation conditions and possibilities. Results of the interviews and discussions are presented in 
Annex 4.  

Sidon Travel – the RSS should have special ethnic design, which will represent the region. It 
should suggest interesting events, master classes, fairs of shows. Some performances can be 
organized by the request of tour operators. In that case, tour operators will be interested to bring 
tourists, present them the culture of the region and will cooperate with the RSS. We are ready to 
cooperate and share our experience and knowledge. 
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4.4. Location of RSS 

Road side spots are not new in Armenia. However, their functions are very limited, concentrated only 
on selling of small assortment of products and not always suggesting rest facilities and information. 
In most of cases, toilets suggested by this spots are in worse condition. The map below presents all 
road spots or markets established and operational in Armenia. It is worth to mention that none of 
these stops is public and, as a consequence, do not have regional development function, as described 
above. 

As it can be seen from the map, only small number of road side spots provide quality facilities 
necessary for rest. Some of them are stations designed only for tourists and are not considered as 
institutions for regional development. To cover these gaps there are number of ongoing projects 
financed by different international donor organisations, which have different target regions and 
sectors and have different targeted stakeholders.  

Local Economy and Infrastructure Development Project (World Bank): In 2014, The World 
Bank assisted the Government of Armenia in 2014 to assess the regional development disparities and 
opportunities and prepare a Tourism Strategy for the South Tourism Corridor. The South Corridor 
Tourism Destination Strategy has focused on four regions (the Southern part of Kotayk, Ararat, 
Vayots Dzor and Syunik), which combine several scenic cultural and natural attractions; traditional 
farms, mountains including Mount Ararat, carpet production in Yeghegnadzor and Goris, wine 
tourism in Areni, and cultural heritage and traditional cuisine in Goris. The key conclusion of the 
South Corridor Tourism Destination Strategy is that corridor development requires several key 
interventions, such as tourism infrastructure improvements, especially through site management 
plans; improved and expanded product offers; and local capacity building and workforce 
development. It also highlighted Areni, Goris and Meghri as potential hub destinations that should be 
developed along with selected spoke destinations to realize the vision of the establishment of the 
Southern Corridor as a new tourism destination, and to achieve economic development objectives all 
along Corridor. 

Based on this analysis, the World Bank implements the “Local Economy and Infrastructure 
Development Project”, with the objective to improve infrastructure services and institutional capacity 
for increased tourism contribution to the local economy in selected regions of Armenia. The Project 
activities are expected to benefit the residents, tourists and enterprises in three regions in the south 
(Ararat, Vayots Dzor and Syunik), and two regions in the north (Kotayk and Lori). 

In Lori region the project plans to implement some activities in Haghpat, Sanahin and Stepanavan 
(Dendropark). In Haghpat and Sanahin, Tourism Facilities will be established, public restrooms will 
be renovated, parking facilities will be rehabilitated and redesigned. In Stepanavan, the project will 
rehabilitate 3 km road leading to Stepanavan dendropark. 

 



	

	

	
Market	Research	

	
	 	

 

 

57	
 

   

Road	Side	Spots	
	

	
Private	owned	station,	which	provides	the	
following	services:	
‐ Toilet	(capacities	of	toilet	is	too	small	and	often	
they	are	not	well	cleaned)	

‐ Shop	(but	no	local	products)	
‐ Bakery	
‐ Small	parking	(not	differentiated)	
‐ Small	cafeteria		
They	don’t	have	regional	development	purpose,	
don’t	have	green	zones,	no	touristic	information.	

	

Vegetables	and	fruits,	homemade	products	
market	
‐ Open	air	but	unclean	market,	low	quality	and	
sanitation	issues	

‐ Locally	grown	vegetables	and	fruits	
‐ No	toilets,	no	parking	space,	no	touristic	
information	point,	seasonal	operation		

	
Cattle	market	and	barn
‐ Restaurant	
‐ Toilets	
‐ Master	classes	(wool	shearing)	
‐ Touristic	info	point		
‐ Small	parking	(for	several	cars)	
Seasonal	operation,	no	local	product	

	
Wine	market
‐ Open	air	but	unclean	market	
‐ Toilets	(not	clean)	
‐ Locally	produced	wine	(homemade)	and	fruits	
‐ Small	parking	
‐ Wine	fest	(once	a	year)	
No	touristic	info	point,	no	cafeteria	or	possibility	to	
have	a	rest	

	
	
	

New	stops	planned	to	be	constructed	by	other	
donors	mainly	for	touristic	purposes	
	
Proposed	location	of	RSS	
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Suggested location for the RSS and justifications 

All these projects and analysis of the map shows that there are only several places where construction 
of RSSs are needed. One of these locations is in Lori region. There are some small road stops nearby 
the main touristic destinations of the region (Haghpat, Sanahin etc.), which provide necessary services 
and information to tourists. These stations have created small infrastructures, which provide local 
population a possibility to sell their homemade products to visitors, but they have mainly touristic 
purpose and operate for tourists. Another stop on the road M3 is located in Aparan (“Gntunik”). This 
is a private owned facility, which does not have any regional influence and regional development 
purpose, as no local products are suggested there. 

There are approximately 110km distance between Aparan and Alaverdi and no any station on this 
way. The travellers pass this distance in around 2-2.30 hours. According to our estimations and 
analysis (presented above), travellers prefer to stop every 60-90 minutes. When we calculate this from 
the first station on the M3 road, which is Gntunik, the next stop should be near Vanadzor city. The 
same is when we calculate from Alaverdi. The best place near Vanadzor city is the location 
(coordinates: lot. 40.837230, lon. 44.318997) situated after the city Spitak, on the right site of the 
Highway M3 in direction from Spitak to Vanadzor, near the crossroad to Ghursali and Karadzor. It 
is close to the crossroad to Stepanavan and Tumanyan, which is currently used by lot of travellers for 
reaching the Armenia-Georgia border (Bagratashen and Gogavan), because of closure of M6 
(Vanadzor-Alaverdi-Goergian border) road. The location is close (about 1-2km) to the crossroad to 
Vanadzor-Gyumri, which is also actively used by travellers. Moreover, when Gyumri will become 
one of main destinations for low-cost airways (as it is planned by the Government of Armenia), it 
will be used by tour operators and foreign tourists for reaching touristic destinations of Lori region. 

 

Location 

13000

Vanadzor
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Availability of Infrastructure 

On the other side of the road, there is a gas station, which means that gas pipeline is near (about 20 
meters). Electricity transmission line passes through the foreseen land. Territory is not supplied with 
drinking water but the nearest restaurant (about 500 m far from the land) has drinking water. Though 
there is no sewerage system, however all services necessary for the operation of the Station in this 
location are available. 

The Road Side Station is planned to be constructed in the most convenient place linking Armenia, 
Georgia and Russia, which connect these routes: Yerevan-Vanadzor-Alaverdi-Tbilisi; Gyumri- 
Spitak-Stepanavan-Tashir-Tbilisi; Gyumri-Vanadzor-Alaverdi-Tbilisi. The road is passed by most of 
cars (65%), who goes from Armenia to Georgia and Russia. There are two food courts “Ocean”, 
dining restaurant and a strip club with the hotel in a radius of 1-2 km from the targeted place. There 
are three petrol stations, which serve about 150 cars daily, 60% of them are residents, and 40% are 
random passers. The individual entrepreneur will create a park near to station with the places for 
recreation, which in its turn will increase the flow of people and stopping probability. 90% of buses 
an minibuses travelling to Russia stop in territory of gas stations, which plays a role not only for fuel 
charging, but also as a bus station for taking and leaving passengers (Shirak-Russia, Yerevan-
Georgia, Yerevan-Russia routes). In case of operation of the RSS, they will probably stop next to 
RSS and get benefits from clean and comfortable parking, WC, shop and other providing services. 

“Ocean” restaurant has daily 20-30 clients, 40 of them are residents and 60% of them are random 
passengers. The restaurant was opened in April 2016 and had 1026 clients during first operating 
month. The latest calculation showed the statistics of clients on March 2017. There were 1718 clients 
in restaurant, and 20% of them are drivers of trucks coming from Russia, 5% of them are drivers of 
minibuses coming and going to Tbilisi, 20% are distributors, 20% are random passengers, 10% are 
working people from Spitak, and only 15% are one-time buyers. 

There is a restaurant near to RSS, where the truck drivers stop and the main offer includes Russian 
dishes. “Danielyan” supermarket is the closest road trade point for RSS, which have quite much 
clients, about 300 man per day. However, one can find only standard products there and rarely local 
products. The store does not have a parking place and in many cases parking seeking drivers paralyze 
traffic on the highway. The store also does not have a public toilet, and there is no public toilet in the 

Lore Travel - The best location for RSS is somewhere between Spitak and Vanadzor. I am interested to 
construct a RSS there and have some ideas on services (restaurant with local dishes, cultural center etc.), 
design (ethnic design), marketing and management of the RSS). The location has several advantages:  

 It is located near the crossroad to Stepanavan and Gyumri, which is used for visiting Stepanavan 
and will be used soon by tourists visiting Gyumri, 

 As soon as Vanadzor- Alaverdi road will be opened, all tour operators will use this direction, 
because Yerevan-Dilijan-Vanadzor road is workable only for 5-6 months. 

 Alaverdi is not convenient place, because the RSS there will have only local value. 
 Another advantage of the location is its usage by travelers. As soon as the road Vanadzor-Alaverdi 

will be constructed, Bagratashen will be the main crossing point for tracks, and for passenger cars, 
the Gogavan crossing point will be used. From Gogavan, the easiest way is through Stepanavan 
and then Spitak and Yerevan. 
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Armenian-Georgian border besides Aparan (Gntunik). There is a large store “Gandzak” on Vanadzor 
road, which is also located on a busy section of town, and does not have a parking place and public 
toilets. Generally, the tourists avoid shopping because of ecological problems. The same problem is 
connected with getting information about tourist attractions and sightseeing. There is lack of 
experience and culture for presenting hospitality opportunities. Only standard routes about promoted 
places (Haghpat, Sanahit, Dendropark) are developed, though there are many other interesting places 
in the region, which is to be presented on the RSS. In this case, it is advisable to create RSS at the 
beginning of the region.  

In case of local producers, they move agricultural products passing through the targeted location of 
station. Many manufacturers want their products to be out of their homes, and to be sold in more 
organized place. 

Not far from the location (around 800 meters), there is an operating canteen, called “Canteen”. During 
the research, meeting with the owner of the canteen took place. During the meeting, it became clear, 
that he has plans to enlarge the business and construct restaurant and hotel. According to his words, 
the location he selected for his business shows that the decision was correct and there are lot of 
travellers and visitors. While discussing the location of the possible RSS, services and other 
functionalities of the station, the owner’s position was positive, as there is a need of such kind of 
station on the road. The Station will not compete with the canteen. On the contrary, it will bring 
additional visitors for the planned restaurant and hotel as such kind of services are not desirable for 
the RSS. Meanwhile, the owner of the canteen expressed willingness to support in establishment of 
the RSS and readiness to cooperate and deliver the already prepared food for the cafeteria of the 
RSS. 

Close settlements and distance from the possible location 

As it was mentioned above, the RSS is not just a place, where products are sold. When the public 
body establishes it, main aim of this station becomes regional development, where population of close 
villages and towns can bring their products and sell in the station, create their own business near to 
the station and, thus increase competitiveness, create business infrastructure and establish new 
working opportunities. 

