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1 INTRODUCTION  
 
This report summarizes the findings of the second Post Distribution Monitoring exercise related to the project “Food 
security and livelihood project in villages along the contact line in GCA” funded by the French Ministry Of Foreign 
Affairs. 

Program background  
 
Triangle Génération Humanitaire (TGH) started the implementation of a food security and livelihoods program in 
the buffer zone (GCA) in March 2016. This program consists in the provision of food vouchers to over 3000 families 
living in rural locations along the frontline (Popasnyanskii, Artemivskii and Yasynuvatskyi Raions, in both Donetsk 
and Lugansk oblasts). Vouchers are to be redeemed at small local grocery stores that volunteered to be partners to 
the program, rather than at supermarkets as generally done within the frame of other food voucher projects 
implemented in eastern Ukraine. Shop owners have been trained and equipped whenever necessary with the 
requested material, as the program resorts to dematerialized food vouchers delivered and exchanged thanks to a 
mobile money system.  
 

Transfer modalities 
 
Food vouchers are transferred to beneficiaries via a mobile money system. This system functions as follows: 
 

 SMS are sent to selected beneficiaries, whose phone number is also sent to the partner shops. The sent 
vouchers are like electronic wallets i.e. the sent value can be exchanged in one or several operations.  

 Grocers are equipped with easy-to-use dedicated software, which requires a 3G connection either on a 
computer or a smart phone. 

 When at the shop for redeeming their voucher, customers / beneficiaries give their phone number to the 
grocer, who enters it in its interface. This generates the sending to the beneficiary of a specific code by 
SMS, which he must give to the grocer. When this password is entered in the shop’s terminal, the 
information about the situation of the beneficiary, i.e. the balance of his account, appears in the system, 
allowing the grocer to control the expenses covered by the voucher. 

 The shop manager enters in its interface the amount spent by the beneficiary per type of products, 
information which is processed by the system.  

This system allows secured transactions, tightened monitoring and reliable data analysis. Voluntary grocery shops are 
selected with regards to their overall capacity and location (i.e. accessibility for several surrounding villages) and 
contracts are signed with local grocers, provided with light equipment, training and cash advance (bank transfer) 
when necessary. 

 
Beneficiaries 

 
The selection of beneficiaries is made from lists established by local administrations according to the defined 
vulnerability criteria, which comply with those defined by the FSL cluster. A verification exercise is then ensured 
and every family is questioned through a face to face interview allowing crosschecking the information contained in 
the provided lists. The final selection resorts to a scoring system that combines criteria related to food security 
(Food Consumption Score, Coping Strategy Index, % of expenses dedicated to food), income (level of income per 
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households and per person) and vulnerability factors (age, handicap, chronic disease, single women with kids etc.). 
The whole process allows targeting the most vulnerable households.  
 
The number of persons per household is relatively low, with 2,2 persons as average vs. 2,59 at national level1. 
36.6% of HH are made of only one member vs. 20,3% nationwide, a  figure which is likely linked with the departure 
of some of households’ family members in safer areas and/or with more income opportunities. 
 

 
 
The situation in the contact line zone, which remains tense and where living conditions are difficult, explains the low 
percentage of children under 18 (18.5%) against a high percentage of elderly (33.8%), which on the other hand 
represent 77.4% of the HH with only one member.  
 
Noteworthy is that the dispatch per age and gender is similar for the whole beneficiary population and the sole 
interviewed households. This illustrates that the survey’s sample is representative, which is confirmed by the 
figures below. 
 

 
                                                           
1 https://ukrstat.org/en/operativ/operativ2007/gdvdg_rik/dvdg_e/Har2010_e.htm  
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As generally observed in the targeted area, the presence in the household of at least one elderly is the most 
common vulnerability factor, followed by the hosting a person with a serious chronic disease or with disability.  
 

 
 
The average monthly income per person of the surveyed sample is 892 UAH, which is significantly less than the 
1399 UAH defined by the cluster as inclusion criterion, and shows that the project succeeded in targeting the most 
vulnerable households. 
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2 METHODOLOGY  
 
In compliance with the recommendations made after the first Post Distribution Monitoring exercise, the items 
accessible with the vouchers provided during the second distribution round have been extended to non-food items 
in addition to foodstuff.   

The survey aimed at searching the impact of the second round of vouchers’ provision on households’ food security, 
but also to appraise beneficiaries’ consumption patterns with regards to the newly opened opportunity to access 
non-food items. It is indeed interesting to observe to which type of products households gave priority within the 
frame of the overall appraisal of the use made of the provided voucher by each beneficiary.  

Interviews have been done 8 to 10 days after the exchange of vouchers, either by phone or through field visits. It 
notably aimed at  searching the sampled households’ Food consumption Score (FCS). 

681 households – or 22.7% of the beneficiary population, and 100% of partner shops have been interviewed of the 
targeted localities. As mentioned above (section 1), the profile of the surveyed households is very close to this of 
the whole beneficiary group, which highlights its representativeness.  

Depending on the type of information, results have been compared either with the data collected before the 
program (e.g. Food Consumption Score) or with the data collected through the mobile money software (e.g. type of 
food chosen and/or NFIs by beneficiaries). 

3 MAIN FINDINGS 

1.1. General results 

 In spite of the newly opened access to Non Food Items, the share of vouchers’ amount (450 UAH) dedicated 
to the purchase of fresh food (42%) remains equivalent to the one observed during the first PDM survey.  

