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Relationship between Ethiopia and Germany

The diplomatic relations between Germany and Ethiopia, established in 1905, have traditionally been
stable and are maintained through reciprocal high-level visits (German Federal Foreign Office,
2025). The same source highlights that Germany has been working both bilaterally and within the
EU to intensify its relations with Ethiopia, providing support to the peace process and economic
recovery.

Ethiopia is a key partner for German development cooperation, with a focus on vocational training,

private sector development, social security, as well as food security and agricultural development
(German Federal Foreign Office, 2025).

In terms of international trade, the Observatory of Economic Complexity indicates that Ethiopia's
main exports to Germany in 2023 were Vegetable Products ($116 million), Textiles ($30.7 million),
and Mineral products ($3.53 million). At the same time, the imports included Machines ($85.6
million), Chemical Products ($28.3 million), and Transportation ($24.6 million) (OEC, n.d).

Image. Ethiopia is a strategic partner for Germany's development cooperation.

Source. OpenAl, 2025.

Partial Scope Agreement
Within the context of the World Trade Organization (WTO), a partial scope agreement is a trade
agreement that covers a limited number of products. The participating countries reduce or eliminate
tariffs and other trade barriers on specific products. Commonly, developed economies grant these
benefits to developing ones based on particular programs, such as fighting drug trafficking or the
presence of ex-colonialism.

There is an Economic Partnership Agreement (hereinafter referred to as the ‘Interim EPA”) between
the Eastern and Southern African States on the one part and the European Community and its Member
States on the other: Comoros, Djibouti, Eritrea, Ethiopia, European Union, Madagascar, Malawi,
Mauritius, Seychelles, Sudan, Zambia, Zimbabwe. (Market Access Map, n.d.). The objectives of this
Economic Partnership Agreement are:



(a) Contributing to the reduction and eventual eradication of poverty through the
establishment of a strengthened and strategic trade and development partnership consistent
with the objective of sustainable development, the Millennium Development Goals and the
Cotonou Agreement.

(b) Promoting regional integration, economic cooperation and good governance in the ESA
region.

(c) Promoting the gradual integration of the ESA region into the world economy, in
conformity with its political choices and development priorities.

(d) Fostering the structural adjustment of the ESA economies and diversification including
value addition.

(e) Improving the ESA region’s capacity in trade policy and trade related issues.

(f) Establishing and implementing an effective, predictable, and transparent regional
regulatory framework for trade and investment in the ESA region, thus supporting the
conditions for increasing investment and private sector initiative and enhancing supply
capacity, competitiveness, and economic growth; and

(g) Strengthening the existing relations between the Parties on the basis of solidarity and
mutual interest. To this end, consistent with WTO obligations, the Agreement shall enhance
commercial and economic relations, support a new trading dynamic between the Parties by
means of the progressive, asymmetrical liberalization of trade between them and reinforce,
broaden and deepen cooperation in all areas relevant to trade and investment (Rules of Origin
Facilitator, n.d.).

Organic products are highly relevant to fulfilling these objectives, as they align with the goals of
sustainable development and poverty reduction. The global demand for organic products presents an
opportunity for ESA countries to engage in high-value agricultural exports that support
environmental conservation and promote inclusive rural development.

By fostering value addition and sustainable production practices, the organic sector contributes to
structural economic adjustment, diversification, and increased competitiveness. Furthermore, the
development of organic value chains encourages regional cooperation, capacity building in trade
policy, and the establishment of transparent regulatory frameworks that meet international standards,
thereby facilitating deeper integration into global markets. In this way, organic trade strengthens
commercial ties between the Parties and enhances ESA countries’ ability to participate meaningfully
in the global economy while respecting their development priorities.




Organic Products Trends

Sustainability is being increasingly recognized as a significant issue for most industries, but
especially in the agribusiness and food industry, where it has become an important marketing topic
(Grunert, 2011; Verain et al., 2012; Vermeir & Verbeke, 2006).

Image. Globally, the organic food industry continues to expand.

Source. OpenAl, 2025.

Sustainable food consumption considers not only individual needs and desires, but also the
environmental and social responsibility of each consumer (Reisch, 2011). By 2025, sustainable food
products are in demand because environmentally conscious consumption, as well as social
responsibility, plays an increasing role for many consumers. This is also reflected in the growing
number of labels certifying the positive ecological or social attributes of food products (Potter et al.,
2022).

The organic food industry is continuously growing worldwide, with Germany as the largest organic
market in Europe (BMEL, n.d.; Sahota, 2009). The country has shown continued growth despite
inflationary pressures in 2022. The rebound in 2023 (16.08 billion euros) and further expansion in
2024 (17 billion euros) reflect rising consumer demand and the strong presence of both specialty and
discount retail channels. This growth underscores Germany’s significance as a leading market for
sustainable and certified organic products (Thiinen-Institut, 2024).