From another point, number of visitors are also important, as the station cannot operate without proper 
number of visitors. Expected visitors of the RSS, planned to construct in Lori regions are: 

 Local population (population of settlements nearby); 
 Domestic travelers (who travel to Georgia, Russia, or for business purposes, or visit 

sightseeing of the region, or just visit their families or friends); 
 Foreign travelers (mainly tourists).  

We have taken the settlements situated not far (expect the towns, other settlements are close and it 
will require only 5-10 minutes to reach the potential RSS) from the location identified for the RSS 
and number of their population. The table below shows these figures: 
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Name Distance from the possible 
location (km) 

Number of dejure 
population of January 1, 

2016, people 

TOWNS 

Vanadzor (center) 17 82 221 

Spitak (center) 4.9 12 954 

Stepanavan (center) 38.6 12 783 

Tashir (center) 53.6 7 531 

VILLAGES 

Ghursal 2.3 555 

Ardjut 4.9 1 233 

Arevashogh 5.2 2 570 

Bazum 13.5 1 388 

Darpas 14.3 2 073 

Halavar 10.4 125 

Jrashen 13.6 3 633 

Karadzor 1.2 468 

Lernantsk 9.5 1 468 

Lernavan 16.7 1 649 

Lernapat 8.7 2 032 

Nor Khachakap 4.8 634 

Saramej 14.0 1 778 

TOTAL  135 095 

Sources: NSS of the RA and Google Map 
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Statistical information of movement of people and transportation 

Another important data is movement of people and transportation to Lori and especially by the M3 
road where the location is suggested. Lori is one of main touristic destination of Armenia. According 
to tour operators, almost all tourists, which requested services of tour operators, visit Lori region, 
particularly Haghpat and Sanahin monasteries, churches, botanical gardens in Vanadzor and 
Stepanavan and other historical places.  

 

Location of the RSS as a Tourism destination 

Unfortunately, Armenia does not have statistics on touristic visits to regions. According to the Lori 
regional administration, there are 67 hotels in the region (2016) with 1600/2000 man-day capacity. 
B&Bs are growing as well. Total number of foreign tourists in 2016 were around 90.000. According 
to tour operators, Lori is one of most visited places in Armenia with around 300.000 foreign and local 
visitors per year.  

Lori is located on Armenia's northern border. Bounded on all sides by rugged mountains and cut by 
sheer gorges, Lori is a dramatically beautiful region, sparsely settled except for the valleys of 
the Pambak, Debed and Dzoraget rivers.  

The way to RSS through M3 passing Aragatsotn region can be attractive and interesting for both 
foreign and local travellers. Below is brief description of the rout.   

 Crossing the main highway bridge, the first exit right leads to the village of Mughni, now 
inside the Ashtarak city limits, with the 14th c. Monastery of S. Gevorg, once a popular 
pilgrimage site for both Christians and Muslims. 

 Saghmosavank monastery, located less than one hour driving from Yerevan. This beautiful 
complex dates back to 13th century. The vast landscape, the deep gorge and the perfect silence 
just added up to the atmosphere of the place. 

 Oshakan, is most famous as the last resting place of Mesrop Mashtots, (d 442) founder of 
the Armenian Alphabet. Above his grave (19th c. gravestone) is a church rebuilt 
by Katholikos George IV in 1875. 

 Armenian Alphabet Monument is located in the village of Artashavan, at the east side 
bottom of Mt. Aragats. It was erected in 2005 to the 1600 anniversary of creation of the 
Armenian alphabet by the design of the famous Armenian architect Jim Torosyan. The 
monument is an interesting demonstration of the stone carvings of 39 Armenian letters.  

 Bash Aparan, site of an important battle against the Turkish army in 1918 where the Turkish 
invasion of newly independent Armenia was miraculously turned around. On a hill left of the 
road, is an impressive monument to the battle. 

 Approaching Spitak from the South from Aparan via the 2153 m Pambak Pass, you pass on 
your right hand Saramej (till 1946 Chotur, church of 1906), with Jrashen (till 1940 Vordnav, 
19th c. church) on the left and, further W, Lernavan (till 1946 Ghachaghan). This latter has 
the ruined settlement of Kharabak 2 km W, and a 19th c. church in the village. 

 From Spitak, a road leads S up the mountain to Lernantsk (till 1950 Spitak, with S. Minas 
Church of 1910), whence a disused road climbs to the 2378m Spitak pass.  
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 North of Spitak is Arevashogh (until 1978 Zigdamal, 19th c. church, ruined fortress nearby). 
The map shows a bad dirt road continuing N from Arevashogh 33 km to Urasar and 
Stepanavan, but locals are highly sceptical that it is possible.  

 East on the main road to Vanadzor, following the Pambak river and the railroad, you pass 
the turnoffs for Karadzor (founded 1836); Ghursal with a ruined 7th c. church of S. Gevorg, 
and Nor Khachakap (formerly Saral); and Lernapat (Hajighara till 1946, then Makarashen 
till 1959), situated in a beautiful mountain valley. It preserves a neglected basilica of 1868 
and has an Early Iron Age fortress on a nearby hill. The right/lower fork continues to Halavar, 
once occupied by Azeris but now home to a small population of refugees from Azerbaijan. 
To the North from the of the main road, Arjut has a ruined mosque; Darpas. 

 Just before entering Vanadzor, near a cluster of high-rise apartments, a side road takes off 
north, signposted for Stepanavan. Passing through a long, dark tunnel (which avoids the once 
deadly 2037 m Pushkin pass) you emerge into a part of Armenia incorporated in Russian 
imperial times into the Georgian district of Borchalu. Beyond, Gargar (formerly Gerger Hay 
- "Armenian Gerger") has a ruined church and S. Amenaprkich shrine. 

 The main road passes Gyulagarak, and Amrakits on the right across the gorge to see the 
ruins of Lori Berd, which can be reached by traveling about 4km past the Stepanavan 
bridge, keeping to the right at all intersections.  

 The city and former regional capital of Stepanavan (till 1923 Jalaloghlu) is located on a 
dramatic green plateau beside the remarkable gorge of the Dzoraget river.  

 Vanadzor: Armenia's third largest city, laid out ambitiously in a once-lovely valley now 
hideously blighted by a huge chemical plant. Vanadzor's history dates back to the Bronze Age. 

 Dsegh was called Tumanyan from 1938-1969, after its famous son, the writer Hovhannes 
Tumanyan (1869-1923), and maintains the Tumanian house museum. In the village, there is 
a basilica of 654 housing an ethnographic museum, and nearby a 7th c. church built by the 
Mamikonians. 

 Sanahin and Haghpat: UNECSO heritage sits.  
 

During the interviews with tour operators, we identified that sometimes tour operators prefer to 
organize their tours to Lori mainly via M4 and M8 roads (Yerevan-Dilijan-Vanadzor). However only 
3% of tourists use services of tour operators, i.e. only 9.000 tourists use services of tour operators per 
year. Others use either their own car or private travel service providers. In any case, according to Lore 
Travel “As soon as Vanadzor-Alaverdi road will be opened, all tour operators will use this direction, 
because Yerevan-Dilijan-Vanadzor road is operational only for 5-6 months (during the winter it is 
closed, during spring and autumn, the road is in the terrible condition)”. 

According to our survey, usually tours to Lori region are one-day tours. However, if tour operators 
travel Lori from Yerevan via M4 and M8 road they come back to Yerevan via M3 road, as it is shorter 
and they want to show new environment to tourists. Which means that the mentioned 9.000 tourists 
are potential visitors of the RSS. 

Part of remaining 291.000 tourists again use M4 and M8 road, but this is small part, as the road 
connecting Dilijan to Vanadzor is in bad condition, and there are turns in Dilijan. We take 50% as an 
average calculation, though these figures will be changed as soon as the construction works of 
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Vanadzor-Alaverdi road will be finished (approximately March 2018). As a result, we have 145.000 
travellers using M3 road.  

Even in case the tour operators are using the M4 route and in many cases they prefer to return by M3 
route and in this case they will pass by the proposed. RSS. 

Example of the tour offered by Armenian tour operator: http://touradvice.am/incoming-
tours/treasures-of-armenia.html  

 
 

Border crossings 

Lori is one of regions of Armenia, which is bordering Georgia and main highway connecting Armenia 
to Georgia pass by Lori. There are three border crossing points operating in Lori region: Bagratashen, 
Gogavan and Privolnoe. According to official statistical data, more than 2.5 million people passed 
these crossing points during 2016. The table below presents the border crossings in 2016. 
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Table 17. The volume of border crossings at Bagratashen, Gogavan and Privolnoe border 
checkpoints, person, 2016 

 To Out 

Total With Armenian 

passport 

Total With Armenian 

passport 

Bagratashen 1 256 795 930 077 1 304 241 968 018 

Gogavan 52 040 33 159 54 783 35 574 

Provilnoe 1 344 342 1 306 323 

Total 1 310 179 963 578 1 360 330 1 003 915 

Source: National Statistical Service, 2017 

 

Bagratashen has the highest crossings in 2016 (around 300.000 crossings more than Zvartnots 
airport). It is obvious, that because of closure of Vanadzor-Alaverdi part of the M6 road, the majority 
of these travellers use Dilijan-Ijevan-Bagratashen road (M4 and M16). However, interviews with bus 
operators, tour operators and local population showed the following: 

 Tourists feel not safe when traveling via M4 and M16 roads. Though there is a bypass on the 
road, tourists often require to use other roads; 

 Because of high traffic on M4 and M16 road, currently the road is in bad condition; 
 There are lot of turns in Dilijan and Ijevan, and tracks and busses try to avoid this road (in 

fact when we visited Dilijan, we didn’t see any track on M4 road); 

According to the Ministry of Transport, Communication and Information Technologies, the 
construction of M6 road will finish in March 2018. During our interviews with tour/bus operators and 
local population it was obvious that as soon as the reconstruction works of M6 road will be finished 
it will be widely used by them. Which means, that at least 50-70% of travellers will use M3 road 
starting from March 2018 (1 280 518 – 1 792 725 people). This is confirmed also by several tour/bus 
operators, which use this road for their travels (Bus Voyage, Lore Travel etc.) 

Moreover, according to the Ministry of Transport, Communication and Information Technologies, 
starting from the end of 2017, the Alaverdi – Bagratashen part of the M6 road will be closed for 18 
months for reconstruction activities. This means that Bagratashen border point will not be used by 
travellers for are least 12 months and all flow of cars will take place via Gogavan crossing point. It is 
already agreed with Georgia that the road from Georgian side will be renovated. As soon as the M6 
road will be closed, more than 2mln people will cross through Gogavan border crossing point and 
will travel via M3 road.  

