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PREFACE

At the instance of the Swedish Government, the National Indust
rial Board (SIND) has undertaken a survey of government export 
promotion measures in certain countries, the aim being to des
cribe export promotion measures in those countries and means 
whereby governments support various export activities. The 
following countries have been studied: Canada, the United 
Kingdom, France, Italy, Japan, Singapore, South Korea, the USA 
and West Germany.

The study was conducted in 1983. Facts were collected mainly by 
means of interviews, in the various countries concerned, with 
representatives of the principal public and private export 
organisations.

The National Industrial Board wishes to record its sincere 
gratitude to all the organisations and individual persons inter
viewed and to those who have supplied viewpoints in other ways. 
A similar debt of gratitude is owed to the Swedish embassies in 
the nine countries investigated and to the Swedish Trade Offices 
of the Swedish Trade Council for their valuable assistance in 
making preparations for the interviews.

The study was conducted at the Research Department of SIND by 
Director Helge Herzog and by Professor Sten Söderman of Söderman 
& Co. AB.

Stockholm, 1984

Bengt Åke Berg 
Director General
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Introduction
The purpose of this study is to describe export promotion meas
ures in a number of countries. These national descriptions can 
then be compared with one another. It will be possible to 
identify differences, but on the other hand it will not be 
possible to say whether any one country is better at export 
promotion than another. Thus the main usefulness of this study 
will be of a fact-finding character.

The term export promotion covers various sales promotion act
ivities such as counselling, the supply of market information, 
market research, and the arrangement of trade fairs and "road 
shows" etc. The term also includes export credits and the 
insurance of export transactions for political and commercial 
risks. In some countries a great deal of assistance takes the 
form of direct export promotion. It is of course a debatable 
point to what extent development assistance should be included in 
a country's export promotion effort. In the present study, 
export promotion measures are taken to include "tied" development 
assistance in the case of countries where such assistance was 
referred to in the course of interviews as an essential part of 
national export promotion. Military assistance has also been 
included in cases where it takes the form of deliveries by 
national industrial enterprises.

Government expenditure on export promotion in 1982 has been 
calculated as comprising State grants to public authorities and 
private organisations for export activities. Export credit costs 
refer solely to subsidisation between the commercial interest 
rate and the international consensus level. Insurance costs 
comprise the grants provided by the State to cover compensation 
payments to export enterprises for insured political and com
mercial risks.

One of the initial principles was that equal numbers of European 
and Asian countries, the latter mainly comprising NICs, were to



be investigated. Following detailed discussions, the project 
group agreed on six countries: Italy, France, West Germany, 
Japan, South Korea and Singapore.

In addition to the three European countries selected being 
important trading partners and competitors of Swedish companies, 
France and Italy were judged a priori to be of interest because 
of the great extent to which the State was felt to be involved in 
their export promotion efforts. West German success in inter
national trade was considered worth investigating, especially in 
view of the conspicuously small export promotion effort occurring 
in the public sector.

Where the Asian countries were concerned, Japan was selected as 
the first post-war NIC. Japan's institutional structure has 
served as an ideal model to other rapidly growing Asian countries 
which are expected to become formidable competitors. In addition 
to Japan, South Korea and the small country of Singapore seemed 
natural choices, both being countries with rapidly growing output 
and exports and active export promotion measures.

Attention was made to focus on three more countries, viz the 
United Kingdom, the USA and Canada, partly because these count
ries were passing through a process of reorganisation whose 
preconditions, logic and effects could be worth studying.

Fact-finding methods were based on a traditional social- 
scientific procedure, starting with desk research and then 
proceeding to interviews of experts in the nine countries. The 
organisations interviewed are listed in an appendix.

Given this background, it seemed natural to divide the des
criptions of export promotion measures in the selected countries 
into four sections, as will now be explained.

The first section deals with a number of characteristics of each 
country's economic structure, especially as regards its inter-



national dependence. This is meant to give the reader a frame of 
reference which will facilitate the assessment of facts presented 
later on concerning export promotion.

The second section is an overview of the organisations actively- 
involved in export promotion. For each country this begins with 
an attempt to summarise, in tabular form, the resources which 
that country earmarks for export promotion measures and which 
could be regarded as that country's international "marketing 
budget". We have compiled an economic digest of the items of 
expenditure relating to export promotion inputs.

In the third section, national export promotion measures are 
regarded from the exporter's viewpoint. When should export 
promotion measures be taken? We have assumed that a company 
which is going to export passes through various stages. Firstly, 
the entrepreneur with no previous experience of export trade has 
to decide that he is going to export. During this initial stage 
(referred to below as step 1) , certain export promotion organ
isations are involved; this raises the special question as to 
where the exporter obtains support and stimulus. During the 
second phase (step 2) the company which has decided to export has 
to plan its production and modify its products to suit each 
market. What export promotion organisation are involved then, 
and what amenities are provided? In the third phase (step 3) the 
products have to be marketed. What governmental and private 
organisations can help in this connection? In the fourth phase 
(step 4) credits and guarantees play an important part in en
couraging and strengthening the enterprise further.

In the fourth part of our description of nine countries an 
attempt is made to sum up the national idiosyncrasies of each 
country's export promotion.





National characteristics

Italy
i

Italy, like France, has an extensive foreign trade. For several 
years now the country has had difficulty in achieving satisfact
ory economic growth and full employment, especially in its less 
developed souther regions. High inflation and important external 
and internal imbalances have tended to impair national competi
tive strength. Table 1 shows the movement of exports and the 
country's total output of goods and services, i.e. gross national 
product (GNP).

Table 1 Italy: various economic data

1978 1979 1980 1981 1982

Export^ in mill.
of US$ 56,065 72,227 77,676 75,284 73,374
Export/GNP % 38.4 40.6 34.8 28.7 24.0
Export per capita $ 988 1,269 1,361 1,316 1,287
GNP per capita $
GNP in mill, of

2,574 3,127 3,903 4,581 5,368

us$<2) 145,930 177,908 222,877 262,055 306,024

(1) Source: IMF Direction of Trade Statistics; Yearbook 1982
and May 1983.
(2) US$ = 1,520 lire.

Table 2 shows the national breakdown of Italian exports. The EEC 
bulks large in Italy's foreign trade, with more than one-third of 
Italian exports going to the biggest markets, viz West Germany, 
France and the United Kingdom. Altogether the industrialised 
countries account for more than two-thirds of Italy's exports, 
and the state-trading countries have a diminishing share which 
falls short of 5%. The petroleum-exporting countries and de
veloping countries each account for roughly one-sixth of Italian



exports. Here as with French exports, chemical products and 
foodstuffs are very prominent items.

Table 2 National breakdown of exports*
Millions of US$

1978 1979 1980 1981 1982

Industrialised
countries 37,568 49,616 51,348 45,550 46,797
State-trading
countries 2,170 2,424 2,472 2,387 2,369
Petroleum-exporting
countries 6,944 7,678 9,702 12,746 10,643
NICs 995 1,123 1,316 1,761 1,518
Developing
countries 8,388 11,386 12,838 12,840 12,047

Total exports 56,065 72,227 77,676 75,284 73,374

* The countries in each category are enumerated in Appendix 2.

Source: "Direction of Trade Statistics", May 1983.
IMF "Direction of Trade Statistics, Yearbook 1982".
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2. Export promotion - an overview

2.1 National government spending on export promotion in Italy 
1982

Table 3 provides an indication of the cost of the Italian export 
promotion system

Table 3 Italian export promotion expenditure in 1982

Millions of US$

ICE 75 
Medio Credito Centrale 94 
SACE 125 
Confindustria 5 
Structural loans for the establishment of subsidiaries 4 
94 chambers of commerce in Italy 24 
Chambers of commerce abroad 1 
Mixed credits 25

Total 453

Export promotion as a percentage of exports ($73,374 millions) =
0.6%
Export promotion per capita (57 millions) = $8

As in many other countries, export finance is the main item of 
expenditure, but it is less dominant in Italy than in France. 
Another point worth noting is that quite significant amounts go 
to originally private institutions concerning with export promo
tion.

2.2 The principal export promotion institutions

The Ministry of Foreign Trade is the centre of export promotion 
activities in Italy. The leading export promotion organisation,



ICE (Istituto per il Commercio Estero), comes under the authority 
of this ministry. Grouped round ICE are the export finance 
institutions, Medio Credito Centrale for credits and SACE for 
guarantees. Other institutions concerned with export promotion 
are Feder Export, which receives a certain amount of technical 
support from Confindustria, and the chambers of commerce in Italy 
and abroad.

ICE (Istituto per il Commercio Estero), then, comes under the 
Ministry for Foreign Trade in Rome and has a staff of 1,800. It 
operates through its head office in Rome, 38 local offices in 
Italy and 75 offices abroad. Eight of these last mentioned serve 
as "Italian trade centres", which means that floorspace is made 
available to Italian companies in various export contexts.

ICE, founded as long ago as 1926, was originally concerned with 
agricultural and food exports. Its emphasis has increasingly 
shifted, however, towards other consumer goods and producer 
goods. In addition, it takes in the whole traditional range of 
export promotion activities, such as trade fairs and exhibitions, 
"roadshows" and information services, and export advisory ser
vices. Courses and training programmes of various kinds are 
organised for the benefit of small and medium-sized enterprises.

ICE has also built up its own central databank - the Banca Dati 
system - which contains information on general economic condi
tions in various countries, on importers in each country by 
product groups, and on Italian manufacturers and exporters. 
Access to the system is free of charge and information is mostly 
supplied to about 250 inter-company organisations, such as trade 
associations and chambers of commerce, which in turn pass on the 
information to their members. In this way information achieves 
nationwide coverage and, through the various local organisations, 
can also be combined with direct advisory services.

ICE also issues publications to assist exporters. A daily 
information bulletin "Informazioni", supplies news from various



markets, information on the technicalities of export trade etc. 
In addition there is the journal "Esportare", published fort
nightly and containing more extensive articles and market analy
ses .

The 94 chambers of commerce in Italy are an important instrument 
in Italy's export promotion. These chambers of commerce vary a 
great deal in size and vigour, but they constitute part of the 
export promotion effort. They receive annual support from the 
state totalling $24 million, which constitutes upwards of two- 
thirds of their combined revenue.

The chambers of commerce abroad also play an important part in 
export promotion. There are 40 altogether, including 28 author
ised by the Ministry for Foreign Trade. Financial support 
received from the Ministry totals roughly $1 million. There are 
about 15 chambers of commerce in Latin America and Western Europe 
respectively, the remainder being evenly distributed between 
North America, Asia and A.frica. In many cases the chambers of 
commerce are important export advisers in the countries where 
they are active, and through their contacts with local enterprise 
they can offer consulting assistance and support from native 
companies.

The Italian organisation of industry and employers, Confind
ustria, does not engage directly in export promotion measures but 
plays an important part through its subsidiary Feder Export, 
especially where small and medium-sized companies are concerned. 
Feder Export has the task of encouraging export collaboration 
between different companies in what are termed consortia. There 
are 120 of these consortia today, and each of them has to com
prise at least five member companies in order to qualify for 
government support. The consortia can organise joint sales 
efforts, and they can also offer a joint sales organisation 
whereby dovetailing products are brought together so as to offer 
customers a wider range. The local chamber of commerce is often 
a prime mover in the establishment of new consortia.



The government support payable to consortia covers 50% of their 
combined expenditure during each of the first five operating 
years. After this the rate of support is reduced to 40%. 
National government expenditure on these consortia totals $5 
million annually and is disbursed by the Ministry for Foreign 
Trade.

Italy, like France, has an extensive system of state-supported 
export finance. The central institution in this system is Medio 
Credito Centrale, which was set up in 1952 to offer refinancing 
to small and medium-sized companies and, subsequently, to provide 
state support for medium and long-term export finance. Medio 
Credito has 16 regional offices.

Medio Credito comes under the Ministry of Finance and is governed 
by a council including representatives of the ministries most 
immediately involved (the Ministry of Finance, the Ministry of 
Industry, the Ministry of Trade, the Ministry for Foreign Trade 
and the Ministry for Foreign Affairs).

Medio Credito's export finance takes the form of direct loans and 
rediscounting, as well as interest subsidies or a combination of 
both. Both types of support are combined for lira finance. Thus 
Medio Credito both supplies funds at a low rate of interest and 
pays interest subsidies in order, together with the finance 
coming from the credit institutions providing medium- and long
term credits, to achieve a final lending rate corresponding to 
the international export credits agreement. Just as in other EEC 
countries, there is no state-supported finance for exports to 
other common market countries. For finance in foreign curren
cies, Medio Credito collaborates with the Italian commercial 
banks, which contract loans in the international credit markets 
and obtain an interest equalisation grant from Medio Credito so 
as to be able to advance loans at interest rates in keeping with 
the international export credits agreement. Recently Medio 
Credito, like the French export finance system, has probably also



begun offering finance in so-called low-interest currencies at 
rates below those of the international export credits agreement.

Since 1981 it has also been possible to obtain state-supported 
loans for investments in marketing, especially after-sales 
service and stockpiling. These loans are disbursed by Medio 
Credito and are combined with interest subsidies from the 
Ministry for Foreign Trade. The loans are five years, with no 
instalments payable for the first two years, and their subsidisa
tion rate is something in the region of 10%. This loan is 
subject to a maximum limit of $1 million per company. The 
majority of loans hitherto have gone to consortia and small 
companies and have been concerned with the establishment of 
subsidiaries abroad.

State expenditure for 1982 in connection with the subsidisation 
of export credits is estimated at $94 million.

Italian export guarantees are provided by SACE, which was set up 
in 1977 and is an independent, state-owned institution. SACE is 
supervised by the Ministry of Finance (Medio Credito also comes 
under the supervision of this "Ministero del Tesoro", a counter
part of the British Treasury) and is headed by a committee made 
up of representatives of the Ministry of Finance, the Ministry 
for Foreign Trade and Medio Credito Centrale, together with one 
representative of the INA insurance institute. SACE not only 
provides export credit guarantees of various kinds but is also 
authorised by the Ministry for Foreign Trade to issue currency 
exchange permits, which are always required for credits in excess 
of 12 months, provided the credit period does not exceed 7 years 
(for longer periods, an application has to be made to the 
Ministry for Foreign Trade). SACE provides extensive guarantees 
against both political and commercial risks, and in this connec
tion, like similar institutes in other countries, it stipulates 
that the award of credits must be in line with the rules of the 
international credits agreement. SACE offers not only payment 
guarantees of the traditional variety but also, to some extent,



exchange rate risk guarantees and guarantees concerning perform
ance undertakings, advance payment etc. It is also possible to 
take out insurance through SACE against certain risks connected 
with direct investments abroad.

Until 1981 SACE operated without a loss, but that year it re
turned a deficit of $60 million and twice that amount in 1982. 
These losses have had to be made good by the Ministry of Finance.

Mixed credits, as they are called, are also included in the 
Italian export finance arsenal. Applications for mixed credits 
are made to SACE, which passes them on to the Ministry for 
Foreign Affairs (the government department responsible for 
international development assistance), after which the matter is 
considered by Medio Credito. The amount earmarked for credits of 
this kind is said to be about $125 million.

2.3 The concept of export promotion in Italy

Export promotion in Italy does not seem to be integrated with the 
national government apparatus or with industry and commerce in 
anything like the same way as in France. Through ICE, the state 
offers a relatively extensive repertoire of services through 
which information and advice are obtainable centrally, locally 
and abroad. Deeper contacts between companies, however, seem 
mostly to proceed through the chambers of commerce in Italy and 
abroad.

Export finance policy is important but can be said to lead a life 
of its own to one side of other export promotion measures. It is 
worth noting, however, that the Italian banks play an active part 
in state-supported export finance, especially finance in foreign 
currency, so that these activities are firmly linked with in
dustry and commerce.



Figure 1 Export promotion organisations in Italy
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activities respectively.
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Medio Credito Centrale



3. Export promotion from an exporter's viewpoint

3.1 Where does the exporter have access to support?

Just as in France, the exporter has many opportunities of profit
ing by export promotion measures. ICE has several local offices, 
though some of our respondents tell us that these are not gener
ally reputed to possess any considerable export promotion expert
ise. However, the information distributed through sectorial 
organisations, chambers of commerce etc. used by ICE enables 
exporters to get in touch with export promotion agencies through
out the country. In addition, both ICE offices and the trade 
departments of Italian embassies, as well as Italian chambers of 
commerce abroad, provide opportunities of support in a large 
number of overseas markets.

It also seems fair to say that ICE publications, together with 
bulletins and journals of various kinds published by trade 
organisations and chambers of commerce,, are quite &i< effective 
means of disseminating information. Some part is probably also 
played by the Banca Dati information system.

ICE, trade organisations and chambers of commerce also maintain a 
comprehensive range of training courses and seminars.

3.2 Planning and production support

There are not many signs of export promotion in Italy beginning 
already at this stage.

3.3 Marketing support

This seems to be the main level at which Italian export promotion 
deploys its main efforts. The whole range of ICE's activities 
appears to be concerned with helping exporters who are interested 
in foreign markets to obtain information, conduct market re
search, find customers and representatives, and display their



products at trade fairs, exhibitions, trade centres and delega
tion visits etc. Otherwise the state seems mainly concerned with 
facilitating various forms of collaboration between small and 
medium-sized companies, so as to strengthen their competitive 
power. Efforts on behalf of the big company are of course easier 
to restrict in a country where such companies tend very often to 
be large state-owned conglomerates in various fields.

3.4 Finance and guarantees

In Italy too, inputs of this kind play an important part in 
export promotion, but as a whole they seem to be fairly normal by 
comparison with the export promotion measures of other large 
Western European countries.

3.5 Related forms of support

Italian export promotion revolves to a great extent round the 
Ministry for Foreign Trade and ICE. It is hard to discern any 
more advanced or systematic co-ordination with the policy of 
upper sectors, e.g. industrial policy. The only directly dis
cernible interface is the support which the chambers of- commerce 
in Italy obtain through the Ministry of Industry, though this 
support is probably more concerned with the duties of registra
tion and statistical compilation incumbent on the chambers of 
commerce than with their contributions to export promotion.



Figure 2 The focus of export promotion on various activities

PUBLIC ICE ICE SACE
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Feder Export: A subsidiary of Confindustria 
ICE: Istituto per il Commercio Estero
SACE: Sezione Speciale per 1'Assicurazione del Credito 

all ' Esportazione 
Chambers of commerce abroad 
Chambers of commerce in Italy 
Medio Credito Centrale



4. National idiosyncrasies

ICE's methods of operating through trade organisations and 
chambers of commerce in order to disseminate information suggests 
a fruitful interaction of private and national government inter
ests. At the same time, many remarks have been made which 
suggest that the interaction of private and governmental export 
promotion inputs is less well developed. At all events, Conf- 
industria's efforts to promote export co-operation through its 
subsidiary Feder Export suggests a desire on the part of private 
enterprise to participate in consortia and co-operation of a kind 
which the Italian export promotion agencies consider worth while.

It has not been possible to discern any particular signs of 
advanced interaction in this respect.

The ICE programme makes small and medium-sized companies the 
focal point of export promotion activities. Support from Feder 
Export for export co-operation refers exclusively to small and 
medium-sized companies. There is reason to believe that the big 
companies, not least those which are state owned, can in other 
ways derive direct advantage from state inputs in their interna
tional activities.





France
1 National characteristics

France has an extensive foreign trade. Exports and GNP for the 
past few years are shown in the following table.

Table 1 France: various economic data

1978 1979 1980 1981 1982

Exports^ in mill, 
of US$ 79,380 100,692 116,015 106,425 96,688
Exports/GNP % 28.4 31.6 32.1 26.2 20.9
Exports per capita $ 1,489 1,882 2,160 1,972 1,790
GNP per capita $ 5,336 5,954 6,713 7,526 8,547
GNP in mill, of
us$<2) 278,999 318,397 360,563 406,130 463,441

(1) Source: IMF Direction of Trade Statistics; Yearbook 1982
and May 1983.
(2) US$ = 7.70 francs.

Table 2 shows the national breakdown of French exports. The
picture which emerges is not very surprising, with two-thirds of 
exports going to industrialised countries and more than one-third 
to the neighbouring EEC countries West Germany, Italy and Bel- 
gium-Luxembourg. State-trading countries and petroleum-exporting 
countries have small and quite stable shares of exports. The
same goes for the NICs, who receive only 2% of French exports. 
The developing countries account for almost one-fifth of exports, 
following a substantial rise in recent years, accompanied by a 
corresponding decline in the shares of the industrialised count
ries. Although engineering products and semi-manufactures are 
the main exports to the largest receiving countries, chemical



products and foodstuffs have astonishingly large shares for a 
highly industrialised Western European country.

The former colonies play an important part in French exports to 
the developing countries.

Table 2 A National breakdown of exports*
Millions of US$

1978 1979 1980 1981 1982

Industrialised
countries 53,147 68,079 75,456 66,083 61,120
State-trading
countries 2,625 3,664 4,514 3,782 2,920
Petroleum-exporting
countries 6,231 7.150 9,388 10,492 9,905
NICs 1,474 1,860 1,968 2,039 1,883
Developing
countries 15,903 19,939 24,689 24,028 20,860

Total exports 79,380 100,692 116,015 106,425 96,688

* The countries in each category are enumerated in Appendix 2.

Source: "Direction of Trade Statistics", May 1983.
IMF "Direction of Trade Statistics, Yearbook 1982".



2 Export promotion - an overview

2.1 National government spending on export promotion in
France 1982

Export promotion expenditure has been difficult to pin down and 
is surrounded by a great deal of uncertainty. Even allowing a 
generous margin of uncertainty, however, we can safely say that 
French export promotion resources are to a very great extent 
concernd with export finance. The system of export finance is of 
such a character that its costs are not easy to identify direct
ly. Probably they amount to something between 2 and 6 billion 
French francs (some estimates refer to 10 billion). All in all, 
therefore, it would seem reasonable to suppose that French export 
promotion expenditure amounts altogether to upwards of 11 billion 
French francs or 1.3 US$.

Table 3 French export promotion expenditure in 1982

Millions of US$

Ministry for Foreign Trade^ 45
(2)Development credits 400

CFCE1 2 3 (4) 5 17
COFACE(3) 250

(5)Tax concessions for overseas investments 163
CFMEE 6
BFCE<4) 500

Total 1,381

Export promotion as a percentage of exports ($96,688 millions) = 
1.4%
Export promotion per capita (54 millions) = $25

(1) From "Projet de Lor"
(2) Information supplied by "Prêt de Trésor"
(3) Information supplied by the Swedish Embassy in Paris
(4) Estimate
(5) See note (3), above.



2.2 The principal export promotion institutions

France has a very extensive and versatile export promotion 
system, centring round DREE (Direction des Relations Economiques 
Extérieures) , which is a policy-making body and is responsible 
for all important decisions in this field. DREE is a unit of the 
Ministry of Economic A£fairs and Finance but also has direct 
relations with the Ministry for Foreign Trade and the Ministry 
for Industry, and comes under the authority of the Minister for 
Foreign Trade. DREE not only plays a vital part in export 
promotion and finance but is also responsible for bilateral trade 
agreements and has multilateral trade-policy duties in French 
relations with international agencies.

CFCE, Centre Francais du Commerce Extérieure, is the French 
governmental export promotion agency, above all resembling the 
Swedish Trade Council. CFCE, however, has a purely informative 
role and is not concerned with assisting companies in connection 
with specific export problems. CFCE organises actions abroad for 
individual companies and collective French manifestations, trade 
fairs and suchlike. CFCE also has extensive data collection 
activities with reference to foreign markets. Among other things 
it publishes national market studies, information on state 
purchasing, market risks, cyclical assessments, questions of 
export technique, rules and regulations with a bearing on foreign 
trade etc. CFCE publishes a weekly journal, MOCI (Moniteur du 
Commerce International), offering exporters practical advice on 
questions of every kind.

CFCE has recently been reorganised to make its services more 
readily available to companies and more in line with company 
needs. Thus a new department for industry and services has been 
set up, as well as a department for external contacts and advis
ory services. Télémaque, a new system for the distribution of 
selected information, has been tested and is to be introduced on 
a commercial, subscription basis. Geographical priorities have



also been defined for the organisation, which in future will be 
mainly concentrating on the OECD countries, especially the EEC, 
the petroleum-exporting countries and NICs.

Mention should also be made in this connection of ACTIM, Agence 
pour la Coopération Technique, Industrielle et Economique, which, 
in association with the COFACE insurance institution, assists 
consulting firms by providing support for project studies. This 
support is for draft projects of feasibility studies supplied 
free of charge to the customer and exceeding 1 million francs in 
value. Grants vary from one case to another and are in principle 
repayable if a contract results.

CFMEE, Comité Français des Manifestations Economiques à 
l'Etranger, an organisation affiliated to CFCE, plays a pivotal 
part in supporting the export marketing activities of French 
enterprise. CFMEE has a budget of about 50 million francs for 
French export actions, participation in exhibitions, technical 
weeks etc. abroad. On average, the support given to partici
pating companies equals 45% of the cost of mounting various 
actions; the percentage rate of support varies from one group of 
target countries to another. CFMEE's activities are supported 
among other things by certain inputs from COFACE, such as exhi
bition guarantees. Roughly half of all French participation in 
trade fairs is said to be supported by CFMEE. In future CFMEE 
plans to concentrate more on specialised trade fairs, technical 
symposia etc. and also to tailor its supportive measures more 
closely to the inputs, perseverance etc. of the individual 
company.