Altruistic aspects, such as environmental awareness, animal welfare, and fair trade, are the most
important reasons determining organic food consumption (Durham & Andrade, 2005). For others,
individual aspects, such as health concerns, nutrition, food safety, food taste, and product freshness,
are major determinants (Zanoli & Naspetti, 2002). In addition, empirical evidence suggests that
neither altruistic considerations nor egoistic aspects determine organic purchasing behavior. Instead,
search costs, dietary patterns, and awareness of organic food labelling are reported to be strong
predictors of organic food purchases (Li, Zepeda, & Gould, 2007).



Appendix 1. Shows additional details regarding international trends and perspectives.

The negotiation

Within the previously described context, an Ethiopian agricultural company, Green Fields Ltd., is
negotiating with the German food processing firm NaturPro GmbH for a long-term supply contract
of organic produce. Green Fields seeks to establish a stable market for its products, while NaturPro
aims to secure a dependable source to meet the rising demand for organic goods in Europe.

To support its growth and expansion plans, Green Fields is pursuing a contract that provides
predictable revenue and sustained market access. On the other hand, NaturPro is looking to secure
favorable pricing along with assurances of quality and timely delivery. Both parties see the potential
for a mutually beneficial partnership that aligns their strategic priorities and strengthens their
positions in the global organic supply chain.

Negotiation Objectives.:
e Green Fields Ltd. aims to secure a contract that ensures a steady revenue stream and
supports its expansion plans.
o NaturPro GmbH seeks to lock in a competitive price and guarantee the quality and timely
delivery of organic produce.

Instructions for Both Parties:
1. Preparation:
e Understand the cultural and business etiquette differences between Ethiopia and
Germany.
e Research the market conditions and price trends for organic produce.
e Identify the Best Alternative to a Negotiated Agreement (BATNA) and the
reservation point (the minimum acceptable outcome).

2. Negotiation Strategy:
e Approach the negotiation with a collaborative mindset, aiming for a win-win
outcome.
e Be prepared to make concessions but also know your limits and priorities.
o Communicate clearly and listen actively to understand the other party's needs and
constraints.

3. Key Issues to Address:
e Pricing and payment terms: Determine a fair price that reflects market conditions and
the quality of the produce.
e Quality standards: Agree on the quality specifications and inspection protocols.
e Delivery schedule: Establish a reliable and flexible delivery timetable.
o Contract duration and renewal terms: Decide on the length of the contract and the
conditions for renewal or termination.




Appendix 2. Market Conditions and Price Trends for Organic Produce.

1. Global Demand for Organic Produce: Consumer awareness and demand for organic produce have
risen significantly, driven by health concerns and environmental awareness. This trend is
particularly pronounced in Europe, where consumers are willing to pay a premium for organic
products (OTA, s/f; European Commission, 2023). Additionally, increased attention to
sustainability from both consumers and retailers has fueled the growth of organically grown
produce, which avoids synthetic chemicals and supports environmental health (OTA, s/f).

2. Supply Chain Disruptions: The COVID-19 pandemic has disrupted global supply chains,
affecting both the availability and cost of organic produce and contributing to greater price
volatility (FAO, 2022). Furthermore, adverse weather conditions and the broader effects of
climate change-such as droughts, floods, and shifting seasons—have impacted crop yields,
placing upward pressure on organic produce prices (Intergovernmental Panel on Climate Change,
2021).

3. Production Costs: Organic farming generally involves higher production costs due to the use of
organic fertilizers, natural pest control methods, and the expenses associated with certification
processes (United States Department of Agriculture, 2021; Rodale Institute, s/f). Moreover,
organic agriculture tends to be more labor-intensive, which contributes to increased labor costs
and, consequently, higher retail prices (Rodale Institute, s/f).

4. Price Trends: Organic produce typically commands premium prices, often ranging between 20%
to 50% higher than conventional counterparts (OTA, s/f). However, these prices are subject to
fluctuations influenced by seasonal availability, weather-related crop yields, and changes in
market demand. For instance, during peak harvest periods, prices may decrease due to surplus
supply, while during off-seasons, prices tend to increase (Eurostat, 2023).

5. Regional Market Insights: In Europe, demand for organic produce is particularly robust in
Germany, France, and the UK. German consumers exhibit a high willingness to pay for certified
organic goods, helping to maintain price stability and growth in the market (European
Commission, 2023). In contrast, Ethiopia has strong export potential due to favorable
agroecological conditions. However, limited infrastructure and market access remain obstacles
to the international competitiveness of Ethiopian organic products
(International Trade Centre, 2022).

6. Competitive Landscape: The organic produce market has become increasingly competitive as
more farmers and suppliers enter the space. This growing competition exerts downward price
pressure and pushes producers to differentiate themselves through quality, branding, and
certification compliance (FiBL & IFOAM, 2022). Products that meet internationally recognized
organic standards are more likely to gain access to premium markets and achieve higher prices
(Innova Market Insights, 2024).
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