Calculation of cars 

The SME DNC has requested the Ministry of Transport, Communication and Information 
Technologies to provide average daily intensity of transports on M3 and M6 roads. According to 
official data, around 6558 cars passed the foreseen part of the road per day in 2016. This calculation 
was done in the period when the M6 road was closed for reconstruction. According to the Ministry 
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of Transport, Communication and Information Technologies of the RA, average daily intensity of 
transport during June-July-August, 2016 was as follows: 

 

Average daily 
intensity (total 

number of vehicles) 

Average daily intensity according to the classification of vehicles 
(automobile) 

Total Passenger vehicle Truck Truck with trailers 

M-2 Yerevan-Meghri-Iran border  road km 9+400  (near Noragavit’s  Traffic Police) 

33743 31134 2407 202 

М-2 Yerevan-Meghri-Iran’s border  road km 200+320 (near Regional Customs House of 
Syunik) 

2940 2587 285 68 

М-2 Yerevan-Meghri-Iran’s border  road km 368 (near Meghri RCM – Road 
Construction and Maintenance-RCM, Gortcaranain 89) 

856 616 184 56 

М-3 Margara-Vanadzor-Georgia’s border road km 126 (near Lori RCM – Road 
Construction and Maintenance) 

7237 6674 442 121 

М-3 Margara-Vanadzor-Georgia’s border road km 136 (Pushkin tunnel) 

3239 2985 225 30 

М-4 Yerevan-Sevan-Ijevan – border road km 10+320 (near Abovyan’s Traffic Police) 

37210 35543 1544 123 

Մ-5 Yerevan-Armavir- Turkish border’s road km 9+400 (near Parakar’s Traffic Police) 

31735 30938 743 54 

М-6 Vanadzor-Alaverdi-Georgia border’s road km 59+050  (Tumanyan RCM – Road 
Construction and Maintenance) 

3212 3045 178 30 

 

Rough calculations show, that around 5 000 - 6 000 cars passed the road per day in December 2015, 
which is low season. In hot season of 2016 (when the road M6 was closed), this was around 7000 
cars (approximately 15.000 passengers). It is clear that when reconstruction works of M6 will be 
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finished, this intensity will increase and approximately 9 000-10 000 cars will pass the road 
(approximately 18.000 passengers). Around 70% of these travellers are either local people living in 
Lori, Shirak or Aragatsotn region, or one-day tourists. Our calculation showed, that only 30% of this 
population live in nearby settlements. The remaining 70% are from other settlements or tourists.  

Remaining 30% of all are travellers, which travel to border crossing points.  

As a conclusion, we have the following picture: 

 135 095 people living close to the location. 
 Around 145.000 tourists (local and foreign) visiting the regions via M3 road, plus around 

9 000 tourists which use services suggested by tour operators. 
 15 000 travellers per day on average (as soon as the construction of M6 road will be finished), 

30% of which (1,6mln) are travellers who is going to cross the border. 
 Starting from September 2017 more than 2mln travellers via M3 road (for 18 months). 

 

Table 18. Estimated number of the RSS users 

Segment Estimated number of 

the RSS users 

Reasons 

Local people 20,904 person/year About 18,414 people live in the areas whose distance from the possible 
location of the RSS is 5 km or less, including Spitak town, Ghursali village, 
etc. Supposing that 5% of them would use the RSS once per month, the 
expected number of local users per year can be 11,040 local people. We 
consider also that 1% of Vanadzor population will visit the RSS ate least once 
per month, which is 9 864. 

Visitors from 

other regions 

and countries 

(including 

tourists) 

109,500 person/year This estimation comes from the number of cars passing monitored in 2016. 
This survey implies the followings: 
- Estimated number of cars passing per day: 7,000 cars 
- Estimated number of persons passing per day: 15,000 persons 
- Estimated number of visitors to the RSS per year (2% of the persons 

passing): 109,500 persons (starting from end of 2017, this number will 
reach to several hundred thousand). 

These are conservative estimates, as the calculation was done when M6 road 
was closed. When the construction works will be finished, the number of 
visitors and cars passing the mentioned road will double and even triple. 

 

For the calculation of the estimated number of visitors, we have taken into account the number of 
visitors of supermarkets with similar surface. This is a minimum number of visitors we expect, taking 
into account several factors, such as: 

 Uniqueness of products: the Road Side Station is not an ordinary shop and supermarket. It 
should not be a road side facility which can be seen at different locations of the country (like 
Aparan, Lake Sevan, Areni etc.). The RSS is a place, where unique products of the region, 
united and presented in one place can, be found and bought. These products, in a separate, 
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single form, can be found in producers location, but not in a united form (even in supermarkets 
of Vanadzor or Spitak). It is expected, that population of the region will visit the RSS to find 
and buy their local, unique products from one place at the affordable prices. A person from 
Vanadzor will not need to travel to Gyulagarak to buy honey, or a person from Stepanavan 
will not need to travel to Spitak to by souvenir for relatives living abroad. They will come and 
find all that products in one place: at the RSS, and the money and time they will spend for 
travel to the settlements, where that products are produced, will be much higher that the price 
of a product sold in the RSS.  

 Quality of the service: the cleanliness of the station and particularly of the shop, the quality 
of service, high requirements to the quality of products, existence of some sanitary and 
hygiene standards - are another guarantee, that there will be visitors, including local ones. 

 

Table 19. Estimated annual sales of the RSS9 

Category Total annual 

visitors 

Estimated number 

of buyers of the 

local products10 

Sales/buyer 

(EUR) 

Total sales per 

year (EUR) 

Local people 20,904 20% 4,180 6 25,080 

Visitors from other regions 

and countries 
109,500 30% 32,850 12 394,200 

TOTAL 130,404   37,030   418,280 

the location between cities is the best option for the rest, information dissemination and regional 
development. 

 

 

 

 

 

 

 

 

 

 

Table 20. General compatibility of site types with main objectives 
 

 Main objectives 

																																																								
9 For the first year this figure will be several times more, as the second part of road M6 will be closed for 18 months 
10 The number of persons who buy the products among visitors is calculated conservatively. The number of buyers among visitors can 
be increased by developing attractive local products and promotion strategy to induce them to buy. 
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Site type REST INFORMATION REGIONAL DEVELOPMENT

 

Between Towns  
   

 

 
 

 

Rest point for travellers from town 
to town  

 

 
 

 

This may be effective if the road 
is an important road and near 

main crossroads.  
 
 

  

 
 
 
Specialized local products can be gathered 

along with the essential goods. 
 

This may also lead to development of 
surrounding communities.    

 
 

Entrance to Towns  

 

 

 
 

 
Rest point just before entrance  

 

 
 

 

This may be effective if the road 
is an important road and near 

main crossroads.  

 

 
 

 
Serving a face of the town/region with a 

market presenting local products and 
services. 

 
Both travellers and community residents 

h i 
Town Center 

 

 
 

This may not be effective as 
there are many other places in 

the town for rest.   

 

 

This may be effective if the 
road is an important road and 

travellers need to cross the 
town. 

 

 

This may not be effective as local and 
essential products could be found in 

different shops of the town. 

 Both travellers and community residents 
have easy access to services.

 

 
 

 

 

Table 21. Estimated annual costs of the RSS 

EXCELLENT

GOOD	

QUESTIONABLE	

Bus Yoyage – the location chosen for the RSS (in between Spitak-Vanadzor) is the only perfect place on 
the road Yerevan-Georgian border. I was interested to construct the RSS there several years ago, with the 
same services. Currently we use Yerevan-Ijevan-Georgian border road for travels, because of renovation 
works in Vanadzor-Alaverdi highway. But this direction is long and not safety. There is another 
opportunity to reach Vanadzor and Alaverdi, which is through Dilijan, but it is neither safe for buses nor 
comfortable (the road is in terrible condition). So, as soon as the renovation work of Vanadzor-Alaverdi 
highway will be finished, we will travel only by Yerevan-Vanadzor-Georgian border road. 

Another advantage of the location is that it is far from Yerevan by around 2 hours. Previously we stopped 
in Aparan (Gntunik), which is not perfect place. Aparan is far from Yerevan around 50km and it is not 
recommended to stop after 40 minutes. In case there will be a stop in Spitak or near to Vanadzor, it will 
be best place for stopping (for tourists as well). We will use the RSS for having a rest and presenting 
Armenian products. As to the services, we suggest to have a paid shower in the RSS for drivers of tracks. 
In case of need, you can count on our advice for constructing parking for cars, especially for buses. 

Town	 Town	

		Town	

		Town	
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Operating expenses of the RSS Amount (EUR) 
per year 

Description of costs 

Personnel expenses  36,000 Based on the assumption of hiring 10 staff with 
average nominal wage in private sector in Lori:  EUR 
300 X 10 (100%FTE) X 12 (months) 

Utility expenses   18,000 Electricity, heating & water (monthly average 
considering heating season is estimated around 
1500EUR) 

Maintenance  6000 Spare parts, renovations, tools, etc.  
Other cost  7,200 Depreciation, communication, promotion, staff 

training, etc. 
Total 67200  

The calculation shows that estimated expenses for utilities are too high, which increases costs of the 
RSS. There is a possibility to decrease these costs, if the management of the RSS will use other 
sources of electricity and heating/cooling. In this regard, it is recommended to use renewable energy 
(particularly solar power) for getting electricity and heating/cooling the RSS. The local legislation 
allows to use solar photovoltaic (PV) systems and to produce electricity to supply all of a property’s 
energy needs. Moreover, there are solar heating and cooling systems in the market, which simply 
eliminate the need for electricity to cool or heat the air and water in a home or business area. Usage 
of such kind of systems will considerably decrease expenses for utilities (as solar energy is free of 
charge). 

Moreover, by using the solar energy, the RSS will become a good example of nature protection, as 
solar energy produces no pollution, have no environmental effects and is ecologically acceptable.	
Analysis	have	shown	that	solar heating and cooling can also play an important role in mitigating the 
impact of global warming. For example, a single-family home with a solar water heating system 
installed will reduce its CO2 footprint by an average of 28%. With a combination solar air + water 
heating system, this reduction in CO2 can easily exceed 60%. Likewise, the RSS will achieve similar 
CO2 reductions with the installation of solar heating and cooling systems and will become a catalyst 
of using such systems in the region. 

 

Table 22. Estimated cost-benefit analysis, annual (most conservative estimations), EUR 

  

Total sales 418280.00 
Operating costs 67200.00
Sales Revenue  83656.00
Sales margin  20% 
Operating profit before taxation 16456
Turnover tax (5%)  4183.00 
Total costs, including tax 71383.00 
Net revenue  12273.00 
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Profitability  15% 
 

 

 
 
 
 
.   
 

	

4.5. Potential suppliers and products to be presented in the RSS 

For the analysis of products to be sold in stations, have used database of the regional offices of SME 
DNC. The research was not concentrated on the analysis of this database. Databases of organisations 
of Lori regional administration, as well as Vanadzor municipality were analysed. The information 
provided in the database were checked with the on-line database of the State Register of the Legal 
Entities of the Ministry of Justice of the Republic of Armenia (www.e-register.am) to see whether 
such organisations are registered and operate or not. The same exercise was done with the on-line 
database of the Tax administration (www.taxservice.am). Meantime we have used also our database 
of organisations. After cleaning all these databased, we have conducted short meetings with several 
businesses. 

The climate in Lori (especially in areas closer Vanadzor or Spitak) allows growing different types of 
agricultural products. In addition to these, the population understands the necessity of cooperation 
with tourists and preparation of products, which could interest them.  

Main products, which can be sold in the RSS in Lori region include: 

 Souvenirs (such as candles from beeswax, magnets, wooden souvenirs, other handmade 
products) 

 Textile (such as traditional clots), 
 Honey (in different packages), 
 Cheese (there are different types of cheese produced in the region. Some of producers have 

good packaging, others not), 
 Dairy production (including cheese, milk, yogurt, butter, sour cream: one of producers said 

that it is possible to produce these dairy products in small portions for travellers), 
 Confectionery (Vanadzor has two big organisations producing confectionary products. These 

products can be packaged, but it can be delivered to the RSS within 10-15 minutes if 
requested), 

 Alcoholic drinks, such as vodka from fruits, wine (including honey wine) etc. 