 Among NFI materials (13.1%) acquired through vouchers, hygiene items constitute the most commonly 
purchased category of products (80,21% of purchases), followed by shelter materials (17,30%) and clothes 
(2,49%). Nonetheless, this figure can also be explained by the availability of products at shop level, as most of 
them were able to provide hygiene items while only some could supply shelter materials and clothes.  

 Partner shops’ monthly income increased from 5% to 50% (23% on average) in comparison to the period prior 
to the project. 

 50% of partner shops have created part-time (5 shops) or full time (1 shop) jobs. 
 94% of electronic vouchers have been redeemed spontaneously. The remaining 6% are households with 

specific vulnerability factor and households who did not receive SMS because of temporary mobile network 
failure. All these cases have been addressed by TGH/CFP social workers, which ensured that 100% of 
vouchers were finally redeemed. 

 64% of beneficiaries redeemed their bonus at once (18% in twice, 8% in 3 times and 6% in more than 3 
times). The reasons for this likely relate to transportation issues or to an insufficient familiarity of beneficiaries 
with the system.   

 42% of the purchased items are fresh products, in particular highly nutritive meat (27%) and dairy products 
(5.5%) that have significantly improved the FCS of the interviewed HH.  

 Overall very positive feedback from beneficiaries, partner shops and local authorities alike 
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1.2. Food Consumption Score  
 
The FCS collected through the PDM survey conducted in August 2016 was compared with project baseline, as 
measured in April 2016. As the graph below shows, there is a significant diminution of the poor (-9.06%) and 
borderline (-21.74%) categories to which corresponds a tangible increase of households in the acceptable group 
(+30.81%).  
While these results show a good impact of the project on beneficiaries’ food security and nutritional intake, they are 
also linked, to some extent, with the seasonal homestead garden production, which is mostly conducted in rural 
areas. Indeed, the decrease of FCS poor (10,31%) and borderline (23,28%) categories in rural areas is stronger 
than in urban ones. 
 

 

This analysis is corroborated by the answers made by beneficiaries when asked which categories of food they 
could access thanks to the programme.  

The share of sugar and oil significantly increased for the second voucher, in comparison with the first one. As 
confirmed through qualitative interviews conducted with beneficiaries and shopkeepers during field visits, this 
pattern is linked with the seasonal preparation of canned fruits and vegetable, in order to better cope with the harsh 
winter. This custom is linked with homestead gardening in which most people living in rural settlements are 
engaged. Indeed, beneficiaries living in rural locations bought more sugar and oil than people living in urban 
settings (+68.74%). On the other hand, the same households bought less vegetables and fruits (-69.81%) and meat 
(-119.87%) as well, which can be explained by a higher access to these products through domestic and/or local 
productions, especially at this time of the year.  

In urban settings such as Popasna and Avdeevka, where many people are also engaged in homestead gardening 
and conservation, the instable security situation (regular fighting, disruption of public transportation) has stressed 
access and production capacities more than it did in rural settings, as the cultivated parcels are generally located in 
the cities’ suburbs. This accounts for the significant differences observed in the type of foodstuff purchased 
according to the type of location, as showed in the table below. It also demonstrates that the choice let to 
beneficiaries thanks to the resort to food vouchers rather than parcels has played its expected role of allowing an 
improved adjustment of the provided assistance to the specific needs of each beneficiary. 
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In spite of slight discrepancies, the data considered at each partner confirms the main trend of a significant share of 
fresh foodstuff within beneficiaries’ consumption pattern, in particular in urban locations (i.e. Avdeevka, Popasna):  
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A focus on fresh food stuff shows that nutritive but beyond, expensive items such as meat, fish and dairy products 
represent the largest share of the food purchased thanks to the provided vouchers, which have been a key factor 
for households’ access to these products. 

 

Noteworthy is that the charts above are based on the consumption patterns of 3,040 beneficiaries having redeemed 
their vouchers, as monitored through the online mobile money software, and not only on the behaviour of the 608 
HH considered within the PDM survey.  

 
1.3. NFIs (Non Food Items) purchases 

 
As previously mentioned, the second voucher was opened to the purchase of NFIs. This decision was taken on the 
basis of the findings of the first PDM exercise, during which 21% of beneficiaries expressed their wish to have 
access to other items than food, in particular drugs, hygiene items and shelter materials. After checking the 
availability of these products at local partner shops, TGH decided that the second round of voucher distribution 
would extend the scope of accessible goods to hygiene items, shelter materials, clothes, etc. Nonetheless, while 
most shops were able to provide hygiene items, only some of the shops were able to also provide shelter materials 
and clothes. Drugs were not considered, as they are handled by pharmacies and not grocery stores, but also due to 
the fact that the fixed amount of the voucher (17€) could not be modified.   

As a result, 13,1% of the goods purchased through the second round were NFIs, a share that has been clearly 
shifted from the purchases of dry food, as the proportion of fresh food share remains equivalent to the level it 
reached during the first round..  
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The share of NFI purchases was nonetheless different according to locations, and in particular between rural or 
urban settings. Households living in rural areas bought 57% more NFIs than the one living in urban areas, which 
can be linked with an increased availability of food in rural areas due to home gardening, which let a larger amount 
of voucher value available for the purchase of NFI. Remoteness seems to be another key factor and beneficiaries 
living in rural areas and far from the closest partner shop are those that purchased the highest proportion of NFI.  

