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Total revenue
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0,5 M€
2025 
C31

1,8 M€
2025 

C16 + C31

1,3 M€
2025 
C16

source: https://www.ebonitete.si/

Number of employees
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Value added per employee

45,2 k€
2025 
C31

53,3 k€
2025 

C16 + C31

57,8 k€
2025 
C16

source: GZS

Average gross monthly salary

1.977 €
2025 
C31

2.115 €
2025 
C16
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Share of export

39,9%
2025 
C31

50,4%
2025 

C16 + C31

53,7%
2025 
C16

source: GZS

Detailed revenue /export in 2025

37,9%
16.240

Wooden packaging
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0 50 100 150 200 250 300 350 400 450

16.110 - Sawmilling and planing of wood

16.120 - Manufacture and finishing of wood products

16.210 - Manufacture of veneer sheets and wood-…

16.230 - Manufacture of builders’ carpentry and joinery

16.240 - Manufacture of wooden packaging

16.250 - Manufacture of wooden doors and windows

16.260 - Manufacture of solid biofuels from plant…

16.280 - Manufacture of other products of wood,…

C31 - total

Revenue

Export Home

77,2%
16.210

Veneer and panels

External shocks Energy crisis · inflation · weaker demand · logistics disruptions



Research question and analytical lens

How are established Slovenian exporters positioned internationally?

WHERE? Current and target markets WHAT?
Product structure and 
export intensity

WHY /
WHY NOT?

Drivers and barriers HOW? Competitive advantages



Methodology

270

companies with ≥10 
employees

162

eligible exporters

34

complete responses

21%

response rate

ONLINE SURVEY  ·  FEBRUARY–MAY 2026

Eligibility: ≥10 employees and ≥10% of revenue from exports

1ka.si

Furniture41%



Export geography: Europe first, diversification emerging

NORTH AMERICA

USA · Canada

EUROPE

Austria · Germany · Italy

Switzerland · UK · Croatia

MENA

UAE · Egypt · Algeria

ASIA

China · Japan

Core export base

Selective growth markets

Additional markets



What makes exporting difficult?

International 
competition

VERY HIGH

Logistics costs VERY HIGH

Market entry 
process

HIGH

Market knowledge HIGH

Staff & capacity HIGH

Regulation & 
certification

MODERATE

0% 20% 40% 60% 80% 100%

Infrastructure (showroom, sales offices, joint marketing, support
services)

Logistics costs

Customs barriers

Certifications

Competition

Environmental requirements

Complaint resolution

Understanding market dynamics

Market entry strategies (finding agents, participating in trade
shows, social media, distributing promotional materials, etc.)

Functioning of the value chain in the target market

High market entry costs (product development/adaptation)

Regulatory environment (legislation)

Internal company challenges (capacity, personnel, finances, etc.)

1—not a problem at all 2 3 4 5—a very significant problem



How do companies compete?

1

QUALITY

Supply reliability and 
product excellence

2

INNOVATION

Customisation and new 
solutions

3

SUSTAINABILITY

Materials, processes 
and certification

4

SPEED

Responsive and 
dependable delivery

5

SERVICES

Installation, support 
and after-sales

Price is an advantage,
but not the primary basis of differentiation.

0% 50% 100%

Product quality

Product innovation

Price

Delivery speed

Additional services (after-sales
activities, installation,…

Approach focused on
sustainability

Complaint resolution

Thorough understanding of
business culture

1-weak 2 3-neither weak or strong 4 5-strong



Growth intentions: ambition meets capacity

60%
PLAN TO EXPAND

Priority markets

Germany · Italy · Austria

UK · USA · Switzerland

China · Japan · Middle East

Selection criteria

1 Purchasing power

2 Market size

3 Market niches

Companies are looking for higher-value demand, 
not simply geographic reach.

0% 20% 40% 60% 80% 100%

Market size

Purchasing power

Infrastructure (showrooms, sales offices,…

Trade agreements

Competition

Customers’ sustainability awareness

Proximity to the market / logistics costs

Functioning of the value chain in the…

Regulatory framework (legislation)

Market niche

1-unimportant criteria 2 3 4 5-very important criteria



Why 40% hold back

1
Insufficient systemic support

partners · promotion · administration

2
Limited resources

people · finance · organisation

3
Market knowledge gaps

business culture · channels · regulation

4
Regulatory barriers

especially outside the EU

Sustainability can also mean limiting distance: one company chose a 500 km operating radius.

0% 20% 40% 60% 80% 100%

No government support

Legislative barriers

Lack of market knowledge

Shortage of available resources

We don't need new markets

1-completely disagree 2 3 4 5-completely agree



Strategic interpretation

DEFEND

Core European markets

Reliability · Relationships · Speed

DIFFERENTIATE

Higher-value offers

Quality · Design · Sustainability

DIVERSIFY

Selective growth 
markets

Niches · Partners · Market knowledge

Internationalisation is selective,
value-based and constrained by organisational capacity.



Conclusions

1 EUROPE REMAINS THE BASE Proximity, alignment and logistics still matter.

2 VALUE BEATS PRICE Quality, innovation and sustainability lead.

3 DIVERSIFICATION IS SELECTIVE MENA, North America and Asia offer targeted opportunities.

4 CAPACITY IS THE BOTTLENECK Resources, knowledge and support shape expansion.

Competitiveness depends on combining strong products with the capability to navigate 
international markets.



Thank you

Questions & discussion

matej.jost@bf.uni-lj.si
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