French export marketing is also supported by COFICE, (Compagnie 
pour le Financement de Stock à l'Etranger, whose main task is to 
finance stockpiling by French companies abroad. COFICE's in
volvement includes the preparatory stage of sales and the imple
mentation of a contract. Finance can also include products for 
trade fair participation, supplementing COFACE's guarantees.



France is reputed to have one of the most developed and compre
hensive systems of export credits and export credit guarantees in 
the world. This system is subject to strict central control by 
DREE and operates mainly through the two institutions BFCE 
(Banque Française du Commerce Extérieure) and COFACE (Compagnie 
Française d'Assurance pour le Commerce Extérieure), both of which 
were founded in 1946 and in formal terms operate as commercial 
enterprises.

BFCE thus operates as an ordinary French commercial bank and is 
the official French bank for foreign trade. Its management 
includes representatives of enterprise, the public sector and the 
trade unions.

BFCE finances export credits mainly by loans contracted in the 
commercial markets, to a very great extent abroad, but it can 
also borrow from the Ministry of Finance. The bank does not make 
policy decisions in the field of export finance but engages in 
transactions approved by COFACE or DREE. BFCE occupies a unique 
position for financing credits running for more than seven years, 
and state-supported credits play a vital part in the interaction 
between the commercial banks and the Banque de France.

French exporters have access to export finance on the terms laid 
down by the international export credits agreement. In addition, 
since the end of 1982, they have also had access to finance in 
low-interest currencies, viz D-marks, yen and Swiss francs. 
These credits are financed through the banks, but the state 
exempts them from both interest charges and exchange risks.

COFACE offers the French company a very wide range of guarantees. 
COFACE covers the short-term commercial risks "on its own 
account", but its other guarantee activities are conducted on 
behalf of the state. Credit decisions are made by a committee 
within DREE and have a crucial effect on the exporters' prospects 
of obtaining state-supported finance, since this is dependent on 
a payment guarantee from COFACE.



COFACE is estimated to cover about one-third of French commodity 
exports, about 60% of exports to state-trading countries and 70% 
of exports to developing countries. Its substantial assumption 
of risks is estimated to have resulted in 1982 in a deficit of 
something like 2 billion francs. COFACE's turnover in absolute 
figures puts the organisation slightly behind the British ECGD 
but well ahead of the West Germany HERMES and the American EXIM 
Bank.

Banque de France, the French central bank, also plays an import
ant part in the French system of export finance, because it 
allows the commercial banks to discount export claims at a very 
favourable rate of interest over periods ranging between 2 and 7 
years. In this way the banks and BFCE are able to combine these 
cheap funds with commercially financed funds and give exports an 
export finance facility in keeping with the international export 
credits agreement. This type of finance makes it very hard to 
estimate the actual cost of French export credit subsidies, since 
to a great extent they appear only as an unrealised item of 
revenue in the Banque de France's income statement. Similarly, 
it is hard to arrive at a realistic appreciation of the costs and 
actual losses involved by French export credits, since COFACE 
operates both on its own behalf and, through DREE, on behalf of 
the government.

Development assistance credits continue to play an important part 
in French export support. France combines development assistance 
with commercial funds in such a way as to offer very advantageous 
conditions. Exporters are also supported through bilateral 
protocols referring to funds and long-term credits within the 
framework of commercial assistance to individual countries. The 
financial conditions of credits in the broad sense are defined by 
the Ministry of Economic Affairs and Finance in such a way as to 
make guarantees obtainable from COFACE and favour French exports.

In this connection, mention should be made of the Caisse Centrale 
de Coopération Economique, which provides finance for countries



in Africa, the Indian Ocean and French overseas areas. This 
organisation is an investment bank which awards funds or long
term loans combined with technical assistance. The loans, 
however, are disbursed to the exporter, not to the receiving 
country.

The state bank Credit National also has various financial systems 
with which to support French export capacity. For example, 
subsidised loans are advanced to companies for foreign invest
ments under the DIE-IPEX system. These loans are conditional on 
overseas investments being capable of generating exports equall
ing at least 3.5 times the amount invested over a five-year 
period. In this connection DREE also offers special guarantees 
against political risks.

A special agency, CODEX (Comité de Développement Exterieur), has 
also been set up within DREE to co-ordinate and supplement state 
supportive measures for small and medium-sized companies which 
have inaugurated export business and need to invest abroad.

There are also special tax concessions for foreign investments 
which can take the form of a temporary deduction or tax exemption 
or may entitle companies to deduct corporate tax paid abroad from 
their consolidated profits. The cost of these tax concessions in 
1980 was estimated at over 1.3 million francs.

Within the framework of Credit National, special financial 
support is also provided for investments in France calculated to 
benefit exports. Loans and investments can be financed through 
CIDISE, Comité Interministériel pour le Développement des Invest
issements et le Soutien de l'Emploi, and CODIS, Comité d*Orienta
tion pour le Développement des Industries Stratégiques. Invest
ment abroad is also obtainable through SOFINDEX, Société pour le 
Financement des Sociétés Exportatrices, which contributes finance 
to small and medium-sized companies for the development of export 
capacity. The intention is for inputs to take the form of equity 
capital or convertible bonds, the aim being for SOFINDEX after 4



or 6 years to be able to withdraw its capital and invest in new 
projects.

Through Credit National and DREE, companies can also obtain 
long-term subsidised loans to augment their export capacity under 
the COMEX system. Seventy per cent of investirent costs can be 
financed in this way, the aim being to augment export capacity.

Through ANVAR, Agence Nationale pour la Valorisation de la 
Recherche, which comes under the Ministry of Research and In
dustry, companies can also obtain support for innovative act
ivities. Interest-free loans are obtainable up to certain 
maximum amounts which are not repayable in the event of failure; 
these funds can be applied both to market research in France and 
abroad and to technical development.

2.3 The concept of export promotion in France

As the preceding account has already made clear, the French 
concept of export promotion is a very broad one. There is a 
centuries-old tradition of intervention in French society which 
has helped to generate a multiplicity of selective support and 
intervention in enterprise. In recent years a great deal of this 
support has been made to focus on exports, since the French share 
of exports is smaller than in most neighbouring countries and 
demands for international competitive strength in industry have 
been stepped up, not least as a result of free trade within the 
EEC. There is a tendency for this export promotion to place 
gradually increasing emphasis on support for small and medium
sized companies, which often lack both export tradition and 
competitive strength.

During the past year, the tradition of control has been consoli
dated above all through the new government's nationalisation of 
all major companies. The nationalisation of banking has given 
the state further opportunities of expanding its extensive 
financial support to enterprise and consolidating the tradition



of controlled finance and economic planning (dirigisme). Given 
this background, it is difficult at present to distinguish pure 
export promotion policy from more general economic policy, 
industrial policy and trade policy, the aim of which is to 
improve the general competitive strength of French enterprise.

3. Export promotion from an exporter's viewpoint

3.1 Where does the exporter have access to support?

Although in terms of control the French export promotion system 
is highly centralised, its efforts to reach its customers appears 
to be highly decentralised. Thus CFCE operates with a network of 
regional offices now numbering about 15. In addition, it has 
co-operation agreements with about two-thirds of the French 
chambers of commerce and industry. This means that companies can 
draw on CFCE information and services in a considerable number of 
places throughout the country.

BFCE, similarly, has about 15 regional offices outside the Paris 
region to which exporters can turn. This bank also has subsid
iaries in the USA, the UK, Italy and Singapore and representation 
offices in about 15 other countries. COFACE also has a regional 
network of offices in upwards of ten regions of France. In this 
way exporters can also obtain local advice in matters concerning 
finance and guarantees, added to which they always co-operate 
with their own banks, which are directly involved in the French 
system of export finance.

All these institutions produce information brochures of various 
kinds for French export enterprises. In addition, as stated 
earlier, the journal MOCI, published weekly, contains a variety 
of practical information and advice to exporters and supplies 
up-to-the-minute information concerning the services available to 
exporters within the overall system of export promotion in the 
broad sense. In this way it would seem as though companies both 
large and small can keep themselves quite well informed of the



services available. Yet the system has been criticised on the 
grounds that it is too complicated and diversified for export 
companies to command a proper overview.

3.2 Planning and production support

The previous main section showed that the French export promotion 
organisation operates very actively at this stage and offers 
exporters comprehensive support.

3.3 Marketing support

In this respect too, companies are offered a wide arsenal of 
inputs from CFCE and various specialised agencies. No specific 
mention is made here of the food and agricultural sector, which 
in France incorporates an even more abundant and profounder range 
of selective supportive measures. It is worth noting the way in 
which the French government creates a highly favourable marketing 
environment for exporters through the top-level inclusion of 
governmental representatives in delegations and suchlike and also 
by concluding bilateral development or co-operation agreements 
which also indicate conditions of finance and other arrangements 
designed to facilitate the activities of French enterprise.

3.4 Related forms of support

As we have already seen, French inputs in this field are perhaps 
among the most advanced in any of the western industrialised 
countries. There can hardly be any doubt that these inputs have 
been and remain an important factor in French competitive 
strength. The French systems are being emulated by other count
ries, insofar as they have been able to achieve complete insight, 
but in this sector too, French institutions have displayed 
considerable capacity for modifying their repertoire of services 
in response to changes in international markets.



3.5 Related forms of support

As we have already seen, the various selective forms of inter
vention in French society have a tradition which can make it hard 
to distinguish between measures specifically designed to promote 
exports and those intended to boost corporate competitive 
strength generally. The important thing is that there is a great 
deal of central planning and co-ordination in the French adminis
tration, with DREE as the banking fulcrum for the promotion of 
international competitive strength, and this makes it possible to 
co-ordinate efforts in various fields for the promotion of 
exports, overseas establishment and other French commercial 
expansion abroad which is considered desirable.



4. National idiosyncrasies

Export promotion in France is entirely dominated by governmental 
institutions, but as we have already seen, co-operation exists 
between the national government institutions and local chambers 
of industry and commerce. On the other hand, one does not have 
the impression that co-operation between national authorities and 
institutions on the one hand and such institutions as industrial 
federations and trade associations on the other has reached a 
very advanced level.

The interaction between export promotion and other governmental 
measures is more closely co-ordinated and subject to a greater 
measure of central control than in most other countries.

Efforts are in progress to focus support more specifically on 
small and medium-sized companies, many of which have neither the 
competitive strength nor the exporting experience required to 
compete successfully with foreign rivals. A special agency (the 
above mentioned CODEX within DREE) has been set up to co-ordinate 
and supplement governmental supportive measures for small and 
medium-sized companies. These companies are an important politi
cal factor, since firms with fewer than 500 employees account for 
more than 45% of employment.

The division of priorities in favour of small and medium-sized 
companies should result in exports of this kind receiving dim
inishing support in future. It should be borne in mind, however, 
that concentration on export finance and the provision of export 
credits will in practice result in a considerable proportion of 
export promotion resources still being devoted to exports of this 
kind. Moreover, these are the very connections in which official 
governmental involvement, in the form of ministerial participa
tion in delegation visits and negotiations and the establishment 
of national development assistance agreements, co-operation 
agreements and suchlike, frequently with in-built, separate 
credit agreements, provides very effective support for systematic



exports. And this is also the context in which "mixed" credits 
incorporating a large element of development assistance play an 
important part.



West Germany
1 National characteristics

The West German economy in recent years has been characterised by 
stable growth, low inflation and a strong export industry. The 
trade balance shows substantial surpluses. Exports and GNP in 
recent years are shown in the following table.

Table 1 West Germany: various economic data

Exports^ in mill, 
of US$
Exports/GNP %
Exports per capita $ 
GNP per capita $
GNP in mill, of 
US$ (2)

1978 1979 1980 1981 1982

142,451 171,804 192,861 176,086 176,432
28.4 31.6 33.4 29.3 28.4

2,323 2,800 3,132 2,855 2,862
8,187 8,851 9,380 9,736 10,094

501,939 542,911 577,463 600,420 622,170

(1) Source: IMF Direction of Trade Statistics; Yearbook 1982 
and May 1983.
(2) US$ = 2.57 DM.

Real GNP has more than doubled in the past 20 years, but growth 
was retarded in 1981 when the country experienced a decline of 
0.3% in real GNP. If it had not been for the rise in export 
sales, GNP would have declined by almost 3%. GNP also declined 
in real terms in 1982, while the forecasts for 1983 indicate an 
upturn.

International trade has traditionally yielded a substantial 
surplus. The competitive strength and export-orientation of 
German enterprise has resulted in exports exceeding imports. The 
main trading partners are France, the Netherlands, Italy and 
Belgium-Luxembourg. Thus the EEC market is vitally important to



export industry. The OECD countries and the USA, however, are 
gaining in importance. The following table shows the breakdown 
of exports between various groups of countries.

Table 2 National breakdown of exports*
Millions of US$

1978 1979 1980 1981 1982

Industrialised
countries 102,356 127,829 143,418 126,291 128,710
State-trading
countries 6,582 8,102 8,657 6,913 7,046
Petroleum-exporting
countries 12,077 10,411 12,459 15,295 15,678
NICs 3,159 4,051 4,588 4,188 6,456
Developing
countries 18,097 21,411 23,739 23,399 18,542

Total exports 142,541 171,804 192,861 176,086 176,432

* The countries in each category are enumerated in Appendix 2.

Source: "Direction of Trade Statistics, Yearbook 1982".
"Direction of Trade Statistics", May 1983.

The country's main export products come from the engineering 
industry, above all the machinery and automotive industries. The 
engineering industry is conspicuously geared to exports, which 
account for two-thirds of its output. The electrical industry 
and automotive industry export almost half their output, while 
chemical industry exports more than half.



2 Export promotion - an overview 

2.1 Export promotion resources

The following table shows national government spending on export 
promotion.

Table 3 German export promotion expenditure in 1982

Millions of US$

Bundesstelle für Aussenhandelsinformation (BfAi) 6.7
Rationalisierungs-Kuratorium der Deutschen Wirtschaft
(RKW)1 (2) 3 0.2

(3)Auslandshandelskammer (AHK)' 8.2
Ausstellungs- und Messe-Ausschuss der Deutschen Wirtschaft 
(AUMA)(4) 5 9.7
Embassy export promotion measures^ 8.2

Total 33.0

Export promotion as a percentage of exports ($176,432 millions) =
0.02%
Export promotion per capita (61.7 millions) = $0.5

(1) Comprising the total BfAi budget
(2) State grant towards the RKW budget
(3) 42% of the budget is funded by the state
(4) State grants according to information supplied by AUMA
(5) The foreign service budget for 1982 balanced at 1,281m. DM, 

of which 528m. went to the embassies abroad. Roughly 4% of 
embassy activities can be classified as export promotion. 
This makes DM 21m. or $8 million.

German governmental expenditure on export promotion is very small 
in relation to national exports. Total export support equals 
only 0.02% of exports or $0.5 per capita. All the other count-



ries studied have a much higher level of export support. Our 
survey does not include the regional programmes undertaken by 
various Länder. Nor does it include common export-supportive 
measures by the EEC.

The largest state export organisation is Bundesstelle für Aussen- 
handelsinformation (BfAi) in Cologne, which collects market 
information from abroad. The state financial agency is KfW, 
Kreditanstalt für Wiederaufbau, which was founded after the war 
to finance national recovery. KfW's export finance is provided 
at commercial interest rates. No state grants are received, the 
operation yields an annual surplus. Otherwise state export 
promotion is aimed at assisting and partly financing the activi
ties of the various private organisations. This philosophy 
involves supporting certain private organisations to a limited 
extent, at the same time as the organisations remain responsible 
for planning and conducting their own activities.

2.2 Various institutions and their activities

Several institutions are to a greater or lesser extent actively 
involved in the promotion of exports. Some of them are entirely 
governmental, while others receive certain state grants. BfAi, 
which is the central state export promotion organisation, is 
funded by BMWI, Bundesministerium für Wirtschaft. Government 
funds are also allocated to the private federation of chambers of 
commerce, DIHT, in the form of grants towards chambers of com
merce abroad. The German embassies, which are financed by the 
Ministry for Foreign Affairs, are very little involved with 
direct export promotion. KfW operates without state grants.

Budesstelle für Aussenhandelsinformation, BfAi, was founded in 
1951 and is a national administrative board coming under the 
authority of the Ministry for Economic Affairs, BMWI. Its 
activities are funded by the state. It also derives revenue from 
the sale of printed publications. Its budget totals $6.7 mil
lion.



The organisation has 200 employees, 150 of whom are stationed at 
head office, while there are fifty correspondents in the sanie 
number of countries. Activities are entirely concerned with the 
collection of information about markets, industrial and product 
developments in various countries.

BfAi publications include a daily report, NFA (Nachrichten für 
Aussenhandel), containing information from various countries 
about current problems. In addition, there is an information 
series called MWZ (Mitteilungen für Weltwirtschaftliche Zusammen
arbeit) . This is a digest of projects in progress, mainly in 
developing countries where the question of purchasing may arise. 
There is also a publication called Auslandsanfragen containing 
announcements by foreign companies wishing to import from or 
export to Germany.

Deutscher Industrie - und Handelstag, DIHT, and Auslandshandels
kammer , AHK. DIHT is the umbrella organisation of regional 
chambers of commerce - Industrie- und Handelskammer (IHK) - in 
Germany and chambers of commerce abroad (AHK). Germany has 69 
regional chambers of commerce, membership of which is compulsory 
for German companies. DIHT is a completely private organisation.

There are 42 separate chambers of commerce abroad. In many 
countries West Germany is represented in more than one place by 
sub-branches. Membership is voluntary. The chambers of commerce 
are bilateral in the sense of existing to encourage trade between 
the country where they exist and Germany.

The foreign chambers of commerce are subsidised by the German 
government. On average 42% of their expenses are covered by 
state allocations. In 1982 the combined expenditure of the 
foreign chambers of commerce amounted to some 50 million DM, 42% 
of which, or approximately 20m. DM, had been put up by the German 
government.



The foreign chambers of commerce have an extensive range of 
activities which includes advisory services. Their main activi
ties comprise market research, advice to companies on ways of 
augmenting their turnover in the market, the arrangement of 
contacts and the identification of potential associates, the 
appraisal of the suitability of products for the market con
cerned, studies of demand in the market and various channels of 
contact, and also studies of export delivery routes. In addi
tion, advisory services are provided in a number of other fields 
such as import regulations and technical, legal and fiscal 
provisions.

Die Ausstellungs- und Messe-Ausschuss Der Deutschen Wirtschaft, 
AUMA, is a private organisation for enterprise which operates 
with government funds and independent revenue. The government 
funds are obtained from the Ministry for Economic Affairs, 
Bundesministerium für Wirtschaft. An annual allocation of 25m. 
DM is received. In addition, AUMA derives certain revenue from 
the sale of its own publications and from private companies 
taking part in trade fairs. AUMA's members comprise trade 
organisations. Thus individual companies are not affiliated. 
Its main concern is with arrangements for taking part in trade 
fairs.

Fairs funded by the state are given priority together with trade 
organisations. There are joint committees for this purpose. 
Every year throughout the world there are some 2,000 trade fairs 
of potential interest to German companies. Of these, German 
companies take part in about 500. This figure includes 120 trade 
fairs which are given priority and which thus receive govern
mental grants through AUMA. Grants toward corporate expenses 
vary. The principle is for the grant to be augmented in cases 
where expenses are relatively heavy by international standards.

Rationalisierungs - Kuratorium der Deutschen Wirtschaft, RKW, is 
a private organisation founded in 1926 for the development of 
small businesses.



The head office has a staff of 120 and altogether the RKW organ
isation has 400 employees. There are 280 employees at regional 
level. The Ministry for Economic Affairs provides 80% of the 
head office budget and funds 20% of activities at the regional 
offices.

There are three main fields of activity. Firstly, there is 
information supplied direct to companies, often comprising 
short-term inputs by telephone or letter and as a rule involving 
not more than one day's input for a single company. Secondly, 
there is further training for companies. This takes the form of 
seminars and training courses of various kinds for proprietors of 
small businesses. Outside consultants are engaged for these 
activities. Further training usually proceedes through the local 
organisation. Advisory services, finally, are operated on a 
consultancy basis from head office in Frankfurt. For this 
purpose RKW receives government grants covering 25, 50 or 75% of 
true costs, depending on the turnover of the company concerned.

A new export programme which is being built up will be concerned 
with the procurement of advisers and specialists in this field. 
The aim is for RKW to become an organisation having a complete 
overview within Germany of the expertise available to companies 
in various fields.

Ausfuhrkredit - Gesellschaft m.b.H., AKA, is an export credit 
agency for the West German commercial banks. Over 50 private 
commercial banks are affiliated to this consortium.

AKA employs mostly private funds and advances short-term and 
medium-term loans. Credits are given to exporters on commercial 
terms from Plafond A (official discount rate + 3.75%) and from 
Plafond C for importers of German goods (official discount rate + 
3.75%). Loanable funds have been put up by the members. Plafond 
B comprises rediscounting facilities within the central bank at 
the official discount rate + 1.5% interest. The central bank has 
allocated 5m. DM for this purpose. These credits mainly finance



exports to developing countries and state-trading countries. 
Export credits are usually covered by government insurance. 
These activities yield an annual surplus which is consolidated.

Since the commercial interest rate in Germany is below the 
internationally agreed consensus rates, i.e. the minimum rate of 
interest for export finance, there is no need for governmental 
interest subsidies. Export credits from AKA and KfW are already 
attractive at ordinary commercial rates of interest.

Kreditanstalt für Wiederaufbau, KfW, is a state development bank 
founded to finance post-war recovery. Since the beginning of the 
1960s its activities have been more generally concerned with the 
promotion of enterprise. KfW is also responsible for the long
term finance of exports of investment commodities and related 
consultancy services. Loans are provided as purchasing credits, 
which is the commonest arrangement, or as supplier credits. 
Interest is charged at commercial rates.

KfW1 s basic capital is 1 billion DM. The state has contributed 
71%, the Lander 20% and the ERP fund 9%.

KfW also administers the export credits awarded by the ERP 
(European Recovery Program) fund. These credits refer solely to 
exports to developing countries. They are awarded for export 
finance exceeding 7 years or for export transactions by small and 
medium-sized businesses involving credit terms of more than 5 
years. Finance through KfW is normally conditional on state 
export credit guarantees.

HERMES Kreditversicherungs - Aktiengesellschaft is a private 
insurance company which distributes state export guarantees on 
behalf of the Federal Government. It can also arrange government 
exchange rate insurance policies for certain currencies.

Somewhat different rules apply to the insurance of exports to 
private purchasers and to governments and other public purchas-



ers. The conditions are subject to the usual international 
deliberations and agreements. Between 1950 and 1979, the HERMES 
guarantees yielded annual surpluses which were transferred to the 
state. Between 1980 and 1982 there were heavy deficits, though 
hitherto these have been covered out of the surpluses from 
previous years.

During the past five years, an average of about 10% of total 
exports has been insured. The corresponding figure for exports 
to the developing countries is 34%.

The following figure shows the extent to which the various 
organisations engage in export promotion activities. It also 
shows the degree of private and governmental involvement respect
ively, based on the extent to which organisation activities are 
funded by the government.

Figure 1 Export promotion organisations in West Germany
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AKA: Ausfuhrkredit-Gesellschaft mbH
AHK: Auslandshandelskammer (affiliated to DIHT)
BfAi: Bundesstelle für Aussenhandelsinformation
AUMA: Ausstellungs- und Messe-Ausschuss der Deutschen

Wirtschaft e.V.



HERMES Kreditversicherungs-Aktiengesellschaft 
Deutscher Industri-und Handelstag 
Kreditanstalt für Wideraufbau
Rationalisierungs-Kuratorium der Deutschen Wirtschaft
e.V.

2.3 The concept of export promotion in West Germany

According to Bundesverband der Deutschen Industrie (BDI), which 
is the main organisation of private industrial enterprises, 
export promotion inputs should be regarded as comprising two 
different components. The first and most important of these is 
the private promotion of export activities. The other comprises 
activities which to a greater or lesser extent are funded or 
subsidised by the state. It is the definite policy of BDI and 
many other German organisations that most of the responsibility 
for export promotion should be borne by private export promotion 
agencies.

State export promotion in West Germany is limited in scope. 
Large annual government grants are only voted for the collection 
of market information through BfAi, for exhibition activities 
through AUMA and for advisory services to companies through the 
foreign chambers of commerce. The amounts allocated are also 
small. Otherwise the market mechanisms are given free play and 
funding and the provision of guarantees are left to private 
enterprise.

HERMES: 
DIHT : 
KfW :
RKW :



3. Export promotion from an exporter's viewpoint

3.1 Where does the exporter have access to support?

Market information from BfAi is obtainable by subscription and is 
therefore received directly in the locality where a company 
carries on business.

Advisory services are provided through the 69 regional chambers 
of commerce which have special international departments are are 
accessible all over Germany. In other countries, companies 
receive advice and assistance through the foreign chambers of 
commerce. RKW company advisory services are provided at head 
office in Frankfurt and in 11 other places in Germany.