  

Only 3 partner shops were able to provide all types of eligible NFIs: hygiene items, shelter materials and clothes. 
748 households (25% of the total number of beneficiaries) could access these shops thus items. In these shops, 
hygiene items accounts for the most commonly purchased category of product (80.21%), followed by shelter 
materials (17.30%) and clothes (2.21%). As described in the table below, house cleaning items were the most 
popular products, followed by personal hygiene items, female hygiene items and baby diapers.  
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1.4. Beneficiaries’ satisfaction 

 
As recorded through the first PDM exercise, 100% of the interviewed beneficiaries are satisfied by the Cash-Based 
Transfer approach chosen by TGH and its partner CFP. The main reasons for satisfaction remain the same as 
presented in the first PDM report: easiness to use the system, choice of products, improved dignity.   

Another reported source of satisfaction is the possibility for beneficiaries to redeem their bonuses to the grocery 
through one or several transactions. Of course, because of the deteriorated economic conditions (e.g. high rate of 
unemployment), but also sometimes difficult access to shops, the majority of households redeem their bonuses at 
once (64%), while other resorted to 2 visits (18%), 3 visits (10%) and more than 3 visits (8%). 

As done during the first PDM, sampled households were also asked about the kind of alternative system they would 
have preferred and why. A limited 14.7% answered that they would have preferred another system, the majority 
(11.3%) of which expressing other priorities than food, rather than a dissatisfaction linked with the methodology 
used for the transfer of vouchers. Nonetheless, this percentage is lower than registered during the first PDM survey 
(-7%), thanks to the wider choice of products eligible under the second round of vouchers’ distribution.  
 

1.5. “Voucher for work” activities 
 
In Novotoshkivka village, TGH implemented a “Voucher for work” activity, targeting beneficiaries that had not been 
selected for direct vouchers distribution. This approach was developed as a pilot one, based on a common request 
from both inhabitants and local authorities, and in close coordination with the latter. A total of 107 individuals has 
been targeted and carried out maintenance works in Novotoshkivka locality, based on priorities identified by the 
local administration. Each beneficiary worked a total of 35 hours, under the supervision of TGH field teams and 
local authorities themselves, and were provided with a 450 UAH voucher (17€). 1.7% of the overall number of 
vouchers distributed under the project was distributed under the scope of this “Voucher for work” activity.  
 
This experience confirmed the feasibility and relevance of the approach, with a good level of involvement and 
motivation from beneficiaries. As a result, the main primary and secondary school and the kindergarten have been 
cleaned up and prepared for the back-to-school season, as well as other public areas. Overall, the demand for such 
activities is important in all areas targeted by TGH, and local authorities often request it as a way to include 
individuals that do not fall under the main vulnerability categories generally targeted by humanitarian actors, but 
who are nonetheless affected by the crisis and the general depletion of the economic situation. In this scope, the 
social situation of these locations where many persons with specific vulnerabilities are residing (33% of elder, 18% 
of disabled persons, 18% of individuals suffering from chronic disease) has to be considered within the frame of the 
“vouchers for work” approach, through the implementation of social activities (service to individuals) thus 
contributing to social cohesion.  
 
A greater involvement of local authorities and communities may also be conducive to the definition of contingency 
plans aiming at mitigating the shocks linked with peaks of fights and violence which still affect most locations on the 
contact line. Such approaches must be considered and developed in the future, and combined with regular direct 
vouchers distribution directed to most vulnerable. 
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1.6. Monitoring at grocery shops   
 
12 phone interviews and 6 face-to-face meetings have been conducted to measure the impact of the project on 
grocery shops’ economic activity and on their manager’s satisfaction. All of them were able to answer to the whole 
questionnaire. As already reported in previous PDM report, grocery managers are very satisfied with the system. In 
addition to a positive impact on their activity, shopkeepers were also satisfied to be considered as relay person, as 
they were often encouraged to get involved in the follow-up of beneficiaries through phone call or home visits.  
Further assessments of shopkeepers’ feelings about project impacts underline their satisfaction on social, 
economic and technical issues. Thus, shopkeepers have developed skills and also improved their work tools. Also, 
all declared having increased their turnover thanks to the project, while half of them have created full time and/or 
part time jobs. Finally, their shop is better known and benefits from a new positive relation with customers raised 
from ttheir participation to humanitarian assistance.   
 
 

 
 
While the collaboration has been smoothed with most shops, TGH faced difficulties with one particular shop in 
Avdeevka which had anticipated to the first round of voucher distribution. Indeed, the shop manager refused to 
participate in the assistance provided to the 6% of beneficiaries who did not redeem spontaneously the received 
vouchers for some reason (disability, misunderstanding due to age, transportation problem, etc.), without notifying 
project teams on due time. As a consequence, the contract with this shop was not renewed for the second round 
and TGH identified a new shop in the locality with some difficulties, as the eviction of the first shop fostered 
suspicions among other shopkeepers. Based on this experience, TGH decided to include in its new project a 
specific mention in the contracts signed with shopkeepers of their social implication in the program.     
 
The opening of the second voucher to non-food items had a direct impact on the overall availability of items in the 
shops, as some of them broadened their choice of products to meet project requirements. “Hygiene items” was the 
most sold category of items, followed by shelter materials and clothes, which matched the information collected 
through the online mobile money software.   
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All partner shopkeepers consider that it was useful for beneficiaries, especially those with specific needs (disabled, 
elderly, pregnant women) to open the voucher to NFIs. Nonetheless, the shopkeepers from Avdeevka and Popasna 
stated that even if the approach was adapted to social context, the needs of food assistance were so high in their 
location that beneficiaries prioritize the purchase of food, at the expense of other needs. This might explain why NFI 
purchases were almost nil in these two locations, which are also the two urban areas targeted by the project. This 
corroborates with the extracted data from the monitoring software, and hypothesis that urban households had lower 
access to homestead production than rural ones. 

