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 GLOBAL BAKED PRODUCTS TRADE OVERVIEW 

 
Baked products1 trade is an interesting international business 
opportunity for a number of reasons. Baked products trade has 
exhibited significant dynamism since 2001; however sales have 
slumped somewhat between 2008 and 2009. Also, the level of 
global import expenditure on baked products indicates that 
there is strong demand for baked products. The global baked 
products sector includes trade in Communion wafers; sweet 
biscuits; waffles and wafers; rusks, toasted bread and similar 
toasted products; crispbread; and gingerbread and the like.  
 
In 2009, US$21.2bn was spent on worldwide imports of baked 
products. This outturn represented a strong growth trend in 
import expenditure with average increase in global spending 
on baked products of 12% since 2001 (see figure 1 below) 

compared to total global import spending increase of 9% 
annually between 2001 and 2009.  
 
In 2009, the top 10 markets for spending on imported baked 
products were the USA (US$2.5bn);  the United Kingdom 
(US$1.9bn); France (US$1.8bn); Germany (US$1.6bn), Belgium 
(US$976mn); Canada (US$938mn); the Netherlands 
(US$852mn); Italy (US$667mn); Spain (US$659mn) and Austria 
(US$624mn).  
The markets that exhibited the greatest dynamism in import 
expenditure on baked products between 2005 and 2009 

___________________________________________ 
1 Baked products here, refers to: Bread, biscuits, wafers, cakes and 
pastries classified under Harmonised Tariff System (HS) 1905.  
All data from the International Trade Centre (ITC) tradeMAP database. 
www.trademap.org  . Retrieved December 1, 2010 

Samples of a few of the more popular Caribbean 
baked products 
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included Zimbabwe; Nicaragua; Algeria; 
Pakistan; Romania; The United Arab Emirates; 
Suriname; The Dominican Republic; China; 
Panama; Guatemala; Peru; Venezuela; 
Argentina; and Antigua and Barbuda. 
 
In 2009, communion wafers (HS 190590) was 
the largest baked products sub‐group traded 
globally with 55% of global import sales. 
Sweet biscuits (HS 190531) were the second 
largest sub category of baked products traded 
in 2009 representing 25% of global import 
sales, and waffles and wafers (HS 190532) 
accounted for another 10% of global import 
sales. Therefore these three sub‐categories 
accounted for 90% of global import sales. 
Between 2001 and 2009 the fastest growing 
baked products sub‐groups were 
waffles/wafers; and gingerbread with average 
annual sales growth of 16.4% and 12.8% 
respectively. These sub‐groups outpaced 
global merchandise import sales growth 
between 2001 and 2009. This showed the 
dynamism of these product groups (i.e. 
waffles/wafers and gingerbread products) as 
international business possibilities. 
 
 

 CARICOM BAKED PRODUCTS TRADE 
 
The baked products industry in CARICOM has 
tremendous opportunity based on the high 
levels of, and dynamism in, import 
expenditure observed between 2001 and 
2009. In 2009, CARICOM baked product 
exporters generated US$52.7mn in 
international sales, whilst CARICOM 
economies spent US$108.5mn to import 
baked products. CARICOM member states’ 
expenditure on imported baked products did 
not outpace the growth in baked product 
exports sales between 2001 and 2009. This 
implied that the region maintained 
international competitiveness which was 
reflected in a stable 2:1 ratio of imports to 
exports during the period (see figure 2 
below). Between 2001 and 2009, CARICOM’s 
baked products export sales grew by 9% 
annually, which was a slower than the global 
rate of baked products import spending 
growth between 2001 and 2009. This shows 
that the region lost global market share in the 
baked products industry. In other words, 

relatively fewer CARICOM baked products are being sold on the world market 
even though baked products sales are expanding.  
 
Haiti was the top CARICOM importer of baked products in 2009, spending some 
US$17mn in import spending. Other CARICOM member states with significant 
baked products import spending in 2009 were Jamaica (US$16mn), The 
Bahamas (US$15mn) Trinidad and Tobago (US$14mn), and Barbados (US$9mn). 
The most dynamic CARICOM importers of baked products between 2001 and 
2009 were Suriname (19.2% annual growth rate in import expenditure), Haiti 
(10.1%), and Belize (8.6%). 
 