Exhibitions and trade fairs are co-ordinated by AUMA in Cologne 
and locally by various Länder. Companies can participate in AUMA 
arrangements abroad by contacting their local trade organisation.

It is only the global German chambers of commerce organisation 
which can be said to have both a home organisation and a field 
organisation abroad. Within Germany there are the chamber of 
commerce offices, while in other countries there is co-operation 
with the various foreign chambers of commerce. AUMA, RKW, AKA 
and KfW do not have any offices abroad. BfAi has its own per
manent foreign correspondents. BfAi and AUMA have no other 
offices in Germany apart from head office.

3.2 Planning and production support

In this introductory phase, advisory services are available from 
RKW. Entirely private advisory services are also available from 
the chambers of commerce in West Germany.

The overseas chambers of commerce offer advisory services in 
connection with company planning for export activities, as well 
as marketing assistance when export activities have been inaugur



ated, mainly by arranging contacts with agents and importers and 
supplying information on import restrictions etc. The chambers 
of commerce usually charge for these services. Due to the 
subsidies paid by the German government, prices are below the 
market level.

3.3 Marketing support

The marketing assistance provided by the German chambers of 
commerce abroad has just been described.

Some of the Länder also provide support for export promotion 
abroad. Support of this kind usually consists mainly of exhibi
tion facilities, comprising activities capable of facilitating 
exports, e.g. trade fairs in other countries and delegation 
visits. In addition, of course, there are various kinds of 
indirect support. Supportive measures of this kind include, for 
example, representation abroad and visits which may officially 
rank as, say, cultural visits but which subsequently can have an 
effect on industrial sales openings. Support of this kind can 
also include governmental measures on behalf of research and 
education. All in all, BDI believes that these indirect sub
sidies are also relatively small in West Germany compared with 
other countries.

3.4 Finance and guarantees

Support is provided in the form of cost reductions for activities 
under the auspices of chambers of commerce abroad and through 
AUMA. Thus companies pay their net costs for exhibitions. The 
chambers of commerce abroad usually charge for their advisory 
services post facto.

Export finance is provided on commercial terms through private 
banks. The low level of interest rates in the credit market is a 
great help to the export efforts of Germany companies.



Many companies feel that HERMES is excessively restricted in its 
choice of countries where the provision of guarantees is con
cerned. BDI, however, does not altogether agree and feels that 
the system of guarantees works well on the whole.

The main focus of West German export promotion is on the end 
stages of corporate export efforts, such as marketing and finance 
and guarantees. A certain amount of advisory help is also 
available during the introductory planning stage. But the main 
idea of government-supported export promotion can be said to be 
that of collecting marketing information and making sure that 
sellers are in evidence at trade fairs.

Export activities do not qualify for any appreciable tax conces
sions. There used to be a system whereby companies investing in 
developing countries obtained a tax reduction, but this has now 
been abolished. The only tax reduction applying to international 
trade is the VAT rebate. At present, VAT is 14%. The following 
figure shows the main thrust of the various export promotion 
organisations.

Activities are made to concentrate on three of the phases in the 
development of an export transaction: step 1 the achievement of 
export awareness, step 3 marketing assistance, and step 4 financ
ing and insuring export transactions.

Figure 2 The focus of export promotion on various activities
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4. National idiosyncrasies

The government and enterprise share a common belief that, ulti
mately, the most positive developments are to be achieved through 
the free market economy.

State supportive measures have long been restricted, and the 
export support existing here is to a great extent channelled 
through private organisations.

By international standards, West German export industry receives 
very little support from the government, either directly in the 
form of export promotion or indirectly through other governmental 
policies.

The foreign service does relatively little to promote West German 
exports. The embassies only provide extensive commercial assist
ance in countries where there are no foreign chambers of com
merce. This applies mostly to embassies with trade departments, 
viz in Moscow, Warsaw, Bucharest, Prague, Budapest and Peking. 
Advisory services there are mainly intended for small and medium
sized companies.

Development assistance is essentially without strings, and West 
German industry has to compete with foreign companies for orders 
financed out of development assistance. The German companies, 
however, have the advantage of advance information from BfAi on 
impending projects. Consequently a large proportion of develop
ment assistance returns to industrial enterprises in the form of 
export orders.

There are no appreciable tax concessions for exports either. The 
tax concession formerly applied to investments in developing 
countries has now been abolished.

Thus one's main impression is that the interaction between export 
promotion and other policy is very limited. Company activities



in the export market are more extensively governed by market 
mechanisms than is the case in many other countries.

The limited amount of export support provided by the authorities 
is in principle available to all kinds of enterprise. In real
ity, it is mostly medium-sized companies that need market infor
mation and advisory services. The small ones often have limited 
export opportunities, while larger undertakings have excellent 
know-how of their own.

RKW educational and advisory services, however, are reserved 
exclusively for small companies. Specific measures on behalf of 
small businesses are on the whole less extensive than the support 
and special activities existing, for example, in Sweden.





Singapore
1 National characteristics

The Republic of Singapore, situated on the southern tip of the 
Malayan Peninsula extending from Thailand southwards towards the 
equator, is a former British colony but left the Commonwealth in 
1959. Singapore's foremost assets are its strategic position in 
the Strait of Malacca and its highly skilled workforce. Its 
typhoon-free harbour, the second largest in the world next to 
Rotterdam, is the world's third largest oil refining centre. Its 
position on the shipping route between Europe and Asia has made 
Singapore a trading nation.

Determined efforts by the government have developed Singapore 
into a modern industrial economy. Manufacturing industry is 
moving into the hi-tech phase, and the country has invested 
heavily in petrochemical industry. Singapore is unquestionably 
the financial centre of western Southeast Asia, with more than a 
hundred foreign banks. Economic policy is aimed at developing 
good technical know-how, a highly skilled labour force and 
capital-intensive industries. Grants and tax concessions for 
automation, computerisation, research and development are pro
vided to this end. Specific foreign investments are welcomed and 
are offered free start-ups, free transfers of profits abroad and 
tax concessions for specified projects.

Singapore is distinguished by its political stability. The 
governing party has ruled the country for several decades and at 
present occupies all seats but one in the parliament. This 
political stability has made it possible for economic growth to 
be planned in the long term. The growth rate has been high for a 
long time. In real terms, GNP increased by 9.1% annually between 
1971 and 1980. Industrial output accounts for a quarter of GNP, 
the financial sector for almost one-fifth. The growth rate is 
fastest in the financial and commercial sector.



1978 1979 1980 1981 1982

Exportsin mill.
of US$ 10,132 14,239 19,377 20,970 20,787
Exports/GNP % 118 148 173 162 137
Exports per capita $ 84,311 5,982 8,040 8,594 8,416
GNP per capita $
GNP in mill, of

3,641 4,038 4,645 5,300 6,161

US$(2) 8,556 9,611 11,194 12,931 15,218

(1) Source: IMF Direction of Trade Statistics; Yearbook 1982
and May 1983.
(2) US$ = 2.04 SP$.

Singapore had a trade deficit throughout the 1970s, due to 
increasing imports of capital goods to meet the needs of an 
expanding manufacturing industry. This deficit, however, has 
been offset by a large surplus for invisible trade and tourism. 
The heavy influx of foreign capital was also instrumental in 
maintaining a positive balance of payments throughout the 1970s. 
A large proportion of the country's exports are re-exports. 
Exports from native production, however, have risen in recent 
years.



Table 2 National breakdown of exports* 
Millions of US$

1978 1979 1980 1981 1982

Industrialised
countries 4,590 6,276 7,801 8,543 8,225
State-trading
countries 261 442 644 432 526
Petroleum-exporting
countries 546 819 1,341 1,469 1,407
NICs 987 1,341 1,903 2,224 2,130
Developing
countries 3,748 5,361 7,688 8,302 8,499

Total exports 10,132 14,239 19,377 20,970 20,787

* The countries in each category are enumerated in Appendix 2.

Source: IMF "Direction of Trade Statistics, Yearbook 1982".
"Direction of Trade Statistics", May 1983.

Malaysia receives the largest share of exports, followed by the 
USA and Japan in that order. These shares are fairly stable, 
even though exports in current prices tripled between 1976 and 
1980.



2. Export promotion - an overview

2.1 Export promotion resources

The following table shows national government spending on export 
promotion.

Table 3 Singapore export promotion expenditure in 1982*

Millions of US$

Trade Development Board^

(2)Economie Development Board 

Foreign Service^

1.1

2.6

14.1
Total 17.8

Export promotion as a percentage of exports ($20,787 millions) = 
0.09%
Export promotion per capita (2.4 millions) = $7.4

US $ omräknat efter kursen 1 US $ = 2.22 S $.

(1) Expenditure by the Department of Trade (the precursor of
TDB) in 1982 totalled 14m. S$. Of this 60% or 8.4m. S$
comes from the government. Almost one-third of the employ
ees are concerned with export promotion, which corresponds 
to about 2.5m. S$ or US$ 1.1 million.

(2) EDB's budget for 1981/82 totalled 11.8m. S$, of which the
overseas offices cost 3.8m. S$. A quarter of EDB's person
nel are concerned with export questions. This makes a cost 
of 3.8 plus a quarter of the remaining 8.0, totalling 5.8m. 
S$ or US$ 2.6 million.

(3) The cost to the Ministry of Foreign Affairs in 1982 was 62m. 
S$. According to foreign service estimates, 50%, i.e. 31m. 
S$ or US$ 14 million, is referrable to export promotion.

(4) Export promotion equals only a small percentage of exports, 
due to the country's high level of re-exports.



2.2 The principal export promotion institutions

Government export promotion is mainly administered by two organ
isations, viz the Economic Development Board, EDB, and the newly 
established Trade Development Board, TDB. Singapore's export 
promotion should also be taken to include the activities of its 
embassies, which are very much concerned with facilitating 
exports.

EDB was set up in 1961 under the authority of the Ministry of 
Finance. It then became concerned with various activities such 
as finance, urban planning and export promotion. Only a few 
years later, these activités were hived off from EDB into separ
ate organisations. Thus the Development Bank of Singapore was 
set up to take care of all finance, the Jurong Town Corporation 
was set up to manage social construction, and the Export Promo
tion Council was set up for export promotion. This last men
tioned body was subsequently reorganised as Intraco.

The Singapore Economic Development Board's duty was and remains 
that of encouraging multinational enterprises to start up busi
ness in Singapore. It was realised at an early stage that an 
attractive commercial image was needed to entice MNCs to this 
small state, and for these reasons the three functions mentioned 
above - finance, export promotion and urban planning - were 
removed from EDB. Intraco was therefore set up in 1968 to take 
over the Export Promotion Council's role, its task being to open 
up markets in countries which might be interesting for the 
exports which certain companies had inaugurated. At first it was 
state-trading countries such as the Soviet Union and Hungary that 
established trade links with Singapore, but the country wanted to 
build up bilateral agreements with other nations, including 
economic and political agreements. Intraco was also to manage 
this, as well as a general scheme of export promotion. In 
addition, Intraco was required to establish a Singaporean trading 
house. Intraco could hardly be expected to cope with all these 
duties at once, and so the Department of Trade was set up to



concentrate on export promotion, i.e. bilateral agreements, and 
to assist various ministries in their discussions and negotia
tions with international organisations.

EDB ' s expenditure for 1981/82 was budgeted at 11.8m. Singapore 
dollars. The costs of the 13 overseas offices accounted for 
roughly one-third of this amount. There are offices in London, 
Paris, Frankfurt, Stockholm, Geneva, Tokyo, Osaka, Hong Kong, 
Melbourne, New York, Chicago, Houston and Los Angeles. Our 
respondent states that export promotion measures will in future 
be coming under the more comprehensive authority of the Trade 
Development Board.

The Trade Development Board, TDB, was established through the 
amalgamation of the Department of Trade with the Ministry of 
Trade and Industry. Activities began in January 1983. Initially 
TDB had 330 employees, of whom about 100 are concerned with 
export promotion. Department of Trade expenditure in 1982 
totalled 14m. Singapore dollars. Activities are funded 60% by 
the government and 40% through earnings, which include charges 
for various services. The twelve-man directorate of TDB includes 
ten representatives of enterprise and two governmental represent
atives. The Managing Director of Intraco is ex officio chairman.

TDB has already developed a small network of 7 one-man offices - 
resembling trade secretaries - situated, for example, in New 
York, Los Angeles, Rotterdam, Tokyo and Peking. Once TDB had 
been set up, various groups began travelling to Japan, China, 
Korea and Hong Kong in order to study these countries' export 
promotion systems. The Minister for Industry has spoken in 
favour of a further expansion of TDB1s international network.

The Export Credit Insurance Corporation of Singapore Ltd., ECICS, 
is the central export guarantee institute. Founded in 1975, it 
has a staff of 65. It is not represented abroad. ECICS is 
jointly and equally owned by the government and private banks. 
The paid-up equity capital is 70m. Singapore dollars. Guarantees



are provided for both exports and imports. These are subject to 
a maximum limit of 85% for private enterprise, while the banks 
can obtain 100% for their export finance. Most of the guarantees 
are short-term. ECICS' guarantees in 1982 totalled some 2,000m. 
Singapore dollars, corresponding to about 4% of the country's 
exports. Half of these guarantees refer to trade with Asia and 
the USA. One-fifth of the guarantees refer to engineering 
exports and almost the same proportion to shipyard production of 
offshore platforms etc.

Company guarantee costs are 0.45 Singapore dollar per 100 guar
anteed. Indemnity payments by ECICS in 1982 totalled some 8m. 
Singapore dollars, of which one-third was repaid the same year. 
In 1982 the business returned a surplus of 2.6m. Singapore 
dollars. So far it has returned a profit every year.

Previously ECICS was also able to award export credits. This was 
a provisional arrangement and has now been discontinued. The 
only state-funded export finance in Singapore at present comes 
from the Development Bank of Singapore and is confined to ship
building exports.

The Singapore Chinese Chamber of Commerce & Industry, SCCI, is 
entirely private and promotes its members' interests partly by 
negotiating with the government on various issues, for example in 
a number of committees. The Chamber arranges business links and 
exhibitions etc. It also runs an extensive documentation ser
vice. Over 32,000 documents, half of them certificates of 
origin, were issued in 1982. TDB has the same function. SCCI 
has about 6,000 members, most of them private companies. Its 
membership also includes 116 business associations.

The Singapore International Chamber of Commerce, SICC, which is a 
private body, was founded jointly by five chambers of commerce in 
1837. Its main purpose is to help Singapore enterprises in 
export markets and to assist foreign companies wishing to invest



in Singapore. Most of its members are big international com
panies .

SICC's activities are those usually associated with chambers of 
commerce, e.g. information, dealing with inquiries about invest
ment opportunities in the country, and the arrangement of trade 
contacts. Members' questions are passed on through a dialogue 
with policy makers. SICC has a staff of about ten at its Singa
pore office and is not represented abroad.

Intraco, as stated earlier, was formed by the government in 1968 
as a trading partnership aimed at promoting national trade. 
Until then, most international trade had passed through the hands 
of foreign-controlled trading companies.

In 1972 the government reduced its shareholding in Intraco by 
selling a majority holding to private owners, at the same time as 
the company went public. At present the government holds 27% of 
the shares.

Small businesses in Singapore are given the opportunity of 
exporting through Intraco, which is the actual business idea. 
Marketing information is supplied to small companies, as well as 
advice on product development etc. in order to facilitate their 
exports. Products from small businesses in other countries are 
also marketed to a certain extent. Intraco is keen to get in 
touch with new companies which have sophisticated products but no 
previous experience of export trade.

The following figure shows the extent to which the various 
organisations engage in export promotion activities. It also 
shows the degree of private and governmental involvement respect
ively, based on the extent to which organisation activities are 
funded by the government.



Figure 1 Export promotion organisations in Singapore
EXPORT
PROMOTION
1001 t SICC ECICS TDB

INTRACO
SCCI EDB

MAS

PRIVATE PUBLIC
SICC: Singapore International Chamber of Commerce
SCCI: Singapore Chinese Chamber of Commerce & Industry
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2.3 The concept of export promotion in Singapore

Singapore has tried to attract foreign investors with the promise 
of a pleasant climate and a congenial business atmosphere. Rules 
concerning business opportunities are generous and Singapore has 
a very ambitious education system. Moreover, the country is 
excellently situated along the European-Australian axis and right 
in the middle of ASEAN. Bunkering frequently takes place here 
between Japan and Europe. The multinational corporations have 
often perceived the advantages and for several decades now have 
been operating labour-intensive production facilities in Singa
pore.

The task of the foreign service has been to inform, and it is 
typical that the Ministry of Finance has borne the cost, i.e. 
financed information about investment opportunities. The Singa
pore Economic Development Board has been the headquarters for



these activities. This has been an inexpensive system of export 
promotion and, many people say, is really the work of one man, 
viz the present prime minister.

Things have moved fast in Singapore. The mid-1960s saw an 
exploration of various means of creating job opportunities. 
Singapore was a developing country attempting to base its in
dustrialisation on timber and metal, raw materials procured from 
outside. Virtually full employment was achieved in 1979. This 
was termed the introduction to the second Industrial Revolution.

2.4 Segregation from other policy fields

Education, industrial development and trade are priority sectors 
in Singapore's economic policy and form the basis of economic 
development as expressed by public sector representatives in our 
interviews. Through its educational policy, the government tries 
to give all citizens a good basic education. This is essential 
in order for employees to become receptive to the technical 
development which the government is aiming for. Research and 
technical development are promoted at universities and technical 
institutes, e.g. the Singapore Institute of Standards and Re
search. Foreign states and companies have also been induced to 
establish technical education in the Republic. This takes place 
partly under bilateral agreements and also through foreign 
companies.

Labour market policy is aimed at creating job opportunities for 
skilled workers. Unskilled workers are undesirable and are only 
offered employment in sectors where they are indispensible, e.g. 
building, and where in fact Singapore is not averse to the idea 
of importing temporary labour from Indonesia and Malaysia.

Industrial policy is pre-eminently concerned with creating a 
favourable climate for industry and facilitating start-ups by 
large foreign companies. As part of this policy, priority has 
beeh given to certain product fields, especially hi-tech products



of the engineering industry, e.g. electronics, information 
technology, telecommunications and robotics. Efforts are being 
made to attract foreign investments to Singapore in these fields, 
mainly by means of tax concessions. These are awarded by the 
government through the Economic Development Board.

Interest subsidies are obtainable for the mechanisation and 
automation of manufacturing processes. These are payable at half 
the true rate of interest or 9%, whichever is the lower of the 
two.

Existing tax concessions include the following:

Total tax exemption for 5 or 10 years. Awarded for the 
manufacture of "pioneer status" products.

Investment grants covering 50% of research and development 
costs, not including building costs.

An accelerated three-year write-off on all R&D investments 
for buildings and equipment.

Double write-offs of R&D expenditures, not including build
ings and equipment.

Grants towards the development of products and processes can 
be awarded, under the Product Development Assistance Scheme 
(PDAS), to companies with manufacturing facilities in 
Singapore. The conditions governing financial amenities are 
subject to frequent alteration.



3. Export promotion from an exporter's viewpoint

3.1 Where does the exporter have access to support?

Exports are "in the air" for all entrepreneurs in Singapore. 
Unlike many other countries, Singapore does not regard inter
national trade as something different. In Singapore, selling 
overseas is a natural and powerful impulse. Export novices go to 
the diplomatic missions and trade offices of other countries to 
investigate opportunities in other markets. Governmental incent
ives play little part if any at all. The actual transaction is 
the thing, even if the Economic Development Board or the Singa
pore Manufacturers' Association may have informed the general 
public, through the mass media, about their activities and 
exhibitions.

The limited geographical size of Singapore makes export promotion 
organisations easily accessible to companies. No regional 
offices are needed. As stated earlier, the EDB and TDB have 
overseas offices which make it possible to follow market develop
ments at close quarters and can provide Singaporean enterprises 
with back-up abroad.

3.2 Planning and production support

There is not much basic printed information of the kind, for 
example, supplied free of charge by ICE in Italy to new exporters 
or given by JETRO (Japan) and KOTRA (Korea) to their companies, 
or the information which Swedish exporters can purchase from the 
Swedish Trade Council in the form of marketing manuals etc. In 
Singapore it is instead the professional advisory organisations 
which play an important part.

The build-up of production capacity for export is encouraged by 
governmental tax subsidies. The products have to represent a 
definite value added, a proper investment, and a distinct up
grading of Singaporean technology in the field. A company can



then apply for classification as an "export enterprise". This is 
conditional on invoiced exports totalling at least 1,000 Singa
pore dollars and equalling at least 20% of total output for the 
first year. Quite a few applications have been turned down by 
the Department of Trade because, frequently, the technology is 
not sufficiently superior. The tax reduction is usually awarded 
for between three and five years and can be deducted from the 
profit generated by the export sales. These deductions are made 
by the company in its tax returns as soon as its annual accounts 
have been finalised.

International Trade Incentive is another kind of status which a 
company can obtain from TDB, i.e. the former Department of Trade. 
The business idea must be based on products manufactured in 
Singapore or on "typical Singapore products". Sales must be in 
excess of 10 million Singapore dollars. Where ether products are 
concerned, sales must total 20 million dollars and the products 
must not be based on traditional primary commodities such as tin, 
coconut, petroleum or timber. In this case, following the award 
of a TDB certificate, the company can obtain 50% tax reductions 
over five years. Both these latter incentives mostly involve 
large MNCs and not the smaller companies.

3.3 Marketing support

Marketing support exists in the form of trade fairs and exhibi
tions and direct support via marketing and negotiating assistance 
abroad.

Seventy per cent of private sector employees in Singapore work 
for companies belonging to SMA, i.e. the Singapore Manufacturers' 
Association, which actively supports all members' interests in 
participating in trade fairs and exhibitions. One thousand 
companies are affiliated, most of them export businesses. The 
SMA or, for example, the International Chamber of Commerce 
informs its members about overseas trade fairs where it intends 
taking part. When members have shown interest, the project is



reported to TDB for approval. The rules permit double deduc
tions, i.e. a company's verified costs during the year for taking 
part in these trade fairs can be deducted twice over from the 
registered profit. This applies to overseas trade fairs, exhibi
tions and trade missions, as well as an "approved local trade 
fair or exhibition" (e.g. at the Singapore Convention and Ex
hibition Center) , but the products thus exhibited have to be 
manufactured within the country. These rules also encourage the 
establishment of overseas trade offices and market development, 
i.e. expenditure on market research of all kinds.

Singapore companies can seldom benefit from the delegations and 
government representatives employed, for example, in French 
export policy. International negotiations are conducted through 
TDB, which endeavours to obtain good bilateral agreements. Large 
and small companies can obtain assistance from the seven trade 
secretaries, who do not charge for their services.

3.4 Finance and guarantees

Entrepreneurs in Singapore hardly ever receive straight cash 
grants. First they have to make a profit, and then they are 
allowed to make a deduction.

Singapore enterprises operate on the principle that good products 
inexpensively produced sell themselves. This has long been 
possible because customers have come to Singapore. EDB, TDB and 
private exhibition companies supported by the state are now 
constantly declaring that products must be marketed more active
ly. The government is now encouraging the production of hi-tech 
products, with the result that successful sales are coming to 
hinge on a number of new factors, e.g. finance and credits.

Export finance is facilitated by the Monetary Authority of 
Singapore (MAS) by means of a short-term "Rediscounting Scheme". 
MAS rediscounts the letter of credit the company has obtained



through a commercial bank at a rate of interest below the normal 
commercial level.

ECICS enters into certain insurance undertakings concerning 
project exports and the assumption of both commercial and politi
cal risks. ECICS cannot act on the same lines as France, Italy 
or Sweden, where the corresponding insurance organisations turn 
to their national parliaments to cover the losses incurred. Nor 
has this been necessary, since ECICS hitherto has operated at a 
profit. Export credits were available for an experimental period 
but have now been discontinued.

The following figure summarises the inputs of the various export- 
supportive organisations at various stages in the export efforts 
of the individual firm.

Figure 2 The focus of export promotion on various activities
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3.5 Related forms of support

The principle of reducing company taxation by means of deductions 
from profits permeates the whole of export policy and is really a 
powerful investment incentive. There is no policy of assistance 
in the true sense.



4. National idiosyncrasies

Strong nationalist feeling - Singapore, after all, has only been 
an independent nation for 24 years - prompts the Singaporeans to 
look for co-operation rather than differences and debate. TDB 
finds it natural to hold regular discussions of various questions 
with private chambers of commerce. It encourages companies to 
turn to the chambers of commerce rather than governmental agen
cies which, it says, should be more concerned with the framing of 
rules. Thus there is very close co-operation in Singapore 
between the political leadership and enterprise. This co-opera
tion is most pronounced where the promotion of industrial de
velopment is concerned. It has of course been facilitated by 
political stability and the smallness of the country. Co-opera
tion frequently takes place on the personal plane, with indivi
dual persons proceeding from senior posts in the administration 
to enterprise and vice versa.



South Korea
1 National characteristics

South Korea has undergone a rapid process of industrialisation in 
the past twenty years and has been transformed form a feudal 
agrarian economy to one of the most conspicuous examples of NICs. 
During the 1980s, per capita income has risen by an average of 
12% annually, at the same time as the population has grown 
heavily. Table 1 contains various statistics concerning South 
Korea.