The shopkeepers’ survey also tried to assess the impact of the project on shops’ turnover. TGH observed a certain 
reluctance to discuss about money in precise terms, and could therefore not always collect accurate data about the 
evolution of turnover. Nonetheless, the shops gave estimations. All shopkeepers declared having increased their 
turnover thanks to the project. 

Due to their overall flexibility and involvement in the project, and according to the prospect of developing 
multipurpose voucher assistance, TGH also assessed shopkeepers’ capacity to supply winterization materials 
(fuel). 4 expressed they could supply coal and/or wood, 3 expressed that it is not in their habit but could be 
organized, while 7 stated that they could not because it would require storage capacities they do not have. This 
option therefore must to be further explored, although the feasibility of including winterization materials in a multi-
purpose voucher program is already demonstrated.  
 

1.7. Market and food prices 
 

TGH monitored food prices in project locations during its initial assessment in January 2016; food prices have been 
surveyed since through 2 price quotes in July and September 2016. The table in Annex 1 includes a summary of 
this monitoring, as well as a comparison with WFP’s. Note the latter concerns of the whole GCA Donetsk oblast, 
while TGH monitoring only targets project locations in the buffer zone (GCA side).  
 
As the table shows, while in January, average prices were higher in TGH partner shops than those recorded by 
WFP they became generally lower in September (6,5%) While food prices have generally decreased over the 
considered period, the decrease measured by TGH is higher than the one recorded by WFP (-10,9% vs. 2,2%). 
This seems paradoxical considering the difficulties faced by project locations in comparison to urban centres far 
from the contact line. It can however be explained by a seasonal decrease of prices in rural areas linked with the 
increased availability of foodstuff produced locally, but also by an increased demand linked with NGOs activities, as 
well as the presence of many soldiers in these localities that also get supplied through partner shops.  
 
Another key factor is the resume of deliveries by larger traders, which obviously significantly reduced the supply 
costs faced by grocers. 
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4 CONCLUSION & RECOMMENDATIONS 
 

While the first phase of the project confirmed the relevance and feasibility of TGH’s electronic voucher 
methodology, the results from the second phase show that multipurpose vouchers might be better adapted to suit 
the variety of social and environmental contexts on which the project intervenes. The overall satisfaction of 
beneficiaries and partner shops is good, and the project also allowed for TGH and its partner CFP to build a relation 
of confidence, based on which the shops are today ready to increase their commitment. While TGH noticed that the 
harvest of homestead production probably impacted the FCS, it must to be considered in return that winter has a 
dramatic negative impact on households’ food security. The important seasonal variation of humanitarian needs in 
Ukraine calls for simple and flexible intervention modalities. Multipurpose electronic vouchers and cash transfers 
must therefore considering as priorities. Voucher for work, including rehabilitation and social support activities, is 
also relevant to foster social cohesion in a context with high tensions, but also to allow a dignified assistance. 

The lessons learnt from the second phase of the project as well as the feedback from its beneficiaries, partner 
shops and local authorities, lead to the following recommendations:  

 The second round of voucher confirmed being relevant and justified.  
 

 The resort to electronic vouchers is an appropriate option which allows reduced logistic costs, improved 
adjustment of the assistance to beneficiaries’ needs, and quality monitoring. It is also adapted for quick 
answers to potential needs linked with sudden increase of violence and as such, ii is conducive to 
contingency plans within the frame of an EPR approach.  
 

 Opportunities for multipurpose cash programs in the rural localities on the frontline should be explored, in 
particular in light of the reopening of some bank agencies in some of the targeted villages. 
 

 Voucher for work approaches need to be extended in close coordination with local authorities.  
 

 The current network of partner shops should be extended to new localities and / or new shops in the most 
populated of the already targeted ones.  
 

 Opportunities for implementing a similar program in the NGCA side of the contact line must be explored 
 

The program has been implemented in partnership with the Ukrainian NGO “Country of Free People” (CFP), 
with the financial support of the French Ministry of Foreign Affairs: 

  

 



Annex 1: Evolution & comparison of food prices 

 

JANUARY  2016 JULY 2016 SEPTEMBER 16 

  

TGH  
Frontline 

GCA 

WFP 
Donetsk 

GCA 
diff 

TGH  
Frontline 

GCA 

WFP 
Donetsk 

GCA 
diff 

TGH  
Frontline 

GCA 

WFP 
Donetsk 

GCA 
diff 

Evolution January 
- September - TGH 

- frontline 

Evolution 
January - 

September - 
WFP - Donetsk 

UAH % UAH % 

Rice / Рис  1 кг. 24,14 15,56 35,55% 18,51 16,6 10,32% 18,53 16,7 9,88% -5,61 -23,3% 1,1 7,3% 

Flour / Мука пшенична  1 кг. 11,06 8,35 24,46% 10,69 8,4 21,42% 10,00 8,5 15,00% -1,06 -9,5% 0,1 1,8% 

Pasta / Макарони  1 кг. 14,52 9,07 37,52% 12,90 10,1 21,71% 12,50 9,6 23,20% -2,02 -13,9% 0,5 5,8% 