In accordance with the Armenian legislation the marketing platform- local brand shop could 
be organized in basis of commission business, it will give an opportunity to operate in the 

“turnover tax regime” and to pay 5% from the turnover of the services. This legal framework 
also will allow the operator not to act as a tax agent of the entrepreneurs represented on the 
shop, as it will operate as an ordinary shop, but as a marketing platform which organizes the 

sales on behalf of the companies	
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 Agricultural products - though the region is famous producer of cabbage, potatoes and carrots, 
other agricultural products are growing here as well. Though some farmers are not registered 
producers, it is possible to discuss delivery issues with head of communities and organise 
selection and production of packaged vegetables and fruits. There are some producers, which 
plan the production of organic products. It seems they will be ready in 1-3 years to have 
organic production, 

 Fresh sliced fruit – apples, peaches, pears and other types of fruits can be sliced and sold in 
the RSS with small portion (this is a practice in some European countries and can be piloted 
in Armenia as well), 

 Non-traditional agricultural products – products, which are not traditional for Armenia, such 
as stevia, broccoli and others. 

 Deep frozen semi-prepared products – though there are such kind of producers, it will be 
difficult to organise production of these items in summer, 

 Canned fruits and vegetables,  
 Seed oils, 
 Tea and herbs, spices. 

It is clear that the RSS will not give enough space to gather and sell all products produced in the 
region. Taking into account the purpose of the RSS and its role in the regional development and 
diversification of local economy, we suggest to develop a set of criteria that can be used for selection 
of local products. Some examples of such criteria are given below11: 

 Ownership of the company – Products made by local entrepreneurs and SMEs, preferably by 
women and youth entrepreneurs; 

 Products made by producers who participate in trainings, seminar, workshop etc., held by 
SMEDNC, and particularly start-ups;  

 Innovation – companies, which use innovative or high-technologies in their production. This 
could include also usage of energy efficient technologies and/or renewable energy (such as 
solar or wind energy etc.); 

 Quality – as several type of food products will be sold at the RSS, special attention should be 
given to sanitary and phytosanitary norms of production. Companies should be asked to 
provide certificate confirming that their production meets sanitary and hygiene norms of the 
country. Selection and presentation of certified organic plants and processed food as well as 
wild collection should be encouraged; 

 To promote production in the region, we suggest to select those products, which are produced 
by start-ups. The SME DNC very often conducts trainings for start-ups and provides financial 
assistance to SMEs. A lot of agricultural producers have received support from other 

																																																								
11 In many case of RSS in Japan it is common that only registered produces are permitted to sell their products. Some RSSs collect 
membership fee to each producer to join (Example one: ask to pay USD 50 as first registration fee. Example 2: ask to pay USD 20 as 
registration fee and USD 20 as annual membership fee) 
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international organisations and programmes as well. So production of these organisation can 
be presented at the RSS as well; 

 Social enterprises play an important role in the development of regional social-economic 
situation, provide job to vulnerable groups of society. The EU and other donors provide 
assistance for development of social entrepreneurship in a country. The RSS can provide 
necessary support to this initiative, by selecting and selling products of these entities; 

 Branding and Packaging – RSS is the best place for promoting local products and attract 
tourists. For this purpose, will give opportunity to present products with unique branding and 
packaging which will show identification of region. 

The products to be sold at the RSS can be selected based on the expected preference of different target 
groups. The table below describes some hypothesis.  
   
Table 13. Needs and preferences (hypothesis) of products by each target customers 

 Foreign tourists Domestic tourists Business travellers 
including drivers 

Residents 

Expected needs Buy something 
Armenian  

Buy something 
represents Lori 

Buy something to 
refresh  

Buy something 
not sold in other 
shops in the area 

Acceptable physical 
condition 

Easy to bring 
(relatively light, 
small and durable) 

  Acceptable 
products which is 
difficult to bring 

(tentative) 
Recommended 
products to sell 
(from list of draft 
report) 
 

Bottled alcoholic 
drink, jam, herbal 
teas,  
Souvenirs   

High value 
vegetables, 
Bottled alcoholic 
drink, jam, herbal 
teas,  
Souvenirs 

Juices, fruits and 
berries, Dairy 
products, bread, 
gata , cookie,  
Souvenirs  

Natural oils, high 
value vegetables   

 
 
The main objective of RSS is promoting local products and become business platform for SMEs, 
where they can present and sell produces or created products. There was conducted a short survey 
identifying the main suppliers for RSS, who presents willingness present own products there. The 
main list is consists of food processing, production and art representatives. The survey was conducted 
not for big SMEs, it included also new start-ups and individuals with low turnover. 
 The main list of products covers bakery, cannery, honey, beverages, dairy products, souvenirs, 
paintings, etc. All potential suppliers are very excited by new establishing station, as the customer 
priority is focused on tourists and visitors. 

The non-exhaustive list of possible producers and their products is attached to this report as an 
Annexes 4 and 5.  



	

	

	

	
Market	Research

	
	 	

 

 

74
 

   

The main list includes over 30 SMEs, but this list will be increased and changed during RSS 
operations, as it will attract more visitors and also suppliers who will satisfy increasing demand and 
requirements. 

RSS will become more effective for those SMEs, who have limited market and can’t organise 
distribution in farther regions and Yerevan. Besides these SMEs there are individuals who create art 
works, and they also have problem of organising selling, especially in touristic areas. 

RSS Operational plan should include the presented list of potential suppliers and make opportunities 
for local products. 
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Annex 1. Primary data collection   

To complement the desk research, we have conducted in total more than 50 interviews.  

N Research Target Respondents Tool Purpose 

1 SME survey 
(Results are presented in 
Annex 1.) 

SMEs in Armavir, 
Lori and Syunik 
regions 

24* 
8-Armavir, 8-Lori, 
8-Syunik 

Questionnaire  
 
 

Understanding 
current status, 
main constraints 
and development 
prospective  of 
SMEs (Market, 
HR, etc.) 

2 SME Products and Services 
Summarized data presented 
in Annexes 2-3.) 

SMEs and start-
ups in Lori region 

38 representatives * Questionnaire 
and in-depth 
interviews.  
 
 

 
 
Identify the 
potential products 
and services for 
RSS. 

3  Preferences and 
opportunities for RSS 
 

Tour Operators 15 tour operators ** Questionnaire Identify 
opportunities and 
perspectives for 
RSS 

4 Tourists 9 tourists ** Questionnaire Preferences and 
expectations of 
tourists about 
RSS 

5 Local travelers  46 travelers *** Online 
Questionnaire 

Preferences and 
expectations of 
tourists about 
RSS 

6 CSO & BSO 7 BSO **** Online 
Questionnaire 

Identify 
opportunities and 
perspectives for 
RSS 

 
* Selection of SMEs has been done by the support of SMDNC branch offices among their supported clients. Main 
preconditions were demonstration of positive economic performance during the last three years, development history and 
achievements, accountability, existing markets for their products and services, operational/technological capacity and 
willingness to cooperate.    
** Interviews with Tourists was not foreseen by the project. It is just supplementary information. That is why no special 
selection was done for tourists. We have just asked several hotels to ask their visitors to fill in questionnaires if they would 
like to do so at the moment of the research. 
*** Different sources (such as social network, contacts, meetings with local population etc.) have been used to invite 
traveller to fill in online questionnaire. Tour operators have been asked also to support in this task and disseminate 
information through their channels 
**** We used our database of Lori based CSOs/BSOs and invited them by e-mail and social network to participate in 
interviews. 
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Annex 2. SME survey results    

 
Here are main focuses: 

1. Identification of age, education and personal status 
2. Specialization/sector 
3. Turnover 
4. Quality Control 
5. Main markets of selling 
6. Main clients by age and gender 
7. Selling methods 
8. Need of specialists 
9. Promotion methods 
10. Pricing 
11. Consumers 
12. Problems 
13. Development and future steps 
14. HRM problems 

 

Specialization	and	market	data	

The quantitative research was conducted in Lori, Syunik and Armavir regions. There are 24 filled 
questionnaires (8 from Syunik; 8 from Lori; 8 from Armavir). 

The main participants are 30-65 aged (86%), with high education (63%) and married (83%). The 
results are very similar in 3 regions, because of this the result are combined and joint presented. 

 

  

Food processing has bigger share in target regions; mainly they are engaged in agricultural food 
processing and bakery. It is coming from also the agricultural orientation of regional SMEs. 

We have separated the turnover of SMEs into  

0%

32%

50%

18%

SME	Sectors,%

Tour	agency Hotel Food	processing Other
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 Starting-turnover till 5mln AMD (17%),  
 Increasing circulation-from 5 to 10 mln AMD (38%) 
 More developed-more than 10 mln AMD (46%). 

This means that most of regional SMEs have more than 10 mln AMD turnover.  

In case of Quality Control some of SMEs do not answer the question about Quality Control system. 
We can think that the rejected answers are equal to not have it. Only 8% of SME representatives have 
answered that they have Quality Certification, but 38% of them have Quality Control System and 
25% of them have individual methods of quality control. 13% of research participants have failure 
on quality controlling. 

There is not to identify the selling markets of SME products: 

 

 

As we see in chart, the main selling market is local market almost 81%, and only 16% of SMEs 
organize export of local products. 

We tried to define the consumer groups from suggested options: 

 Students 
 Young men 
 Young women 
 Middle aged men 
 Middle aged women 
 Pensioners 

As we understood presented consumer groups are very targeted and all of them are considered as 
current and potential clients. 

SME representatives answered the question about the organising selling processes, 88% of them do 
it by themselves, and 12% of them do it indirectly. This means that SMEs are able to find potential 
clients and satisfy their demands on the product. But there is lot of opportunities for process 
improvement, as most of them need selling specialists (50%) and marketing specialists (33%). Only 

81%

16%
3%

Main	markets,%

Local	Market International	Market Other
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8% of SMEs needs financial and other 8% need production specialists. This picture makes us think 
about better marketing strategy and selling mechanism implementation. This improvement will help 
regional SMEs to increase their turnover and get higher profit.  

We tried to define main marketing methods of promoting the products. 

 

Here is presented the most used methods of promotion, but the same SME has chosen more than 1 
option. As we see from the chart most of SMEs are focused on discounts, packaging and 
advertisement.  

Pricing policy is very important for SMEs, and we have defined the following most used methods: 

 Cost+ (50%) 
 Competitive (42%) 
 By demand (21%) 
 Package price (17%) 
 Other (0%) 

As we see most of SME representatives prefer Cost+ pricing, but they consider competitive 
environment. This is very important approach to calculate forecasting profit in price for future 
success. 

The research tried to understood the main client group by specialization: 

 Drivers (21%) 
 Local residents (58%) 
 Housewives (29%) 
 Tourists (58%) 
 Students (13%) 
 Corporate clients (54%) 
 Other (21%) 

54%

50%

21%

58%

2%

Promotion	methods

Discounts Packaging Merchandaising Advertisement Other
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As we see the most repeating clients are the local residents, tourists and corporate clients. This is 
coming from that fact that most of respondents are from hospitality sector.  

Every business has its own problems and objectives, and the some of them are very common in local 
market. The research defined the most common problem, which are disturbing the development of 
SMEs. 

  

As we see all SMEs are sensitive for business problems, but some of them are very sharpened. The 
most often problem are branding, entering new markets, workforce and marketing. These are the main 
problem groups; HR and marketing.  

We know that problems are the main ways to the future development. Here are the steps: 

 Export (42%) 
 Enlarge a business (88%) 
 New product development (42%) 
 Training needs (46%) 
 Other (4%) 

Most of SMEs try to enlarge a business and create new products by training the staff and organise 
export of local products. 