Table 1 South Korea: various economic data

1978 1979 1980 1981 1982

Exports (1) in mill, 
of US? 12,722 15,053 17,505 21,271 22,251
Exports/GNP % 32.8 36.7 35.8 35.4 32.7
Exports per capita $ 344 401 459 550 556
GNP per capita $ 1,050 1,095 1,283 1,542 1,730
GNP in mill, of
US? <2) 38,833 41,063 48,890 60,151 68,051

(1) Source: IMF Direction of Trade Statistics; Yearbook 1983
(2) US$ = 761 won.

National development has been governed by the public sector, 
which has exercised control of the economy through the medium of 
financial and credit policy, resources being channelled into 
priority sectors defined in the development plan. This strategy 
has meant concentrating on foreign trade and internationalisa
tion, the given conditions here being a supply of labour but a 
shortage of raw materials. Development has been supported by a 
policy aimed at encouraging the influx of foreign capital. 
Substantial direct investments occurred during the sixties and 
seventies, three-quarters of them coming from Japan and the USA,



whose shares in the direct flow of investments has, however, 
declined in recent years.

The economy is conspicuously geared to international trade, with 
exports making up about two-fifths of GNP. In employment terms, 
15% of the active population are employed in export businesses, 
and for manufacturing industry alone the corresponding figure is 
43%. Dependence on imports is reflected by imported goods
constituting roughly 45% of the export value of chemical and 
heavy products and over 35% of the export value of light indust
rial products. In the past few years, international competitive 
strength has been somewhat undermined by the high rate of infla
tion in South Korea.

Table 2 National breakdown of exports*
Millions of US$

1978 1979 1980 1981 1982

Industrialised
countries 9,482 11,052 11,234 13,295 13,653
State-trading
countries 16 7 19 5 197
Petroleum-exporting
countries 1,387 1,669 2,247 2,698 2,834
NICs 521 768 1,139 1,534 1,397
Developing
countries 1,316 1,557 2,868 3,739 4,170

Total exports 12,722 15,053 17,505 21,271 22,251

* The countries in each category are enumerated in Appendix 2.

Source: IMF Direction of Trade Statistics, Yearbook 1983.

Table 2 shows the national breakdown of South Korean exports. 
One is struck by the large but declining proportion of exports to



the industrialised countries, and also by the very insignificant 
volume of exports to state-trading countries. Petroleum-export
ing countries, NICs and developing countries account for a large 
and growing share of exports, at present almost two-fifths. 
Where individual countries are concerned, both exports and 
imports are dominated by the USA and Japan, together with Saudi 
Arabia and Kuwait. Capital goods and vehicles are becoming 
increasingly prominent exports, but other, lighter industrial 
goods still predominate.

Although South Korea has adopted the policy of promoting both 
exports and imports by setting up trading houses (General Trading 
Companies) on Japanese lines, the MNCs still play an important 
part in foreign trade. Some estimates indicate that they account 
for 50% of imports of raw materials and almost 20% of total 
exports.



2. Export promotion - an overview 

2.1 Export promotion resources

Table 3 shows available figures concerning governmental export 
promotion inputs.

Table 3 South Korean governmental export promotion expenditure 
in 1982

Millions of US$

KOTRA(1)
(2)Korean Ministry for Foreign Affairs 

Export finance^

17
12

352
Total 381

Export promotion as a percentage of exports ($22,151 millions) = 
1.7%
Export promotion per capita (39.3 millions) = $9.7

(1) The budget is $30 million, of which $17 million are said to 
be financed out of public funds.

(2) In 1982 the Korean Ministry for Foreign Affairs had a budget 
of 97.4 billion won, i.e. $122 million. According to 
interviews at the Export-Import Bank, an estimated average 
of 10% of the Ministry's work, i.e. $12 million, is con
cerned with export promotion.

(3) Commodity exports in 1982 totalled $22 billion. Eighty per
cent of these sales (i.e. 17.6 billion) are made by letter
of credit. Letters of credit are pledged with the central 
bank at 10% interest for an average of three months. Since 
the market rate of interest is understood to have been 18%



in 1982, this means that the state subsidises exports at a 
rate of 17.6 x 8% x 3 months = $0,352 billion.

South Korean export promotion is an interwoven fabric of govern
mental and private inputs. This makes it difficult to quantify 
the total export promotion resources at the disposal of South 
Korean companies.

2.2 The principal export promotion institutions

The economic and industrial development strategy adopted by South 
Korea at the beginning of the 1960s was based on internationalis
ation and the establishment of a flexible market economy. Since 
the country lacked essential assets in the form of energy in raw 
materials, but had great reserves of labour, this had to be 
accomplished by concentrating on exports which yielded revenue to 
finance necessary imports. Scanty resources made it necessary to 
define import priorities, and close currency exchange controls 
were introduced, together with an import licensing system. To 
offset the shortage of resources and know-how, incentives were 
introduced to encourage direct foreign investment in the country.

A situation of this kind naturally prompted a central co-ordina
tion of the industrialisation and internationalisation proces
ses. Export promotion acquired a central role, since interna
tional demand was to be the locomotive of development. In this 
context, the boundaries between private and governmental are 
flexible. There is central planning, but also a demand for 
consensus with the private actors and their organisations.

The central export promotion agency is the Ministry of Commerce 
and Industry, MCI, which collaborates with other ministries, e.g. 
those for Foreign Affairs, Finance and Economic Planning, and 
also with the governmental export promotion institutions and 
organisations of private enterprise.



Export promotion policy is framed through a process of inter
action between MCI, KOTRA (Korea Trade Promotion Corporation) and 
the Korean Traders' Association, KTA, which are in continuous 
touch with one another. But a great deal of this policy also 
appears to be framed and implemented through the monthly meetings 
held by top MCI officials together with the managements of the 
ten largest South Korean trading houses (General Trading Com
panies, GTC) .

There are, however, specialised export promotion institutions as 
well. Korea Trade Promotion Corporation, KOTRA, was formed in 
1962 and remained a fully governmental institution until 1968/69, 
when the successful Korean exporters were requested to institute 
a Trade Promotion Fund. MCI took the view that private enter
prise could finance part of KOTRA's budget. Today KOTRA has a 
turnover of about 30 million USD, of which KTA contributes about 
half.

KOTRA's activities are framed in close collaboration with MCI, 
which frequently appoints its Managing Director. KOTRA's task is 
to promote South Korean foreign trade, and this is done through 
the head office in Seoul and six branch offices throughout the 
country. KOTRA also has 86 Korea Trade Centers throughout the 
world, which supply information about South Korean companies and 
products and also about commercial and investment opportunities 
for foreign companies in South Korea.

KOTRA's task is:

To supply foreign businessmen with information about Korean 
products and exporters/importers.

To assist foreign businessmen visiting Korea.

To inform Korean exporters about foreign trade inquiries and 
overseas market conditions and generally to supply up-to- 
the-minute market information of various kinds. KOTRA has a



comprehensive computerised information service addressed 
both to individual companies and to their representative 
organisations.

To organise and take part in international trade fairs and 
exhibitions.

To issue publications, films etc. about Korean industries 
and their products.

The Export-Import Bank of Korea, Exim-Bank, set up in 1976 to 
promote international trade through the provision of finance and 
guarantees, is also entirely governmental. The bank is head
quartered in Seoul and has one branch office in South Korea. 
Overseas the Exim-Bank has eight offices, viz in New York, 
London, Tokyo, Abidjan, Los Angeles, Hong Kong, Santiago and 
Djakarta.

The Exim-Bank comes under the Ministry of Finance, which helps to 
fund its activities. Grants in 1980 totalled 22m. USD and are 
estimated at 20 or 30m. USD for 1983. So far the bank has 
returned a profit every year, but in 1982 its guarantee activi
ties were affected by heavy claims which greatly impaired its 
surplus.

Where financing activities are concerned, credits can generally 
run for between six months and ten years. Up to 70% of the 
contract value can generally be financed, after deduction for 15% 
cash payment. The remaining credit is provided by the commercial 
banks at market rates, while the Exim-Bank offers a fixed rate of 
interest.

The Exim-Bank can also finance suppliers' credits, direct loans 
to the purchaser or to the purchaser's bank, finance for market 
studies and certain local costs, and also some finance of direct 
investments abroad, trading expenses abroad and certain invest
ment costs for the extraction of raw materials overseas. The



Exim-Bank participates in the importation of essential primary 
commodities.

The Exim-Bank's guarantee activities are organised on the usual 
lines for export guarantee institutes in the industrialised 
countries.

In 1982 the Exim-Bank disbursed credits totalling almost 1 
billion USD and awarded guarantees for some 2 billion USD. In 
this way it financed rather less than 5% of exports and guaran
teed twice that proportion.

The Korea Society for the Advancement of Machine Industry, 
KOSAMY, is also a governmental organisation, founded in 1968 for 
the development and encouragement of enterprise in the machine 
industry. Its head office in Seoul has a staff of 100 and the 
organisation also runs a small office in Tokyo. KOSAMY has about 
3,000 members, most of them small machine-manufacturing busines
ses. There is no membership contribution, since the entire 
budget, amounting to 65m. USD, is funded by the government.

KOSAMY1s activities are aimed at promoting the development of 
member enterprises and establishing a channel of communication 
between them, the government and various national authorities. 
Activities comprise research in the machinery sector, technical 
advisory services to companies through the organisation's own 
experts or outside consultants, and a certain amount of quality 
assurance and underwriting of exported machinery.

The organisation supports its members' export activities by 
supplying them with marketing information, partly from KOTRA, by 
receiving foreign trade delegations and by arranging seminars and 
trade fairs.

The Korean Traders' Association, KTA, is a private organisation 
founded in 1946. It started with about 100 members but now has 
roughly 3,500 affiliated enterprises, including all licenced



exporters and importers in South Korea. In addition to its 
headquarters in Seoul, the organisation has three branch offices 
throughout the country and overseas offices in Tokyo, New York, 
Hong Kong and Düsseldorf.

KTA engages in trade promotion activities of a more general 
nature, such as the dispatch and reception of delegations, the 
administration of bilateral economic co-operation committees with 
certain countries, the conduct of world market information 
activities concerning Korean industry and products, and also the 
systematic maintenance of contacts with trade promotion institu
tions, diplomats etc. in other countries with a view to encour
aging bilateral trade. KTA also runs concrete export promotion 
activities for member enterprises in South Korea, the principal 
aim of which is to convey up-to-date market information. Thus 
market bulletins are published from overseas offices and a number 
of periodicals are issued concerning native and foreign enter
prises, commodity inquiries, export procedure information and 
other general market information. KTA also has a comprehensive 
computerised system for supplying both member companies and the 
government and national authorities with selective information on 
such things as international trade statistics and international 
economic trends. The organisation also carries out economic 
analyses, arranges seminars and symposia and maintains an exten
sive library for purposes of trade information.

There are a number of other trade promotion organisations operat
ing in close collaboration with KTA.

The Korea Exhibition Center, KOEX, is a large exhibition complex 
which holds a considerable number of trade fairs and exhibitions 
every year.
Korea Trading International Inc., KOTI, which is one of the big 
trading houses, was founded by KTA in 1969 to facilitate exports 
of industrial goods by a large number of small and medium-sized 
South Korean companies. KOTI is concerned with both exports and 
imports.



KTA plays a central part in Korean export promotion and operates 
on the borderline between the governmental and private sectors. 
The Federation of Korean Industries, FKI, on the other hand, is a 
purely private organisation, founded in 1969 to promote indust
rial development and strengthen the free market system. Its 
members comprise prominent trading and industrial enterprises, 
financial institutions and trade organisations, 426 in all, 
directly and indirectly representing about 2,000 companies. 
These companies account for 85% of the country's economic output 
and 70% of commercial and industrial employment.

FKI has 140 employees and a budget of 4m. USD, financed entirely 
out of membership contributions.

FKI has a comprehensive range of economic and industrial research 
activities. It also actively conveys corporate recommendations 
and viewpoints concerning national development and policy to the 
government. On the export promotion side, FKI is above all 
actively concerned with the exchange of information and the 
arrangement of contacts under the auspices of 19 bilateral 
committees together with various countries and organisations.

Small businesses play an important part in the economic life of 
South Korea. They employ about half the country's industrial 
workers and account for roughly one-third of its exports. This 
makes it quite natural that it should be a special organisation, 
the Korea Federation of Small Businessm, KFSB, founded in 1962, 
whose task is to improve the competitive strength of small and 
medium-sized South Korean businesses both in the home market and 
internationally. KFSB is required to act by encouraging co
operation, modernisation and internationalisation of company 
activities and in this way improve both productivity and product 
quality.

KFSB is headquartered in Seoul and has nine branch offices 
throughout the country. It has 180 employees and a budget of 
some 4m. USD, 70% of which is put up by the government while the



remainder is derived from membership dues. Financially speaking, 
this is a governmental organisation, although its duties are of a 
kind normally entrusted to private institutions.

KFSB's members comprise 6,500 companies and 71 co-operatives, all 
of them small businesses with between 5 and 300 employees.

KFSB's activities include all kinds of information to companies 
and various surveys, advisory services and educational arrange
ments. The organisation supports all forms of co-operation and 
joint sales measures. It publishes the bulletin Small Business 
Weekly, which has a circulation of 25,000. Its export promotion 
measures include distributing market information from KOTRA, 
supplying information about licences and international inquiries, 
and arranging participation in conferences and "roadshows" 
abroad. Companies also have access to individual consulting 
services on the subject of legal problems, taxation and problems 
of foreign trade.

The following figure is a digest of the various organisations, 
showing their public or private status and the extent to which 
their activities are concerned with export promotion.
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Export promotion is to a great extent based on capital subsidisa
tion as the foremost incentive. Development is facilitated by 
advantageous financial arrangements within the country and for 
exports. The big trading houses have special privileges concern
ing finance, access to international market information and 
eligibility for membership of various organisations and institu
tions. Their finance is facilitated not least by their exemption 
from tax on commission revenues.

The export promotion concept also involves basing co-operation on 
active economic analysis, research and forward planning. For the 
first of these purposes, the Economic Planning Board is respons
ible among other things for the compilation of long-range plans 
and the annual economic management plan. Institutions such as 
the Korea Development Institute, KDI, a governmental economic



research institute, and KAIST, the Korean Advanced Institute of 
Science and Technology, are examples of organisations supplying 
basic information and policy proposals on which discussions and 
policy making are based. The South Korean model of planning and 
export promotion is based on such information being available and 
being regularly discussed at expert meetings attended by repre
sentatives of the important organisations mentioned above, and 
also at meetings between senior MCI officials and the big trading 
houses.

2.3 The concept of export promotion in South Korea

South Korean export promotion is characterised by the extensive 
and natural co-ordination of governmental and private measures to 
expand exports and streamline necessary imports of energy, raw 
materials and semimanufactures. This co-ordination of common 
efforts can perhaps be said to have been codified in 1975, when 
the MCI established the system of large trading houses (General 
Trading Companies, GTC), which are accorded privileged status in 
the South Korean economy so that they can develop into efficient 
trade-promoting entrepreneurial units. These GTCs were inspired 
by the success of Japanese trading houses.

The GTCs account for roughly half of all South Korean exports and 
symbolise the single-minded co-operation between private and 
governmental interests and the co-ordination of activities 
through the MCI. The success of these trading houses has to a 
great extent been due to the support available from KOTRA's 
activities within the country and the many overseas trade off
ices. Co-operation between the various governmental and private 
institutions is made easier by the managements of the various 
units being closely acquainted with one another and often having 
previous experience of the other organisations.

But there is a great deal of competition between the GTCs, and 
this is encouraged by "the state". For example, they vie for 
distinctions at the annual "Exports Day". The winning company/



trading house is nominated a national hero. The government is 
constantly encouraging growth, and when certain export levels are 
attained, the trading houses acquire special rights to tender for 
government contracts.



3.1 Where does the exporter have access to support?

Most of the large export promotion institutions mentioned above 
have one or more branch offices in the country, and several of 
them have overseas offices as well. Moreover, nearly all these 
organisations have quite extensive publishing activities. 
Several of them have computerised information systems as well. 
Thus there are numerous opportunities of coming into contact with 
support.

However, it appears to be common practice for Korean companies to 
approach their sectorial organisations, which in turn draw on 
information from the big central organisations. KOTI and the 
other large trading houses are another natural point of contact 
for the exporter. KFSB also conducts extensive information and 
advisory activities. In addition, this organisation runs a few 
hundred so-called co-operatives which can assist companies in the 
various branches of trade. In other words, the system as a whole 
appears to have wide coverage and to be capable of reaching 
company level.

3.2 Planning and production support

Great attention is devoted to education. Most of the above 
mentioned organisations provide various forms of education for 
personnel at different levels. Similarly, planning and build-up 
within the company are facilitated through the arrangement of 
educational and informative trips abroad and the provision of 
market information of various kinds. In practice the big trading 
houses probably also support companies in matters of planning and 
production.

Certain priority industries, especially shipbuilding, receive 
extensive support from the government and can count on highly 
favourable financial terms even at a very early stage.



3.3 Marketing support

Most of the export promotion institutions concentrate particu
larly on this point. In this connection companies can obtain not 
only information but also direct negotiating support, partly 
through KOTRA.

3.4 Finance and guarantees

One of the basic ideas of Korean export promotion is for finan
cial subsidies to constitute an incentive for expansion and 
exports. There are extensive facilities for discounting export 
bills at favourable rates of interest, and the level of subsid
isation has been high during certain periods; at times during 
1982 it was 7 percentage units.

The Exim-Bank appears capable of offering financial and guarantee 
facilities on at least the same scale and of at least the same 
quality as the corresponding institutions in the main industrial
ised countries.

The following is a description of organisational support for 
different phases in the activities of an export enterprise.
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3.5 Related forms of support

As we began by observing, South Korea is one of the NICs who have 
been most successful in their industrialisation and interna
tionalisation strategy. The fact of South Korean exports having 
grown by an average of 35% annually between 1962 and 1982 is 
indicative of the combined success of industrial, commercial and 
other policy measures. Trade policy has also incorporated a 
deliberate element of protectionism aimed at strengthing the 
country's industry, and this has evoked increasing international 
counter-reactions. "The policy of support" appears, however, to 
have played less part in promoting exports than in many other 
countries.



4. National idiosyncrasies

Export promotion in South Korea is based on an effective inter
action between public authorities, organisations and enterprise 
which, however, takes place very much on the conditions defined 
by the government. Unquestionably, this interaction is greatly 
facilitated by the existence of common documentation supplied by 
the export organisations for purposes of information and assess
ment, by the job rotation occurring between the large private and 
governmental institutions and by the regular discussions which 
take place between all agencies involved. The tradition of 
central co-ordination and planning together with procedures for 
establishing a consensus between the private and governmental 
interests involved makes it likely that this interaction works 
well.

The big trading houses have proved a highly successful means of 
promoting exports. At present there seems to be a certain change 
of emphasis in progress towards more direct support for small and 
medium-sized businesses, in order to give them a growth potential 
of their own and establish a balance between them and the commer
cial giants. One of the big organisations, KFSB, devotes itself 
exclusively to this entrepreneurial category and plays an import
ant part in doing so.

South Korea has registered some success in shipbuilding and 
exports of buildings above all to the Middle East but also to the 
African countries, and this has generated a great deal of govern
mental interest in further systematic exports. The support 
available for such activities mainly comprises finance and 
guarantee arrangements. Bonds and guarantees for current build
ing projects abroad accounted between them for four-fifths of new 
guarantees in 1982. But although interest thus exists and 
support is available in the form of advantageous credits and 
guarantees, as well as governmental involvement in delegation 
visits, bilateral trade agreements and suchlike, there is no 
concerted policy for the promotion of systematic exports.



Japan
1 National characteristics

Japan is a highly developed industrial nation, second only to the 
USA and West Germany as a worldwide exporter. Exports in rela
tion to GNP, however, are lower than for any other country in 
this study except the USA. National development since the Second 
World War has been governed by a unique process of interaction 
between the government and the big companies. During the forties 
and fifties, when there was very heavy demand for foreign ex
change, the central bank and the Ministry of Finance were cruci
ally important. The scanty amounts of western currency available 
had to be used by the Japanese companies which could do most to 
benefit the country. This strategy has involved a bid for 
self-sufficiency, first in stable goods and later in consumer and 
investment commodities. Western currency was needed, however, 
for the procurement of investment commodities. After the Second 
World War, the Americans sold off many of their product innova
tions cheaply to Japan. The Japanese then developed production 
engineering systems which, based on Japanese teamwork and dis
ciplinary methods, above all resulted in good consumer goods. 
The government has encouraged export enterprises - primarily 
trading houses - to sell enough to pay for the (carefully identi
fied) import commodities.

Table 1 Japan: various economic data
1978 1979 1980 1981 1982

Exports*"^ in mill.
of US$ 98,338 102,293 130,435 151,500 138,443
Exports/GNP % 11.6 11.1 13.2 14.4 12.5
Exports per capita $ 886 882 1,117 1,288 1,169
GNP per capita $
GNP in mill, of

7,410 7,928 8,482 8,970 9,360

us$(2) 851,373 919,354 990,502 1,055,287 1,108,732
(1) Source: IMF Direction of Trade Statistics; Yearbook 1982
and May 1983
(2) US$ = 240 yen.



Imports are overwhelmingly dominated by energy, mostly in the 
form of oil. Less than half of Japan's exports go to industrial
ised countries, as can be seen from Table 2. This is remarkable 
and may mean that Japanese companies are employing different 
chronological perspectives. They are also developing business in 
markets which seldom accept straightforward "sell-the-goods-pay- 
in-strong-currency" transactions. Frequently this type of 
business has come to involve technology transfers, joint ventures 
and barter transactions.

Table 2 National breakdown of exports*
Millions of US$

1978 1979 1980 1981 1982
Industrialised
countries 44,183 46,697 59,124 70,283 65,497
State-trading
countries 6,417 7,124 9,026 9,359 8,254
Petroleum-exporting
countries 14,178 13,244 18,858 22,933 21,969
NICs 13,420 14,465 16,455 18,447 15,944
Developing
countries 20,140 20,763 26,972 30,478 26,779

Total exports 98,338 102,293 130,435 151,500 138,443

* The countries in each category are enumerated in Appendix 2.

Source: IMF Direction of Trade Statistics, Yearbook 1982 and
Direction of Trade Statistics, May 1983.

The largest export recipient is the USA, which accounts for a 
quarter of export products, many of them in the hi-tech category. 
West Germany is Japan's second largest export trading partners, a 
position formerly occupied by South Korea.



2.1 Export promotion resources

The following table shows the authorities allocating resources 
for export promotion and the amounts ultimately provided by 
Japanese taxpayers.

Table 3 Japanese export promotion expenditure in 1982

Millions of US$

The Export-Import Bank of Japan
governmental funding capital^

(2)subsidisation
(3)JETRO (Japan External Trade Organisation)

OECF (Overseas Economic Co-operation Fund) 
general account^ 
subsidisation^

JICA^ (Japan International Co-operation Agency)(7)MITI (Ministry of International Trade and Industry 
Ministry for Foreign Affairs

Total

400
200
75

60
10
25
25

135
930

Export promotion as a percentage of exports ($138,443 millions) = 
0.7%
Export promotion per capita (118 millions) = $7.9

(1) When the Eximbank was founded, the Ministry of Finance put 
up capital totalling 952,000m. yen. Governmental expendi
ture on loans contracted in the credit market corresponds to 
about 10%, i.e. an annual spending of $400m.

(2) The government subsidises yen loans to the bank at a rate of 
about 1%. The bank had 4,780 billion yen at its disposal



for 1981/82. The cost to the government was 47.8 billion 
yen, i.e. approximately $200m.

(3) This comprises JETRO's budget, including the cost of facili
ties, totalling 19,520m. yen, i.e. $75m.

(4) The contribution from the government's General Account 
Budget was 160 billion yen. Government expenditure on 
borrowing corresponds to about 10%, i.e. 16 billion yen or 
$60m.

(5) Yen loans from the Trust Fund Bureau totalling 277.4 billion 
yen at a subsidisation rate of 1%, i.e. $10m.

(6) JICA's budget for 1982 was 77 billion yen, 10% of which 
finances "procurement", i.e. purchases of materials. About 
90% of these deliveries come from Japanese companies, whose 
exports are increased by $25m.

(7) MITI includes the International Trade Administration Bureau, 
which is concerned with export credit insurance. A loss of 
some $25m. was returned for 1982.

(8) The Japanese Ministry of Foreign Affairs had a budget of 
359,400m. yen for 1982 according to a survey by the Swedish 
Trade Commission in Tokyo. Various Japanese observers 
estimate that diplomats devote an average of 10% of their 
time to export promotion activities. Hence the $135m. for 
export promotion according to our flat-rate method of 
calculation.

2.2 The principal export promotion institutions

The public institutions most concerned with export promotion are
MITI and JETRO, which it incorporates. In addition there are the
Eximbank, OECF, JICA and, in the private sector, KEIDANREN (the
Federation of Japanese Industries), which includes the trading



houses, and JMEA (a trade association for machinery exports) and 
the Chamber of Commerce.

The above mentioned Japanese export promotion institutions are 
included in the figure below, which shows the extent to which 
activities are concerned with export and also whether they are 
privately or publicly sponsored.