Sarrasin / Гречка "Сто пудів"  1 кг. 26,96 24,54 8,99% 36,67 37,6 -2,54% 36,88 31,3 15,13% 9,92 36,8% 6,8 27,6% 

Potatoes / Картопля 1 кг. 6,70 6,60 1,52% 6,48 6 7,41% 5,08 6,5 -27,95% -1,62 -24,2% -0,1 -1,5% 

Pork / Свинина 1 кг. 77,50 77,94 -0,57% 70,63 64,7 8,40% 72,05 65,6 8,95% -5,45 -7,0% -12,3 -15,8% 

Poultry / Окорок 1 кг. 31,00 39,80 -28,38% 34,78 38,9 -11,85% 34,99 38,6 -10,32% 3,99 12,9% -1,2 -3,0% 

Eggs / Яйця (10 шт)  26,17 21,24 18,83% 12,73 13,8 -8,41% 13,02 13,9 -6,76% -13,15 -50,2% -7,3 -34,6% 

Butter / Вершкове масло  200г 19,56 18,70 4,38% 17,69 22,14 -25,16% 17,68 24,12 -36,43% -1,88 -9,6% 5,4 29,0% 
Oil / Соняшникова олія розливна  1 
л 29,95 28,66 4,30% 28,81 32,6 -13,16% 29,00 34,1 -17,59% -0,95 -3,2% 5,4 19,0% 

Milk / Молоко 1 литр 16,92 11,96 29,30% 16,10 12,7 21,12% 15,72 13,2 16,03% -1,20 -7,1% 1,2 10,4% 

Buckwheat / Сметана 1 кг. 39,56 30,00 24,17% 31,11 36,8 -18,29% 29,47 36,8 -24,87% -10,09 -25,5% 6,8 22,7% 

Curd / Cир 1 кг 41,67 64,33 -54,40% 40,95 69,1 -68,74% 44,00 67,7 -53,86% 2,33 5,6% 3,4 5,2% 

Оnions / Цибуля ріпчаста 1 кг. 12,50 11,13 10,92% 9,27 7,2 22,33% 5,90 5,4 8,47% -6,60 -52,8% -5,7 -51,5% 

Sugar / Цукор ваговий 1 кг. 17,00 15,57 8,42% 14,52 13,9 4,27% 14,70 13,8 6,12% -2,30 -13,5% -1,8 -11,4% 

Cabbage / Капуста 1 кг. 11,25 10,93 2,86% 4,32 3,5 18,98% 3,43 4,9 -42,86% -7,82 -69,5% -6,0 -55,2% 

Carrot / Морква 1 кг. 10,50 10,41 0,83% 12,43 7,2 42,08% 8,59 5 41,79% -1,91 -18,2% -5,4 -52,0% 

 
417,0 404,8 2,91% 378,59 401,24 -5,98% 371,54 395,72 -6,51% -45,42 -10,9% -9,1 -2,2% 

 



« MASHENKA », LUHANSKE VILLAGE – ARTEMIVSKII RAION 

 

 

   Type of food purchased 

 

Main type of purchased goods in %  

60%

40% Fresh

Dry

Grocery Information 

Distance from contact line: 1.5 km 

Owner: Ms Tetiana Anatolivna  

Retail area: 45m² 

Number of persons hired thanks to 
the project: 2 women part-time 

Amount of vouchers spent in the 
shop through the project: 216 000 
UAH  

Variation of turnover: increase of 
10% according to the shopkeeper 

Number of transactions made 
through electronic vouchers during 
the project: 1060 (an average of 
2.5 per voucher) 

Beneficiaries 

 

247 households benefited from the project: 
 

 230 are from Luhanske 
 17 are inhabitants of Semygira, which is located 

7 kilometers from Luhanske 

5,4% 3,7% 41,8% 7,8% 4,8% 28,5%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

1

BEANS, PULSES, LENTILS BREAD AND FLOUR PRODUCTS
CANNED FISH CANNED MEAT
CEREALS, RICE, PASTA CHEESE, YOGHURT AND OTHER DAIRY PROUCTS
CONDIMENTS (SALT, PEPPER, SPICES) FISH (OTHER THAN CANNED)
FRUITS MEAT (OTHER THAN CANNED), SAUSAGES
NON-ALCOHOLIC DRINKS OIL, BUTTER AN OTHER FAT
OTHER POTATOES OR OTHER TUBERS
SUGAR OR HONEY TEA OR COFFEE
VEGETABLES



 

« VIKA », MIRONIVSKII VILLAGE – ARTEMIVSKII RAION 

 

 

 

 

 

 

 

 

 

 

 

  

 

 

Grocery Information 

Distance from contact line: 3 km 

Owner: Ms Zoya Mykhailivna 

Retail area: 45 m² 

Grocery renovation thanks to the 
project: painting, replacing of 
shelves 

Amount of vouchers spent in the 
shop through the project: 330 750 
UAH  

Variation of turnover: increase of 
25% according to the shopkeeper 

Number of transactions made 
through electronic vouchers during 
the project: 1732 (an average of 
2,3 per voucher) 

Beneficiaries 

386 households benefited from the project: 

 370 are from Mironivskii 
 16 are inhabitants of Krasnii Pakhar, which is located 

3.5 kilometers from Mironivskii 

7,5% 26,4% 18,2% 11,8% 16,9% 9,1%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