As the representatives think about training of current staff, this can be considered as important point 
for HR improvement. 

Here are the main problems for human resources: 

 Lack of professional staff  (54%) 
 Training opportunities (54%) 

25%

17%

50%

58%

38%

48%

17% 4%

Problems

Packaging Production	Capacity Branding New	Markets Marketing Workforce Location Other
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 Internship opportunities (4%) 
 Big flow of staff (17%) 
 Other (17%) 

We see that e is problem of professional staff and need for training of staff. 

Analysing the quantitative research results, we see that most of them have problem with staff, 
marketing, branding and selling processes. As development of business they see export and enlarging 
a business. 

Thus new concept of RSS can be good promoting for local producers. 

There is high necessity of establishing road site stations in all regions and highways, but especially 
in Lori region. There are several justifications: 

- There are lots of unique regional products and brands, which will be very important to present 
to tourists and other potential consumers; 

- There is an opportunity to export local products with unique regional brands; 
- There are many sightseeing attracting the tourists for repeating visits; 
- The renovation of state and interurban highways opens new opportunities; 
- The local SMEs are ready to present local products in RSS with better quality and packaging; 
- The long highways are far from villages and very empty for necessary services: WC, 

shopping, info-center, etc. 
- The road site station is the best way to present local products and promote them, which opens 

opportunities for local SMEs to produce products with better quality. 
  



	

	

	

	
Market	Research

	
	 	

 

 

81
 

   

Questionnaire Template for SME Need Assessment 
 

ECONOMIC RESEARCH AND DEVELOPMENT SUPPORT CENTER  

Assessment of need and decelopment potential of SMEs in Armavir, Lori and Syunik 
regions  

 

Questionnaire12 
 

Date  ____/________/____________ 

Region  _______________________________ 

City/Village _____________________________ 
 

Q1. Please specify your age. 

 Till 20 years old 
 20 - 29 years old 
 30 - 39 years old 

 40 - 49 years old 
 50 - 65 years old 
  66 and more 

Q2. Please specify personal status. 

 Never married  
 Married  

 Devorced  
 Widow 

Q3. Please specify youe education. 

 Scientific degree 
 Postgraduate and high Professional  
 Incomplete high Education 
 Vocational Education  
 Elementary Vocational Education  

 Secondary Education 
 High Eduaction 
 Primary  
 No Education 

 
Q4. Please indicate your field of activity 

 Tour agency 
 Hotel/Guest House 
 Processing of Agro food 
 Other 

Please mark with V 

 
Q5. Please mention your previous year's volume of production/sales 

 Till 5 mln AMD 
																																																								
12 Before completing the questionnaire, please note that any information provided by you is valuable for us.   

“Economic Research and Development Support Center” NGO conducts market research on food processing, and 

capacity of value chain sectors in Armavir, Lori and Sisian regions in scope of “Regional SME competitiveness 

promotion” program supported by EU and implemented by Small and Medium Enterprises Development National 

Center of Armenia. 

The main objective of project is analyzing needs, development potentials and problem solving tools of SMEs, which 

are included in food processing and tourism sectors in Armavir, Lori and Syunik regions. 

We believe that this study will contribute to the socioeconomic development of the regions of Armenia, promoting 

the competitiveness of regional SMEs and small and medium enterprises in overcoming the existing problems. 



	

	

	

	
Market	Research

	
	 	

 

 

82
 

   

 5-10 mln AMD 
 10 mln AMD and more  

                    Please mark with V 

Q6. Do you conduct product quality control 
 Quality Certification local/international  
 Quality Management System 
 Lack of quality control/deficient performance 
 Other 

 Please mark with V 

Q7. Please indicate the main sales market 
 Local market 
 Export 
 Other 

 Please mark with V 

Q8. Please indicate the main buyers 
 Students 
 Young men 
 Young housewives  
 Middle age men 
 Middle age women 
 Pensioners 

 Please mark with V 

Q9. Please provide ways of selling 
 On their own 
 Indirectly, through resellers 
 Other 

 Please mark with V 

Q10. Please indicate need of experts 
 Marketologist 
 Production manager 
 Financial manager 
 Sales specialist 
 Other 

 Please mark with V 

Q11. Please present sales promotion tools  
 Discounts 
 Packaging 
 Merchandising 
 Advertising 
 Other 

 Please mark with V 

Q12. Please mention price policy 
 Cost + 
 Competitive 
 By Package 
 Supply/Demand method 
 Other 

 Please mark with V 

Q13. Please present main customers 
 Residents 
 Drivers 
 Housewives 
 Tourists 
 Students 
 Corporate clients 
 Other 

Please mark with V 

Q14. Please indicate the key business issues that are most often meet 
 Packaging 
 Production capacity 
 Branding 
 New markets 
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 Marketing 
 Workforce 
 Location 
 Other 

 Please mark with V 

Q15. Please present business development future steps  
 Export 
 Business enlargement 
 New products 
 Training of staff 
 Other 

Please mark with V 

Q16. Please present issues and problems related to staff 
 Lack of professional employees  
 Periodic and continuous trainings for staff 
 Internship for students  
 Flow of staff, changing of employees 
 Other 

Please mark with V 

 
THANK YOU FOR COMPLETENG FORM AND ALLOTEF TIME 
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Annex 3. Necessity of the Road Side Station: Stakeholders’ view 

 

In total, we had 77 respondents (excluding SMEs and local government), out of which: 

46 – local travellers 

15 - tour and bus operators 

9 – tourists 

7 – CSOs, business associations 

All respondents have mentioned the necessity of the RSS and their readiness to use it, if it is located 
on their way to final destination. Reasons of having RSS are different. Some respondents mentioned 
that for long trips sometime people need to have rest before continuing their travel to final destination, 
relax or use WCs (eight operators). Sometimes people need to have a snack or just deal with local 
inhabitants or to buy some sweet, jams, dried fruits, souvenirs or just to have information about 
nearest sightseeing (mainly tourists). Several other respondents mentioned that RSS would give a 
possibility to get acquainted with the region, its culture and main touristic information. This is why 
the road side station is of vital importance to them as it will give a wonderful opportunity for travellers 
to have rest and do buy some local products. All of them mentioned that there are a lot of small 
shopping/resting spots, which are mostly in a bad condition or bad quality and it is shameful for them 
to stop near these spots. 

For the majority of respondents (58%) the desirable frequency of stops is between 60 minutes and 90 
minutes, 26% of respondents prefer to stop each 2 hours and only 4% of respondents stops every 30 
minutes. 

 

Figure 7. Frequency of stops 

 
Source: Research of the team 

4%

27%

31%

26%

12%
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Respondents were asked to score some services, which we considered should be provided by the RSS 
and list new services that can be provided by the RSS. Here are the services and their ratings scored 
by respondents. 

Services Rating 

1 

(definitely 

necessary) 

2 (necessary) 3 (unnecessary) 

Local travellers 

Clean toilet 41 4 1 

Sitting area to take a rest 20 21 5 

Shop to buy local products and souvenirs 7 30 9 

Cafeteria 16 28 2 

Fast food 18 26 2 

Restaurant 4 27 15 

Tourist information center 22 18 6 

Information about road and weather 

condition 
26 15 5 

Movies about the region 21 17 8 

Place for local/regional events (exhibitions, 

fairs) 
11 24 11 

Free Wi-Fi connection 22 21 3 

Bilingual service for foreign travellers 6 15 25 

Tour/Bus operators 

Clean toilet 15 - - 

Sitting area to take a rest 11 4 - 

Shop to buy local products and souvenirs 9 5 1 

Fast food/restaurant 3 6 6 

Cafeteria 7 8 - 

Tourist information center 7 5 3 

Place for organising meetings, trainings, 

seminars or local events (exhibitions, fairs) 
4 8 3 

Information about road and whether 

condition 
8 4 3 

Free Wi-Fi connection 8 6 1 

Bilingual service for foreign travellers 4 10 1 



	

	

	

	
Market	Research

	
	 	

 

 

86
 

   

Foreign currency exchange service 8 5 2 

Cash point of bank (ATM) 8 7 - 

Foreign Tourists 

Clean toilet 7 2  

Sitting area to take a rest 4 3 2 

Shop to buy local products and souvenirs 4 4 1 

Cafeteria 6 2 1 

Fast food 3 6 1 

Tourist information center 2 5 2 

Presentation of regional moves - 3 6 

Space for implementing regional events 

(festivals, exhibitions) 
3 1 5 

Information about road and weather 

condition 
6 1 2 

Free Wi-Fi connection 6 2 1 

Bilingual service for foreign tourists 5 3 1 

Foreign currency exchange service 3 5 1 

Cash point of bank 2 5 1 

Local CSOs, Business associations 

Clean toilet 7 - - 

Sitting area to take a rest 6 1 - 

Shop to buy local products and souvenirs 3 4 - 

Cafeteria 3 3 1 

Fast food 5 2 - 

Tourist information center 6 - 1 

Presentation of regional moves 1 6 - 

Space for implementing regional events 

(festivals, exhibitions) 
3 4 - 

Free Wi-Fi connection 5 2 - 

Bilingual service for foreign tourists 4 3 3 

Foreign currency exchange service 4 3 - 

Cash point of bank 5 2 - 

First medical support 5 2 - 

Other services suggested by respondents include: 

• Petrol and gas stations; 
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• Pharmacy; 
• Police station; 
• Technical service stations for vehicles; 
• Possibility of recharging cell phones (including recharging batteries or equipment); 
• Hostel or B&B for tourists which use bicycle for traveling or for hitchhikers, or at least possibility 

of camping; 
• Tables and chairs for picnics 
• Provision of guides 
• Camping 
• Master classes, folk songs and dances with involvement of tourists, possibilities of photo shoots 

with garb of that region. 

There are several list of products, respondents want to see sold in the RSS. Bottled water and soft 
drink, canned products like honey, jam, dried fruits (78%), wine and liquor (67%) and fresh fruits 
and vegetables (67%) are most requested products by tourists and tour operators. Local dishes and 
souvenirs are another type of products the people want to buy from the RSS. For domestic tourists 
the most requested products are fresh vegetables and fruits (78%). Then come wine and liquor, bottled 
water and soft drinks and local dishes and souvenirs. Dairy products, bread and cigarette are less 
wanted products. 

The special product that respondents want to buy is honey from pinecones (69.6% of domestic 
tourists). Other products, such as linden honey (52,2%), homemade vodka (50%), dairy products from 
buffalo milk (39,1%) and non-traditional vegetables (broccoli, kohlrabi, Chinese cabbage, Brussels 
sprouts etc.), berries, nuts, herbs, local chocolate, local herbal tea etc. are also the most desired 
products. Some respondents mentioned that it would be preferable to have some bakeries in the RSS, 
in order to have fresh cookies. 

Tour operators suggested also to sell cheese, brandy, homemade vodka, candies, souvenirs, carpets, 
cloths (or textile production), jewellery, books, brochures and stamps. 
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Questionnaire template for Tour Operators 
 

Questionnaire for tour operators 
 

In the framework of the EU funded project “Boosting competitiveness of Regional SMEs” 
implemented by the SME DNC of Armenia, a Market Research aiming to assess the current situation, 
development potential of target sectors of the project (food processing, tourism and value chain 
related other sectors) and to analyze the expectations of the population of Lori region, SMEs, tour 
operators and other interested parties from the establishment and operation of the Road Side Station 
is conducted by the Economic Research and Development Support Center NGO. 
The purpose of this questionnaire is to understand views and expectations of Armenian tour operator 
companies towards the establishment of the RSS in Lori region, their demands for the services to be 
provided there, understand the economic effectiveness of selected location, and clarify main touristic 
routes in Lori region. 
 