Figure 1 Export promotion organisations in Japan
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The purpose of the Japan External Trade Organisation (JETRO) is 
to support trade between Japan and other countries. The organ
isation's activities are mainly, but not exclusively, financed by 
subsidies from the Japanese government. Its head office is in 
Tokyo. In addition there is a large office in Osaka and another 
29 local offices throughout the country. Overseas a network of 
78 offices has been built up in 59 different countries. Al
together JETRO has 960 employees, 590 of whom are stationed in 
Japan and 270 abroad. Of the 590 in Japan, 450 are employed in 
Tokyo and 140 in Osaka and at the other local offices.

JETRO's total budget is about $75m. This figure does not include 
the basic payment, which is now capitalised and amounts to about 
$45m. This capital yields roughly $4m. in interest revenues 
which probably cover the cost of renting the Japanese office 
facilities.



JETRO has no priorities concerning markets, products or custom
ers. On the other hand its activities are very strictly divided 
into programmes, more exactly into seven programme areas for 
1983. One consistent feature is the efforts made by the Japanese 
government also to encourage the internationalisation of small 
and medium-sized companies. Large trading houses such as Mitsu
bishi and Mitsui, for example, are already thoroughly established 
and can hardly increase their exposure without encountering 
excessive resistance. It is therefore natural that small busi
nesses should also commence their internationalisation activities 
in promising markets.

JETRO's overseas offices are currently required to encourage the 
various countries to export to Japan, i.e. promote imports. But 
of course they are also expected to help Japanese companies 
wishing to sell abroad. Import promotion is mainly concerned 
with finished industrial products.

The Ministry of International Trade and Industry (MITI) encour
ages network construction and co-operation. MITI is a large 
governmental department with about 12,000 employees, 3,000 or 
4,000 of whom are stationed at headquarters in the centre of 
Tokyo. MITI includes smaller units which in other countries 
would rank as national administrative boards. JETRO is also 
included. In addition to JETRO, MITI has eight local offices of 
its own in Japan, each with an average staff of 15.

MITI seems to have two principal mechanisms for encouraging the 
growth of its own and other Japanese networks. Firstly, the 
various parts of the network can report to the decision makers at 
the centre. In this way the centre, having superior information, 
can make better decisions. Secondly, the branches of the network 
can be used to publicise the decisions which have been made, i.e. 
to achieve efficient decentralisation. MITI is both a kind of 
policy maker and an operational body, added to which it is a 
government department providing a "full range" for export enter
prises. This means that company export transactions, from



production to marketing, credits and guarantees, are discussed 
and administered by the various sections of MITI.

MITI, of course, was instrumental in encouraging active inter
national trade, i.e. the exports, immediately after the Second 
World War. The unit now entitled "Export Division" was respons
ible for the measures described below.

A standing "Export Conference" comprising a committee made up of 
the prime minister, the head of MITI and representatives of the 
big companies, were included in this Conference, which was 
inaugurated in 1954 and held formal assemblies alternate years 
until 1972. In 1970 its name was changed from Export Conference 
to Trade Conference. Once or twice every year, also as a matter 
of tradition, the head of MITI has invited the heads of the 
largest companies to attend discussions. The Trade Conference 
has changed its recruitment and acquired a somewhat different 
purpose since 1972. The simple fact is that approaches to new 
markets have begun to encounter a certain measure of resistance. 
In addition to the invited MITI representatives, the Conference 
is now also attended by representatives of the press and banking, 
plus representatives of the manufacturing industry whose products 
are to be exported. The professed aim of this is to make sure 
that negative criticism does not grow too powerful when new 
overseas markets are being opened.

But MITI has also made demands on export enterprises by taking 
charge of certain procedures. After the war it introduced a 
control apparatus guaranteeing that export products were of 
satisfactory quality. Formerly random samples used to be taken 
of end products, but today MITI personnel carry out annual 
inspections to ensure that production equipment is of a good 
standard. Some of these inspections have been abolished now that 
Japanese products are more than equal to international standards 
of quality. Also immediately after the war, legislation on 
imitations was introducted by MITI to protect companies against 
excessively blatant plagaries.



For about 30 years now, MITI has also administered export credit 
guarantees within its International Trade Bureau. This depart
ment of the MITI building in Tokyo has about 100 employees, 
including 50 or so stationed at the local offices, of which 
Sapporo, Tokyo, Nagoya and Osaka especially are concerned with 
guarantee questions. The local offices have thé task of selling 
certain minor insurance policies to companies. These activities 
have previously had positive results except for certain deficit 
years. It was not until 1981 that a heavy deficit of 4.8 billion 
yen was returned. The loss for 1982 was 2.6 billion yen. This 
has led to 20% increases in the premiums for credits and short
term loans and 40% increases for transactions of more than one 
year's duration.

The Export-Import Bank of Japan is an independent governmental 
organisation designed to facilitate Japanese economic exchange 
with other countries. The bank supplies borrowers with a wide 
variety of financial arrangements to supplement and support the 
financial activities of commercial banks and other financial 
institutions, mostly in the field of systematic and shipyard 
exports but also in connection with Japanese imports of primary 
commodities and, moreover, Japanese investments abroad.

The Eximbank is modelled on the American Eximbank. When it was 
first established, 30 years ago, it was exclusively concerned 
with exports, but it has gradually come to deal with import 
finance as well.

The bank has an Overseas Investment Department, i.e. a consulting 
office to which companies can turn for an indication of the 
countries where the Export-Import Bank prefers Japanese companies 
to invest. The bank's objectives give priority for loans to 
foreign exports of turnkey installations.

The bank is governed by special legislation vesting complete 
influence in its President and Managing Director. There is also 
a General Administration Department which lays down basic policy



in accordance with governmental guidelines. The Export-Import 
Bank co-operates mainly with four other units within the admin
istration, viz the Economic Planning Agency (EPA), the Ministry 
of Foreign Affairs, MITI and the Ministry of Finance.

The Overseas Economic Co-operation Fund (OECF) ' is a bank which 
lends money on very generous terms and can be regarded as supple
menting the Export-Import Bank described above. In Japanese 
terms, loans include both a repayable amount and a (non-repay- 
able) grant. The OECF is governed by a join group of four 
authorities, viz the Ministry of Foreign Affairs, the Ministry of 
Finance, MITA and EPA. The Ministry of Foreign Affairs does a 
great deal to influence the group's decision making. The Min
istry of Finance is the major source of grants, which probably 
means that the non-repayable portion is subject to its approval. 
Repayable loans, on the other hand, are decided by OECF itself. 
EPA, however, seems to be the institution most immediately in 
charge of OECF. Today JETRO is mainly controlled by MITI, the 
Ministry of Finance is most immediately responsible for the 
Export-Import Bank, and the Ministry of Foreign Affairs governs 
JICA. Japanese bilateral assistance takes the form of "technical 
co-operation" (manpower or advisory services) or "financial 
co-operation", which is JICA's concern.

The OECF was established as early as 1961, and has had the task 
ever since of supporting relations between Japan and developments 
in Southeast Asia and other countries by contributing towards the 
development and stability of those countries. The OECF supplies 
the countries concerned with funds in situations, as the OECF 
Annual Report puts it: "...when funding is difficult to obtain 
from Export-Import Bank in Japan". There are 250 employees, 35 
of whom are stationed abroad at representative offices in Bang
kok, Seoul, Djakarta, Manila, New Delhi, Peking, Nairobi, Cairo, 
Washington and Lima.



Figure 2 Export promotion organisations operating in close 
co-operation
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The Japan International Co-operation Agency (JICA) is the Japan
ese authority responsible for assistance to the developing 
countries. Started in 1974, this organisation now has 1,000 
employees. It is concerned with "technical co-operation", i.e. 
co-operation on the human plane as opposed to financial co-opera
tion. The intention is for JICA's activities to "help other 
countries in their national construction and contribute towards 
the personal development of citizens of these nations". To this 
end, Japanese public sector teams are formed which go out to help 
other countries. Last year 300 such teams were sent out. JICA 
is clearly problem-oriented. Care is taken to identify an 
authority, a sector or an entire country having a direct problem. 
Japanese always want the opposite number to understand that he 
has ordered the assignment and is stating the demands. The aim 
is to build up individual educational establishments, research 
institutes or a type of vocational counselling establishment not 
yet existing in the country. Japanese engineers and Japanese 
materials are of course used for this institutional construction. 
The budget for 1982 was 77m. yen, i.e. $290m. Thus three insti
tutions co-operate, viz the Export-Import Bank, which advances 
loans to private banks, OECF, which advances loans to the govern
ment, and JICA, which is concerned with "technical co-operation". 
These authorities have three distinct purposes but also a common 
concern with supporting Japanese economic development and improv
ing Japan's international reputation, as our informants put it.



Ten per cent of the budget refers to "equipment", and 95% of this 
part has hitherto involved deliveries from Japanese companies.

KEIDANREN is the main representative organisation of industrial 
enterprise. The large SHOGO SHOSHA conglomerate (such as Mitsu
bishi and Mitsui) form part of KEIDANREN. This phenomenon (a 
combination of trading house, bank and industrial enterprise) is 
typically Japanese and also occurs in Korea.

It is above all nine large, established trading houses that 
account for half Japan's exports. A short character sketch of 
these trading houses will not, therefore, be out of place.

Trading houses in Japan, and elsewhere in Asia, used to have the 
function of "Confirming Houses", i.e. companies with a capacity 
for communicating with the outside world; in other words, they 
attended to monetary transactions and transported goods. The 
sole task of the trading houses was to satisfy demand elsewhere 
in the world. After decades of development, two trends have been 
identified where the role of trading houses is concerned. One of 
them implies a concentration on turnkey deliveries, often involv
ing very large systematic projects. The other trend implies 
working with such primary commodities as oil and coal. Both 
trends involve the assumption by trading houses of more advanced 
functions such as finance and commodity storage.

Unquestionably, the Japanese trading houses are immensely strong, 
their personnel are skilful and systematic projects have to be 
carried out on the terms defined by Mitsubishi and the other 
companies. For example, when China was opened up a few years ago 
and wanted help in the form of credits and trained engineers from 
Japan, the Japanese trading houses responded immediately. They 
were able to provide the Chinese with credits, but they observed 
immediately that the country was also short of economists and 
administrators, and that in certain key positions these persons 
would have to be Japanese. The Chinese did not ask for persons 
to occupy these positions. Consequently the Japanese decided



that they did not want to risk having weak links in the systems 
they delivered, and so they refrained from tendering.

The Japan Machinery Exports Association (JMEA) is a private trade 
association founded in 1982 to encourage exports of Japanese 
machinery. The Association is more closely linked with the 
national administration than is the case, for example, with 
European trade associations. JMEA's purpose is also to work for 
"...the public interest to promote the sound development of 
machinery export". The present Managing Director has previously 
held senior appointments with MITI, e.g. as head of JETRO, but he 
has also worked with JICA (Japan International Co-operation 
Agency). The Association represents 550 machinery manufacturing 
companies, and according to official statistics machinery ac
counts for some 60% of Japan's total exports.

The budget for 1983 was $8 million, and activities are funded out 
of membership dues. In addition to the head office in Tokyo, 
theer are branch offices in Nagoya and Osaka. Overseas offices 
have been established in places where trade friction problems are 
thought to be greatest. These two offices are in New York and 
Brussels. In addition, efforts are being made to encourage 
systematic exports by promoting the formation of consortia 
between Japanese and foreign companies for deliveries to de
veloping countries.

The Tokyo Chamber of Commerce and Industries is one of the 
county's 379 local chambers of commerce. These are all affili
ated to the Japan Chamber of Commerce.

Although the chambers of commerce are private bodies, they seem 
to be more closely allied with the national administration than 
chambers of commerce in many European countries. One of their 
most important functions is to act as spokesmen for their members 
in relation to the government. They provide extensive advisory 
and intermediary services, and they also arrange loans for 
affiliated companies.



The Tokyo Chamber of Commerce and Industries was founded as long 
ago as 1878. Overseas, use is made of the seven overseas offices 
of the Japan Chamber of Commerce. These are entitled the "In
dustrial and Technical Co-operation Office of the Japan Chamber 
of Commerce and Industries" and are controlled by the MITI "small 
and medium enterprise agency", which also helps to finance 
overseas activities. The Tokyo Chamber of Commerce and Indust
ries has 500 employees, half of whom are stationed at head office 
and half at 23 local offices in various parts of the city. The 
chambers of commerce have a combined personnel strength of 
45,000.

2.3 The concept of export promotion in Japan

Our interviews in Japan yielded three types of answer. Firstly, 
we are told that there is no export policy. In practice this was 
marked by a reluctance to enter into any discussion on the sole 
topic of exports; our interlocutors wanted to steer the conver
sation round to "international trade" or at least every now and 
then discuss import promotion. The second type of answer, given 
by several Japanese respondents, is that "JETRO is our export 
promotion". But they added that in fact only 10% of JETRO's work 
is concerned with export promotion at present, the other 90% 
relating to import promotion. It is the Japanese Ministry of 
Foreign Affairs that indicates the measures which should be taken 
to strengthen imports.

The Ministry of Trade, i.e. MITI, has been trying for several 
years to implement the foreign minister's attitude and induce 
companies to export less. There is, however, an unmistakeable 
generation gap within MITI, though less so that within enter
prise. The older generation of executives feel a certain debt of 
gratitude to the USA and are prepared to make concessions. The 
younger, more aggressive generation, has no such recollections or 
grateful sentiments and therefore wishes to export aggressively.



The third opinion concerning the national concept of export 
promotion can also be said to characterise the opinions presented 
by western managers. Export promotion is said to focus on 
important strategic investments in countries with abundant raw 
materials and to be concerned above all with turnkey installa
tions .



3. Export promotion from an exporter's viewpoint

3.1 Where does the exporter have access to support?

It is with great hesitation that a small or medium-sized enter
prise begins to contemplate export business. If the native 
market is not big enough, this might be an initial cue for 
considering export business. And if, secondly, the perceived 
strength of competitors in Japan is too great, the company may 
again consider exporting. Several of our respondents observe 
that the Japanese market is very tough. It is not natural for a 
small company with no particular a priori contacts to start 
trying to overcome all the language and other barriers on its 
own. The natural thing is to turn to a trading house, and 
trading houses are very anxious to exploit their own network. 
The big trading houses observe, like the person we interviewed at 
Mitsui: "...Mitsui has its wonderful network of communications". 
The trading houses, however, exist mainly for companies which do 
not need to anticipate very much after-sales service. Therefore, 
for example, the motor manufacturers have left the trading houses 
quite soon after utilising their contacts, and the trading houses 
themselves are not interested in keeping track of the large 
numbers of spare parts which are needed. Small businesses come 
in as subcontractors for the turnkey contracts negotiated by 
large companies. Recently the Mitsui trading house delivered a 
pottery works to Algeria, and 200 small and medium-sized Japanese 
companies took part in the delivery. This gave them a certain 
familiarity with foreign markets and also with export problems.

3.2 Support for planning, production and build-up

Small and medium-sized companies receive no special support for 
exports. On the other hand MITI banks on giving these companies 
adequate cost coverage for the procurement of new machinery and 
the vigorous prosecution of product development. A programme of 
this kind is being encouraged by MITI, and owners of small 
businesses may possibly consider exports as one of several



alternatives. The big trading houses are also working hard to 
teach medium-sized businesses to develop suitable products for 
different markets. Joint venture business has recently come into 
vogue in Japan, and this may be a reflection of the difficulties 
which big companies have in utilising and actively encouraging 
creative ability within the framework of their own bureaucracy.

On the educational side, the big companies recruit the most 
talented students from the universities, teaching them business 
practice within their own large structures. The small companies, 
it is true, can learn about international trade by their own 
mistakes and can also recruit people with a knowledge of langu
ages .

JETRO also plays an important part in teaching companies to plan 
for their overseas ventures. The export advisers operating at 
local level have often been employed at one of the overseas 
offices and therefore have direct experience of at least that 
market. As a result of JETRO's internal job rotation system, 
entrepreneurs frequently encounter JETRO employees with varie
gated experience. But Mitsui, represented in 150 places through
out the world, naturally also constitutes a very interesting 
alternative to the inexperienced exporter, since it takes charge 
of both finance and logistics.

3.3 Marketing support

In addition to JETRO's intricate network, MITI has created a 
system of several hundred consultants, inaugurated in 1982. This 
Business Consulting System involves 700 Japanese throughout the 
world, half of them currently employed by the big trading houses, 
undertaking to help small and medium-sized Japanese companies 
into the market, but also to help foreign companies sell to 
Japan. What actually happens is that if a Japanese entrepreneur 
comes to Hamburg and asks for assistance in finding a business 
associate, the JETRO office can supply him with all the brochures 
and reports on previous surveys. On the other hand, the JETRO



staff are unable to provide more than a limited amount of direct 
consultation. Instead they can refer callers to somebody on 
their list of consultants.

3.4 Finance and guarantees

As stated earlier, companies both large and small can count on 
support from MITI. Small companies can also obtain financial 
support through their contacts with chambers of commerce and 
JMEA.

Through JICA and OECF, Japanese companies can also be contacted, 
either directly or through MITI, for assignments prompted by 
JETRO's overseas offices.

3.5 Related forms of support

Many Japanese respondents say: "We need to import and we need 
machinery. For this purpose we have to export. We must not 
forget the desperate years of the 1940s and a few decades sub
sequently, when we were wrestling with currency exchange dif
ficulties. Today we have problems of another kind, but the old 
ones still seem relevant. Perhaps this is why we are able to 
develop such close and convincing business transactions with 
development countries". Development assistance, therefore, is 
closely bound up with Japanese export promotion.

Japanese regional policy is hardly the concern of government in 
Tokyo. Nor, really, is labour market policy. On the other hand 
Hokkaido, for example, is undertaking its own regional develop
ment .

Development is systematically controlled by co-ordinating the 
actions of the various authorities. This planned development is 
laid down in the national 7-year plan.



Industrial policy is aimed at creating favourable conditions for 
enterprise and at taking direct measures to encourage growth 
industries. In other words, there is no scope for a species of 
defensive industrial policy on European lines.

The following is an attempt to position the organisation with 
reference to their tasks in connection with a company's intended 
development of export business.

Figure 3 The focus of export promotion on various activities
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4. National idiosyncrasies

Following the Second World War, the interests of government and 
private enterprise converged due to the great need for strong 
currency. Soon afterwards the Japanese trading houses were 
encouraged to revive their old contacts and networks. This was 
done by means of heavily subsidised loans based on export con
tracts obtained via the mortgaging of letters of credit, i.e. the 
same method as is being used today to encourage the growth of 
trading houses in Korea. This activity was discontinued because 
it conflicted with the rules of GATT, but by then the trading 
houses had achieved their take-off. There are no actual limits 
to the assistance with Japanese companies have received from the 
government through the strictly personal or company-oriented 
services which individual MITI employees can offer.

The frequent discussions between the government, above all 
represented by MITI, and the leaders of the big companies are 
conducive to a close mutual understanding of viewpoints and 
arguments. MITI takes the view that industry cannot be con
trolled, while people at Mitsui, for example, feel that virtually 
all activities are controlled by MITI. This, presumably, ref
lects the mutual responsibility assumed by these actors for 
Japanese development.

The small companies, which really receive little financial 
backing in relation to the big ones, are referred to as a neces
sary part of the economy. But in reality they are necessary as 
suppliers to the big companies. The latter - comprising above 
all a dozen conglomerates and trading houses - are governed by 
the conditions applying to long-term governmental credits and 
guarantees and, secondly, by the feasibility of doing business 
with Eastern block countries for military reasons.

This extraordinary co-ordination of defence policy, industrial 
policy and, above all, trade policy has absolutely no counterpart 
in the other countries included in the present project.



Japan is permeated by the dissemination of information and a 
conviction that superb knowledge will lead to wiser action on the 
part of both enterprise and public authorities.

The 7-year development plan, like "the visions", i.e. the govern
ment's belief in certain sunrise branches and types of product, 
comprises practical advice for actual situations confronting many 
Japanese companies. In the exact plans of activity formulated by 
JETRO, JICA, OECF and the Export-Import Bank and distributed to 
their clients and customers, companies are partially apprised of 
these organisations' priorities. Plans are then followed in a 
way which westerners might find unduly implicit. As a result of 
the decision-making system of the Japanese organisation, which is 
based on team formation and consensus, the priorities of these 
national authorities achieve an astonishing impact.

The 1980s, however, will see a change of approach. The govern
ment has now recommended the big companies to "collaborate, i.e. 
mix with your contacts abroad". This is something new for Japan, 
which has been having to beg and plead for technology ever since 
the Second World War. The government believes that set-off 
purchases are destined to increase and that companies will have 
to prepare accordingly. The leasing of machinery to other 
countries is another development trend forecast by MITI, and one 
which companies will have to take into account in their organ
isational development.

American criticism of Japanese export activities has achieved 
tremendous impact in recent years and represents a turning point 
in Japanese export promotion. The "targeting policy" alleged by 
the Americans is a natural commercial development on the part of 
Japanese enterprise. The USA is the first country which a 
Japanese exporter tries to sell to, in view of its uniform 
language, large potential market and the historical links between 
the two countries.



Within JETRO, priorities are being revised in such a way that 
export promotion is diminishing and the main efforts are being 
concentrated on increasing imports. The Japanese Ministry of 
Foreign Affairs has taken action here with the aim of reducing 
international distrust of Japan on account of the newly developed 
trade imbalances between several industrialised countries.

The close interaction between enterprise and public authorities 
has already been made clear in several ways. The private trade 
organisation JMEA was created by virtue of special legislation 
and is concerned with promoting exports by machinery manufactur
ers .

The private chambers of commerce collaborate with the authorities 
probably more extensively in Japan than in most parts of Europe. 
Their activities are partly "controlled" by MITI. Through these 
committees a dialogue is conducted with the goverment. The 
chambers of commerce are financed partly out of grants from the 
municipality but also from other local authorities. Subsidised 
loans are also channelled from national funds through the cham
bers of commerce to companies.

The Japanese administration appears to be undergoing a change of 
attitude where small businesses are concerned. The predominance 
and active capacity of the large institutions have been supple
mented by a balanced view of small organisations. In terms of 
the financial resources at their disposal, however, the various 
programmes indicated above all through the Small Business Unit of 
MITI are of extremely slight importance by comparison with the 
efforts devoted to large enterprises.





USA
1 National characteristics

The USA is less dependent on exports than many other countries. 
Only 7% of the country's total output is exported, whereas for 
other countries the corresponding figure is about 25%. Table 1 
shows various economic data illustrating developments in the USA.

Table 1 The USA: various economic data

1978 1979 1980 1981 1982

Exports (1) in mill.
of US$ 143,762 182,007 220,781 233,738
Exports/GNP % 6.6 7.5 00 00 o

Exports per capita $ 645 808 969 1,017
GNP per capita $ 9,721 10,743 11,566 12,783

212,274
6.9
915

13,186
GNP in mill, of
US$1 (2) 2,163,900 2,417,800 2,633,100 2,937,700 3,059,306

(1) Source: IMF Direction of Trade Statistics; Yearbook 1983.
(2) Source: IMF International Financial Statistics, June 1983.

Most exports go to the industrialised countries, although this 
proportion has declined in recent years. Exports to the NICs 
have increased, on the other hand, as can be seen from table 2.

In 1982 the USA had a foreign trade deficit of more than 40 
billion US$, half of which related to trade with Japan. The 
deficit for 1983 was $60 billion, including just over 20 billion 
in relation to Japan. Forecasts for 1984 indicate a deficit of 
100 billion US$.



Table 2 National breakdown of exports* 
Millions of US$

1978 1979 1980 1981 1982

Industrialised
countries 82,552 106,689 125,353 129,720 117,195
State-trading
countries 4,125 6,837 6,819 7,359 6,231
Petroleum-exporting
countries 16,014 14,470 16,946 20,732 22,097
NICs 15,906 21,907 29,904 32,342 26,436
Developing
countries 24,165 32,104 41,759 43,585 40,315

Total exports 143,762 182,007 220,781 233,738 212,274

* The countries in each category are enumerated in Appendix 2. 
Source: IMF Direction of Trade Statistics, Yearbook 1983.

The main recipient country is Canada, just as the USA is the 
principal market for Canadian exports. The second largest 
recipient country is Japan, followed by Mexico. The main exports 
to Canada and also to Mexico come from the engineering industry, 
above all from the machinery and automotive industries. Food
stuffs are the main commodity exported to Japan.

2. Export promotion - an overview

2.1 National government spending on export promotion in the USA

The basic philosophy is for the authorities to interfere as 
little as possible with corporate output and exports. According
ly, support for direct export promotion measures through advisory 
services, the arrangement of trade fairs etc. is limited. A 
certain amount of activity of this kind, however, is conducted 
within the US Department of Commerce and the State Department



with reference to the trade departments of overseas embassies. 
The Export-Import Bank has hitherto been self-financing, and so 
too has the Foreign Credit Insurance Association, which is a 
private export guarantee organisation.

The bulk of American export promotion spending comprises develop
ment assistance tied to deliveries from American suppliers. In 
addition, there is a tax reduction system, DISC, whereby com
panies reinvesting abroad are exempted from taxation of profits.