1

BEANS, PULSES, LENTILS BREAD AND FLOUR PRODUCTS
CANNED FISH CANNED MEAT
CEREALS, RICE, PASTA CHEESE, YOGHURT AND OTHER DAIRY PROUCTS
CONDIMENTS (SALT, PEPPER, SPICES) FISH (OTHER THAN CANNED)
FRUITS MEAT (OTHER THAN CANNED), SAUSAGES
NON-ALCOHOLIC DRINKS OIL, BUTTER AN OTHER FAT
OTHER POTATOES OR OTHER TUBERS
SUGAR OR HONEY TEA OR COFFEE
VEGETABLES

Main types of purchased goods in % 

Type of food purchased 

55,9%

44,1%
Fresh

Dry



 

« GARAGE », NAITALOVE VILLAGE – YASYNUVATSKII RAION 

 

 

 

 

 

 

 

 

 

 

 

  

 

 

Grocery Information 

Distance from contact line: 10 kms 

Owner: Ms Koleno Maryna Yuriivna 

Retail area: 45m² 

Number of persons hired thanks to 
the project: 1 

Amount of vouchers spent in the 
shop through the project: 260 100 
UAH  

Variation of turnover: increase of 
40% according to the shopkeeper 

Number of transactions made 
through electronic vouchers during 
the project: 1438 (an average of 2,5 
per voucher) 

6,6% 10,5% 6,8% 25,6% 9% 24,8%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

1

BEANS, PULSES, LENTILS BREAD AND FLOUR PRODUCTS
CANNED FISH CANNED MEAT
CEREALS, RICE, PASTA CHEESE, YOGHURT AND OTHER DAIRY PROUCTS
CONDIMENTS (SALT, PEPPER, SPICES) FISH (OTHER THAN CANNED)
FRUITS MEAT (OTHER THAN CANNED), SAUSAGES
NON-ALCOHOLIC DRINKS OIL, BUTTER AN OTHER FAT
OTHER POTATOES OR OTHER TUBERS
SUGAR OR HONEY TEA OR COFFEE
VEGETABLES

Beneficiaries 

291 households benefited from the project: 

 72 are from Naitalove 
 191 are inhabitants of Pervomayske  
(1 km from Naitalove) 
 28 are inhabitants of Nevelske  
(3 kms from Naitalove) 
 

Main types of purchased goods in % 

Type of food purchased 

45,1%
54,9%

Fresh

Dry



 

« YANA », ORLIVKA VILLAGE – YASYNUVATSKII RAION 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

47,4%

52,6%

Fresh

Dry

Grocery Information 

Distance from contact line: 8 kms 

Owner: Sklyar Yanа Volodymyrivna 

Retail area: 40m² 

Number of persons hired thanks to the project: 
1 

Grocery renovation thanks to the project: 
construction of the walkway leading to grocery 
and purchase of shelves 

Amount of vouchers spent in the shop through 
the project: 256 042 UAH  

Variation of turnover: increase of 10% 
according to the shopkeeper 

Number of transactions made through 
electronic vouchers during the project: 1401 
(an average of 2,5 per voucher) 

Beneficiaries 

282 households benefited from the project: 

9,8% 25,6% 9,1% 30,8% 6%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

1

BEANS, PULSES, LENTILS BREAD AND FLOUR PRODUCTS
CANNED FISH CANNED MEAT
CEREALS, RICE, PASTA CHEESE, YOGHURT AND OTHER DAIRY PROUCTS
CONDIMENTS (SALT, PEPPER, SPICES) FISH (OTHER THAN CANNED)
FRUITS MEAT (OTHER THAN CANNED), SAUSAGES
NON-ALCOHOLIC DRINKS OIL, BUTTER AN OTHER FAT
OTHER POTATOES OR OTHER TUBERS
SUGAR OR HONEY TEA OR COFFEE
VEGETABLES

 77 are inhabitants of 

Orlivka 

 50 are from Tonenke  

(3 kms from Orlivka) 

 74 are from  

Lastochkyne (4 kms 

from Orlivka) 

 34 are from Vodyane  

(8 kms from Orlivka) 

 22 are from Severne  

(5 kms from Orlivka) 

 25 are from Umanske  

(4 kms from Orlivka) 

Main types of purchased goods in % 

Type of food purchased 



 

« FORTUNA », VERKHNIOTORETSKE VILLAGE – YASYNUVATSKII 

RAION 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

Grocery Information 

Distance from contact line: 1 km 

Owner: Liubov Mykolaiivna 

Retail area: 40 m² 

Grocery renovation thanks to the 
project: installation of Internet 
connection 

Amount of vouchers spent in the 
shop through the project: 190 795 
UAH  

Variation of turnover: increase of 
50% according to the shopkeeper 

Number of transactions made 
through electronic vouchers during 
the project: 1231 (an average of 
2,9 per voucher) 

Beneficiaries 
 

212 households benefited from the project: 

 177 are from Verkhniotoretske 

 

 35 are inhabitants of Troiske (3 kms from 
Verkhniotoretske 

11% 6% 24,9% 8,8% 17,4% 7%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

1

BEANS, PULSES, LENTILS BREAD AND FLOUR PRODUCTS
CANNED FISH CANNED MEAT
CEREALS, RICE, PASTA CHEESE, YOGHURT AND OTHER DAIRY PROUCTS
CONDIMENTS (SALT, PEPPER, SPICES) FISH (OTHER THAN CANNED)
FRUITS MEAT (OTHER THAN CANNED), SAUSAGES
NON-ALCOHOLIC DRINKS OIL, BUTTER AN OTHER FAT
OTHER POTATOES OR OTHER TUBERS
SUGAR OR HONEY TEA OR COFFEE
VEGETABLES

