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E
cuador is the world’s top exporter of bananas and 
ranks second in shrimp and canned tuna, offering 
a variety of these products to a growing number of 

international consumers. Amidst shocks in international 
logistics, The Business Year launches this special-edition 
digital report gathering key stakeholders to discuss Ecua-
dor’s vital role in strengthening food security worldwide 
and dissect how exporters are adapting to the new normal.

Ecuador’s agricultural sector accounts for 8% of GDP 
and is the country’s largest employer. To the surprise of 
many, over the January-June 2020 period, banana ex-
ports increased by 17%, surpassing USD2 billion. Shrimp 
exports have also increased, though only by 7%, totaling 
USD1.97 billion. Both increases reflect on Ecuador’s privi-
leged position as a secure provider of these basic products. 
Other products analyzed through interviews with com-
pany executives under this edition include tuna, mango, 
broccoli, and cacao. 

Additionally, as concerns increase over better and 
healthier consumable products, this report sheds light on 
local producers’ efforts to meet consumer demands in the 
most sophisticated foreign markets and how the country is 
advancing under the “Ecuador Premium and Sustainable” 
brand. Launched at Fruit Logistica 2020 in Berlin, this na-
tional strategy is aimed at raising awareness about Ecua-

dor’s food exports offer and new market trends in terms of 
sustainability and good practices such as women empow-
erment, community focus, fair pay, and the non-usage of 
chemicals. 

On top of that, and fully aware of the reliance on exports 
to revitalize the economy, Ecuador is working on new 
trade agreements that could enable its products to reach 
new consumers. After a successful experience entering an 
agreement with the EU in 2017, the country is now negoti-
ating its admission to the Pacific Alliance, as well as a new 
trade deal with the US that would provide better access to 
its vast consumer market. As some of the interviewees in 
this report mentioned, Ecuadorian products already have 
a strong presence in the US market, but the trade agree-
ment would bring more certainty to long-term production 
planning, as well as open the door for small producers to 
benefit from a reduction in tariffs and enjoy new testing 
grounds for their products among US consumers.

And last but not least, this publication examines the 
changes made by producers to adapt their processes and 
implement rigorous biosecurity protocols. Despite already 
being highly regulated in terms of hygiene, producers have 
now managed to roll out new mechanisms to guarantee 
the safe supply of products and healthy conditions for 
workers. ✖
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I N T E R V I E W

Daniel Legarda 
V I C E  M I N I S T E R  O F  F O R E I G N  T R A D E

What is your ministry’s strategic vision for the expansion of Ecuador’s 

export capacity?

The current global COVID-19 pandemic has placed significant 
logistical, economical, and social strains on foreign trade, and 
Ecuador is no exception. Although there is still substantial un-
certainty, we have decided to work on what we know and what 
we can handle, which is our preparation, production, and 
trade frameworks. From the beginning, our plan has been to 
establish clear and transparent communication with the pri-
vate sector and design together a plan of action that accounts 
for the reality and current market conditions as well as the 

socioeconomic priorities of the government. Ecuador plays 
a key role in the global food security value chain as a leading 
producer and exporter of certain products. We are currently 
suppliers to—or as I like to call us, “members” of—the strict-
est and prestigious markets in the world, namely the US and 
the EU. Being able to compete in these markets means com-
plying with the highest quality and sustainability standards 
and obtaining a rigorous set of certifications. In addition, the 
Russian and Chinese markets are becoming ever-more sophis-
ticated, upgrading their required certifications and standards 
frequently. The above-mentioned markets together represent 
over 70% of our non-oil exports and over 80% of our fresh pro-
duce exports. All our processes are designed to comply with 
the highest standards and guaranteed by prestigious certifi-
cations. As a country, we are committed to an open and free 
trade policy as well as adhering to up-and-coming added value 
movements such as the Good Agricultural Practices movement 
and further promoting sustainability within our producing ac-
tivities. What has been amazing for us is that even before we 
knew about some of these standards, our practices were al-
ready, at times, far above the required standards to achieve 
these certifications. We recently signed trade agreements with 

RIGOROUS 
QUALITY STANDARDS

The Ministry of Foreign Trade is focused on designing a plan of action 
that accounts for current market conditions and the government’s 
socioeconomic priorities, with the end goal of helping Ecuadorian 
companies seize on up-and-coming opportunities.

BIO 

Daniel Legarda is an economist and has an executive master’s degree in business 
administration. He has taken part in several studies on foreign trade. Prior to 
undertaking the position of Vice Minister of Foreign Trade, he was executive 
president of FEDEXPOR. He has been linked to Ecuador’s private export sector for 
several years.
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the UK and the European Free Trade Association, adding to a 
long list of regional economic cooperation organizations and 
agreements with specific countries as we look to improve our 
commercial conditions to enter new markets or grow our mar-
ket share where we are already present. Next for us is strength-
ening our relationship with the US, the Pacific Alliance, and 
Mexico.

What is the current state of Ecuador’s trade negotiations with the US, 

and how do you see them moving forward after the upcoming elec-

tions?