American bilateral development assistance totals some 6 billion 
US$, of which 2 billion go to Egypt and another 2 billion to 
Israel. The US Department of Commerce regards this "military 
assistance", totalling 4 billion US$, as "tax-financed export 
promotion". In addition, 1.7 billion US$ are directly allocated 
to AID, i.e. the Agency for International Development. Barely 
half this amount, 0.7 billion US$, is said by the US Department 
of Commerce to constitute tied development assistance.

Table 3 US governmental expenditure on export promotion, 1982

Department of Commerce^
International Trade Administration (ITA) 

State Department
(2)Trade Development Program (TDP)

(3)Overseas embassies
( 4 )US Trade Representatives

Department of Agriculture^
Foreign Agricultural Service (FAS)

Commodity Credit Corporation (CCC) ^
(7)Small Business Administration (SBA)

Tied assistance^
Domestic International Sales Corporation (DISC)

Millions of US$

(9)

108

20
116
15

40
450

2
4,700
2,000

Total 7,451



Table 3 continued:

Export promotion as a percentage of exports ($212,274 millions) = 
3.5%
Export promotion per capita (232 millions) = $32

(1) The budget includes allocations of $59 million for XTA trade 
development and $49 million for the US Foreign Commercial 
Service. This is said to be the sum total of export promo
tion measures by the Department of Commerce.

(2) The State Department has a Trade Development Program with a 
budget of $20 million.

(3) State Department expenditure in 1982 on "Conduct of Foreign 
Affairs" totalled $1,183 million according to the budget for 
the 1984 fiscal year. Persons interviewed estimate that 10% 
of the State Department's work is concerned with export 
promotion. Excluding the TDP allocation of $20 million, 
this 10% therefore corresponds to $116 million.

(4) US Trade Representatives have about 150 employees, costing 
on average 100,000 US$ according to figures supplied by the 
Department of Commerce. This makes $15 million.

(5) Department of Agriculture expenditure totals $80 million, 
half of which goes to FAS.

(6) CCC is primarily an "insurance institution" with a number of 
rather idiosyncratic programmes mainly addressed to US 
farmers. Export promotion comprises a "Food Aid Program - 
PL 480" costing $750 million, of which the state finances 
60%, i.e. $450 million.



(7) The SBA has 5 employees in Washington and 10 at regional 
offices concerned exclusively with export promotion. Their 
activities and those of other SBA employees were estimated 
by a respondent in August 1983 at approximately US$2 mill
ion.

(8) Development assistance totalled $8 billion, of which 2 
billion are in practice earmarked for Egypt and Israel 
respectively. The "official" development assistance organ
isation AID (Agency for International Development) has a 
budget of $1.7 million. The US Chamber of Commerce esti
mates the tied portion at US$700 million. Tied commodity 
deliveries thus amount to 2+2+0.7 = 4.7 billion.

(9) DISC, i.e. Domestic International Sales Corporation, is said 
to cost the Federal Treasury about $2 billion annually in 
lost taxation revenue.

2.2 The principal export promotion institutions

The most important export promotion institution in the USA is the 
Department of Commerce.

This department has 10 principal divisions, including "Economic 
Affairs, The International Trade Administration" and "Patent and 
Trade Mark Office".

The entire departmental budget at present totals roughly US$ 2 
billion. There are 35,000 employees, and responsibilities cover 
a very wide field. At present a re-organisation is being dis
cussed whereby Export-Import Bank finance and FCIA export insur
ance would be brought under the (reinforced) department. The 
build-up is planned to imitate the Japanese MITI pattern, and the 
reorganised department is to be renamed DITI. The proposed 
co-ordination is also prompted by the existence of two organisa
tions which are currently occupied with trade questions. US TR, 
i.e. US Trade Representatives, which reports straight to the



President and are responsible for negotiations and policy ques
tions, do not always co-ordinate their activities with the 
Department of Commerce, which has to implement the programmes.

The International Trade Administration, ITA, is the section of 
the Department of Commerce responsible for export promotion. 
Through ITA the Department of Commerce has a number of local 
offices in all 52 states, a system reminiscent of the Japanese 
JETRO's more than 20 local offices. All communications used to 
proceed via central office in Washington, but nowadays the 
district offices communicate freely with commercial handling 
offices in 66 different countries. ITA is represented in 16 of 
the 136 places where there are US embassies. In another 66 
places there are consulates general and in 31 more countries 
there are advisers. This organisation covers practically every 
country in the world. The ITA is in fact the only federal 
institution concerned primarily with export promotion.

Information about foreign purchasers is conveyed through the 
Trade Opportunities Program (TOP). Partly through commercial 
handling officers at the embassies, information about trade 
opportunities is conveyed to the ITA in Washington. This in
formation is then passed on, from a register, to American com
panies by means of such publications as "TOP Bulletin". A 
register entitled the Foreign Trade Index lists 140,000 companies 
in 143 countries and is at the disposal of American exporters 
looking for purchasers abroad.

The ITA issues a number of publications: Business America (The 
Magazine of International Trade), published fortnightly, des
cribes various national areas and rules which have been amended. 
There is also the journal "Commercial News USA - New Products and 
Trade Information", which is primarily distributed to commercial 
handling officers. In addition, perhaps 300 or 400 short memo
randa or other publications, termed Country Market Surveys, are 
published every year. In this connection, data are collected 
through the commercial handling officers, who in turn often



purchase the services of local consultants and market intelli
gence enterprises.

XTA co-operates primarily, not with individual companies but with 
trade organisations. There are 6,000 such organisations in the 
USA, and ITA states that it collaborates with 200 of them. 
Recently ITA has begun recruiting people from commerce and 
industry. The commercial attachés are of two categories, viz 
career attachés and those recruited on five-year contracts.

The US State Department is responsible for embassies abroad. The 
American ambassadors are said by tradition to have been relative
ly uninterested in commercial activities, but the role of the 
State Department as a promoter of exports is gaining in import
ance. Our interviews indicate that the average ambassador 
devotes 10% of his time to export promotion.

The State Department and its TDP (Trade Development Program) cost 
the American taxpayers US$20 million per annum. The intention is 
for American companies to apply to carry out feasibility studies 
with a view to landing large contracts.

US Trade Representatives, US TR, is a policy organisation with 
about 150 employees costing on average, according to the inter
views, US$100,000 each, making a total of US$15 million. US TR 
also employes bilateral negotiations.

Within the US Department of Agriculture, export promotion is 
managed by the Foreign Agricultural Service (FAS). The main 
export promotion measures take place under a "Cooperator Program" 
aimed at creating demand and new markets for American agricultur
al products, and these efforts are undertaken in collaboration 
with farmers' organisations.

A "Cooperator Group" is set up to promote exports of each major 
product. There are 50 such groups, comprising personnel from FAS 
and farmers' organisations. These co-operative bodies work



actively to create markets for their products. Export promotion 
in the agricultural sector is an efficient "partnership between 
the public and private sectors", as people so readily put it.

The US Department of Agriculture is represented in 100 countries 
where there are agricultural attaches stationed at US embassies. 
In 11 places in the world there are also agricultural trade 
officers, which is quite a new arrangement, i.e. officials whose 
main task is to collect information for rapid delivery to Wash
ington. This collection and distribution of information appear 
to be inspired by the Japanese network patterns.

In 42 countries there are also FAS agricultural attachés who 
undertake more extensive marketing measures. Between them they 
cover a total of 100 countries. This international network 
involves a total of 285 persons, 110 of whom are US citizens.

Efforts are also made to promote exports of agricultural produce 
by means of a computerised information program. The Trade Oppor
tunity Referral Service (TORS). Foreign purchasers are contacted 
by the agricultural attaches and offered information about 
American producers.

The Export-Import Bank of the United States, the Eximbank, was 
founded in 1934 and became an independent authority in 1945. Its 
activities are aimed at financing and facilitating corporate 
exports and imports.

As our interviewees put it, the bank has to plead for its activi
ties in Congress every four years. Recently Congress remarked 
that the bank was not doing enough to finance exports by small 
businesses. Three per cent of loans from the bank went to this 
category in 1982. Congress has laid down that the figure must be 
raised to 6% in 1984 and 10% in 1985, and it is also issuing 
directives for the bank's activities.

In the mid-seventies the bank had 450 employees, but today it has



340. In recent years the bank has been criticised on the grounds 
that its export finance, which is provided on commercial terms, 
is more expensive than the finance obtained by companies in other 
countries with subsidised lending. Credits are on average 3 or 
4% more expensive, which is believed to be costing the country 
export orders. At the same time the bank is required to be 
self-financing. Activities so far have broken even, and since 
the bank was founded it has paid the Federal Treasury dividends 
totalling more than US$1,000 million in remuneration for the 
basic capital of US$1,000m. put up in 1945.

The bank's accumulated resources total upwards of US$2,000m. and 
are sufficient to cover the losses, totalling US$160m., sustained 
during the past year. This loss has been due to the bank cur
rently committing itself to provide a certain proportion of its 
credits at 10% interest, at the same time as borrowing costs 
10.6%. Meanwhile, interest revenues on many older loans are in 
the region of 8%. The deficit for 1983 is forecast at US$200m.

The bank's advances in 1982 totalled US$3,500m. and its guaran
tees comprised US$5,100m. In this way export orders were fin
anced totalling some US$12,100m., corresponding to 5.7% of US 
commodity exports that year. The bank's financial activities, 
however, are very much concerned with major industrial projects. 
Agricultural exports are financed by the Commodity Credit Cor
poration (CCC) .

The bank's financial activities are undertaken in co-operation 
with 350 banks in the USA. One condition for the finance of 
exports by the Export-Import Bank is for more than 90% of the 
content and components of the product to be of US origin. Among 
other things the bank's programme includes direct loans to 
companies, rediscounting services to banks for their loans tö 
small businesses, the provision of guarantees and export insur
ance in collaboration with the Foreign Credit Insurance Associa
tion (FCIA).



Direct loans are advanced to companies which cannot obtain 
finance through commercial banks. Finance can be short-term, 
medium-term or long-term. Credits are awarded for up to 65% of 
the export value, with a stipulation of 15% cash payment by the 
purchaser. Interest charges vary with the duration of credits 
and the status of the purchasing country. Countries are classi
fied in three groups. At the time of the interviews, long-term 
finance cost 12.4% for industrialised countries and 10% for 
developing countries, while export loans to the intermediate 
category cost 11.35% (the consensus term).

The Small Manufacturers' Discount Loan Program refers to small 
businesses, with sales totalling less than US$25m., to whom the 
Export-Import Bank offers refinancing with commercial banks 
advancing medium-term loans at a fixed rate of interest. This is 
done because the commercial banks are unwilling to offer fixed 
interest rates, which in many cases are necessary in order to 
obtain an export order.

The Medium Term Credit Program is a medium-term lending scheme 
launched in 1982 at a fixed rate of interest for companies 
competing in export markets with exporters from other countries 
who obtain finance from a foreign official and subsidised export 
credit organisation. The Export-Import Bank then finances up to 
85% of the value of exports, subject to a 15% cash payment by the 
purchaser.

Under its Commercial Bank Guarantee Program, the Export-Import 
Bank guarantees the repayment of medium-term loans which export
ers have obtained from commercial banks. These guarantees cover 
exports to more than 140 countries. After 15% cash payment by 
the purchaser, political risks are guaranteed 100% and commercial 
risk 85%.

The Commodity Credit Corporation, CCC, established in 1956 under 
the authority of the US Department of Agriculture, also finances 
exports of agricultural produce. Private enterprises obtain



export credits if they cannot arrange finance in the private 
credit market.

CCC has three main programmes for finance and guarantees. Under 
the Export Credit Sales Program, credits are awarded for up to 
three years to the foreign purchaser. This is conditional on a 
banker's guarantee of the repayment of the loan. Under the 
Intermediate Credit Program, finance can be offered for up to 10 
years towards stockpiling and other investments abroad connected 
with agricultural exports. In addition, guarantees are furnished 
under the Non-commercial Risk Assurance Program. These guaran
tees are awarded for up to three years and refer to other than 
purely commercial risks.

The Foreign Credit Insurance Association, FCIA, offers export 
credit insurance in collaboration with the Export-Import Bank. 
FCIA, which is a private institute, was founded in 1961 and is an 
association representing about 50 leading insurance companies. 
It has 200 employees and, in addition to its head office in New 
York, has 8 local branches throughout the USA.

Companies normally start by applying to FCIA for a guarantee for 
export transactions, after which a loan is awarded through a 
commercial bank. FCIA ensures the commercial risks and arranges 
for the Export-Import Bank to take out insurance for political 
risks. The commercial insurance normally covers 90% of the 
value, but small businesses are given 95% insurance coverage.

The Small Business Administration, SBA, have the task of sup
porting small businesses in various ways. The USA has 14 million 
small businesses, 11 million of which are non-agricultural. The 
number of small businesses has grown from year to year over the 
past three decades, and questions relating to small businesses 
have been given progressively higher priority by Congress in 
recent years.

SBA is primarily responsible for governmental assistance to small



businesses. SBA has 4,000 employees, 500 of whom are stationed 
at head office in Washington and 3,500 at the regional offices 
throughout the country. The local organisation comprises 10 
regional offices, which in turn are responsible for 65 district 
offices. The number of export specialists is limited. There are 
five at head office and ten at regional level, making a total of 
15. The budget for direct export promotion measures is approx
imately US$2m.

A great deal of SBA's programme, however, is concerned with 
activities which can be drawn on by export enterprises. Indivi
dual companies can obtain direct advisory services under the 
SCORE and ACE programmes. SCORE, the Service Corps of Retired 
Executives, numbers more than 11,000 retired entrepreneurs who 
supply companies with advice free of charge on various subjects, 
exports included. ACE, the Active Corps of Executives, comprises 
active executives who similarly offer their services free of 
charge to small businesses. Assistance in various matters can 
also be obtained from the universities. SBA collaborates with 26 
universities under a Small Business Development Center Program.

Educational activities comprise seminars and training programmes. 
In addition, an Export Workshop is conducted in association with 
the Department of Commerce.

SBA can also provide guarantees for company bank loans under the 
Export Revolving Line of Credit programme.

The Export Council publishes lists of elected representatives in 
various states. These persons constitute a panel to which the US 
Chamber of Commerce can turn for suggestions concerning new 
practical programmes.

Export Management Companies, EMC, is the name of export companies 
which have been operating since the 1920s. There are about 1,000 
such companies today. These private undertakings supply services



and advice concerning necessary documentation, legislation etc. 
connected with export business.

Export Trading Companies, ETC, were introduced under legislation 
passed in 1982. The purpose of ETC was to facilitate exports 
above all by small businesses by sanctioning co-operation between 
several companies and with commercial banks holding stakes of up 
to 5%, without contravening the antitrust laws. Not so many ETCs 
have been founded as was expected, but a number of applications 
have come in.

The US Chamber of Commerce comprises 2,600 local chambers of 
commerce whose task is to monitor local legislation. These 
chambers are affiliated to the US Chamber of Commerce and so too, 
accordingly are the 205,000 organisations which they include. 
The chambers of commerce do not really play a very important part 
in central export promotion measures. Instead they are said to 
have very much of a local emphasis. Perhaps the American cham
bers of commerce are more provincial than their counterparts 
elsewhere in the world.

Domestic International Sales Cooperation, DISC, is a financial 
implement created in 1971 with the aim of conferring a fiscal 
advantage on American exporters. It was above all the big 
organisations which came to avail themselves of this scheme. 
DISC is said to cost the state almost US$2 billion annually in 
lost revenue, due to companies being allowed a respite for the 
payment of taxes on their profits. DISC is not an independent 
organisation but a kind of desk company which can be created by 
companies under the 1971 Revenue Act. This arrangement has been 
heavily criticised by GATT and its provisions are now being 
brought into line with GATT regulations.



The following figure illustrates the extent to which the various 
organisations engage in export promotion. It also shows, with 
reference to the extent of federal government finance, the extent 
to which organisations are private or governmental in character.

Figure 1 Export promotion organisations in the USA
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2.3 The concept of export promotion in the USA

The US has no concerted export policy, just a number of authori
ties discharging the duties entrusted to them. The concept of 
export promotion in the USA, however, has acquired two aspects. 
The Department of Agriculture has its own distinctive history. 
The other aspect is connected with the Department of Commerce. 
As somebody put it in one interview, these two departments have 
the task of trying to get exports going from companies which do 
not really want to export.

Some observers regard the American export promotion system as 
fragmented, because one institution, the US TR, is responsible 
for the framing of policy while the implementation of trade 
policy rests with the Department of Commerce.

People at the Department of Commerce today maintain that there 
are two obstacles to the growth of exports in the USA. Firstly, 
there are the antitrust laws, designed to protect the American 
consumer. American entrepreneurs are so accustomed to these 
terms of production that they cannot break away from them when 
designing products for sale in export markets. In addition, the 
USA has a number of regulations and standards concerning high 
technology and defence policy which are considered to stand in 
the way of exports.



3. Export promotion from an exporter's viewpoint

3.1 Where does the exporter have access to support?

A great deal of American export promotion focuses on this initial 
phase: realisation of the possibility of exporting.

The most important export promotion organisation, ITA, is easily 
reached by companies. It has offices in all states and in most 
of the larger cities.

Small Business Administration is also easily accessible. Al
though it is only partly concerned with export business, small 
companies can get in touch with it in all states.

Many other organisations, both public authorities in the various 
states and private organisations, are easy for companies to get 
in touch with. Some states have offices of their own abroad.

Opportunities of financial contact, however, are limited. The 
Export-Import Bank only exists in Washington. This is probably 
one reason why many states are now planning their own export 
finance companies.

3.2 Planning and production support

For planning support, small and also larger companies with 
research or development problems can directly approach the 
departments of Defence, Health, Energy and Transport. Companies 
frequently conclude agreements with government departments 
entitling the latter to retain the patent in the event of re
search having a successful outcome.

There is no special support for the adjustment of products to 
export markets.



3.3 Marketing support

The ITA presents a number of market reports, but the largest 
companies normally have superior competence in this field while 
the small ones are a little more sceptical of governmental 
capabilities. The ITA register of potential foreign purchasers 
does not appear to have been a success.

The most widely appreciated support is the trade fair participa
tion which the ITA and many states try to encourage. Most states 
have advanced programmes of this kind. When states plan to start 
encouraging company exports, as for example in California at 
present, trade fair arrangements are the first strategy they 
resort to. This priority is based on the same fundamental 
attitude as in West Germany, i.e. that if the government will 
only make it easier for companies to display their products, 
competitive industry in the country will manage exports on its 
own.

3.4 Finance and guarantees

Exports are financed by commercial banks on market terms. There 
is no subsidised finance for exports to industrialised countries. 
In some states it has been proposed that local export finance 
companies should be set up which can to some extent offer slight
ly lower rates of interest.

The Small Business Administration tries to facilitate exports by 
small companies by offering "Revolving Lines of Credit" which can 
be freely used up to a certain limit.

3.5 Export promotion emphases

Most export promotion measures are channelled through private 
organisations. The main thrust of export promotion is on the 
latter stages of company export efforts, above all marketing. 
There are also some advisory services for the introductory



planning stage, but the main idea behind government-supported 
export promotion can be said to be that of collecting market 
information and making sure that the products are displayed at 
trade fairs.

The following figure shows the main thrust of the export promo
tion organisations.

Figure 2 The focus of export promotion on various activities

PUBLIC State State EXIMBANK
authorities authorities FCIA
ITA ITA CCC
FAS FAS AID
SBA SBA SBA

TDP DISC

PRIVATE ETC ETC
EMC EMC
COC COC

-------------- L------------ 1-------------- 1
EXPORT PRODUCTION MARKETING FINANCE AND
PLANNING GUARANTEES
Step 1 Step 2 Step 3 Step 4

FCIA: Foreign Credit Insurance Association
EMC: Export Management Companies
ETC: Export Trading Companies
COC: Chamber of Commerce
ITA: International Trade Administration within the Department of

Commerce
FAS: Foreign Agriculture Service within the Department of

Agriculture
Eximbank: Export-Import Bank of the United States
CCC: Commodity Credit Corporation
TDP: Trade Development Program within the State Department
SBA: Small Business Administration
DISC: Domestic International Sales Corporation



4. National idiosyncrasies

Exports are of minor importance to most companies in the USA. 
The country's dependence on exports has always been very small. 
Most output is sold between the various states. The need for 
increasing exports is fairly new and has resulted from the recent 
recession and growing unemployment.

Federal export promotion is mainly concerned with acting through 
the departments of Trade and Agriculture (ITA and FAS respective
ly) to induce the exporter to get in touch with the purchaser and 
to display his products.

Export promotion in the form of education, marketing and finance 
is not particularly extensive in relation to the country's export 
trade. Very large amounts, on the other hand, are earmarked for 
assistance to certain countries. This assistance is tied and 
takes the form of commodity shipments. Since our respondents 
regard this as part of the export promotion effort, total "export 
promotion expenditure" in the USA is very heavy.

The interaction of private and governmental interests is tradi
tionally regarded as natural and absolutely essential in order 
for public authorities to achieve any results.

Many activities within SBA are based on co-operation with entre
preneurs. Advisory services are made available to small busi
nesses through executives offering their services free of charge 
under the ACE programme and retired executives theirs under the 
SCORE programme. ITA collaborates with entrepreneurs in many 
activities. Most of its employees are recruited from industry. 
Agricultural export promotion is an efficient partnership between 
the government and the private sector. The Foreign Credit 
Insurance Association is a private export insurance company but 
co-operates closely with the federal Export-Import Bank. The 
private chambers of commerce often collaborate with ITA in 
seminars and usually refer export inquiries to the ITA offices.





Canada
1. National characteristics

In terms of area, Canada is the second largest country in the 
world, but its population is only 24 million. This and its 
proximity to the world's largest industrialised nation, the USA, 
are important starting points for a description of Canadian 
export promotion.

Table 1 Canada: various economic data

1978 1979 1980 1981 1982

Exports^ in mill, 
of US$ 48,429 58,298 67,730 72,612 71,130
Exports/GNP % 25.8 27.4 28.5 27.0 25.1
Exports per capita $ 2,061 2,429 2,822 3,025 2,888
GNP per capita $ 9,774 8,973 9,903 11,067 11,518
GNP in mill, of
us$1 (2) 187,388 212,664 237,290 269,374 283,680

(1) Source: IMF Direction of Trade Statistics; Yearbook 1983.
(2) US$ = Can $1.23.

More than 80% of the country's exports go to industrialised 
countries, and only 11% to developing countries and NICs. Canada 
has come to be heavily dependent on the USA, since the latter 
receives more than 60% of its exports. In situations where the 
US economy stagnates, the Canadian economy does the same. The 
Canadian dollar has risen in situations where the US dollar has 
appreciated in the currency market. A situation of this kind 
prevails at present, with the result that Canadian products have 
become more expensive in foreign markets. During 1983 and 1984, 
the US dollar has reached record levels, thus impeding exports by 
Canadian companies.



Regionally speaking, there is a pronounced bias in that economic 
activities are heavily concentrated within parts of eastern 
Canada. The province of Quebec, which is perhaps the strongest 
representative of increased provincialism, displays a high level 
of self-consciousness. Representatives of the province state 
that it accounts for 31% of Canada's exports but only 20% of the 
country's imports.

Table 2 National breakdown of exports*
Millions of US$

1978 1979 1980 1981 1982

Industrialised
countries 40,548 48,569 54,742 59,162 57,829
State-trading
countries 1,364 1,673 2,811 2,951 3,273
Petroleum-exporting
countries 1,178 1,341 1,741 1,975 2,077
NICs 900 1,086 1,850 1,858 1,538
Developing
countries 4,213 5,629 6,586 6,666 6,413

Total exports 48,429 58,298 67,730 72,612 71,130

* The countries in each category are enumerated in Appendix 2. 
Source: IMF Direction of Trade Statistics, Yearbook 1983.

Several large American companies have manufacturing facilities in 
Canada. This is a favourable arrangement for Canada, which has 
the task of producing components and gains access to American 
technology and know-how. At the same time, the emphasis on 
subcontracting increases the country's dependence on the USA.



2. Export promotion - an overview 

2.1 Export promotion resources

The following table shows national government spending on export 
promotion.

Table 3 Canadian export promotion expenditure in 1982

Millions of US$
Department of External Affairs, DEA^ 365

( 2 )Department of Agriculture-Canagrex 3
The Canadian Commercial Corporation, CCC ^ 31
Department of Regional Industrial Expansion, DRIE *1 2 3 4) 40
The Canadian International Development Agency , cida(5) 837

Total 1,276

Export promotion as a percentage of exports ($71,130 millions) =
1.8%
Export promotion per capita (24 millions) = US$53

(1) DEA is said to have been allocated a total of Can $689m. for 
the 1983/84 fiscal year to cover "operations at headquarters 
and at posts". Activities related to export promotion are 
estimated at 65%, i.e. Can $449 or US$365.

(2) The Canadian Department of Agriculture has constructed a new 
organisation, Canagrex, to market the country's agricultural 
produce. According to the interviewee, the budget at the 
Department of Agriculture will be Can $13.3m. for the first 
3-year period, i.e. 4.1m. per annum or US$3m.

(3) The Canadian Commercial Corporation, CCC, is expressly
concerned with export promotion according to the same 
informant at the Department of Agriculture. CCC breaks 
exactly even, but the employees' salaries are paid separate-



ly by taxpayers. Export promotion expenditure here is 
estimated at 385 employees x 100,000 $, i.e. Can $38.5m. or 
US$31m.