 
Trinidad & Tobago was the top baked products exporting member state in 2009 
with Trinidadian and Tobagonian firms generating 64% of the regional total 

baked products export revenue. Other top exporters were Jamaica and 
Barbados who jointly with Trinidad and Tobago accounted for 98% of regional 
baked products export sales. Barbados was the most dynamic major regional  
exporter (i.e. with export sales in excess of US$100, 000) of baked products 
between 2001 and 2009, growing export sales by 11% annually. Trinidad and 
Tobago was the second most dynamic CARICOM exporter between 2001 and 
2009. Guyana, Dominica and Haiti all exhibited dynamism in exports between 
2001 and 2009, but their combined export sales in 2009 was under US$300,000. 
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In 2009 CARICOM mainly exported 
communion wafers with this category of 
baked products generating 58% of the 
region’s export sales. Other dominant baked 
products sub groups exported in 2009 were 
sweet biscuits and waffles and wafers. 
 
CARICOM baked product suppliers found 
international markets for their products in 16 
countries in 2009. The USA was the top 
export market for regional baked products 
generating circa one third of total regional 
export sales in 2009. Jamaica, Barbados, St. 
Vincent and the Grenadines, the United 
Kingdom, Trinidad and Tobago and Canada 
jointly accounted for 64% of total export 
revenue. Therefore, the region’s exports of 
baked products has not yet found many 
extra‐regional markets as intra‐regional trade 
accounted for a significant share of total 
export sales in 2009 (see figure 3, right).  
 
Interestingly, the most dynamic markets 
between 2005 and 2009 for exports of 
CARICOM baked products were Trinidad & 
Tobago (25% growth in import spending per 
annum); the United Kingdom (20%); St. 
Vincent and the Grenadines (12.5%); and 
Jamaica (12.4%). This indicates that regional 
baked product exporters could have gained 
some intra‐regional market share between 
2005 and 2009. The top markets from which 
CARICOM importers sourced baked products 
were the USA, Trinidad & Tobago; The 
Dominican Republic; The United Kingdom; 
Colombia and Barbados. 
 
CARICOM’s baked products industry is at an 
early stage of internationalization, signaled 
by the small number of export markets that 
is currently serviced. There are other metrics 
of internationalization which have not been 
discussed (such as level of foreign 
investment, etc). The industry is currently 
seeking to accommodate significant input 
increases including increases in wheat and 

sugar costs. Trade agreements such as the Economic Partnership agreement 
(EPA), now over two years old, which provides duty relief for everything that 
can be produced in the region (subject to rules of origin compliance), the Latin 
American Trade Agreements that the region continue to benefit from, the 
Caribbean Basin Initiative and CaribCan arrangements, in addition to the CSME 
provide another tool to assist regional bakeries to internationalize through 
eliminating tariffs and other barriers to export trade.  
 
Simultaneously, there are other dynamic markets, such as those in Central 
America, which are not currently covered by the region’s web of preferential 
trade agreements. In such markets, the industry regards an export thrust to be 
important. From the industry, a signal to policy makers may therefore be 
required regarding the need to engage these economies in the area of trade 
policy in order to address any trade barriers that the bakers report. This sector 
lags behind many others in internationalizing either through greater trade or 
investment, and it will be important to see how the industry continues to 
handle the competitive forces it faces with tools such as trade agreements at its 
disposal. 
 
Ultimately, this sector is an important international business arena for 
CARICOM partly because it involves significant imports of wheat and other 
inputs, for transformation to products at the higher stages of the value chain. 
Interestingly, hard dough bread is seen as a Caribbean innovation specific to 
Jamaica, similar to other baked products such as “Bulla” and “Coco bread”. 
Even though these products are not yet significantly traded internationally, this 
trade note shows the strong global demand for products such as these1. In fact, 
a baked product such as “Bulla”, made with Jamaican ginger, could be a 
possible candidate for a Geographical Indication, as a means of protecting the 
innovation for commercial purposes. 
 

PPrroodduucceedd  bbyy  tthhee  OOTTNN  IInnffoorrmmaattiioonn  UUnniitt,,  22001111  
  

DDIIRREECCTT  AALLLL  CCOOMMMMEENNTTSS  OORR  QQUUEERRIIEESS  TTOO::  
  

MMrr..  LLiinnccoollnn  PPrriiccee  
PPrriivvaattee  SSeeccttoorr  LLiiaaiissoonn  
lliinnccoollnn..pprriiccee@@ccrrnnmm..oorrgg    

___________________________________________ 
2 Meat products such as patties are other possibilities for international, even though the 
health requirements are cumbersome for most of the top markets. “Bulla” refers to a 
sweet ginger based pastry produced in Jamaica. 