Main types of purchased goods in % 

53,3%
46,7% Fresh

Dry

Type of food purchased 



 

« KREPOST N°2 », AVDEEVKA VILLAGE – YASYNUVATSKII RAION 

 

 

 

 

 

 

 

 

 

 

 

 

 

58,7%

41,3%
Fresh

Dry

Grocery Information 

Distance from contact line: 0.5 km 

Owner: Klushnik Nadiia Fedorivna 

Retail area: 60 m² 

Number of persons hired thanks to the 
project: 1 woman full time  

Grocery renovation thanks to the project: 
purchase of a fridge 

Amount of vouchers spent in the shop 
through the project: 162 063 UAH  

Variation of turnover: increase of 10% 
according to the shopkeeper 

Number of transactions made through 
electronic vouchers during the project: 
2380 (an average of 3,3 per voucher) 

Beneficiaries Type of food purchased 

361 households benefited from the project: 

 249 are inhabitants of 

Orlivka 

 3 are from Vesele  

(2.5 kms from 

Adveevka) 

 40 are from  Kamyanka 

(6 kms from Adveevka) 

 20 are from Petrovske  

(6 kms from Adveevka) 

 49 are from 

Krasnagorivka  

(7 kms from Adveevka) 

  

5,3% 32,3% 12,4% 19,8% 5,3%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

1

BEANS, PULSES, LENTILS BREAD AND FLOUR PRODUCTS
CANNED FISH CANNED MEAT
CEREALS, RICE, PASTA CHEESE, YOGHURT AND OTHER DAIRY PROUCTS
CONDIMENTS (SALT, PEPPER, SPICES) FISH (OTHER THAN CANNED)
FRUITS MEAT (OTHER THAN CANNED), SAUSAGES
NON-ALCOHOLIC DRINKS OIL, BUTTER AN OTHER FAT
OTHER POTATOES OR OTHER TUBERS
SUGAR OR HONEY TEA OR COFFEE
VEGETABLES

Main types of purchased goods in % 

 

 



 

« MRIIA », KALYSHEVAKHA VILLAGE – POPASNA RAION 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Grocery Information 

Distance from contact line: 1 km 

Owner: Ms Tetiana Mykolaiivna 

Retail area: 45 m² 

Grocery renovation thanks to the 
project: purchase of two fridges and 
installation of Internet connection 

Amount of vouchers spent in the shop 
through the project: 270 000 UAH  

Variation of turnover: increase of 50% 
according to the shopkeeper 

Number of transactions made through 
electronic vouchers during the 
project: 1359 (an average of 2.3 per 
voucher) 

    Beneficiaries 

300 households benefited from the project, in 
Kalyshevakha village 

 

41,1%

58,9%

Fresh

Dry

5,4% 5,7% 18,7% 13,7% 11,2% 21,8%
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BEANS, PULSES, LENTILS BREAD AND FLOUR PRODUCTS
CANNED FISH CANNED MEAT
CEREALS, RICE, PASTA CHEESE, YOGHURT AND OTHER DAIRY PROUCTS
CONDIMENTS (SALT, PEPPER, SPICES) FISH (OTHER THAN CANNED)
FRUITS MEAT (OTHER THAN CANNED), SAUSAGES
NON-ALCOHOLIC DRINKS OIL, BUTTER AN OTHER FAT
OTHER POTATOES OR OTHER TUBERS
SUGAR OR HONEY TEA OR COFFEE
VEGETABLES

Main types of purchased goods in % 

Type of food purchased 

 

 



 

« SHESTOI », NYZHNYE VILLAGE – POPASNA RAION 

 

 

 

 

 

 

 

 

 

 

 

Type of food purchased 

 

 

 

 

 

Main types of purchased goods in %  

Grocery Information 

Distance from contact line: 6.5 km 

Owner: M Miokov Valentyn 
Oleksandrovytch 

Retail area: 70 m² 

Number of persons hired thanks to 
the project: 1 woman part-time 

Amount of vouchers spent in the shop 
through the project: 288 000 UAH  

Variation of turnover: increase of 5% 
according to the shopkeeper 

Number of transactions made through 
electronic vouchers during the 
project: 1296 (an average of 2 per 
voucher) 

    Beneficiaries 

 

321 households benefited from the project,  

in the village of Nyzhnye 

 

27,2%

72,8%

Fresh

Dry

5,1% 11,2% 20,1% 10,1% 34,6%
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BEANS, PULSES, LENTILS BREAD AND FLOUR PRODUCTS
CANNED FISH CANNED MEAT
CEREALS, RICE, PASTA CHEESE, YOGHURT AND OTHER DAIRY PROUCTS
CONDIMENTS (SALT, PEPPER, SPICES) FISH (OTHER THAN CANNED)
FRUITS MEAT (OTHER THAN CANNED), SAUSAGES
NON-ALCOHOLIC DRINKS OIL, BUTTER AN OTHER FAT
OTHER POTATOES OR OTHER TUBERS
SUGAR OR HONEY TEA OR COFFEE
VEGETABLES

 

 



 

« AELITA », NOVOTOSHVIVKA VILLAGE – POPASNA RAION 

 

 

 

 

 

 

 

 

 

 

Type of food purchased   

 

 

 

 

 

 