(4) The Department of Regional Industrial Expansion, DRIE, has 
at present an annual budget of Can $l,400m. Of this between 
3 and 4% are said to relate to export promotion. This 
corresponds to Can $49m. or US$40m.

(5) According to OECD DAC, official development assistance for 
1981 totalled Can $l,785m., including $l,212m. bilateral 
assistance. According to the DRIE interviewee, 85% of 
bilateral assistance, i.e. Can $l,030m. or US$837m., is 
tied.

2.2 The principal export promotion institutions

Until very recently, the federal government in Ottawa concen
trated its export promotion activities within the Department of 
Industry, Trade and Commerce (ITC). ITC has been mainly con
cerned with two supportive programmes. PPP, "The Promotional 
Projects Program", is conducted by local ITC offices throughout 
the country. This programme supports exhibitions abroad, busi
ness trips etc. The second programme, PEMD, "The Program for 
Export Market Development", is aimed at supporting the export 
efforts of individual companies or groups of companies. ITC has 
been able to count on assistance from the 350 trade commissions 
and 170 local employees at 92 Canadian offices in 69 different 
countries.

In January 1982 the federal government announced its intention of 
making two departments primarily responsible for economic de
velopment and, accordingly for export promotion. These are the 
newly established Department of Regional Industrial Expansion 
(DRIE) and another, reorganised department, the Department of 
External Affairs, which is now to give greater priority to 
expanding the country's international trade. As part of this



reorganisation, the former Department of Industry, Trade and 
Commerce has become the Department of Regional Industrial Expan
sion (DRIE) and has been made responsible for a large number of 
different programmes. The number and scope of these programmes 
are both being changed at present. Our interviews with Canadian 
spokesmen during August 1983 point to definite cuts in the number 
of programmes. But PPP and PEMD are important programmes which 
are to be carried out by the amalgamated local offices. The 
latter comprise the 11 local offices of the old Department of 
Industry, Trade and Commerce (ITC) and the local offices of the 
former Department of Regional Economic Expansion (DREE). The 
staff of these local offices are primarily to encourage Canadian 
companies to venture abroad and step up their exports. These 
internal networks will still be able to count on utilising the 
external network which now comes under the Department of External 
Affairs (DEA).

The federal government also has a number of "Crown Corporations", 
viz the Export Development Corporation (EDC) and the Canadian 
Commercial Corporation (CCC). Mention should also be made at 
this point of the Canadian International Development Agency 
(CIDA).

The Department of External Affairs, DEA, now has about 1,200 
employees in its "economic sector". There are 350 trade com
missioners who rotate between appointments at home and abroad. 
The remaining 850 or so are stationed in Ottawa. A special 
career within the Canadian foreign service is concerned with 
commercial and economic questions, as distinct from the tradi
tional political career. The present DEA is an augmented version 
of the old Department of External Affairs, incorporating parts of 
the former DREE and ITC. In our interviews, this reorganisation 
was said to be connected with the Hatch Report, presented in 
1978, which pointed to the necessity of efficient export promo
tion measures. A few years later, in 1981, it was decided to 
give high priority to exports. Reference was made to Canada's 
traditionally heavy dependence on international trade, which was



specifically expressed in a report published that year under the 
title "Export Strategy for the 80's".

The then Department of External Affairs next proceeded to 
identify sectors in which Canada was internationally competitive. 
After this, departmental officials investigated promising markets 
in a systematic attempt to develop lasting business opportunities 
for the Canadian industrial sector. The end result of this 
process, according to one of our spokesmen, was that 19 countries 
were given priority for Canadian exports. These 19 countries 
are: Mexico Brazil, Venezuela, Australia, Norway, Japan, France, 
West Germany, Sauid Arabia, the USA, the UK and the five Asean 
countries together with Hong Kong, China and India.

The aim of the PEMD programme is to develop and strengthen 
Canadian commodity and invisible exports by means of the govern
ment and enterprise sharing the financial risks associated with 
market launches. Risks of this kind may be connected with 
unusually large and complex projects, new and unusual market 
conditions and/or the necessity of establishing consortia for 
export co-operation in utilising business opportunities. PEMD is 
divided into seven sub-programmes.

Unlike PPP, companies themselves get in touch with an ITC office. 
After completing a form, the company applying for support can in 
principle collect cash funds according to a distinct cost sched
ule, a kind of price list. PEMD cost the Canadian taxpayers 
about 20 million Can $ in 1983. The basic idea is for the 
individual company to commit an equal amount. The provisions are 
framed in such a way that the company has to repay half its 
future earnings on account of the 50% governmental stake.

The second programme, PPP, is mainly initiated by the department 
itself, which offers companies trade fair exhibition stands etc. 
but on conditions defined by the federal government.



The Canadian counterpart of the export-import banks in other 
countries is the EDC, Export Development Corporation, which is a 
crown corporation. The Export Credit Insurance Corporation, set 
up after the Second World War, acquired its present name of 
Export Development Corporation in 1969.

EDC has aimed to break even, but has nonetheless made quite 
substantial profits and been criticised for not taking enough 
risks. The insurance side has not yet made any appreciable 
losses, unlike practically all the insurance institutes we 
studied in the other countries. This is probably a sign that the 
organisation is either uninterested in taking risks or else that 
it operates very skilfully, which would seem to be difficult in a 
world full of political risks. According to our interviewee, 110 
loan transactions were handled in 1982 and the organisation has a 
total of 1,100 clients. EDC loans are conditional on 60% Cana
dian content. Operations are "guaranteed" by the Canadian 
Department of Fiscal Affairs. Shares are held by the Canadian 
government. Bonds are issued to finance activities, and in 
recent years there have been four large issues annually.

EDC has a total of 610 employees who award loans or insurance. 
EDC has no offices overseas, but it does have 45 credit officers 
who are constantly travelling round the world negotiating for 
loans and terms of insurance together with Canadian businessmen 
or banks. The rescheduling of loans is said to be the primary 
activity of a credit officer today.

The Department of Regional Industrial Expansion, PRIE, has about 
2,500 employees, 1,200 of whom are stationed at headquarters in 
Ottawa while the remainder are employed in the regions. The 
budget is Can $ 1,400m., of which 3 or 4% are devoted to export 
promotion according to departmental representatives interviewed 
in August. As stated earlier, this new DRIE represents a merger 
of three departments.



At provincial level, DRIE is represented in Ontario by 60 em
ployees, of whom 6 or 7 are concerned with trade questions. 
These are the employees who have to put the PEMD programme into 
effect.

The Canadian Manufacturers' Association, CMA, has 100 employees 
at its head office in Toronto and at its 10 local offices through
out the country. This organisation is based on membership and 
mostly provides services for a much larger number of members than 
belong to the Canadian Exporters' Association. Only three of 
these 100 employees, however, specialise in export development.

Trade development is one of the two fields on which the CMA is 
currently concentrating. The other is productivity. The CMA 
also supports an extensive campaign, arranged by the government 
and conducted in October 1983, with the aim of enhancing export 
awareness.

The CMA publishes the Canadian Trade Index, a catalogue listing 
the 13,000 affiliated companies. In the next version (the Index 
is updated annually) an effort will be made to answer questions 
concerning the current value of exports by these companies, 
whether they export pure products, questions about software (i.e. 
licences and technology) and questions concerning the regions 
where sales were made and the percentage of sales exported. At 
the same time these particulars are to be entered in a database.

CIDA, the Canadian International Development Agency, implements 
the official Canadian programme for development assistance and 
reports to Parliament through the Department of External Affairs. 
CIDA's bilateral programme is concerned with more than 70 differ
ent countries, mostly in five regions, viz Asia, the Commonwealth 
African countries, the French-speaking African countries, the 
Carribean and Latin America. Apart from this bilateral programme 
there is the multilateral programme and a "special programme". 
This last mentioned includes an "Industrial Cooperation Program" 
for the use of Canadian companies wishing to investigate indust



rial co-operation projects in developing countries. Companies 
can apply and obtain grants of up to 250,000 Can $ under projects 
referrable to labour training, but grants are also awarded for 
professional activities such as the development of fiscal legis
lation.

As stated earlier, the Canadian Commercial Corporation, CCC, is a 
Crown Corporation established in 1946 with the aim "to assist in 
the development of trade between Canada and other nations". 
Within this extensive framework, the CCC tries to offer export 
facilities to Canadian companies which are accepted by foreign 
governments and non-Canadian development organisations. CCC is 
intended to operate as main contractor in large turnkey projects 
when a country-to-country arrangement is desirable. Thus the 
role of this export promotion organisation is to co-ordinate the 
commencement of projects demanding co-operation between private 
industry, banking and trading houses.

The Department of Agriculture. In recent years the attention of 
this department has been caught by the French SOPEXA system and 
the British BBF (Buy British Food), both of which organisations 
serve to encourage national exports of agricultural produce. 
Canada Agricultural Export or Canagrex was set up against this 
background. Its aim is to influence the various separate agri
cultural organisations (marketing boards), each of which is 
solely concerned with the interests of its own product and is 
hardly in a position to build up more extensive exports. Cana
grex is now being built up through the recruitment of a managing 
director. The organisational budget for the next three years is 
12.3m. Can $ and in five years' time an evaluation will be 
undertaken to decide whether or not the activities are to con
tinue. Canagrex is not to venture into processing or farming but 
is to act as a catalyst and endeavour to educate the marketing 
boards to step up their exports.



The following figure illustrates the extent to which the various 
organisations engage in export promotion and the extent to which 
organisations are private or governmental in character.

Figure 1 Export promotion organisations in Canada
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3. Export promotion from an exporter's viewpoint

3.1 Where does the exporter have access to support?

It a Canadian company contemplates export business, the USA is 
likely to be the first country which comes to mind. There are 
many indications that new exporters try to obtain federal export 
support. Thanks to the extensive chain of local offices, this 
support is often readily available to companies. Moreover, many 
provinces have activities of their own to encourage exports by 
local companies.

3.2 Planning and production support

The Canadian federal programme concentrates heavily on step 1, 
i.e. efforts to make companies aware of the benefits of export 
business. Secondly, efforts are concentrated on phase 3, i.e. 
marketing questions. DRIE's new supportive programme, i.e. the 
7-point programme which is emerging following the slimming-down 
of the old 59-point programme, is based on the idea of a company 
life-cycle. This means that questions of production, i.e. how to 
secure the adaptation of a product to the specific market, may 
come to play an important part in future. Otherwise - as in most 
of the countries included in this study - there is no programme 
specifically concentrating on this critical phase of company 
export development.

There is a government bank (the Federal Business Development 
Bank) which can provide product development loans, but for the 
most part the CMA expects companies to be self-reliant during 
this phase. As a last resort, there is often a provincial 
development bank, e.g. the Ontario Development Corporation.

3.3 Marketing support

As stated earlier, the PMD and PPP predominate here, but com
panies also turn to one of the 11 former ITC offices or the new



DRIE network. The Trade Commissioners have developed a kind of 
microfiche system analagous to the popular databanks, but this 
Canadian system appears to have been little used.

3.4 Finance and guarantees

EDC, Export Development Cooperation, has previously been re
proached for making a profit and, accordingly, not taking enough 
risks. Some respondents feel that EDC, being financially orient
ed, is excessively segregated from marketing support, which 
mainly emanates from the Department of External Affairs. Thus 
EDC has services of all kinds to offer since there is no export- 
import bank, which is perhaps surprising since in many other 
respects Canadian institutions have been modelled on those of the 
USA.

3.5 Related forms of support

Trade policy is quite clearly dominating the industrial policy. 
Several of our respondents say that the opposite applied before 
1982. The following figure illustrates the focus of the export 
promotion organisations on different parts of an export transac
tion.

Figure 2 The focus of export promotion on various activities
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4. National idiosyncrasies

The purpose of export promotion is to differentiate trade, i.e. 
to make the country less dependent on the USA. Until 10 or 12 
years ago, the term export promotion was only used by the federal 
authorities. Since then a small number of provinces have launch
ed their own, frequently competing export promotion efforts. 
This has included the establishment of independent networks with 
representative offices in Europe, Asia and the USA. The Trade 
Commissioners, who have had diplomatic status in most parts of 
the world, have given Canadian export promotion a high reputation 
and the system has been credited with a high level of efficiency. 
In practice, only one authority - the Department of External 
Affairs - has worked seriously on export promotion. Some part, 
however, has also been played by the Export Development Corpora
tion.

In recent years, many American MNCs have closed down factories in 
Canada, factories which have merely been production facilities 
for the corporations concerned. This in turn has led the author
ity (FRIA) whose approval is required for foreign investments in 
Canada to adopt a much stricter line. Foreign investors are 
required to present a plan indicating that one or more of the 
foreign company's products are to be labelled as being of Cana
dian origin, the aim clearly being to prevent the Canadian 
facility from acquiring the status of subcontractor. Thus the 
Canadians are trying to induce foreign companies to give Canadian 
subsidiaries a world product mandate. This means that the 
manufacturing facility of a foreign conglomerate in Canada 
undertakes to be the sole unit in the conglomerate manufacturing 
a certain sophisticated product. Companies offering to observe 
this kind of practice when starting up in Canada find it easier 
to get their applications accepted.



United Kingdom
1 National characteristics

British exports have risen steadily in recent years, which is 
very much to the credit of the offshore industry. The ratio of 
exports to GNP is among the highest in the world, though not so 
high as in West Germany and Sweden. The old British Empire 
presented a number of automatic markets. Colonies were supplied 
with finished products via governors and British businessmen in 
positions of importance. Since the colonies became independent, 
exports to developing countries have declined appreciably.

Table 1 The United Kingdom: various economic data

1978 1979 1980 1981 1982

Exportsin mill.
of US$ 67,869 86,379 110,088 102,195 96,948
Exports/GNP % 26.7 29.0 31.8 26.8 22.9
Exports per capita $ 1,215 1,545 1,969 1,825 1,737
GNP per capita $

GNP in mill, of
4,552 5,001 6,188 6,840 7,582

us$(2) 254,180 219,410 345,828 381,906 423,084

(1) Source: IMF Direction of Trade Statistics; Yearbook 1983.
(2) US$ = £0.655.

Industry entertained high hopes in connection with Britain's 
entry into the Common Market, and exports to the EEC countries 
did in fact increase, but the main increase concerned agricultur
al produce. Exports to other industrialised countries are high, 
about 70%, and today only 14% of exports go to developing count
ries (other than the petroleum-exporting countries).



Table 2 National breakdown of exports* 
Millions of US$

1978 1979 1980 1981 1982

Industrialised
countries 43,940 60,674 76,661 70,960 68 ,352
State-trading
countries 1,848 2,317 2,717 1,891 1 ,471
Petroleum-exporting
countries 8,603 7,168 10,542 11,340 10 ,519
NICs 2,083 2,633 3,242 3,036 2 ,853
Developing
countries 11,395 13,587 16,926 14,968 13 ,753

Total exports 67,869 86,379 110,088 102,195 96 ,948

* The countries in each category are enumerated in Appendix 2. 
Source: IMF Direction of Trade Statistics, Yearbook 1983.



2. Export promotion - an overview 

2.1 Export promotion resources

The following table shows national government spending on export 
promotion.

Table 3 British export promotion expenditure in 1982

Millions of US$
British Overseas Trade Board^ 80

( 2 )Foreign Commonwealth Office 60
( 3 )Export Credit Guarantee Department 780

( 4 )Official Development Assistance 820
Total 1,740

Export promotion as a percentage of exports
1.8%

($96,948 millions)

Export promotion per capita (56 millions) = US$31

(1) The British Overseas Trade Board (BOTB) is headquartered in 
London and has 10 regional offices. This network is esti
mated to cost £25m. Companies receive support totalling 
some £25m. The cost of the Export Intelligence Service is 
estimated at £1.5m. This gives a total expenditure of 
£51.5m. or US$80m.

(2) The network of Commercial Counsellors comes under the 
Foreign Commonwealth Office. BOTB estimates the total cost 
of this network as £40m. or £60m. for export promotion.

(3) According to the publication "Trading Results 1982/83", 
tax-financed spending by the Export Credit Guarantee Depart
ment (ECGD) in 1982/83 totalled £511m., corresponding to 
$780m.



(4) Total British development assistance (Official Development 
Assistance, ODA) is in the region of £l,200m., including 
about £600m. bilateral assistance. About 90% of assistance 
takes the form of deliveries by British companies, corres
ponding to £540m. or $820m.

2.2 The principal export promotion institutions - an overview

Compared with most of the other countries investigated in this 
study, the United Kingdom has only a small number of organisa
tions with relatively clear-cut duties, the most important being 
BOTB and ECDG. There are also a number of important, non-subsid- 
ised organisations, presented below.

As recently as June 1983, the Department of Industry and the 
Department of Trade merged to form the Department of Trade and 
Industry. The new unit is conspicuously large and includes a 
wide variety of authorities, among them BOTB.

BOTB has about 2,000 employees, half of whom are employed in 
London and at the 10 regional offices throughout the country. 
The remaining 1,000 are stationed abroad and BOTB regards them as 
"its men", even though formally speaking they come under the 
Foreign Commonwealth Office. The Commercial Counsellors are 
stationed in 212 different places throughout the world. Finan
cial estimates put the cost of BOTB in London and the 10 regional 
offices at £25m., while roughly the same amount is spent on the 
various programmes made available to enterprise more or less in 
cash.

BOTB was preceded by the British National Export Council (BNEC), 
a private export promotion organisation concentrating on projects 
for the development of British industry generally. This organ
isation eventually ran into difficulties, whereupon the govern
ment had to intervene financially. The whole operation was 
reorganised in 1972 and renamed BOTB. It now became fully 
governmental, with a civil servant as its chief executive.



It is mostly small and medium-sized companies that drawn on 
BOTB's services. Eighty-two per cent of BOTB's funds have been 
drawn on by companies with fewer than 200 employees. BOTB has 
20,000 clients or customers, i.e. companies which have previously 
obtained or are now receiving support which they have requested. 
BOTB's total "market" comprises the 40,000 companies having more 
than 20 employees in the United Kingdom.

The bulk of financial resources, something like £14m., are 
earmarked for trade fairs and exhibitions. The Projects and 
Export Policy Division represents a new programme designed to 
help the United Kingdom to obtain large infrastructural projects. 
A third programme, the Market Entry Guarantee Scheme, costs the 
taxpayer upwards of £2m. BOTB is characterised mainly by its 
utilisation of business knowledge and by its faith in systematic 
information. Business knowledge is expressed in a number of area 
advisory groups, while systematic information takes the form of a 
computer system known as the Export Intelligence Service.

An area advisory group comprises about 40 persons appointed for a 
period of between 3 and 6 years without any regular electoral 
procedure. These persons are domiciled in the United Kingdom but 
are expected to do a great deal of travelling in the region with 
which their group is concerned. Group members are not paid for 
their work and are expected to attend meetings, frequently held 
in London, about 4 times a year. At these meetings, plans are 
made for the year's activities, which on average involve 4 
missions annually to the region, in which companies without 
export experience are invited to take part. The 40 members of 
the advisory group are expected to have all the necessary con
tacts and between them they can both draw up general programmes 
and arrange individual meetings with the right contacts for 
British companies with an interest in export business.

EIS, i.e. the Export Intelligence Service, is an information 
system within BOTB. A computerised information system was 
introduced in 1970 and is still operating today, though it has



been gradually transformed over the years. It is based on the 
economic handling officers at the 200 or more embassies and 
consulates reporting export information with news value as 
frequently as possible. Altogether 42,000 such notices are 
received every year. EIS now has about 7,500 subscribers, but 
the number of companies actually reached is said to be greater 
than this if chambers of commerce and trade organisations are 
included, since these bodies are also able to utilise the in
formation compiled. Each subscriber has to complete a sub
scription questionnaire specifying the type of business he is 
interested in. He then indicates the region he is interested in. 
Thirdly, the subscriber is asked for a detailed presentation of 
the product he is selling. These three characteristics serve to 
make up a profile of the company. Each of the 200 notices coming 
in is matched with the profiles of the 7,500 member companies. 
In cases where a match is obtained, the company is informed by 
mail. The cost of EIS is £2m. annually. Company subscriptions 
total £0.5m. and the government contributes £1.5m. annually. The 
system is said to have generated export orders totalling £l,000m. 
last year.

The Export Credit Guarantee Department (ECGD), started in 1919, 
has about 1,800 employees, of whom 700 are stationed in London 
and another 700 or so in Cardiff. A further 400 are stationed at 
10 regional offices. Cardiff is mainly concerned with export 
credit guarantees. London has the project division, the "country 
policy" division and various lines of credit, as well as the 
department dealing with purchaser credits. As regards overseas 
offices, senior ECGD officials are said to go on three journeys a 
year, each journey taking in 3 or 4 countries. This system is 
felt to more than equal the advantages of having an overseas 
network of offices.

ECGD's rival in the United Kingdom is Lloyds, which however 
cannot offer such attractive premiums. ECGD covers roughly 
one-third of British exports. If oil and barter transactions are



excluded, ECGD is involved in 70 or 80% of all export orders 
involving credits for more than 2 years.

A profit has been returned in a number of previous years, and 
these surpluses have been ploughed into a consolidated fund. 
There have been conspicuous deficits in recent years, however, 
since the British rate of interest has been high and the con
sensus rate low.

Another actor in the British export promotion system is the 
National Economic Development Office (NEDO). This is a kind of 
tripartite advisory forum including representatives of politi
cians, trade unions and heads of industry as well as civil 
servants. Under the direction of the Prime Minister, efforts are 
made to evolve certain principles for the Prime Minister to go 
by. This group is very small and has certain points in common 
with the corresponding Japanese organisations, i.e. it is an 
informal group which aims for a species of consensus but has no 
permanent structure. NEDO also includes about 40 sectorial 
groups, each of which discusses problems and opportunities in its 
sector and matters relating to sectorial exports.

The British Food Export Council (BFEC) was launched in 1971, when 
about 60 members decided to set up a marketing organisation to 
co-ordinate some of their export efforts. Each member put up 
between £500 and 2,000. The idea was to base the organisation's 
activities on fixed contributions, but eventually this system was 
combined with more specific project activities in which each 
company paid its share. These activities were mainly concerned 
with exhibitions, in which only a few of the member companies 
were interested in taking part. Today the British Food Export 
Council has 6 employees, but it is in the process of merging with 
a new governmental organisation called "Food From Britain", 
modelled on the examples of the French SOPEXA and the German 
supportive organisation CMA. This organisation was set up in 
April 1983 and now has about 80 employees who have been trans
ferred from various departments of the Ministry of Agriculture.



Half the activities of the new Food From Britain are to be aimed 
at the British market, where consumers are to be induced to buy 
more British-based food, while the other half of the efforts will 
be concerned with exports. For the next five years, a total of 
£15m. has been allocated for individual (i.e. non-wage) activi
ties. After these five years, the intention is for Food From 
Britain to be self-supporting.

The British Food Export Council now has about 250 members, most 
of them manufacturers of machinery and equipment for upgrading 
agricultural produce. There is also a third organisation, the 
British Agricultural Export Council (BAEC), which is more con
cerned with selling raw materials and responding to farmers' 
suggestions.

The Clothing Export Council (CEC) has been an important rallying 
point for British clothing exporters, since the European market 
has differed from the British. About 70% of output in the United 
Kingdom is purchased by large chain concerns, the corresponding 
figure in Germany and France being 30%.

In situations of this kind, an important part is played by 
exhibitions, fashion shows etc. The Clothing Export Council 
organises displays and exhibitions at which clothing manufac
turers from the United Kingdom can meet purchasers face-to-face. 
This private export promotion organisation started in the same 
way as the British Food Council described above, with a number of 
interested members gaining access, on payment of an annual 
contribution, to a certain amount of market information from 
which everybody derived benefit. In the next phase of develop
ment, the secretariat staff initiated and conducted special 
projects, frequently exhibitions, which some of the members take 
part in and pay for. The Council secretariat has 16 employees. 
One-third of revenues come from membership dues, one-third from 
special activities, mostly trade fairs, and the final third from 
commission revenues. This organisation has entered a third phase 
in which businessmen are engaged to find purchasers for the



British members in return for "success fees". This is an inter
esting departure, providing opportunities of growth.

The Confederation of British Industries (CBI) is the main organ
isation of industrial enterprise, amalgamated with the employers' 
confederation. It is a voluntary organisation whose activities 
include export promotion, though without any governmental sup
port. Its 250,000 members pay between £100 and about 20,000 
annually. The CBI has 300 employees, 100 of whom are stationed 
at 12 different offices throughout the country.

The CBI budget totals between £6 and 7m. The CBI has an exten
sive system whereby policies are formulated by 30 standing 
committees - totalling 400 persons - which meet once every month. 
Each of these committees can inspire CBI council members to make 
statements on alternative export promotion measures. The four 
divisions of the permanent secretariat include one entitled 
"International Affairs". Representatives of this division are 
invited to take part in the activities of BOTB area advisory 
groups.

Finally mention can be made of NIOG, the Nationalized Industries 
Organization Groups, an organisation which observes export 
opportunities for governmental manufacturing and service com
panies and utilities.

2.3 The concept of export promotion in the United Kingdom

Many of the persons we interviewed associated British export 
promotion with exhibitions and trade fairs. They felt that the 
programme had been roughly the same in recent years.