The government is fully aware and aligned with the idea of 
strengthening the economy and speeding its recovery by im-
proving commercial relations with the US, among other major 
markets. Expanding on that topic, we began intense negoti-
ations with Mexico to establish a stronger FTA and increase 
cooperation to advance our candidacy to join the Pacific Al-

liance. With regard to the US, we have been in constant talks 
with US trade representatives as we seek to broaden our par-
ticipation in the US market. There is full recognition of the im-
portance of the US to our foreign trade strategy, not only as a 
complement to our strong position within the European mar-
ket, but also as a logistically competitive market for non-oil 
exports. Actually, we have reduced almost all activities due to 
how challenging it is to manage interactions and negotiations 
under the current circumstances. That said, the US and the Pa-
cific Alliance are our most essential priorities to date. We are 
convinced that global economic recovery will rely heavily on 
the interdependence of markets and how countries can quick-
ly adapt to satisfy the demands of markets that are facing a 
supply side crisis. Consumptions patterns will be uncertain for 
a while, and as the government, our responsibility is to place 
Ecuadorian companies in the best position possible to seize on 
future opportunities. ✖
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I N T E R V I E W

Verónica Chávez Man-Ging 
V I C E  M I N I S T E R  O F  E X P O R T  A N D 
I N V E S T M E N T  P R O M O T I O N

How has Ecuador’s role as a food producer adapted to the chal-
lenges posed by COVID-19?
Today, more than ever, the food sector is of great importance 
and the transportation and handling of food products is a 
global security matter. Countries across the world are facing 
shortages and this is where Ecuador can play a key role as a 
top agricultural and industrial producer. We are currently fo-
cusing on exports in order to internationalize our agriculture 
heritage. So far, local producers and exporters have managed to 
export traditional fruits and new crops such as pitaya and man-
go. These products have huge potential because internation-
al consumption for fresh and organic products is increasing. 
Notably, Ecuador’s trade balance as of May 2020 posted a 10% 
growth YoY, with shrimps and bananas dominating the market. 
One of our main objectives is to diversify our export basket. We 
are working hard with the snacks and food processing sector, 

as well as with superfoods, including some of our more tradi-
tional products, such as golden berry, dehydrated fruits, nuts, 
peanuts, quinoa, organic jam, barley, and infusions. In 2019, 
Ecuador’s 127 solidarity economy organizations (EPS) exported 
more than 218 different products, which is proof of our diversi-
ty as a food producers. During the pandemic, some companies 
even managed to export to a foreign market for the first time. 
For example, a producer of organic lupin powder exported its 
first container to the UK, a producer of chocolate-covered ba-
nanas covered reached the Japanese market, and another ex-
ported Andean cereals and snacks to the Chilean market. The 
Vice Ministry has been working on transitioning toward virtual 
business events in cooperation with our trade promotion of-
fices across the world, enabling Ecuadorian exporters to meet 
with international buyers even during times of crises.

How are virtual events helping Ecuadorian exporters stay close 
to importers and consumers?
We have held more than 10 virtual events. The majority of com-
panies are going through tough times, and these digital events 
work in their favor as they save money and time. As a result, 
this new service has transformed into an extremely useful tool. 
We are working on 15 more events throughout 2020. Around 
300 exporters have participated in our promotional events, 
and they have closed some important deals with internation-
al buyers. Every event gets better than its predecessor, as we 
are coping with the adaptation and improving these new ways 

ON THE 
FRONTLINE

At a time when countries across the world are facing food shortages, 
the Vice Ministry of Export and Investment Promotion is working in 
tandem with Ecuadorian producers and international buyers to tackle 
the challenges head on and help the country play a key role as a top 
agricultural and industrial producer.

BIO 

Verónica Chávez Man-Ging is the Vice Minister of Export and Investment Promotion. 
An economist with experience in promotion of trade and international business, 
she has years of experience coordinating regional events with organizations such 
as ILO, AILA, AICO, and EUROCHAMBRES. She has worked in the private sector 
for more than 20 years for institutions such as CORPEI, AILA, and the Chamber of 
Commerce of Guayaquil.
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of doing business. Ecuador is open for business, and we are 
furthering this agenda by organizing events for the rest of the 
year on different sectors, products, and regions. We will hold a 
digital business matchmaking for Asian markets in September, 
an Andean business meeting in the last week of August, and 
product-oriented events for handcrafts, pharmaceuticals and 
personal care, bananas, and cacao. Another key factor is Ec-
uador’s recently signed FTA with the European Free Trade As-
sociation, which includes Iceland, Liechtenstein, Norway, and 
Switzerland. We are working on holding an event with this bloc 
in September. Ecuadorian exporters of all sectors will have the 
opportunity to participate in these events. We want to invite 
importers, consumers, and supermarket chains to have a “vir-
tual taste” of Ecuador’s flavors. We recently held the first Ecua-
dor Food Fair – I Virtual Edition 2020, in cooperation with the 
Ecuadorian Association of Exporters, which brought together 
133 exporters and 256 buyers from the EU, the UK, Argentina, 
Brazil, Guatemala, Mexico, the US, and Canada. At the event, 
our Ecuadorian exporters held about 576 virtual business 
meetings, signing deals worth USD15 millions within five days. 

Ecuador launched its new brand “Ecuador: Premium and Sus-
tainable” at Fruit Logistica 2020. How is the positioning of Ec-
uadorian products evolving?
The Premium and Sustainable campaign is a strategy that has 
been developed in partnership with the Ministry of Agricul-
ture. It is a joined effort to promote the sustainability and high 

quality of our agricultural products. This brand is based on five 
main pillars: women in rural areas and young entrepreneurs; 
productivity; quality and traceability; reversing deforestation; 
and modern corporativism and rural family development. We 
are supporting and helping our exporters, communicating 
their best agricultural and socially responsible practices world-
wide with the help of our trade promotion offices and special-
ized press. In European markets, it has been really important to 
communicate the work of the banana sector in relation to the 
continuous priority being given to the workforce and biosecu-
rity measures. We have highlighted the steps taken toward the 
inclusion of women in rural areas, fair trade, improved labor 
conditions, and sustainable production. The same campaign 
is also being developed with the aquaculture sector for Europe 
and China. ✖

“In European markets, it has been 
really important to communicate 
the work of the banana sector in 

relation to the continuous priority 
being given to the workforce and 

biosecurity measures.”
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