1. Necessity and Location of the Road-Side Station in Lori region 
 According to your estimation, is there a need of Road-Side Station in Lori region 

☐ Yes    ☐ No 
 
 If yes, according to your experience, where could be a good location for this RSS in Lori 

region (initially it is planned to construct the RSS at the entry point of Vanadzor city, near 
the crossroad to Stepanavan)? 

________________________________________________________________________________
________________________________________________________________ 
 
 Advantages and disadvantages of initially selected location 

 
________________________________________________________________________________
________________________________________________________________ 
 
 Advantages and disadvantages of suggested location 

________________________________________________________________________________
________________________________________________________________ 
 
2. Your main touristic destinations in Lori region and main touristic lines 
 Main destinations 

________________________________________________________________________________
________________________________________________________________ 
 
 Touristic lines in Lori region 

________________________________________________________________________________
________________________________________________________________ 
 
 Number of tourists (local and foreign tourists) and their preferences (products and services 

the tourists want to buy in Lori region) 
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________________________________________________________________________________
________________________________________________________________ 
 
3. Difficulties that tourists face visiting Lori regions 

☐ Free Wi-Fi 
☐ Communication with local population 
☐ Tourist information in foreign languages (including local hotels, B&Bs, restaurants etc.) 
☐ Difficulty to obtain information in foreign languages   
☐ Information on routes to the destination 
☐ Usage of ATM  
☐ Foreign currency exchange 
☐ Information on public transport 
☐ Other ________ 

 
 
3. Frequency of stops and usage of the RSS 
 Ideally, haw many stops do you have for your travelers to Lori region? 

☐ Every 30 minutes 
☐ Every 60 minutes 
☐ Every 90 minutes 
☐ Every 120 minutes 
☐ Other  

 
 Would you use the RSS for your stops? Please specify the reason 

________________________________________________________________________________
________________________________________________________________ 
 
4. Functions of the RSS 
 What type of services do you want for Road side station? 
☐ Clean toilet 
☐ Sitting area to take a rest 
☐ Shop to buy local products and souvenirs 
☐ Cafeteria/Fast Food/Restaurant 
☐ Tourist information centre (including movies about the region) 
☐ Information about road and whether condition 
☐ Bilingual  service for foreign travelers 
☐ Free Wi-Fi connection 
☐ Foreign currency exchange service 
☐ Cash point of bank 
☐ Place for organising meetings, trainings, seminars for local businesses 
☐ Organisation local events (exhibitions, fairs) 
☐ First medical aid station 
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 Are there any other services you want to use? If yes, please specify. 
________________________________________________________________________________
________________________________________________________________ 
 
 According to your experience, which kind of products/articles travelers want to buy in Lori 

region? 
 

☐ Souvenirs 
☐ Fresh vegetables and fruits 
☐ Dairy products 
☐ Bread/Lavash 
☐ Conserved products like honey, jam, dried fruits, olive 
☐ Wine and liquor  
☐ Bottled water and soft drink 
☐ Cigarette 
☐ Other (please specify) 
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Questionnaire template for tourists 
 
 

In the framework of the EU funded project “Boosting competitiveness of Regional SMEs” implemented by the 
SME DNC of Armenia plans to construct Roadside stations in Lori region, with the purpose to provide services 
to foreign tourists traveling to Norther Regions of the country or to Georgia, and to demonstrate local products. 
This questionnaire is developed by the Economic Research and Development Support Center NGO, to 
understand the attitude of foreign tourists toward such kind of stations and analyse their expectations (having 
in mind the experience of their home countries). 

General information 
 
Is it your first visit to Armenia? 
 
 
Which kind of transport you have used 
to visit Armenia? 
 
 
 
 
 
Reason of your visit to Armenia 
 
 
 
 

 
 

 Yes      No  
 
 

 Plane 
 Bus 
 Car 
 Train 
 Other (_________________________________) 

 
 

 Business 
 Tourism 
 Visit to relatives 
 Transit (for achieving final destination) 

 

Travel in Armenia 
Have you been in regions of Armenia 
(Do you plan to visit regions of 
Armenia)? 
 
 
If yes, which kind of transport you use 
(will use) to travel in Armenia? 
 

 
 Yes      No  

 
 
 
 

 Tour operator’s bus 
 Personal car 
 Private service providers 
 Rented car 
 Taxi 
 Other (_________________________________) 

 
Frequency of stop  
 
Ideally, haw many stops you would 
like to have during your travel? 

 Every 30 minutes 
 Every 60 minutes 
 Every 90 minutes 
 Every 120 minutes 
 Other (_________________________________) 

Necessity of Road side station  
 
Do you want to use Road side station, 
to take a rest, to know and buy some 
local products and to get information, 
during your travel? 

 Yes  
 

 No  
 
Please specify the reason: 
(                                                          ) 
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Desirable functions for Road side 
station  
 
What type of services do you want for 
Road side station?  
 
Please score each item as: 
 
1 - Definitely necessary,  
2 - Necessary if there is,  
3 - Unnecessary   
 
 
 
 
 
 
 
 
 
 
 
 
Are there any other services you want 
to use? If yes, please specify. 

  
Services 1 2 3 

Clean toilet    

Sitting area to take a rest    
Shop to buy local products and 
souvenirs    

Cafeteria    

Fast food    

Tourist information centre    

Presentation of regional moves    
Space for implementing regional 
events (festivals, exhibitions)    

Information about road and 
whether condition    

Free Wi-Fi connection    
Bilingual service for foreign 
tourists    

Foreign currency exchange service    

Cash point of bank    
 
 
(                                                           ) 
(                                                           ) 
(                                                           ) 
 

 
Product/Articles which travellers 
want to buy 
 
Which kind of products/articles you 
want to buy? 
 
 
 
 
 
 
 
 
Are there any other products/articles 
which you want to buy? If yes, please 
specify. 

 
 
 

 Fresh vegetables and fruits 
 Dairy products 
 Bread 
 Conserved products like honey, jam, dried fruits, olive  
 Wine, liquor, vodka 
 Bottled water and soft drink 
 Cigarette  

 
 
 
(                                                           ) 
(                                                           ) 
(                                                           ) 
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Links to online questionnaires 
 

 on-line questionnaire for CSOs and business associations operating in Lori region 
- https://goo.gl/forms/qMWGtBQhN8y0FYwx2 

 on-line questionnaire for local travellers 
- https://goo.gl/forms/pImZoGgr2lk43L3g2 
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Annex 4. Non Exhaustive List of Potential Products/Services to be 
Presented/Sold in RSS 

 Name of the 

organization/individual 

enterprise/producers 

group/cooperative 

Community Main products/ 

services 

Pictures 

1. “Armen Papyan” SP Urut Product: salty, roasted peanut: 
classic and with pepper  
Brand: Sari Hoviv/ Mountain 
Shepard  
 

 
2. “Ecovek” LLC  Gyulagarak Product: Fruit and berry vodka 

made of wild pear and apples 
blended with berries.    
 

Brand: “Doctor honey” 
“Elixir of joy”  
 

 

3. “Aram commercial 
center” PC 

Gyulagarak Product: Pinecone preserve and 
honey.  
 

Brand: “Doctor honey” 
 

 

4. “Harutyun Zaqaryan” SP Vanadzor Product: Honey wine, balsam 
produced from honey made in 
Salanaj village.  
 

Brand: Meghratun 

 

5. HAM  
Armen Mehrabyan 

Odzun Product: HERBAL TEAS 
based on authentic recipes. The 
infusion line includes 
Pomegranatin, Armenian tea, 
Royal Nectar, Ambrosia 
Princess, Queen Nectar and 
King’s Tea. All herbal teas are 
naturally wild crafted and 
packed in hand made T-stick 
that are placed in ornamented 
gift box.  
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 Name of the 

organization/individual 

enterprise/producers 

group/cooperative 

Community Main products/ 

services 

Pictures 

Brand: Ancient Herbals, 
Armeniac, Authentic Teas   

6. “Roz fruit” LLC Vanadzor Product: Jams, juices 
 
Brand: Fruit land 

 

 
7. “Vankadzor”  

Agriculture Cooperative 
Mets Parni (ENPARD)  

Mets Parni  
 

Product: Buckwheat 

 
8. Martin Ler  

Agriculture Cooperative 
Lernantsk (ENPARD)  

Lernantsk Product: Buckwheat 

 
9. “BBK”  

Agriculture Cooperative 
(ENPARD) 

Bovadzor,  Product: High value vegetables 
(broccoli, greens, tomato, 
cucumber, etc.) 

 
 

10. “Arroco”  
Agriculture Cooperative 
 (ENPARD) 

Koghes Product: High value vegetables 
(broccoli, greens, tomato, 
cucumber, etc.) 

 

11. “Aroghj snund” 
Agriculture Cooperative 
 (ENPARD) 

Vanadzor Product: High value vegetables 
(broccoli, greens, tomato, 
cucumber, etc.) 
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 Name of the 

organization/individual 

enterprise/producers 

group/cooperative 

Community Main products/ 

services 

Pictures 

12. “Future is ours” 
Agriculture Cooperative 
(ENPARD) 

Gargar Product: High value vegetables 
(broccoli, greens, tomato, 
cucumber, etc.) 

 

13. “World of Raspberry” 
Agriculture Cooperative 
(ENPARD) 

Kurtan Product։ Product: Fruits and 
berries (raspberry, currant, 
cranberry, blackberry)   
 
 

 

Brand: World of Raspberry 

 

14. “Luiza Nalbandyan” SP Vanadzor Product: salty, roasted peanut: 
classic and with pepper  
 

Brand: NUT 
  

 

15. “Gayane Simonyan” SP Spitak Product: Bee wax candles, 
honey in bee wax packages  
 

Brand: Bee Art 
  

  

16. “Ruzanna Danielyan” SP Vanadzor Product: National costume 
 

Brand: RuzDan 
 

 

17. “Gayae Khachatryan” SP Vanadzor Product: Armenian handmade 
Souvenirs 
 

Brand: Apricot – Armenian 
handmade souvenirs 

  

18. “Diet” LLC Vanadzor Product: Dairy products around 
17 types, including sour crème, 
yogurt, curds, chees, milk, etc.  
 

Brand: Diet 
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 Name of the 

organization/individual 

enterprise/producers 

group/cooperative 

Community Main products/ 

services 

Pictures 

19. “Dustr Marianna” LLC 
Cheese factory 

Tashir  Product: Dairy products 
including about ten types of 
cheese: “Sargis”- Lori, 
Alashkert, Lalvar, Tashir, 
Chanakh, String, Suluguni, 
Holland, etc. 
 

Brand: Daughter Marianna 

 

20. “Tutyan” LLC Haghtagyugh Product: Production of natural 
oils from linseed, sesame, hemp, 
hazelnut, etc. 
 

 

21. Vardan Voskanyan 
Physical person  

Vanadzor Product: Silver jewellery 
 

 

 

22. “Nuri-Nrneni “LLC Akjhtala  Products: Souvenirs and teas.    

23. “Varsik Sargsyan” SP Vanadzor Product: Armenian souvenirs 
Drum - Dhol 
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 Name of the 

organization/individual 

enterprise/producers 

group/cooperative 

Community Main products/ 

services 

Pictures 

24. “Mikinyan” LLC Vanadzor Product: Production of bakery, 
semi-finished products. 
 