Main types of purchased goods in % 

Grocery Information 

Distance from contact line: 1 km 

Owner: M Petrov Vitalii 

Retail area: 80 m² 

Grocery renovation thanks to the 
project: new shelves for hygiene 
products 

Amount of vouchers spent in the shop 
through the project: 184 028 UAH  

Variation of turnover: increase of 40% 
according to the shopkeeper 

Number of transactions made through 
electronic vouchers during the 
project: 1022 (an average of 2.5 per 
voucher) 

Beneficiaries 

168 households benefited from the project: 

 117 are from Novotoshvivka 

 

 51 are inhabitants of Novoivanivka (7 kms from 
Novotoshvivka) 

56,2%

43,8% Fresh

Dry

4,8% 5,3% 8% 24,1% 13,2% 8,1%
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BEANS, PULSES, LENTILS BREAD AND FLOUR PRODUCTS
CANNED FISH CANNED MEAT
CEREALS, RICE, PASTA CHEESE, YOGHURT AND OTHER DAIRY PROUCTS
CONDIMENTS (SALT, PEPPER, SPICES) FISH (OTHER THAN CANNED)
FRUITS MEAT (OTHER THAN CANNED), SAUSAGES
NON-ALCOHOLIC DRINKS OIL, BUTTER AN OTHER FAT
OTHER POTATOES OR OTHER TUBERS
SUGAR OR HONEY TEA OR COFFEE
VEGETABLES

 



 

« VODOLEI », SVETLYCHNE VILLAGE – POPASNA RAION 

 

 

 

 

 

 

 

 

 

 

Type of food purchased  

 

 

 

 

 

Grocery Information 

Distance from contact line: 7.5kms 

Owner: Ms Horoshko Alla 
Dmytriivna  

Retail area: 65 m² 

Amount of vouchers spent in the 
shop through the project:  

102 600 UAH  

Variation of turnover: increase of 
10% according to the shopkeeper 

Number of transactions made 
through electronic vouchers during 
the project:  487 (an average of 2 
per voucher) 

Beneficiaries 

 

115 households benefited from the project 

66,9%

33,1% Fresh

Dry

7,2% 8,7% 11,5% 15,2% 22,1% 11,9% 12,9%
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BEANS, PULSES, LENTILS BREAD AND FLOUR PRODUCTS
CANNED FISH CANNED MEAT
CEREALS, RICE, PASTA CHEESE, YOGHURT AND OTHER DAIRY PROUCTS
CONDIMENTS (SALT, PEPPER, SPICES) FISH (OTHER THAN CANNED)
FRUITS MEAT (OTHER THAN CANNED), SAUSAGES
NON-ALCOHOLIC DRINKS OIL, BUTTER AN OTHER FAT
OTHER POTATOES OR OTHER TUBERS
SUGAR OR HONEY TEA OR COFFEE
VEGETABLES

Main types of purchased goods in % 

 



 

 
 

« GURMAN », POPASNA CITY – POPASNA RAION 

 

 

 

 

 

 

 

 

 

 

Type of food purchased  

 

 

 

 

 

 

Main types of purchased goods in % 

Grocery Information 

Distance from contact line: 6 kms 

Owner: M. Fil Oleksandr 

Retail area:  120m² 

Amount of vouchers spent in the 
shop through the project:   

207 861 UAH  

Variation of turnover: increase of 
10% according to the shopkeeper 

Number of transactions made 
through electronic vouchers 
during the project:  1393 (an 
average of 3 per voucher) 

Beneficiaries 

 

231 households benefited from the project 

 64,6%

35,4%
Fresh

Dry

5,7% 7,7% 6,7% 11,7% 32,3% 5,4%
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CANNED FISH CANNED MEAT
CEREALS, RICE, PASTA CHEESE, YOGHURT AND OTHER DAIRY PROUCTS
CONDIMENTS (SALT, PEPPER, SPICES) FISH (OTHER THAN CANNED)
FRUITS MEAT (OTHER THAN CANNED), SAUSAGES
NON-ALCOHOLIC DRINKS OIL, BUTTER AN OTHER FAT
POTATOES OR OTHER TUBERS SUGAR OR HONEY
TEA OR COFFEE VEGETABLES



 

« MAKS », POPASNA CITY – POPASNA RAION 

 

 

 

 

 

 

 

 

 

 

Type of food purchased 

 

 

 

 

 

 

Grocery Information 

Distance from contact line: 6 kms 

Owner: Ms Parshina Liudmyla 
Mykolaiivna 

Retail area:  75m² 

Grocery renovation thanks to the 
project: purchase of two fridges 

Amount of vouchers spent in the shop 
through the project:  144 000 UAH  

Variation of turnover: increase of 13% 
according to the shopkeeper 

Number of transactions made through 
electronic vouchers during the 
project:  852 (an average of 2.6 per 
voucher) 

Beneficiaries 

 

163 households benefited from the project 

 
64,5%

35,5% Fresh

Dry

7,4% 8,5% 46,8% 13,8%
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CANNED FISH CANNED MEAT
CEREALS, RICE, PASTA CHEESE, YOGHURT AND OTHER DAIRY PROUCTS
CONDIMENTS (SALT, PEPPER, SPICES) FISH (OTHER THAN CANNED)
FRUITS MEAT (OTHER THAN CANNED), SAUSAGES
NON-ALCOHOLIC DRINKS OIL, BUTTER AN OTHER FAT
OTHER POTATOES OR OTHER TUBERS
SUGAR OR HONEY TEA OR COFFEE
VEGETABLES

Main types of purchased goods in % 

 