Credit subsidies have of course come to play a very important 
part in the past few years, since the rate of interest in Britain 
has been so high and the government has had to intervene by 
bridging the gap between this and the consensus rate.



BTOB is extra proud of its databank, and says that this system 
has been emulated by other countries.

The following figure shows the extent to which the various 
organisations go in for export promotion activities, together 
with the private or public nature of those activities.

Figure 1 Export promotion organisations in the United Kingdom
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3.1 Where does the exporter have access to support?

The highly developed regional organisation and its collaboration 
with the central BOTB organisation in a country which is small in 
area augur well for the availability of information. Several of 
our interviews yielded distinct examples of experienced export 
promoters from these regional offices getting inexperienced 
entrepreneurs interested in exports. To many small businessmen, 
exports represent a substantial investment in markets which are 
far removed, a relationship reminiscent of the conditions facing 
new Japanese exporters.

3.2 Planning and production support

No explicit programme has been compiled with reference to this 
phase in the development of the exporter, but there is a type of 
programme for supporting start-ups in foreign countries; this is 
mainly used by large companies. Summing up, support during this 
critical phase, when the new exporter has to develop a sense of 
the alterations which his product requires in order to fit in as 
closely as possible with the terms of the market, has received 
inadequate attention in the UK, as in most of the other countries 
investigated.

3.3 Marketing support

Most of BOTB's cash payments are concerned with trade fairs. 
Marketing support receives general priority within BOTB.

3.4 Finance and guarantees

Costs under this head have been considerable in recent years and 
have dominated export promotion expenditure.



The following figure illustrates the focus of the export promo
tion organisations on different parts of an export transaction.

Figure 2 The focus of export promotion on various activities
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3.5 Related forms of support

Previously, under the Labour government, there was a striking 
variegated regional policy. Today very little emphasis appears 
to be put on that policy, or for that matter on labour market and 
industrial policies. "Export promotion policy", however, is a 
concept which appears to be rapidly gaining strength.



4. National idiosyncrasies

The appearance of British export promotion is conspicuously 
dependent on which political party happens to be in power. 
Previously, under the Labour government, a great deal of effort 
was devoted to governmentally organised export promotion. Today 
the emphasis is much more on privatisation and on giving free 
play to the market mechanisms. There is a basic idea which can 
be termed "matching", the essence of which is to "do as much as 
necessary", i.e. more or less as much as other countries.

In fact there have been various supportive programmes ever since 
the end of the First World War. Firstly, there has been support 
for companies wishing to attend special trade fairs. There is 
another basic principle of British export promotion which was 
voiced by some of our respondents, namely that when first ventur
ing into a market one can obtain up to 90% cost coverage, after 
which grants rapidly decline to about half. The second value is 
concerned with group exhibitions organised by an export promotion 
body. These are subject to the 50/50 principle, with the parti
cipating company bearing half the cost.

It is important to distinguish between the type of export promo
tion which has come to be developed vis â vis small and medium
sized companies and that which is addressed to the big MNCs. In 
fact, the latter category is seldom in need of export promotion 
measures.

Large projects are closely controlled. This is clearly reflected 
by the new "Project Export Development" department which has been 
set up within Division 1 of BOTB. The view taken here is that, 
if people are to have a chance of engaging in large infrastruc
tural projects, a strong and efficient group of British actors 
must be set up which is capable of acting swiftly. The ECGD must 
be brought in early, the right section of the Foreign Common
wealth Office must be brought in, banks with the right experience 
and contacts must be involved, development assistance funds must
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be properly investigated, and combinations of companies ought 
preferably to be considered as well. Inspiration and co-ordina
tion are thus to be provided by the new department within BOTB. 
The United Kingdom has not had any such partnership strategy 
before.

Otherwise, however - and this of course applies to the greater 
part of all export and export promotion activities - there is to 
be no control exercised at all. Companies must manage these 
things on their own. There is no question of any particular 
markets, sectors or individual companies being given priority.

Heavy concentration in the financial sector has resulted from the 
wide gap between the consensus rate and the market rate in the 
United Kingdom. This gap is now being closed from both direc
tions .

The BOTB Area Advisory Group plays an important part and is 
unique among the countries we investigated. The USA has an 
export council comprising a few hundred people who have to report 
new suggestions for export promotion. But the United Kingdom has 
an institution comprising between 6 and 8 groups, each of which 
has about 40 members. These 40 executives travel regularly to 
the region they are concerned with and are expected to report 
changes to their secretariat, which in turn is in touch with the 
Departments of Trade and Industry. A good combination has been 
devised by setting up this organisation, which is responsible for 
a geographical area, together with a secretariat to give cus
tomers what they want, i.e. to provide them with advisory ser
vices and to suggest means of encouraging companies with no 
experience of exports to do business in this particular field.

One characteristic feature in the United Kingdom is the emergence 
of a long line of suggestions which are conveyed to the author
ities. One consistent feature in the United Kingdom appears to 
be the efforts made to canvass viewpoints from the field.



Conclusions
"Dependence on exports" varies from one country to another

The proportion of total national output (GNP) exported varies a 
great deal from one country to another. Whereas the USA, for 
example, is not particularly "dependent" on exporting, other 
countries export a large proportion of their GNP. Singapore is
extremely "dependent on exports"1 through its extensive re-export
trade. South Korea exports more than one-third of its GNP,
France somewhat less . Many countries export a quarter of their
GNP; this applies to Canada, the United Kingdom, Italy and West
Germany. In several countries, exports in relation to GNP have
declined in recent years.

The following table shows the " export dependence" of the count-
ries investigated.

Table 1 Exports as a percentage of GNP, 1980-82

1980 1981 1982

Canada 29 27 25
United Kingdom 32 27 23
France 32 26 21
Italy 35 29 24
Japan 13 14 13
Singapore 173 162 137
South Korea 36 35 33
USA 8 8 7
West Germany 33 29 28



Export promotion is heaviest in the USA, both in absolute figures 
and in relation to exports, due mainly to heavy military ship
ments to certain countries. American exports, however, are 
relatively limited and per capita export support is the same as 
in many other countries. The United Kingdom, Canada, South Korea 
and France also have high levels of export promotion. West 
German governmental expenditure on export promotion is extremely 
low. In Singapore too, export promotion is low in relation to 
the country's exports. Since Singapore has a very high level of 
re-exports, support in relation to its own export industry is a 
good deal higher. Table 2 shows the differences between export 
promotion in the 9 countries in relation to each country's 
exports and export promotion in $ per inhabitant.

Export promotion is taken to include the export activities of 
national authorities, grants to private export organisations and 
grants to export finance and insurance agencies to cover possible 
deficits. Some countries have tax subsidies designed to promote 
exports. Tied assistance has also been included in certain cases 
where it is said to play a direct part in promoting national 
exports.



Export 
promotion 
as a per

centage of 
exports

Export 
promotion 
in $ per 

inhabitant

Export 
promotion, 
$ millions

Exports, 
$ millions

USA 3.5 32 7,451 212,274
Canada 1.8 53 1,276 71,130
United Kingdom 1.8 31 1,740 96,948
South Korea 1.7 10 381 22,251
France 1.4 25 1,381 96,688
Japan 0.7 8 930 138,443
Italy 0.6 8 453 73,374
Singapore 0.1 7 18 20,787
West Germany 0.02 0.5 33 176,432

Export promotion systems in the various countries are strikingly
similar in structure. There is always an organisation for
credits and guarantees and a system comprising at least one
central advisory unit. The activities of these organisations are 
fairly similar. On the other hand, as has already been made 
clear, the extent of governmental subsidisation of export promo
tion activities varies a great deal from one country to another.

Export credits and guarantees the heaviest items of expenditure 
in many countries

Credits and guarantees account for a large proportion of expendi
ture. In the table below, national expenditure on public export 
promotion has been divided into three approximate classes, viz 
credits and guarantees, tied assistance, and advisory services. 
Advisory activities include direct advisory services to com
panies, marketing support, the collection of information abroad, 
education, seminars etc. The table shows the percentage break
down of these three costing categories.



In most countries, e.g. Italy, France, South Korea and Japan, the 
main emphasis of export promotion is on heavy governmental 
expenditure in connection with credits and guarantees. Develop
ment assistance plays a very important part in countries such as 
the USA, Canada and the United Kingdom.^

Table 3 Export promotion costs by various activities

Credits/ Tied Advisory Total
guarantees assistance activities export

Percentages of total export promotion promotion
($ millions)

USA 27% 69% 4% 7,451
Canada 2% 66% 32% 1,276
United Kingdom 48% 44% 8% 1,740
South Korea 92% 0 8% 381
France 66% 29% 5% 1,381
Japan 79% 2% 19% 930
Italy 78% 0 22% 453
Singapore 0 0 100% 18
West Germany 0 0 100% 33

(1) In fact, development assistance means even more for exports 
than the table suggests. Calculations by the OECD Develop
ment Assistance Committee have shown that tied assistance 
very often exceeds the figures quoted in our interviews. In 
many cases, moreover, the real feedback to the donor country 
in the form of export orders can be even greater than the 
tied Assistance given.



Few countries have a clear strategy for the construction of their 
governmental export promotion systems. Most forms of support 
have been introduced ad hoc. Usually inputs in other countries 
are kept under observation and efforts made to "match" them.

Japan, however, has a strategy for encouraging small and medium
sized companies to export to Southeast Asia, the aim being to 
reduce the dependence of Japanese exports on the EEC. One 
important question for Japan, and also for South Korea, concerns 
the appropriate response to the growth of protectionism in the 
form of voluntary export restraints, increased local manufactur
ing in export markets etc.

There also appears to be an ideological tinge about the way in 
which national export promotion systems are constructed. In many 
countries, e.g. Japan, South Korea, Canada, the USA and the 
United Kingdom, private and governmental measures intermingle. 
Other countries, e.g. West Germany and Singapore, rely mostly on 
private activities which receive a certain measure of government
al support. In France and Italy, on the other hand, most activi
ties are governmental.

Governmental support focuses mainly on the later steps in export 
transactions

As we have seen, the basic appearance of export promotion is very 
much the same in the 9 countries investigated. All of them has 
activities such as export finance and guarantees in one form or 
another. All of them publish export information and organise 
courses and other educational activities. The extent of govern
mental support for these activities, however, varies from one 
country to another.

The decision by individual companies to export depends on their 
prospects of coping with the principal phases of an export



transaction. These roughly comprise four steps. Firstly, basic 
general information has to be obtained concerning the conditions 
and opportunities for export business. Next, the products have 
to be designed and modified to suit the export markets. After 
this the market potential has to be investigated and marketing 
measures implemented. Finally, in many cases, the export trans
action requires more long-term finance and also, in certain 
cases, export insurance with a guarantee of payment by the 
purchaser.

The extent to which governments support these steps of the export 
transaction vary from one country to another. The following 
figure illustrates the main focus of governmental spending on 
export promotion (not including tied assistance and military 
aid) .

Figure 1 The main focus of governmental export support on 
different steps in a company's export activities

West Germany
Canada
Singapore

France
Italy
Japan
United Kingdom 
South Korea
USA
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All countries have some form of basic export information des
cribing export opportunities, conditions etc., with a view to 
facilitating a company's first steps in export trade. Step 2, 
i.e. support for product design in order to adjust products to 
foreign markets, does not occur in any country. State support 
goes instead to activities designed to facilitate company mar
keting, step 3, or to support the finance and insurance of export 
transactions, step 4. Marketing measures are much cheaper to 
subsidise than export credits. The countries which have given 
priority to marketing subsidisation and left export finance and 
insurance to the private sector also have less expensive govern
mental export promotion systems. This applies above all to 
Singapore and West Germany.

West German export promotion is characterised by very small 
governmental inputs, confined mainly to collecting market in
formation and helping companies to take part in trade fairs. The 
basic idea is that companies must be induced to present their 
products, after which it is up to them to compete for export 
orders. Companies receive market information continuously from 
the overseas representatives of the national institute Bundes
stelle für Aussenhandelsinformation.

Singapore collects market information from abroad through its 
Trade Development Board and Economic Development Board.

Through its Trade Commissioners, the Canadian Department of 
External Affairs helps export companies with their marketing and 
collects market information from abroad. Company exports are 
facilitated under special programmes by the government assuming 
part of the financial risk entailed by market launches.

Most of the other countries investigated also have various forms 
of marketing support, but in addition they have export credit 
subsidies and coverage of losses arising out of export guaran
tees. These are the largest items of expenditure (not including



tied development assistance and military aid) in France, Italy, 
Japan, the United Kingdom, South Korea and the USA.

In France, interest-subsidised export credits are provided by 
Banque Française du Commerce Extérieure and export guarantees for 
commercial and political risks by Compagnie Française d'Assurance 
pour le Commerce Extérieure. This country's extensive export 
promotion measures also include tax concessions for export 
profits and overseas investments.

Where Italian export promotion is concerned, the heaviest items 
of tax-financed expenditure are export guarantees and export 
credits. Guarantees are provided by SACE and credits by Medio 
Credito Centrale. Both institutes are subsidised and are under 
the supervision of the Ministry of Finance. Governmental spend
ing on the authority which collects market information, Istituto 
nazionale per il Commercio Estero, ICE, is almost exactly the 
same as on export credits. ICE supplies market information to 
Italian enterprise through extensive overseas representation and 
a network of local offices at home.

Japanese exports have by tradition been promoted in numerous 
ways. Heavy resources have been allotted to the Export-Import 
Bank of Japan in the form of a basic fund and coverage of day- 
to-day administrative costs. The interest on export credits is 
not subsidised, since the level of interest rates in Japan falls 
below the international consensus level. Export credit guaran
tees are furnished by MITI, the Ministry of International Trade 
and Industry. Market information is to some extent conveyed 
through the Ministry for Foreign Affairs, but above all through 
JETRO, Japan External Trade Organization, which has a network of 
overseas offices and also local offices within Japan itself for 
efficient communication with companies interested in doing export 
business.

South Korean exports are partly supported by means of cheap 
credits. Exports are mainly financed through letters of credit,



refinanced by the Central Bank at low interest. Companies have 
access to advisory services through the Korean Trade Promotion 
Corporation, KOTRA, which has a network of overseas offices and a 
number of local offices within the country.

British export promotion is mainly subsidised by means of export 
credit guarantees and interest-subsidised export credits. These 
are awarded by the Export Credit Guarantee Department. Advisory 
and market information services are provided by the BOTB (British 
Overseas Trade Board), which comes under the Foreign Commonwealth 
Office. BOTB has offices both abroad and within the United 
Kingdom itself, and its activities include helping companies to 
take part in export trade fairs.

The USA awards large amounts of tied development assistance and 
military aid every year, funds from which American export enter
prises derive benefit. In addition to these allocations, a large 
share of governmental subsidies has for a long time been devoted 
to tax reductions for export enterprises investing profits 
abroad. This system, DISC, has been converted into a new system, 
FESC (Foreign Export Service), following criticism from GATT. 
The Department of Agriculture maintains subsidised activities, 
through the Foreign Agricultural Service, to facilitate exports 
of agricultural produce in association with trade organisations. 
Advisory services are provided through the International Trade 
Administration (ITA), which forms part of the Department of 
Commerce. The ITA has local offices in all states of the USA and 
overseas representatives at most American embassies.

Export support addressed to all categories of enterprise

Our survey shows that most export support is addressed to all 
categories of enterprise, i.e. is available to companies of all 
sizes and in all branches of industry.



Trade fairs a traditional ingredient of export promotion

Activities to help companies take part in trade fairs abroad form 
part of the export promotion efforts of all the countries investi
gated. These activities focus primarily on companies with no 
previous export experience and medium-sized companies. Govern
mental bodies provide information about trade fairs, help com
panies to make arrangements for participating and, frequently, 
award subsidies to reduce participation costs.

Special activities for small businesses in some countries

Although practically all countries profess a desire to support 
small and medium-sized companies, clearly defined programmes 
aimed at achieving certain results in these particular companies 
are usually hard to find. There are, however, exceptions. 
Special benefits are aimed at inducing this type of company to 
venture actively into the international market. Small businesses 
must turn to a trading house which has the international contacts 
and can also provide support in the form of credits. Another 
example is the American EXIM bank, in which the US Congress wants 
to introduce graduated percentage rates as an expression of the 
proportion of credits to be allocated for export trade by small 
businesses.

Further examples can be given of special activities for the 
benefit of small businesses:

In the USA, for example, the Small Business Administration 
has special credit guarantees, "Revolving Credit Lines", for 
small businesses. This refers to a federal guarantee for 
normal borrowing through commercial banks. Finance can also 
refer to export activities.

In Japan, the MITI Small and Medium Enterprise Agency has 
certain funds which are earmarked for small businesses and



are mainly applied to subsidising participation in trade 
fairs overseas.

In West Germany, the activities of RKW (Rationaliserungs- 
kuratiorium der Deutschen Wirtschaft) are geared to small 
businesses. This private organisation organises advisory 
services and seminars on export business.

In Italy, legislation on governmental support for consortia 
comprising at least 5 small businesses co-operating in 
export markets has opened up a new opportunity of supporting 
small-scale enterprise. Co-operation of this kind can take 
the form of a joint sales organisation, pooling of export 
personnel etc. Companies can form a separate consortium for 
each commodity. The subsidies are paid retroactively, with 
reference to the expenditure entered in the annual accounts.

Distinctive export promotion instruments in certain countries

Trading houses are genuine export promotion instruments in Japan 
and South Korea. MNCs are export promotion instruments in 
Singapore. Equality of values among export promotion personnel 
is established in the Japanese JETRO by means of job rotation, 
which is another Japanese export development "instrument". The 
idiosyncrasies of the three European countries are relatively 
limited, except in the case of Italy, which supports inter
company co-operation in the form of export promotion consortia.

Turnkey export support in few countries

The interview replies indicate that support is rarely provided 
for turnkey exports, and yet certain kinds of export promotion 
are particularly useful for this purpose. Everybody knows that 
diplomatic missions in developing countries often work hard to 
support their national exports in this field. It is an equally 
well-known fact that exports of this kind benefit from the large 
amounts voted in the form of tied assistance.



The United Kingdom has developed a project formation process 
aimed at rapidly utilising business opportunities arising in 
remote countries. Support has to be resolutely and promptly 
forthcoming in the form of governmental pledges, guarantees and 
the indication of a solution or project plan. South Korea has a 
method of developing building and construction projects in 
efficient partnership with the exporting building enterprise, 
which is frequently a large concern.

Some countries have networks of advisory offices at home and 
abroad

In many countries, export promotion is organised in such a way 
that the main export authority has offices both abroad and at 
regional level in its own country. This augments the opportuni
ties of direct contact with small businesses in various parts of 
the country, and it also provides companies with a more direct 
overseas channel for market research etc. Networks of this kind 
exist in France, Italy, Japan and South Korea. In certain 
countries the chain of information at home is integrated with 
national embassies abroad. In West Germany, the federal govern
ment makes grants to the private foreign chambers of commerce, 
which in turn collaborate with the local chambers of commerce. 
In other countries, the overseas representatives of the export 
agency collaborate with agencies at regional level concerned with 
industrial policy. In Canada this collaboration involves the 
local organisation of the Department of Industry.

Uncertainty regarding the results of export promotion

Export promotion in many countries is characterised by dynamic 
conservatism. Export organisations and activities change some
what, but the new appearance of things does not really do very 
much to alter the content and purpose of export promotion. 
Organisational changes have been and are being carried out in 
many places. Various trends can be distinguished. One of them 
is in favour of export promotion being entrusted to an amalgam



ated department of industry and trade, while another is a bid to 
commercialise export promotion activities.

Examples of the evaluation of export promotion are difficult to 
find. In the countries investigated, systematic evaluations or 
quantifications of the results of efforts by various agencies 
have been more the exception than the rule. The follow-ups 
undertaken are usually confined to gauging the effects of parti
cular activities, especially the result of trade fairs from the 
viewpoint of the companies taking part. We have not come across 
any blanket assessments of the results of governmental export 
support.





Appendix 1

AUTHORITIES, ORGANISATIONS AND COMPANIES INTERVIEWED 
ITALY

Rome :

Swedish Embassy
Ministero del Commercio con l'Estero 
ICE, Istituto per il Commercio Estero 
SACE
Mediocredito Centrale 
Feder Export
Unione Italiano Camere Commercio

Milan :

Swedish Trade Commission 
Camera di Commercio Industriale 
Unionscambi

FRANCE

Paris :

Swedish Embassy
DREE
COFACE
SAI, Strategy Analysis International SA 
CNPF (the French Employers' Confederation)



ABC (Association of Business Consultants)
Three industrial enterprises which have asked to remain anonymous

WEST GERMANY

Cologne :

Bundesstelle für Aussenhandelsinformation (BfAi)
Ausstellungs- und Messe-Ausschuss der Deutschen Wirtscahft e V
Bundesverband der Deutschen Industrie e V
Bonn:

DIHT, Deutscher Industrie- und Handelstag

Frankfurt :

Rationaliserungs-Kuratorium der Deutschen Wirtschaft e V 

Stockholm:

Embassy of the Federal German Republic 
German-Swedish Chamber of Commerce

SINGAPORE

Swedish Embassy
Trade Development Board
Singapore Economic Development Board
Export Credit Insurance Corporation of Singapore Ltd. 
Singapore Manufacturers' Association
Singapore Institute of Standards and Industrial Research 
Intraco Ltd.
Singapore International Chamber of Commerce 
Singapore Chinese Chamber of Commerce 
SGV (Sycip, Gorres & Velayo & Co.)

SOUTH KOREA



Seoul:

Swedish Embassy
Ministry of Commerce and Industry 
KOTRA, Korea Trade Promotion Corporation 
Export-Import Bank of Korea 
Korean Traders' Association 
The Federation of Korean Industries 
Korea Federation of Small Businesses
Korea Society for the Advancement of Machine Industry 
Kukje Corporation 
SGV (Ahn Kwon & Co.)
Eklöw AB

JAPAN

Tokyo:

Swedish Embassy 
Swedish Trade Commission
Office of the Swedish Technical and Scientific Attaché 
JETRO
MITI International Communication Department 

Internatinal Trade Policy Bureau 
International Trade Administration 
Small and Medium Enterprise Agency 

Japan International Cooperation Agency (JICA) 
Export-Import Bank of Japan 
The Overseas Economic Cooperation Fund 
Japan Machinery Exporters' Association 
The Tokyo Chamber of Commerce and Industry 
Mitsui & Co., Ltd.

Niigata :

JETRO, Niigata Office



Tsubame:

Tsubame & Japan Metal Flatware Industry Asssociation 
Yamazaki Co. Ltd.
Takayama Ind. Co. Ltd.
USA

Washington :

Swedish Embassy 
US Department of Commerce 
US Department of Agriculture 
Export-Import Bank of the United States 
Small Business Administration
National Association of State Development Agencies 
Chamber of Commerce of the United States

New York:

Swedish Trade Commission
Foreign Credit Insurance Association
US Department of Commerce, New York, District Office 
Department of Commerce, State of New York 
The Port Authority of New York and New Jersey 
New York Chamber of Commerce and Industry

Chicago :

Swedish Trade Commission
Illinois Department of Commerce and Community Affairs 
US Deparment of Commerce, ITA office
Regional International Trade Office - Small Business 
Administration
Illinois State Chamber of Commerce

Houston:



Swedish Trade Commission 
US Department of Commerce, ITA office 
Port of Houston, Authority 
Chamber of Commerce

Los Angeles:

Swedish Trade Commission
Los Angeles Area Chamber of Commerce

San Francisco:

Sacramento: Department of Economic and Business Development
US Department of Commerce, ITA office
Small Business Administration, District Office

CANADA

Ottawa :

Swedish Embassy
Department of External Affairs
Department of Regional Industrial Expansion
Department of Agriculture
Ministry of Small Business and Tourism
Export Development Corporation
Canadian Exporters' Association

Montreal (Province of Quebec):

Swedish Trade Commission 
Swedish Consulate General 
Ministère du Commerce Extérieur

Toronto (Province of Ontario):

Department of Regional Industrial Expansion, Ontario Region



The Canadian Manufacturers' Association

Vancouver (Province of British Colombia):

Ministry of Industry 
Edmonton (Province of Alberta):

Government of Alberta
Ministry of Economic Development
Department of Agriculture
Ministry of Tourism and Small Business
Department of Regional Industrial Expansion, Edmonton Office

UNITED KINGDOM

London:

Swedish Embassy
British Overseas Trade Board
Export Intelligence Service (BOTB)
Export Credit Guarantee Department 
Confederation of British Industry 
British Food Export Council 
Clothing Export Council



Appendix 2
NATIONAL BREAKDOWN IN TABLE 2

Industrialised countries State-trading countries

USA Albania
Canada Cuba
Australia Czechoslovakia
Japan East Germany
New Zealand Mongolia
Austria North Korea
Belgium Poland
Denmark USSR
Finland China
West Germany
Iceland Petroleum-exportinq countries
Ireland
Italy Algeria
Netherlands Indonesia
Norway Iran
Spain Iraq
Sweden Kuwait
Switzerland Libya
United Kingdom Oman

Qatar
NICs Saudi Arabia

United Arab Emirates
Mexico Venezuela
Brazil
Singapore Developing countries
South Korea
Hong Kong Other countries
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