Brand: Asteri  
 

 
25. “ Vanbulanje” LLC Vanadzor Product: cookies, gatas, which 

is typical for the region. 
 

26. “Anjela Mkrtchyan”  SP 
 

Hartaghyugh Product: Production of bread 
from linseed. 

 

27. Gayane Manucharyan Vanadzor Products: Art Miniatures   

28. “Orran” Charity NGO Vanadzor Products: Clave souvenirs, 
carpets, aprons, gloves, etc.  

 

29. “Vahan Voskanyan” SP Shirakamut Product: Rabbit meat  
30. “Ruzanna Meliksetyan” 

SP 
Vanadzor Products: Paper souvenirs  
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 Name of the 

organization/individual 

enterprise/producers 

group/cooperative 

Community Main products/ 

services 

Pictures 

 

31. “Lusine Baratyan” SP Vanadzor Products: Meat and meat-free 
convenience food  

 

Brand: Lusia 

 
32. “Hrayr Dallakyan: SP Spitak Producs: Basturma 

 
33. “Neva” LLC Vanadzor Products: Napkins  and toilet 

paper 
 
 

 

34. “Anahit Minasyan” SP Vanadzor Products: Wooden souvenirs 

 

 
35. Davit Hovhnnisyan Vanadzor Products: Gypsum money 

boxes 
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 Name of the 

organization/individual 

enterprise/producers 

group/cooperative 

Community Main products/ 

services 

Pictures 

36. Sirarpi Dunamalyan Shenavan Products: Souvenirs, jewelry 

 

37. Artur Hakobyan Vanadzor Products: Paintings 

 

38. “Kara and Karen” LLC Gugark Products: Dairy products, baby 
food, fruit bio yoghurts 
 
Brands:“ Narine”, Laktina” 
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Annex 5. Non exhaustive list of potential products/services to be presented/sold in RSS in Lori 

 Organisation Director, contacts (tel., email) Product/service Prices 
Annual 
turnover 

Current Market Marketing Strategy 
Difficulties with the 
trade and 
marketing 

Willingness to presented the 
products in RSS 

1 “Kara and 
Karen” LLC  

Karine  Ghukasyan  
+374 93 772080 

k_ghukasyan@yahoo.com  
www.karaevkaren.com 

dairy products, baby 
food, fruit bio 

yoghurts 

Baby food- 
200gr -

210AMD 
Yoghurt- 125gr- 

120AMD 
Tan- 0.5l-
140AMD 

20 million 
AMD 

Vanadzor, Alaverdi, 
Spitak, Tashir, Gyumri, 

Ijevan and Yerevan 
Expo; meetings 

Lack of time and 
information for 
participating in 

exhibitions. 

The company is willing to 
cooperate and present its 

products in RSS, which will 
increase recognisability of the 

company and will be a new 
platform for entering new 

markets. 

2 " Vanbulanje” 
LLC 

Martin Gevorgyan, +374 322 
42991, stafel@mail.ru  

Production of bakery, 
cookies  

Cookies -
1750AMD, Bun 

100 AMD 

170 
million 
AMD 

Lori and neighbouring 
marzs’ stores also 

through the supermarket 
chains in Yerevan: SAS, 
Evrika group, Nor Zovk, 

Parma.The company 
also consumes its 

production through own 
2 stores. 

The company plans to 
sell its production in 

other marzes of 
Armenia where their 
production is not sold 
yet and where is not 

such production 

Duplication of their 
products. Cannot 
control the market 
connected with that 

problem 

The company is willing to 
cooperate and present its 

products in RSS, which will 
contribute the company’s 

turnover and development. 

3 “Diet” LLC  
Ruzanna Totolyan ; +374 

77978300  
lussargsyan@yandex.ru  

In Lori marz the 
company is known 
with “Diet” brand 

which has 17   
assortment of the 

products include 17 
types: sour cream, 

quark, yogurt 
(matsoun), milk, 

cheese assortment. 
etc. In near future the 

company plans to 
produce yogurt and 

kefir. 

Tan-150 AMD 
Sour cream 170 

gr-220 AMD 
Curd, 0.2 kg-

360 AMD 
Cheese 1kg- 
1500-1600 

80 million 
AMD  

The company has 5 
distributors, own cars 

and  points of sale both 
in its production place 

and in the market. It also 
sales its products in Lori 
and Tumanyan regions’ 

shops and its cheeses   
through “Zovk” 

supermarket chain. 

Cooperation with new 
partners. 

Does not have 
cooperation with 

other marzes. 
Problems regarding 

procurements process 
that’s why the 

company does not 
participate in public 

procurement process. 

The company is willing to 
cooperate and present its 

products in RSS. 

4 
Physical 

person,  Artur 
Hakobyan 

Artur Hakobyan; +374 98 811852 
 hakobart1981@mail.ru Paintings 25000-150 000 

AMD 
3 million 

AMD Vernissage Expos, meetings. 

Lack of time and 
information for 
participating in 

exhibitions. 

The artist is willing to cooperate 
and present its products in RSS 

which ,will increase 
recognizeability   in the market, 
also the quantity of the orders. 

5 Gayane 
Manucharyan  

Gayane Manucharyan 
+374 94047901 

g_manucharyan@inbox.ru 
Art Miniatures 5000-30000 

AMD 
200,000 
AMD 

Expos, Etchmiadzin 
Cathedral Bookstore, in 
“ArtBridge” bookstore 
and cafe, as well as in 

“Ilik” shop (both located 
in Yerevan). 

Expos Internal market is 
very limited. 

She is willing to cooperate and 
present its products in RSS. 
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6 

“Orran” 
charitable 

non-
governmental 
organization 

Branch director- Mariam 
Manucharyan 

+37494026263 
Mariam2008@inbox.ru  

Pottery, carpet 
making, dressmaking; 

Ceramic souvenirs, 
carpets, bags, aprons, 

pot holders, etc. 

500-5000 AMD 500 000 
AMD Fairs, expos. Expos, meetings, 

online marketing. 

Representation of 
their products. 

Absence of sale 
point. 

The company is willing to 
cooperate and present its 

products in RSS, which will be a 
good opportunity to represent 

their products.  

7 
“Anahit 

Minasyan” 
SP 

Anahit Minasyan; +37493848043 
davit-hovhannisyan96@mail.ru 

https://web.facebook.com/hushanv
er1; Tigran Hovhannisyan; +374 

77334041 

Production of  
wooden souvenirs 

Average price -
8000   AMD 

1,200,000  
AMD 

Mainly their production 
is sold in Vernissage and 

through online 
marketing. 

Facebook advertising, 
also web page, which 
will be soon available. 

New Markets 

The company is willing to 
cooperate and present its 

products in RSS, as the main 
costumers are tourists. 

8 
“Anzhela 

Mkrtchyan” 
SP 

Anzhela Mkrtchyan, +374 
77204880 

Bread production 
from linseed flour. 180 AMD 324,000 

AMD 

In small quantities in the 
village and in Lusina 

shop located in 
Vanadzor.  

Products 
representation during 

tasting. 

They don’t have 
equipment they need 

to expand 
production. 

The company is willing to 
cooperate and present its 

products in RSS, which will be a 
new sales platform. 

9 
“Gayane 

Khachatryan” 
SP 

Gayane Khachatryan , +374 
93917831, 96478914 

gay-us@nm.ru 
https://web.facebook.com/Apricot

Armenia/  

Production of 
souvenirs, jewelery 
and silver products. 

The company   
produces Armenian 

tea as well. 

Average price-
500, 3000, 7000 

AMD 

2,500,000 
AMD 

The products are sold 
mainly in fairs, also in 
souvenir shops located 

in Yerevan and 
Vanadzor. 

Facebook advertising, 
corporate meetings, 

exhibitions. The target 
customers are 

considered tourists. 

It has transportation 
problem, that’s why 
it can’t expand it’s 

market. 

The company is willing to 
cooperate and present its 

products in RSS. By the vision of 
the company, the end-users will 

be tourists. 

10 
Physical 

person Davit 
Hovhnnisyan 

Davit Hovhannisyan, +374 
98474582 

davit-hovhannisyan96@mail.ru 
https://web.facebook.com/davo19

9606  

Producing of gypsum 
money boxes. 

Average price- 
1000   AMD 

100,000  
AMD Souvenir shops Advertising in the 

shops. 

The market is not for 
large-scale 

production so the 
products are not well 

known. 

The producer is willing to 
cooperate and present its 

products in RSS. By the vision of 
the producer, the end-users will 

be tourists. 

11 
“Varsik 

Mardanyan: 
SP 

Varsik Mardanyan, +374 
55564550 

Production of 
souvenir dhol (drum) 

Average price- 
1000 AMD 

1,000,000 
AMD 

The products are mainly 
sold in the places where 
are many tourists visit, 

also in 5 souvenir shops 
located in Yerevan and 
in Vernissage․ It is now 
working with Artsakh 

episcopate and souvenir 
shop in Stepanakert. 

Finding new markets, 
shops 

They don’t increase 
turnover as have 

problems with sale. 

The company is willing to 
cooperate and present its 

products in RSS  as their main 
costumers are tourists 

12 “Tutyan” 
LLC 

Samvel Hunanyan 
+37494809054 
info@tutyan.am 
www.Tutyan.am 

Linseed oil, walnut 
oil, hemp oil, 
sunflower oil 
production. 

Average price- 
2500 AMD 

1,000,000 
AMD 

It is mainly sold during 
expos, in 2 spice shops 
located in Yerevan also 

in Halep shop in 
Yerevan  

Through expose, 
which make it more 

recognizable. 

Finding new markets 
abroad. 

The company is willing to 
cooperate and present its 

products in RSS. The tourists 
value healthful food and by the 
vision of the company the end-

users will be tourists. 

13 
“Ruzanna 

Meliksetyan” 
SP 

Ruzanna Meliksetyan; +374 
55521151 

https://web.facebook.com/lilia.abr
ahamyan.9?fref=ts 

Souvenirs production Average price-
3000 AMD 

2,500,000 
AMD Online sale 

Advertising by 
Facebook, corporative 

meetings 

The workplace is a 
problem, it's small․ It 

also needs   
equipment to start 

serial production as 
now it produces in 

pieces. 

The company is willing to 
cooperate and present its 

products in RSS. The target 
customers are considered 

tourists. 
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14 "Harutyun 
Zakaryan” SP 

Harutyun Zakaryan; +374 
98612159 

meghratun@gmail.com 
https://web.facebook.com/meghrat

un/  

Production of honey 
and wine made of 

honey. 

Average price -
2,500 AMD 

1,000,000 
AMD 

The production is 
mainly sold during fairs 
and expos in Yerevan 

and Vanadzor. 

Facebook advertising, 
interviews, corporate 
meetings, exhibitions 

and tasting. 

Raw materials are 
expansive so they 
can’t reduce the 

price․ 

The company is willing to 
cooperate and present its 

products in RSS.  

15 “Nuri 
Nrneni” LLC  

Arpine Darchinyan,  
+37494004137 

arpenik.darchinyan@ aywa.am 
https://web.facebook.com/nurikce

nter/?fref=ts 
https://web.facebook.com/pg/LOV
ETeaArmenia/about/?ref=page_int

ernal; Lilit Asatryan ; 
+37494417912  

Lavash, tea and 
souvenir production 
Master classes for 

several crafts, 
organization of 

tasting, campaign. 

Average 
number-100 

AMD; tea- 1700 
AMD, souvenir- 

4000 AMD 

500,000  
AMD for 
souvenirs, 

20,000 
AMD for 
lavash, 
280,000 
AMD for 

teas. 

Their production they 
sell in the shop “Halep”  

in Yerevan and in in 
their center “Nurik”  
located in Akhtala. 

Expos, Facebook 
advertising and 

corporative meetings. 

Needs more 
customers. Now 

there are not a lot of 
tourists in Akhtala, 
which is a problem. 

The company is willing to 
cooperate and present its 

products in RSS, which will be a 
new market for the company. 

The company’s targeted 
customers are tourists. 

16 

Physical 
person,  
Sirarpi 

Dunamalyan  

Sirarpi Dunamalyan, +374 
41121191 

sirarpi.dunamalyan@mail.ru 
https://web.facebook.com/dzerago

rc.ashxatanqner.7 

Handicraft; 
Beadwork' Production 

of  souvenirs, 
jewellery  

Average price-  
3000 AMD 

300,000 
AMD 

During Expos and 
individual fօorders․ 

Facebook advertising, 
corporative meetings  

Needed quantity of 
orders to expand the 

market. 

The producer is willing to 
cooperate and present its 

products in RSS, which will be a 
new market. 

17 
“Vahan 

Voskanyan” 
SP 

Vahan Voskanyan; +374 98 509 
266 

vahan.voskanyan.1992@mail.ru   
Rabbit meat 

1 kg- 3000 
AMD  (retail 

sale ) 

1 200 000 
AMD 

Restaurants, retail sale 
points  

Plans to enter to 
capital’s (Yerevan) 

market. 

Packaging problem, 
new brand. 

The company is willing to 
cooperate and present its 

products in RSS. The company is 
willing to provide needed 
quantity of its production. 
Representation in RSS will 

increase the recognisability of 
the product also will contribute 

the company’s turnover and 
development. 

18 “Mikinyan” 
LLC 

Garegin Mikinyan 
+374 94 165414 

Production of bakery, 
semi finished 

products 

The prices are 
different. 1kg of 
cookies- 1600, 

1800 AMD 

80 million 
AMD 

Currently the company 
sells its production 

through its own stores, 
which are 2. They are 
located in Vanadzor. 

In the near future the 
company plans to sell 

it’s production 
through other stores of 
the marz also through 
network supermarkets. 

Internal accounting 
problems: expenses 
for materials, lack of 

distributors. 

The company is willing to 
cooperate and present its 

products in RSS, which will 
contribute the company’s 

turnover and development.  

19 "Roz Fruit”  
LLC 

Armine Mirzoyan;  +374 
77517956; Rozstom Keshishyan;  

+374 77517956  

Production of canned 
food, juices, 

compotes, jams.  

compote 1 liter -
580 AMD 

canned food 
420gr-600AMD 

206 
million 
AMD 

95 % of its production, 
the company export to 

Russia. It does not have 
its shops in Armenia 

also distributors, so the 
company has difficulties 

arranging the sales in 
Armenia. 

Russian markets 
selling Armenian 

production.  

The main problem is 
that during the 

season the company 
is not able to get 

appropriate quantities 
of raw materials to 
meet the demand of 

customers. 

The company is willing to 
cooperate and present its 

products in RSS, which will 
increase the recognisability 

among tourists. That will be a 
good chance to find new 

markets. 
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20 “Lusine 
Baratyan” SP 

Lusine Baratyan; +374 94 40 07 
60 

baratyanlusine@gmail.com  

Meat and meat-free 
convenience food 

production 

Average price, 
khinkali  for 
1200 AMD 

700,000 
AMD 

The company sells its 
production in its brand 
market “Lusia”, in big 

shops of Vanadzor, 
Spiatk and in several 

shops located in Gyumri. 

Sale in the shops 
located in Vanadzor, 
Spitak and Gymri, 
also to reach new 
markets in other 
marzes and in 

Yerevan. To make a 
recognizable brand. 

The difficulty is 
connected with first 

contact. The 
company has 

financial difficulties 
that is why they 

cannot expand their 
production. 

The company is willing to 
cooperate and present its 

products in RSS, which will 
contribute the company’s 

turnover and development. The 
development of the company will 

bring new workplaces.  

21 Physical 
person 

Davit Voskanyan, Vardan 
Voskanyan 

+37477512051 , +37493529273 
davisiart@gmail.com , 
sp.usarmy@gmail.com 

1) 
https://www.facebook.com/matani

.am/ 
2) 

https://www.facebook.com/kanach
aghves.greenfox/ 

Production of silver 
jewellery 

Average price -
6000 

1700000 
AMD 

Souvenir shops of 
Yerevan and Vanazor, 

Vernissage. 

The quality compared 
with the average price 
is high. That attracts 
new customers and 

keep old ones.  

Problem connected 
with raw material. 

The producer is willing to 
cooperate and present its 

products in RSS, which will 
increase recognisability in the 
market, also the quantity of the 

orders. 

22 
"ARAM" 

COMMERCI
AL CENTER 

Samvel Grigoryan 
+374(77)461561 

aramkomercion@mail.ru  

Jam , honey and 
syrups production 
from  pine cones 

Wholesale  - 
1100 AMD 

1000 
bottle, 
nearly 

1,100,000 
AMD 

Stores and pharmacies 
Providing high 

quality, searching new 
partners.  

Lack of information 
among people, lack 

of needed 
advertising. 

The company is willing to 
cooperate and present its 

products in RSS. 

23 “Ecovek” 
LLC 

Samvel Grigoryan  
+374(77)461561 

aramkomercion@mail.ru 

Production of fruit 
and grape vodka 

wholesale – 
4500, 7020, 
9000, 6120 

AMD 

2 million 
AMD 

The company sells its 
beverages in the shops. 

High quality, 
cooperation with new 

partners. 

Lack of information 
and advertising 
among people.  

The company is willing to 
cooperate and present its 

products in RSS, which will 
contribute the company’s 

turnover and development, will 
increase recognisability   in the 
market and will create export 

potential in the future. 

24 
“Hrayr 

Dallakyan: 
SP 

Hrayr Dallakyan, +374 99552688 Basturma, sujukh  
production 

Wholesale- 
6000 AMD,  

retail sale- 6500 
AMD 

4,400,000 
AMD 

The company sells its 
production in its 

vegetables shop located 
in Spitak. The 30 % of 

its production the 
company exports to 

Russia by the help of 
physical people. 

They have regular 
customers. The buyers 
always advertise their 

production. 

They need new 
equipment. As their 
business is family 

business, they don’t 
want to involve new 

human resources. 

The company is willing to 
cooperate and present its 

products in RSS, which will 
increase their sale.  
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25 
“Ruzanna 

Danialeyan” 
SP 

Ruzanna Danielyan; +374 
93594441 

ruz-dan@nm.ru 
https://web.facebook.com/Ruz-

Dan-Clothing-manufacture-
1672812602980908/?_rdr  

National costumes 
production 

Average price -
500, 3000, 

7000, average 
price - 25000,  
retail -40000 

1,500,000 
AMD 

During expos, by 
Facebook, during other 

events.   

For dance groups 
advertising the 

company offers his 
national costumes, 

also it provides clothes 
with Armenian 

ornaments during the 
events. 

There are not a lot of 
dancing groups and 
not all tourists are 

interested in 
Armenian national 

costumes 

The company is willing to 
cooperate and present its 

products in RSS.   

26 “Neva” LLC  Karen Ghazaryan; +374 94623348 Napkins and toilet 
paper production.  

Average price 
for napkin- 180 

AMD 
Toilet paper-150  

90,000,000 
AMD 

It sells its production in 
Lori, Tavush and 
Gyumri marzes.  

It arranges its sale 
through manager-

distributors.  

Financial problems 
also problems 

connected with raw 
materials.  

The company is willing to 
cooperate and present its 

products in RSS. The look and 
quality of napkins will attract 

buyers 

27 
“Luiza 

Nalbandyan” 
SP 

Luiza Nalbandyan +374 93110997  
www.Nut.am 

https://web.facebook.com/nutarme
nia/?fref=ts 

Salty peanut 
production 

Wholesale-350 
AMD 

 Retail sale- 400 
AMD  

3,500,000 
AMD 

In big stores of Yerevan, 
Vanadzor and Gyumri. 

Expos and tastings 

The consumer will 
continue buying the 
products after one-

time use. 

Importing abroad and 
new markets. 

The company is willing to 
cooperate and present its 

products in RSS. They will sell 
more products if they will be 

represented in RSS. 

28 

 “Gayane 
Simonyan” 
SP  
(“BeeArt”) 

Gayane Simonyan +37495599795 
beeart777@gmail.com  
https://web.facebook.com/BeeArt
Candles/  

Honey  with natural 
packing and beeswax 
candles 
Candle making master 
classes, tasting 

2500, 3000 
AMD 

1,000,000 
AMD 

Souvenirs stores, 
supermarkets,  trading 
spots near monasteries, 
hotels, B&Bs. 

The target customers 
are considered 
tourists. 
In addition to the 
production of 
souvenirs, during hot 
tourist season they 
conduct beekeeping 
and candle making 
master classes and 
arrange tasting of 
honey and honey 
made cookies 
hospitality. 

Internal market is 
very limited and does 
not allow the 
progress. 

The company is willing to 
cooperate and present its 
products in RSS  which will 
contribute the company’s 
turnover and development, will 
increase recognisability in the 
market and  also will create 
export potential in future. 

29 

“Future is 
ours” 

agricultural 
non-profit 

cooperative 

Armen Muradyan 
+374 91015300     

muradyan-67@inbox.ru  

Broccoli, seedlings 
and other non-

traditional crops 

1 kg-  400-600  
AMD 

Nearly 10  
tones or 5 

million 
AMD 

Supermarkets of 
Yerevan, Vanadzor and 

Stepanavan 

Increase of the 
production for now up 
to 20 tones. New crops 

production like 
asparagus, etc. 

Some difficulties 
connected with trade 

and marketing. In 
summer, if the 
broccoli is not 

realized in several 
days it blooms and 
decays. Problem 
connected with 

transportation and 
also the company 
needs packaging 

machine 

The company is willing to 
cooperate and present its 

products in RSS. 



	

	

	
Market	Research	

	
	 	

106 

 

 

   

30 

"DAUGHTE
R 

MELANIA" 
CHEESE 

FACTORY 
LLC 

Simon Harutyunyan,  +374-91-
224547 ,  +374-254-21594,  

Fax: +374-254-21594 
dustrmelania@mail.ru; Asatur 
Harutyunyan, +374 94202403 

dustrmelania@mail.ru  
dustrmelania@info.am    

Cheese; Dairy 
Products  

1800-2200 
AMD - Brine 

cheese 
2600-3500 

AMD - Semi-
hard cheese 

The wholesale 
is  5-10% 
cheaper 

300 
million 
AMD 

About half of the 
''Daughter Melania'' 

products is exported to 
the USA and RF.  

The LLC ''Daughter 
Melania'' is one of the 
leading food industrial 
enterprises. Different 

sorts of cheese are 
produced here using 
only cow’s pure milk 
and safe components. 
The perspective policy 
of the enterprise aims 

to increase the 
consumption volume 

in the internal and 
external markets due 

to the rise in 
production quality and 
increase of assortment. 

N/A 

The company is willing to 
cooperate and present its 

products in RSS. It will be a 
marketing support for the 

company, and it will increase the 
number of buyers. 
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Annex 6. Tourist Map of Armenia with Sightseeing 
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Annex 7. Map of Lori Region 

 


